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EDITORIAL PREFACE 
 

 
This year, the Proceedings include 30 abstracts, extended abstracts, and papers from 

researchers around the world, and we are pleased to see diversity in both research topics and 
authorship.  

 
We would like to thank everyone who participated in, and helped with the organization of the 

2017 Association of Collegiate Marketing Educators Proceedings. We would like to 
acknowledge all the efforts put in by the Track Chairs for their masterful handling of the review 
process within tight deadlines, and would also like to thank all the reviewers for their expert 
critiques.  

 
We would like to thank all authors for their timely submissions and adherence to our 

Proceedings standards. Without your efforts, our task would have been next to impossible.  
 
Last, but not least, we wish to acknowledge the assistance of ACME Program Chair, Irfan 

Ahmed, in helping us with finalizing these Proceedings, especially during the final stages of the 
process. 
 
 
Kishwar Joonas, Prairie View A&M University 
Prairie View, Texas 
 
Türkan Dursun-Kilic, West Texas A&M University 
Canyon, Texas 
 
2016- 2017 ACME Proceedings Co-editors  
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MESSAGE FROM THE PRESIDENT 

Dear ACME Colleagues:  
 
Welcome to the 2017 ACME Conference! I am looking forward to our time together. I know you 
will enjoy the engaging presentations, lively discussions, and warm collegiality that are 
hallmarks of our association. 
 
Many thanks and congratulations to Irfan Ahmed, Program Chair, for his outstanding work 
developing the program and creating a top-notch conference experience for all of us.  Thanks, 
too, to our dedicated team of ACME officers, track chairs, reviewers, and proceedings editors for 
your valuable contributions to the conference planning.   
 
Congratulations to the many award winners we will recognize during this year’s conference. I 
would like to especially recognize these ACME members for their outstanding accomplishments: 
  Gopala “GG” Ganesh, 2017 FBD Outstanding Educator Award, 
  Haithem Zourrig, Mengxia Zhang, and Kamel El Hedhli, FBD Distinguished Paper Award, and  
  Mel Zuberi and Teri Root, ACME AxcessCapon Teaching Innovation Competition Finalists. 
Thank you for serving as role models for outstanding teaching, research, and service to ACME 
and our profession. 
 
Special thanks to our industry partners for adding so much value to our conference:   

Our deep gratitude to AxcessCapon for multi-year sponsorship of the ACME AxcessCapon 
Teaching Innovation Competition. Thank you for the monetary awards for our competition 
finalists and thank you to Paul Capon and Alyssa Matlovsky for your ongoing support.     

This year’s Plenary Speaker, Rhea Lana Riner of Rhea Lana’s Franchise Systems, has an 
inspiring presentation in store for you about building her children’s consignment business 
from three racks in her living room to an award-winning and nationally renowned retailer 
and franchise system. Thank you, Rhea Lana, for sharing your time and expertise with us.  

 
To my present and past ACME officer colleagues — Irfan Ahmed, Silvia Martin, Grant Aguirre, 
Kishwar Joonas, Vivek Natarajan, Pat Fountain, Prashant Srivastava, Nacef Mouri, Sharon 
Thach, and Vaidas Lukosius — it has been a great pleasure to work with each of you on the 
officer track over the past four years.  Thank you for all of your hard work, kindness, support, 
and collegiality!  
 
Thank you for the opportunity to serve as President of ACME. It has been an honor and privilege 
to serve our organization and to work with so many dedicated and hard-working colleagues. 
 
I look forward to seeing all of you next year in Albuquerque! 
 
Best wishes to all of you, 
 
Renée Gravois, Ph.D. 
2016-2017 ACME President 
Sam Houston State University 
Huntsville, Texas  
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MESSAGE FROM THE PROGRAM CHAIR 

Dear ACME Colleagues:  
 
Welcome to the 2017 ACME Conference! A diverse and intellectually stimulating program is in 
store for you. In addition, I am sure that the charm and attractions of downtown Little Rock will 
exceed your expectations of the venue. 
 
Please attend as many sessions as you can and be sure to attend these signature events:  

AxcessCapon Teaching Innovation Competition – Thursday, March 9, 3:30-5:00 
Plenary Session – Friday, March 10, 10:30-12:00  

From Startup to Success: The Rhea Lana’s Experience 

ACME Awards Luncheon and Business Meeting – Friday, March 10, 12:00-1:15  
 
Thank you for the opportunity to serve as Program Chair. It has been an honor and a privilege to 
develop the program and to work with so many dedicated and hard-working ACME colleagues.  
 
My warmest thanks to the many ACME members and friends who contributed to the program 
planning and line-up. 

 
Thank you to the authors and panelists for sharing your work and ideas at ACME. Please 

be sure to submit your work again next year for the conference in Albuquerque!  
Much gratitude to our Distinguished Plenary Speaker, Ms. Rhea Lana Riner: thank you 

for sharing with our members your story of entrepreneurial and marketing success. 
A big appreciation to the Track Chairs: your hard work in recruiting submissions and 

reviewers, facilitating the review process, and corresponding with authors was what 
made the program possible. 

This year, special thanks to Pamela Mickelson for organizing the first ever ACME 
Undergraduate Student Research Symposium.    

To my officer colleagues – Renée Gravois, Silvia Martin, Grant Aguirre, Kishwar Joonas, 
and Vivek Natarajan, my gratitude for your guidance and support during the program 
planning. Special thanks to Renée for her leadership and guidance through the 
development of this year’s program. 

To all of this year’s conference participants, thank you again for being part of ACME. I hope the 
conference is a great learning and networking experience for you. 
 
Do pencil in next year’s ACME Conference in Albuquerque, New Mexico (March 7-10, 2018) in 
your calendars. Next year’s Program Chair, Silvia Lozano Martin, would welcome your 
participation and support of the conference. Please contact her to discuss how you can get 
involved.  
 
My best wishes to all of you,  
Irfan Ahmed 
2016- 2017 ACME Program Chair  
Sam Houston State University  
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2016-2017 ACME TRACK CHAIRS 
 
Branding and Brand Management 
Türkan Dursun-Kilic, West Texas A&M University  
 
Consumer Behavior and Customer Relationship Management 
Kishwar Joonas, Prairie View A&M University  
 
Ethics, Legal, and Public Policy 
Grant C. Aguirre, University of Central Oklahoma  
 
Global and Cross-Cultural Marketing 
David K. Amponsah, Troy University  
 
Marketing Education and Experiential and Service Learning 
Stacey Bolin, East Central University  
 
Marketing Research 
Sanjay S. Mehta, Sam Houston State University  
 
Marketing Strategy and Innovation 
Silvia L. Martin, California State University, Los Angeles  
 
New Media, Advertising, and Marketing Communications 
Marilyn Eastman, Morningside College  
 
Retailing and Services Marketing 
Bo Dai, Georgia Southern University  
 
Student Research 
Pamela L. Mickelson, Morningside College  
 
Supply Chain Management and Business to Business Marketing 
Mel F. Zuberi, Saint John Fisher College  
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2016 BEST OF TRACK PAPER AWARD WINNERS 
 
Global and Cross-Cultural Marketing  
The Perceived Deceptiveness of Insurance Fraud:  

A Cross-Cultural Perspective on Information Manipulation Theory 

Haithem Zourrig, Kent State University 
Mengxia Zhang, Capital University of Economics and Business 
Kamel El Hedhli, Qatar University  
 
Branding and Brand Management  
Factors Affecting Brand Equity and Customer Relationships in an Insurance Company in Iran  

Massoud Saffarian, Rogers State University 
Ehsan Adelpour, Islamic Azad University 

Maryam Karbalaee, Islamic Azad University 

Mina Movahedian Attar, Islamic Azad University 

Dana Moore Gray, Rogers State University 
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PLENARY SESSION DISTINGUISHED SPEAKER AND FEDERATION 
OF BUSINESS DISCIPLINES CHOICE PICK 

 
FROM STARTUP TO SUCCESS: THE RHEA LANA’S EXPERIENCE 

Rhea Lana Riner, CEO, Rhea Lana’s Franchise Systems, Inc.  

 

 
In 1997, Rhea Lana Riner began her small business as a young mom with three small 

children after her husband changed careers, taking her family from a corporate salary to a 
ministry salary. Like so many people, she had a passion for fashion, but on a limited budget, she 
could not afford to dress her children as she hoped.  Knowing many other moms who 
experienced the same challenge, she came up with an idea that would help them all: she invited a 
few friends to a small event in her living room to buy and sell their children’s used clothing. The 
positive feedback from the first event was overwhelming, and she quickly realized that there was 
an eager market among families of all kinds for gently used children’s clothing.  

  
From this humble beginning, Rhea Lana’s was born and grew. Now 20 years later, Rhea 

Lana’s Franchise Systems supports 80 franchises operating in 23 states and has received 
numerous awards.  Rhea Lana’s was ranked as among the “Top 500 Franchises in 2017” by 
Entrepreneur Magazine, and included among the “Top 100 fastest growing franchises in 2017” 
by Franchising Gator. The organization has been recognized as a Top 50 Franchise for franchisee 
satisfaction in 2017 by Franchise Business Review.   Rhea Lana and her business have been 
featured in The Wall Street Journal, USA Today, and Bloomberg Business. She has also been 
featured on numerous television and radio broadcasts and in the International Franchise 
Association’s publication. Additional awards include Top 200 Fastest Growing Franchises in 
2016, Top Retailer, Top 50 Franchise Business, Silver Stevie Business Award for Maverick of 
the Year, Silver Stevie Award for Woman of the Year, and Bronze Stevie Award for Company 
of the Year.  

 
As a champion in her industry, Rhea Lana Riner has appeared in Washington DC before the 

Senate HELP Committee to discuss Women in the Workforce and before the House 
Subcommittee for Workforce Protections.  She is frequently a speaker on entrepreneurship, 
women in business, social media in business, and the franchising model.  Rhea Lana lives in 
Conway, Arkansas, with her husband Dave.  They enjoy visiting their grown children in 
Oklahoma and Texas.  
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2017 FEDERATION OF BUISNESS DISCIPLINES 
OUTSTANDING EDUCATOR AWARD 

 
STATEMENT OF TEACHING PHILOSOPHY 

 

Gopala “GG” Ganesh, University of North Texas 

 

 
I like teaching because it is a career that heavily emphasizes service and I very strongly 

believe in the principle, “service to humanity is service to The Almighty”.  
 

For any class that I teach, my primary objective is to ensure that, at the end of the 
semester, my students feel that their knowledge base has significantly increased and that they 
have learnt something useful. While my job does include scholarly research and university 
service components, I think of myself as a teacher first and hence am always available for my 
students to discuss class-related problems, even outside of my office hours via e-mail, Internet-
based discussion boards, etc. I am very sensitive to the time demands on my students most of 
whom are employed full- or significant part-time and hence I try to clarify their questions related 
to the class as soon as possible. Occasionally, this involves interactions with my students at night 
via the UNT Blackboard class website which I set up regardless of instructional format.  
 

I strive for clarity in class proceedings by making up explicit rules and communicating 
these to my students in the syllabus and various assignment handouts. I emphasize professional 
presentation and in order to score a high grade, students must pay careful attention to both 
“what” is submitted and “how” it is submitted. Therefore, I include a “check-list-like” grading 
rubric in assignment’s handout. These enhance student clarity on the “what” and “how” prior to 
submission and post grading, the strong and weak points in their assignment.  
 

I believe strongly in creating excitement in my classes, for my students and myself. 
Therefore, I constantly keep trying to introduce new cases, new ways of teaching, new 
supporting tools, and, novel assignments. These, I believe, have been quite successful in creating 
and maintaining student enthusiasm for learning. Likewise, I make extensive use of teaching aids 
to overcome my accent as well as to improve the clarity of class proceedings. I have been 
teaching online since 2003 and whenever I teach a face-to-face class that I have also taught 
online, I make the website available to my students, on a delayed basis, as an after class “virtual 
tutor.” 
 

 I encourage my students to help each other correctly complete the various graded 
assignments. Therefore, typically, I set up a well-organized Discussion Board forum, divided 
into meaningful threads for each assignment, in the website for my classes (even when taught 
face-to-face) and encourage my students to ask and answer questions from other students. I 
reward students who go that extra mile with bonus points at the end of the semester. On 
occasion, I have requested and been successful in recruiting past students who performed very 
well in my classes to serve as private tutors. 
 



Proceedings of The Association of Collegiate Marketing Educators (2017) 

ix 

 

I believe in sharing whatever insights I have gained from the classroom with my peers. 
Therefore, I make use of every opportunity I get to participate in teaching-related sessions at 
leading academic marketing conferences. Typically, post-conference, I place my detailed 
presentation, including all links and attachments, on my university homepage for easy access by 
colleagues who attended my session as well as those who heard about it and contact me for 
additional details. I have also been quite active in publishing articles in pedagogical journals. 
Over the years I have shared full details of every teaching innovation that I have tried with my 
professional colleagues. 
 

Teaching allows me to channel my service efforts into areas that take advantage of my 
natural and learned abilities. Over the years, I have used my skills as a survey and market 
researcher in pro-bono consulting service projects, to help my college and other public 
organizations such as various components of my university itself. In these, the labor is supplied 
free, while all other aspects are maintained and carried out in as professional a manner as 
possible, within available resources and time. I have involved my students in many of these 
“very closely guided” projects, giving them a practical feel for completing such assignments in a 
thorough and professional manner and motivating them to do such things on their own. Many 
past students have also reported benefiting from this experience during job or internship 
interviews, where they are able to show potential employers something concrete that they have 
done,  adding credibility to the otherwise hypothetical what they could or might do on the job. 
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BRANDING AND BRAND MANAGEMENT 
 

 
 

ADOPTION OF FASHION PRODUCTS: THE ROLE OF 

REPEATED EXPOSURE 

Caroline Le Bon, University of Houston Downtown 
Dwight Merunka, Aix-Marseille University and Kedge Business School 

 

 

EXTENDED ABSTRACT 

 
People are subject to a wealth of interactions during their fashion products decision 

processes. Interpersonal communications provide information about fashion and may 
influence perceptions and ultimately choice. In fact, during the consumer decision process, 
consumers interact with their social environment and take into account the judgments of 
others in their decisions to purchase, especially for fashion items. The magnitude of 
interpersonal communications influence differs according to the nature of the products and the 
adopters. In our research we focus on fashion products and followers. The concept of fashion 
appears as a multi-aspect and as multi-dimensional concept. On the one hand, the concept of 
fashion may be defined through three main aspects: a regular and temporary cycle, a diffusion 
process, and a symbolic and social influence (Sproles 1981; Hirschman and Holbrook 1982; 
Miller et al. 1993; O’Cass 2000). On the other hand, fashion can be seen through a multi-level 
perspective: it can be seen simply as a trend, or as being applied to a particular product. As a 
trend, fashion is a dynamic process that undergoes frequent and regular changes in various 
domains (Evans 1989). Though not everyone adopts fashion products, they all know that 
fashion trends exist and change regularly. Therefore, fashion is a constant and cyclic 
phenomenon. Beyond the trends, fashion ends up with products. A fashion product belongs to 
a specific trend. A product becomes fashionable because it reveals the actual and temporary 
trend and is adopted for a period of time by a large number of persons. A product follows the 
trends and change with them. We break from existing research into products’ adoption and 
diffusion by investigating followers, the largest and most decisive segment for the diffusion of 
fashion products. People need information before they can judge if buying a new product will 
be relevant for them especially followers, who must become familiar with fashion products 
before considering them for purchase. 

 
The influences of this repetition on people’s attitudes and intentions are the subject of 

investigation by adaptation theory, the habituation model, and the repeated exposure concept. 
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We examine these theoretical concepts to understand their influence in the fashion adoption 
process. The different researches studying the influence of exposure on people’s attitudes 
reveal the importance of repeated exposures in the consumer decision process for new 
products. Moreover, we identify a link across the studies, such that people appear to need 
repeated exposures to a stimulus before they can become used to it. Exposures contribute to 
enhance people’s knowledge and then their appreciation; that is, people get used to the 
specificities of a novel product and become more familiar with it.  Although the preceding 
theories and models have received considerable support, to date, no studies have applied them 
to fashion products and followers. What happens when consumers receive several repeated 
exposures to the same fashion product? Do they display a greater willingness to purchase it? 
The adoption of fashion products may challenge this current knowledge about how people 
become accustomed to products, because the essence of fashion is constant change. Therefore, 
we study the impact of these repetitions on adoption in this particular context, in which the 
products change repeatedly and stay on the market for a very limited timeframe. Interpersonal 
communications, such as word of mouth, or observation provide information about fashion 
products and may influence perceptions and ultimately choice. Hence, these communications 
enable consumers to become accustomed to a novel product and appreciate it more (Coughlan 
and Mashman 1999).  

 
To assess the relevance of repeated exposures, we use qualitative exploratory interviews. 

Specifically, we conducted 11 semi structured in-depth interviews which lasted between one 
and two hours, and we used open-ended questions with the main objective of assessing the 
relevance of repeated exposures for the adoption of fashion products.  Then, we analyze data 
through thematic content analysis and individual cognitive mapping. The former method 
involves dissecting the interviews according to the relevant and meaningful themes they 
reveal. The individual cognitive mapping methodology then enables us to describe the 
interviewees’ internal mental representations of concepts and their relationships which they 
use to understand their environments. Such approach allows revealing individuals’ beliefs 
regarding exposure and adoption of fashion products (Langfield-Smith and Wirth 1992). This 
qualitative exploratory study enlightens the importance of repeated exposures and the 
predominant influence of observation in the followers’ decision process for fashion apparels. 
Our analysis also reveals a dimension that prior literature has not considered, namely, the 
potential role of ageing. Age appears to affect how repeated exposures influence fashion 
product adoption, since the repetitions seemed less important to our interviewees when they 
were younger. In their youth, as soon as they sensed a fashionable product, they bought it. As 
adults though, they need more time to become adjusted to the novelty, which they achieve 
through repeated exposures. We therefore add age to our research framework as a dimension 
that may moderate the influence of repeated exposures on the fashion products adoption 
process. Our results are consistent with the repeated exposure effect, which indicates that 
more exposures increase positive attitudes toward a stimulus. Accordingly, appreciation of 
fashion products should grow with more exposure, though the effect may be moderated by the 
age and type of the adopters. The authors suggest that this adaptation process depends on 
repeated exposures to the fashion trends and products especially because they do not last. In 
fact, these repetitions enable followers to identify quickly fashion items, become more 
familiar to them, begin to value them positively, and thus develop favorable adoption and 
purchase intentions.  
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The findings present the importance of repeated exposure on fashion products’ adoption 
and suggest some implications due to this adoption process. By broadening the scope of these 
expositions, managers can expand the diffusion of fashion products. In fact, they should use 
several ways to present and expose their fashion products and communicate widely about 
them to face more effectively their competitors. Because fashion products change regularly, 
their displays should encompass as many places and channels as possible to induce 
observation and favor adoption. 
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EXTENDED ABSTRACT 
 

This study offers a theoretical discussion of the challenges for the nonprofit sector related to 
developing brand equity with Millennials. Nonprofit companies are substantially sustained by 
volunteered time and charitable gifts (Hodgkinson, Nelson, and Sivak, 2002). As these will 
increasingly be sourced from the Millennial generation, nonprofit companies will need to be 
strategic in approaching this support sector. 

 
Brand equity has long been thought to enhance consumers’ brand choices (Holden, 1992) and 

their willingness to accept a price premium in for-profit business sectors (Farquhar, 1989; Aaker 
1991). More recently, concepts of brand development and brand equity have extended to the 
non-profit business sector as a strong brand has been shown to influence consumers’ willingness 
to volunteer and to financially support non-profit opportunities (Coolsen and Wintz, 1998). 

 
Faircloth (2005) proposed three brand equity antecedents that may have particular impact for 

nonprofits: Brand Personality, Brand Image, and Brand Awareness. His research showed that 
each of these three antecedents had a significant impact on nonprofit brand equity when 
controlling for altruistic volunteerism. More specifically, the component elements of brand 
respect, brand differentiation, brand scale and brand familiarity were shown to contribute 
significantly to nonprofit brand equity. On the other hand, brand character and first recall did not. 

 
This author proposes that the antecedent drivers of import to brand equity may evolve as the 

Millennial generation becomes increasingly available to support nonprofit enterprises. The 
Millennial segment of the population represents more than a fourth of the U.S. population. They 
are defined by technology, a very diverse group, and deeply concerned with authenticity. Some 
have asserted that Millennials are more likely than older generations to get involved in civic 
causes, while others have portrayed this group as materialistic and self-absorbed. Recent studies, 
however, are clarifying the magnitude and the importance of the Millennial generation for 
nonprofit organizations. A number of interesting characteristics for this group are emerging. 

 
Ertas’ 2016 study found that Millennials show a higher likelihood than older generations to 

volunteer in civic and health institutions, but a lower likelihood of volunteering with religious-
based organizations. Multiple studies have shown that Millennials want to get involved with 
causes they care about (McCrea, 2011), and they are looking to collaborate with the nonprofit 
effort rather than just contributing in monetary ways. In fact, Millennials appear to be less likely 
to contribute financially, but more likely to volunteer their time (Kitson, 2014). They are also 
creative in their support efforts, looking for ways to partner with non-profits within their own 
businesses and driving community support via word-of-mouth, online reviews and other social 
media avenues (Souccar, 2015; Krummert, 2015; Kitson, 2014). Millennials are prone to be 
fickle supporters, though, initially becoming involved with family and friends and eventually 
moving on to other causes (Souccar, 2015). The culture of the nonprofit is important. Nonprofit 



Proceedings of The Association of Collegiate Marketing Educators (2017) 

5 

 

opportunities represent important social opportunities for Millennials in that they want to 
participate in them with friends and family. Nonprofits must, therefore, have an element of fun to 
their culture (Ertas, 2016; Sheldon, 2016; Souccar, 2015; McCrea, 2011). Millennials are 
concerned, also, that the nonprofit opportunities they choose to engage with be successful and 
accountable. They want to know where their dollars are going, how the operation functions, and 
how successful the effort is.  

 
As of 2015, the nonprofit sector was the third largest employer category in the U.S., and the 

sector continues to grow (Brown, 2015). As the number of nonprofit opportunities increases, so 
will the competition to draw volunteers and donors. Nonprofits will need to be able to entice 
Millennials with causes of interest, an authentic and interactive organization culture, and 
demonstrated success. It will also be increasingly helpful for nonprofits to be top-of-mind, as 
cause-contributors will likely be more of a revolving door. These qualities speak to the brand 
character and first recall elements of brand image. Thus, it can be argued that these drivers of 
brand equity will become increasingly important for nonprofit success. 
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ABSTRACT 
 

This study identified five factors that influence the creation of brand equity through successful 
customer relationships: trust, customer satisfaction, relationship commitment, brand loyalty, and 
brand awareness. An empirical test of the relationships among these factors suggested that an 
insurance company in Tehran may be successful in creating image and positive brand equity if 
they can successfully manage their customer relationships. The population for the study was 318 
car insurance customers in the Tehran area. Structural equation modeling (SEM) with Lisrel 
software was used for the data analysis. The study found that trust and customer satisfaction had 
a positive influence on brand loyalty and brand awareness. Brand equity, trust, customer 
satisfaction, and relationship commitment also had a statistically significant positive influence on 
brand image. Relationship commitment did not have a statistically significant positive influence 
on brand image. 
 
Keywords: Trust, brand awareness, customer satisfaction, brand loyalty, brand choice, consumer 
behavior 
 

 
 

INTRODUCTION 

 
Building brand equity is considered an important part of brand building (Keller, 1998). 

Strong brand equity brings several advantages to a firm including stronger consumer preferences 
and purchase intentions (Cobb-Walgren et al, 1995) and differentiation - a key competitive 
positioning strategy offered by Porter (1990). The strategic impact of branding is duly 
recognized in the marketing literature (Aaker, 1992; Kapferer, 1994; Keller, 1999). Brands 
develop sustainable competitive advantage for firms (Aaker, 1989). Therefore, brand managers 
need valid and reliable consumer-based brand equity instruments (Pappu et al, 2005). 

 
Brand equity is one of the most important concepts in business practice and research because 

marketers who can create successful brands gain competitive advantage (Lassar et al., 1995), 
including the opportunity for successful extensions, resilience against competitors' promotional 
pressures, and the ability to create barriers to competitive entry (Farquhar, 1989). Branding plays 



Proceedings of The Association of Collegiate Marketing Educators (2017) 

7 

 

a special role in service firms because strong brands increase trust in intangible products (Berry, 
2000), enabling customers to better visualize and understand them. Branding reduces customers' 
perceived monetary, social, or safety risks in buying services, obstacles to correctly evaluating a 
service before purchase. Also, a high level of brand equity increases consumer satisfaction, 
repurchasing intent, and degree of loyalty. Research in this area includes Kohli et al.'s (2001) 
study of reliability and brand equity, Pappu and Quester's (2006) study of satisfaction and brand 
equity, and Ross-Wooldridge et al.'s (2004) study of brand equity and brand image. 

 
The purpose of this study is to identify factors that influence brand loyalty, brand equity, and 

customer relationships, and then determine the significance of these for an insurance company in 
Iran. Strategic promotion is essential in effectively communicating with customers to build brand 
identity and brand awareness. 

 
The study is presented in the following manner. First, the research literature identified the 

brand equity factors that influence the building of successful customer relationships in insurance 
institutes. Second, a research model was constructed to explain the relationships of those factors 
to brand equity and brand image. Third, the researchers generated research hypotheses and 
empirically test them. Finally, the researchers discussed the practical and theoretical implications 
of the results. 

 
LITERATURE REVIEW 

 
Consumer Behavior and Brand Choice 
 

Understanding buying behavior has long fascinated the minds of researchers and 
practitioners. Financial services are intangible and fairly complex, and consumers may consider 
them to be risky purchases (Babakus et al, 2004). Intangibility is a primary characteristic: 
services are processes rather than physical objects. Many consumers consider financial advice 
and product recommendations based on trust in the financial adviser (McKechnie, 1992). 
Branding, a valuable asset for any company, has been broadly recognized as an important 
component of buyer choice. Consumers use branding to check differentiation of products and to 
help with their decision-making process (Chung et al., 2013). Similarly, strong brand images 
allow customers to better recognize intangible products and services. Branding can help 
customers decrease their perceived financial, social, and safety risks before the actual purchase. 
A strong brand provides a service firm with possible benefits including greater customer loyalty, 
higher profit margins, more effective and efficient marketing strategies, and brand choice 
opportunities (ONeill & Mattila, 2010). 
 
Brand Equity 
 

Brand equity extends beyond mere familiarity to the extent of brand superiority. Brand equity 
does not imply action, only perception. Unlike brand equity, commitment and loyalty do not 
imply superiority (Nam et al., 2011). A review of the literature reveals five factors that influence 
the successful creation of brand equity: (1) trust, (2) customer satisfaction, (3) relationship 
commitment, (4) brand loyalty, and (5) brand awareness. Kim et al (2008) identified these as the 
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most important factors related to brand equity and relationship management. Each factor is 
discussed in turn below.  
 
Trust 
 

While much of the research literature examines trust and brand equity within a business-to-
business context with a dominant product marketing focus (Doney & Cannon, 1997), recent 
research has addressed trust in a business-to-consumer services context (Brodie et al, 2009). 
Trust has received attention from scholars in several disciplines such as psychology, sociology, 
and economics as well as in more applied areas such as management and marketing. Brand trust 
is based on the consumer’s belief that the brand has specific qualities that make it consistent, 
competent, honest, responsible, etc., which is consistent with the research on trust (e.g. 
Andaleeb, 1992; Doney & Cannon, 1997). The key issue, then, is to know which specific 
attributions form brand trust. Trust is a standard that insurance institutions and their employees 
can offer customers (Kim et al., 2008). 
 
Customer satisfaction 
 

Customer satisfaction is a complex construct that has been defined in various ways. Recently, 
researchers have argued that there is a distinction between customer satisfaction as related to 
tangible products and as related to service experiences. This distinction is due to the inherent 
intangibility and perishability of services, as well as the inability to separate production and 
consumption. Customer satisfaction with services and goods may be derived from and influenced 
by different factors and therefore should be treated as separate and distinct (Veloutsou et al., 
2005). Oftentimes a customer begins judging a product after identifying its benefits. Gwinner et 
al. (1998) found that customers who have relationships with service suppliers not only expect to 
receive satisfactory delivery of the core service, but may expect additional benefits from the 
relationship. Reynolds and Beatty (1999) identified the benefits customers receive from service 
relationships and found three types of relational benefits: trust, social, and special treatment 
benefits. They discovered significant correlations between service benefits and results such as 
loyalty and satisfaction with the service. 
 
Relationship commitment 
 

Recent research on customer loyalty attempts to distinguish between true commitment and 
spurious loyalty (Fullerton, 2005). Zins (2001) identified two types of customer commitment 
conceptualizations: calculative/continuance and affective commitment. Each type has different 
antecedents, contents and consequences. Calculative commitment forces customer loyalty 
against the customer’s will (for example, ending the relationship may cause the customer to 
experience an economic or social sacrifice (Fullerton, 2005). Affective commitment reflects a 
consumer’s sense of belonging and involvement with a service provider akin to emotional 
bonding (Dimitriades, 2006).  
 



Proceedings of The Association of Collegiate Marketing Educators (2017) 

9 

 

Brand loyalty 
 

Much of the research over the past three decades investigated consumer loyalty from two 
perspectives: behavioral loyalty and attitudinal loyalty (e.g., Bandyopadhyay & Martell, 2007; 
Dick & Basu, 1994). Behavioral loyalty refers to the frequency of repeat purchase. Attitudinal 
loyalty refers to the psychological commitment that a consumer makes in the purchase act, such 
as intentions to purchase and intentions to recommend without necessarily taking the actual 
repeat purchase behavior into account (Jacoby, 1971). Three conceptual perspectives have been 
suggested to define customer loyalty: the behavioral perspective, the attitudinal perspective, and 
the composite perspective. The behavioral perspective, “purchase loyalty,” strictly looks at 
repeat purchase behavior, is based on the customer’s purchase history, and the emphasis is on 
past rather than future actions. Moreover, no other loyal behavioral actions such as price 
tolerance, word of mouth, or complaint behavior can be interpreted. Concentrating on the 
behavioral aspect of loyalty could overestimate true loyalty. The attitudinal perspective, in 
contrast, allows gain in supplemental understanding of loyal behavior (Zins, 2001). Here, 
customer loyalty is approached as an attitudinal construct. Attitude denotes the degree to which a 
consumer’s disposition toward a service is favorably inclined. This inclination is reflected by 
activities such as customers recommending service providers to other consumers or their 
commitment to continue to patronize a preferred service provider. Based on a favorable attitude 
towards a service provider, customers may develop “preference loyalty” (Dimitriades, 2006). 
 
Brand awareness 
 

This refers to the strength of a brand’s presence in consumers’ minds. Brand awareness is an 
important component of brand equity (Aaker, 1991; Keller, 1993). Aaker mentioned several 
levels of brand awareness, ranging from mere recognition of the brand to dominance, which 
refers to the condition where the brand involved is the only brand recalled by a consumer. 
Rossiter & Percy (1987) defined brand awareness as the consumers’ ability to identify or 
recognize the brand, whereas Keller conceptualized brand awareness as consisting of both brand 
recognition and brand recall. Keller (1993) said brand recall refers to consumers’ ability to 
retrieve the brand from memory. He argued that “brand recognition may be more important to 
the extent that product decisions are made in the store” (p. 3). In the present study, brand 
awareness is conceptualized as both brand recognition and brand recall (Pappu et al., 2005). 
 

Brand equity 
 

Brand equity offers several advantages to an organization including higher consumer 
preferences and purchase intentions (Cobb-Walgren et al., 1995) and high stock returns (Aaker 
& Jacobson, 1994).  

 
Developing further insights into the measurement of consumer-based brand equity is 

important in the face of the prominence of branding.  
 
Branding is a powerful means of differentiation. Differentiation is one of the key competitive 

positioning strategies suggested by Porter (1990). Brands might develop sustainable competitive 
advantage for firms. That is, if consumers perceive a particular brand favorably, then the firm 
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may have a competitive advantage. Hence, it becomes vital for brand managers to have access to 
valid and reliable consumer-based brand equity instruments (Pappu et al., 2005). 

 
The most recent literature (Hunt, 1997; Srivastava et al., 1998, 2001) specifically 

characterized brand equity as a relational market-based asset. Much of its value is a result of the 
brand’s external relationships with other members of the value chain (e.g. the distribution system 
and the final users). This relational nature makes brand equity be an external asset to the firm 
because it is often merely “available” and not “owned” by the firm. In other words, brand equity 
ultimately derives in the market place from the set of brand associations and behaviors that have 
been developed towards the brand. In summary, as a relational market-based asset, brand equity 
may be expressed as a function of brand-consumer relationships, and as such the introduction of 
trust as a key relational variable enriches our understanding of brand equity and may provide 
better performance predictions and assessment of brand equity (Delgado & Munuera, 2005). 
 
Brand image 
 

Keller (1993, p.3) defined brand image as the “perceptions about a brand as reflected by the 
brand associations held in consumers 'memory.” These associations encapsulate the emotional 
perceptions consumers attach to a brand (Dobni & Zinkhan, 1990) and symbolic meanings 
attached to specific attributes of the product or service (Padgett & Allen, 1997). Hence, a brand's 
image integrates functional and symbolic brand beliefs forming the consumer's overall 
impression of the brand (Low & Lamb, 2000). Building upon this understanding, Hsieh et al. 
(2004) defined brand image in relation to evoked feelings, impressions, perceptions, beliefs and 
attitudes towards a brand. The brand image encapsulates the consumer's evaluation of brand 
meaning (Hoeffle & Keller, 2002), which the organization transfers to the consumer through 
integrated marketing communication channels such as advertising and sponsorship processes. 

 
To provide a more specific understanding of brand image, Thakor (1996) suggested that 

brand image be thought of as benefits, attributes or personality traits. Of particular relevance is 
the concept of brand personality. Brand personality as a “set of human characteristics associated 
with a brand. These personality driven evaluations explain why a consumer may hold an 
emotional connection toward one brand but not another (Aaker, 1997, 123). A range of direct 
and indirect encounters with the brand such as advertising processes (Batra et al., 1993) create 
and influence conceptions of brand personality. Thus, external communications largely form 
brand personality.  
 
Product involvement 
 

Product involvement results in the customer’s ultimate concern with a purchase/consumption 
experience (Bolfing, 1988). Involvement included experiencing a number of positive results such 
as the rewards inherent in the product and the product’s expressive values. Involvement is “an 
unobservable state of motivation, arousal or interest.” Involvement is evoked by a particular 
stimulus or situation and has driven properties. Its consequences are searching, information 
processing and decision-making (Laurent & Kapferer, 1986). 
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Hansen (1985) suggested that involvement is nothing more than a consumer’s interest for a 
product category. Moreover, some researchers proposed frameworks for conceptualizing the 
involvement construct. Zaichkowsky (1985) outlined prior studies that have shown involvement 
antecedents to be due to personal characteristics, object characteristics and/or situation 
characteristics. Earlier researchers posited that one or more of these factors influenced the 
consumer’s level of involvement in advertising, products, and purchase decision. Andrews' 
framework closely scrutinized the involvement construct’s antecedents, state properties, 
measures, related constructs, and consequences. The framework provided a nomological network 
of relationships among involvement antecedents, state properties, related constructs, and 
consequences. The antecedents to involvement were grouped into personal and 
situational/decision factors. The related construct factors, such as one’s opportunity to process 
and ability to process, can limit the impact of this antecedent son the level of involvement. 
Numerous consequences of manipulated involvement levels have also been determined, 
including search behavior, information processing and persuasion (Shwu, 2002). 
 
Perceived value 
 

Value judgments have been shown to have an effect on satisfaction, customer loyalty, and 
other important outcomes (Cronin et al., 2000). Value may be viewed as a consumer’s overall 
assessment of product utility based on perceptions of what is received (benefits) compared to 
what is given (costs) in a service encounter (Zeithaml, 1988). According to equity theory, a 
customer evaluates what is fair, right, or deserved for the perceived cost of the offering, 
including monetary payments and non-monetary sacrifices such as time consumption, energy 
consumption, and stress experienced by customers (Bolton & Lemon, 1999). It is evident that a 
customer’s perception of receiving value for money positively relates to the satisfaction of the 
customer. However, there is uncertainty regarding the nature of the relationship between value 
and satisfaction and the implications of this relationship to future intentions. 
 

RESEARCH DESIGN 
 
Conceptual model 
 

Figure 1 presents the conceptual model and the hypotheses for this study. The most relevant 
studies focus specifically on the influence of customers' trust on customer value and customer 
loyalty. These studies distinguish between customers' trust in the behavior of employees and 
trust in the company's management policies and practices (Brodie et al., 2009). 

 
Thus the following hypotheses were proposed: 
• H1. Trust positively influences brand loyalty. 
• H2. Trust positively influences brand awareness. 

 
Aaker (Pappu et al., 2005) conceptualized brand equity as a set of assets (or liabilities). He 

proposed five assets of brand equity including brand awareness, brand associations, perceived 
quality, brand loyalty and other proprietary assets previous studies supported a positive 
relationship between consumer satisfaction and brand loyalty in the service industry. Rust & 
Zahorik (1993) demonstrated a link between consumer satisfaction and brand loyalty in the retail 
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banking and hotel industry. McDougall & Levesque (1994) showed that customer satisfaction 
has a positive effect on brand loyalty in different service sectors: dentistry, auto repair services, 
restaurants, and hairdressers. Faullant, Matzler, & Fuller (2008) confirmed the predictive ability 
of consumer satisfaction on loyalty. Further empirical studies supporting the positive relationship 
between consumer satisfaction and consumer loyalty can be found in (Anderson et al., 1994; 
Fornell, 1992; Hallowell, 1996; Kandampully & Suhartanto, 2000; and Nam et al., 2011). 
 

 
 

Thus, we propose that: 
• H3. Customer satisfaction positively influences brand loyalty. 
• H4. Customer satisfaction positively influences brand awareness. 

 
Based on mentioned literature, the following additional hypotheses are proposed:  
• H5. Relationship commitment positively influences brand loyalty. 
• H6. Relationship commitment positively influences brand awareness. 
• H7. Brand loyalty positively influences brand equity. 
• H8. Brand awareness positively influences brand equity. 

 
Based on additional past research, including Ross-Wooldridge et al.'s (2004) study of brand 

equity and company image and Javalgi et al.'s (1992) study of Brand image, we proposed the 
following hypothesis: 

• H9. Brand equity positively influences brand image. 
 

Finally, based on research that includes Flavian et al.'s (2005) study of consumer trust and 
company image and Kandampully & Suhartanto's (2000) study of relationships between 
customer satisfaction and company image, we generated our last three hypotheses: 

• H10. Trust positively influences brand image. 
• H11. Customer satisfaction positively influences brand image. 
• H12. Relationship commitment positively influences brand image. 
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Cronin et al. (2000) found strong and consistent results for the path of value through 
satisfaction to intentions across industry contexts, implying the premise that value perception 
(cognitive evaluation) precedes satisfaction (affective response) based on the behavioral model 
(Fishbein & Ajzen, 1975). In addition, customer perceived value has been found to be a major 
antecedent of purchase intention (Baker et al., 2002; Zeithaml, 1988). 

 
Hence, the first two hypotheses of the study are initiated: 
• H13. The perceived value positively influences satisfaction.  
• H14.The perceived value positively influences loyalty. 

 
A customer’s product involvement has been found to affect the entire nature of the decision 

process of that customer’s purchasing behavior and customers are likely to display attitudinal 
loyalty for high-involvement purchases (Knox & Walker, 2003). Hence, in this study the level of 
consumer’s product involvement is hypothesized as a moderating role to examine the influence 
of product involvement on the relationships of perceived value-loyalty and satisfaction-loyalty. 
The last two hypotheses of the study are thus carried forth: 

• H15.The involvement positively influences perceived value. 
• H16. The involvement positively influences customer loyalty 

 
LIMITATIONS 

 
This study is subject to several limitations. First, the insurance industry is limited by its 

cross-sectional nature. A breakthrough innovation may take a long time to fully demonstrate its 
effects on performance. A longitudinal study may have provided more insights for this issue. 
Second, this study is limited to one company in the insurance service in Iran; the results may 
differ for diverse companies, industries, and countries. Finally, a mixed methods methodology 
was used; a study with a different research method may reveal additional or diverse insights. 
 

METHODOLOGY 
 
Population 
 

The Asia Insurance company that participated in this research holds a strong market presence 
in its domestic market of Iran. The Asia Insurance has an Internet-driven web site and customer 
database which it uses for a number of marketing purposes such as direct marketing offers, 
customer query contact, online service, and company investment information. But, because the 
Insurance uses face to face as a key point of contact with its regular customers, it is considered 
appropriate to conduct a face to face survey of recent insurance customers. The sampling frame 
is made up of the direct contact of customers who had used the bank service in the past year. 
This ensured that the respondent is familiar with the insurance’s current marketing strategy and 
service delivery. A random sample of customers was selected and they filled the questionnaire to 
participate in the research. About 318 of the questionnaires were returned to the market research 
company. The majority of the respondents are in the 30–40 year old group (45%) with 30% 
younger and 25% older, and the gender balance is females 27% and males 63%. The respondents 
then became the defined population for the study. 
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Data Collection 
 

The first step was to collect the data related to the variables defining the proposed theoretical 
model of the consumer behavior. A survey instrument was developed to gather quantitative data 
from the population. The survey instrument gathered the measures for the set of constituent 
elements of the model. To obtain reliable answers, the sample of population was composed of 
those individuals who were active decision makers of the brand they consumed. 

 
The pretest, which measured reliability, asked 47 of pilot consumers that they use insurance 

to answer questionnaires. SPSS data analysis indicated that the Cronbach’s α of the 
questionnaires was 0.95. The pilot study findings to validate the survey instrument with the 
Cronbach’s alpha show (see Table 1) found that the reliability coefficients were acceptable 
(above 0.6) for all dimensions. Also, tools for test-retest reliability, a test for the second time, 
with the previous week on the subject (45) have performed. Pearson's correlation coefficient 
obtained from the two tests with 0.85 the test-retest reliability of the test will be confirmed. 
 

Table 1. Reliability of variables 

Variables Number of Question Alpha Score 
Trust 5 0.868 
Customer satisfaction 4 0.875 
Relationship commitment 5 0.851 
Brand loyalty 4 0.76 
Brand Equity 5 0.88 
Brand Awareness 3 0.75 
Brand Image 5 0.85 
Perceived Value 4 0.79 
Involvement 5 0.82 
Total 40 0.95 

 
SURVEY INSTRUMENT 

 
Based on previous researches such Delgado & Munuera (2005) and Delgado, Munuera & 

Yagu (2003), the overall questionnaire was developed. Satisfaction was informed using 
Anderson, Fornell, & Lehmann (1994). Brand trust was informed via Delgado, Munuera & Yagu 
(2003). The measurement scale for brand equity was based on a scale developed by Yoo and 
Donthus (2001). A four-item scale was used to measure the dispositional commitment to 
maintaining an ongoing relationship with a brand. Each item was framed as an agree/disagree 
statement. The standard questionnaire (are prepared in last part) included seven variables to 
measure the five dimensions on a Likert scale and ranged from “strongly disagree” (1) to 
“strongly agree” (5). 
 

FINDINGS 
 

Structural equation modeling (SEM) with Lisrel software was used for the data analysis. 
SEM is a comprehensive statistical approach for testing hypotheses about relations between 
observed and latent variables. It combines features of factor analysis and multiple regressions for 
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studying both the measurement and the structural properties of theoretical models. SEM is 
formally defined by two sets of linear equations called the inner model and the outer model. The 
inner model specifies the relationships between unobserved or latent variables, and the outer 
model specifies the relationships between latent variables and their associated observed or 
manifest variables (Turkyilmaz & Ozkan, 2007). The results obtained for model showed 
excellent fit (RMSEA = 0.034; GFI = 0.88; AGFI = 0.87, NFI= 0.97, CFI = 0.99). 
 

Table 2. Results from Structural Equation Modeling 

Hypo-
thesis 

Path between construct Standardized 
loading 

T-
value 

Results 

H1 Trust⇒ Brand loyalty 0.15 2.84 Supported 
H2 Trust⇒ Brand awareness 0.16 2.87 Supported  
H3 Customer satisfaction⇒ Brand loyalty 0.26 4.81 Supported  
H4 Customer satisfaction⇒ Brand awareness 0.29 5.44 Supported 
H5 Relationship Commitment⇒ Brand loyalty 0.06 1.05 Not Supported 
H6 Relationship Commitment⇒ Brand awareness 0.33 5.89 Supported 
H7 Brand loyalty⇒ Brand equity 0.28 4.98 Supported 
H8 Brand awareness⇒ Brand equity 0.28 4.83 Supported 
H9 Brand equity⇒ Brand image 0.16 2.96 Supported 
H10 Trust⇒ Brand image 0.19 3.46 Supported 
H11 Customer satisfaction⇒ Brand image 0.16 2.98 Supported 
H12 Relationship commitment⇒ Brand image 0.26 4.82 Supported 
H13 Perceived value⇒ Customer satisfaction 0.31 5.65 Supported 
H14 Perceived value⇒ Brand loyalty 0.25 4.31 Supported 
H15 Involvement⇒ perceived value 0.36 6.50 Supported 
H16 Involvement⇒ Brand loyalty 0.18 2.94 Supported 
 

DISCUSSION AND RECOMMENDATIONS 
 

Results from the research hypothesis testing suggested the following information.  
 
First, the study found that trust and customer satisfaction had a positive influence on brand 

loyalty and brand awareness. Relationship commitment did not have a positive influence on 
brand loyalty. This suggested that insurance managers and staffs should take care of customers 
well enough to allow them to gain trust in the insurance, feel satisfied with it, and create a high 
level of relationship commitment to it.  

 
Second, the study found that brand awareness and brand loyalty significantly and positively 

influenced brand equity.  
 
Third, brand equity had a significant positive influence on insurance image, suggesting that 

insurance managers may want to better manage brand equity in order to construct a positive 
image. 
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Fourth, trust, customer satisfaction, and relationship commitment also had a significant 
positive influence on brand image. 
 

FUTURE RESEARCH DIRECTIONS 
 

This study has several limitations that must be addressed in future research. First, the use of a 
single measure for brand equity is limiting because confirmatory factor analysis requires a 
minimum of indicator variables for each exogenous construct. Future researchers should aim to 
develop multiple measures for brand equity, brand choice and customer satisfaction in consumer 
behavior. Furthermore, confirmatory factor analysis would require indicator variables to be 
continuous scaled, whereas we used a dichotomous scale for measuring brand equity, brand 
choice, customer satisfaction in consumer behavior. This might have biased the results. Hence, 
brand equity should be measured on a continuous scale by future researchers. Finally, the use of 
a mall-intercept sample, albeit more cross sectional than insurance sample, limits our ability to 
fully generalize the findings to other samples. Future researchers endeavor to use probability 
samples in any further study of brand equity, brand choice, customer satisfaction in consumer 
behavior. 
 

REFERENCES 
 
Aaker, D.A. (1989). Managing assets and skills: the key to a sustainable competitive advantage. 

California Management Review, 31(2), 91–106. 
Aaker, D.A. (1991). Managing brand equity. New York, NY: The Free Press. 
Aaker, D.A. (1992). Managing the most important asset: brand equity. Planning Review, 20(5), 

56–58. 
Aaker, D.A., & Jacobson, R. (1994). Study shows brand building pays off for stockholders, 

Advertising Age, 65(30), 18. 
Aaker, J. L. (1997), Dimensions of brand personality. Journal of Marketing Research, 34(3), 

347–356 
Andaleeb, S.S. (1992). The trust concept: research issues for channels of distribution. Research 

in Marketing, 11, 1–34. 
Anderson, E. W., Fornell, C., & Lehmann, D. R. (1994). Customer satisfaction, market share, 

and profitability: Findings from Sweden. Journal of Marketing, 58(3), 53–66. 
Batra, R., Lehmann, D. R., & Singh, D. (1993). Brand equity and advertising. Hillsdale, NJ: 

Lawrence Erlbaum Associates. 
Berry, L. L. (2000). Cultivating service brand equity. Journal of the Academy of Marketing 

Science,28(1), 128–137. 
Babakus, E., Eroglu, E, & Yavas, U. (2004). Modeling consumers’ choice behavior: an 

application in banking. Journal of Services Marketing, 18(6), 462–471. 
Bandyopadhyay, S., & Martell, M. (2007). Does attitudinal loyalty influence behavioral loyalty? 

A theoretical and empirical study. Journal of Retailing and Consumer Services, 14(1), 
35–44. 

Baker, J., Parasuraman, A., Grewal, D., & Voss, G. B. (2002). The influence of multiple store 
environment cues on perceived merchandise value and patronage intentions. Journal of 

Marketing, 66(2), 120–141. 



Proceedings of The Association of Collegiate Marketing Educators (2017) 

17 

 

Bolfing, P., (1988). Integrating consumer involvement and product perceptions with market 
segmentation and positioning strategies. The Journal of Consumer Marketing, 5(2), 49–
58. 

Bolton, R. N., & Lemon, K. N. (1999). A dynamic model of customers’ usage of services: Usage 
as an antecedent and consequence of satisfaction. Journal of Marketing Research, 36(2), 
171–186. 

Brodie, R. J, Whittome, R. M., & Brush, G.J, (2009). Investigating the service brand: A customer 
value perspective. Journal of Business Research, 62, 345–355. 

Cobb-Walgren, C.J., Beal, C., & Donthu, N. (1995). Brand equity, brand preferences, and 
purchase intent. Journal of Advertising, 24(3), 25–40. 

Cronin, J. J., Brady, M. K., & Hunt, T. M. (2000). Assessing the effects of quality, value, and 
customer satisfaction on customer behavioral intentions in service environments. Journal 

of Retailing, 76(2), 193–205. 
Chung, Y.J., Lee, J. & Heath, L.R. (2013). Public relations aspects of brand attitudes and 

customer activity, Public Relations Review, 39(5), 432–439. 
Delgado, E., Munuera, J. L., & Yagu, M. J. (2003). Development and validation of a brand trust 

scale. International Journal of Market Research, 45(1), 35–54. 
Delgado-B, E., & Munuera-A, J. L. (2005). Does brand trust matter to brand equity? Journal of 

Product & Brand Management, 14(3), 187–196. 
Dick, A. S., & Basu, K. (1994). Customer loyalty: Toward an integrated conceptual framework. 

Journal of the Academy of Marketing, 22(2), 99–113. 
Dobni D., & Zinkhan G. M. (1990). In search of brand image: a foundation analysis. Advances 

in Consumer Research, 17, 110–119. 
Doney P.M., & Cannon J.P. (1997). An examination of the nature of trust in buyer–seller 

relationships. Journal of Marketing, 61(2), 35–51. 
Dimitriades, Z. S. (2006). Customer satisfaction, loyalty and commitment in service 

organizations: Some Evidence from Greece. Management Research News, 29(12), 782–
800. 

Farquhar, P.H. (1989). Managing brand equity, Marketing Research, 1(3), 24–33 
Faullant, R., Matzler, K., & Fuller, J. (2008). The impact of satisfaction and image on loyalty: 

The case of alpine ski resorts. Managing Service Quality. An International Journal, 

18(2), 163–178. 
Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention, and behavior: An introduction to 

theory and research. Reading, MA: Addison-Wesley. 
Flavian C., Guinaliu M., & Torres E. (2005). The influence of corporate image on consumer 

trust: a comparative analysis in traditional versus Internet banking. Internet Research, 

15(4), 447–470. 
Fornell, C. (1992). A national customer satisfaction barometer: The Swedish experience. Journal 

of Marketing, 56(1):1–18. 
Fullerton, G. (2005). How commitment both enables and undermines marketing relationships. 

European Journal of Marketing, 39(11/12), 1372–1388. 
Gwinner, K. P., Gremler, D. D., & Bitner, M. J. (1998). Relational benefits in services industries: 

the customer’s perspective. Journal of the Academy of Marketing Science, 26(2), 101–
114. 



Proceedings of The Association of Collegiate Marketing Educators (2017) 

18 

 

Hallowell, R. (1996). The relationships of customer satisfaction, customer loyalty, and 
profitability: An empirical study. International Journal of Service Industry Management. 

7(4), 27–42. 
Hoeffler S., & Keller, K. (2002). Building brand equity through societal marketing. Journal of 

Public Policy Marketing, 21(1), 78–89. 
Hsieh, M. H., Pan, S.L., & Setiono R. (2004). Product, corporate, and country image dimensions 

and purchase behavior: a multi-country analysis. Journal of the Academy of Marketing 
Science, 32(3), 251–270. 

Hunt, S.D. (1997). Competing through relationships: Grounding relationships marketing in 
resource-advantage theory. Journal of Marketing Management, 13, 431–445. 

Hansen, F. (1985). Involvement of interest or what? E. C. Hirshman, M. B. Holbrook, ed. 
Advances in Consumer Research, 12, Association for Consumer Research, Ann Arbor, 
MI. 

Jacoby, J. (1971). A model of multi-brand loyalty. Journal of Advertising Research, 11(3), 25–
31. 

Javalgi R.G., Whipple T.W., McManamon, M.K., & Edick, V.L. (1992). Hospital image: a 
correspondence analysis approach. Journal of Health Care Marketing, 12(4), 34–41. 

Kandampully, J., & Suhartanto, D. (2000). Customer loyalty in the hotel industry: the role of 
customer satisfaction and image. International Journal of Contemporary Hospitality 
Management, 12(6), 346–351.  

Kohli, R., Piontek, F., Ellington, T., VanOsdol, T., Shepard, M., & Brazel. G. ( 2001). Managing 
customer relationships through e-business decision support applications: a case of 
hospital–physician collaboration. Decision Support Systems, 32(2), 171–187. 

Kapferer, J.N. (1994). Strategic brand management: New approaches to creating and evaluating 

brand equity. New York, NY. The Free Press. 
Keller, K.L. (1993). Conceptualizing, measuring and managing customer-based brand equity. 

Journal of Marketing. 57(1), 1–22. 
Keller, K.L. (1998). Strategic brand management: Building measuring and managing brand 

equity. Upper Saddle River, NJ:Prentice-Hall. 
Keller, K. L. (1999). Managing brands for the long run: brand reinforcement and revitalization 

strategies. California Management Review, 41(3), 102–104. 
Kim, K. H, Kim, K. S, Kim, D. Y, Kim, J. H & Kang, S. H. (2008). Brand equity in hospital 

marketing. Journal of Business Research, 61(1), 75–82. 
Knox, S., & Walker, D. (2003, December). Empirical developments in the measurement of 

involvement, brand loyalty and their relationship in grocery markets. Journal of Strategic 

Marketing, 11(9), 271–286. 
Laurent, G. & Kapferer, J. (1986). Consumer involvement profiles. A new practical approach to 

consumer involvement, Journal of Advertising Research, 25(6), 48–56. 
Lassar, W., Mittal, B. & Sharma, A. (1995). Measuring customer-based brand equity, Journal of 

Consumer Marketing, 12(4), 11–19. 
Low, G.S., & Lamb, C.W. (2000). The measurement and dimensionality of brand associations. 

Journal of Product & Brand Management, 9(6), 350–370. 
McDougall, G., & Levesque, T. (1994). A revised view of service quality dimensions: An 

empirical investigation. Journal of Professional Service Marketing, 11(1), 189–210. 
McKechnie, S. (1992). Consumer buying behavior in financial services: an overview. 

International Journal of Bank Marketing, 10(5), 4–12. 



Proceedings of The Association of Collegiate Marketing Educators (2017) 

19 

 

Nam, J., Ekinci, Y., & Whyatt, G. (2011). Brand equity, brand loyalty and consumer satisfaction. 
Annals of Tourism Research, 38(3), 1009–1030. 

ONeill, J.W., & Mattila, A.S. (2010). Hotel brand strategy. Cornell Hospitality Quarterly, 51(1), 
27–34. 

Padgett, D., & Allen, D. (1997). Communicating experiences: a narrative approach to creating 
service brand image. Journal of Advertising, 26(4), 49–62. 

Pappu, R., Quester, P. G., & Cooksay, R. W. (2005). Consumer-based brand equity: improving 
the measurement – empirical evidence. Journal of Product & Brand Management, 14(3), 
143–154. 

Pappu, R., & Quester, P. (2006). A consumer-based method for retailer equity measurement: 
Results of an empirical study. Journal of Retailing and Consumer Services, 13(5), 317–
329. 

Porter, M.E. (1990). The competitive advantage on nations. London, England: Macmillan. 
Reynolds, K. & Beatty, S. (1999). Customer benefits and company consequences of customer-

sales person relationships in retailing. Journal of Retailing, 75(1), 11–32. 
Rossiter, J.R., & Percy, L. (1987). Advertising and promotion management. New York, NY: 

McGraw-Hill. 
Ross-Wooldridge, B., Brown, M., & Minsky, B.D. (2004). The role of company image as brand 

equity. Corporate Communications, 9(2), 159–167. 
Rust, R.T, & Zahorik, A. J. (1993). Customer satisfaction, customer retention, and market share. 

Journal of Retailing, 69(2), 193–215. 
Shwu-Ing, W. (2002). Internet marketing involvement and consumer behavior. Asia Pacific 

Journal of Marketing and Logistics, 14(4), 36–53. 
Srivastava, R.K., Shervani, T.A., & Fahey, L. (1998). Market-based assets and shareholder 

value: A framework for analysis. Journal of Marketing, 62(1), 2–18. 
Srivastava, R.K., Fahey, L., & Christensen, H.K. (2001). The resource-based view and 

marketing: The role of market-based assets in gaining competitive advantage. Journal of 

Management, 27(6), 777–802. 
Thakor, M. (1996). Brand origin: Conceptualization and review. Journal of Consumer 

Marketing, 13(3), 27–42. 
Turkyilmaz, A., & Ozkan, C. (2007). Development of a customer satisfaction index model: An 

application to the Turkish mobile phone sector. Industrial Management & Data systems, 

107(5), 672–687. 
Ross-Wooldridge, B., Brown, M. P., & Minsky D. (2004). The role of company image as brand 

equity. Corporation Communication International Journal, 9(2), 159–167. 
Veloutsou, C., Gilbert, R.G., Moutinho, L.A. & Good, M.M. (2005). Measuring transaction 

specific satisfaction in services. European Journal of Marketing, 39(5-6), 606–628. 
Yoo, B., & Donthu, (2001). Developing and validating multidimensional consumer-based brand 

equity scale. Journal of Business Research, 52(1), 1–14. 
Zaichkowsky, J.L. (1985). Measuring the involvement construct. Journal of Consumer Research, 

12(3), 341–352. 
Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means–end model 

and synthesis of evidence. Journal of Marketing, 52(3), 2–22. 
Zins, A.H. (2001). Relative attitudes and commitment in customer loyalty models. International 

Journal of Service Industry Management, 12(3), 269–294. 
  



Proceedings of The Association of Collegiate Marketing Educators (2017) 

20 

 

DIFFERENCE BETWEEN THE PROPOSED BRAND VALUES 

AND PERCEIVED EXPERIENCE OF LOCATION-BASED 

SOCIAL MEDIA PLATFORMS AMONG COLLEGE STUDENTS 

Priyanka Khandelwal, Texas Tech University 
 

 
ABSTRACT 

 
Reports reveal that teens who also form majority of the college going population spend at 

least nine hours using media for enjoyment (Wallace, 2015) which also includes social media use 
in portable devices. Research has found that media consumption behaviors have a significant 
impact on the adolescents’ lives. While some brands of popular social media platforms are 
actively adopted by college students based on the brand positioning, advertised propositions and 
usefulness; the reality of experiencing the brand may be very different. This study takes a mixed 
method approach of focus group and content analysis and concludes that the statements on 
corporate websites about what the brand stands for may not resonate completely with the users 
experience.  
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ABSTRACT 

 
Consumers’ interaction in a multisensory environment contributes to the creation of a purchase 
experience. The present paper comprises a theoretical approach for a study in Mexico with two 
main objectives: first, to compare the time a consumer spends at the point of sale when it 
encounters a sensorial experience versus when it does not, and second, to observe the variation in 
sales. The proposed experiment will occur in the produce section of a convenience store. We 
expect to find increased time spent by the customer in the store, as well as increased volume of 
purchases. 
 
Keywords: retailing, consumer behavior, sensory marketing, marketing strategy 
 
 

 
 

INTRODUCTION 

 
Recent marketing literature focuses on the importance of human senses in the retail 

environment (Arnold and Reynolds, 2003; Baker et al., 2002; Grewal and Baker, 1994; Holbrook 
2000; Hultén, 2011; Hultén et al, 2009; Parreño et al., 2013; Suhonen and Tengvall, 2009; Tynan 
and McKechnie, 2009a; Tynan and McKechnie, 2009b). Different theories provide an 
explanation of how senses play a critical role multisensory environment, and how appeals to 
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human senses contribute to the creation of a purchase experience. A substantial body of literature 
comprises the study of senses and their influence on consumer behavior through experiment. 
Marketing strategists must consider offering a pleasant experience to the consumer during their 
purchase and include associated senses and emotions (e.g., Suhonen and Tengvall, 2009). 

 
Some authors argue that the introduction of experimental marketing triggers the start of 

different purchase experiences (Holbrook, 2000; Hultén, 2011; Hultén et al, 2009). The purchase 
experience has lost it utilitarian origins to become a process that takes time and a budget geared 
to leisure. That is the reason why commercial establishments seek the transformation of their 
retail spaces into spaces that generate experiences and trigger emotions (Parreño et al., 2013). 
Experimental marketing is an approach that has managed introduction of a larger framework to 
combine in an appropriate manner, the elements of the experience surrounding a product or 
service.  Consumers seek products, communications and marketing that can trigger their 
emotions, touch their hearts, stimulate their intellect and adapt to their lifestyles. Researchers 
attempted to explore the relationships empirically in marketing contexts such as retailing. 

 
Retailing as purchase experience 

 
There is acknowledgement, among academics and marketing experts, to understand in depth 

consumers experience in the retail context (Tynan and McKechnie, 2009a; Tynan and 
McKechnie, 2009b). Retailers are faced with a market that is now more competitive than ever, 
where it is harder to be differentiated only with extensive product portfolios, competitive prices, 
promotions, location and extended business hours; however, stores can offer a unique 
atmosphere that can influence consumers’ decisions (Grewal and Baker, 1994; Arnold and 
Reynolds, 2003). 

 
Some authors have studied the relation between environmental factors inside the store and 

consumers, and how they impact in their purchase experiences and their perceptions (Donovan 
and Rossiter, 1982; Baker and Cameron, 1996; Baker et al, 2002; Turley and Chebat, 2002). The 
combination of the right atmosphere and retailing creates a memorable experience, and this is the 
combination consumers seek (Parreño et. al., 2012). Arnold and Reynolds (2003) coined the term 
entertailing, that is a compound of entertaining and retailing, meaning the convergence of 
entertainment and shopping. Sensory stimulation produces entertainment emanating from an 
appropriate atmosphere. Consumers are influenced by these factors that lengthens their visit and 
makes them feel welcome to discover, touch or smell, which leads to possible sales, satisfaction 
and future visits.  
 

Aural appeal- stimulating experience through the ear 

 
Sound has an immediate and cognitive impact in the memory and emotions of the 

individuals. Increasingly, retailers and supermarkets use music to appeal to the sense of hearing 
and create a pleasant atmosphere for the consumer. It has been studied since the 80’s and there 
are studies of the basic characteristics of this sense, in function with rhythm, time, tone, and 
sound intensity (Gobé, 2005; Hultén, 2011; Hultén et al, 2009). Jones (2009) conducted a study 
in which he found that music creates a better attitude and creates a relaxing environment for the 
client in the field of hospitality. 
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Often, retailers that use background music regularly do not pay attention to what they 

transmit. Studies reveal that sound influences the buying decision, product perception and store 
choice. Buyers will stay longer at the store and spend more if the background sound quality is 
appropriate.  Music influences buyers, and is reflected in the store selection, willingness to 
spend, the number of articles bought and repeat purchases (Soars, 2009).  

 
In some case, music is imperceptible to buyers- their effect occurs at the subconscious level. 

Retailers that use this strategy do so to regulate the flow of people at the point of sale, because 
the type of music can be slower or faster. Lindstrom (2005) states that the tone of background 
music influences the consumer in stores and restaurants. Slower music causes people to buy 
more items; even when studying certain restaurants it was found that spending was 29 percent 
higher in places with calm music compared to restaurants with faster tunes. Milliman (1982), in 
their experiment inside a supermarket, defined as slow music as having a tempo below 72 beats 
per minute, while music with a tempo above 94 beats per minute was defined as fast. 
 
Olfactory appeal- stimulating experience through smell 

 
The sense of smell is a challenge in contrast to the other senses. Engen, Kuisma and Eimas 

(1973) speak of the relative importance of the olfactory appeal, finding that although the sense of 
sight was stimulated the most often, it was not predominant in memory. In contrast, most humans 
recall what comes from olfactory stimuli such as aromas and fragrances than what is perceived 
by sight. An advantage of aromatic marketing is its uniqueness to differentiate a brand; contrary 
to the messy field of marketing of visual and auditory stimuli, the consumer does not expect to 
be saturated with aromas (Czaplewski, Mcnulty and Olson, 2012). Some researchers have found 
that the presence of increased ambient scent result in increased physiological levels of 
stimulation, and are consequently marked in memory (Donovan and Rossiter, 1982; Lorig and 
Schwartz, 1988). Given that environmental scents increase levels of enthusiasm of subjects, 
followed by higher alert levels of alertness, that result in improved performance of cognitive 
tasks including memory (Morrin and Ratneshwar, 2003). This is the reason why it is essential to 
make use of this factor as an influencer at the point of sale. 

 
Chebat and Michon (2003) found that aroma in the environment has an influence on the 

mood of consumers through excitement and pleasure. Excitement or enthusiasm impacts 
pleasure, which is positively correlated with the store environment and influences the perception 
of product quality and the final spending by consumers. Although smell is a very important 
component, it should be emphasized that the scents have different effects and associations for 
each individual, which can be linked to events, objects or people in long-term memory (Ellen 
and Bone, 1998). Smell can be used as a method of communication because it is able to evoke 
memories and emotions in the consumers. For this reason, the application of aromas to a product 
or retail environment can create an association between smell and experience; this linkage passes 
into long-term memory. Through the application of an olfactory stimulus, it is intended to elicit 
an emotional communication, and trigger an automatic response, to generate an emotional 
decision. 
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Parsons (2008) argues that while a pleasant aroma can improve the perception of a shop and 
encourage positive behaviors, it is necessary that the scent to a product or point of sale should 
have an association related to maximize positive behavioral responses. In addition, an aroma 
which is pleasant, but has no association with the outlet to which it was applied, can cause both 
negative affective and behavioral responses. It is known that the application of an odor not only 
affects emotional responses, but also stimulates the behavior; this includes increasing proximity 
and attraction to a brand, product or point of sale, facilitating the buying decision, altering the 
perception of time spent at the point of sale, as well as perceived quality (Bone and Jantrania 
1992; Ellen and Bone, 1998; Ros and González, 2012). 

 
Another study on service within the point of sale and characteristics shows that consumers 

have certain expectations about the level of stimulation in the establishment; the importance of 
these expectations is that a satisfying shopping experience is maximized when a marketer 
achieves what the customer expected from the environment (Wirtz, Mattila and Tan, 2007). Even 
an attractive outlet may fail if a marketer misses the appropriate stimulus to consumer (Mattila 
and Wirtz, 2006).  

 
Other researchers have studied a multisensory environment in a store with reference to 

increase in the purchase price, and influence consumers to remain for longer periods of time in 
malls (Stoel, Wickliffe and Lee, 2004). There is little literature regarding the time spent in travel 
and change in sales volume that causes auditory and olfactory sensory experience. Our proposed 
research aims to combine both experiences in consumer behavior. 
 

METHODOLOGY 

 
The general objective of this experimental research will be to evaluate the impact of creating 

a sensory experience stimulating smell and hearing, on the change in time period spent at the 
outlet, and the change in the volume of consumer sales in the fruits and vegetable area. 

  
The study will be supported by quantitative data within the area of produce in a convenience 

store in a state Mexico, to test the effects of four sensory changes in the purchasing behavior of 
consumers. The treatments will be: (1) No action, (2) specialized music playback, (3) presence of 
a specific aroma, (4) integration of specialized music and aroma. According to the literature 
review, it is expected that the implementation of changes significantly affect the time spent by 
consumers and the volume of sales in the produce area. 

 
The convenience store will have an experimental period of four weeks, in which the first 

three weeks independent treatments will be implemented, and in the fourth week the integration 
of hearing and smell were implemented simultaneously. The study will be conducted only from 
Monday to Thursday because the establishment management identified these days with regular 
purchase behavior. The periods for measurement will be times of greater customer traffic, 
indicated by management as 12:00 pm to 2:30 pm and from 6:00 pm to 8:00 pm. To measure the 
treatments correctly, a constant promotional level will be maintained during the time of the 
treatment. 
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We anticipate a total study population of 2,000 people per week, this based on management 
estimates on the above four days of the week. A representative sample will comprise 240 people 
per week, taking into account the average population of 2,000 people a week, an error of 5% and 
a reliability of 90% was imposed given the limits of the study. 

 
For accuracy, multiple comparisons between treatment (1) no intervention (designated T1), 

and other treatments (i.e., intervention of olfactory stimuli and aural stimuli) will be performed. 
Treatment (2) music playback (designated T2) will be supported by 50 songs of the genre 
“lounge and bossa”, classified under the category of slow and relaxing, with a lower tempo than 
72 beats per minute, to play inside the convenience store. As discussed above, literature supports 
the choice of music used in the study to suggest that the use of slow music keeps consumers 
longer in an establishment. For Treatment (3) (designated as T3), a specialized scent called 
"Fresh Air", consistent with the area of fruit and vegetables from the supermarket was used. The 
literature review provides the aroma used in a shop should be consistent with the store offering. 
Treatment implementation will be accomplished by using a scent dispensing machine called 
Nebulyzer 5000, covering an area of approximately 300 square meters, placed in a strategic 
location. The fragrance will be issued in the fruit and vegetable section of the supermarket, with 
a frequency of 45 seconds every two minutes. For treatment (4) integrating music and aroma 
(designated T4), T2 and T3 Will be implemented together, i.e. the fruit and vegetable area will 
simultaneously feature aroma and music controlled. 

 
The first dependent variable is the length of time spent by the customer in the area of 

produce. To obtain this information, the total time spent by the customer in the store, as well as 
the trajectory of customers within the area of produce will be observed and recorded. Samples of 
60 people per day (30 people in each time of treatment) will be recorded to yield 240 
observations per week, equivalent to 12% of the total population during each week of study 
treatment. 

 
The second dependent variable is the sales volume in units (kilograms) of produce, obtained 

from weekly sales records of the establishment. Due to variation in the availability (season) and 
price of the items in this area, a group of produce with little variability of price and presence on 
the shelves during the experiment period will be selected. The produce selected are: ball tomato, 
grapefruit sangria, white potato, banana Tabasco, cantaloupe, papaya and watermelon. Records 
will indicate daily as well as weekly average volume purchased in kilograms during the period of 
the experiment. 

 
The impact of the treatments will compared with each of the dependent variables through the 

following hypotheses, for each week of the study: 
 

Hypothesis H1: The average time spent by the customer in the produce area will be affected 
by different sensory treatment. 
 
Hypothesis H2: The volume of sales from the customer in the produce area will be affected 
by different sensory treatment. 
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 The statistical methods used for testing and scenario analysis for the above hypotheses will 
be Pearson Chi Square to test whether the selected sample is a normal population. This test can 
ensure that, if the experiment is replicated, the results will behave similarly. A multiple variance 
(MANOVA) will also be performed to identify statistically significant differences between the 
population means of the study (treatments T1 to T4). A confidence interval of 95% for all 
statistical methods will be used in the study. 

 
ANTICIPATED CONTRIBUTIONS, LIMITATIONS, AND DIRECTIONS FOR 

FUTURE RESEARCH 

 
Most research in the field of sensory marketing applied to the point of sale focuses on the 

analysis of one-way as changing lighting, the music application or dispersion of a smell. A 
multisensory environment analysis is more critical (Baker, Parasuraman, Grewal and Voss, 2002; 
Grewal and Baker, 1994). Previous studies have succeeded to determine the influence of 
individual senses in consumer behavior; however, they have not examined the effect of various 
sensory stimuli interacting together (Spence et al., 2014). Simultaneous coordination of various 
senses has a clear impact on the behavior and decisions of consumers (Sester, 2013; Spence et al, 
2014). Additionally, we will examine results for any divergence from earlier studies, and 
establish whether cultural or other factors produce different results in Mexico. 

 
We hope that our proposed study will extend knowledge of consumer behavior as well as 

retail strategy. Further, a true multi-sensory environment would necessarily include the visual 
element, which, for the sake of parsimony, has been excluded from our proposal. In addition, the 
experimental study advocates that implementing treatments sensory holistically is a valuable 
strategy that changes consumer behavior positively. Future research needs to extend the 
importance of applying a sensory experience under the entire area of the supermarket, and not 
just on a specific area, thus increasing the scope of the study.  
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ABSTRACT 

 
When doing a market research, the focus tends to classify the target in a sociodemographic 
manner, adding elements that can help segregate even further if used for the study (i.e. brands 
they buy, frequency of purchase, etc.), but seldom is the consumer understood as a human being, 
taking into consideration their personal context and view of the world or “cosmovision”. This 
study gives us a new perspective related to the word CONSUMER, which always refers to the 
person who buys or uses a particular brand, service, or product and rarely move us to stop and 
think: “Who is he or she? Where does he or she come from? How does he or she live?” leaving 
aside a very important aspect that has been growing in relevance for the past couple of years: his 
or her “moment of life”. Our proposal is to rethink the ways in which we understand and classify 
the consumer, yes segmenting them by using demographic models, but with an emphasis on the 
moments of life that are determinants of needs and drivers of purchase, as well as links and 
empathy with brands, acknowledging the new consumer and new media platforms, or social 
media. 
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EXTENDED ABSTRACT 

 
Most research on insurance fraud has extensively focused on the inflation of claimed amount 

that is claim padding (Miyazaki, 2009; Dean 2004; Tseng and Su, 2013), although insurance 
padding represents only one of many ways to defraud insurers. Dishonest customers could in fact 
manipulate one or many aspects of information. For instance, some fraudsters may conceal some 
information to insurers (Tarr, 2002), while others could falsify the date of accident to come into 
the effective period of insurance coverage (Tseng and Su, 2014), and still other fraudsters 
intentionally use vague and ambiguous wording, when filling a claim, whereas others could 
purposively add extraneous and irrelevant information making it difficult to the insurer to get the 
correct information (Association of Certified Fraud Examiners, 2009). 

By limiting insurance fraud to one aspect of manipulation, research has neglected other 
subtle forms of fraud that are also functionally deceptive. Understanding how consumers could 
perceive differently the deceptiveness of wide range of insurance fraud, would be helpful for 
insurers, consumer educators and policy makers to improve ways of dissuading public from 
tolerating fraud and design targeted awareness campaign that could be more effective in fighting 
fraud. 

 
In fact, perceived deceptiveness could depend on the type of manipulation; as some 

fraudulent behaviors could be perceived as subtle and therefore permissible by some consumers, 
but wrong and unacceptable in the eyes of others (Muncy and Vitell, 1992). Research has also 
pointed to some fraudulent behaviors perceived to be subtle in some specific cultural context, but 
prevalent in other cultures (Neale and Fullerton, 2010). Therefore, there is a need to integrate all 
aspects of manipulation in one integrative framework to get a better understanding of how 
perceived deceptiveness could vary as a function of the manipulated aspect of the fraud and how 
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culture could impact perceived deceptiveness of insurance fraud. Moreover, although much 
research on insurance fraud exists, most studies have studied fraud in western cultures to the 
exclusion of subtle forms of fraud that may occur in non-western cultural context. 

 
In this paper, we seek to address these gaps in the literature. Hence, we apply McCornack 

(1992)’s information manipulation theory (IMT) to the context of insurance fraud and tests for 
cultural differences in perceived deceptiveness across China (i.e. collectivistic culture) and 
Canada (i.e. individualistic culture) (Triandis et al., 2001). We also examine the effect of cultural 
tightness on perceived deception, and we posit that tightness could increase the perceived 
deceptiveness of insurance fraud, as pressures to comply with social norms and sanctions 
associated with deviations from norms, could be stronger in tight culture. Likewise, we 
investigate cultural variability at the individual level, we posit that vertical collectivism (VC) 
could attenuate the perception of deceptiveness, as VC was found to be a predictor of deception 
(Li et al., 2006), whereas vertical individualism (VI) is likely to reduce perceived deceptiveness 
as VI is a predictor of deception. 

 
Findings show that perceived deceptiveness of insurance fraud is higher in individualistic 

cultures compared to collectivistic ones. Further, insurance fraud resulting from violation of 
quality (i.e. falsifying a date of incident to come into the effective period of coverage) was 
perceived to be the most deceitful across cultures. In particular, vertical collectivism and vertical 
individualism were found to weigh against the perception of deceptiveness in insurance fraud, 
suggesting that individuals who score high in either vertical collectivism or vertical 
individualism could be more tolerant of insurance fraud. 
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ABSTRACT 

 
A major decision in marketing concerns the places and manner in which the seller offers its 

products for sale.  Channel partners are key players in brand building and maintenance.  The first 
sale doctrine is a legal concept that limits the contractual rights of an owner of a copyrighted or 
patented product.  This doctrine can prevent sellers from stopping non-authorized dealers from 
selling their products if the non-authorized dealer purchased the product legally.  This paper 
examines the first sale doctrine and proposes suggestions for small business owners to limit the 
occurrence of gray markets. 
 

 
INTRODUCTION 

 
Establishing the distribution channel is one of the key marketing decisions made by a 

manufacturer.  The critical role played by distributors, wholesalers and retailers is reflected in the 
choice by manufacturers to refer to them as channel “partners.” The manufacturer’s channel 
partners provide a range of services including consumer education about the product and after-
sale services.  The services provided by channel partners can positively or negatively impact the 
manufacturer’s reputation.  Customer perception of product quality and value is a determining 
factor in the customer’s willingness to pay an above-average market price.  Therefore, the 
distribution channel’s customer engagement directly impacts the manufacturer’s profitability. 
 

GRAY MARKETS 
 

Gray markets are markets in which genuine goods are diverted from one distribution channel 
to another without authorization from the manufacturer (Lowe and McCrohan 1988; Rai and 
Jagannathan 2012). The genuine goods are patented, copyrighted or trademarked.  For example, 
a U.S. publisher has established two exclusive distribution channels: one for the Canadian 
market and the other for the U.S. market. Without authorization from the U.S. publisher, the U.S. 
distributor diverts some of its inventory of the book for sale through a retail chain in the 
Canadian market.  The books are genuine but are not sold through the authorized Canadian 
distributor.  Gray markets most often arise when a non-authorized seller can profitably sell the 
product at a price lower than the authorized seller.  Gray markets are not illegal per se because 
the products are genuine and the control protections provided by intellectual property laws may 
be exhausted.   

 
The factors contributing to the rise of a gray market include price differentials among 

territories, product scarcity, the opportunity to free ride on the brand reputation built by the 
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manufacturer and authorized distributors, and differences in customer needs for services 
provided by authorized distributors (Antia, Bergen, Dutta, and Fisher 2006). One or more of 
these factors cause the costs of the authorized distributors to exceed the costs incurred by the 
non-authorized distributor. This creates an opportunity for the non-authorized distributor to profit 
from selling in the gray market.  These conditions are often the result of the manufacturer’s 
distribution decisions.  For example, the manufacturer sells the product at a lower price in one or 
more territories or requires the distributor to build facilities or offer services in support of the 
manufacturer’s product and these costs vary by region. If the demand for the product is high, 
then opportunistic behavior is encouraged. 

 
The underlying structure giving rise to gray markets varies.  First, the product may have been 

sold by the manufacturer to a distributor in a foreign country and finds that products sold through 
that distributor are being imported back into the country of origin.  Second, the manufacturer 
may have licensed a foreign manufacturer to produce the product for sale in that foreign country 
and once again the products are imported into another country where either the manufacturer is 
producing or has licensed another manufacturer to produce.  Third, an authorized distributor 
(wholesaler or retailer) sells to non-authorized distributors (Lowe and McCrohan 1988; Rai and 
Jagannathan 2012).  It is important to note that in each of these scenarios, the original sale of the 
product was legal.  It is the later diversion of the product into markets by non-authorized 
distributors that create economic harm to the authorized distributors and the manufacturer. 

 
The impact of gray market products on authorized distributors is largely negative.  In 

comparison, the impact on manufacturers has both positive and negative components.  The 
presence of the lower priced product through non-authorized channels drives down the profit 
margins for the authorized distributors.  The relationship between the authorized dealer and 
manufacturer is often damaged as a result (Antia, Bergen, Dutta, and Fisher 2006).  
Manufacturer warranties can be undermined if authorized dealers diminish the service offered.  
Difficulty in obtaining warranty services harms the manufacturer’s reputation (Chen 2009). The 
presence of non-authorized channels increases brand awareness of high involvement products.  
This is a benefit for the manufacturer.  Whether this greater awareness results in higher 
manufacturer profits depends on the demand curve and the degree to which sales through the 
authorized channels are cannibalized (Chen 2009).  If sales through authorized channels are not 
cannibalized but instead the non-authorized channels pull in customers who would not buy from 
an authorized distributor, then the manufacturer’s profits increase. 

 
Gray markets succeed because customers benefit from greater access and lower prices.  

Customers receive a premium product at a lower price.  The net gain in value to the customer 
encourages the customer to seek gray market goods.  However, customers can be harmed if the 
presence of gray market goods causes the authorized distributors to reduce service levels to 
better compete on price.   
 

FIRST SALE DOCTORINE AND INTELLECTUAL PROPERTY 
 

Manufacturers acquire exclusive rights to produce and sell a product through the intellectual 
property laws of a country.  There are three ways to acquire intellectual property rights of 
exclusivity: copyrights, patents, and trademarks.  The type and nature of the intellectual property 
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determines which of these laws apply.  Upon issuance of a copyright, patent, or trademark, the 
manufacturer gains exclusivity but it is a limited exclusivity.   

 
Simply stated, the first sale doctrine holds that once the patent or copyright owner sells the 

product, then their rights to control subsequent sales of the product are exhausted.  They no 
longer exist.  This “first” sale by the intellectual property owner transfers all rights to the buyer.  
Control over re-sale or use passes to the buyer.   The first sale doctrine (also referred to as 
exhaustion) has its basis in common property law. Under common property law, a sale of a 
product without limitations transfers complete ownership rights.  Intellectual property laws 
modify common property law in a limited fashion.  Intellectual property laws allow inventors to 
reap the financial rewards of their invention by giving them some control over the sale of the 
creation/invention.  The inventor/creator is given exclusive rights with respect to production or 
publication.  However, once sold (i.e. the first sale) that instance of the product is no longer 
under the control of the intellectual property owner.  The inventor/creator has received the 
economic benefit from the sale. The exclusive right to produce or publish remains but there is no 
right to limit the buyer’s resale (Nimmer 2011). 

 
A quick review of some of the key cases reveals the complexity in implementation.  The 

exhaustion doctrine as it applies to patents was recognized by the U.S. Supreme Court in 1853 in 
the case Bloomer v McQuewan.  The patent exhaustion doctrine was applied to distribution in the 
1873 case of Adams v. Burke. This case involved a patent licensee who had the right to make, 
use and sell a coffin lid within a 10-mile radius of Boston.  The licensee sold a coffin lid to an 
undertaker within the defined territory but who used the lid outside of the geographic area. The 
U.S. Supreme Court referring to the exhaustion doctrine dismissed the patentee’s lawsuit. The 
manufacturer’s limitations on its licensees do not extend to buyers from the licensee (Gilly and 
Walker 2008). More recently, the U.S. Supreme Court addressed the reach of patent exhaustion 
in Quanta Computer, Inc. v. LG Electronics, Inc. This case involved the license of patented 
processes to a licensee who planned to use it in the building of microprocessors.  The license 
agreement allowed for the licensee to sale the products it manufactured that incorporated the 
patented processes.  However, the license agreement prohibited the sale of the patented process 
to third parties.  The U.S. Supreme Court acknowledged the right of the patent holder to impose 
restrictions on licensees but if the patent holder is going to restrict third-party sales, then the 
contractual language must be clear.  In this instance, the patent holder had expressly allowed 
under the license for the licensee to sale products it produced using the patented process (Gilly 
and Walker 2008). Any restrictions on a licensee’s rights to sale must be explicitly and clearly 
articulated in the agreement.   

 
Gray markets that involve the importation of the gray market product protected by a U.S. 

patent require an additional level of analysis.  The U.S. follows the principle of national 
exhaustion.  This means that patent exhaustion is applied when the U.S. patent holder sells the 
product in the U.S.  However, if the U.S. patent holder sells the patented good outside of the 
U.S., the patent holder can retain the right to prevent the importation of the patented product 
back into the U.S. (Rai and Jagannathan 2012).   

 
Copyright exhaustion operates similarly to patent exhaustion.  If the copyright owner sells or 

gives away the product, then the buyer has all rights with respect to resale.  The first sale 
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doctrine under copyright law has been recognized since 1908. In Bobbs-Merrill Co. v. Straus, the 
U.S. Supreme Court reviewed the enforceability of a notice printed inside a book by the 
publisher stating that the dealer is not licensed to sell at a price less than $1.  The court held that 
the sale of the book conferred all rights of resale on the buyer.  The first sale doctrine has been 
re-affirmed by the U.S. Supreme Court on several occasions and is codified in the Copyright Act.   
The recent case of Kirtsaeng v. John Wiley & Sons, Inc. dealt directly with gray markets and is 
therefore worth discussing.  Wiley, through its wholly owned foreign subsidiary, published and 
sold foreign editions of its English language textbooks.  These foreign editions were sold at a 
lower price than the U.S. edition.  Kirtsaeng had friends and family buy the foreign editions in 
Thailand and ship them to him in the United States which he then resold.  Wiley had a notation 
in these foreign editions that they are not to be taken into the United States without permission.  
The U.S. Supreme Court held that the first sale doctrine applies whether the book is published in 
the U.S. or abroad.  The Court did not specifically address the limitation noted in the book.  
However, the nature of the Wiley limitation is similar to that found in Bobbs-Merrill and 
therefore, it is presumed to be unenforceable.   

 
A key fact under the first sale doctrine is that there must be a sale or gift.  This fact was noted 

in Kirtsaeng.  If the copyright owner licenses or leases the product, then the contractual terms of 
the license or lease applies (Nimmer 2011). The Computer Software Rental Amendments Act of 
1990 addressed the right of copyright owners to establish licensing agreements that restrict the 
licensee from renting, leading or lending for profit (McIntyre 2014).  The license agreements in 
shrink-wrapped DVDs and CDs of software have been enforced.  The first sale doctrine does not 
apply because the license substantially limited the rights of the licensee.  So long as the 
agreement clearly states that what is being sold is a license and that the use and transferability of 
the product is restricted, then the courts will interpret the agreement as a license and not a sale 
(Nimmer 2011).  It is worth noting here that the first sale doctrine does not give the purchaser of 
the copyrighted material the right to make copies or adapt and change the work.  For example, 
conversion of a print book to digital form would constitute making a copy.  The owner of the 
print book can resale that one print book but cannot copy and sell the copies.   

 
Gray markets for digital products that are sold as downloads can also arise.  To avoid the first 

sale doctrine, these downloads are sold as licenses with restrictions on use and transferability.  
For example, the major sellers of digital books license e-books under conditions that prohibit the 
transfer of e-book content from one user to another (Sikich 2011). The U.S. view of the 
distinction between a sale and a license are not shared by the Courts of Justice for the European 
Union.  These courts view a download as a sale and apply the first sale doctrine to downloads 
(Feiler 2012). 

 
Trademark law may provide protections beyond the constraints of the first sale doctrine with 

respect to imports.  A provision in the 1988 revisions to the U.S. tariff law allows the U.S. 
Customs to prevent the importation of trademarked products by other than the trademark owner 
(Cross, Stephans and Benjamin 1990). Trademarks are enforceable in the country which issued 
the trademark.  There is no universal trademark.  U.S. law gives the trademark holder the right to 
issue trademark licenses that are limited to a specified foreign market.  In the 1988 decision of K-

Mart Corp v. Cartier Inc., the U.S. Supreme Court ruled that U.S. Customs should bar goods 
bearing a U.S. manufacturer’s trademark if the goods were not intended for the U.S. market.  A 
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foreign manufacturer holding a license to produce U.S. trademarked goods and sell them in a 
foreign country cannot import those goods into the United States.   However, if the foreign 
manufacturer is a subsidiary of the trademark owner, then that foreign manufacturer can sell in 
the U.S.   
 

OPTIONS FOR SMALL BUSINESSES 
 

Businesses are often born from invention.  Obtaining the copyright and/or patent and a 
trademark are first steps toward protecting the business’ right to profit from the invention.  Small 
business owners are often dependent upon the myriad group of companies that comprise the 
distribution system.  Moving the product to market involves establishing a robust distribution 
system that will help the small business grow.  The following recommendations identify ways in 
which the business owner can avoid or minimize gray markets. 

 
1. Avoid the conditions that encourage the development of gray markets. 

 
Gray markets are opportunistic.  Gray markets arise when the conditions for profit by non-

authorized distributors are favorable.  Selling to distributors in different markets at different 
prices should be minimized.  Excepting for selling costs differences, set the price structure for 
the product the same across all markets.  Monitor demand for the product to avoid scarcity.  If 
the objective is to limit access to build the product’s image, then scarcity in supply must be 
accompanied by a pricing structure that reflects the premium or luxury positioning of the 
product.  Understanding the price-quantity relationship for the product is essential.  Careful 
analysis of the quantity demanded at each price point can avoid scarcity.   

 
2. Protect your authorized distributors. 

 
There are several ways for the manufacturer to protect authorized distributors.  Offer 

incentives and reward for distributors who take steps to prevent diversion of the product into 
unauthorized channels.  Distributors are often the first line of defense since they control sales 
within their territories.  Distributors can be rewarded for monitoring and enforcing where their 
buyers resell the product.  A manufacturer may assist distributors in establishing monitoring 
systems, vetting distributors and retailers, and implementing processes to quickly detect 
violators.  The manufacturer may also be able to assist the distributor in developing support 
services that are important to the end user and are not available through non-authorized 
distributors.  Explicitly limiting warranties for products not purchased through an authorized 
channel can be explored. 

 
3. Include contractual limitations. 

 
The first sale doctrine requires a transfer of ownership rights in the product.  Since the 

transfer of ownership extinguishes control by the manufacturer, it is important to remember that 
whether the product is sold at or below profit or even given away, a transfer of ownership is 
deemed a “first sale”.  Licensing rather than owning gives rise to different legal rights.  Courts 
have consistently required a transfer of ownership for the first sale doctrine to apply.   The 
Courts have also consistently recognized that a license of any kind is not a sale.  The distributor 
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may make a single payment but if the distributor’s rights are limited with respect to renting, 
leasing, or otherwise reselling, then the distributor has a license with the manufacturer 
maintaining ownership.   Contractual limitations are enforceable if clearly articulated in the 
agreement.   

 
4. Enforce restrictions quickly and regularly. 

 
The profit motive is very strong so the commitment to enforcement is important.  Selective or 

delayed enforcement sends the signal that profits can be earned in the short term.  The game 
becomes how much can be gained before the manufacturer acts. Distributors are watching how 
the manufacturer will respond to violations.  Enforcement signals a commitment to maintain the 
integrity of the distribution channel and support the distributor’s return on investment.   

 
5. Penalize violators. 

 
Speed and certainty of enforcement with a severe penalty are important to deter violators.  

This particular option requires the inclusion of a contractual penalty if a distributor violates the 
contractual conditions.  Forfeiture of the distributorship is one possibility and legally supported 
provided the contract with the distributor clearly identifies this penalty.  Forfeiture of profits 
made from the unauthorized sales is a negative re-enforcement of the contractual limitations. 

 
6. Modify the product. 

 
There are a few ways that the product can be modified to deter non-authorized distributors.  

The product offerings can be tailored for a particular market making it less desirable outside of 
the market.  For example, versions of the product that are connected to language or equipment 
relevant to the region or territory can make it less attractive for sale outside of that market.   

 
7. Use the trademark. 

 
Since the trademark can be used to prevent the importation of trademarked products from a 

foreign manufacturer, then create and use the trademark on all products.  Establishing license 
arrangements with foreign manufacturers to produce and sell the trademarked product in a 
foreign country is an excellent way to expand the business’ distribution and open up new 
markets.  Contractually requiring that the trademark appear on the product and forbidding the 
foreign manufacturer from selling outside of their designated territory allows the U.S. Customs 
to bar the importation of the trademarked goods. 
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EXTENDED ABSTRACT 

 
Contrary to the belief of some, the two mega trends during our life time - technology and 

globalization are unlikely to control our destiny or take us into a future that we do not desire 
unless we let them or want them to. They can be thought of as tools that give our society and 
companies what they want to achieve.  But if we look at recent creations and technological 
breakthrough products and industries such as iPhone, Uber, Airbnb, Self-driving vehicles, and 
IBM’s Watson technologies to mention a few, they have one thing in common. They have all 
been in the market for less than 10 years but have disrupted products and business that have been 
in existence for a very long time. On the other hand, when one looks at the other mega trend 
globalization, because of globalization global inequality (inequality in wealth between countries) 
from the time of the turn of this century has dramatically declined due to rising prosperity in 
developing countries such as China and India (Bourguignon, 2016). However, during the same 
period income disparity within countries has increased dramatically as well.  For example, in 
2011 the top 1.0% of the U.S. household controlled 40% of the country’s wealth, much higher 
than just two decades ago (Inglehart, 2016).  In many countries, the pattern is the same. Simply 
stated, effects of globalization have not benefited everyone. Global inequality and domestic 
inequality have moved in opposite directions in the last couple of decades. To address these 
issues using politically motivated protectionism measures would be to disagree with most 
economists who support trade liberalization in a global world. It would put us back to a time 
even before the existence of GATT where trade negotiations were bilateral and tariffs rates were 
high. What is needed is for technology and globalizations to benefit all not just certain segments 
of people and countries as it has happened till now.  

 
If U.S. resorts to protectionism and isolationism measures at this juncture, it will be a serious 

threat to the entire global economy considering that (U.S.) is the largest economy and more 
economies in the world are connected than ever before.  Protectionism measures by one country 
almost always lead to other countries reciprocating in kind. Trade is not a zero sum game where 
one country has to lose for the other country to win. Even with this reality, protectionism 
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measures seem popular mostly among certain population groups in many countries at the present 
time  Some of the reasons are the economic liberalization policies such as reduction in income 
tax rates, cuts in welfare, financial deregulation that have helped most developed and developing 
countries to grow their economies. These same policies are also to be blamed for income 
disparity and public anguish because in these countries the benefits of globalization has not been 
equally shared by all.  Data suggest it has helped rich get richer and in certain instances the poor 
to get poorer (Bourguigon, 2016).  Progress in technology has worsened this problem by 
favoring skilled workers over unskilled workers and big corporate managers over small business 
managers. With globalization, majority benefited but some have lost out too. Among these 
demographic groups that have been adversely affected by globalization there is very strong 
support for protectionism measures but in this instance would be wrong and detrimental to the 
global economy as a whole. As with any uncontrollable environmental variable there are both 
pro’s and con’s in globalization but more pros than cons. As such, there is a critical need to find 
workable solutions to blunt some of the negative perceptions public has and also some of the 
negative outcomes of globalization. At the moment however, the discussion is more about if 
globalization is good or bad rather than finding ways for it to work for everyone. The impact of 
the industrial revolution that started in Europe more than a century ago is only now having its 
full impact in the world. Technology may follow a similar path. Protectionism measures are not 
the answer. 

 
Rather than attempting to reverse the path of globalization we should attempt to improve it 

by making it work for everyone. Export led growth and foreign investments have raised millions 
of people around the world out of poverty, especially in countries like China & India. In fact 
emerging market countries from Ireland to South Korea have benefited tremendously from 
export led growth that has transformed their economies.  Having just 5% of the world 
population, United States enjoys a bit over 20% of the global wealth.  As such, looking outward 
is key for prosperity in the United States as a whole. Also, no single factor has a greater impact 
on the balance of power in the world than the economy of a country or a region. In fact, since the 
end of World War II, U.S. has taken the economic leadership position in the world from 
European States and since the end of cold war, the political leadership as well. Democracy and 
liberal economic policies such as deregulation and free trade promoted by U.S. for more than 
half a century has resulted in peace and prosperity in the United States as well as in the free 
world.  Leadership of the global trade system promoted peace and prosperity that has been 
unparalleled in history. The question at this point is whether or not to turn away from trade 
promotion but to strengthen worker protection so that the benefits are for all and no segment or 
segments of people get left behind. If United States is to keep its global dominance into the 
future, it will have to look outward and based on all long term economic forecasts it will have to 
be mainly in the Asia-Pacific Region that currently accounts for about 40% of the global 
economy.  The Trans-Pacific partnership (TPP) provides a platform for U.S. to maintain its 
global leadership position but also strengthen relationship in the region with countries that are 
similar in economic and political ideology or moving in that direction.  

 
In conclusion, technology and globalization doesn’t have to control our destiny if global 

leadership of the United States is able to shape the new more comprehensive rules of 
international trade and business in the 21st century.  In addition to focusing on eliminating tariffs, 
U.S. leadership in the TPP should also look at 21st century problems such as strong 
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environmental protections, fair wages and a safe workplace, and protection of intellectual 
property rights to mention a few. Done right, TPP provides a platform for U.S. to take a 
leadership role in developing a global trade system that promotes peace and prosperity for some 
time to come. 
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EXTENDED ABSTRACT 

 
Through rapid growth, mobile phone service in Africa is reaching a point of consumer 

saturation. The number of mobile phone providers has expanded and many customers use several 
phones and providers (Aker and Mbiti 2010). Mobile phone service providers in African markets 
face a shift from market growth to market maturity—and the challenge of building consumer 
loyalty. The subject of customer loyalty in the mobile phone industry is gaining interest as 
evidenced through studies in South Africa, Ghana, and Malawi (Porter, et al. 2012); Kenya (Ojo 
2010); and Nigeria (Tarus and Rabach 2013). This paper recognizes the importance of continued 
research into customer loyalty in the African mobile phone market. We present a conceptual 
model to use as a foundation for future research in customer loyalty.  

 
This paper focuses on service provider quality and its role on consumer loyalty. Consumer 

loyalty involves the relationship between the relative attitude toward a service provider and a 
person’s patronage behavior (Dick and Basu 1994). Loyalty is further defined as “a deeply held 
commitment to rebuy or repatronize a preferred product/service consistently in the future (Oliver 
1999, p. 34).” 

 
This research incorporates attitudinal loyalty and behavioral loyalty, two variables consistent 

with previous loyalty research (Jacoby and Kyner 1973; Dick and Basu 1994; Liu-Thomkins and 
Tam 2013; Watson IV, et al. 2015). As presented by Watson IV, et al. (2015), attitudinal loyalty 
results from a consumer’s positive evaluations of a service provider based upon previous 
experiences. Attitudinal loyalty reflects the likelihood a consumer will continue utilizing a 
service provider (Tarus and Rabach 2013). Attitudinal loyalty involves the consumer having a 
positive attitude toward a service built through psychological attachments and advocacy toward 
the service provider (Chaudhuri and Holbrook 2001; Kaur and Soch 2012).  Behavioral loyalty 
results from situational triggers and repeated purchases (Aaker 1996; Watson IV, et al. 2015). 
Behavioral loyalty, described as passive, does not guarantee long-term commitment (Tarus and 
Rabach 2013; Izogo 2016).  

 
To address the service provider quality, the model incorporates two of the dimensions 

measuring service quality identified by Parasuraman, Zeithaml, and Berry (1985) -- reliability 
and assurance. Focusing on only the two dimensions reliability and assurance to study attitudinal 
loyalty builds upon previous mobile phone service research (Izogo 2015, Izogo 2016).  
Parasuraman et al. (1988, p. 23) defines reliability as the “ability to perform the promised service 
dependably and accurately.” To earn reliability takes service that is provided correctly and on 
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time (Parasuraman, Zeithaml and Berry 1994). Parasuraman et al. (1988, p. 23) defined 
assurance as “knowledge and courtesy of employees and their ability to inspire trust and 
confidence.” 

 
The variables satisfaction and value have long been instrumental in loyalty research. Oliver 

(1999, pg. 34) defined satisfaction as “the consumer’s sense that consumption provides outcomes 
against a standard of pleasure versus displeasure.” Satisfaction has been a powerful measure in 
service businesses (Aaker 1996) and served as a major focus in marketing research up through 
the late 1990s (Oliver 1999). A service’s value involves a consumer’s overall assessment of what 
is received from the service in relationship to what is given (Zeithaml 1988). Without creating 
value, a company is vulnerable to competitors (Aaker 1996).  

 
The mobile phone market in Africa is reaching a saturation point. Hence, knowledge of how 

consumers’ brand loyalty affects their mobile phone service choices becomes increasingly 
important to providers. By focusing on and improving customer service, companies could 
improve the bottom line. National policy makers could also improve infrastructure and recognize 
that the mobile phone service providers serve as a catalyst for improving economic conditions.  
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EXTENDED ABSTRACT 
 

This experiential exercise was used in a data analysis course titled “Applied Research” that is 
a core course for Marketing majors in a mid-size AACSB accredited university. The exercise 
began with a brief description of the research problem and the decision problem. 

 
 Mr. Donald Trump, one of the Republican Presidential Candidates is trying to decide if he 

wants to participate in the Fox News debate. There were pro’s and con’s for not attending but 
being a businessman his ultimate goal is to win the candidacy. There was just one week after the 
debate before Iowa held its caucus. He knew some of the other candidates were excellent 
debaters. Also, as the front runner (by quite a wide margin), he felt that he may have more to lose 
than to gain because all the other candidates would certainly attack him and try to steal potential 
voters from him. To make a more informed decision, he decided to conduct a poll.  The 
following variables were investigated in the research.  
 

X1: Candidate you are likely to vote for in the Iowa caucus?   1= Donald Trump, 2=Ted 
Cruz, 3=Marco Rubio, 4=other 
 
X2: At this time, has anyone contacted you about caucusing? 1= Yes ,  0=No 
 
X3: Have you made up your mind (decided) as to whom you will vote for? 1=Definitely 
decided, 2=Leaning towards someone, 3=Trying to decide 
 
X4: What is your age? (in years)___________________________________ 

 
In this election, how important are the following issues (X5 to X9) to you personally? 
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   Extremely       Extremely 

Unimportant Unimportant Neutral Important Important 
X5: U.S. economy  1  2  3  4  5  
X6: Immigration  1  2  3  4  5 
X7: Foreign Policy 1  2  3  4  5 
X8: Social Issues  1  2  3  4  5 
X9: Terrorism  1  2  3  4  5 
 

X10: Were you a caucus goer four years ago?  1. Yes,   2.  No  
 

If you are one of Mr. Trump’s campaign advisors, based on the results from this sample how 
would you advise him? Analyses pertaining to the following questions will assist you in making 
an informed recommendation.  
 

1. What is the position of Mr. Trump compared to other leading candidates in terms of who 
is likely to win the Iowa caucus? 

2. What is the relationship between preferred candidate and person responding: 
(i) at the present time being contacted to caucus by any of the party organizations 
(ii) having made up the mind as to whom to vote, and 
(iii) caucused in the last election (4 years ago)? 

3. Is there any influence the importance of the issues 
(i) U.S. economy 
(ii) immigration 
(iii) foreign policy, & 
(iv)  social issues have with the candidate that the respondent is likely to vote for at 

the Iowa caucus? 
4. Does age have any impact on the issues important to voters?  Please also rank them in 

terms of importance. 
5. A discussion and recommendations section for the assignment.  Please advise Mr. Trump 

as to what he should do. 
 

FINDINGS 

 
Analyses students had to conduct were quite simple (e.g., descriptive statistics such as means 

and percentages). However, students were required to first determine which analysis to use based 
on the research question (if they knew the level of measurement for the variable or variables and 
whether the investigation involved one or two variables at the same time, he or she could have 
easily figured out the analysis to run using a flow chart provided in their course notes). Second, 
students were required to run the analysis correctly using SPSS. Third, they had to interpret each 
of the analyses correctly and adequately, and then make a conclusion from each analysis.  
Fourth, they had to discuss all the findings from the four research questions (putting everything 
together in light of the decision facing Mr. Trump) and make recommendations. How students 
fared in each of these steps is summarized below.  
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Item         Percentage of Students 

 
Data Analysis & Interpretation for Specific Research Objectives 

Based on the research question, was the correct analyses selected? 60% – 70%   
Was the analysis run correctly using SPSS?    80% - 85% 
Were the results interpreted correctly?    65% -70% 
Was the conclusion clear and appropriate?    50% – 60% 

Discussion of Findings and Recommendations 
Was a decision made?       60 - 70% 
Quality of the decision?      35 - 45% 

 
 

As can be seen, the students went through the four step process using a current and 
compelling example.  While the students were provided the research objectives and questions, 
they had to show competency in using the process accurately and adequately to complete the 
project. Once the project was graded, both the instructor and the student are able to understand 
where in the process he or she needs to focus on moving forward. One thing was clear, prior to 
students making any recommendations, they need to be able to interpret findings clearly and 
connect them to the situation at hand. All this required quite a lot of reflective thinking.      

 
The course requires students to complete 4 such projects during the semester and the fourth 

project is comprehensive.  This project was 15% of the course grade. While this project (project 
1) focused on descriptive statistics, projects 2 and 3 focus on both inferential (hypothesis testing) 
and descriptive statistics.  
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ABSTRACT 
 
We are living in a world where most business activities can be monitored and measured. Given 
that a firm’s competitive advantage cannot be fully realized unless the customer needs and 
competitive landscape could be adequately investigated, evaluated, and analyzed, a marketing 
research course plays an increasingly important role in helping today’s leaners obtain specific 
data collection and analysis skills for the challenging tasks of tomorrow’s managers. 
 
This presentation will focus on how to develop and teach an undergraduate level marketing 
research class in today’s digital world and then involve the session participants to discuss the 
contents of a marketing research class not only in a traditional face-to-face classroom setting but 
also in an online environment. 
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EXTENDED ABSTRACT 

 
As the importance of market orientation is acknowledged by growing numbers of 

academicians and practitioners, increasing research efforts have been directed to measurement 
issues pertaining to market orientation. A number of marketing scholars have devoted their 
attention to identifying the major domains of the market orientation construct and developing 
more reliable and valid measures of it (e.g., Jaworski and Kohli, 1993; Kohli, Jaworski, and 
Kumar, 1993; Matsuno and Mentzer, 2000; Matsuno, Mentzer, and Rentz, 2005; Narver and 
Slater, 1990). In spite of the growing number of research studies on market orientation, there is 
still no consensus among researchers about the definition of market orientation and how to 
measure it (Matsuno, Mentzer, and Rentz, 2005). Even though the number of the market 
orientation scales has increased over the years, there is little research on how to differentiate 
between the various scales of market orientation. This study aims to review the literature on 
various definitions of market orientation along with the market orientation measurement scales, 
and to provide suggestions for the direction of future research in this area. It is hoped that this 
review will help researchers better understand the scope of market orientation, choose an 
appropriate market orientation scale for their studies, and follow a productive path for future 
research on the definition and measurement of market orientation.   

 
A significant volume of conceptual research on market orientation has discussed such 

descriptive issues as how to install a strong market orientation or market-oriented thought and 
behavior within an organization. Many scholars have presented their views on which term is 
more appropriate to use to address a market orientation. A comprehensive examination of the 
current literature on market orientation reveals that there has been no consensus among scholars 
on the definition of market orientation. Marketing scholars have not reached a complete 
agreement on what constitutes to a market orientation. The debate on this issue is ongoing 
(Matsuno, Mentzer, and Rentz, 2005).  
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Some earlier studies highlighted various measurement concerns of scholars (McNamara, 
1972) regarding the marketing concept or a market orientation. However, most of the time, the 
primary focus of these studies was not to develop a measurement scale. Therefore, the measures 
they utilized were not developed on the basis of systematical procedures for scale development 
(Kohli, Jaworski, and Kumar, 1993). The utilization of a multi-item measure of market 
orientation is quite new in the literature. To the authors’ best knowledge, the earliest, reliable, 
comprehensive, multi-item measures of market orientation were developed by Narver and Slater 
(1990) and Jaworski and Kohli (1993). These scholars have also developed clear and precise 
definitions of the domain of the market orientation construct. Both Jaworski and Kohli (1993) 
and Narver and Slater (1990) developed these scales as parts of their empirical studies focusing 
on the market orientation-organizational performance relationship. These two scales are widely-
recognized by scholars and frequently-used in empirical studies pertaining to market orientation. 
Some other researchers have also attempted to develop market orientation scales. But, these 
scales are relatively less known.  

 
Several conclusions have been drawn based on the review of the research on the definition / 

conceptualization and measurement of market orientation. Also, a number of suggestions for 
future research were made in relation to the conclusions drawn from this review. 
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EXTENDED ABSTRACT 

 
A variety of “exclusivity” strategies are found in the marketplace today.   For example, the 

popular television program “Game of Thrones” is only found on the HBO television network.  
This approach to exclusivity is common, and is usually discussed as a “customer lock-in” 
strategy in which a customer may only access the product through one distribution channel, 
retailer, or provider.  That is, if the customer wants to watch new episodes of “Game of 
Thrones,” they must subscribe to HBO.  They are “locked-in” to HBO for access to the product. 

 
However, customer lock-in is only one of many strategies associated with exclusivity.  Based 

on examples of exclusivity in the marketplace and themes in marketing scholarship, the gulf 
between commonly discussed theory and business practices is quite large.  This work sets out to 
organize and compare the differing types of exclusive and exclusivity discussions in marketing 
scholarship with the practical implementation of exclusive promotions and strategies in the 
marketplace.  Additionally, a typology of exclusive strategies and managerial motivations is 
produced. 

 
In practice, exclusivity is used in a many ways.  For example, individuals may get 

“exclusive” rights to a franchise or license, companies may sell exclusive products, a firm may 
offer exclusive distribution in a region or through a specific distribution channel or retailer, or a 
product may be perceived as “exclusive” due to its association with extravagance or luxury.  
Promotions, too, can be offered exclusive to groups of select customers (Barone and Roy 2010a, 
Barone and Roy 2010b).  In summary, these examples represent only a few of the many ways 
that exclusivity and exclusive promotions are used in the marketplace.  

 
However, the marketing literature is much more limited in its discussion of exclusivity.  Most 

often, references to exclusivity are made in allusion to luxury products (e.g. Phau and 
Prendergrast 2000; Hudders 2010.  Less often, the articles refer to exclusive distribution, 
franchising, product assortment, or other topics. 

 
Considering the wide breadth of articles mentioning “exclusivity” and the equally wide 

breath of exclusivity practices in the marketplace, the researchers wished to define, discuss, and 
organize what constitutes the concept of exclusivity.  The results are a definition of exclusivity, 
particularly from the point-of-view of the consumer, a literature review detailing the manners in 
which exclusivity is used in the marketing literature, and a typology of exclusivity. 

 
The typology is the centerpiece of the article and details the differing types of exclusivity.  

While the typology is too lengthy to be discussed here, several examples are discussed below. 
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Some products may be “timed” exclusives, in which the exclusive distribution is limited to a 
temporal frame, while other products may be indefinitely exclusive.  Often, when exclusivity has 
a temporal element, the products exclusivity is advertised.  For example, a product may be a 
“Target exclusive” and in many cases, a retailer exclusive product will have exclusive features 
unavailable at other retailers. 

 
In other situations, exclusivity is not advertised.  For example, Wal-Mart carries Samsung 

televisions that are not carried at any other retailer.  Typically, these televisions have some minor 
feature difference from the “standard” Samsung models.  Often, they will be missing features 
(e.g. multiple HDMI input ports, slightly poorer quality screen glass, etc.) found on standard 
models of the television.  These changes save Samsung money and allow them to sell lower-cost 
televisions at Wal-Mart.  Due to differences in SKUs or model numbers, consumers cannot price 
match these televisions at other retailers even though they are superficially very similar.  In this 
example, the exclusivity is usually not advertised as having fewer features may make the 
televisions seem unappealing.  As a counter example, Best Buy sells “exclusive” laptops that are 
labeled as “Best Buy Exclusive” in advertising and promotional materials.  Typically, these 
laptops have additional features not found in comparable models at other retailers.  These 
additional features are often emphasized in promotional materials as well. 

 
In the typology, as each type of exclusivity is identified, a corresponding managerial strategy 

is suggested. For example, as mentioned previously, customer lock-in is a common motivation 
behind exclusive strategies, but there are many others as well, such as the lower-cost televisions 
offered at Wal-Mart, or the increased foot and web site traffic due to a unique product 
assortment.  The typology identifies the differing types of exclusivity, gives examples of each, 
and gives common managerial motivations (e.g. customer lock-in, lower costs, avoiding internet 
“showrooming” [Zimmerman 2012]) for executing each strategy. 

 
Last, exclusivity strategies appear to have risen in popularity in recent years as exclusive 

products, particularly products labeled as “exclusive” on their packaging or in promotional 
materials were identified at numerous mass-market retailers (Wal-Mart, Target, Best Buy, Toys-
R-Us, Amazon.com, etc.)  The literature appears to lack a full discussion of this trend, and this 
article attempts to remedy this problem. 
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ABSTRACT 

 

 
The focus of this study is the linkage among IMC, MO, and R-A theory to suggest a conceptual 
model. Specifically, the major focus is on the common characteristic of cross-functional 
integration of MO and IMC for firms to achieve a competitive advantage along with the 
intangible resources required for acquiring abnormal financial performance. This study proposes 
the relationships among MO, IMC and firm performance. The limitation of this study is the lack 
of the application of IMC in the global context. 
 

Key Words: IMC, MO, R-A Theory, Firm Performance  

 

 
INTRODUCTION 

 
A variety of research paths have emerged since the first definition of integrated marketing 

communication (IMC) initiated in the early 1990s (Reid, Luxton, and Mavondo 2005). It is still 
an unsettled concept as to whether IMC is merely a managerial communication tool (Gould 2004) 
or it can serve as the foundation for theoretical development (Kliatchko 2005). An assortment of 
research has developed in several directions related to IMC: marketing management (Cornelissen 
2001; Cornelissen and Lock 2000), strategic planning (Duncan and Everett 1993; Gould 2000), 
IMC execution (Kim, Han, and Schultz 2004; Kitchen, Kim, and Schultz 2008; Kitchen and Tao 
2005; Low 2000; Wightman 1999), IMC theory development (Ewing 2009), conflicts between 
ads and public relations (Grunig and Grunig 1998), and ad effectiveness in IMC (Calder, 
Malthouse, and Schaedel 2009). Thought by some to be a management fad, the purpose of this 
paper is to illustrate that IMC is an area that has matured in theoretical growth. Resource-
Advantage Theory (R-A Theory) is a theoretical framework upon which this contention rests.  

 
According to Duncan and Everett (1993), IMC is "a process for managing the customer 

relationships that drive brand value…it is a cross-functional process for creating and nourishing 
profitable relationships with customers and other stakeholders by strategically controlling or 
influencing all messages sent  to these  groups  and encouraging data  driven, purposeful 
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dialogue with them." Similarly, Kliatchko (2005) compared the IMC definitions thoroughly in 
the literature and proposed a new definition of IMC, “the concept and process of strategically 
managing audience-focused, channel-centered, and result-driven brand communication 
programmmes over time.” In practice, IMC is a driving force for competitive advantage as well 
as the major communicational development of the last decade (Kitchen, Joanne, and Tao 2004). 
This definition shows that IMC is not merely a concept, but more importantly, it contains a 
strategic perspective that a firm can incorporate customers’ needs and enhance their relationship 
through the communication process in order to achieve profitability. However, Beverland and 
Luxton (2005) provided the empirical evidence that IMC execution does not always require the 
tight cooperation of international operations, in other words, the "one voice, one look" view of 
IMC. Instead, they challenged the idea by showing that brand managers deliberately decoupled 
the consistent image and delivered it outward to the customers from international practices. 
Therefore, the execution of IMC also generates various practices and results due to the various 
industries and different managerial experiences.  

 
In addition to the disagreement on an IMC definition, the debate also continues in terms of 

whether it remains merely a practical application and also the possibilities for further theoretical 
development. Ewing (2009) argued that IMC can benefit from the formation of theory, defined 
by Gregor (2006) for five interrelated types of theory: (1) theory for analyzing; (2) theory for  
explaining; (3) theory for predicting; (4) theory for explaining and predicting; and (5) theory for 
design and action. Kliatchko (2005) commented that IMC is conceptually old but operationally 
new. It is conceptually old because IMC indicates coordination and consumer ordination. IMC is 
operationally new to marketers since they are able to execute integration and customer 
orientation into practice instead of conceptually planning the process due to the development of 
technology. He also suggested three distinctive attributes: audience-focused, channel-centered, 
and result-driven. Kliatchko’s purpose of the new definition lies on the formation of theory 
building of IMC.  

 
Therefore, the issues revolve around whether there is a consensus in the definition of IMC in 

the literature. There are also issues in terms of whether IMC is a managerial fad that is helpful 
from the practical perspective as well as whether IMC serves as a foundation for theoretical 
development. Hence, the research questions related to IMC issues are: (1) What are the 
implications and possible usage of IMC? (2) What are the contributions of IMC’s theoretical 
development? The delimitation of this study is the linkage among IMC, MO, and R-A theory. 
Specifically, the major focus is on the common characteristic of cross-functional integration of 
MO and IMC for firms to achieve a competitive advantage (R-A theory) along with the 
intangible resources required for acquiring abnormal financial performance.  

 
LITERATURE REVIEW 

 
Reid et al. (2005) proposed five major strategic characteristics of IMC. Due to their extensive 

inclusion of IMC for strategic purposes, this paper adopts their definition: 1. Driven by market-
based assets and financial expectations, 2. Customer and stakeholder connectivity, 3. Strategic 
consistency, 4. Cross-functional integration, and 5. Resource commitments for IMC.  
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Market-based assets and financial expectations addresses that the purpose of IMC planning 
is crucial. The pathway to achieve superior financial performance is through sales, increased 
market share, and return on investment through the exploitation of technology. Customer and 

stakeholder connectivity emphasizes the “outside-in" approach to respond to customers and 
stakeholders in a timely manner through database management. Strategic consistency shows the 
importance of delivering the “one voice” message of the brand image to the customers through 
the central coordination of IMC strategy and programs. This consistency requires the 
communication channels for linkage throughout the marketing mix. Cross-functional integration, 
mainly the focus of this study, centers on the internal integration first and then extends the 
coordination externally, which requires leadership from top management. Last, resource 

commitment addresses the importance of availability for employing time, funds, skilled and 
knowledgeable personnel, and other resources to implement IMC (Reid et al. 2005). The 
implication for implementing IMC is to reach synergism: the efforts of many individuals are 
mutually reinforced to attain a greater effect holistically than each separate unit with its own 
strategy and diverse message sent to the customers (Duncan and Everett 1993).  

 
A solid theory should have empirical content (Ehrenberg 1994; Hunt 2010) and ought to be 

continually tested and modified within the existing framework. The empirical testing for IMC 
theory requires more research because the observed results and analysis are not consistent. IMC 
remains a controversial theoretical concept for generalization in various contexts regarding its 
meaning and function (Gould 2004). In terms of IMC practices, Wightman (1999) surveyed 
marketing executives who supported the idea of IMC but encountered difficulties in executing 
the strategy. The results showed that the lack of a viable organizational structure is the major 
obstacle for putting it into practice even though the importance of IMC has been and is 
recognized by the executives. IMC has extended its major concepts and components in strategic 
applications but has not yet developed to the abstract level for explaining and predicting. The 
importance of IMC application is addressed in the next section, followed by the current 
development of IMC theory. 

 
The unified definition of IMC among academia is still unsettled. The disagreement about an 

IMC definition among scholars impedes the development of theory. The trend in the literature 
shows that IMC has shifted its focus from the concept of forming a consistent message across 
departments to customer-oriented, brand-level, and technology-based marketing activities that 
require interfunctional cooperation within organizations (Varey 2002). Consistency in messages 
delivered by a firm is important to avoid confusion by customers. A holistic message may not be 
achieved because each department has its intended goal. For example, advertising may focus on 
quality, a sales promotion may promote the discount activities, and product publicity may 
emphasize product safety (Varey 2002). Therefore, the rationale of IMC applied in the strategic 
plan intends to reduce the inconsistencies through a communication mechanism utilized in 
conveying the image to customers and stakeholders. The formation of a theory is plausible only 
when the definition and usage of IMC is formed and researchers agree upon its purpose in 
conjunction with utilizing inductive empirical testing.  
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IMC THEORY 
 

Marketers have implemented IMC in practice. However, the development of an IMC theory 
is underpinned by the various practical implications. Some scholars consider IMC a management 
fad lacking a theoretical foundation (Cornelissen and Lock 2000) while others regard it as an 
opportunity for theoretical growth (Schultz and Kitchen 2000). The conceptual development of 
IMC in literature falls into one of two categories: marketing management strategies and 
communication integration strategies. Kliatchko (2005) redefined IMC as a concept/process that 
has the function of strategic management in brand communication programs. His interpretation 
of IMC has shifted from a consistent concept to a strategic implication. However, the deficiency 
of a concrete conceptual framework of IMC provides opportunities for the theoretical 
development. This study provides the formation of a conceptual framework with other theories: 
market orientation and resource-advantage theory, for experimental testing in constructing the 
theoretical development.  

 
INTEGRATED MARKETING COMMUNICATION AND MARKET ORIENTATION 

 
There are some overlaps between IMC and market orientation (MO). MO centers on 

customer orientation, competitor and interfunctional coordination in order to gain profitability 
(Narver and Slater 1990). IMC, considering its strategic function, utilizes communication tools 
(direct marketing, advertising, sales promotion, and public relations) through technology to 
maximize its purpose for acquiring superior financial performance. The conceptual framework 
between IMC and MO is illustrated in Figure 1.  

 
Figure 1: R-A Theory as a Foundation of IMC and MO 
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The center circle represents the purpose of the firm, which is profitability. In the second 
circle, the central line divides IMC and MO. In the third circle, the upper section represents the 
components of IMC whereas the lower part indicates the pillars of MO. The primary link 
between IMC and MO is interfunctional coordination; i.e., internal marketing (Conduit and 
Mavondo 2001; Lings 2004). The main tenet of MO is the coordination of efforts among 
departments by appropriately distributing the organizational resources in response to customer 
demands. The main pillar of IMC is to harmonize voices across departments with consistency in 
representing the brand (Reid et al. 2005). MO serves as the organizational culture and motivation 
for firms to accomplish IMC. Both IMC and MO intend to gain superior firm performance. 
Resource-advantage theory (Hunt 2010) explains more completely what happens when firms 
encounter competitors and other external factors that are analyzed below.  

 
INTEGRATED MARKETING COMMUNICATION AND RESOURCE ADVANTAGE 

THEORY 

 
Interfunctional coordination requires the communications networks which are directed by top 

management to effectively enable firms to achieve financial performance (Narver and Slater 
1990).  Even though both IMC and MO underline the importance of harmonization, they are 
deficient in disseminating the tangible and intangible resources for firms to gain competitive 
advantages. R-A theory explains in detail the two forms of resources which include competitive 
advantages and environmental factors (see Figure 1). Tangible and intangible resources include 
financial, physical, legal, human, organizational, informational, and relational resources (Hunt 
2010). The perfect competition does not exist in the R-A theory assumption. Instead, R-A theory 
addresses the imperfect allocation of resources but it is used efficiently and effectively as long as 
firms have access to the resources, not necessarily owning them. More importantly, R-A theory 
demonstrates environmental factors as crucial factors influences conduct and performance (Hunt 
2010). Since the external turbulence determines firms’ decision regarding their strategy of 
heterogeneous resources and its immobility, these decisions have huge impacts on the financial 
performance. Barney (1991) proposed that resources have to be rare, inimitable, immobile, and 
non-substitute to maintain a sustainable competitive advantage. Intangible resources are 
embodied within the personnel of the firm (Griffith and Lusch 2007; Magnusson et al. 2009). 
Griffith and Lusch (2007) had fundamental elements of R-A theory to the individual level. The 
reason why R-A theory offers a broader explanation than IMC and MO is because of its 
explanatory context that links important elements: communication, interfunctional coordination, 
and available resources. In terms of the external relationship with customers, R-A theory 
addresses “that all view relationship marketing as implying that, increasingly, firms are 
competing through developing relatively long-term relationships with such stakeholders as 
customers, suppliers, employees, and competitors” (Hunt 1997). 

 
Several researchers have examined the IMC strategies and its impact on the firms. For 

example, Low (2000) used a three-item scale of measuring IMC through a cross-sectional sample 
of marketing executives of U.S. firms. The results showed that samples executing IMC have the 
same characteristics as those of small, consumer- and service-oriented firms. In addition, the 
industries of the firms are commonly found in the manufacturing, agriculture, forestry, and 
mining industries. The experienced top managers lead to a higher market share growth with a 
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high integration structure of the firms (Low 2000). The increased level of research in IMC 
reveals its importance to marketing scholars as well as marketers.   

 
Researchers have used other theories in explaining the function of IMC. For example, Reid et 

al. (2005) proposed a causal-relationship model with the combination effects of MO, IMC and 
brand equity to predict firm performance. The client-ad agency relationship associated with the 
IMC approach in terms of client role performance for theoretical development was examined 
(Beard 1996). Researchers intend to develop the foundation of theoretical framework based on 
IMC. However, the relationships among IMC, MO, and R-A theory have not yet been examined 
and tested within this relationship. 

 
Yet, some researchers have examined the relationship between market orientation and firm 

performance. For example, Hult and Ketchen (2001) proposed the low impact of MO on profit 
and sales because of the moderating effects of market turbulence and competitive intensity. They 
suggested that there is the need of other factors with MO that would have a positive impact on 
firms’ performance. Subramanian and Gopalakrishna (2001) researched the robustness 
relationship of MO on performance relationship; however, they found that environmental factors 
are not significant. On the contrary, McNaughton et al. (2001) suggested MO as the factor 
affecting firms’ performance directly without any interaction effects with other factors. Similar 
contracting finding done by Menguc and Auh, 2006, they concluded that MO as the key to obtain 
a continuous superior performance but with the moderating effects of MO on the impact of 
performance. Wittmann, Hunt, and Arnett (2009) further studied the impact of business alliances 
with critical resource gaps, and they found that firms have positional advantages leading to 
superior financial performance.  

 
Based on the previous research, MO has a positive impact on the superior firm performance. 

MO is also considered as the antecedent cultural element that influences IMC operation. The 
relationship is shown in Figure 2.  

 
               Figure 2: The Proposed Relationships between MO, IMC, and Firm Performance  

 

 
Therefore, this study proposed that:  
 

Proposition 1: The implementation of MO has a positive impact on IMC. 

Proposition 2: The execution of IMC has a positive impact on firm performance.  

Proposition 3: The implementation of MO has a positive impact on firm performance. 

Proposition 4: IMC mediates the relationship between MO and firm performance.  
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LIMITATIONS AND CONCLUSION 
 

The limitation of this study is the lack of the application of IMC in the global context. As a 
conceptual study, the purpose of this paper is three-folds: first, this paper discusses the function 
of IMC strategic implementation in helping firms to gain superior financial performance. Second, 
a consistent definition of IMC is required to establish a theoretical development. Third, the 
relationship between IMC and MO as well as IMC and R-A theory is discussed in order to for 
marketers to enhance the practical implementation of IMC. The ultimate goal for continuously 
testing IMC theory is to form a theoretical framework to further explain and predict the IMC 
phenomenon.  
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EXTENDED ABSTRACT 

 
It has become increasingly clear that a restructuring of the economic order has been taking 

place, and has particularly affected firms with international operations. Since the world financial 
crisis of 2008 and its aftermath, coupled with simmering populist concerns, we are seeing 
emergence of a new business landscape changing the environment for firms once again. Before 
the financial crisis, many firms had moved or were moving toward globally integrated structures, 
but the notion that we live in a world where the constituent parts of firms can be bundled and 
distributed almost anywhere has been challenged by economic volatility, and changing 
sentiments regarding borders, trade, and disruptive new, often local, competitors. 

 
This study inquiries about international entrepreneurship (IE) research by thematically 

mapping and assessing the intellectual territory of the field. While notable contributions towards 
theoretical and methodological integration are evident, extant reviews show that the body of IE 
knowledge is growing. Premising that IE is positioned at the nexus of internationalization and 
entrepreneurship, we identify relevant journal articles published in the period of 1993 to 2016. 

 
This study gives an insight into the literature of INVs by providing an updated review and 

synthesis of the literature that has emerged in more than twenty years, in relation to the 
accelerated internationalizing activities of entrepreneurial new ventures, and the recent 
restructuring of the economic order in a world that is showing more signs of trade protection and 
new adjustments to previous free trade blocks. In addition this article identifies directions for 
future research aimed at developing improved theories and advancing knowledge of this 
phenomenon. In this paper, the studies that deal with INVs are identified, fully examined and 
critically assessed as a basis for obtaining an adequate view of the state-of-the-art of this 
increasingly important research field of IE. The methodology used for this synthetic review 
allow us to analyze a number of recent, chosen studies that are systematically compared 
according to the main objective and type of research; framework of reference; methodology and 
key research findings.  

 
As a result of this literature review, a critical assessment follows in which the most relevant 

benefits and contributions as well as potential drawbacks in the research activities conducted so 
far are discussed. Only a minority of studies can be considered to be highly-conceptual, often 
including a future research agenda related to the behavior of these firms (Knight and Cavusgil 
1996; Zahra and George 2002). Building upon existing internationalization theories and recent 
developments in the field of Strategic Management and Entrepreneurship, Oviatt and McDougall 
(1994; 1999) have established a theoretical framework and types of INVs. This theoretical 
framework identifies unique resources as the differentiator element and necessary condition of 
INVs. Therefore, based on Barney’s (1991) argument that sustainable competitive advantage for 
any firm requires that its resources be unique and imperfect imitable, the possibility to develop 
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INVs studies from the resource based view perspective is evident. Therefore, INVs share unique 
intangible resources and capabilities based on knowledge management from the very beginning.  

 
According to this perspective the management commitment of INVs presents a global vision 

from inception based on the high degree of previous international experience on behalf of 
managers. The market knowledge and market commitment is reinforced with the use of personal 
and business networks. These characteristics facilitate INVs with a high value creation through 
differentiated technology products to target narrowly-defined customer groups with a customer 
orientation and close customer relationships.  
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EXTENDED ABSTRACT 

 
Local television stations in smaller markets have built their business model based upon 

viewership of their evening TV newscasts among 25-54 year olds.  To ensure ongoing 
profitability, local TV stations must encourage Millennials, ages 18-34, to become loyal viewers. 
However, consumption of TV newscasts by Millennials is declining.  According to the 2014 
Media Insight Project “How Millennials Get News”, Millennials tend not to consume news by 
watching in “discrete sessions”. Instead, Millennials “mix news with social connection, problem 
solving, social action, and entertainment” (p. 1).  However, Millennials continue to be interested 
in news, as 85% say keeping up with the news is at least somewhat important to them, and 69% 
get news daily.  Increasingly, news is being consumed on social media. According to Pew 
Research as many as 62% of Americans get news on social media (Anderson & Caumont, 2014).  

 
Most research into millennial news consumption has focused on national rather than local 

news.  In Fall 2012, researchers at a small liberal arts college in the Midwest conducted a study 
of 18-34 year olds specifically on local TV news consumption.  However, in the past four years, 
digital and social media have become ubiquitous communication platforms.  Therefore, to 
determine how these technologies have changed local news viewership in a small TV market, 
this study was repeated in Spring, 2016 as part of a Digital Marketing course using essentially 
the same market to determine if the older millennials were consuming more local TV news, and 
if so, what media they were using to access local news.  The course also included a student-
designed social media action plan for a local TV news station. 

 
Researchers administered the survey through Survey Monkey in Spring, 2016 using identical 

questions to the 2012 survey.  The survey was sent to a database of 2000 alumni of a small 
Midwestern college who graduated between the years of 2006 and 2015.  In addition, the survey 
was administered to current college students by faculty in 15 different courses across a wide 
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range of course levels and disciplines. Both younger (18-24) and older (25-34) Millennials have 
experienced a dramatic increase in their use of digital media to access local news versus 2012.  
This increase comes at the expense of all traditional media including TV, newspaper and radio.  
Notably, the percentage of millennials who don’t access local news at all dropped from 16% in 
2013 to only 6% in 2016 reinforcing the national research indicating that Millennials are 
accessing news, but not in a traditional sense. 

 
A majority of Millennials have accessed local news via a local station’s website, but these 

numbers are relatively unchanged versus 2012 at 65% for 18-24 year olds, and 83% for 25-34 
year olds.  Access through social media channels is growing dramatically with 50% of 18-24 
year olds, and 68% of 25-34 year olds indicating they have accessed a local news story through 
Facebook.  Access via a station’s mobile app is 19% among 18-24 year olds and 35% among 25-
34 year olds – a small increase vs. 2012. Unsurprisingly, when asked what type of local news 
posts were preferred, respondents chose videos (60%), pictures (60%) and links to articles 
(71%), over text only (16%).  Only 5% of respondents said they don’t get news via social media. 

 
Based on findings from a literature review and the primary research study, students in the 

Digital Marketing class worked with a client at a local TV station to attempt to increase 
millennial engagement with the local TV station.  Goals included increasing followers on social 
media, and sharing of content from the local TV station. Students designed and executed two-
week digital marketing campaigns for the station.  Campaigns included new content such as 
“behind the scenes” video posts, stories targeted at millennials, contests for sharing posts, live 
tweeting and focused sharing of content by students in the class.  The station saw increased 
social media engagement and followers of their social media platforms. 

 
Millennials continue to be interested in local news, but are increasingly accessing that news 

via social media.  While 25-34 year olds watch more local TV news than younger Millennials, 
regular viewership of local TV news among this important group has declined sharply in the past 
four years, while social media access has increased.  Therefore, media outlets must include 
strategies to increase presence on social media as part of their business model.  Students 
analyzed study results, and created a social media campaign for a local TV station.  In a two-
week implementation of the plan, a combination of contests, videos, photos, “behind the scenes” 
posts, and live tweeting, the station saw increased social media engagement.  Students concluded 
live videos attract attention, Q&As with personalities extended social media reach, and Facebook 
engagement was higher than other platforms.  They also found it was important to be fast and 
first with the news, and timing of the posts was key to engagement.  Digital technology has 
changed the way millennials get their information, and have changed the fundamental business 
model for local TV stations.  Moving forward, there are a number of digital marketing strategies 
that can increase engagement with local stations and should be considered as stations continue to 
market to millennials. 
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ABSTRACT 

 
Social media has been a major subject of interest for marketers in the last decade and is 

increasingly and equally attracting the attention of academics and researchers across the globe. 
As observed in many geographies, active and regular engagement in social media is becoming an 
equally important catalyst for change among college students in the Middle East.   
Acknowledging University students represent a large segment of the population in Kuwait and 
also lead in technology adoption in this region, this group plays an important role in how 
meanings are assigned to these new technologies and especially social media.  This paper aims to 
explore their perception and use of social media in the state of Kuwait, and identify their motives 
to use popular social networking sites: Facebook, Instagram, Snapchat, Twitter and LinkedIn. 
Research results have demonstrated that Facebook is still the most popular social networking site 
to keep in touch and communicate while Snapchat is mainly used for instant messaging and 
information exchange. Instagram is predominantly used by college students to follow trends, and 
gather information about brands of their choice. LinkedIn is yet to be explored for professional 
networking post-graduation. Implications for further research calls to investigate a model where 
Instagram, Facebook and Twitter engagement of university students can be linked to on-line 
shopping of their preferred brands. 
 
Key Words: Social Media, Social Media Use, Social Network Site, Digital Marketing, Kuwait, 

University Students, Facebook, Instagram, Snapchat, Twitter, LinkedIn, On-line shopping, Brand 

Loyalty. 

 

 
 

INTRODUCTION 
Over the past 15 years, social media is said to have revolutionized marketing across all 

geographies, offering new ways to reach, inform, engage, sell to, learn about, and provide service 
to customers. The growth in augmented use of digital, social media, and mobile marketing 
(DSMM) has occurred parallel to the technological innovations, such as the increasing 
penetration of home Internet and widely available and increasingly affordable high-speed 
internet connections. Surely social media platforms such as Facebook, Instagram, Snapchat, 
LinkedIn and Twitter have benefited from this a great deal (Lamberton & Stephen, 2016).  
Consequently these social network sites have been heavily contributing to the consumer adoption 
of “smart” mobile devices and shedding a lot of light to the marketers on how consumers behave 
and build relationships with brands. 
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Youth, particularly college students, pertain as a critically important segment to target for 

marketers in emerging markets where majority of the population is under the age of 30 
(Wikipedia). In Kuwait, according to the census conducted in 2013, nearly 46 % of the 
population belongs to this age group, and with an average life expectancy of 78 years old, this 
group presents itself as the most important current and future sets of consumers for marketers 
seeking to build brand loyalty through engagement in social media. Literature review on the 
matter in the country has revealed limited findings and hence intrigued the idea to further 
investigate the perspectives and engagement behaviors of college students in Kuwait.  

 
In this article literature review on definition and rise of social media, global social media 

usage statistics and patterns, Social media usage statistics in the Middle East and Kuwait and 
social media engagement differentials in the Middle East are explored. The secondary 
information has then been linked to the creation of a primary data collection tool, quantitative 
research questionnaire. The questions were designed to understand how students use popular 
social network sites of Facebook, Instagram, Snapchpat, Twitter and LinkedIn during their daily 
lives.   

 
The aim of the research is to explore how college students in Kuwait use Social Media and 

how their engagement in Social Media affects their purchase decisions, if at all. To this end, 
Research methodology and research results follow the theoretical review. Correlation between 
social media engagement and purchase intention is tested.  

 
Based on the results, a social media engagement model leading to brand loyalty is 

recommended which is subject to further academic research and verification.  Current study is of 
exploratory nature aiming to identify how different types of online advertising affect the social 
media engagement of college students in Kuwait.  
 

THEORETICAL REVIEW 
 
Definition and Rise of Social Media 
 

In order to define social media, first social network sites need to be explained. Boyd and 
Ellison in their article of 2008 define social network site as Web-based services that allow 
individuals to construct a public or semi-public profile within a bounded system, articulate a list 
of other users with whom they share a connection, and view and traverse their list of connections 
and those made by others within a system (Boyd & Ellison, 2008).  Social networking sites are 
applications that enable users to connect by creating personal information profiles, inviting 
friends and colleagues to have access to those profiles, and sending e-mails and instant messages 
between each other (Kaplan and Hainlein, 2009).  Augmented use of these web based social 
networks led to the creation of a new media. Social Media is therefore a group of Internet-based 
social networking sites that allow the creation and exchange of user generated content.  

 
The first recognizable social networks site were launched in 1990’s such as SixDegrees.com, 

AIM and ICQ which allowed users to create profiles, list their Friends. Similarly around the 
same time Classmates.com allowed people to affiliate with their high school or college and surf 
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the network for others who were also affiliated, but users could not create profiles or list Friends 
until years later. SixDegrees was the first to combine these features (Boyd & Ellison, 2008) 

 
From 1997 to 2003, a number of community tools began supporting various combinations of 

profiles and publicly articulated Friends. AsianAvenue, BlackPlanet, and MiGente allowed users 
to create personal, professional, and dating profiles— users could identify Friends on their 
personal profiles without seeking approval for those connections.  2002 saw the launch of 
Friendster and was designed to compete with Match.com, a profitable online dating site (Cohen, 
2003). Friendster received high interest in a short period of time and grew to 300,000 users 
through word of mouth before traditional press coverage began in May 2003 (O’Shea, 2003).  

 
The peak in the penetration of Social Networking sites came in 2003 onward, most took the 

form of profile-centric sites, trying to replicate the early success of Friendster or target specific 
demographics. Furthermore, as the social media and user-generated content phenomena grew, 
websites focused on media sharing began implementing SNS features and becoming SNSs 
themselves. Examples include Flickr (photo sharing), Last.FM (music listening habits), and 
YouTube (video sharing).  

 
Social media employ mobile and web-based technologies to create highly interactive 

platforms via which individuals and communities share, co-create, discuss, and modify user-
generated content. Given the tremendous exposure of social media in the popular press today, It 
would seem that we are in the midst of an altogether new communication landscape (Kietzman 
& Hermkens, McCarthy and & Sylvester, 2011). 

 
The exponential revolution in the use of internet and social media happening in the last 

fifteen years, it has been observed that Interesting shifts in priorities appear at approximately five 
year intervals during our 2000–2015 time frame. These eras have been identified as Era 1: 
Digital Media Shapes and Facilitates Buyer Behavior, 2000–2004. During this period internet 
has been used as a Platform for Individual Expression, search and decision and therefore market 
intelligence tool   This era was followed by Era 2 (2005-2010) during which mainstream 
consumers took a more active role in their online social interactions through online WOM and 
social networking. Word of mouth spreading fast on line was of great interest for marketers 
because it meant individual expressions by consumers. In addition during this surge digital 
networks were more and more adopted as tools for Information gathering and adding value to 
conversations with consumers. Era 1 and 2 only did the ground work for the growth of Social 
Media Age which happened between 2011-2014. Social Media Age saw Individual Self-
Expression as a Means of Amplifying  Marketing Actions where the marketing content became 
increasingly user generated (Lamberton & Stephen, 2016). 

 
Finally the current New Era, Lamberton and Stephen in their recent article in Journal of 

Marketing in November 20106 indicate the Rise of Digital and social media marketing (DSMM) 
culture is happening as we live in the midst of Postdigital World  2015 and 2016. 20 plus in A-
level marketing journals (published are confirming that  we have entered into a “boom” era for 
social media and research on social media.  Although Era 4 is still unfolding literature review 
points some key interest areas that will be picked up in the near future such as collective 
behavior in social media engagement leading to new business strategies. 
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The Role of Social Media 
 

Era 4 as outlined by Lambert and Stephen is paving the way to understand not only what of 
social media engagement drivers but also how.  This finding led us to think of how era 4 can be 
explored among college students with regard to their preferred brands presence in the social 
network sites. In order to progress on this thought, one needs to look at the basic, fundamental 
functionality of social network sites both from the perspective of users and marketers. 

 
Social media generating network sites are predominantly used by consumers for personal use 

to connect with old and new friends, build on existing relationships, and gather information and 
community knowledge. Creating their own unique web presence commonly called a social 
networking profile allows individuals to self-express and communicate with others at their 
convenience. In return social networking websites use member profiles to cache, sort, and 
catalog data to share with third-parties including marketers and advertisers making one of the 
most dynamic media platform. 

 
Needless to mention, social media has become a powerful tool for marketers, entrepreneurs, 

advertisers and public relations professionals across the globe.  Marketers utilize social media to 
collect rich naturalistic behavioral data through the use of automated collection techniques. 

 
Social media employ mobile and web-based technologies to create highly interactive 

platforms via which individuals and communities share, co-create, discuss, and modify user-
generated content. Given the tremendous exposure of social media in the popular press today, It 
would seem that we are in the midst of an altogether new communication landscape (Kietzman 
& Hermkens, McCarthy and & Sylvester, 2011).  However, using social media as a channel for 
customer engagement presents its own challenges for traditional customer relationship 
management (CRM) approaches. CRM strategy, enabled by processes and technologies, is 
designed to manage customer relationships as a means for extracting the greatest value from 
customers over the lifetime of the relationship. Social media makes it challenging for companies 
to control of the relationship, instead, customers and their highly influential virtual networks are 
now driving the conversation. If not managed well, the lack of control of conversations can 
disturb a company’s marketing, sales and service efforts. As companies move on establishing the 
foundations and early applications of social CRM, they are facing more and more change and 
uncertainty in fast moving social media environment. 

 
Literature review showed that predominant SNS users are young adults; three-quarters of 

adult Internet users under age 25 have a profile on a social networking site (Lenhart, 2009). Top 
reasons for college students to use social media include keeping up with friends, playing games, 
sharing photos, planning events and as an outlet for self-expression, Facebook being the most 
popular social networking site (Spinks, 2009). 

 
The role of social media cannot be limited to marketers and engagers only but alos the 

perspective of commercial entities needs to be explored.  Acknowledging the exponential growth 
of social media led customer engagement, it is safe to state that social media offers  companies 
many opportunities to build close relationships with customers. Today businesses are feeling 
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extreme pressure to engage with their customers in the most relevant manner. Relevant reach of 
target audiences is of critical importance and executed through virtual activity which takes place 
inside social networking sites (Baird and Parasnis, 2011).  Social media holds enormous 
potential for companies to get closer to customers and, by doing so, facilitate increased revenue, 
cost reduction and efficiencies. In other words effective and efficient engagement of consumers 
in social media, has clearly financial rewards for companies. Social Media from the perspective 
of companies is a strategic brand equity building and profit generating tool. Essentially 
embracing social media gives way to new business strategy formulations for companies and 
marketers, Social CRM.  In return, Social CRM recognizes the need for businesses to facilitate 
collaborative experiences and dialogue that customers value (Baird and Parasnis, 2011).  

 
To identify how internet and social media are used globally and in the Middle East, following 

sections will focus on statistical information outlining afore mentioned.  We Are Social digital 
marketing agency report on Social Media Usage worldwide and in the Middle East and 
particularly in Kuwait will be presented to show case the major metrics used to measure 
penetration, impact and engagement of end users in global standards. 
 
Global Social Media Usage Statistics and Patterns 
 

According to We Are Social’s DIGITAL IN 2016 report, 3.42 billion people are using 
internet around the world giving a global penetration of 46 %. 2.31 billion people about  67 % of 
all internet users are social media users which means about 31 % penetration globally for social 
media.  These statistics verify the increase on social media usage year on year. When compared 
to 2015, The number of reported internet users is up by 10%, the number of reported social 
media users is also up by 10 and unique mobile users increased by 4% while Mobile social 
media users leapt 17%, adding 283 million new users. 

 
In terms of individual country rankings, Iceland, Bermuda and Norway seem to have the 

highest internet penetration rate with 97 % while North Korea and West Africa are at the other 
hand of the spectrum with very low levels of penetration. The report also zoomed in 30 top 
economies of the world and findings pointed out that, the United Arab Emirates has a penetration 
rate of 96%, followed by the United Kingdom (92%) and Canada (91%). India and Indonesia sit 
at the lower end of the scale with 28% and 34% internet penetration respectively. 

 
The second criteria to consider for social media usage is the time spent on internet. Amongst 

the top 30 key economies, Brazilians and Filipinos spend the most time using the internet, 
spending about an impressive average of 5.2 hours per day. Together with Thais, the Brazilians 
also top the list for the amount of time spent using mobile internet, almost 3.9 hours per day. 
Surprisingly the Japanese and South Koreans spend the least amount of time on the internet each 
day with 2.9 and 3.1 hours respectively. 

 
Overall nearly one-third of the world’s population is observed to be using social media and 

experienced a double digit 10 % increase versus a year ago.  Geographically speaking, North 
America sees the highest levels of penetration at 59% followed by South America at 50 %, West 
Europe at 48 %, East Europe at 45 % and Middle East at 26 %.  Africa and South Asia have the 
lowest social media usage rates with 11 % each. Deep dive into Facebook usage, it is revealed by 
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the report that 85% of Facebook’s audience now connects via mobile phones, with 83% 
accessing via smartphones, and 2% via feature phones.  It can also be concluded that together 
with factors such as adoption of smartphones and improved mobile broadband connectivity (see 
below), it’s clear that mobile phones are now most people’s ‘primary’ day-today device. 

 
The most popular social networks are by far Facebook and is closely followed by 

messenger/chat applications like Whatsapp, Tumblr, Twitter, Viber, Snapchat. LinkedIn seems 
to be the least popular mainly due to its purely professional networking nature. 

 
The subject report also sheds light on the type of mobile phone used to access www. 19 % is 

accessed through Apple IOS while 66 % originating from Android phones and 15 % access 
requests coming from other mobile operating systems. 
 
Social Media Landscape in the Middle East and Africa 
 

Total population of the Region is calculated to be 238 Mio people of which 36 %, 87 Mio 
people, are active internet users. Only 41 Mio people are social media users. Parallel to these 
indicators there are 294 Mio mobile subscribers and only 15 % of these mobile users possess 
active social media accounts. 

 
In terms of internet penetration Kuwait has the highest internet penetration rate in the Region 

with 99 % followed by Qatar (97%), Bahrain (97%) and UAE (94%). In 2014 Kuwait registered 
49 % social media penetration, very close to other GCC countries.  In terms of mobile social 
media penetration Kuwait enjoyed a solid 42 % and had highest 3rd penetration in the Region. 

 
Half of the population is active social media users and access to social networks through 

mobile devices is very predominant. Mobile social penetration is 42 % according to the numbers 
registered in 2014.  With high internet penetration, social media usage, the country has seen an 
exponential growth in digital enterprises and entrepreneurial initiatives. 2013 announcement of 
the Government releasing 7 Bilion USD for SMEs also fueled the innovation and entrepreneurial 
spirit in the country. Understanding different consumer groups and segments with respect to their 
social media behavior has clearly become critically important.  Hence the real purpose of this 
paper, understanding  
 
Online Advertising and its Impact on Social Media Engagement 
 

The final part of the theoretical review will focus on how different types of online advertising 
impact the engagement of social media users.  Online advertising also called online marketing or 
Internet advertising or web advertising, is marketing message delivered through and internet 
platform.  Basically online advertising can be divided in three main categories: Search Engine 
Optimisation (SEO), Display Advertising and Mobile advertising. Display advertising and 
mobile advertising are the focus of this study due to their interactive nature. 

 
Mobile advertising are the set of messages delivered through wireless mobile devices such as 

smartphones, feature phones, or tablet computers. MMS, SMS Mobile search ads or ads within 
mobile applications are examples of mobile advertising. Growth is mobile device users led to the 
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increase of Mobile advertising and have become a major communication channel.  Display 
advertising conveys its advertising message visually using text, logos, animations, videos, 
photographs, or other graphics. Display advertisers frequently target users with particular traits to 
increase the ads' effect. Pop-ups, Web Banner Ads, floating ads are all examples of display 
advertising. 

 
From banner ads (including rich media banners) to Search Engine Optimization (SEO), 

social networking, email marketing, online classified ads, site takeovers, and even SPAM, online 
advertising are all online advertising that prove to be the fastest way of reaching a targeted 
audience.  Therefore it is not surprising to see that companies today spent millions of dollars to 
advertise online in the most effective and engaging way.   

 
Basically there are two types of engagement with online media — Personal and Social-

Interactive Engagement and both types are positively associated with advertising effectiveness. 
Engagement in its most simplistic description would be a motive that  website causes someone to 
want to visit it, download its pages, be attentive to it, recommend it to a friend, or be initiate an 
online conversation reflection his/her opinions on the site or the brand that owns the site for that 
matter (Calder, Malthouse  &  Schaedel, 2009). 

 
Web is different from other media channels in terms of being more interactive, more social 

and targeted. Therefore managing so social network site requires formulation of a set of 
segmented experiences for the visitors to interact with.  From a personal engagement point of 
view, reader experiences are very similar to those that people have with newspapers and 
magazines. From the perspective of Social-Interactive Engagement, the word interaction is very 
important. Readers want to participate in discussions, socializing with other participants, playing 
games etc.  

 
Many streams of research has demonstrated that the more you expose consumers to an ad, the 

better. Advertisers’ ultimate goal is to increase ad awareness with increased ad reach and 
frequency. However on line advertising stage does not respond the same way.  Advertising 
interactivity is the most crucial aspect of an online ad, website or a product/brand featured in the 
advertisement. Personal relevance is what endorses the aforementioned the most. So on line, it is 
all about engaging the customer via interactive applications and relevance (Campbell & Wright, 
2008). 
 

RESEARCH OBJECTIVE AND METHODOLOGY 
 

To better understand Social Media patterns of use in Kuwait a research plan was developed. 
The study was exploratory in its nature because of scarcity of research data related to the 
particular country. Specifically, we wanted to find out if young Kuwaitis are using social media 
for reasons beyond socializing or entertainment. 

 
A questionnaire consisting of 26 questions was developed. Main part of the study was 

concentrated on differences in use of different social media channels, namely Facebook, 
Instagram and LinkedIn. Respondents were asked to provide the information on the preferences 
for different media (from least preferred to the most preferred) and the frequency of use (from 
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least often to most often). We also looked into the way each of the channels is being used 
(Entertainment, Socializing, Shopping, Gaming). Specially trained students collected information 
during 5 days in March 2016. We adopted the snowball technique to reach the population of 
students. In total 250 questionnaires were collected and checked for integrity and missing 
information. Papers with partially missing information were withdrawn from analysis.  

 
The resulting sample for analysis consisted of 233 questionnaires. The data was analyzed 

using IBM SPSS 22. 
 

RESEARCH RESULTS 
 

The gender distribution in the sample was 38.6% male and 61.4% female. Half of the 
respondents was under 25 years of age. Detailed distribution of education level, type of 
employment and monthly income within the sample is provided in table 1. 
 

Table 1. Sample characteristics (N=233) 

Level of education Frequency 

(%) 

High school 24.3 
College 13.2 
University 50.6 
Graduate School 11.1 
Total 100.0 

 
Type of employment Frequency 

(%) 

Self-employed 8.2 
Homemaker 4.7 
Private Sector Manager/Executive 24.9 
Student 39.1 
Government 18.5 
Blue Collar 1.3 
Unemployed 3.4 
Total 100.0 

 
Monthly income Frequency 

(%) 

Less than 1000 KD 41.6 
1001-2000 KD 34.3 
2001-4000 KD 14.2 
4001+ KD 9.9 
Total 100.0 

Source: research data. 
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For the purpose of the study we investigated Facebook and Instagram activities of the 
respondents. Specifically, we looked at the correlations between preferences towards social 
media channel (“like”), frequency of use (“use”) and two activities: “socializing” and 
“shopping”. The tables 2 & 3 provide results of non-parametric Kendall tau-b correlations. 

 

Table 2. Non-parametric correlation matrix for Facebook 

 
Facebook 
(like) 

Facebook 
(use) 

Socializing Shopping 

Facebook (like) 1.000 .790** .606** .359
**

 

Facebook (use) .790** 1.000 .624** .332
**

 

Socializing .606** .624** 1.000 .522
**

 

Shopping .359** .332** .522** 1.000 
** p=0.01  

Source: Research data. 
 

Table 3. Non-parametric correlation matrix for Instagram 

 
Instagram 
(like) 

Instagram 
(use) 

Socializing Shopping 

Instagram (like) 1.000 .012 .124* .077 
Instagram (use) .012 1.000 .347** .187** 
Socializing .124* .347** 1.000 .314** 
Shopping .077 .187** .314** 1.000 

* p= 0.05 

** p=0.01 

Source: Research data. 
 
It is worth noting that preference for Facebook is significantly correlated with how often 

Facebook is used (Table 2). Though it may be trivial in most cases, we found the link is 
insignificant for Instagram (Table 3). Also the preference for Instagram is either weakly 
(“socializing”) or insignificantly (“shopping”) related to specific types of social media usage. 
This is contradictory to our expectations because Instagram is a well-adopted social media 
channel in Kuwait while anecdotal evidence supports somewhat poor adoption of Facebook.  

 
Looking closer at correlation matrix for Facebook (Table 2) we would like to emphasize the 

strength of the link between socializing and shopping (bolded). As the results suggest, the 
shopping on Facebook is linked more with socializing (how the Facebook channel is used) rather 
than how often a respondent is using Facebook or how much (s)he likes it. 
 

IMPLICATIONS FOR FUTURE RESEARCH 
 

The study on college students was of an exploratory nature and we fully acknowledge it may 
be treated as an introduction to more detailed studies on the social media content and social 
media impact on customer behavior in the GCC region. We would like to specifically address 
sampling and data collection process in the future to obtain high quality data for analysis. 
Though the design of the research and training of interviewers where rigorously monitored, the 
snowball technique has its limitations when used to generalize findings. 
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EXTENDED ABSTRACT 
 

Image transfer from one entity to another one is well-established in the branding and retailing 
literatures (e.g., Swoboda and Pennemann, 2013; Cornelius et al., 2010). However, little research 
attention has been paid to the transference of image from a shopping mall to its stores. 
Understanding of how the mall image spills over its stores’ image would help mall managers and 
retailers to craft retail strategies in ways that encourage mall patronage and stores performance. 
The research reported here directly impacts mall management and retail practice by helping mall 
operators and retailers to better understand the image transference phenomenon and its 
implications in terms of creating value for shoppers and enticing mall patronage. 

 
The study proposes an integrative literature-based model that includes three main dimensions 

pertaining to the mall image (i.e., design, atmosphere, employees) as exogenous constructs. 
These mall image dimensions are hypothesized to indirectly, via the mediating effects of 
shoppers’ self-congruity, influence shoppers’ assessments of various store image dimensions. 
Furthermore, the mall’s image dimensions are hypothesized to influence hedonic shopping value 
through the mediating effects of self-congruity. The stores’ image dimensions are hypothesized, 
in turn, to influence both utilitarian and hedonic shopping values assessments. Finally, both types 
of shopping values are hypothesized to be strong drivers of mall patronage. Structural equation 
modeling is applied to data collected from shoppers in two urban North American shopping 
malls. 

 
This study found that the mall image spills over the image of the stores located in the mall, 

and this occurs through a shopper’s self-congruity mechanism; mall image positively affect a 
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shopper’s self-congruity which, in turn, positively influence the shopper’s evaluations of all the 
stores’ image. That is, a shopper infers from the mall design, atmosphere, and employees 
whether (or not) the mall image meshes well his/her own self-image and inherently experiences a 
sense of self-congruity (or incongruity) within the mall. 

 
The study reveals that while all mall image dimensions positively influence self-congruity, 

the mall atmosphere dimension has the strongest effect on self-congruity. This suggests that in 
order to heighten shoppers’ sense of self-congruity within the mall, mall managers should 
primarily direct their resources to improve the mall atmosphere. Utilitarian and hedonic values 
were found to influence mall patronage, which confirms previous mall patronage research (e.g., 
El Hedhli et al., 2016; Rahman et al., 2016; Michon et al., 2015; Yu, 2011). 
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EXTENDED ABSTRACT 
 

Healthcare organizations may have different types of business orientations such as customer 
orientation, goal orientation, management orientation, marketing orientation, and so on. All these 
orientations can be assessed both at the organizational and individual levels. They may be 
critically important for healthcare organizations both in national and international market 
settings. In general, the purpose of these orientations is to generate more profit, more sales, and 
more satisfaction. Especially, customer orientation in healthcare has been emphasized by both 
academics and practitioners as a beneficial business orientation. 

 
Overall, the objective of this study is to investigate the potential antecedents and 

consequences of customer orientation in the healthcare marketing context by exclusively 
focusing on the individual customer orientation of the healthcare professional. The suggested 
model tries to find out answers to the following research questions: (1) What type of job related 
factors affect the individual-level customer orientation of a healthcare professional, (2) What 
type of psychological individual factors affect the individual-level customer orientation of a 
healthcare professional, and (3) What are the possible individual performance outcomes of the 
individual-level customer orientation of a healthcare professional? The suggested model consists 
of the four distinct parts based on these four research questions: (1) job related antecedents of 
customer orientation, (2) personality antecedents of customer orientation, (3) customer 
orientation, and (4) individual performance outcomes as consequences. The antecedents and 
consequences of individual level customer orientation include a number of individual-level 
factors. These factors include (a) job-related factors (i.e., job involvement, role 
ambiguity/conflict, job satisfaction, and organizational commitment), (b) personality factors (i.e., 
personality traits), and (c) performance factors (i.e., performance).  
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EXTENDED ABSTRACT 
 

In the marketing field, experiential learning theory (ELT) is often used as a foundation for 
course design, research studies, and creative pedagogical techniques (Gray, Peltier, & 
Schibrowsky, 2012).  In this model, Kolb defined learning as “the process whereby knowledge is 
created through the transformation of experience.  Knowledge results from the combination of 
grasping and transforming experience” (Kolb, 1984 p. 194). Job Shadowing has been 
documented as an important experiential learning tool to help students explore careers, learn 
about potential interests, and become more engaged in their community (Mariani, 1998).  Job 
Shadowing allows students to experience the work environment of a potential career or 
employer, ask questions, observe organizational culture and network with professionals (Farger 
& Brown, 2008).  Business students at Morningside College have requested more access to job 
shadowing opportunities, and the college career center has recently created a database of alumni 
willing to allow students to job shadow. However, without a course requirement, students have 
been reluctant to take advantage of this resource. 

 
Students in a Sales Management course were required to research, coordinate, conduct and 

present their job shadowing experience with a professional in a field of interest. Following this 
process, three student researchers conducted a focus group with the class, and designed and 
executed a survey with the professionals that were shadowed.  Research indicates students found 
their job shadow experience beneficial.  Students reported learning how to communicate 
professionally, and forming a professional relationship with someone in a field of interest were 
key benefits.  They enjoyed getting a “behind the scenes” view and gaining insights about 
possible careers.  They also established contacts with potential mentors and employers. Because 
the job shadow was conducted as part of a sales assignment, students reported learning more 
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about customer interactions and the sales process. While students had the option to choose their 
own shadow, they noted that the career center didn’t provide many choices of contacts, largely 
because most contacts came from the local alumni pool.  However, students noted that working 
with Career Services Coordinator made the process easier, and the required pre-work helped 
them prepare for the shadow. In addition, students liked the freedom to choose their own job 
shadow experience, and enjoyed listening to other students’ sales presentations.  Negatives 
discussed were the professionals not responding to requests, and not knowing what questions to 
ask during the job shadow.  Some students found the professionals were unprepared for the 
shadow, which devolved into an informational interview rather than a true shadow experience. 

 
With the exception of one unprepared student, professionals found the experience enjoyable.  

The vast majority of professionals agreed the two-hour time frame for the job shadow was 
appropriate (86%), students were prepared (80%), and they acted “extremely professionally” 
(80%).  In addition, 80% indicated they were “very likely” to host a job shadow experience in 
the future.  There were a number of reasons the professionals were willing to host job shadows 
including wanting to share their knowledge (73%), wanting to keep young professionals in the 
area (47%), being an alumnus/supporter of the college (40%), and an interest in hiring a potential 
employee (33%). 
 

DISCUSSION 

 
Overall, students found the job shadow experience helpful primarily because the experience 

helped them clarify their potential career choice. However, they recommended moving the 
shadowing experience to a second year class, rather than require it in an upper division course, 
and requiring a shadow with someone the student doesn’t know to practice cold calling and 
formal business interactions. 

 
Students also recommended developing a standard protocol for professionals on the program 

guidelines, including potential discussion topics and sample activities to provide for students.  
Additionally, students recommended a brainstorming session for students to develop a list of 
questions for the job shadow.  Finally, students recommending requiring an in-person meeting 
with the professor to review the job shadow pre-work. Professionals were enthusiastic about the 
program citing a number of reasons for participating, and indicated a willingness to participate in 
the future. Overall, this project benefited students by enhancing their skills in conducting 
research, interpersonal interactions, oral communication, and critical thinking.  It also benefited 
professionals who want to share their knowledge, keep students in the area, support the college 
and potentially find a new employee.  Our recommendation is this program should continue with 
minor process modifications. 
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EXTENDED ABSTRACT 
 

Sports apparel, also commonly known as sportswear and activewear, has completely altered 
the way that people all over the world are dressing--whether it be for sporting activities or simply 
for casual wear.  Rising popularity in the past seven years has led sales in the sports apparel 
industry to jump by 42% to a level reaching over $260 billion and counting (Stanley, 2015). The 
line between sports apparel and casual apparel has seamlessly disappeared as most athletic 
apparel are purchased by consumers with little to no intention of using it to play sports (SGMA, 
1998). 

 

Today’s consumers demand high levels of comfort, design and easy care, not only in daily 
use garments, but also in activewear and sportswear (Özdil & Anand, 2014). Because the sports 
industry is continuing to globally grow, it is imperative that marketers and brands capitalize on 
what has become an “ever-expanding paradigm--the sports economy” (Rein  & Shields, 2007). 
To remain competitive in the market, it is vital that sports brands are able to quickly respond to 
changes in consumer demands.  With this industry changing across the globe, product launches, 
acquisition, and partnership have been the key to growth strategies to increase market share 
(Joshi, 2015). 

 

The most important variables that affect the consumer’s attitude to the extended product of 
the brand are the initial brand image, image fit, and similarity of categories (Ranjbarian, Fathi, & 
Jooneghani, 2013).  In order to move towards relationship marketing, sports organizations, 
especially sports apparel brands, must understand why individuals are choosing to consume 
(Witkemper, Lim, & Waldburger, 2012). These brands must also take a deep dive into 
understanding what exactly consumers are searching for in relation to products, as well as what 
specific characteristics that consumer is looking for when choosing their brands.  

 

The study’s framework was based on Fowler’s (1999) original eight attributes that consumers 
sought in sports apparel. Since that study was conducted, many things have changed in the 
marketing landscape. This purpose of this study is to replicate Fowler’s examination in 1999 to 
determine how the product attributes sought in sports apparel have changed over the past 16 
years. 

 

Once the data collection begins, the study will employ an online survey using Qualtrics. The 
participants will have the opportunity to earn an incentive after completing the survey. This 
survey will be sent to a convenience sample and will explore the types of attributes each 
participant seeks in sporting apparel. After the survey is completed, an analysis will be 
conducted to examine the distinct differences between male and female responses, as well as 
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relationships such as age and geographical location. The study will also accumulate information 
through interviews with retail sporting goods merchandise managers to analyze the specific types 
of merchandise that customers most frequently seek. In addition, this data collection phase will 
also interview coaches of collegiate sporting teams to determine if there are specific 
requirements for sporting merchandise of their athletic teams. 
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EXTENDED ABSTRACT 
 

Amos (2008) estimated that about 25% of US advertisements employ celebrity endorsers.  
Celebrities are known for their ability to shape the lives of others (Wicks, Nairn, & Griffin, 
2007).  One form of celebrity popular in today’s culture is the celebrity chef.   

 
Celebrity chefs have transformed their names into brands that have an impact on restaurants, 

television shows, cookbooks, and many other product (Henderson, 2011) due in large part to the 
Food Network, which brings together the concept of food and television (Ketchum, 2005).  As 
“trusted friends” to their viewers and fans, many people turn to these individuals for advice and 
ideas (Caraher, Lange, & Dixon, 2000).   

 
Numerous researchers have suggested that research is needed to better understand celebrity 

chefs (Abbots, 2015; Chen et al, 2016; Hansen, 2008; Henderson, 2011; Lane & Fisher, 2015; 
Pope et al., 2015).  As a means of providing a manageable focus to this study, the research 
presented here focuses on one generational cohort only ---millennials. 

 
One of the largest and most influential groups of consumers today is millennials, representing 

almost 30% of the US population (United States Census Bureau, 2014).  Millennials are typically 
those born between the years of 1980 and 2000 (DeVaney, 2015) and fall between the ages of 16 
through 36. Millennials are a different kind of consumer as they focus a lot on the branding and 
the presence of a brand on social media.  Because of their heavy use of social media (Sago, 
2010), size, and purchasing power, this group has the propensity to be greatly influenced by 
marketing messages, including celebrity endorsements such as chefs.    

 
The purpose of this research is to examine the U.S. millennial generation to explore how 

celebrity chefs are perceived and potentially influenced in the marketplace.  Specifically, the 
study seeks to gain a better understanding of the extent of influence of celebrity chefs among US 
millennials and the types of media used by millennials to engage with information from celebrity 
chefs.  Knowing this information can shape the strategy of existing chefs and provide useful 
insights for aspiring chefs. 

 
This study employed an online survey using Qualtrics which was sent to a convenience 

sample of millennials.  Participants were offered an opportunity win a $100 Amazon gift card at 
the end of the survey. To determine top celebrity chefs to be included in this study, we used a 
ranked list of the Top 50 Celebrity Chefs based on Net Worth (2015).  Measures were based on 
prior studies by Lane & Fisher (2015), Caraher et al. (2000), and Henderson’s (2011).  The 
period of data collection will end at the culmination of the year 2016 and data analysis will 
commence in early January of 2017.  Preliminary results will be presented at the conference. 



Proceedings of The Association of Collegiate Marketing Educators (2017) 

88 

 

 
REFERENCES 

 
Abbots, Emma-Jayne. (2015). The Intimacies of the Industry. Food, Culture, & Society, 18:2, 

223-243. 
Amos, C., Holmes, G., & Strutton, D. (2008). Exploring the relationship between celebrity 

endorser effects and advertising effectiveness. International Journal of Advertising, 
27(2), 209-234. Retrieved February 11, 2016.  

Caraher, M. Ph.D., Lange, T., & Dixon, P. (2000). The Influence of TV and Celebrity Chefs on 
Public Attitudes and Behavior Among the English Public. Journal for the Study of Food 

and Society, 4:1, 27-46. 
Celebrity Net Worth (2015). Top 50 celebrity chefs. Retrieved 10/3/2015 from 

http://www.celebritynetworth.com/list/top-50-richest-celebrity-chefs. 
Chen, A., Peng, N., & Hung, K. P., 2016. Examining guest chefs’ influences on luxury 

restaurants’ images. International Journal of Hospitality Management 53(February), 129-
132. 

DeVaney, S. A. (2015). Understanding the Millennial Generation. Journal O\of Financial 

Service Professionals, 69(6), 11-14. Hansen, Signe. (2008). Society of the Appetite. 
Food, Culture & Society, 11:1, 49-67. Retrieved February 11, 2016.  

Henderson, J. C. (2011). Celebrity chefs: expanding empires. British Food Journal, 113(5), 613-
624. Ketchum, C. (2005). The Essence of Cooking Shows: How the Food Network 
Constructs Consumer Fantasies. Sage Journals, 29(3), 217-234. Retrieved April 22, 
2016. 

Lane, S. R., and Fisher, S, M., (2015) "The influence of celebrity chefs on a student population", 
British Food Journal, Vol. 117 Iss: 2, pp. 614 - 628. 
Pope, L., Latimer, L. & Wansink, B., 2015. Viewers vs. Doers. The relationship between 
watching food television and BMI. Appetite 90, 131-135. 

Sago, B. (2010). The Influence of Social Media Message Sources on Millennial Generation 
Consumers. International Journal of Integrated Marketing Communications, 2(2), 7-18. 

United States Census Bureau. (2014). Annual Estimates of the Resident Population by Single 
Year of Age and Sex for the United States: April 1, 2010 to July 1, 2014. Retrieved May 
13, 2016, http://factfinder.census.gov/faces/tableservices/jsf/pages/productview.xhtml. 

Wicks, P.G., Nairn, A., & Griffin, C., (2007) The Role of Commodified Celebrities in Children’s 
Moral Development: The Case of David Beckham, Consumption Markets & Culture, 
10:4, 401-424, DOI: 10.1080/10253860701566234.  

  



Proceedings of The Association of Collegiate Marketing Educators (2017) 

89 

 

NOT EVERY ONLINE REVIEW/RATING IS CREATED 

EQUALLY…HOW DO ONLINE REVIEWS AND RATINGS 

AFFECT THE FIRM’S REPUTATION? 

Oanh Nguyen, University of Central Oklahoma 
Thanh Tran, University of Central Oklahoma 

 

 
 

ABSTRACT 
 

Online reviews and ratings have been used extensively by businesses in various industries as a 
tool to collect feedback from customers and spread the word-of-mouth. This research 
investigates how online reviews and ratings—provided by customers on both the firm’s and 
third-parties’ websites— affect consumers’ perception about the firm’s reputation under different 
market conditions. Specifically, in the first study, we explore how this effect may differ 
depending on the age of the firm (i.e., start-up versus established firm). Next, in the second 
study, we explore the moderating effect of the time of the reviews/ratings (i.e., recent versus old 
reviews/ratings) on the above-mentioned relationship between reviews/ratings and perceived 
reputation. Both studies are conducted using a 2x2 experimental design and data are collected 
from a body of students from a metropolitan university. Our research has both theoretical 
contributions and managerial implications that allow practitioner to better understand and 
develop effective online communications strategies. 
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PARASOCIAL BONDING AND THE EFFECTIVENESS OF 

STRATEGIC eWOM MESSAGES: AN EXPERIEMENT 

Nancy D. Albers-Miller, Louisiana State University Shreveport 
Travis D. Miller, Louisiana State University Shreveport 

 

 
 

EXTENDED ABSTRACT 
 

Word-of-mouth (WOM) communication is part of life (Baker et al. 2016; Zoey and Berger 
2016). A word-of-mouth endorsement from a source you know personally has long been 
considered to be a valued and trusted method for selecting a product or service. While managers 
are often more concerned with addressing negative word-of-mouth (Martin and Buttle 2014), 
researchers have documented strong WOM messages as beneficial for influencing decision 
making (Baker et al. 2016). Furthermore, research indicates there is a positive relationship 
between word-of-mouth and paid advertising (Keller and Fay 2012). Several recent, academic 
publications have focused on WOM (Baker et al. 2016; Dubois et al. 2016; Packard et al. 2016; 
Zoey and Berger 2016).  

 
Face-to-face WOM communication is influential in product selection. Word-of-

mouth between and among consumers has become an increasing important messaging strategy 
(Smith et al. 2007). Research strongly indicates that there are differences between offline and 
online/electronic messages (eWOM) (Baker et al. 2016). Word-of-mouth information is 
considered to be more trustworthy from personal, rather than impersonal sources (Hess and Ring 
2016). In part, consumer trust in eWOM has been undermined by the reality and perceptions of 
planted or fake eWOM messages (Zhang et al. 2016). Purchase intentions and the retransmission 
of the message is more likely with personal WOM communication than with eWOM messages 
(Baker et al. 2016).  

 
Despite the shortcomings, eWOM has become an important component of marketing strategy 

(Zhang et al. 2016). Messages in electronic mediums reach a wider range of recipients than face-
to-face. Because consumer trust has been shaken, the persuasive outcome of any WOM message 
is likely to depend heavily on the degree of trust the message receiver has in the message source 
(Packard et al. 2016). WOM becomes more persuasive with trust which has inspired perceptions 
of expertise (Packard et al. 2016). A perception of closeness between the sender and intended 
receiver will enhance trust and increase effectiveness (Hess and Ring 2016). A relationship and 
interpersonal trust does influence the result of WOM (Baker et al. 2016; Dubois et al. 2016). 

 
In traditional strategies employed by organizations, celebrity endorsements are effectively 

implemented through a variety of mediums. The effectiveness of a celebrity endorsement is also 
enhanced when the consumer has a level of trust in the celebrity (Dom et al. 2016). Trusted 
public personalities, such as celebrities, reporters, musicians, athletes and politicians, can be 
persuasive communicators. Additionally, they can be prolific generators of electronic messages. 
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Piazza (2011) believes that public personalities communicating with fans in social media have 
become effective at generating a sense of closeness. Parasocial interactions happen when such 
communication leads individuals to misperceive celebrities as part of their social network (De 
Backer et al. 2007). Public personalities can self-disclose personal and intimate information on 
social media and alter the followers’ perceptions (Kim and Song 2016). The followers begin to 
perceive the celebrity as a friend (Piazza 2011). Self-disclosure can span aspects of work life, but 
also personal life as well, which positively reinforces the parasocial bond (Kim and Song 2016). 
Research has indicated that effectiveness is enhanced by parasocial interaction (Lueck 2015). 

 
The purpose of this study was to experimentally test the effectiveness of eWOM messages 

generated by public personalities with parasocial bonds. Three treatment conditions were 
compared to a control message from an impersonal consumer review site. The three treatment 
conditions were a personal acquaintance, a celebrity, and an athlete. Comparisons were tested for 
intention to buy, attitude toward the product and attitude toward the message sender.  
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EXTENDED ABSTRACT 
 

For some, the college experience is an exciting and wonderful time in their life which they look 
back on with pride and a warm feeling of nostalgia. For others, college was a series of 
disheartening trials to be trudged through as a means to an end. Each individual’s experience 
was, is, and always will be different, but these experiences, good or bad, impact how alumni will 
look back at their alma mater. 

 
In recent years, the number of students attending college has risen while federal funding and 

support for Higher Education has remained relatively static and in some cases declined (Belfield 
and Beney 2000; Council for Aid to Education 2006; Lara and Johnson 2014). While alumni 
support has always played an important role for private institutions, this decreased federal 
funding has created an increased need for additional support for public institutions (Bingham, 
Quigley and Murry 2002; Lara and Johnson 2014; Terry and Macy 2007; Weerts and Ronca 
2009). Because of this increased need, research is being done into understanding the influential 
factors that are impacting alumni giving (Bingham, Quigley and Murry 2002). 

 
Academic research focused on fundraising and alumni giving has historically focused on 

understanding predictors of increased giving. One study discovered three areas that influence the 
probability an alum will give and the size of the gift: characteristics of the student, characteristics 
of the school, and solicitation program factors (Belfield and Beney 2000). There have been a 
variety of studies that use demographic data to predict alumni giving. Some of the demographic 
variables that are correlated with giving include high income, marital status, age and sex 
(Belfield and Beney 2000; Bingham, Quigley and Murry 2002; Harbaugh 1998; Okunade 1996; 
Okunade, Wunnava, and Walsh 1994; Terry and Macy 2007). Another topic of study looks at 
where the money goes. One example of this is donors are more likely to support athletics than 
academic programs (Stinson and Howard 2008). Finally, research suggests that communicating 
too frequently with donors can negatively affect their giving, while personal appeals positively 
impacted the size of donations (Quigley, Bingham and Murry 2002). 

 
While a vast majority of the studies have looked at what donors do after they graduate, a very 

small subset of studies looks at alumni’s perception of the degree granting institution. A study 
done by Khatri and Raheja (2013) found a significant positive relationship between alumni 
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satisfaction and willingness to give back to the alma mater. Given that a satisfactory relationship 
with the institution is a precursor to alumni giving, it is unfortunate that researchers have yet to 
explore the various factors of perception of the entire undergraduate experience. The purpose of 
this study is to look at establishing a donor relationship starting from the first time a potential 
student starts thinking about where they wish to attend college until the day they walk across the 
stage. A variety of characteristics indicative of an undergraduate experience were factor analyzed 
into dimensional measures of perceptions of the undergraduate experience. The factors are 
correlated with measures of loyalty and giving. 
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ABSTRACT 

 
With the increase of obesity, the shortage of healthy nutrition options, and the demands of 

daily life, the need for a good meal replacement product (MRP) which increases natural energy 
and promotes weight loss is increasing. However, small manufacturers of MRPs are struggling to 
reach the target customer and serve them effectively. Our research is focused on identifying 
areas of opportunity for current manufacturers. Identifying the target population and digital 
market engagement strategies will be the prime focus of this research as these are two areas 
where small MRP manufacturers are most challenged at. The resulting methodology from this 
research is applicable to any small sized manufacturer who does not have a strong external 
distribution arm. 
 

 
 

INTRODUCTION 
 

Small manufacturers of MRPs could reach their target customers better and serve them more 
effectively, but they simply do not have enough range. This is largely due to them not having 
strong enough distribution arms. This study is designed for small-sized manufacturers who find 
themselves in this situation. The objective of the investigation is to determine how social media, 
in general, can be used for a successful launch of a meal replacement product. The methodology 
presented throughout this study will illustrate how small manufacturers can utilize social media 
to penetrate their designated market segment and increase market share. I will display findings 
on how one can have a successful social media-driven product launch and then suggest the use of 
those findings to the launch of the Meal Replacement Product.  
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Small manufactures without strong distribution arms and who want to either grow their 
market share or penetrate an already existing market need to have a strategy for successful 
product launches. Establishing a platform or blueprint for successful launch strategies using 
social media will help small manufactures gain a competitive edge within their market. Since 
many small manufacturers do not have the distribution resources like some other large 
manufacturers, they have to find another method to market and sell their products. Many 
companies are changing in the way of marketing, moving towards social media platforms like 
Instagram, Facebook, Twitter, YouTube and the like for marketing and launching their new 
products.  

 
Not only has successful launch strategies through social media proved to help companies 

gain market share, it can severely decrease the costs associated with a product launch. A study by 
Hubbard (2010) illustrates how Cisco, a worldwide leader in IT, used social media platforms like 
Twitter, Facebook, and YouTube to help shave over hundreds of thousands of dollars off its 
product launch; this case will be given in greater detail later in this study. In addition, product 
launch strategies will be defined, along with perceived challenges and techniques for success, 
provided by Liao et al. (2016). 

 
Using social media platforms to target, market, and launch products will be the new means of 

product launches. Companies are already moving away from print ads and older methods of 
marketing. Having a clear, well-defined method for product launches will help small 
manufacturers gain traction for the sales of their new product. It will also help them stay 
competitive for other firms who compete in their market. 
 

LITERATURE REVIEW 
 

The need for a healthy meal replacement product is apparent in today’s society. There are 
two reasons for this claim, one being the many clinically overweight persons in America and the 
millions of those persons who skip meals throughout the day. The growing population of 
clinically overweight persons in American is growing at a rate of or at 37.7% at 2014 with a 
projected increase to 42-44% at the year 2030 (Flegal, et al. 2016). Also, to further substantiate 
the need for a healthy meal replacement product, over 31 million Americans skip meals 
throughout the day, mainly breakfast, because they simply do not have time, are too busy, were 
running late or a combination thereof (NPD Group, 2011). The author of Morning Meal Scape 
2011, Dori Hickey, says that with that many Americans skipping meals throughout each day, 
there lies a significant opportunity for food and beverage marketers to reach these potential 
consumers. She also claims that the marketing messages which emphasize the importance of not 
skipping a meal should be specific in order to increase their effectiveness (NPD Group, 2011). 
This study will define and develop a success product launch strategy for a meal replacement 
product that increases natural energy and is nutritious. 

 
Successful launch strategies are composed of marketing decisions which are necessary to 

position the new product to its target market. Market entry, launch strategy, product launch, 
commercialization, and introduction are some of the termed decisions which are used to define 
and develop a product launch (Danneels, 2004; Slater and Mohr, 2006). Launching new products 
successfully requires setting clear objectives, defining the particular target market, and 
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positioning the product in a distinct manner within the market (Hultink et al., 1999). When 
launching a new product, one must separate the launch into two main categories - strategic and 
tactical launch decisions (Hultink and Hart, 1998; Hultink and Robben, 1999). It is suggested 
that strategic launch decisions generally are made in early stages of the new product 
development project, which includes the “what to launch, where to launch, when to launch, why 
to launch, and how to launch” factors (Hultink et al., 1999). Speaking tactically, launch decisions 
occur at later stages when the conceptual and physical development of the new product has been 
mostly developed (Hultink et al., 1999). 3 (Hultink and Hart, 1998; Hultink and Langerak, 2002; 
Hultink et al., 1997, 1998). It is also noted that product positioning and the choice of which 
market segments to target are critical factors that must be determined. 

 
To target and introduce this meal replacement product to the market, digital marketing, 

including social media, will be the means for which the product is marketed. With over 35% of 
companies today using a clearly defined digital marketing strategy as their primary source for 
adverting, this is the method moving forward that companies should use for their marketing 
efforts (Chaffey, 2016). Social media can be one of the main methods and sources used for 
digital marketing a new product launch. With over 2.3 billion users worldwide, there leaves an 
enormous market potential for many kinds of products. As you can see in the chart below, the 
number of users is projected to grow in the future substantially (Barker, 2016).  

 
Figure 1: Number of Social Network Users Worldwide 

 
Source: Barker, 2016 

 
There are some key points below that one can follow to accomplish a successful social media 

product launch (Schneider, J. (2015): 
• Use social media as a supporting character, not the star performer. 
• Use social media to leverage and support an in-person launch event. 
• Use social media to build or capitalize on a consumer’s emotional connection to a brand. 
• Use social media to support a launch by knowing your target demographic and their 

social media preferences. 
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• Use social media to host contests that foster loyalty and reward brand advocates. 
• Use a blogger outreach strategy to help launch your product. 
• Use a hashtag to create, ignite, and track the conversation on social media. 
• Use visual social media to give people an inside look at a B2B company. 
• Use social media to let consumers create the new product. 
• To maximize effectiveness of a social media campaign, always stay ahead of “the next 

big thing.” 
 

With the use of social media as an avenue for marketing, firms must measure the traffic and 
data that is driven to their landed webpage. Companies like ITU, Global Web Index, and Similar 
Web can be used to calculate the statistics for traffic and other site data. In particular, Global 
Web Index services gather and combine data based off of consumer’s use of social networks; 
they can perform this task both globally and locally. The amount of revenue that firms are 
bringing in from using social media to market their products is very substantial, from the chart 
below you can see the prediction for advertising revenue via social media is projected to grow 
from 55.95 million dollars in 2016 to over 86 million dollars in the year 2021 (Statista, 2016).  
 

Figure 2: Social Media Advertising Average per Internet User in the U.S. 

 
Source: Statista, 2016 

 
The key to a successful product launch can be found not only through studying other 

company’s successful launches but can also be found through studying product launch failures. 
Gaining a better understanding of unsuccessful product launches can be a key factor in 
preventing possible future launch failures. Studying past product launch failures may give some 
insight into why those failures occurred. Firms could create a list of elements that may increase 
their chances for product launch success. There are many reasons why product launches fail, and 
listed below are several examples (Berry, 2013 & Grant, 2016).  

 
• High level executive push of an idea that does not fit the targeted market. 
• Overestimated market size. 
• Incorrectly positioned product. 
• Ineffective promotion, including packaging message, which may have used misleading or 

confusing marketing message about the product, its features, or its use. 
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• Not understanding the target market segment and the branding process that would 
provide the most value for that segment. 

• Incorrectly priced—too high and too low. 
• No BETA customers or references were available. 
• Launch did not plant enough seeds. 

 
Speaking of the last example mentioned as to why product launches fail - Launch did not 

plant enough seeds. Social media can help alleviate this product launch issue. When building a 
social media campaign for a product launch, one of the main tasks on the “to-do” list is to create 
buzz around the product, merely a teaser campaign, even before it officially launches to market 
(Stelzner, 2013). Creating buzz or hype around the product gets people interested in the product 
and possibly more invested up before the product actually enters the market; this could lead to a 
greater chance of them purchasing the product. Here are some tips when creating a teaser 
campaign (Stelzner, 2013):  
 

• Experiment using Facebook posts with and without images. 
• Share progress images (I showed fuzzed-out logos we were working on). 
• Reference your “code name” in all of your updates to create natural curiosity. 
• Be very careful not to reveal too much too early (even to your closest friends and 

employees!). 
 

As previously mentioned in Literature Review section, there are many components that go 
into a successful launch for a new product. Certain procedures must be held in place and must be 
completed for the new product to go through fruition. Defining and understanding your target 
market, creating successful launch strategies to help better position your product in the market, 
and knowing what method of marketing you will use are key factors to the overall success of the 
product launch.  It is also just as important to know why certain product launches of others have 
failed; this will help better identify what one should do when marketing their new product and 
preparing for market entry.  

 
CAPSTONE METHODOLOGY 

 
Market defined 
 

The target market for this case study will be focused primarily on the many overweight 
Americans as well as the many Americans who skip meals throughout the day. This segment is a 
large opportunity to market towards, with over 31 million Americans who currently today who 
solely just fit into the category of “Americans who skip meals”; there is a much larger population 
of overweight Americans (NPD Group, 2011). Aforementioned briefly, there is a large 
population of overweight Americans. There are currently 78.2 million Americans who solely fall 
into the category of “Obese” (C.D.C., 2012). Furthering this, there are much more Americans 
who fall into the “Overweight” category - approximately 68.8% of all Americans (NIDDK, 
2012). As one can see the market for a healthy meal replacement product is suitable for the 
weight loss category.  
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Another population of focus is the many Americans who skip meals throughout the day. In 
addition to the many overweight Americans, and the 31 million Americans skipping meals, 
mainly because they are at a loss of time, simply further substantiates the need for a convenient, 
healthy meal replacement product.  

 
One might ask, are Americans looking for a weight loss solution? The answer would be 

“Yes”. There are over 56%, or 6 in 10 Americans, looking to lose weight, with 49% wanting to 
lose weight by dieting (Moore, 2006).  

 
Figure 3: Distribution of People Wanting to Lose Weight by Dieting and Exercising 

 
Source: Moore, 2006 

 
That number is around 108 million Americans in total who are trying to lose weight, with an 

average of 4 out of 5 attempts made by these persons per year (ABC News, 2012). There is a 
growing majority of the consumer-informed Americans present day, and many are willing pay 
more for healthier foods. Nielsen’s 2015 Global Health & Wellness Survey polled over 30,000 
individuals online and suggests consumer mindset about healthy foods has changed, and they are 
ready to pay more for products that claim to boost health and weight loss (Gagliardi, 2015). 
There are some data points listed below with specifics from the poll: 

• 88% of those polled are willing to pay more for healthier foods. 
• All demographics—from Generation Z to Baby Boomers--say they would pay more for 

healthy foods, including those that are GMO-free, have no artificial coloring/flavors and 
are deemed all natural. 

• Functional foods—including foods high in fiber (36%), protein (32%), whole grains 
(30%) or fortified with calcium (30%), vitamins (30%) or minerals (29%)--that can either 
reduce disease and/or promote good health also are desirable. 
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COMMERCIALIZATION 
 
Based on the information collection, a business plan to kick start operations can be divided into 
two major phases. There are several key decisions to be taken in each phase. The decisions are 
listed below. 
 
 
Early Stages – Strategic Launch 

 

• What to Launch  
o Healthy, nutritious meal replacement product  

• Where to Launch 
o The launch will take place through social media, Instagram and Facebook 

initially. We will use Facebook ad targeting along with their analytics to capture 
data and specifically target our demographic.  

• When to Launch 
o There will be sequences of the launch, beginning a “teaser” campaign to gain 

consumer interest. This will lead directly into creating product and brand 
awareness. 

• Why to Launch 
o As mentioned before, there is a large population (108 million Americans) that this 

product would be suited for.   
• How to Launch 

o The launch will take place in stages: 
1. Teaser Campaign: Initial ads will be creating displaying the meal 

replacement product and some brief information about it. This will lead to 
users showcasing of the product and their initial raw reaction (good 
reactions will be filtered out). 

2. Sequenced information will be produced on the specifics of the meal 
replacement product, informing the potential targeted customers on its 
benefits and how it pertains to their health goals.  

3. A period of time will pass (subjective, but less <6 months) to build up the 
brand and product awareness; preorders will begin half-way through this 
time frame.  

4. Official launch of product will be announced on social media outlets – 
Facebook and Instagram.  

 
Later Stages – Tactical Launch 

 
• Product 

o Product is already developed.  
• Promotions 

o First “500” meal replacement products will be given out for trials, reviews, etc. 
This will go hand in hand with the teaser campaign. People will see others raw 
(good) reaction with how great the product tastes; this will spike their further 
customer interest.  
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• Distribution  
o Originally Business to Consumer shipping (B2C). Once popular enough, whole 

distribution to larger chain accounts can become available, with the potential for 
grocery stores, convenience stores, and the like.  

• Pricing 
o To be determined with Cost of Goods Sold. General mark-up on products like this 

is 200% of Cost of Goods Sold (COGS). I.e. the meal replacement product unit 
costs $1 the unit will be sold for $2.  

• Styles launched (flavors) 
o 3 Initial flavors – Cookie Dough, Brownie, Chocolate Chip  

 
SERVICES OFFERED 

 
Value Proposition 

 

• Free exercise regimes for certain weight categories – Male/Female, Ages. An initial 
program will be developed and given for free for the first set of pre-orders. This will 
continue with the launch, and at a later date, there will be a more enhanced program with 
information on how to count calories and basic macronutrients / and/or portion control; 
this will be an add-on feature to purchase for a nominal fee. All programs will be in an e-
book format and will display how to incorporate the meal replacement product within a 
healthy, balanced diet. This will further user’s experience and give more credibility to its 
effectiveness, further increasing sales.  

 
Three elements in stating value will be addressed from Doug Hall’s book, Jump Start Your 

Business Brain:  
 

1. Overt Benefit to the Customer – What is the real benefit to be realized? A 
healthy, convenient, great tasting meal replacement product that promotes healthy 
natural energy and weight loss.  

2. Dynamic Difference – What makes the product any different that what is 
currently available? The taste of the product, the nutrient profile and the 
customer-value add of the free programs to help users further enhance their health 
goals.  

3. Real Reason to Believe – What gives the customer confidence that we can 
deliver the product or service we are offering? We will use customer testimonials 
from the initial “Teaser Campaign” 

 
GOING FORWARD 

 
Going forward on my research I will continue to analyze more data on effective social media 

tactics and strategies on targeting for the Meal Replacement Product. By gaining more concrete 
facts on social media product launches I will be able to further substantiate my claims on how 
one should go about marketing their product. By gaining more data and information on launch 
tactics I will be able to back my claims and further my methodology on how one could have a 
successful launch for their product. These suggestions, tactics, and methodology presented 
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throughout the project should be repeatable once the Capstone is complete. One day I hope to 
present this information in a consulting fashion to other companies and use this as a blueprint to 
the launch of my own product.  
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ABSTRACT 

 
Firms interested in becoming licensed product installers, known as license holders, or 

franchisees need to consider the following questions. What are the associated costs? What is the 
target market? Is the market demand high enough to support the venture?  To solve these 
questions, data will be gathered from historical sales; gathering market research; compiling 
literature reviews; analyzing the cost and revenue potentials. The solutions deemed viable from 
this study will provide potential license holders or franchisees the framework to devise a return 
on investment evaluation that will aid in the assessment of feasibility. 
 

 
 

INTRODUCTION 
 

Firms interested in becoming licensed product installers, known as license holders, or 
franchisees need to consider the following questions. What are the associated costs? What is the 
target market? Is the market demand high enough to support the venture?  To solve these 
questions, data will be gathered from historical sales, market research, cost analysis, and 
literature reviews. The solutions deemed viable from this study will provide potential license 
holders or franchisees the framework to devise a return on investment evaluation, that will aid 
them in deciding towards pursuing the venture. 

 
Hi-Tech Tilt (HTT) is patent holder of a specific structural metal stud building envelope 

system. HTT supplies contractors with a license to utilize their patented studs for the HTT wall 
and floor system. The sourcing and punching of the HTT metal studs for licensees derive from 
Laredo, Texas. Contractors that utilize this system are located throughout the United States and a 
few international markets. In order to better fulfill the stud orders, HTT’s goal is to expand their 
distribution centers by offering a Master License Holder (MLH) to contractors. The MLH will 
need to have the ability to source the metal studs and modify the studs with a machine that 
applies the punches per the patent specifications. A MLH will need to be able to establish a 
timeline for the return on investment in assets, i.e., machinery and warehousing.  What volume 
of production would be necessary to justify the need of a Master License Holder within a region? 

 
HTT has refrained from using the term franchisee for the building contractors that are 

constructing with their patented system. Instead they have chosen to categorize the building 
contractors as Licensees and Master License Holders (MLH). This study will be sourcing 
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information that is focused on the franchise model due to the resemblances of both franchisees 
and licensees.  

 
References to the competitive advantage of franchise models by Lee & Seo (2015) will be 

identified as well as the benefits of a master franchisee within a new market by Caffey (2005). 
The information gathered within this study will reveal the pertinent criteria and frame work for 
achieving a successful franchise/ license model. 

 
The analyzed data for this study originated from the following: 

• Regional demographics 
• HTT 

o procurement data 
o historical sales data 
o production machinery designs 
o royalty rates 

• Costs 
o Material 
o Equipment 
o Warehousing 
o Distribution 

 
The presumed methodologies to be used in this study are the cost and ROI analysis coupled 

with a market growth forecast to determine the potential of success. From the data, the fixed and 
variable costs will be established which will enable the means to determine the break-even point 
(BEP) in HTT metal stud production and payback methods. Once the BEP is established, then 
the volume of work necessary to grow the venture will be determined.  
 

LITERATURE REVIEW 
 

Firms interested in performing small scale fabrication, i.e., modifications to metal studs, in 
conjunction with the distribution of their products have cost and planning factors to consider, i.e., 
material, supplier, logistics, market, and human resource, before embarking into such a venture. 
The primary quandaries for a new and emerging firm is where to start, what models are out there 
to duplicate, is it possible to be profitable, what is my initial investment.  

 
Manufacturing 

 
Following studies present the process and the optimization of those strategies used in the 

manufactory and fabrication industry. Key principles and methodologies are evaluated for their 
relevance to this study.  

 
A preliminary framework of manufacturing process can be derived from the stainless steel 

tube flow chart provided by (Visual.ly). 
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Figure 1: Manufacturing Process for Stainless Steel Tube 

 
Source: Raajratna, 2013 

 
Hayes and Schmenner (1978) explains a firm’s success through the alignment of the 

manufacturing strategies with corporate strategies through four attitudes: dominant orientation, 
pattern of diversification, corporate attitude toward growth, choice of competitive priorities. The 
manufacturing plants described by Hayes and Schmenner (1978) where either product or process 
focused; hence, stressing the importance of establish a strategy based on the proper focus. The 
processes involved in the tab modifications on the flange of the metal studs draws similarities 
from the strategies presented by Gross and McInnis (2003) in the plastic manufacturing industry 
that utilizes the tooling developed for molds. In addition, the concepts discussed by Karaniaand 
and Kazmer (2007) on lead time models for plastics will be adapted to this study. By adopting 
key principles for increased profits and competiveness for small and emerging firms, as 
explained by NALLUSAMY (2016), the business should be developed of upon lean principles. 
This will decrease costs by eliminating waste and reduced cycle time. Further studies and 
principles coincide with the lean principle method. Faulkner (2014) states that, “Value Stream 
Mapping (VSM) uses metrics such as the cycle times, changeover times, uptimes, number of 
operators involved, and level of work-in-progress inventory”. The study by Nallusamy & 
Saravanan (2016) discusses the optimization of a small scale automotive components 
manufacturer through VSM, which determines the activities that bring value and those that are 
non-value activities (NVA) to manufacturing, the introduction of Kanban inventory system for 
production improvements, and the establishment of Standard Operating Procedures (SOP). Gross 
& McInnis (2003) describes how the Kanban system frees management to focus on process 
improvements while operators control the line demand of a manufactured good and its 
distribution. Leopold and Kaltenecker (2015) explain that the Kaban system can achieve value 
chain improvements can in the in areas that can be directly influenced. This can be an addition to 
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lean process when forecasting coupled with ample lead times is feasible. The construction 
process for a building does allow for time production and modifications of metal studs due to the 
initial construction phases that must first occur, i.e., utilities, pad, foundation, slab.  As for SOP, 
this will most likely be determined overtime through trial and error, after a prototype process has 
been initiated. During the research process, it was difficult to devise which metrics where best 
suited for this study, according to NIST Workshop Report, “there are too many metrics…There 
is no single authority on evaluating or choosing from existing metrics”. However, according to 
Karania and Kazmer (2007) the following cost models for tooling of plastics appears to be an 
industry standard that is applicable to this study [C=Cinitial+Cmarginal*Q]. They further discuss 
that “between 70% to 80% of a product’s life cycle cost is locked in at the product design”. In 
designing the tooling for the modifications to the metal studs, the cost factors to consider are 
choice of material, process, product quality, and recycling method (Karaniaand and Kazmer, 
2007). Lee, Padmanabhan and Whang (1997) discuss the methods and formulas to avoid the 
distortion of data that creates the bullwhip effect; however, due to the ample amount of metal 
studs in the market from various suppliers, the pull demand for order, and the customization of 
each order is per project specific, this will have very little impact or occur within this model. 
Also, being that the modifications are being performed upon a single product, there is not a 
current need to adopt the product variety measures and quantifications proposed by Ko & Kuo 
(2010). Further research can be performed later if new products are introduced into the 
manufacturing phase of the supply chain. The study performed by Martin and Ishii (1996) and 
Lin, Lee and Bohez (2012) discusses two Design for Manufacturability (DFM) methods, i.e., 
Quality Function Deployment (QFD) and Design of Assembly (DFA), that have improved 
product quality and profitability for US manufacturing. These methods translate to design and 
manufacturing requirements that optimize the cost reductions of single product productions. 
These strategies are focused on systematic design methodology for standard manufacturing 
design, set-up costs, and shortened production cycles. 
 
Emerging manufactory model 

 
An advantage for small firms that manufacture and distribute their product is that they are an 

agile based supply chain.  Nallusamy, S. (2015) discusses that this agility is due to the ability of 
small firm that are engaged in their distribution and manufacturing can easily adapt to changes in 
the supply chain. For instance, Jain, Benyoucef, & Deshmukh (2008) stated that “agile 
manufacturing means using market knowledge and a virtual corporation to exploit profitable 
opportunities in a volatile market place… A competitive advantage built upon a well-planned 
and executed SCM strategy can be sustainable because it is very difficult for the competitor to 
copy”. In the article “The future of Manufacturing”, many manufactures are shifting roles; 
especially the larger ones, due to consumer demands and the rise of technology. Agile firms are 
positioned to take advantage of new opportunities. The article further reveals that the lines that 
separate product sellers and makers has begun to blur, and these emerging agile models are 
centered upon niche markets and small scale production. Another similarity between the agile 
model and the case study business model is the build-to-order (BTO) supply chain strategy 
proposed by Lalmazloumian, Govindan, & Kannan (2016). 
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Distribution/ Dispatch 
 

The second phase of this study is to determine a cost-effective approach to the distribution of 
the modified metal studs to contractors. This portion of the study is not necessary unique to 
industry. The product is a component for the final wall and floor product that is to be constructed 
for the end-user by the purchasing contractor. Hagel (2015) in the article “The Future of 
Manufacturing” explains that the emerging factory models consist of firms that both perform 
small scale manufactory and distribution to the local market. This all in one approach has shifted 
the value chain as depicted in the following chart from “The Future of Manufacturing”. This is 
further emphasized by Simonian, L. (2016) in explaining the strengthened relationships with 
contractor in “Agile Construction” due to greater efficiency in production and distribution. There 
is less dependence on third party distributors which allows greater control and greater savings 
that can be passed on to the customer. The costs associated with the distribution/ dispatch of the 
finished goods will be based upon the Activity Based Costing Model in the chart provided by 
Wei and Jun. This will entail the warehouse activities, i.e., discharging, labeling, stocking, 
processing, sorting, packing, and the cost drivers, i.e., quantity, labor hours. The study by Wei 
and Jun also breaks down the transportation activities, i.e., inspecting, loading, transporting, 
arranging vehicle, arranging route, dealing with acknowledgments, and the cost drivers, i.e., 
inspect time, distance, machine hours, labor hours. 

 
 The frameworks provided from the research will be utilized as a foundation and modified as 

gaps and applicability are revealed. As new activities are exposed in the supply chain they will 
be examined for their value and adapted to the cost model for both fabrication and distribution. 
The conclusion will be to devise the appropriate business strategy that will aid in the feasibility 
of the modification and distribution of the metal studs for the construction of the Hi-Tech Tilt 
wall and floor system. 
 

METHODOLOGY 
 

License holders and franchisees have many factors to consider and evaluate from value 
streaming to lean process identification, it is necessary to identify those factors, i.e., activities 
and cost drivers, that affect the profitability of a venture. This next section will specify the 
methodologies that will be used to gather the input data and in turn measure that data. The results 
will provide investors the tools needed in deciding if they should proceed as a Master License 
Holder.   
 
External Drivers Analysis 

 
Examine the Market: The first methodology approach with this feasibility study will be to 

determine the parameters of the region and evaluate its growth potential. The Alteryx Reports, 
which is the regional data provided by the Katy Area Economic Development Council, will be 
analyzed for growth and market potential for new construction. The reports are the market 
analysis for regions demographic data, i.e., population, education, household size and income, 
race and ethnicity, business types and growth.  In addition to this information, growth 
development will also be determined by following the expansion of the housing market that is 
then followed by the school district then by the retail and commercial development.  
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Examine Competitive Landscape: The second methodology approach of this study is to 

establish comparable between the various wall systems that area available to in the marketplace. 
This will consist of price comparison, short and long term benefits for the client and community. 
The comparisons will be drawn from two sample building structure. Building 1 will be one story 
with the following specifications: 20,000 sqft, 30 ft tall walls.  Building 2 will be two stories 
with the following specifications: 40,000 sqft, 40 ft tall walls. The comparable building materials 
will consist of wood with brick façade, CMU block, concrete tilt wall, concrete tilt wall with 
brick façade, Hi Tech Tilt (HTT) wall, HTT with brick façade.  

 
Raw Material Costs Evaluations: The third methodology approach is to monitor and track 

the historical costs for steel and fuel. The foundation of the HTT system is the metal studs. The 
fluctuations of the steel production industry will need to be recorded for effectively forecasting 
the profit margins that will be affected by the variable costs of the raw material.  The other 
variable cost associated with the procurement and distribution of the metal studs is the variances 
in fuel cost that will affect the shipping cost from the manufacturer and to the end user. These 
variable costs will aid in determining the Variable Expense (VE) and Contributing Margin (CM) 
Ratios. 

 
VE ratio = Variable Expenses / Sales 
CM ratio = Contribution Margins / Sales 
CM ratio = (Sales – Variable Expenses) / Sales 
CM ratio = 1 – VE ratio 

 
Internal Drivers Analysis 

 
Costs: The fourth methodology approach will be to establish the associated costs, i.e., 

manufacturing, nonmanufacturing, fixed, variable costs.  This study will be evaluating and 
applying various costing methods, i.e., Activity-Based Costing (ABC) and Standard Costing to 
the determined costs.  

 
 Activity-based costing (ABC): The ABC cost drivers show the relationship between the 

resource costs and activities. This will entail the warehouse activities, i.e., stocking, processing, 
sorting, packing, punching, cutting, and the cost drivers, i.e., quantity, labor hours, metal studs.  
 
Standard Costs  

 
Direct Materials Standards: The standard price per unit for direct materials should reflect 

the final, delivered cost of the materials. 
 
length per unit × $ per length = $ per unit 
 
Direct Labor Standards: Standard rate per hour for direct labor should include hourly 

wages, employment taxes, and fringe benefits 
 
direct labor-hours per unit X $ direct labor-hour =$ per unit 
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Figure 2: Activity Based Costing 

 
Source: Lawrence et al., 2009 

 
Operating Assets: The fifth methodology approach will be the collection and determination 

of the assets necessary for the operation of the organization, i.e., building/ warehouse, 
equipment, potential receivables. 

 
Profitability: The final methodology approaches for the feasibility study will be to 

determine the profitability of the venture through the payback method, simple rate of return, 
return on investment formula.  

 
Payback Methods: Payback methods will be used to determine the payback period for the 

initial investment in operations, equipment, and material. 
 
Payback Period = Investment Required / Annual Net Cash inflow 
 
Simple Rate of Return: 
Simple Rate of Return = Annual Incremental Net Operating Income / Initial  
Investment  
 
Return on Investment (ROI): 
ROI = Net Operating Income/ Average Operating Assets 
ROI = Margin X Turnover 
Margins = Net Operating Income/ Sales 
Turnover = Sales / Average Operating Assets 
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Figure 3: Elements of Return on Investment (ROI) 

 
Source: Lawrence et al., 2009 

 
CONCLUSIONS 

 
The data analysis results for this study will be utilized to provide investors the tools needed 

in deciding if they should proceed as a Master License Holder (MLH).  If the study proves to be 
a success in its profitability and feasibility, then the additional benefits for Hi-Tech Tilt will be 
the expansion of their system, increased royalties, marketing & training partnerships, and 
increased quality control through MLH. The benefits for those entities that become MLH will be 
a framework to devise a return on investment, revenue from the selling of material to licensees, 
potential revenue from in-house architecture and engineering, and reduced cost for construction 
materials. For those who become licensees under the MLH will have the benefits of a local 
source for material and access to training in the Hi-Tech Tilt System. 
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ABSTRACT 

 
A common issue that distributors operating worldwide face is that there is a significant cost 

of shipping the purchased materials from manufacturers to local locations and global sites. This 
process gets complicated and the costs increase significantly when there are additional internal 
value add processes. We propose to evaluate the efficiency of moving some of the internal value 
add processes to the manufacturer sites to reduce transportation cost. There is a risk associated 
with this option as there is some loss of ownership in the supply chain activity. A risk reward 
analysis will be done to assess the gains in transportation to the loss of supply chain ownership. 
The study and the results will be explained using a specialized batteries distributor based in the 
US as a case study. The distributor does an internal quality testing within the supply chain at a 
dedicated testing location. Once the processes are streamlined, we anticipate to see significant 
direct shipping cost savings through this proposed methodology. 
 

 
 

INTRODUCTION 

 
What is the importance of a manufacturer performing the risk analysis on their material and 

how it directly affects the Quality Control of the material? Quality control is meant to serve as a 
verification of a product’s validity to state it was produced to the specification as outlined by the 
customer (internal or external). Regardless of who the customer is, the manufacturer should have 
the trust of the customer in knowing the product which they have specified was produced 
correctly and should function properly the first time every time. It should be the responsibility of 
the manufacturer to assume the risk-reward of controlling the quality of materials so the 
customer can focus on more of their core competencies and not revalidating non-value-add 
processes. 

 
What is the purpose of having someone else produce material and build it to an agreed upon 

standard if a company is going to turn around and complete the same quality testing to make sure 
it is correct? Unless the company is included a value-add step to their process, this is a waste of 
time, money and resources from the company, which could be used more efficiently elsewhere. 
In many industries there are numerous companies who buy and sell materials as a distributor and 
never really adds any additional value. If the non-value-add material is shipped to the distributor, 
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then there are many touches of the product, which adds cost of time/labor to the bottom line. 
This is where a bottleneck in production can be formed. 

 
The purpose of this paper is to provide a baseline of what a customer should expect from 

their manufacturer and how they need to trust and work with the manufacturer to provide a 
quality product the first time every time.  
 

LITERATURE REVIEW 
 

First and foremost, we must define what “Quality Control” actually is. When looking into 
how the experts define the term, it is apparent there is no single agreed upon definition for 
“Quality Control”. Although the term is often used interchangeably with quality management 
and quality assurance, quality control refers to the actions and measurements taken to assure the 
quality of higher education products, services or processes with an emphasis on the assurance 
that a predefined set of quality is achieved (Cakmakci, 2015). Chandrupatla (2013), mentions 
that Quality Control is the process, after operations, for verifying the company goals are being 
met and using statistical process control techniques as the primary tools of control. Rampersad 
(2009) defines quality as conformance to customers’ expectations, while Juran (1988) believes 
that quality must be planned, starting with senior management. As a result, he offered a road map 
of quality planning (see figure below). Additionally, according to Minko (2004), a definition 
could be “the quality is generally identical with the existence of certainty”. This simply stated 
means that as long as a product meets what is certain and expected, then it is of quality. We can 
even look back as far as Crosby (1979) who created a couple of well-known quality principles: 
the principle of offered defect-free and the principle “Do it right the first time”. If more 
companies were to follow these principles, there would be less needs for returns and repairs due 
to defects in the product. The beginning of control is choosing the quality goals to be met. 
Cakmakci (2015) state that control is largely directed towards the continuous need of meeting 
goals and preventing any kind of adverse changes from affecting any of the products’ quality. 

 
Regardless of the application, there is always a need for Quality Control. Any time 

something is produced, there must be a way to validate the product to make sure it is ready to be 
sold/used. Even the simplest of products can cause major damage to a larger assembly if it is not 
made correctly. Although the process of quality control may slow down the production process 
time, a company needs to know they are providing only the best products they can. The need for 
Quality Control arises when there are issues and the process needs to be documented to 
determine where the error occurred. Once the error is determined, the company must address this 
issue and correct their process. Additionally, during the Quality Control portion of the 
production process, a company will document all of the inspections and testing which is done on 
a given product. This will serve two-fold in the future. First, it will provide a reference to the 
customer showing how the design specifications were met and what the numeric values 
(assuming it is not a pass/fail or go/no-go step) are. Secondly, if the product will be shipping 
internationally, the receiving country might need a Certificate of Conformity (CoC) to validate 
what the material is and could be used for depending on their governing laws. The CoC would be 
supplied by the manufacturer and is typically created in the Quality Department.  
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Conducting a cursory search, one can find numerous methods or analyses of Quality Control. 
The first part of any good quality control system is to create a risk analysis to determine the exact 
needs of the Quality Control. While there many different methodologies for process 
improvement (i.e. – Lean Six Sigma, Just-in-Time, Total Quality Management, Kaizen, etc.) the 
choice of which route to follow is determined by the risk. The most common methods found are 
Fault Mode and Effect Analysis (FMEA), Fault Tree Analysis (FTA) along with other criticality 
analysis. By using FMEA, this is conducted to determine potential failure modes and then 
analyze the risks that would be associated with each of mode while also seeing how it will meet 
the customer’s expectations. There are two important steps for the FMEA process, identification 
of hazards and the cause-effect analysis. Once these have been completed, a company can take a 
hard look at their Quality Control to determine how they will best meet the needs of their 
customer. 
 

Figure 1: Dr. Juran’s Quality Planning Process 

 
Source: Juran, 1988 

 
Additionally, Ishikawa (1985) noted that the concept of quality does not only apply to 

products, but to after-sales service, management, company and employees. He pays great 
attention to the use of statistical analysis methods which are used to determine the development 
of a causality analysis graphic method known as “Ishikawa diagram” or a “Fish skeleton”. As 
you will see in the case study in the paper, upon reviewing the current process of the companies, 
it can easily be determined that there is much wasted time and duplication of processed between 
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the manufacturer and the customer. Laying out the process in this manner allows for all to see 
what steps are currently being taken during the production process and we will also review the 
future state of what can be done to eliminate most of the duplication.  
 

CONTRIBUTIONS 
 

With all of the knowledge on the subject of Quality Control, the purpose of this paper is to 
enlighten to the members of the case study, along with others as needed, what kind of bottom 
line savings can be realized if the customer would simply trust the manufacturer’s Quality 
Control and the risk assessments they have completed. In this case, the customer has the 
opportunity to save hundreds of thousands of dollars. By putting hard numbers to the facts and 
changing the process to eliminate the waste, it is my belief that the customer will be able to 
either realize the savings by changing their ways or by finding another manufacturer whom they 
can trust.  
 

CASE STUDY 
 

Reviewing the current process and improving the lead time for custom batteries to make it 
from Manufacturer A (MA) to the End-User (EU) was the goal of Supplier B (SB). Currently, 
the process is as follows. When the EU (Repair Center somewhere around the world) has a need 
to order a battery, they will place an order with SB. SB will then review their current inventory 
levels, forecasts and open orders to determine if they need to purchase more batteries from MA 
or if they can supply with their current stock. If they have to place an order for more inventory, 
then they create a Purchase Order to MA. Upon receipt of the order, MA will begin their process 
or reviewing the order, entering it into their system, procuring the materials needed to create the 
batteries and then manufacture the batteries as ordered by SB. Upon completion of the 
manufacturing process, MA will then complete a Quality check (heat soak) on the batteries 
which is currently being done by a 3rd party vendor. Once the batteries have passed the heat soak 
test, they are placed into the stock at MA. Then, MA will package (25 units per box) the batteries 
as ordered by SB and ship them from the Boston area to the Houston area. Once SB physically 
receives the batteries, they will then begin their receiving process. This means that SB will start 
to receive the batteries in their system of record which will then place then into an Inspection 
step via Receipt Routing. Then a lot sampling (1 out of every 2 boxes (50 units) with the same 
lot number) is completed by sending the samples to SB’s Quality Department to make sure they 
will fit into the EU’s tools, then they are sent to the internal testing group who will then conduct 
the same heat soak test which was performed by MA. Once these have passed through the heat 
soak test internally, SB will then complete the receipt of these batteries into their stock. Once 
they are in SB’s inventory, then the Master Scheduler can review the inventory quantities and 
determine which EU will receive what quantity of batteries. After this determination the Master 
Scheduler creates Pick Tickets for the warehouse which align with the quantities each EU will 
receive. The warehouse will then gather the necessary quantities and group them by EU 
destination and Pick Confirm in the system of record. Upon completion of this, the 
warehouseman will fill out a cover sheet for each different EU destination and provide a copy of 
the documents to the SB Logistics Group to begin the Commercial Invoice process. Once the 
SBLG has the paperwork, they will arrange for transportation of the batteries from the 
warehouse to the packer to be crated in accordance with all the laws and regulations of the 
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sending and receiving countries to ensure the shipment can be sent and received. Once the packer 
has completed their crating process, they will then provide the weights and dimensions to the 
SBLG who can then complete the next step in their process which allows them to inform the EU 
of the shipment information and waits on the approval of the Commercial Invoice. After the EU 
has provided their ‘green light’ to ship the product, the SBLG will inform the packer to send it to 
a specific freight forwarder who will then arrange the flights for the batteries to fly from Houston 
to the EU destination around the world. At this point, the SBLG will Ship Confirm the batteries 
in the system of record, thus relieving the inventory of SB. 

 
This current process can take anywhere upwards of 55 days which does not include the actual 

manufacturing of the product at MA. 
 

METHODOLOGY 
 

This case study was selected because there are numerous areas of work duplication and 
processes which can be eliminated to not only decrease the supply chain time, but also allow for 
an increase in production and productivity by both the MA and SB. The following is a basic 
concept which competitors to SB are doing with success.  

 
MA has recently had a proven record of no-faults when being tested at SB. With this in mind, 

since there is no real value-add steps being completed at SB, there is no reason for the batteries 
to even ship to SB. All of the steps at SB (receiving, warehouse and logistics processing) can all 
be done remotely and systematically only. This means that once MA has completed the Quality 
Check, they can then work with SB to know how to pack what quantities of batteries. Since MA 
already has the ability to package the batteries themselves (and still to the standards needed as 
mentioned before), there is a time savings there. This also means the SBLG can get the shipping 
information faster and provide that to the EU to get approvals quicker. Additionally, since 
Boston is a major exporting city in the United States (as is Houston), most of the global freight 
forwarders have a presence there just as they do in Houston. This allows the EU to continue to 
approve their usual freight forwarder and nothing changes on their end. Overall, with a Master 
Supply Agreement (MSA) in place (which allows MA to purchase materials in advance) and the 
process changed to allow direct shipment from MA to EU, it should cut the supply chain time 
down to around 20 days total. The MSA will allow MA to not only purchase, but also to 
manufacture batteries in advance and have them on shelf ready to be ordered. Additional savings 
impacts are from reductions of batteries being shipped from Boston to Houston, labor hours at 
SB which can be redirected to completing other processes at SB, and inventory on hand at SB, 
while also improving cash flow for SB and real time delivery to the EU.  
 

CONCLUSIONS 
 

I believe that with the modifications made to the process of the Case Study, both the 
Manufacturer and Supplier can greatly benefit. Additionally, if the Supplier can agree to accept 
the quality test results of the Manufacturer, there is no reason that why the two companies could 
not enter into a Master Supply Agreement which would ultimately save millions of dollars. If the 
MSA is a 5-year agreement, saving could be: 
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$250,000/year immediate savings by elimination specialized third party warehousing and 
shipping contracts 

 
$300,000/year incremental savings by eliminating the need for in-house receiving, 

inspection, logistics and warehousing personnel at Supplier B 
 
$250,000/year avoidance through price lock on Supplier B’s book of business with 

Manufacturer A 
 
Additionally, the MSA would ensure on time, direct shipments of products, compliant to all 

shipping regulations and scale-able inventory and shipping system managed for SB’s benefits 
and in support of SB’s strategy for market share advancement.  

 
Again, these savings are based on SB accepting the quality standards of their products and 

not unnecessarily duplicating efforts leading to a delayed supply chain. Not only are SB’s 
competitors already trusting their suppliers to produce a product which is ready for use, but there 
are numerous industries where it is the standard to trust your supplier. For example, you do not 
see a grocery store opening samplings of canned goods to check the quality or a doctor verifying 
the metallurgical makeup of a prosthetic is to the standards which they ordered. In these cases, 
the suppliers are trusting their manufacturer to produce the product which they agreed to produce 
to the standards which were agreed upon by both parties.   
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EXTENDED ABSTRACT 

 
Explosive technological growth enabling data collection and processing throughout the business 
processes (for example, in CRM systems) along with competitive pressures have been leading to 
increase in use of metrics and analytics. Much research has been conducted on the role and 
patterns of implementation of systems of metrics and analytics, with some disagreement as to 
whether and to which extent they benefit organizations (Germann, Lilien & Rangaswamy, 2013).  
 
While much attention was devoted to the role of metrics and analytics in strategic decision 
making and their possible overall effects on the bottom line (Germann, Lilien & Rangaswamy, 
2013), less attention appears to have been given to how the choice and implementation of a 
system of metrics and analytics could influence the behavior of the managers within an 
organization. The gap in literature is even wider with regards to such influence within the context 
of a marketing channel.  
 
It stands to reason, that metrics and analytics inform, frame and focus managerial actions. Such 
influence on behaviors becomes especially pronounced when at least some of these indicators are 
tied to the system of rewards and punishments. In general, the influence of measurement systems 
on the behaviors of employees is quite well known, even giving rise to a popular expression of 
“what gets measured gets done”. Particularly illuminating here is the sense-making perspective 
which views organizing as a “system of processing equivocal and uncertain information” (Karl 
Weick, 1969), in which managers notice, select and process information according to a schema. 
A system of performance indicators will shape and focus such sense-making process. Therefore, 
metrics and analytics adopted by the company will affect managerial behaviors as they will 
affect the sense-making. Such effect of measurements on the managerial behaviors may work 
with or against the organizational strategies (Valos & Vecino, 2006) by possibly over-
emphasizing, for example, short term goals at the expense of long term ones, and generally 
directing effort into activities that do not necessarily benefit the organization strategically. 
 
Such effects occur within each organization that is a part of the marketing channel. Some 
systems of metrics and analytics adopted by different channel members by design will be more 
likely to foster cooperation furthering the brand image and value, while other systems will lead 
to more opportunistic behaviors within the channel, potentially undermining the brand building 
and maintenance efforts.  
 
When hypothesizing the effect of different kinds of metrics and analytics, several categorization 
schemes appear pertinent to current investigation: based on the purpose of the system (managing 
the relationships with supply partners or with final consumers); time horizon (short term/long 
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term); direction (process/outcome), and whether they were built with local or global optimization 
in mind. 
 
Figure 1 presents the conceptual model of the proposed effects of the implemented system of 
metrics and analytics within the channel. For simplicity, only one channel partner is included 
into the picture. The presence of multiple agents will mostly expand but not significantly alter 
the interactions. Within the organization, implemented system of metrics and analytics affects 
the choices and behaviors of the managers involved, and thus mediated, affect the value and 
image of the brand. The effect is influenced by other organizational factors including its structure 
and culture. Metrics and analytics also influence interaction with the channel members. The 
same effects can be observed in each organization comprising the supply chain. Choices made at 
each level, can positively or adversely affect the value of the brand as the channel partners make 
their choices.  

 
An important step to understanding the effects discussed in this paper will be a survey of their 
mechanisms as well as careful consideration of moderating effects of culture and other 
organizational variables. 
 

REFERENCES 
 
Germann, F, Lilien, G., & Rangaswamy, A (2013), “Performance implications of deploying 

marketing analytics,” International Journal of Research in Marketing, 30 (10, 114-128. 
Valos, M.J. & Vocino, A. (2006). “An Integrative channel performance measurement 

framework,” Database Marketing and Customer Strategy Management, 14 (1), 17-28. 
Weick, K. (1969). The Social Psychology of Organizing. Addison-Wesley, Reading, MA 

Figure 1. Conceptual model 


