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EDITORIAL PREFACE 

 

 

 

This year ACME 48th Annual Conference Proceedings is covering 20 tracks, 35 abstracts, 

extended abstracts, and papers from researchers around the world. It is a true pleasure to 

witness flourishing diversity in topics and extended number of tracks.  

I would like to thank everyone who participated in, helped with, and arranged the 2021 

Association of Collegiate Marketing Educators Proceedings. Huge thank you goes to all Track 

Chairs and reviewers for completing review process and their expert critiques within short period 

of time.  

I also wish to extend my appreciations to all authors for their timely submissions and 

adherence to our Proceedings standards.  

Last, but not least, we wish to acknowledge the assistance of ACME Program Chair, Türkan 

Dursun-Kilic, in helping me throughout the process and her continued support. 

 

Ayse Begum Ersoy, Cape Breton University 

Nova Scotia, Canada 

2020-2021 ACME Proceedings Editor 
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MESSAGE FROM THE PRESIDENT 

 

 

Dear ACME Colleagues: 

 

Welcome to the first fully online and forty eighth annual Association of Collegiate Marketing 

Educators conference.  I am so glad for all those who would participate in ACME 2021 despite the 

limitations posed by the Covid19 pandemic.  I am proud that we at ACME took the timely initiative to 

offer our patrons the opportunity to present their work online.  So, for this conference, we will enjoy 

fully online remote presentations.  I personally thank you all for your flexibility in these challenging 

times.  ACME is known for camaraderie and collegiality and we are determined to have a great time 

despite the extraordinary situation.  We are known to meet as family and form lifelong bonds. 

 

We have a great program lined up for you- this year we are continuing with twenty different 

submission tracks that I had initiated as the Program Chair for ACME 2020 and we have several new 

volunteers serving as track chairs.  We have nearly a hundred patrons registered and look forward to a 

great conference.   

 

Thanks to the hard work put in by ACME volunteers on the officer team that includes new inductees 

Professors Rajasree Rajamma and Lilly Ye, we have a scintillating array of Plenary Speakers.  This 

clearly is a highlight of ACME 2021 and makes me proud of the volunteer officers.  I am certain you 

will delight in listening to Dr. J. Jeffrey Inman, Albert Wesley Frey Professor of Marketing 

and Associate Dean for Research and Faculty, University of Pittsburgh, and Former Editor-in-Chief of 

the Journal of Consumer Research, Dr. Terry Clark, Dean and Professor of Marketing, Southern Illinois 

University at Carbondale, and Flower Darby, Educator-Author-Speaker, Author of Small Teaching 

Online.  I am confident that ACME 2021 is going to be a great conference and we appreciate you. 

 

Congratulations and thank you to this year's awards winners who exemplify the three pillars of our 

profession – teaching, research, and service – and whom we will recognize at the ACME 2021 Annual 

Meeting on the last day of the conference for their outstanding accomplishments.  Kishwar Joonas – 

Winner of the ACME Outstanding Educator Award.  Michael Sciandra – Winner of the ACME 

Distinguished Paper Award.  Prachi Gala – Winner of the Lou E. Pelton Early Career Excellence 

Award.   

 

I would like to express our sincere appreciation to Dr. Lou E. Pelton, Past President of ACME and 

FBD, for his continued patronage of ACME and the sponsorship of the Lou E. Pelton Award for Early 

Career Excellence in Marketing. 

 

I would also like to thank members of the Wessex Press for their continued sponsorship of the ACME-

AxcessCapon Teaching Innovation Competition. 

 

Thanks a million, to those who served as officers for ACME 2021 and supported me every step of the 

way: Turkan Kilic as Program Chair, Rajasree Rajamma as Vice President of Membership and 
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Associate Program Chair, Lilly Ye as Secretary and Director of Communications, Sanjay Mehta as 

Treasurer, Renee Gravois as Past President and Chair of the ACME Board, Stacy Bolin as Webmaster, 

and Ayse Ersoy as Proceedings Editor. 

 

Irfan Ahmed as ACME Board Member made a huge contribution, not only in volunteering to arrange 

and host the Meet the Editors Panel, but also, along with ACME officers and Sam Houston State 

University (SHSU) colleagues Renee Gravois, Sanjay Mehta, Taylor Berg, and Fawzi Noman in 

assuring that the online conference will be kindly hosted on SHSU’s technological platform.  My 

heartfelt thanks to SHSU and the ACME 2021 Track Chairs without whose efforts there would be no 

conference. 

 

My pet project as Program Chair and President was to house ACME within a new website, and I am 

glad our push for an online conference during 2021 has provided an impetus for us to go ahead with the 

plan.  I sincerely hope that the new website will be ready to be unveiled before ACME 2022.   

 

Thank you again for sharing your work at ACME.  It is your contributions by way of submissions, 

presence, critique, and suggestions that keep our conference going.  Of equal importance is your 

service as volunteer track chairs, session chairs, and office bearers.  We know these are unprecedented 

times, and truly appreciate your continued support, membership, and engagement with ACME. 

 

Your submissions, presence, and contributions in various roles help us keep the flame of bonhomie at 

ACME alive.  We hope that you will keep returning to the conference and serving as ambassadors of 

ACME and continue to promote the conference because, after all, as we all know, word of mouth is the 

best promotion.  We look forward to your continued participation and involvement. 

 

If you'd like to volunteer for next year's conference, please reach out to Dr. Rajasree K. Rajamma, the 

Program Chair for ACME 2022.  See you in New Orleans in 2022.  Thank you! 

 

With warmest regards, 

Mel 

 

Mel F. Zuberi, Ph.D. 

President, Association of Collegiate Marketing Educators 

Ex-officio Board Member, Federation of Business Disciplines 
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MESSAGE FROM THE PROGRAM CHAIR 

 

Dear ACME Colleagues,  

 

I am pleased to welcome you to the 2021 Association of Collegiate Marketing Educators 

(ACME) Virtual Conference! This will be ACME’s 48th Annual Meeting. Even though 2021 

ACME Conference was originally planned to be held in Galveston, Texas, due to the 

COVID-19 pandemic, we will hold it virtually at this time. This will be our first-ever virtual 

conference.   

Despite many challenges stemming from the pandemic, we have organized a wonderful 

conference for you this year. We received 77 submissions and thus more than 90 people from 

the U.S. and 12 other countries around the world were registered for the conference. This 

year, we offer a wide spectrum of conference events, including three plenary presentations 

from distinguished speakers, many research sessions from faculty and students, the ACME 

AxcessCapon Teaching Innovation Competition, the Meet-the-Editors panel, a workshop, 

special sessions, our annual ACME Awards Ceremony and Business Meeting, research and 

teaching networking sessions, and much more. 

Congratulations to the authors of all the accepted papers and presentations. Thank you for 

choosing the ACME Conference as an outlet to share your research with other scholars in the 

U.S. and around the world!  

Congratulations to this year’s award winners including, Kishwar Joonas, the ACME 

Outstanding Educator Award recipient, Michael Sciandra, the ACME Distinguished Paper 

Award recipient, and Prachi Gala, the Lou E. Pelton Emerging Scholar Award recipient! 

Thank you for sharing your accomplishments with ACME and for being outstanding 

examples for all of us.  

My heartfelt thanks to the 27 Track Chairs for their diligent work and effort to recruit papers 

for the conference and manage the review process for their tracks. This conference would not 

be possible without their dedicated service.   

My special thanks to our 53 academic reviewers who reviewed submitted papers and 

provided constructive feedback to the authors to improve the quality of their papers. I greatly 

appreciate their time and efforts.  

My sincere gratitude to our distinguished plenary speakers, Dr. J. Jeffrey Inman, Albert 

Wesley Frey Professor of Marketing and Associate Dean for Research and 

Faculty, University of Pittsburgh, and Former Editor-in-Chief of the Journal of Consumer 

Research, Dr. Terry Clark, Dean and Professor of Marketing, Southern Illinois University at 

Carbondale, and Flower Darby, Educator-Author-Speaker, Author of Small Teaching Online, 

for graciously accepting our invitation to speak at our ACME Conference. Thank you all 

individually for your contributions to our conference! 

I would like to express my appreciation to Irfan Ahmed for organizing the Meet the Editors 

Panel session with panelists Justin Paul, Editor-in-Chief, International Journal of Consumer 

Studies, Mary Fischer, Editor, FBD Journal, and Binshan Lin, Editor, several DSI journals. 

Many thanks to Gopala “GG” Ganesh for offering a special session on “Teaching marketing 
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research online”.  My sincere thanks to my fellow officer Renée Gravois for organizing a 

special session on “Connecting in disconnected times: strategies for building community and 

connection in the era of COVID-19” and Jennifer Sadler for organizing a workshop on 

“Pedagogical approaches to critical conversations on race, politics, and social justice topics in 

marketing and mass media”. 

I extend my thanks to Sam Houston State University (SHSU) and its staff for supporting our 

virtual conference logistically by hosting our Zoom sessions, designing our landing page, and 

providing technical help to solve problems arising during the conference. I am deeply 

thankful to SHSU faculty including Renée Gravois, Sanjay S. Mehta, Irfan Ahmed, Taylor 

Berg, and Fawzi Noman for all the hard work they have done for the ACME conference. 

I have been honored to work with our ACME officer team, including Mel F. Zuberi, Rajasree 

K. Rajamma, Lilly Ye, Sanjay S. Mehta, Renée Gravois, Stacey Bolin, and Ayse Ersoy. 

Serving as the Program Chair of this fine conference and working with these dedicated 

officers have been great pleasure for me. I would like to express my gratitude to my Program 

Planning Team members Renée Gravois and Rajasree K. Rajamma for working with me 

tirelessly day-and-night to organize an outstanding conference.  I would like to thank Renée 

Gravois and Mel F. Zuberi for serving as my mentors.  

Our 2022 ACME Conference will be held in amazing New Orleans, Louisiana. Please send 

your submissions to join us at ACME 2022. If you have any questions, please contact our 

incoming Program Chair, Rajasree K. Rajamma.  

I look forward to meeting you at ACME 2022 in New Orleans! 

With my sincere regards, 

Türkan 

Türkan Dursun-Kilic, Ph.D.  

ACME Program Chair, 2020-2021  

West Texas A&M University 

Paul and Virginia Engler College of Business 

Canyon, Texas 
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2020-2021 ACME TRACK CHAIRS 

 

Thank you to the ACME Track Chairs for 2020-2021. ACME greatly appreciates your 

service!  

 

Advertising and Integrated Marketing Communications 

Nazuk Sharma, Fairfield University, Fairfield, Connecticut 

 

Branding and Brand Management 

Michael R. Sciandra, Fairfield University, Fairfield, Connecticut 

 

Consumer Behavior and Psychology 

Sunny (Shuoyang) Zhang, University of St. Thomas, Houston, Texas 

Ceren Ekebas-Turedi, Purdue University Northwest, Hammond, Indiana 

 

Ethics, Legal, and Public Policy Issues 

Julie Haworth, University of Texas at Dallas, Texas  

Kriti Chauhan, University of Louisiana at Monroe, Louisiana 

 

Ethnic and Multicultural Marketing 

Daniel Rajaratnam, University of Texas at Dallas, Texas 

 

Fashion Merchandising 

Sua Jeon, Texas Wesleyan University, Fort Worth, Texas 

 

Health Care and Pharmaceutical Marketing 

Amit Malhan, North Carolina A&T State University, Greensboro, North Carolina 

 

International Marketing and Global Trade  

Irfan Ahmed, Sam Houston State University, Huntsville, Texas 

Ardhendu Shekhar Singh, Symbiosis International (Deemed University), Pune, Maharashtra, 

India 

 

Logistics and Supply Chain Management  

Madhav Pappu, Texas A&M University, College Station, Texas  

 

Macromarketing and Political Marketing   

Arne Baruca, Texas A&M University-San Antonio, Texas 

 

Marketing Education and Experiential and Service Learning 

Adam J. Mills, Loyola University, New Orleans, Louisiana 

 

Marketing Metrics, Data Analytics, and Methodology 

Guanyu Geng, University of North Texas, Denton, Texas 

Amir Javadinia, Florida Atlantic University, Boca Raton, Florida 

 

Marketing Strategy and Innovation 

Prachi Gala, Elon University, Elon, North Carolina 
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Tanawat Hirunyawipada, University of Dayton, Dayton, Ohio 

 

Marketing During Turbulent Times  

David G. Taylor, Sacred Heart University, Fairfield, Connecticut 

 

Professional Selling and Sales Management 

J. Ricky Fergurson, Indiana State University, Terre Haute, Indiana 

Eddie Inyang, The College of New Jersey, Ewing, New Jersey 

 

Retailing and Electronic Commerce 

Yi-Chia “Shair” Wu, Tarleton State University, Stephenville, Texas 

 

Social Media, Mobile Marketing, and Digital Marketing  

Scott D. Roberts, University of the Incarnate Word, San Antonio, Texas 

 

Sports, Video-Gaming, and Recreational Marketing 

Gary Holmes, University of North Texas at Dallas, Texas 

 

Tourism and Hospitality Marketing  

Arjun Singh, University of Texas Rio Grande Valley, Texas 

Jingxian “Kelly” Jiang, Texas A&M University, College Station, Texas 

 

Student Research 

Renée Gravois, Sam Houston State University, Huntsville, Texas 
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2020-2021 ACME REVIEWERS 

 

ACME thanks each of the following colleagues for your valuable service in reviewing 

submissions for our 2021 ACME Virtual Conference!  

 

Annika Abell, University of Tennessee Knoxville, Knoxville, Tennessee 

Irfan Ahmed, Sam Houston State University, Huntsville, Texas 

Syed Tariq Anwar, West Texas A&M University, Canyon, Texas 

Minoo Ashoori, Purdue University Northwest, Hammond, Indiana 

Paul G. Barretta, Wagner College, Staten Island, New York 

James Blair, Eastern Kentucky University, Richmond, Kentucky 

Malika Chaudhuri, Oakland University, Rochester, Michigan 

Vassilis Dalakas, California State University-San Marcos, San Marcos, California 

Marilyn Eastman, Morningside College, Sioux City, Iowa  

Ayse Ersoy, Cape Breton University, Sydney, Nova Scotia, Canada 

Weixing M. Ford, Texas A&M University-San Antonio, Texas 

Michael Frechette, Sacred Heart University, Fairfield, Connecticut 

Wesley Friske, Missouri State University, Springfield, Missouri 

Gaetan Giannini, DeSales University, Center Valley, Pennsylvania  

Renée Gravois, Sam Houston State University, Huntsville, Texas 

Guanyu Geng, University of North Texas, Denton, Texas 

Alisha Horky, Columbus State University, Salem, Alabama 

Eddie Horton, Northwestern State University of Louisiana, Natchitoches, Louisiana 

Chang Huh, Niagara University, Lewiston, New York 

Pramod Iyer, Middle Tennessee State University, Murfreesboro, Tennessee 

Ceyhan Kilic, Tarleton State University, Stephenville, Texas  

Elika Kordrostami, Rowan University, Glassboro, New Jersey 

Michael Levin, Otterbain University, Westerville, Ohio 

Marisabel Romero Lopez, Colorado State University, Fort Collins, Colorado 

Vaidas Lukosius, Tennessee State University, Nashville, Tennessee  

Sanjay S. Mehta, Sam Houston State University, Huntsville, Texas 

Jose Mendoza, Sacred Heart University, Fairfield, Connecticut 

Lisa Monahan, Meredith College, Raleigh, North Carolina 

Susan Myers, University of Central Arkansas, Conway, Arkansas 

Iman Naderi, Fairfield University, Fairfield, Connecticut 

Sarath Nonis, Arkansas State University, Jonesboro, Arkansas 

Efua Obeng, Howard University, Washington, District of Columbia 

Denise Ogden, Penn State Lehigh Valley, Center Valley, Pennsylvania  

Robert Pavur, University of North Texas, Denton, Texas 

Lou E. Pelton, University of North Texas, Denton, Texas 

Musa Pinar, Valparaiso University, Valparaiso, Indiana 

Daniel Rajaratnam, University of Texas at Dallas, Texas 

Pushkala Raman, Texas Woman’s University, Denton, Texas  

Scott Roberts, University of the Incarnate Word, San Antonio, Texas 

Ruta Ruzeviciute, University of Tennessee, Knoxville, Knoxville, Tennessee 

Samuel Sekar, University of South Florida, Tampa, Florida 

Debika Sihi, Southwestern University, Georgetown, Texas 

Serdar Turedi, Purdue University Northwest, Hammond, Indiana 
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Danny Upshaw, Northwestern State University, Natchitoches, Louisiana 

Yong J. Wang, West Chester University of Pennsylvania, West Chester, Pennsylvania 

Jacqueline Williams, North Carolina A&T University, Greensboro, North Carolina 

Zhenning Xu, California State University, Bakersfield, California 

Joyce Young, Indiana State University, Terre Haute, Indiana 

Zhihao Yu, University of South Florida, Tampa, Florida 

Noni Zaharia, Saint Louis University, St. Louis, Missouri 

Debra Zahay-Blatz, St Edward’s University, Austin, Texas 

Hongkai Zhang, East Central University, Ada, Oklahoma 
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2021 ACME DISTINGUISHED PAPER AWARD WINNER 

 

 

Consumer Behavior and Psychology Track  

The Impact of Public and Private Advice Reception on Consumers’ Advice Utilization 

Michael Sciandra, Fairfield University, Fairfield, Connecticut 

 

 

2021 ACME BEST PAPER IN TRACK AWARD WINNERS 

 

 

Branding and Brand Management Track 

Assessing the Impact of 'Green' Brand Personality on Consumer Purchase Behaviour: Indian 

Insights 

Shaunak Roy, St. Xavier's College  

Shivaji Banerjee, St. Xavier's College 

 

Marketing Education and Experiential and Service Learning Track 

Technology Use as Double-edged Sword for Disadvantaged College Students 

Weixing Ford, Texas A&M University San Antonio 

Leonard Love, Texas A&M University San Antonio 

 

Retailing and Electronic Commerce Track 

Product Allocation in a Multi-Segment Market Under Uniformly Distributed Demand 

Hongkai Zhang, East Central University, Ada, Oklahoma 

Jiehui Ma, University of Wisconsin – Whitewater, Wisconsin 

James Rauch, East Central University, Ada, Oklahoma 

 

  

https://easychair.org/tmp/IMYTzhFC/ACME2021-pages/person52.html
https://easychair.org/tmp/IMYTzhFC/ACME2021-pages/person53.html
https://easychair.org/tmp/IMYTzhFC/ACME2021-pages/person54.html
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2020 ACME AXCESSCAPON TEACHING INNOVATION AWARD 

 

Congratulations to the 2020 finalists of the ACME AxcessCapon 

Teaching Innovation Competition and Award, who were recognized 

at the 2020 ACME Conference in San Antonio, Texas 

 

Winner 

 

Enhancing Student Learning: An Innovative Teaching Approach Tailored to Gen Z and 

Millennials 

Aidin Namin, Loyola Marymount University 

 

First Runner-Up 

 

Smartphone-based Virtual Reality: An Immersive Tool for Teaching CB Concepts 

Haithem Zourrig, Kent State University 

 

Second Runner-Up 

 

Students as Consultants in High Impact Experiential Learning 

Weixing Ford, Texas A&M University San Antonio 

Amy Lewis, Texas A&M University San Antonio 

Josephine Sosa-Fey, Texas A&M University San Antonio 

 

 

____________________ 

 

ACME expresses its gratitude to Wessex Publishing 

for the generous sponsorship of this award. 
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ADVERTISING AND INTEGRATED 

MARKETING COMMUNICATIONS 
 

 

BREAKING THE NEWS: HOW DOES CEO MEDIA 

COVERAGE INFLUENCE CONSUMERS AND 

SHAREHOLDER PERCEPTIONS? 

Samuel Stäbler, Tilburg University 

Prachi Gala, Elon University 

 

 

 

 

EXTENDED ABSTRACT 

 

CEO behavior is increasingly tracked by many stakeholders including investors, 

consumers, and news media. For example, when CEO Steve Wynn was reportedly accused of 

sexual misconduct in 2018, the stock of Wynn Resorts Ltd. fell by 19% in one day (Wall Street 

Journal, 2018). On the contrary, when Howard Schultz publicly announced his acceptance of 

rejoining Starbucks as the CEO in 2008, the stock went up by 9% in afterhours trading.  Not 

only do we see the immediate stock market reaction, such CEO related news events could 

further change the consumer perceptions. For example, when media covered Chick-fil-A CEO 

Dan Cathy speaking out against same sex marriage in 2012, the consumers protested against 

Chick-fil-A. A study found that the company potentially lost 15% of consumers post the 

reported political tweet (Mikeska and Harvey, 2015).    

 

Thus, not all news of CEOs covered by the news media impact same way nor are they 

covered in the same pattern. This study investigates how different types of news coverage about 

CEO behavior impacts consumer perceptions and investor perceptions. We focus on the six 

CEO related news type categories that have the highest frequency of occurrence in news media 

and have been mentioned in prior literature, albeit with different labels (e.g. Park & Berger 

2004). These categories include CEO scandals (e.g., sexual harassments), CEO altruism (e.g., 

personal donations), CEO political ideology (e.g., running for candidacy), CEO changes (e.g., 

retirements), CEO compensation (e.g., stories about salary increases), and CEO 

accomplishments (e.g., awards).  

 

The two ways we look at in which the company can be affected when the CEO is 

discussed in the media are (i) Consumer Perceptions about the company and (ii) Abnormal 

stock returns. Further, we also investigate the dominant role of media volume –   the amount 
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of stories published about an issue – and media valence – the tone of the editorial content – that 

shapes the perception of investors and the society. On the basis of these considerations, we 

formulate the following research questions: 

How do different types of CEO-related news events impact consumers and investors? 

How does the valence and volume of the media coverage impact this relationship? 

 

In the empirical setting, we cover all the CEO-related news events that appeared in the 

13 leading U.S. newspapers (e.g., New York Times), magazines (e.g., Forbes) and TV news 

shows (e.g., CNN news) during the years 2009 to 2019. Our quantitative study uses a rich 

dataset of 733 CEO related news events from 127 companies and 193 CEOs.  Furthermore, we 

match this data with unique datasets covering customer perceptions dimensions (YouGov) and 

stock return (Eventus) along with CEO and firm related databases (Compustat and 

Execucomp).  

 

A deeper understanding of the consequences of CEO related news events also has 

multiple implications for the practice. First, we give specific guidance to CEOs and how their 

behavior can influence consumer perceptions and financial consequences on the stock markets, 

enabling CEOs to adjust their behavior. Additionally, we highlight what kind of behavior PR 

departments should try to communicate more through the press, which may strongly affect the 

image and the financial well-being of a company. Second, the study’s results intend to help the 

board of directors that need to formulate rules and regulations and keep a track of the 

performance of their CEO’s. Third, investors may benefit from our study results to better 

anticipate the future performance of their stocks. We give guidance to shareholders which CEO 

news type category is likely to change stock prices. 
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BRANDING AND BRAND MANAGEMENT 
 

 

EFFECT OF USER GENERATED REVIEWS ON INITIAL 

BRAND TRUST: INSIGHTS FROM CONJOINT ANALYSIS 

Syama K. S., Cochin University of Science and Technology 

Manoj Edward, Cochin University of Science and Technology 

 

 

EXTENDED ABSTRACT 

As customers are increasingly shopping online, studies linking customer generated 

reviews and branding in the online context is gaining popularity and importance. While most 

of the academic studies in marketing use experimentation as methodology, some studies pull 

out actual data from WebPages to make number of analysis and interpretations. Both methods 

has its own advantages and disadvantages, however using another methodology popularly 

used by marketing agencies, conjoint analysis, we are attempting to add on more meaningful 

insights to ‘branding using online customer reviews’. We have used this particular 

methodology to overcome some of the shortcomings in the earlier research such as using 

student samples instead of actual customers in experimental research, as well as to measure 

attitude level outcome which may not be truly reflected in sales figures or behavioural 

perceptions. 

Customer-generated reviews can be viewed as a special type of word-of-mouth (WOM) 

online, that describes product attributes in terms of usage situations and measures product 

performance from a user’s perspective (Bickart and Schindler 2001). It influences consumers’ 

purchase decisions and thus sales (Chevalier and Mayzlin 2006; Senecal and Nantel 2004). 

Online customer reviews are especially crucial in an online buying context as consumers 

shopping online cannot touch or smell products, as would be possible in traditional retail 

outlets. So their purchase judgments must be based on the information available on the 

internet (Jiménez and Mendoza 2013, Chen and Xie, 2008). Unlike any other paid form of 

promotions such as ads, customers actively seek information in the form of user reviews, and 

as an independent information resource, on-line reviews are increasing in popularity and 

importance. 

After going through the reviews, customer buys a particular brand when he is willing to 

trust on the ability of the brand to perform its stated function (Chaudhuri & Holbrook 2001). 

Initial trust is defined as the trust formed without any prior experience or interaction between 

the two parties (Koufaris and Hampton-Sosa 2004). Those initial trust beliefs may change 

with time and with repeated interactions but they may also determine the extent to which such 

future interactions will take place (McKnight et al 2002). Brand trust may be an evolving 
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process, but this study focuses on the “initial brand trust” which is the trust in a new brand 

with which the consumer never had a prior experience or interaction. 

 For the study, three most popular review characteristics were identified as attributes, 

namely valence, volume and quality of reviews. The valence attribute had three levels, namely 

positive moderate and negative. Both volume and quality of reviews attributes had two levels 

each, high and low. All the possible combination of levels of attributes was taken to create 

the twelve (3*2*2) profiles used in the study. The current research uses ranking based full 

profile conjoint analyses were card sorting is done by the respondents from most trustable 

brand to least trustable brand based on the reviews. This method enables to expose all the 

possible combinations to one person and then he makes the choices as if in an actual buying 

situation. The profiles were presented to the participants in the form of cards that 

resembles review page from a shopping site. The dependent variable, initial brand trust, is 

measured on an on an ordinal scale. A total of 30 usable data was collected from participants, 

who were post graduate Business Administration students. 

From the results, the part-worth utilities of each of levels of attributes were derived, 

where positive valence, moderate valence, high volume gave highest utilities followed by 

high quality, negative valence, low volume and low quality reviews. The relative importance 

of levels of the attributes was derived. It is seen that valence is the most important attribute 

of reviews that lead to initial brand trust followed by volume and quality. Finally ranking of 

profiles that respondents trust was sorted out. 40% of the respondents ranked Profile 7 

(Positive Valence + High Volume + High Quality) as the top preferred profile and 90% of the 

respondents ranked Profile 10(Negative Valence + Low Volume + Low Quality) as the least 

preferred profile and position of every profile in between was derived. 

Interestingly, the short cut cues (valence and volume) appear to be more relevant than 

central route cue (quality of reviews) in forming initial brand trust. Positive valence is the 

most important cue for creating online brand trust. When the reviews are only moderate, 

having more numbers of high quality reviews does well even better than having few numbers 

of positive reviews of low quality. Surprisingly, having negative reviews is not entirely 

hopeless situation for the brand as having negative reviews but high volume and high quality 

reviews is still better than having moderate reviews of low volume low quality reviews. The 

results will help the marketers to fine tune their marketing strategies to create more brand 

trust to a newly introduced brand. 
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SOCIAL ENTREPRENEURSHIP, SMART BRANDS, AND 

HIGH CHARACTER LEADERSHIP: AN INSIDE OUT 

APPROACH TO BRANDING KNOWLEDGE PRODUCTS IN 

SOCIAL MEDIA 

Stavroula Kalogeras, University of Plymouth, UK 

 

 

 

EXTENDED ABSTRACT 

 

This study explores how brand cultures can become learning communities and provide 

higher good. The research considers how social networking sites can emerge as social learning 

platforms through transmedia storytelling and multimodal approaches. The purpose of this 

work is to examine the concept of learning content in online social networks that the 

commercial enterprise initiates to provide a competitive advantage while concurrently 

benefiting society. A brand that leverages human interconnectedness can lead to positive, 

authentic, and valuable exchanges. There are tremendous benefits to internal possessions such 

as human growth and knowledge, which are far more critical than external possessions 

characterized by consumerism, which encourages the acquisition of goods and services in 

increasing and unnecessary amounts. Still, the two can work together when bonded by moral 

reasoning for the positive evolution of humankind. The work considers a philosophical 

approach to branding that considers high character leadership, brand coherency, and the 

importance of reasoned choices. 

 

According to Professor, Sammut-Bonnici, “A brand can be defined as a set of tangible 

and intangible attributes designed to create awareness and identity, and to build the reputation 

of a product, service, person, place, or organization. The objective of branding strategy is to 

create brands that are differentiated from the competition, thereby reducing the number of 

perceived substitutes in the marketplace, increasing price elasticity, and improving profits” 

(2015, p.1). Strategic brand development and value chain consist of product design and product 

line innovation, pricing strategy, distribution strategy, marketing communications, and 

competitive brand position (ibid).  

 

A SmartBrand is defined as a brand that initiates conversations and offers knowledge 

consumption and the co-creation of meaning between the organization-and-consumer and 

consumer-to-consumer. A SmartBrand has the potential to expand an organization’s product 

offering by including learning content. Smart branding can be incorporated into the entire value 

chain and it can run parallel to “product design and product line innovation, pricing strategy, 

distribution strategy, marketing communications, and competitive brand position” (ibid) to 

increase competitive advantage. Integrating the brand’s inside values and ideals with the 

brand’s outside visible elements is essential to brand building. Smart branding can bring more 

coherency and value to brand connections while creating a space for knowledge consumption 

and meaning-making. 
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A high character leader invests both in the good of their organization and society. The 

high character leader believes the brand and the consumer can grow together. Differentiating a 

brand on learning and meaning-making will help build a brand reputation around social good. 

When the identity of the high character leader aligns with the products and services delivered, 

then the brand can resonate stronger. Brand strategist, Jerome Colins recognizes “that any 

brand is an expression of the character, skills and imagination of the organization that it creates” 

(2015, p. 27). He further states: “organization is itself much more than its products and services, 

although it includes them; great organizations also have clear purposes, deep reasons for being, 

and they share those purposes, passions and motivations with their customers and all 

constituents in ways that are both overt and obvious, as well as subtle and subliminal” (ibid). 

To build on those thoughts, a high character leader is a person behind this mission who holds 

high values. S/he is the leader who has ideals and standards that go beyond monetary profit and 

is concerned with society's positive evolution. 

 

SmartBrands are reliable and consistent with their approach, and their organizations are 

led by leaders who are consistent in character much like the characters in stories. “The brand 

identities of many start-up companies emerge as a extension of their founders’ visions and 

personalities, which then intimately reflect in the firm’s products or services, and also in the 

way of taking them to market” (Colins, 2015, p. 57). The attribute of smart branded companies 

are leaders who have strong moral characters and deliver knowledge products. Joseph 

Campbell once said,” There is a theory going around in education circles that the character of 

the teacher doesn’t matter so long as the teacher has the information and imparts it” (Mythos 

Lectures). As an educator, I can attest to this theory being erroneous. Educators and leaders 

alike who have high morals and values can connect with their customers and have better 

relationships overall.   

 

A well-developed character in a story is vital, as is a high character leader to a brand. 

Leadership vision is critical and intimately reflected in the product and services they develop. 

Branding from the inside out is an approach to create authentic relationships built on trust. The 

proposed SmartBrand Framework builds a bridge between the organization and the consumer, 

considers Generation Z, who rates trust and meaning-making at the route of their behavior and 

communication to solve conflict and improve the world (Francis and Hoefel 2018). The paper 

looks at transmedia storytelling and learning networks and how they transcend a brand and the 

consumers who interact with it. According to the UNSW (2016), transmedia storytelling is the 

practice of designing, sharing, and participating in a cohesive story experience across multiple 

traditional and digital delivery platforms - for entertainment, advertising, and marketing, or 

social change. The practice has already been introduced to education and marketing and can be 

extended to branded learning communities. 

 

The inside out approach recognizes that humans are interconnected, dependent, and 

affected by one another. Employees should understand what their leaders represent to assist 

consumers far beyond products and services to learning, practicing, and responding to life in a 

better manner. High character leaders who employ smart branding and transmedia storytelling 

techniques can co-create meaning with their consumers by starting conversations and 

producing knowledge products. A high character leader can elevate a brand and its customers 

by positively focusing on human evolution. 
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CONSUMER BEHAVIOR AND PSYCHOLOGY 

 

  

THE IMPACT OF PUBLIC AND PRIVATE ADVICE 

RECEPTION ON CONSUMERS’ ADVICE UTILIZATION 

Michael R. Sciandra, Fairfield University 

 

 

 

ABSTRACT 

 

Research on advice taking acknowledges individuals’ tendency to overlook provided advice. 

Additionally, prior research indicates that consumers are frequently compelled to make 

different decisions in the presence of other individuals. Bridging the literature on advice taking 

and interpersonal influence, the current research investigates whether the awareness that one’s 

advice usage will be observed by others impacts the likelihood of advice acceptance. We find 

that consumers are more likely to rely on advice when the recommendation is made public 

rather than in private. Additionally, we find evidence that a desire to appear appreciative for 

the advice (i.e. a self-presentation consideration) drives this effect. 

 

 

 

INTRODUCTION 

 

Imagine you have planned a week-long vacation to an all-inclusive beach resort with your 

family. Before the trip, you meet with a travel agent to verify your travel arrangements and, to 

keep you company, one of your friends tags along. During the meeting, the travel agent 

recommends that you bring $575 with you to cover entertainment and ancillary costs. 

Following the meeting, you and your friend stop at the bank to take out some funds. How might 

your friend’s knowledge of the offered advice and ability to witness your final decision 

influence your reliance on the travel agent’s recommendation?   

 

Research on advice taking acknowledges individuals’ tendency to overlook provided 

advice (Bonaccio & Dalal, 2006). While the mechanism driving advice neglect remains a point 

of contention, researchers have identified a number of influential forces capable of encouraging 

advice reliance. For example, individuals rely more heavily on advice thought to be of high 

quality (Yaniv & Kleinberger, 2000) and received from expert sources (Feng & MacGeorge, 

2006). Given previous interest in advice usage, the purpose of the current research is to 

investigate interpersonal influence and its impact on advice utilization. 
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Prior research indicates that consumers are frequently compelled to make different 

decisions in the presence of other individuals (Ariely & Levav, 2000; Green, 1991). One force 

acknowledged in the literature capable of driving such different selections and behaviors is 

individual’s impression management concerns (e.g.,  Ratner & Kahn, 2002). In managing 

public impressions, consumers often enact goals of appearing competent or likeable to other 

people. Therefore, since individuals are often motivated to make a good impression in public, 

it is anticipated that self-presentation considerations will play an important role in advice usage. 

This paper investigates decision makers’ reliance on advice in both public and private situations 

and seeks to bridge the literature on advice taking and interpersonal influence. Specifically, 

this paper argues that consumers rely more heavily on advice when their judgments are subject 

to public scrutiny. Finally, the proposed mechanism contributing to advice utilization in public 

is individuals’ concern of appearing appreciative and considerate of the offered advice.           

 

THEORETICAL BACKGROUND 

 

Advice and consumer decision making 

 

Many of our most important decisions are not made alone. Rather, it is common for 

decision makers to seek out and utilize recommendations from other individuals. 

Acknowledging the search for guidance and direction during the decision process, researchers 

have begun to address the impact of advice giving and advice taking on individual behaviors 

and decisions.  

 

Much of the research on advice utilizes a judge-advisor system in which a “judge,” the 

individual who is provided with advice and must decide how to use it, receives a 

recommendation from an “advisor,” the individual providing the recommendation or 

suggestion (Sniezek & Buckley, 1995; Sniezek & Van Swol, 2001). In addition, the study of 

advice giving and taking has relied heavily on both choice and judgment tasks (Bonaccio & 

Dalal, 2006).  Within choice tasks, judges must select from a set of qualitative alternatives, 

such as choosing a job from a set of three options. Conversely, in a judgment task, judges make 

an estimate based on their current knowledge of the subject and the advice from the advisor.   

     

Advice is often defined as a recommendation on a decision or course of action which is 

communicated to another individual (Bonaccio & Dalal, 2006; Sniezek & Buckley, 1995). 

However, many researchers argue that this definition of advice is extremely limited and fails 

to capture complex elements that flow between individuals (Cross, Borgatti, & Parker, 2001). 

To enhance the definition and conceptualization of the advice construct, Dalal and Bonaccio 

(2010) investigate differing types of advice. In particular, the authors examine individuals’ 

reactions to advice in favor of a course of action; advice against a course of action; advice 

related to information transfer; and finally advice on the decision process (e.g. how the decision 

should be made). In addition to these four advice types, Dalal and Bonaccio note that social-

emotional support may accompany any of these advice facets, and therefore, may be 

conceptualized as a part of the advice-giving process. The authors find that individuals respond 

most favorably when advisors provide information on the decision alternatives. However, in 

situations where autonomy is unimportant, judges still value recommendations for a course of 

action (Dalal & Bonaccio, 2010). In line with the findings of Dalal and Bonaccio, it appears 

that advice should be viewed as a multi-faceted construct encompassing more than a singular 

recommendation on a course of action.   

 



 

 

Proceedings of The Association of Collegiate Marketing Educators (2021)  

11  

One of the most researched topics within the advice literature is the extent to which judges 

rely on the recommendations of advisors. A central finding of advice research is the occurrence 

of egocentric discounting in which judges do not rely on the recommendations of advisors 

nearly as much as they normatively should (Soll & Larrick, 2009; Yaniv, 2004; Yaniv & 

Kleinberger, 2000). Advice researchers have attributed the phenomenon of egocentric advice 

discounting to three different mechanisms. First, under the differential information hypothesis, 

decision makers discount advice because they lack insight into the internal thoughts of advisors, 

but have full access to their own thoughts and rationale (Yaniv, 2004; Yaniv & Kleinberger, 

2000). Second, according to the anchoring explanation, the decision makers’ initial choice or 

judgment serves as an anchor which is adjusted in the presence of advice (Gino, 2005; Tversky 

& Kahneman, 1974). Finally, the egocentric bias explanation contends that decision makers 

believe their opinions and choices to be superior to others, including advice providers (Krueger, 

2003). Despite the mechanism driving advice discounting, researchers acknowledge that not 

fully attending to or incorporating the advice of other individuals may potentially inhibit 

accuracy gains associated with advice integration (Bonaccio & Dalal, 2006; Soll, 1999).   

 

Since judges generally discount the advice of others, many researchers have investigated 

factors that improve reliance on recommendations. For example, advice received from expert 

sources and from individuals with greater age, education, life experience, and wisdom is 

utilized more by decision makers (Feng & MacGeorge, 2006; Goldsmith & Fitch, 1997). In 

addition to advisor characteristics, advice usage is dependent on aspects of the decision context. 

Researchers note that judges are more likely to follow advice when the recommendation is 

explicitly solicited (Bonaccio & Dalal, 2006). Under these circumstances, advice which is 

actively sought is perceived as helpful and cooperative, whereas unsolicited advice is viewed 

as intrusive and restricting autonomy (Goldsmith, 2000). Finally, judges rely more heavily on 

advice when it is costly to obtain or when the decision task is complex (Gino, 2005; Gino, 

2007).  

 

Advice, interpersonal influence, and consumer decision making 

 

Individuals often make different decisions than those they would privately favor when it 

is anticipated that other individuals will make evaluations based on their decision (Schlenker, 

Britt, & Pennington, 1996). For example, in the famous experiment on individuals’ resistance 

to group pressures, Asch (1956) found that about one-third of participants conformed with the 

judgment of a majority of individuals, even though the unanimous consensus of the majority 

was clearly wrong. Further, numerous studies have shown that individual decisions and 

behaviors conform more with acceptable social norms when the behavior is identifiable rather 

than anonymous (Diener, 1979; Zimbardo, 1970). Essentially, research participants adhere 

more to socially desirable behaviors when their behaviors are visible, when other individuals 

know their name, or when personal information about them is known (Ratner & Kahn, 2002).   

    

Building on findings from social psychology, consumer researchers have investigated the 

role of social influence in shaping individual consumption decisions. For example, individuals 

ordering from a menu often passed up their favorite item once selected by another member of 

the group (Ariely & Levav, 2000). In this case, the social context surrounding decisions 

influenced the final choices of group members and ultimately impacted satisfaction with the 

selected item. According to Ariely and Levav (2000), the results can be attributed to the 

conflicting goals individuals struggle with when making a decision among a group. Decision 

makers must attend to an individual goal of satisfying individual preference and a group goal 

associated with acquiring additional information on choices and asserting uniqueness. The goal 
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conflict experienced by individuals results in choices in group settings that do not coincide with 

selections made individually (Ariely & Levav, 2000).    

  

Similarly, when facing a choice that is subject to public scrutiny, Ratner and Kahn (2002) 

find that individuals will not always make a selection that is their favorite.  These authors note 

that individuals integrate more variety into their choices when selections are public rather than 

private. The mechanism driving this result is individuals’ desire to show that they are 

interesting people through choice. In the authors’ experiments, decision makers expected others 

to judge their choices more favorably when the selection exhibited variety. Conversely, while 

individuals may be considerably more satisfied with less variety, a uniform selection signals to 

other individuals that the decision maker is boring or uninteresting (Ratner & Kahn, 2002).     

 

Given the great lengths that people take to present a desirable image to others, it is no 

surprise that interpersonal interactions can have such a substantial impact on choice and 

behavior. As acknowledged in the literature on impression management, almost all social 

interaction involves communicating or presenting some type of self-image (Baumeister, 1982). 

Therefore, it is reasonable to expect that interpersonal influences would play a critical role in 

determining the likelihood and degree of advice reliance.  

 

Bridging the literature on advice taking and interpersonal influence, the current research 

investigates whether the awareness that one’s advice usage will be observed by others impacts 

the likelihood of advice acceptance. Particularly, the impact of a public or private decision 

setting on a consumer’s advice reliance is investigated. While no research has explored the 

social impact of advice acceptance, we argue that consumers’ expectations of how others will 

evaluate their reliance on advice influences final advice usage. Therefore, it is expected that 

social influence is an additional factor capable of attenuating egocentric advice discounting.     

 

According to Harvey and Fischer (1997), individuals take advice for three distinct 

reasons. First, judges integrate advice into decisions because they do not want to completely 

reject help that has been offered.  These authors argue that the transmission of advice puts the 

judge under social pressure to accept. As support for this notion, it was found that even 

experienced judges accepted advice from novice advisors and integrated this advice into their 

final decisions (Harvey & Fischer, 1997). Similarly, additional evidence pointing to the role of 

social compliance in advice acceptance was found by Sniezek and Buckley (1995). In the 

authors’ experiment, judges received advice from two advisors as well as the advisors’ 

estimated probability that their advice was correct on a scale from .50 (a guess) to 1.00 

(certainty). On 54 occasions, the judge received recommendations from advisors that were 

accompanied by probability estimates of .50, and therefore seemingly worthless as advice. 

However, in 87% of these cases, the judge accepted the advisors’ recommendations, 

demonstrating that advice receivers feel pressure to accept offered help. 

 

Second, judges accept advice to improve the precision of their final decision. Consistent 

with this reasoning for advice acceptance, judges are more willing to accept advice from 

advisors who they perceive as having greater expertise or task relevant knowledge (Harvey & 

Fischer, 1997; Jungermann & Fischer, 2005). As a means of improving the overall quality of 

their decisions, judges recognize expert advice as a helpful information source and integrate 

recommendations more readily.  

 

Finally, judges utilize advice as a means of neutralizing risk and sharing responsibility 

for the judgment. According to Harvey and Fischer (1997), taking advice helps to 
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counterbalance errors in judgments and acts as a shield capable of deflecting the full brunt of 

negative consequences. Advice taking driven by responsibility sharing should therefore be 

more prevalent when the risk associated with judgment error is high.  

 

Given these three reasons for recommendation integration, it is anticipated that 

interpersonal influences will intensify motivations driving advice usage. Oftentimes, advice is 

provided with the intention of helping another achieve an end, select the correct course of 

action, or benefit in some way (Harvey & Fischer, 1997). Since people tend to have a very 

strong need to appear unselfish and socially oriented (Chung & Monroe, 2003), it is expected 

that receiving and contemplating advice in a public domain will exaggerate judges’ existing 

obligation to comply with advice. This stems from the advice receivers’ desire to appear 

appreciative and open to the recommendations of others. Further, decision makers may believe 

that others will abhor the apparent disregard for the provided assistance and label them as 

arrogant or egotistical. Finally, an additional factor contributing to individuals’ reliance on 

advice in public setting may be the erroneous belief that others rely on advice more than they 

do. In order to “fit in” or to conform to the perceived behaviors of others, judges may rely more 

heavily on proffered advice. Building off of the previous discussion, the following predictions 

are made: 

 

H1:  Consumers will rely on advice more heavily when their decisions are subject to 

public inspection than when decisions are private.  

 

H2:  A desire to appear considerate and appreciative of the proffered advice will 

induce consumers to rely more heavily on recommendations in public settings.  

 

STUDY 

 

There are two primary objectives of this study. First, this experiment investigates whether 

consumers will rely on advice more heavily when their decisions are subject to public scrutiny 

(hypothesis 1). Second, a desire to appear appreciative and considerate of the offered advice is 

tested as the mechanism driving increased advice reliance (hypothesis 2). 

 

Method  

 

One-hundred participants (40% female; Mage = 34.2 years old, age range 21 – 72 years) 

recruited via Amazon’s Mechanical Turk completed Study 1 for a small monetary incentive. 

Study 1 used a two-cell (judgment condition: public vs. private) between-participant design. 

Before beginning the study, participants completed an instructional manipulation check (IMC) 

to identify individuals not properly attending to directions (Oppenheimer, Meyvis, and 

Davidenko 2009). Four individuals failed the IMC and were removed from the analysis, leaving 

a usable sample of ninety-six participants (40% female; Mage = 34.2 years old, age range 21 – 

72 years).  

 

Participants in this experiment completed a two-part repeated-judgment task. In Part I of 

the task, individuals were asked to answer a series of fifteen questions on important dates in 

history (e.g. In what year was the Cuban Missile Crisis? In what year did the Pilgrims reach 

Cape Cod? In what year did Vietnam fall to the Communists?). Individuals answered these 

questions on their own without the use of any outside resources or aids. Additionally, the order 

of the history questions was randomized across participants.  
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In Part II of the task, participants answered the same fifteen history questions seen in Part 

I. However, during this part of the judgment task participants were provided estimates that 

another person had ostensibly made for the same set questions as advice on how to answer. 

These advice values were held constant across participants and conditions (i.e., every 

participant received the same advice for each of the history questions). These advice values 

were determined prior to the study and were equal to a randomly selected value that was plus 

or minus forty years around the correct answer (e.g. the closest advice date was off by 2 years 

of the actual year, while the furthest advice date was off by 40 years of the actual year).  

 

At the beginning of Part II, participants in the public condition were informed that they 

would be sharing and discussing all information related to their decisions another participant. 

Specifically, participants in this condition believed that once finished answering the Part II 

history questions, they would be matched with another individual currently completing the 

survey. They would then share and discuss all of the information related their response (i.e., a 

discussion on the received advice and the final answers that they eventually came up with). 

Despite expecting that their decisions would be public and known to another individual, all 

individuals in the public condition saw the following message after completing Part II of the 

history date task: “Unfortunately there are no other participants who have finished this survey 

at the same time. Therefore, you will not have to discuss the advice you received and your final 

answers with another individual.” Thus participants never actually had this public conversation 

with another individual. Conversely, while participants in the private condition answered these 

questions, they were informed that their decisions were confidential not be shared with anyone.   

 

Upon completion of the two-part repeated judgement date estimation task, participants 

completed measures of their reactions to the advice including a four item measure assessing 

their desire to appear appreciative for the advice (all items measured on a scale from 1 

“Strongly Disagree” to 7 “Strongly Agree”; “I appreciate the advice that I received”; “I am 

grateful for the advice that I received”; “The advice I received was very helpful to me”; “If I 

could, I would thank the participant for providing me with advice”) which was averaged for 

analysis (α = .93, M = 4.62, s.d. = 1.59). Finally, participants completed a manipulation check 

and demographic measures.    

 

Results   

 

As a manipulation check of the public vs. private nature of the advice, respondents 

provided responses to the following question on a scale from 1 (“Strongly Disagree) to 7 

(“Strongly Agree): “The advice I received and my responses will be public (i.e. observable by 

other participants).” Consistent with our manipulation of public vs. private advice, participants 

in the public condition (M = 3.91) reported significantly higher agreement with this statement 

when compared to participants in the private condition (M = 2.95), F (1, 94) = 7.93, p < .01.   

 

Consistent with prior research on advice, the extent to which participants relied on advice 

was measured using the weight of advice (WOA) measure (Gino, 2005; Gino & Schweitzer, 

2008; Yaniv, 2004). WOA reflects the extent to which a judge adjusts her estimate in the 

direction of the advisors’ estimate and is a ratio measure that varies between 0 and 1. When 

WOA is equal to 0, the advice did not impact the judge’s decision (i.e., the final estimate is 

equal to the initial estimate). However, when WOM is equal to 1, the advice significantly 

influenced the judge’s final decision (i.e., the final estimate is exactly the same as the advice). 

The WOA measure is computed as follows: 
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WOA =     
|𝐹𝑖𝑛𝑎𝑙 𝐸𝑠𝑡𝑖𝑚𝑎𝑡𝑒−𝐼𝑛𝑖𝑡𝑖𝑎𝑙 𝐸𝑠𝑡𝑖𝑚𝑎𝑡𝑒|

|𝐴𝑑𝑣𝑖𝑐𝑒−𝐼𝑛𝑖𝑡𝑖𝑎𝑙 𝐸𝑠𝑡𝑖𝑚𝑎𝑡𝑒|
  .   

 

A WOA value between 0 and 1 indicates partial discounting of advice. If judges assume they 

are equally as knowledgeable as advisors, they should utilize equal weights when making a 

final estimate. Therefore, in these circumstances the normative WOA value is .5 (Gino & 

Schweitzer, 2008; Larrick & Soll, 2006).  Notably, WOA values less than .5 indicate 

underweighting of advice, whereas WOA values greater than .5 indicate overweighting of 

advice. Our dependent variable was the average WOA value for the fifteen history questions.      

 

We conducted a between subjects ANOVA with public vs. private advice as the between-

subjects factor. Consistent with H1, the analysis yielded a significant main effect of public vs. 

private advice, such that participants in the public condition (MWOA = 0.78) relied more heavily 

on the advice when compared to participants in private condition (MWOA = 0.65), F (1, 94) = 

5.51, p = .021.    

 

Figure 1:  Summary of Weight of Advice Results 

 

 
 

Mediation analysis. To test whether a desire to appear appreciative for the advice 

mediates the result, we ran a process mediation analysis test for indirect effects (Hayes, 2013; 

Preacher & Hayes, 2008). The public vs. private advice served as the independent variable, 

WOA as the dependent variable, and a desire to appear appreciative as the mediator. The 

indirect effect of the interaction through appreciation was negative (β = -0.06) and significant 

(95% CI = -0.14, -0.01). The public vs. private factor became non-significant with the addition 

of the appreciation mediator to the model (p > .15) indicating that a desire to appear 

appreciative for the advice fully mediates the association between the public vs. private advice 

factor and WOA (See Table 1 for full mediation results). This result is consistent with H2.   

 

Table 1. Mediation of The Effect of Public Vs. Private Advice on WOA Through Desire 

to Appear Appreciative   

 

Outcome: Appreciative 

    Bootstrapping 

95% Confidence Interval 

 Point Estimate t p Lower Upper 

Constant 

  

4.9468 21.693 < .001 4.494 5.3996 

Public vs Private 0.6458 -2.0232 < .05 -1.2795 -0.012 
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Outcome: WOA 

    Bootstrapping 

95% Confidence Interval 

 Point Estimate t p Lower Upper 

Constant  0.2702 3.5066 < .001 0.1172 0.4232 

Appreciative  0.1037 7.295 < .001 0.0755 0.132 

Public vs. Private  -0.0618 -1.3753 0.1724 -0.1511 0.0274 

      

Indirect Effect of the Public vs. Private on WOA Through Appreciative 

   Bootstrapping 

95% Confidence Interval 

 Point Estimate   Lower Upper 

Appreciative  0.067   -0.1449 -0.006 

 

Discussion  

 

The results of this study provide initial support for hypotheses 1 and 2. Consistent with 

our theorization, we find that consumers are more likely to rely on advice when the 

recommendation is made public rather than in private. Additionally, we find evidence that a 

desire to appear appreciative for the advice (i.e. a self-presentation consideration) drives this 

effect. While this study offers initial evidence of our effect, it is possible that these results might 

look different in a more natural consumer setting. Therefore, in future studies I wish to replicate 

these results using a traditional consumer advice situation. Furthermore, an additional study 

will further assess the role of individual differences in impacting consumers’ response to public 

vs. private advice.    

 

GENERAL DISCUSSION 

 

While many researchers acknowledge the potential benefits associated with advice 

utilization (e.g.,Bonaccio & Dalal, 2006; Soll, 1999), the presence of egocentric discounting 

clearly illustrates decision makers hesitance to integrate advice into final decisions. Despite a 

clear understanding of the mechanism underscoring advice discounting, researchers have 

investigated important variables capable of increasing judges’ advice utilization (Bonaccio & 

Dalal, 2006). The results of one experiment furthers this stream of research and suggest that 

consumers are more likely to rely on advice when other individuals are aware of the 

recommendation and can see whether or not the offered advice has been considered. The 

current research integrates the literatures on interpersonal influence and advice taking and 

identifies impression management as an additional factor impacting advice acceptance. In 

addition, the current research adds to the literature on advice taking by expanding the traditional 

scope of judge-advisor systems to include the influence of outside individuals.  

 

To build off of the current work, future research can investigate how advice type may 

interact with interpersonal factors to influence consumers’ reliance on advice. As 

acknowledged by Dalal and Bonaccio (2010), advice can assume many different forms other 

than a recommendation for a choice option or course of action. Therefore, the role of 

interpersonal influence may be stronger or weaker given the type of advice that is being 

provided to the consumer. Finally, future research can consider the impact of group size on 

consumers’ advice usage. It may be possible that some consumers feel a stronger obligation to 

rely on publicly offered advice as the number of individuals observing the advice increases.  
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EXTENDED ABSTRACT 

 

Consumers use two main types of information sources in the decision-making process: 

internal (consumers’ memories) and external sources (marketers, others consumers personally 

know or do not know) (Bettman 1979; Engel et al. 1986). One of the main assumptions in 

information processing theories is that consumers start their search with internal sources and 

resort to external sources only if the former fails to satisfy their information needs (Choi 1993). 

The current study investigates this assumption, particularly motivated by the disagreement 

between the Accessibility/Diagnosticity (Feldman and Lynch 1988) and Ease-of-Retrieval 

(Menon and Raghubir 2003) frameworks since the former suggests that both accessibility and 

diagnosticity of internal information may determine the importance of external search but the 

latter suggests that only accessibility does so.  

 

Information accessibility has been defined as the ease with which individuals can retrieve 

information from memory. Information diagnosticity, semantically adapted to the context of 

the current study, is the degree to which a piece of information can help consumers make the 

correct choice in a purchase situation (Feldman and Lynch 1988; Schwarz et al. 1991). What 

is important is that “when memory-based information is accessible and diagnostic, contextual 

information will not be used.” (Menon et al. 1995, 213). This is parallel to findings that show 

that when the internal information is accessible and diagnostic, external information will not 

be used (Choi 1993). Against this backdrop, we hypothesize negative relationships between 

each of accessibility and diagnosticity of internal information and the importance of external 

search. Moreover, the Elaboration Likelihood Model (ELM) (Petty and Cacioppo 1981) 

suggests that individuals may take one of two distinct routes to information processing: the 

central route (processing information effortfully) and the peripheral route (processing 

information using simple cues and heuristics with minimum elaboration) (Petty and Cacioppo 

1983; Petty et al. 1993).  ELM posits that when consumers have the motivation to take the 

central route, they may seek information sources that can provide them with richer information. 

On the contrary, shorn of such motivation, consumers may suffice to use more readily 

accessible and perhaps shallower kinds of information. Contextualized to this study, ELM 

suggests that individuals low on involvement may lack the motivation to seek external 

information, which may offer richer information than what can be stored in memory (Maity et 

al. 2018).  
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Researchers have represented 

motivation by a variety of variables, most 

commonly by involvement (Celsi and Olson 

1988; Maheswaran and Sternthal 1990). 

Moreover, in the current study, involvement 

is conceptualized as the personal relevance 

of a product class to the consumer (Richins 

and Bloch 1986; Zaichkowsky 1985). 

Research has evidenced relationships 

between involvement and consumers’ 

cognitive and behavioral patterns during the 

decision-making process, including external 

information search (Beatty and Smith 1987; 

Chakravarti and Janiszewski 2003; Dholakia 

2001; Kokkinaki 1999). Therefore, we 

hypothesize a moderating role for 

involvement in the relationships between 

each of internal information accessibility and 

diagnosticity and the perceived importance 

of external search. Lastly, we control for 

education, age, gender, and income, 

following the literature (Barrafrem et al. 

2020; Schmidt and Spreng 1996; Tinghög et al. 2016). The following figure shows the 

conceptual model that was tested using multi-group Structural Equation Modeling and 308 

respondents recruited on Amazon MTurk (Buhrmester et al. 2016, 3; Etkin 2016).  

 

Results showed that while accessibility and diagnosticity of internal information do 

negatively impact external information search, involvement with the product class has a 

consequential moderating effect on these relationships. In particular, in the low-involvement 

group, only the diagnosticity of the internal information had a negative effect on external 

information search. On the contrary, in the high-involvement group, only accessibility of the 

internal information had such a negative effect. These findings highlight the misleading 

consequences of not incorporating involvement, in conjunction with information accessibility 

and diagnosticity, in the study of the consumer external information search behavior. In this 

sense, neither the Accessibility/Diagnosticity nor the Ease-of-Retrieval framework can alone 

provide a complete picture of these relationships without taking into account the role of 

involvement. From the managerial perspective, the implications are straightforward. For 

consumers to consume external information originating from marketers or policymakers, they 

need to first exhaust their internal information. As such, understanding the circumstances under 

which this exhaustion happens is paramount for practitioners. By understanding the role of 

internal information accessibility/diagnosticity and product class involvement, practitioners 

can better understand and manage how their communications are received and perceived by 

consumers. To be specific, in low- and high-involvement consumers, practitioners need to 

emphasize the potential non-diagnosticity and non-accessibility of consumers’ internal 

information, respectively. This could be achieved, for example, by highlighting how fast-

evolving a given product’s characteristics are and how quickly obsolete consumers’ own 

information may become as a result, thus lowering its perceived diagnosticity. Furthermore, 

consumers’ perceived information accessibility may be managed by influencing their cognitive 

and emotional load (e.g., high-stake contests and sensorily-stimulating showrooms), increased 

product variety, behavioral frequency (Menon et al. 1995), and information retrieval recency 
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(Higgins 1996), among others. The literature on impression management and persuasion 

knowledge may also be of particular help to practitioners in this pursuit (Wentzel et al. 2010). 

As a final example, the design of the communication context and informational content may 

also impact consumers’ perceived internal information accessibility (Menon et al. 1995). 
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EXTENDED ABSTRACT 

 

Online customer satisfaction is a matter of current research interest (Van Noort, 

Voorveld, and Van Reijmerstdal, 2012). Online consumer behavior may be described as 

hedonic or utilitarian (Assael, 1998). A focus on specific information-seeking or task 

completion is called Utilitarian behavior. Exploration of a web site is known as hedonic 

behavior - this calls for site’s interactive modality, or features and interface. There are two 

kinds of site modality, depending on the site’s multimedia features - namely, static or dynamic 

(Van Noort, Voorveld, and Van Reijmerstdal, 2012). The flow search experience is the 

consumer’s being “immersed” in the experience, resulting from heightened state of focus and 

enjoyment (Csikszentmihalyi 1975). In our study, we investigated the role of browsal search 

behavior and site interactive modality in creating flow search experience in a laboratory 

experiment in an online retail environment in Taiwan, a population that has been of scant 

research attention. Taiwan enjoys a significant population of online consumers and ranks 

higher than several Western countries in gross domestic product, as well as Internet penetration.  

 

We conducted an experiment in a computer laboratory in Taiwan. The experimental 

design comprised a randomized complete block design (Keppel, 1991). Factors included 

browsal search behavior (two levels – hedonic and utilitarian) and site interactive modality 

(two levels – static and dynamic), and the blocking factor was browsal search mode. 

Respondents were tasked with searching for an apparel item after navigating an apparel web 

site. Subjects were first classified as experiential or utilitarian based on self-report, and by a 6-

item scale measuring personal values (Babin et al, 1994), a 7-point Likert scale with 1 = 

strongly disagree, and 7 = strongly agree. Flow search experience was the outcome, measured 

on a 7-point Likert scale of 6-items (Webster, Trevino, & Ryan, 1993), anchored by 1= strongly 

disagree, and 7= strongly agree. Since this is a block design, and following the assumption 

prescribed by our model we excluded interaction between factors (Lentner and Bishop, 1993). 

The experiment covered 210 undergraduate students in a Northern Taiwan university, to whom 

treatments were randomly assigned. Data analysis comprised factor analysis and descriptive 

statistics. Respondent demographics were found to be as follows: respondents, 57% were 

female, 64% were aged 24 years or less, 29% were pursuing a graduate degree, 93% reported 

Internet usage for non-academic purposes (of which social media was 51%), with about two-

thirds spending over 20 or more hours per week online.  

 

Thirty-three percent of respondents were Utilitarian, with sixty-seven being 

Experiential. Fifty-four percent respondents were Passive in their online interaction, with only 
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46% being typified as Active. Block treatment cells revealed 46% respondents to be 

Experiential and Passive, 26% were Utilitarian and Active, with 20% being Experiential and 

Active, and only 8% being Utilitarian and Passive. Reliability was found to be acceptable, with 

alpha = 0.86 (Cronbach, 1951), and construct validity was established with scale items loading 

on the corresponding factor, with loading values being >= | .50 |. One-way ANOVA results 

showed Online Behavior with the greatest Flow Experience was Experiential (�̅� = 4.68, sd = 

0.86, n = 140). Utilitarian online behavior was lower (�̅� = 4.61, sd = .91, n = 70). Online 

Interaction with the greatest Flow Experience was Active (�̅� = 4.67, sd = 0.92, n = 97), with 

Passive behavior being lower (�̅� = 4.65, sd = 0.84, n = 113). Online Behavior and Online 

Interaction with the greatest Flow Experience was Experiential and Passive (�̅� = 4.71, sd = 

0.82, n = 97), compared to Utilitarian and Active (�̅� = 4.70, sd = 0.90, n = 54) and Experiential 

and Active (�̅� = 4.63, sd = 0.95, n = 43), with the lowest being Utilitarian and Passive (�̅� = 

4.62, sd = 0.90, n = 16). 

 

It was observed that Experiential consumers using Passive online interaction had the 

highest levels of Flow Experience. An interpretation would be that in Taiwan, Experiential 

users of this sample would be more comfortable with simpler sites and apps, rather than 

interactive ones.  Also, it was observed that dispersion of variables was narrow, with sd <1.0. 

Our findings are useful to researchers as well professionals in marketing, information systems, 

communication, and psychology. The present study evidenced the impact of Online Behavior 

and Online Interaction on Flow Experience for Taiwanese consumers.  Experiential Taiwanese 

consumers using Passive online interaction had slightly higher Flow Experience. Limitations 

include the relatively small sample size, the experimental nature of the setting, respondents 

being college students, and sample homogeneity. However, we were able exercise some control 

on adherence to laboratory procedures, obtaining a sample that reflects Internet users, and 

establishing external validity. The exploratory study findings our findings will be useful to 

researchers as well professionals in marketing, information systems, communication, and 

psychology. Moreover, it would be interesting investigate cultural differences between the 

Taiwan sample, and samples in the literature from other countries and regions.  

 

Keywords: Consumer behavior, flow theory, search behavior, search experience, multimedia, 

interactivity, country culture, Taiwan 
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ABSTRACT 
 

The university managers and marketers would be beneficial in planning marketing 

strategies if they can have a breadth and depth of knowledge in prospective student’ factors of 

choice. The purpose of this paper is to develop a conceptual model of decision-making process 

when selecting universities. The methodology of longitudinal approach is proposed to examine 

this conceptual model, by investigating the choice factors of prospective students over the 

stages of the decision-making process. The findings of this research explore the university 

selection journey of prospective, as well as it would positively a springboard for further 

research in this area. It would provide a deep understanding in terms of the pivotal choice 

factors and information sources, which makes contribution to the new marketing approaches.  

 

Keywords: university selection, higher education marketing, decision-making process, choice 

factors. 
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INTRODUCTION 

There are more challenges which universities confronted, for example, growing 

competition in higher education sector, especially in developing countries. Changes in 

financing regimes and stronger focuses on post-graduate employment (Maringe 2006) lead to 

the requirement of deeper understanding of the roots for prospective students to pursuit a higher 

education (Simões and Soares 2010). It cannot be denied that the factors which have influence 

on prospective students’ decisions about the institution are predominantly caught the attention 

(Briggs 2006; Briggs and Wilson 2007). Previous studies concluded that the university 

selection of student is no longer economically efficient or linear (Menon, Saiti, and Socratous 
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2007), but differentiated by situational and contextual variables, such as knowledge access, 

academic performance and institution involvement (Foskett and Hemsley-Brown, 2001). Thus, 

developing a holistic view on the decision-making process of students, in which the choice 

factors are included, is significant for universities managers and scholars in this field. 

In Vietnam, with a population of more than 90 million and almost 66% of the population 

younger than 30, the higher education proportion in Vietnam is large (Tran et al. 2016). A 

decade ago, the national university entrance test has historically been the only choice for high 

school students to be in search of further studying (Dao and Thorpe 2015; Tran et al. 2016). 

The pupils with better performance go for elite schools, while the rest rolled in for vocational 

schools or universities at the lower level. Furthermore, they would opt to delay until the 

following year to sit in the next entrance exam. Recently, despite more domestic universities, 

there are many other paths for students to be taken into consideration, for example, quitting the 

national admission test and prepare for a oversea study (Choi and Nieminen 2013). Thus, as 

students have more options, the higher education sector is getting harder in student recruitment 

activities (Le, Dobele, and Robinson 2019). However, there is lack of research on the decision-

making process of Vietnamese students when they consider the higher education selection. 

This research develops a conceptual framework of decision-making process in university 

selection, and a longitudinal study is proposed to conduct as it can examine the changes during 

the selection process of students. The results would be significant to the marketing and 

recruitment strategies of universities. Understanding the choice factors of prospective students 

would aid university managers and practitioners in designing tailored content and information 

across their communication channels. With such knowledge would allow for customized 

communication to different segments, cultures and groups of students. 

There are a variety of components within the university selection process of prospects, 

for example, the personality of the student, features of organizations, or prominent information 

sources (Hemsley-Brown and Oplatka 2015). In the current studies, factors affecting students’ 

decision incorporate, yet separate, two structures: the choice factors (institution and student-

related factors) (Veloutsou, Lewis, and Paton 2004), and the sources of information (Bonnema 

and Van der Waldt 2008; Obermeit 2012). The purpose of this research is to identify different 

factors contributing to higher education selection of prospective students in Vietnam. The 

choice factors are classified into three categories. The specific objectives are derived from these 

which are: 

● To determine the potential choice factors gathering for prospective students that 

influenced their decision to select an institution of higher education. 

● To determine the potential factors of information source gathering for prospective 

students that influenced their decision to select an institution of higher education. 

● To determine the potential factors of demographics derived from prospective students 

that influenced their decision to select an institution of higher education. 
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LITERATURE REVIEW 

The decision-making process of prospective students 

People take part in distinct types of decision-making behavior, which require attempt 

and time of consumers in making their own decision. From a marketing perspective, higher 

education is regarded as a service which has the characteristics of intangibility, impermanence, 

concomitance and variability (Brown, Varley, and Pal 2009; Simões and Soares 2010). 

Furthermore, it is widely believed that customers just have only one chance to make a decision 

without having the ability to experience their course before enrollment (Moogan, Baron, and 

Harris 1999). 

The basic five-stage process (Kotler, 1997) has formed the proofs for studies of 

consumer buying behavior which included Problem Recognition, Information Search, 

Alternatives Evaluation, Purchase, and Post-purchase Evaluation (Moogan, Baron, and Harris 

1999). It can be applied when consumers purchase either goods or services. The decision-

making process of prospective students commences from the time when they are aware of the 

willing to pursue universities, and ends with the university enrollment (Moogan, Baron, and 

Harris 1999). Problem recognition, information search, and alternatives evaluation are 

considered parts of the pre-purchase stages of higher university selection (Brown, Varley, and 

Pal 2009; Moogan and Baron 2003). In addition, Vrontis et al. (2007) contributed a detailed 

view compared to the studies of Kotler (1997) by providing 3DM (which is comprise of 3 

stages: need arousal, evaluation of alternatives, and final decision assessment) and a further 

development of Hanson and Litten model (Litten 1982) called the preliminary integrated 

generic higher education student-choice. With these two studies, it brings out a deeper and 

better understanding of the student decision-making process. Therefore, prospective students 

stick to three main stages of the decision-making process when choosing a university: Higher 

education intention (the students commit the aspiration to chase further studying and wants to 

achieve a higher educational degree), Evaluation (the students will seek for associated 

information and assess their potential decisions), and Final decision. Each of those is affected 

by not one but up to two groups of dimensions of related factors. 
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Figure 1: Conceptual Model 

Source: Adapted from “Consumer Buying Decision Process” (Kotler, P. 1997); “A preliminary 

integrated generic higher education student-choice model” (Nemar and Vrontis 2016); and “A 

higher education student-choice analysis: the case of Lebanon” (Nemar and Vrontis 2016) 

Choice factors when selecting a university 

The choice factors portfolio is differentiated across surveys. Soutar and Turner (2002) 

reckoned that "course suitability," "academic credibility," "job opportunities," and "teaching 

standard" belonged to Western Australia’s top four contributing variables of university tastes. 

The factors of  “proximity of geographic”, “credibility in academic” and “reputation in 

academic” were examined by Simões and Soares (2010), and the factors of  “employability 

expectation' and “program flexibility” were additionally noted. Veloutsou et al. (2004) 

analyzed the need as well as relevant significance of 36 choice factors, and the primary 

materials needed were linked to “design of particular courses”, “prestige of the institution” and 

prestige of the administration. In the sense of Scotland, the exploratory analysis by Briggs 

(2006) revealed the top ten variables of which the three highest factors were “prestige in 

academic”, “distance away from home” and “place”. According to Dao and Thorpe (2015), 

“facilities and resources”, “programme” and “price” were most relevant. The results of the 

option factor analysis seen in the previous report are based on the context of the research. 

The present paper adapts the context of previous research in this field from the scheme 

of Hemsley-Brown research (Hemsley-Brown and Oplatka 2015). Moreover, the current 

research contains a segmentation analysis that discusses Hemsley-Brown and Oplatkaa's 

preference influences across population segments (Hemsley-Brown and Oplatka 2015). Most 

research in this field (Bonnema and Van der Waldt 2008; Briggs 2006; Briggs and Wilson 

2007; Mazzarol and Soutar 2002) underestimates the demographics or student’s synopsis in 

the study, which is potential to explore . The significance within the context of Bonnema and 

Van der Waldt (2008) is adapted to the information sources analysis of this study. 
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Choice factors can be classified into two main groups: the institutions and the student 

related characteristics. At first, the dimension defines choice factors as the service attributions; 

for this paper, they appear as the features of a further institutional pursuit, for example, 

“reputation”, “quality of teaching”, “entry qualification”, “career prospects”, and “student life”. 

Then, the next dimension describes choice factors in terms of student-related features. These 

variables are geographical, demographics, price sensitive, and academics. The aspects of 

‘student life, geographical, price sensitivity’ is the exception which is loaded in both these two 

dimensions (Hemsley-Brown and Oplatka 2015). 

Institution-related characteristics: With the matter of high esteem, high regard or prestige 

are placed as more valuable characteristics than facilities or appearance related characteristics: 

Veloutsou et al. (2004) stated that candidates highly inquire about acknowledge related to 

reputation, courses and campus. On the other hand, Bonnema and Van der Weldt (2008), in 

their research, believed that separate sub-groups (market segments) hinge on multiple 

institution-related features with the purpose of making decisions. The literature review reveals 

an appropriate level of discontinuity of choice factors, and the outcomes are basically 

preference in the paper of Hemsley-Brown & Oplatka (2015). An examination of this 

exploration represented five most regular components of decision-making factors. 

 

Table 1: Choice factor measurement items – Institution-related factors 

 

Dimension Items 

Reputation 

University reputation 

Degree reputation 

Academic standing or ranking 

Campus physical/visual appearance and safety 

Types of universities (private/public) 

University public Image 

Facilities at the university 

Quality of Teaching 

Actual course programme 

Actual course content 

Class size ( the average number of students per class) 

The aptitude of lecturers 

Quality of teaching staff 

Entry Qualification 

The requirement for the university entry 

Quick response to application 

The parent' affordability to cover higher fees 

Cost and price for maintaining in university 

Career Prospects 

Experiential benefits of going to the university 

Lifestyle benefits (aspect of developing yourself as a person) 

Social benefits (aspect of meeting new people and the social life) 

Overall expected experience (witness of corporate transport and 

enjoying time on university campus) 

Post-degree employability 

Research success (a strong reputation for high levels of research 

activities) 

Administrative efficiency (staff’s friendliness, clarity of admission 

procedures, and registration processes) 

Scholarship 
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Employment prospect (after graduating) 

Immigration opportunities 

Student Life Psychosocial life (the social activities and culture climate within 

university) 

Geographical 

Live with parents when attending university 

Proximity to home 

Part-time employment prospects 

Travel to institution 

Location of the university 

Price Sensitivity 
Cost of living at school 

Fear of debt for studying at school 

Financial aid from school 

 

Student-related characteristics: The results of the selected articles show that scholars have 

preferred to concentrate their research on disparities within student groups by sex, ethnic 

category, age, including mature or school leavers, and family income, and factors correlated 

with academic issues, containing prior parental education and student’s qualification. Studies 

working on student traits tended to take advantage of high school polls (often focused on 

secondary data) or grade 12th students. 

 

Table 2: Choice factor measurement items – Student-related factors 

 

Dimension Items 

Geographical 

Live with parents when studying 

Part-time employment prospects 

Proximity to home 

Travel to institution 

Location from home to school 

Demographics 

Family income 

Gender/sex 

Age: mature vs school leaver 

Racial group 

Parental education 

Socio-economic status 

Price Sensitivity 

Cost of Living 

Cost and price 

Affordability 

Fear of debt 

Financial Aid 

Academic Qualification 

Performance at high school 

 

Information sources 

Lists and types of sources of information are basically relied on the context of research, 

which is categorized into: personal and impersonal (Patti and Chen 2009); or direct,and social 

media (Bonnema and Van der Waldt 2008). Furthermore, Hemsley-Brown and Oplatka 

research (Hemsley-Brown and Oplatka 2015) also included the impact of parenting and peers 
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as two key sources of information. The criteria prospects concentrate on during their decision-

making play a pivotal role for marketers to take into consideration. Most sources were 

assembled in three sections: Marketing-controlled sources and WOM sources (Le, Robinson, 

and Dobele 2019). 

 

Table 3: Information sources measurement items 

 

Dimension Items 

Marketing-controlled 

Sources 

Institution websites 

Institution informative brochures 

Billboard advertising 

Television advertising 

Radio advertising 

Magazines advertising 

Newspapers advertising 

Exhibitions of career/profession 

Open days 

Assessments of career/profession 

University’ distribution of fee publications 

WOM Sources 

A close friend consultation 

A past or current student of institution consultation 

A school counsellor/guidance teacher consultation 

A parent and guardian consultation 

A family member consultation (other than parents and guardians) 

 

METHODOLOGY 

A longitudinal approach will be applied to examine the decision-making process of 

prospective students. The longitudinal study requires repeated measurements over several 

periods of time with the same participants. To gather evidence that is either qualitative or 

quantitative, longitudinal studies often use surveys. Likewise, a questionnaire designer should 

not intervene with selected respondents in a research sample. Conversely, to detect changes in 

subjects, habits, or beliefs, the survey author distributes questionnaires over time. This 

longitudinal study is designed with quantitative data collection using the questionnaire survey. 

The questionnaire consists of items which will be measured on importance through a seven-

point Likert scale (not important at all - extremely important). The survey will be delivered and 

collected through three different periods in order to perform a deeper insight of the student's 

higher education decision-making process. First, at the beginning of 12th grade high school 

year (from August to September) in which students (have a very little or basic knowledge about 

the university choice factors and their importance) are examined to collect the first initial data. 

Second, the phase called the university’ marketing action, usually occurs from February to 

March. The universities in this phase are conducting a large amount of marketing involvement 

such as open day, campus visiting... to catch high school students' attention. Third, the last 

phase to conduct a survey is at the end of the 12th grade school year, which is called the final 

decision-making phase. The research questions are conducted based on the objectives, and 

discussed as follow: 
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● What are the choice factors which prospective students are involved in their university 

selection during the decision-making process? 

● What are the information sources which the prospective students involve in their 

university selection during decision-making process? 

As the point of this research is to understand the essential factors which related to higher 

education decisions of high school students, the population of this study are the final year 

students in several high schools located in Ho Chi Minh City in general, and other provinces 

for references. With more than 500 responses expected to be an adequate sample size and to 

search for a wide range of respondents, the selection position of the survey will be distributed 

to the respondents in the chosen regions: High schools in the metropolitan areas of Ho Chi 

Minh City, and several cities in other provinces.  

There are several ways of conducting the questionnaire as well as the places to collect 

them. The primary approach to the sample population is offline collection, which requires face-

to-face meeting and printed material or documents (questionnaire) to hand in for the target 

samples. The collector would come to specific high schools in Ho Chi Minh City or positively 

other cities in other provinces to distribute the questionnaire to 12th grade students, then gather 

the sampling whenever they finish. Although in such a way, the response rate is certainly 

guaranteed, the extra expense (e.g. printing material, transportation, fee for school) for 

conducting is included.  On the other hand, online sites would become a more potential solution 

to be considered. The researcher needs to prepare all of the necessary information which is 

wished to collect and put it in an online form. Due to the high applicability of Facebook, using 

this channel for contacting and gathering data from target students is potential and significant. 

There are a wide range of pages that relate 12th grade students called as a group page. The data 

is likely to be collected through these groups if receiving the assist of the admin for posting the 

online form on their pages. In addition, approaching many groups of studying abroad for 12th 

grade students on social networks (Facebook groups and fan pages) are highly recommended 

in order to perform more diverse results. Fortunately, the whole process through the Internet is 

technically free and cost-reducing (no transportation is required). However, there is no face-to-

face interaction among students and researchers (only by the means of message contacting), 

the response rate is low and risky. For both offline and online approaches, as a result, they 

certainly need an extra fee or gifts given to the target samples so as to encourage their 

questionnaires fulfillments. 

CONCLUSION 

Higher education specialists conclude that students from various financial foundations 

settle on various decisions (Callender and Jackson 2008; Cho et al. 2008; Reay et al. 2001). 

The decision-making process is various with different segments, as well as throughout different 

stages of consideration. There are a few studies about university choice factors, but lack of 

research to explore the journey of this high-involved selection (Le, Robinson, and Dobele 

2019). A conceptual framework is developed for this research, and a longitudinal approach is 

proposed to investigate this framework in the context of Vietnamese higher education. 
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EXTENDED ABSTRACT 

 

Approximately one- third of all food produced globally is discarded (FAO, 2019). A 

comparison of food discarded at food production, food service, retail and household levels in 

the EU reveals that households account for the majority of the food waste with a 42% (BIOIS, 

2010). Based on that, the main objective of this study is to provide a deeper understanding of 

consumer attitudes and intentions toward avoiding food waste and generate suggestions for 

public policy. For this purpose, the study will mainly focus on food waste related risk 

perceptions. Perceived risk dimensions of not only wasting food but also not wasting food will 

be examined. 

 

Perceived risk, which is defined as number of losses incurred if a behavior produces 

negative outcomes (Cunningham, 1967), is an essential determinant in most consumer 

decisions. Consumers assess various dimensions of risk, namely financial, performance, 

physical, psychological, and social risk (Jacoby & Kaplan, 1972), associated with their 

behavior when adverse consequences are probable.  

 

Similarly, consumer act of wasting food or avoiding food waste entails risk. For some 

consumers throwing food out food may generate financial risks in terms of wasting money 

(Visschers et al., 2016) and psychological risk in terms of harming one’s self-image (Stefan et 

al., 2013). For others not discarding food may lead to physical risk, which relates to damaging 

one’s health, and performance risk with regard to nutritional value and taste of food (Tsiros & 

Heilman, 2005). Also, trying not to waste food by preparing less food for family and friends 

may give rise to social risk as to harming one’s good provider identity (Visschers et al., 2016). 

As consumer place rather more emphasis on evading errors than maximizing utility in their 

decisions (Mitchell, 1999), perceived risk associated with food waste will operate as an 

important driver of consumer attitude and intention toward avoiding food waste. 

 

The data for this study is collected through a web-based questionnaire. The final sample 

consists of 147 graduate and undergraduate students, of which 40.8% are female, and 59.2% 

are male. Most of the participants (79.5%) are within the age range of 19 to 30 years (M = 

26.61, SD = 7.97). The survey comprises items assessing attitudes toward food waste (e.g. 

Wasting food is extremely negative) and intentions to avoiding food waste (e.g. I will make an 

effort to produce only very little food waste). Items covering physical risk (e.g. I am worried 

that eating leftovers results in health damage.), performance risk (e.g. I believe that food 

products lose nutrition value as its use-by date gets closer.), and social risk (e.g. It would be 
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embarrassing to me if my guests ate all the food I had prepared for them. They would probably 

have liked to eat more.) dimensions of trying not to waste food are also included in the 

questionnaire. Last, the survey compromises financial risk (e.g. I think that wasting food is a 

waste of money.) and psychological risk (e.g. Wasting food does not fit in well with my self-

image.) related to wasting food. 

 

A multiple regression analysis is performed to examine the effect of perceived risk 

dimensions related to food waste on attitudes and intentions toward avoiding food waste. The 

results of the analysis revealed that physical, performance, and financial dimension of 

perceived risk related to food waste have a significant impact on attitudes towards avoiding 

food waste (F (9, 138) = 4.750, p < .001, R2 = 0.24). Specifically, an increase in perception of 

physical risk ( = -0.121, p < 0.05), and an increase in performance risk ( = -0.148, p < 0.001) 

of preserving food decreases attitudes towards avoiding food waste. Additionally, as financial 

risk of wasting food ( = 0.145, p < 0.05) rises attitudes towards avoiding food waste also 

increase. The results of the regression model predicting the intention to avoid food waste 

revealed a significant effect of financial and psychological dimensions of risk of wasting food 

(F (9, 137) = 4.581, p < .001, R2 = 0.32). In particular, as financial risk ( = 0.166, p < 0.05) and 

psychological risk ( = 0.317, p < 0.001) of wasting food increase intention to avoid food waste 

also increase.  
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ABSTRACT 

 

During the pandemic, healthcare professionals have been the most affected by the 

pandemic physically and psychologically. Therefore, job stress and job satisfaction 

levels of healthcare workers are worth researching. The purpose of this study is to 

determine the job stress and job satisfaction levels of healthcare professionals working 

during the COVID-19 pandemic, to evaluate them according to their socio-demographic 

characteristics and to investigate the relationship between their job stress and job 

satisfaction. The research is a cross-sectional survey and a quantitative study. The 

research population consists of 271 healthcare professionals working at Amasya 

University Sabuncuoğlu Şerafeddin Training and Research Hospital. According to the 

findings, the job stress levels of healthcare workers differ significantly according to the 

units they work in. In this respect, especially the situation of the staff struggling with the 

epidemic in the foreground differs. In terms of gender, the job satisfaction of male 

employees is higher than women, and it has been observed that the job satisfaction rate 

of 40- year-olds and employees is higher than the others. Although their job satisfaction 

is high, it can be said that a number of strategies and measures should be implemented 

to protect healthcare workers working under extraordinary conditions such as the 

pandemic from long term stress. In this context, various strategies can be implemented, 

such as working hour regulation programs, implementing strategies to reduce the 

pressure to make difficult decisions and providing individual or group psychological 

support programs. 

Keywords: COVID-19, pandemic, healthcare workers, job stress, job satisfaction 
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INTRODUCTION 

The COVID-19 case emerged epidemically in Wuhan city in China first time, in 

December 2019, and was soon declared as a pandemic by the World Health 

Organization. The fact that no treatment has been found in the world up to now, and the 

vaccine production that is new and not yet widely used has caused the pandemic to 

increase rapidly. As of December 2020, it was determined that the number of cases in 

the world exceeded 77 million and the number of people who died as a result of COVID-

19 disease caused by coronavirus exceeded 1.7 million (BBC News, 2020). Healthcare 

workers who fight on the front lines with the coronavirus in Turkey as in other countries 

of the world have become the primary target of this virus. In the news dated 09 December 

2020, it was seen that the number of healthcare workers who tested positive in the 

country without discrimination based on the job title was over 120,000 and 216 of them 

workers died due to coronavirus (Evrensel, 2020). It is known that healthcare workers 

who survived the coronavirus disease started devotedly working again, ignoring the risk 

of getting the virus again and returning to their previous tasks. During the pandemic 

process, healthcare professionals have been to be the workers most affected by the 

pandemic physically and psychologically. Therefore, during this pandemic period, the 

job stress and job satisfaction levels of healthcare workers are worth researching. 

Job stress is a situation where job and organizational demands, constraints and 

opportunities are mediated by individual characteristics. The concept of job satisfaction, 

which can be evaluated as a reflection of employees’ feelings about their jobs, has been 

an issue that emphasized and studied for many years. Job satisfaction is considered to be 

a combination of mental, physiological and environmental conditions in a real sense that 

people say “I am quite satisfied with my job” (Rinehart & Short, 1994). Increasing the 

quality of business life is possible by ensuring job satisfaction, by organizing working 

conditions and working environment, the mental, economic and social needs of the 

employees and minimizing the problems that may arise in business life. 

The lower job stress and higher job satisfaction of healthcare workers will not 

only affect them individually but will have positive effects on healthcare services and 

users of the service. Although there are studies evaluating the situation of healthcare 

workers regarding job stress and job satisfaction during the pandemic period in the 

international literature (Vagni, Maiorano, Giostra, & Pajardi, 2020; Ornell et al, 2020; 

Duncan, 2020). The studies in Turkey are mostly based on optimism, stress, 

emotionality, emotional labour, problems experienced and changes in mood (Polat & 

Çoşkun 2020; Kulu, Özsoy, Gürler, & Özbeyli, 2020; Tengilimoğlu et al, 2021). It is 

thought that the evaluation of the job stress and satisfaction levels of healthcare workers 

in the context of the pandemic will contribute to the literature and may be beneficial in 

improving the quality of health services evaluating by health politicians, managers, and 

health professionals. Therefore, it is important to determine the job stress and 

satisfaction levels of healthcare workers during this period and to reveal whether their 

job stress levels and job satisfaction levels differ according to their socio-demographic 

characteristics. 

METHODOLOGY 

The purpose of this study is to determine the job stress and satisfaction levels of 

healthcare professionals working during the COVID-19 pandemic, to evaluate them 

according to their socio- demographic characteristics and to investigate the relationship 

between their job stress and job satisfaction. The research is a cross-sectional survey and 

a quantitative study. The following hypotheses will be tested in the research. 
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H1: Job stress levels of healthcare workers differ significantly according to their 

sociodemographic characteristics. 

H2: The job satisfaction levels of healthcare professionals differ significantly 

according to their sociodemographic characteristics. 

H3: There is a significant relationship between the job stress level and their job 

satisfaction level of healthcare professionals. 

The research population consists of 916 healthcare professionals working at 

Amasya University Sabuncuoğlu Şerafeddin Training and Research Hospital. The 

sample was determined using the quota sampling method since the employees in the 

universe consist of homogeneous strata within themselves and there is a difference in 

terms of profession between the strata (Nakhchivan, Erdogan, & Esin, 2014). The 

population was 916 and the sample size was calculated as 271 (see Table 1). 

Table 1. Population and the sample size 

Job Title Populati

on 

Weights of 

sample 

Sample size 

Physician 170 170/916= 0,185 0,185x271 ~ 

50 

Nurse 360 360/916= 0,393 0,393x271 ~ 

107 

Healthcare technician 221 221/916= 0,241 0,241x271 ~ 

65 

Other healthcare 

worker 

165 165/916= 0,180 0,180x271 ~ 

49 

Total 916 1,000 271 

 

The data in the study were collected by a questionnaire form. The first part of the 

questionnaire includes questions to determine socio-demographic characteristics, the 

second part includes the job stress scale, and the third part includes the Minnesota job 

satisfaction scale. In this study, the scale used to measurement job stress, is that 

developed by Theorell et al (1988) and the Turkish adaptation of the “Job Stress 

Questionnaire” was made by Yıldırım et al (2011). The scale consists of 14 questions 

and 4 sub-dimensions. Sub-dimensions are named “Social Support” (6 questions), 

“Workload” (3 questions), “Use of Skills” (3 questions) and “Job Decision Latitude” (2 

questions). Scale items are scored as “never” (1), “always” (5) using a 5-point Likert. 

“Minnesota Job Satisfaction Scale” was developed by Weiss et al (1967) to 

determine the level of job satisfaction. In this study, the Minnesota Job Satisfaction 

Scale’s ability to measure the satisfaction dimension from different aspects, the 

questions being clear and understandable, and the reliability analysis proved in many 

studies (Weiss, Davis, England, & Lofquist, 1967; Spector, 1997; Avcı & Karatepe, 

2000; Ezzedeen, 2003; Rothman, 2008). Its validity and reliability study in Turkey was 

conducted by Baycan (1985). Minnesota Job Satisfaction Scale is a five-point Likert 

type scale scored between 1-5. In the scale scoring, “I am not satisfied at all” (1); “I am 

very satisfied” (5) points. The Minnesota Job Satisfaction Scale consists of 20 items that 

determine the level of intrinsic, extrinsic and general satisfaction. First sub-dimension 

(intrinsic satisfaction): It consists of 1, 2, 3, 4, 7, 8, 9, 10, 11, 15, 16, 20 items. Success 

consists of elements related to satisfaction with the inherent nature of the job, such as 

recognition or appreciation, the job itself, job responsibility, promotion and job change 
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due to promotion. Second sub-dimension (extrinsic satisfaction): It consists of items 5, 

6, 12, 13, 14, 17, 18, 19. Business policy and management consist of elements pertaining 

to the environment of the business such as control type, manager, working and relations 

with subordinates, working conditions, wages. 

The research data were collected by questionnaire method from healthcare 

professionals working at Amasya University Sabuncuoğlu Şerafeddin Training and 

Research Hospital between 3-25 November 2020. Due to the COVID-19 process, the 

questionnaires were applied via online. The answers given by the participants, who were 

assumed to reflect their views realistically by giving sincere answers to the data 

collection tool of physicians, nurses, health officials and other healthcare professionals, 

were accepted as correct. The findings of this study only cover the job stress levels and 

job satisfaction levels of healthcare professional. 

For the scales used in this study, the construct validity was evaluated by making a 

confirmatory factor analysis in the AMOS 24 program. In the confirmatory factor 

analyzes performed, the suitability of the models was evaluated by looking at the model 

fit indices. Cronbach’s alpha coefficients and reliability of the scales were examined in 

the analyzes. The data show a normal distribution. Number, percentage, mean, standard 

deviation values are given in descriptive statistics. The t-test was used to compare two 

independent groups, and the Anova test to compare three or more independent groups. 

When a statistically significant difference was found in Anova tests, multiple 

comparison tests were performed. Pearson’s correlation analysis was used to determine 

the relationships between variables. The p value less than 0.05 in the analyzes was 

considered statistically significant. 

FINDINGS 

In this section, the validity and reliability findings of the scales used in the study, 

the difference analysis findings regarding the socio-demographic characteristics, and the 

relationship findings between variables are included. According to the descriptive and 

reliability analysis findings of the job stress scale, the mean of the dimensions of the 

scale is between 3,68-,14. It was determined that the subscales of the scale and the 

Cronbach’s alpha values of the scale were between 0,642-0,801 and the scale was 

reliable. According to the descriptive and reliability analysis findings of the job 

satisfaction scale, it was determined that the mean of the dimensions of the job 

satisfaction scale was between 3.51 and 3,58; the sub-dimensions of the scale and the 

Cronbach’s Alpha values of the job satisfaction scale were between 0,793 and 0,884 and 

the scale was reliable. 

Descriptive findings regarding the socio-demographic characteristics of the 

healthcare professionals participating in the study are presented in Table 2. According 

to this, 40.6% of the participants in the study are between the ages of 20-29, 56.5% are 

women, 63.5% were married, 43.9% are undergraduated, 39.5% are nurses,% 51.3% of 

them work in other units and 45.4% of them have been working for 1-10 years. 

 

Table 2. Distribution of sociodemographic variables (N=271) 

Respondents’ sociodemographic characteristics n % 

 

Age (33,06±8,55) 

20-29 Age 11

0 

40,6 

30-39 Age 94 34,7 

40+ Age 67 24,7 
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Gender 
Female 15

3 

56,5 

Male 11

8 

43,5 

Marital Status 
Married 17

2 

63,5 

Single 99 36,5 

 

Education 

High school 56 20,7 

Associate degree 51 18,8 

Graduate 11

9 

43,9 

Postgraduate 45 16,6 

 

Title 

Physician 50 18,5 

Nurse 10

7 

39,5 

Healthcare technician 65 24,0 

Other healthcare worker 49 18,1 

 

Department 

Internal medical sciences 65 24,0 

Surgical medical sciences 41 15,1 

Laboratory Services 26 9,6 

Others 13

9 

51,3 

 

Job Tenure 

<1 year 31 11,4 

1-10 years 12

3 

45,4 

11-20 years 84 31,0 

21+ years 33 12,2 

 

The results of the Anova test, which was conducted to determine whether there is 

a difference in the job stress scale and job satisfaction scale according to the age groups 

of the participants in the study, are presented in Table 3. According to the findings, a 

statistically significant difference was found in the “intrinsic job satisfaction” dimension 

and “general satisfaction”, which are sub- dimensions of the job satisfaction scale, 

according to the age groups of the participants (p <0.05). 

 

Table 3. Differences Analysis Findings According to Participants’ Age Groups (N=271) 

Dimensions of 

scales 

Age n Mean SD F p Differ

ence 

Workload 20-29 years1 110 4,14 0,91 0,006 0,994  

 30-39 years2 94 4,13 0,93    

40+ years3 67 4,13 0,87 

Skill use 20-29 years1 110 4,10 0,79 0,777 0,461  

30-39 years2 94 3,97 0,97 

40+ years3 67 4,11 0,76 

Job 20-29 years1 110 3,70 1,20 0,875 0,418  
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decision 

latitude 
30-39 years2 94 3,56 1,22 

40+ years3 67 3,81 1,04 

Social support 20-29 years1 110 4,01 0,68 0,029 0,972  

30-39 years2 94 4,02 0,88 

40+ years3 67 4,04 0,77 

Job Stress 

Scale 
20-29 years 1 110 4,01 0,51 0,381 0,683  

30-39 years 2 94 3,96 0,70 

40+ years 3 67 4,04 0,52 

Intrinsic Job 

Satisfaction 
20-29 years1 110 3,61 0,77 3,730 0,025* 3

<

1 

3

<

2 

30-39 years 2 94 3,70 0,87 

40+ years3 67 3,35 0,81 

Extrinsic Job 

Satisfaction 
20-29 years 1 110 3,56 0,73 2,156 0,118  

30-39 years 2 94 3,59 0,95 

40+ years 3 67 3,33 0,83 

General 

Satisfact

ion 

20-29 years1 110 3,59 0,70 3,213 0,042* 3

<

1 

3

<

2 

30-39 years 2 94 3,65 0,87 

40+ years 3 67 3,34 0,76 

*p<0.005 

 

The analysis findings of the T-test conducted to determine whether there is a 

difference in job stress and job satisfaction according to the gender of the participants in 

the study are presented in Table 4. According to these findings, in terms of gender, the 

dimensions of the job stress scale in the “job decision latitude” and the “social support” 

and total was a significant difference. In the job satisfaction scale sub-dimensions 

“internal satisfaction”, “external satisfaction” and “general satisfaction” a statistically 

significant difference was found. Male employees have higher job satisfaction than 

women (p<0.05). 

 

Table 4. Differences Analysis Findings According to Participants’ Gender (N=271) 

Dimensions of scales Gender n Mea

n 

SD t p 

Workload Female 153 4,15 0,85 
0,317 0,751 

Male 118 4,12 0,98 

 

Skill use 

Female 153 4,05 0,83  

-0,160 

 

0,873 Male 118 4,07 0,88 

Job decision latitude Female 153 3,54 1,18 
-2,181 0,030* Male 118 3,86 1,13 

Female 153 3,91 0,79  
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Social support 
Male 118 4,16 0,74  

-2,709 
0,007* 

Job Stress Scale Female 153 3,94 0,60 
-1,984 0,048* Male 118 4,08 0,54 

 

Intrinsic Job 

Satisfaction 

Female 153 3,42 0,85  

-3,716 

 

0,000* Male 118 3,79 0,75 

Extrinsic Job 

Satisfaction 

Female 153 3,32 0,85 
-4,270 0,000* Male 118 3,75 0,77 

General Satisfaction Female 153 3,37 0,81 
-4,316 0,000* Male 118 3,77 0,70 

*p<0.005 

 

The analysis findings of the T-test conducted to determine whether there is a difference 

in the organizational stress scale and job satisfaction scale according to the marital status of 

the participants in the study are presented in Table 5. According to these findings, a statistically 

significant difference was found in the “social support” dimension of the job stress scale sub-

dimensions according to the gender of the participants (p<0.05). Accordingly, in the “social 

support” dimension, the average of “married” participants (4.11±0.75) was found to be higher 

than the average of “single” participants (3.86±0.79). 

 

Table 5. Differences Analysis Findings According to Participants’ Marital Status (N=271) 

Dimensions of scales Marital 

Status 

n Mean SD t p 

Workload Married 172 4,09 0,96 -1,265 0,207 

Single 99 4,22 0,80 

 

Skill use 

Married 172 4,00 0,90 -1,626 0,105 

Single 99 4,17 0,75 

Job decision latitude Married 172 3,68 1,17 ,082 0,935 

Single 99 3,67 1,16 

 

Social support 

Married 172 4,11 0,75 2,644 0,009* 
Single 99 3,86 0,79 

Job Stress Scale Married 172 4,01 0,62 ,405 0,686 

Single 99 3,98 0,51 

 

Intrinsic Job 

Satisfaction 

Married 172 3,56 0,87 -,405 0,686 

Single 99 3,61 0,74 

Extrinsic Job 

Satisfaction 

Married 172 3,49 0,88 -,550 0,583 

Single 99 3,55 0,77 

General Satisfaction Married 172 3,53 0,83 -,509 0,611 

Single 99 3,58 0,70 

*p<0.005 

 

The results of the ANOVA test, which was conducted to determine whether there is a 

difference in the job stress scale and job satisfaction scale, according to the educational status 
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of the participants in the study, are presented in Table 6. In the job stress scale sub-dimensions 

“decision making”, “social support” and “job stress scale”, job satisfaction scale sub-

dimensions “intrinsic satisfaction”, “extrinsic satisfaction” and “general satisfaction” a 

statistically significant difference was found according to the educational status of the 

participants (p<0.05). 

 

Table 6. Differences Analysis Findings According to Participants’ Education (N=271) 

Dimensions 

of scales 

Education n Mean SD F p Difference 

Workload High school1 56 4,04 0,94  

 

0,546 

 

 

0,652 

 

Associate 

degree2 
51 4,20 1,01 

Graduate3 119 4,11 0,89 

Postgraduate4 45 4,25 0,78 

Skill use High school1 56 3,97 1,04 
1,314 0,270 

 

Associate 51 4,01 0,91 

 degree2       

Graduate3 119 4,03 0,79 

Postgraduate4 45 4,28 0,66 

Job decision 

latitude 
High school1 56 3,54 1,23    

2<3 

1<4 

2<4 

3<4 

 Associate 
51 3,23 1,40 

  

 degree2 7,081 0,000* 

 Graduate3 119 3,71 1,06   

 Postgraduate4 45 4,27 0,78   

Social 

support 
High school1 56 4,11 0,84    

 Associate 
51 3,73 0,84 

  2<1 

 degree2 4,825 0,003* 2<3 

   2<4 

Graduate3 119 3,99 0,74 

 Postgraduate4 45 4,31 0,56    

Job stress 

scale 
High school1 56 3,97 0,64    

 Associate 
51 3,83 0,63 

  1<4 

 degree2 5,207 0,002* 2<4 

   3<4 

Graduate3 119 3,99 0,53 

 Postgraduate4 45 4,28 0,50    

Intrinsic 

Satisfaction 
High school1 56 3,76 0,77    

2<1 

3<1  Associate   
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 degree2 51 3,35 0,80 9,917 0,000* 
2<4 

3<4 
 Graduate3 119 3,41 0,84   

 Postgraduate4 45 4,06 0,62   

Extrinsic 

Satisfaction 
High school1 56 3,66 0,71   2<1 

3<1 

1<4 

2<4 

3<4 

 Associate 
51 3,28 0,76 

  

 degree2 16,307 0,000* 

 Graduate3 119 3,29 0,87   

 Postgraduate4 45 4,18 0,59   

General 

satisfaction 
High school1 56 3,71 0,69   2<1 

3<1 

1<4 

2<4 

3<4 

 Associate 
51 3,32 0,73 

  

 degree2 14,576 0,000 

 Graduate3 119 3,35 0,81   

 Postgraduate4 45 4,12 0,55   

*p<0.005 

 

The results of the ANOVA test, which was conducted to determine whether there is a 

difference in the job stress scale and job satisfaction scale according to the job titles of the 

participants in the study, are presented in Table 7. According to these findings, it was found 

statistically significant differences according to the job stress scale sub-dimensions “skill use”, 

“job decision latitude”, “social support”, total “job stress”, “intrinsic satisfaction”, “extrinsic 

satisfaction” and “general satisfaction” (p<0.05). 

 

Table 7. Differences Analysis Findings According to Participants’ Job Title (N=271) 

Dimensions 

of 

scales 

Job Title n Mean SD F p Difference 

 

Workload 
Physician1 50 4,23 0,75  

0,704 

 

0,550 

 

Nurse2 107 4,17 0,85 

Healthcare 

Technician3 

65 4,12 1,02 

Other healthcare 

worker4 

49 3,98 1,00 

Skill use Physician1 50 4,24 0,71 
2,863 0,037* 

3<1 

4<1 
Nurse2 107 4,16 0,80 

 Healthcare 

Technician3 

65 3,92 0,92   4<2 

4<3 

Other healthcare 

worker4 

49 3,85 0,95 

 

Job 
Physician1 50 4,39 0,73  

9,053 

 

0,000* 
2<1 

3<1 Nurse2 107 3,51 1,15 
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decision 

latitude 

Healthcare 

Technician3 

65 3,69 1,13 4<1 

Other healthcare 

worker4 

49 3,32 1,35 

 

Social 

support 

Physician1 50 4,30 0,50  

3,642 

 

0,013* 
2<1 

3<1 

4<1 
Nurse2 107 4,03 0,74 

Healthcare 

Technician3 

65 3,92 0,87 

Other healthcare 

worker4 

49 3,83 0,87 

 Physician1 50 4,28 0,46   2<1 

Job 

stress 

scale 

Nurse2 107 4,01 0,53 
6,668 0,000* 

3<1 

4<1 Healthcare 

Technician3 

65 3,93 0,60 

   4<2 

Other healthcare 

worker4 

49 3,79 0,68 

 

Intrinsic 

Satisfact

ion 

Physician1 50 3,96 0,68  

4,787 

 

0,003* 
2<1 

3<1 

4<1 
Nurse2 107 3,46 0,87 

Healthcare 

Technician3 

65 3,59 0,76 

Other healthcare 

worker4 

49 3,45 0,84 

 Physician1 50 4,02 0,69   2<1 

Extrinsi

c 

Satisfact

ion 

Nurse2 107 3,38 0,83 
9,996 0,000* 

3<1 

4<1 Healthcare 

Technician3 

65 3,57 0,75 

   4<3 

Other healthcare 

worker4 

49 3,21 0,90 

 

General 

satisfaction 

Physician1 50 3,99 0,63  

7,941 

 

0,000* 
2<1 

3<1 

4<1 
Nurse2 107 3,42 0,81 

Healthcare 

Technician3 

65 3,58 0,70 

Other healthcare 

worker4 

49 3,33 0,83 

*p<0.005 

 

ANOVA test analysis results are presented in Table 8 to determine whether there is a 

difference in the job stress scale and job satisfaction scale according to the units in which the 

participants work. According to these findings, the dimensions of the organizational stress 

scale include the “workload”, the “job decision latitude”, the “social support”, the “job stress 

scale”, the sub-dimensions of the job satisfaction scale, the “intrinsic” and the “extrinsic 
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satisfaction” and in the general satisfaction, a statistically significant difference was found 

(p<0.05). 

 

Table 8. Differences Analysis Findings According to Participants’ departments (N=271) 

Dimensions 

of scales 
Department n Mean SD F p Difference 

 

 

Workload 

Internal medical 

sciences1 
65 4,27 0,94 

 

 

4,521 

 

 

0,004* 

 

 

4<1 

4<2 
Surgical medical 

sciences2 
41 4,49 0,61 

Laboratory 

Services3 

26 4,19 0,83 

Others4 139 3,96 0,94 

 

 

Skill use 

Internal medical 

sciences1 
65 4,17 0,89 

 

 

2,423 

 

 

0,066 

 

Surgical medical 

sciences2 
41 4,29 0,73 

Laboratory 

Services3 

26 4,08 0,85 

Others4 139 3,93 0,85 

 

Job 

decision 

latitude 

Internal medical 

sciences1 
65 4,08 1,12 

 

3,814 

 

0,011* 

2<1 

3<1 

4<1 Surgical medical 

sciences2 
41 3,43 1,23 

 Laboratory 

Services3 

26 3,42 1,21    

Others4 139 3,61 1,13 

 

 

Social support 

Internal medical 

sciences1 
65 4,27 0,55 

 

 

3,189 

 

 

0,024* 

 

 

2<1 

4<1 
Surgical medical 

sciences2 
41 3,90 0,84 

Laboratory 

Services3 

26 4,03 0,79 

Others4 139 3,93 0,82 

 

 

Job stress scale 

Internal medical 

sciences1 
65 4,22 0,57 

 

 

4,952 

 

 

0,002* 

 

 

4<1 Surgical medical 

sciences2 
41 4,05 0,61 

Laboratory 

Services3 

26 3,99 0,58 

Others4 139 3,89 0,56 
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Intrinsic 

Satisfacti

on 

Internal medical 

sciences1 
65 3,80 0,75 

 

 

3,676 

 

 

0,013* 

 

 

3<1 

3<4 
Surgical medical 

sciences2 
41 3,49 0,97 

Laboratory 

Services3 

26 3,19 0,92 

Others4 139 3,58 0,77 

 

 

Extrinsic 

Satisfacti

on 

Internal medical 

sciences1 
65 3,74 0,74 

 

 

2,637 

 

 

0,050* 

 

 

3<1 

4<1 
Surgical medical 

sciences2 
41 3,50 0,98 

Laboratory 

Services3 

26 3,24 0,95 

Others4 139 3,46 0,81 

 

 

General 

satisfaction 

Internal medical 

sciences1 
65 3,77 0,70 

 

 

3,401 

 

 

0,018* 

 

 

3<1 

4<1 
Surgical medical 

sciences2 
41 3,49 0,94 

Laboratory 

Services3 

26 3,21 0,88 

Others4 139 3,52 0,74 

*p<0.005 

 

The results of the ANOVA test conducted to determine whether there is a difference in the 

job stress scale and job satisfaction scale according to the job tenure of the participants in the 

study are presented in Table 9. According to these findings, a statistically significant difference 

was found in the “intrinsic satisfaction”, “extrinsic satisfaction” dimension and “general 

satisfaction”, which are sub- dimensions of the job satisfaction scale, according to the duration 

of duty of the participants (p<0.05). 

 

Table 9. Differences Analysis Findings According to Participants’ Job Tenure (N=271) 

Dimensions of 

scales 
Job tenure n Mea

n 

SD F p Difference 

Workload <1 year1 31 4,13 1,11  

0,394 

 

0,758 

 

1-10 years2 123 4,18 0,86 

11-20 years3 84 4,05 0,94 

21+ years4 33 4,21 0,80 

Skill use <1 year1 31 4,33 0,71  

1,936 

 

0,124 

 

1-10 years2 123 4,02 0,84 

11-20 years3 84 3,95 0,94 

21+ years4 33 4,22 0,74 
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Job decision <1 year1 31 3,91 0,92 0,617 0,60

5 

 

latitude 1-10 years2 123 3,63 1,22    

11-20 years3 84 3,71 1,23 

21+ years4 33 3,56 1,03 

Social support <1 year1 31 4,06 0,70  

0,315 

 

0,815 

 

1-10 years2 123 4,04 0,74 

11-20 years3 84 4,02 0,81 

21+ years4 33 3,90 0,87 

Job Stress Scale <1 year1 31 4,12 0,49  

0,509 

 

0,677 

 

1-10 years2 123 4,00 0,58 

11-20 years3 84 3,96 0,64 

21+ years4 33 3,99 0,51 

Intrinsic Job <1 year1 31 3,72 0,59   
4<1 

4<2 

4<3 
1-10 years2 123 3,66 0,86 

Satisfaction 3,549 0,015* 
11-20 years3 84 3,57 0,77 

 21+ years4 33 3,16 0,91   

 

Extrinsic Job 

Satisfaction 

<1 year1 31 3,65 0,66  

3,133 

 

0,026* 
4<1 

4<2 

4<3 
1-10 years2 123 3,58 0,85 

11-20 years3 84 3,52 0,84 

21+ years4 33 3,11 0,89 

 

General 

Satisfacti

on 

<1 year1 31 3,69 0,56  

3,748 

 

0,012* 
4<1 

4<2 

4<3 
1-10 years2 123 3,62 0,81 

11-20 years3 84 3,55 0,75 

21+ years4 33 3,14 0,86 

*p<0.005 

 

According to the above difference analysis findings; 

H1: The hypothesis that “job stress levels of healthcare workers differ significantly 

according to age groups, marital status and tenure” was rejected; The hypothesis that “it shows 

a significant difference according to gender, education level, title and unit of study” was 

accepted. 

H2: The hypothesis that “the job satisfaction levels of healthcare professionals differ 

significantly according to age, gender, education, title, unit of work and duration of work” was 

accepted, and the hypothesis “The job satisfaction levels of healthcare workers differ 

significantly according to marital status” was rejected. 

 

 

 



 

 

Proceedings of The Association of Collegiate Marketing Educators (2021)  

51  

Table 10. Correlations between the Job Stress and Job Satisfaction 

Dimensions of scale 1 2 3 4 5 6 7 8 

1. Workload 1,00

0 

       

2. Skill use ,568

** 

1,00

0 

      

3. Job decision latitude ,137

* 

,352

** 

1,00

0 

     

4. Social support -,004 ,141

* 

,370

** 

1,00

0 

    

5. Job stress scale ,589

** 

,720

** 

,664

** 

,670

** 

1,00

0 

   

6. Intrinsic satisfaction ,038 ,257

** 

,471

** 

,439

** 

,469

** 

1,00

0 

  

7. Extrinsic satisfaction ,031 ,251

** 

,482

** 

,533

** 

,516

** 

,767

** 

1,00

0 

 

8. General Satisfaction ,037 ,270

** 

,507

** 

,521

** 

,526

** 

,930

** 

,949

** 

1,00

0 

*p<0.05; **p<0.01 

 

The Pearson correlation analysis findings to determine the relationships between the 

job stress scale and job satisfaction scale used in the study are presented in Table 10. 

According to these findings, it was found that there are the same directional significant 

(p<0.05) relationships between the organizational stress scale sub-dimensions and the 

job stress scale, there are the same directional significant (p<0.05) relationships between 

the sub-dimensions of the job satisfaction scale and total scale. It is observed that there 

are significant (p<0.05) relationships in the same direction between the stress scale and 

general satisfaction. According to the correlation analysis findings above; 

H3: The hypothesis that “There are significant relationships between the job stress 

levels of healthcare professionals and their job satisfaction” was accepted. 

 

DISCUSSION 

 Recently, all over the world, studies related to healthcare professionals who have 

to fight in the front lines of the COVID-19 pandemic have gained great importance. 

Although quantitative issues such as the number of healthcare workers and the number 

of hospital beds have come to the fore in the fight against the pandemic, with the 

prolongation of the pandemic, issues such as the moral elements of healthcare workers, 

psychological resilience, stress factors, job satisfaction levels and intention to quit work 

are also frequently at the top of the scientific agenda. 

Giusti et al (2020) assess the prevalence and behavior of burnout among healthcare 

workers during the COVID-19 outbreak. The results show that severe burnout and 

psychopathological symptoms have a high prevalence and that work-related and 

psychological factors associated with the necessity to cope with the COVID-19 

emergency increase the risks of negative psychological outcomes. 
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In the study conducted by Vagni et al (2020), on 140 healthcare workers and 96 

emergency workers during the COVID-19 outbreak in Italy, they analyzed their stress, 

secondary trauma and resilience, as well as their organizational-relationship levels. In 

this study, difficulties in decision making due to physical, emotional, cognitive, high 

uncertainty and fear of getting the virus and fear of infecting others. It was concluded 

that it would lead to stress and burnout as well as job dissatisfaction. In the results of 

this study, as seen in other studies, many stressors associated with high arousal during a 

pandemic were identified in the health and emergency workers (Duncan, 2020; Ornell, 

Halpern, Paim, & Magalhaes Narvaez, 2020; Shih et al., 2009). Ornell et al (2020) stated 

that healthcare workers were more affected by job satisfaction, physical, emotional and 

cognitive stress than emergency workers. In this study, internal medicine sciences stand 

out as the unit of study in increases in stress input. 

In the study of Wu et al (2009), it was determined that healthcare workers were 

at the forefront in helping these patients in previous epidemics, which negatively 

affected their mental and physical health and increased stress factors. These research 

results are consistent with our research findings. In the studies of Lai et al (2020) and 

Shih et al (2009) working with COVID-19 patients in both the emergency and care 

stages showed differences in gender-related stress factors. Women tend to develop more 

physical and emotional stress. In this study, the work stress levels of healthcare 

professionals differ significantly according to their gender. In addition, the source of 

stress is the awareness of the risk of contracting the virus and the transmission of it to 

their loved ones. This stress has been stated as a factor that can be strengthened. In the 

study of Li et al (2020), the stress related to the risk of COVID-19 infection was higher 

in nurses than in doctors. The same result was obtained in this study. Because nurses 

have more and more continuous contact with COVID-19 patients, especially those 

whose care process takes a long time. 

 

CONCLUSION 

In this study, the results which are thought to create awareness have been summarized 

below: 

• It is seen that the work stress of healthcare workers during the pandemic is 

quite high (4.00±0.58) however their job satisfaction also has a significantly 

high score (3.55 ± 0.79). 

• A statistically significant difference was found in terms of job stress levels of 

healthcare workers according to their education level (p <0.05). It is observed 

that employees with a postgraduate education experience the most job stress. 

• A statistically significant difference was found in terms of work stress levels of 

healthcare workers according to their titles (p<0.05). It is observed that 

physicians have been felt more work stress than other healthcare professionals 

in the pandemic. 

• Job stress levels of healthcare professionals differ significantly according to the 

units they work in (p<0.05). It is observed that employees working in the internal 

medicine sciences (considering that these employees are mainly working in the 

emergency and intensive care units, who fight the pandemic in the foreground) 

experience more work stress than those working in other branches. 

• Job stress levels of healthcare workers do not differ significantly according to their 

tenure. 
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• In terms of job satisfaction levels of healthcare workers differ significantly by 

age groups (p<0.05). The job satisfaction’s level of healthcare workers who are 

40 years old and older is higher than the others. 

• In terms of gender, male employees have higher job satisfaction than women 

(p<0.05). 

• Marital status does not appear as a factor in job satisfaction. 

• Educational background is a factor that makes a difference in job satisfaction 

(p<0.05). The job satisfaction levels of the healthcare worker with graduate 

education are higher than the others. 

• The job satisfaction levels of the employees differ according to their titles 

(p<0.05). It is observed that physicians’ job satisfaction levels are higher than 

the other healthcare professionals. 

• There is a positive and significant relationship between the level of job stress felt 

by healthcare workers and their job satisfaction scores (p <0.01). This situation 

can be interpreted as that despite the stress caused by an extraordinary working 

tempo created by the pandemic, healthcare workers feel intense moral 

satisfaction with their work. 

 

In the light of the research findings, although their job satisfaction is high, it can be 

said that a number of strategies and measures should be implemented to protect 

healthcare workers working under extraordinary conditions such as the COVID-19 

pandemic from the long-term stress. In this context, various strategies can be 

implemented, such as working hour regulation programs (such as reducing excessive 

work time), implementing strategies to reduce the pressure to make difficult decisions, 

planning formal and informal rewards, and providing individual or group psychological 

support programs. Cognitive behavioral therapy or mindfulness-based therapy planning 

can be done online, as well as encouraging focus groups to advance suggestions for 

improving the organization of work, individual and group skills training programs. In 

addition, more comprehensive strategies to reduce the negative effects of the pandemic 

process will indirectly reduce the work stress of healthcare workers and increase their 

job satisfaction. For example, the law submitted to the parliament and passed by the 

government regarding the inclusion of the deceased within the scope of occupational 

disease is a positive initiative in Turkey. Again, the necessary protective equipment 

supplement, and taking steps to raise awareness of the public and tightening the 

measures (curfews, deterrent fines, flexible working, etc.) to be taken to reduce the 

burden on hospitals can be effective strategies in this context. 

In addition to the research findings and contributions to the literature, there are 

some limitations in the research. One of these limitations is that due to the pandemic 

process we are in, the study covers healthcare professionals in only one city. Another 

limitation is that the data were collected from a limited number of healthcare 

professionals. Having these contrasts can make it difficult to generalize the data 

collected to the health sector and all healthcare professionals in Turkey. 

We used in this study, basic t-tests and correlations. But for future research, we 

suggest that a regression or SEM model should be implemented in which fit indices are 

measured. Another suggestion is to analyze these results over time and to collect the data 

at different time points during the pandemic. We believe that this data would allow 

patterns to be observed across time as the pandemic intensifies and improves. 
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EXTENDED ABSTRACT 

 

Today’s business managers seek employees with strong communication skills who can 

apply knowledge in a business setting.  At the same time, academic business departments seek 

visibility and greater exposure at the state, national and international levels.  Industry councils 

provide experiential learning for students and increased visibility for business departments.  

While every experience will be different, depending on policies and processes at the campus 

level, there are some guidelines to help form a council.   

There are a number of associations (aka business councils, industry councils, professional 

associations, professional councils) that center around a purpose or industry.  Whatever the 

name, these groups consist of people in a given profession that develop goals that advance the 

industry presence in a defined community (local, state, national, international).   

As the business world evolves and technological connectivity expands, education based 

on information will cede to education based on the generation of ideas.  The creation of an 

industry council creates a repository of relevant knowledge combined with a cadre of seasoned 

professionals to foster an environment that is conducive to framing the stressors and 

opportunities in an industry in a manner that is useful to its professional membership and 

comprehensible by students.  Within this space, council led competitions aid students in 

identifying problems and synthesizing information from an array of sources into solutions of 

sometimes ambiguous problems that simulate real business situations.  
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There are three stages in the formation of an industry council: 

 

• Stage 1 – Pre-Formation 

• Stage 2 – Formation 

• Stage 3 – Established Operations 

 

Stage 1, the pre-formation stage, is a research activity.  The goal is to determine the 

feasibility of an industry council and potential people of influence within an industry.  Often a 

faculty or staff member may have significant experience within an industry.  These experts are 

important sources of information and potential champions for the endeavor.  During the pre-

formation stage there may be several industries that emerge as potential for growth.  Choose 

one area of focus to start. 

 

Once research is completed, gather a group of university decision-makers to discuss and 

determine which industry to pursue.  Recruit a person (preferably a faculty or staff member 

with experience in the industry) to champion the formation.  At this stage discussions are 

informal.  Ideas should be recorded as well as interest level and resources.  There may be 

several smaller meetings and even one-on-one meetings to gather information and determine 

interest.   

 

Stage Two involves forming the council.  Based on these ideas, draft a mission, vision 

and an organization or business plan.  The plan helps to formulate the structure and goals for 

the organization. This stage can take a few months to a year depending on how quickly your 

campus adopts and provides resources to move forward.  Be patient and make attempts to keep 

the ideas going.  Activities in this stage include developing a mission/vision statement, 

formation of a board of directors, developing bylaws and infrastructure, and creating a plan to 

finance operations. 

 

After the council is formed, the day-to-day operations begin (Stage 3).  It is ideal for a 

director to run the day-to-day operations of the Council. This could be the faculty/staff 

champion, or a person hired for this purpose.  While it is tempting to hire an intern, it is highly 

suggested that the director is a professional who has industry experience.  Often this person is 

the face of the organization and knowledge and experience will prove beneficial.  In addition, 

a professional is more autonomous and does not require the supervision that an intern might.  

An intern may be utilized as an assistant to the director.  An exception to this may be a master’s 

student with significant experience.  Additional considerations are how often to hold board 

meetings, event planning (includes conferences, student case competitions, networking events 

and full-day seminars).  

 

The idea of innovation, entrepreneurship and intrapreneurship is applicable to all 

industries.  Industry councils bring together professionals (academic and otherwise) and 

students.  Ideas for programming come from members.  Members are involved with the campus 

community and students.  Excitement is generated through events, education, and participation.  

According to a board member of The Council for Retail and Sales, “The Council creates a 

tremendous amount of value for our organization.  Our partnership has provided us a unique 

opportunity to discuss and collaborate about challenges that face the supply chain in the 

chemical and ingredient Industry.  Networking with industry professionals, students, faculty 

and local leadership allows our company to work together and find new solutions to some of 

the commercial challenges we face.” It’s time to consider branching out your campus’ efforts 

with the formation of an industry council! 
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IMPROVE ENGAGEMENT AND LEARNING IN A HYFLEX 

ENVIRONMENT 
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EXTENDED ABSTRACT 

 

The importance of social media for marketing professionals has grown immensely as 

consumers turn to it to connect with products, brands, and brand communities. Despite the 

importance of engaging students in education via social media, limited research investigates 

the uses of social media to teach core marketing concepts. In the past months, with more 

universities adopting the HyFlex models to accommodate the COVID-19 pandemic situation, 

significantly poorer student engagement and learning outcomes have been found in many 

different reports. Therefore, the need to understand whether student engagement and/or 

learning can be improved by using social media in some ways has been growing. The purpose 

of this research is to present information regarding the use of social media in a HyFlex 

environment. It focuses on the author’s continuing efforts using social media to enhance 

undergraduate marketing students learning experiences, especially during this unique 

pandemic period. The results from survey data provide insights into the effectiveness of social 

media as a tool for teaching core course concepts and demonstrate whether using social media 

could improve student engagement and learning in a HyFlex environment. 

 

Social media is defined as “a variety of new sources of online information that are 

created, circulated, and used by consumers intent on educating each other about products, 

brands, services, personalities, and issues” (Mangold & Faulds, 2009, p. 357). Prior research 

has suggested that there have been contradictory and inconclusive findings among those 

research that aimed to investigate the impact of students’ engagement and/or learning in 

education on student-related outcomes such as perceived value and satisfaction. Some research 

even indicated that there was a negative impact of using social media in college education. The 

author has been incorporating social media in his courses, specifically trying to engage and 

better communicate with his students by creating a Facebook group page for every class he has 

taught, for seven years. He is interested to know whether his teaching practices have been 

effective and helped him and students reach their goals, especially for the past two semesters. 

Therefore, to address this issue, this research intends to answer the following two questions:  

 

• Does using Facebook group pages to communicate with students make them more 

engaged? 

• Does using Facebook group pages to communicate with students stimulate more class 

discussions, motivate students to study and, in turn, improving their learning? 

• Does using Facebook group pages to communicate with students help them to deal with 

the HyFlex learning model more effectively?  
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The results have shown that incorporating social media (Facebook in this case) 

significantly improves students’ following areas: perceived importance of social media, 

engagement with the class via social media, perceived emotional value of social media for 

learning, perceived social value of social media for learning, motivation to learn the subjects 

via social media, and overall satisfaction with the class, college and university. The results have 

also shown that students’ previous experience with this Facebook strategy, ages, gender, 

perceived social value, abilities of using social media, and class standings significantly 

influences their overall satisfaction. In addition, in a HyFlex environment, the results have also 

indicated that communication and interactions between the instructors and students, which 

using Facebook group pages have found to be able to improve, are key ingredients to students’ 

satisfaction of the course. It has also been found that the students who visited the Facebook 

group pages more frequently tend to perceive they are learning more effectively under the 

pandemic. However, the results have not shown any significant differences between male and 

female students. Based on what the author has found, this study provides evidence that using 

social media does improve student engagement, learning, and satisfaction. 
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EXTENDED ABSTRACT 

 

Learning involves expanding one’s mindset. In this respect it should be holistic and deep. 

If we look at the current AACSB Standard 4.3 relating to curriculum, business programs are 

expected to promote and foster innovation, experiential learning, lifelong learning mindset, and 

a positive societal impact for learner success. General guiding principles include ethics and 

integrity, societal impact, agility, global mindset, and diversity among others (AACSB, 2020). 

To achieve these goals effectively, however, what is scarce for educators are unifying 

frameworks that encompasses and connects all these aspects.  

 

The framework introduced here focuses on four broad types of valued exchanges or 

relationships. Taken as a whole, it captures the interconnectedness of all possible relationships 

a person experience on a daily basis. These exchanges or interactions can take place between: 

(1) an individual and an object (subject-to-object interactions or SOI),  (2) two individuals 

(subject-to-subject interactions or SSI), (3) an individual and nature or environment (subject-

to-nature interactions or SNI), and (4) within the individual (subject-to-itself interactions or 

SII). Because of the focus in knowledge and skill development, higher education focuses 

mostly on subject to object interactions (SOI) followed by subject to subject interactions (SSI), 

and subject to nature interactions (SNI). What is often missing is subject to itself interactions 

(SII). 

 

The way to operationalize the model is for the instructor to create a disorienting dilemma 

for the student and request each student to provide a reflective paper that focus not only on 

SOI, SSI, or SNI but also SII. Below is a part of reflection a student wrote for a disorienting 

dilemma the instructor had created in an international marketing course through a pedagogical 

exercise. 

 

“So many times, especially growing up in the Northern part of the state, you are taught 

that you should not associate yourself with someone of a different culture, ethnicity, or 

race. How awful is it that we tend to judge a book by its cover………….   This 

experience opened my eyes and made me realize never to be hypocritical, judgmental, 

or to place people into stereotypes just because they are different than me.” 

 

The experience (creating teams that are heterogenous such as including a student from 

another country) created a disorienting dilemma that made the local student uncomfortable and 

a little bit ashamed of what his or her assumptions have been about students from different 

background (Mezirow, 1991; Mezirow, 1999). What is proposed in the manuscript is to force 

the student to dig even more deeper into his or her personal values and beliefs and explain what 

he or she plans to do moving forward because of this disorienting dilemma. Unfortunately, this 

is not happening in higher education at present time.  
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Life-long learning must involve focusing on change relating to individual values, beliefs, 

and opinions and not simply experiencing out of the ordinary situations. The manuscript takes 

the view that the student should be required to reflect and provide more details as to how they 

plan to incorporate new roles and norms which is integrated into their lives because of the 

disorienting experience. Asking students to reflect and write this increases the chance of future 

attitude and behavior changes. Learning should not stop at gaining new knowledge and 

understanding, but it should also include change in the person that is the focus of life-long 

learning. 
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EXTENDED ABSTRACT 

 

Many disadvantaged college students (e.g., economically underprivileged, first 

generation, underrepresented groups, etc.) become impoverished learners in the sense that they 

are often faced with severe constraints in terms of financial resources, time, lack of role models 

(perceived unobtainability of education goal), and unfavorable learning environment 

(perceived discrimination), etc. Moreover, anecdotal and (some) empirical data continues to 

accumulate suggesting that – at least in K-12 education – the students who were already 

struggling with educational disadvantages are falling further behind in the new, online 

environment – relative to their more advantaged peers. To overcome such obstacles, intrinsic 

motivation (Ryan and Deci, 2000) becomes an important drive for the impoverished young 

learners to persevere.  

 

There have long been traditional special education programs in place to help these 

disadvantaged college students to complete their college education such as non-credit learning 

skills courses, counseling sessions and tutoring programs, etc. However, empirical evidence 

has shown that these traditional special programs often had fairly small effect on helping 

disadvantaged students with their college education (Kulic, Kulic and Shwalb, 1983). 

 

 More recently, technology advancement seem to provide more opportunities to 

overcome the obstacles and constraints faced by these students. In recent years, more and more 

innovative technologies have been used in some pioneering institutions to help these students 

overcome the obstacles, for example, technologies (online teaching) and course modality 

(hybrid, hyflex, etc.) that allow students to attend lectures online either synchronously or 

asynchronously. Such technologies enable the less privileged students to attend school while 

working part-time or full time for financial support.  

 

However, these technologies may also lead to isolation in the disadvantaged students’ 

learning experience. Past research has shown that peer support is an important protective factor 

for these disadvantaged students (Juang, Ittel, Gottwald and Gallarin, 2016; Ryan 1995). The 

literature also demonstrated the effects of collectivism on intrinsic motivation (Hagger, 

Rentzelas and Chatzisarantis, 2014). Now, seems a particularly opportune time to investigate 

the role of technology in educational isolation, and resulting effects on intrinsic motivation to 

learn. This study examines whether technology use can be a double-edged sword for 

disadvantaged students: giving them the flexibility to balance work and school while also de-

motivating them in their learning due to social isolation from peers. We further propose an 

experiment around the pedagogical practice which encourages peer-to-peer bonding or 

collaboration on- or offline. We will investigate whether such pedagogical practice will help 
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protect the disadvantaged learners’ intrinsic motivation and mitigate the downside of the 

technology use.  

 

In this research, we first conduct focus group and survey methods to explore possible 

benefits or downsides of technology use for the disadvantaged students. If the participants 

report downsides of technology use such as feeling of isolation and lack of comradeship or 

support group, we further investigate whether they are more inclined to engage in voluntary 

collaboration/bonding for their learning activities compared to the regular students. We then 

conduct a between subjects quasi-experiment to test the effects of innovative technology and 

social bonding as well as their possible interaction on intrinsic motivation (operationalized as 

the voluntary effort level exerted on certain course assignment). A within subject experiment 

is further employed to test the robustness of the finding.      

 

The proposed research will make the following contributions to the literature: 1) it will 

enrich the literature on intrinsic motivation with a special cohort of disadvantaged students 

such as first generation, underrepresented, or economically disadvantaged learners in higher 

education setting; 2) it will investigate how the use of modern technology in teaching can 

facilitate such impoverished learners to overcome their specific set of constraints but may 

introduce new challenges such as isolated learning experience; 3) it will study whether 

encouraging social bonding will enhance the benefits and mitigate possible negative effect of 

using technology. In sum, we aim to make substantive theoretical contributions to the extant 

literature on intrinsic motivation of disadvantaged learners in the context of educational 

technology use and social bonding; we further propose and experiment pedagogical practice 

that aims to enhance students collaboration in order to mitigate the negative effect of 

technology use as the double-edged sword.  
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EXTENDED ABSTRACT 

 

College professors have been using a myriad of terms pertaining to distance education: 

online learning, e-learning, distance education, web-based learning, remote learning, m-

learning, etc. At its core, “the ability to use a computer connected to a network, that offer the 

possibility to learn from anywhere, anytime, in any rhythm, with any means” (Cojocariu, Lazar, 

Nedeff, & Lazar, 2014). Online learning encompasses “learning experiences in synchronous 

or asynchronous environments using different devices (e.g., mobile phones, laptops, etc.) with 

internet access. In these environments, students can be anywhere (independent) to learn and 

interact with instructors and other students” (Singh & Thurman, 2019).  

 

Online learning was a popular mode of instruction before the COVID-19 pandemic for 

many reasons. An important reason for its popularity was its ability to accommodate students 

with different schedules and learning styles. Universities could therefore reach a broader 

audience. Online learning was typically asynchronous – students could access course materials 

on their own schedules, as long as they met expected deadlines. To compensate for deficiencies 

of asynchronous online learning, hybrid (blended) learning was introduced. This was a 

combination of asynchronous online instruction with face-to-face interaction between 

instructor and students. Blended learning provided opportunities to facilitate real-time 

interactions between instructors and students and student to student interactions.  

  

During COVID-19 pandemic restrictions, educational institutions transitioned to online 

teaching (Staff, 2020). Real-time instruction in traditional classrooms became an exception. 

Most of the institutions adopted synchronous online course delivery model. In other words, 

students and instructors maintained the same schedule they had before the closure of campuses. 

With more students and faculty utilizing real-time online conferencing tools, such as Zoom, 

new issues have emerged. Excessive use of videoconferencing tools can result in a phenomenon 

known as “Zoom fatigue”: it stems from how we process information over video and audio 

technology. Zoom fatigue has been a prevalent discussion topic among corporate workers, but 

it is new to higher education participants. While the term was coined due to overwhelming 

popularity of Zoom platform, it can be applied to any videoconferencing platform. Experts and 

consultants have been providing advice on how to combat exhaustion (Fosslien & Duffy, 

2020). It is suggested to building in breaks, minimizing multi-tasking, and switching to other 

forms of communication, such as phone, if possible. 

 

How will faculty and students adjust to this new reality? What sort of instructional 

policies should colleges set to minimize disruption and also to maintain educational outcomes? 

Online delivery of educational materials is here to stay, even after the pandemic is contained. 

We expect that zoom fatigue will remain an ongoing problem if it is not addressed at an 

institutional level. 
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There is very limited and tangentially related research on the phenomenon. Much of the 

research on successful online learning has been done with asynchronous online learning. A 

recent study shows that online learning efficacy, online work skills, and socialization were 

significant predictors of perceptions of satisfaction and learning in online environments 

(Joosten & Cusatis, 2020). Students factors, such as personality, relate to their choice of 

instructional delivery (online vs. in-person) (Chesser, Murrah, & Forbes, 2020) and online 

course impressions (Keller & Karau, 2013). More conscientious and intrinsically motivated 

students have more positive impressions of online courses (Baker & Moyer, 2019). Chen et al. 

(2020) demonstrate that platform factors, such as design and uninterrupted operations, affect 

user satisfaction and experience. Surprisingly, user’s demographic factors, such as user 

experience and educational levels, do not play a crucial role. 

 

Proposed research 

 

The current study aims to contribute to this emerging research by taking a more detailed 

examination of antecedents and consequences of ‘zoom’ fatigue in the online learning 

environment. Antecedents of zoom fatigue are factors that are likely to contribute to students 

experiencing zoom fatigue.  These can be broadly classified as instructor factors and student 

factors. 

 

Antecedents to zoom fatigue 

 

Instructor factors can also contribute to zoom fatigue. Level of engagement or 

interactivity of instruction would be an important antecedent to zoom fatigue. Instructors who 

do not adapt to online teaching environment would contribute to higher levels of zoom fatigue. 

Use of digital whiteboards, tools such as online polls or quizzes, videos, interactive assignment 

in class etc. would also influence level of zoom fatigue.  

 

Student factors: A number of student-centric factors may contribute to zoom fatigue. The 

number of credit hours enrolled by a student would be a proxy for the time spent on a 

videoconferencing platform. Back-to-back classes are more likely to lead to zoom fatigue. A 

student’s previous experience with online classes would influence their level of fatigue. More 

previous online experience would give a better ability to stay focused on synchronous classes 

and avoid or reduce the level of zoom fatigue. Learning styles of students can also influence 

their level of zoom fatigue. The extent of fit between the learning style and the instructional 

tools used would influence extent of zoom fatigue.   

 

Consequences of zoom fatigue 

 

For students, the consequences of zoom fatigue will be poorer learning outcomes and 

dissatisfaction.  
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EXTENDED ABSTRACT 

 

The purpose of this work is to examine the usage patterns and stability of online education 

systems, including Learning Management Systems, video chat services, and other software and 

IT capacity, during a time of crisis when a university may be unable to hold face-to-face classes, 

but still need to complete delivering the educational services promised to students.  The 

COVID-19 pandemic of 2020 provided data for many research projects, and this project is 

based on data from a partial normal semester which was then moved all-online mid-semester 

during the pandemic.  The authors hope that data assembled from students, faculty, and staff 

in the pre- and post-COVID environments can help administrators and instructors better 

prepare for future times of crisis or emergency stay-at-home orders during a semester by 

providing both qualitative and quantitative data about the information technology behaviors of 

all individuals on campus before and after the dismissal of face-to-face classes, as well as the 

campus’ information technology capacity to cope with the increased workload.  

 

While online education has been, and continues to be, a well-researched area of 

pedagogical studies, less research focuses on the niche of rapid transitions from face-to-face 

teaching environment to an online environment during times of crisis.  Perhaps one of the 

clearest examples of such research comes from Tull, Dabner, and Ayebi-Arthur (2020) who 

examine the rapid transition to social media and e-learning due to a series of “seismic events” 

(earthquakes and aftershocks) in New Zealand during 2010-2011.  Their work gives several 

recommendations that organizations can institute as part of contingency planning for potential 

disasters or interrupted semesters.  However, multiple examples of researchers dealing with the 

shutdown of face-to-face classes exist due to problems such as the aforementioned earthquakes, 

floods (Dicarlo 2007), protests (Czerniewicz 2019), and, of course, a surge of research related 

to the COVID-19 pandemic of 2020 (e.g., Dhawan 2020; Lassoued, Alhendawi, & 

Bashitialshaaer 2020; Arshad et al. 2020).  However, rather than focusing on the actions 

undertaken to deal with such situations, contingency plans, continuity plans, or best practices, 

the focus of this work deals actual student, faculty, and administrators use of the various 

available online technologies and the successful use or difficulty using those technologies.  The 

authors hope that this work can help pinpoint which technologies were most useful, which were 

most easily or quickly adopted, and which were the most reliable under abruptly increased 

usage. This information could help educators better design their contingency plans or know 

where to allocate their time and resources if a crisis were to occur. 

 

The data for this project were gathered at Northwestern State University (NSU) in 

Natchitoches, Louisiana, USA.  The university’s enrollment at the time of the data gathering 

was about 11,000 students (West 2020).  Of those students, approximately 81% were taking an 
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online course of some type, whether it be purely online, hybrid, or compressed video, during 

the Fall of 2019 in the pre-COVID-19 semester (NSU Factbook 2019-2020).  NSU is one of 

the leading online education institutions in Louisiana, so this percentage may be higher than at 

most universities.  However, the majority of students were still enrolled in face-to-face classes.  

In Spring 2020, the student body was 72% female, and 60% of all students were full-time. 

Additionally, 47.25% of all students were under the age of 20 years old, 20.77% were between 

21 and 24 years of age, and 31.98% were 25 years and older (NSU Factbook 2019-2020). 

 

Regarding the data-gathering process, the researchers were working with the IT 

department to gather data about information technology usage on campus for another research 

project, when the semester was dismissed due to the COVID-19 pandemic.  Data from Google 

Analytics, Office 365, Microsoft Teams, Microsoft Azure, Cisco WebEx, and the university’s 

landing page and Learning Management System (Moodle) were all gathered and used in this 

project.  Qualitative discussions with campus information technology employees, students, 

administrators, and faculty may also be used in the discussion.   

 

While the usage statistics have been gathered, the quantitative analysis is still underway.  

Additionally, qualitative data gathering is ongoing.  Therefore, this project is still under way.  

However, some key insights have already been gathered.  For example, in the pre-Covid portion 

of the semester (which ran from mid-January, 2020, until mid-March, 2020), the university’s 

WebEx video chat service averaged 3,000 total average participant video minutes in the time 

before the pandemic.  After the university dismissed classes for three days to give instructors 

time to prepare for the change to an all-online environment, classes resumed on March 19, 

2020.  Then, the average participant minutes increased from 3,000 to over 52,000 for the 

remainder of the semester. This was over a 17x increase in usage.  From an anecdotal, 

qualitative standpoint, several faculty members mentioned that the video and/or audio in virtual 

faculty meetings would often drop out, and occasionally faculty would even be “kicked” from 

the meeting for unknown reasons.  Sometimes, the software would mention “bandwidth” 

limitations as a problem, and other times, no explanation would be given.  Overall, while the 

WebEx system still functioned, it is unclear whether local conditions (home internet 

connections, local computer hardware limitations, etc.) or the increased workload on the 

WebEx servers, which was being stressed by a national uptick in usage, was the primary cause 

of these problems. Such data is useful for planning purposes because even as a university with 

a very high percentage of online students, a 17x increase in the usage of this single service was 

an unprecedented occurrence.  Numerous other results are forthcoming. 

 

Concerning limitations, NSU is only one university.  As such, the idiosyncrasies of NSU 

may make the data difficult to apply to dissimilar universities.  The results and data from NSU 

may not be relevant for all scenarios and for all universities.  The high number of female 

students, the high number of students enrolled in online, hybrid, or compressed video courses, 

and the fact that many of our students are located in rural locations are a combination of factors 

that may make this data limited in its ability to apply to others.  However, it is hoped that this 

work will be of some use, even if anecdotal, for dissimilar universities and organizations as 

well as future researchers.     
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EXTENDED ABSTRACT 

 

Business schools are experiencing increased student enrollments. Most courses, especially 

at freshman and sophomore levels, are primarily taught in the lecture format due to the large 

class sizes. Additionally, as higher educational institutions face a shortage of faculty and 

increasing enrollments, the lecture method of teaching has become very common in many 

universities around the world. Recently, Coronavirus or COVID-19 pandemic has led to an 

urgent transition towards fully online classes (Islam, Kim and Kwon, 2020). So, we strongly 

believe that the lecture method is going to be popular even more in the current circumstances. 

This paper proposed a model that would help instructors make their lectures more 

engaging and effective and at the same time increasing the retention and recall rates. There are 

numerous strategies available in the extant literature on the lecture method of teaching. 

Although these individual strategies are common knowledge to many instructors, this paper's 

real contribution is putting them together into a comprehensive model meaningfully that is 

intuitively appealing and easy to implement in the classroom. The conceptual model proposed 

that a lecture should be divided into three segments: Beginning, Middle, and Ending. For each 

of these segments, the paper provides several teaching strategies. Further, these teaching 

strategies are divided into Instructor Dominant and Student Dominant Strategies. An Instructor 

dominant strategy is one in which the instructor plays a key role in executing the strategy. On 

the other hand, in a Student Dominant strategy, the student plays a key role. 

The beginning of a lecture is crucial and plays a vital role in having a significant impact 

on how much content the students learn and retain, and how motivated they will be during the 

remaining time of the lecture.  As Lang (2016) says, the "first five minutes" are often the most 

important and underrated time to stimulate students' enthusiasm and engagement. The 

following are some of the strategies to begin the lecture.   

The middle of the lecture should be appropriately structured so that students can follow 

and understand it. Most of the lectures have an implicit structure. However, students often face 

difficulty grasping this implicit structure, and this is one of the primary reasons why the 

students fail to follow the lecture and get distracted mid-way. The lecture gets hidden within a 

flurry of words, intermingled with references, and other topics, which overshadows the big 

picture. Hence, identifying the overall structure and giving this information to students 

becomes essential as this helps in greater retention of the material presented (Haynes and 

Haynes, 2012). It is not a good idea to assume that the students will know the lecture's structure 

beforehand. The lecture, other than being a structural masterpiece, must also be perceivable by 

the students. Otherwise, the point for the presentation is not fulfilled (Haynes and Haynes, 

2012). Broadly there are two types of structures: Classic Lecture Structure, and Problem 

Oriented Lecture Structure (Cantillon, 2003). 
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The ending of a lecture is of utmost importance, as an abrupt ending can affect the lecture's 

overall impact. (Silberman, 2006) opined that the ending should be unforgettable. However, 

some instructors often try to cover material until the very end of the lecture duration due to 

time constraints or lack of proper planning. To make an impact on the students, an instructor 

must carefully plan the lecture, especially the ending part. For example, while giving an activity 

or explaining a concept during the lecture, the instructor has to time it to not take up time 

curated for the ending. This moment of closure is an instructor's opportunity to wrap effectively 

and professionally everything with panache. A closing routine also allows the students to 

ponder what they have just learnt (Alber, 2016). A good instructor will never let this 

opportunity to go. The next section describes several ending strategies. 

Not all strategies presented in this paper are equally effective, nor are they equally 

suitable to all instructors. Therefore, instructors should pick and choose those strategies that 

they are comfortable and capable of using. Most importantly, there is a tremendous scope to 

improvise on these strategies and modify according to the nature of the instructor's lecture, 

class size, and the personality of the instructor. 
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EXTENDED ABSTRACT 

Market orientation motivates employees to become more customer-oriented, more 

committed to their company, and more satisfied with their job (Kohli and Jaworski 1990; 

Siguaw, Brown, and Widing 1994). Market orientation of the supply-chain members has been 

rarely investigated in the literature. Having a workforce with a strong market/customer 

orientation is especially important for a firm in the selling context. Since supply-chain members 

have significant impacts on creating demand and establishing trust between the manufacturers 

and the customers, the actions and behavior of the supply-chain members and their orientation 

towards the customers become very significant and central from the organizational standpoint. 

If manufacturing institutions aim to establish and/or maintain a competitive position in the 

marketplace and to develop long-term satisfactory relationships with their customers, the 

supply-chain members should emphasize understanding the factors that influence the 

customer-orientedness of their customers. 

The marketing concept has been a critical marketing management approach (Kohli and 

Jaworski 1990) and/or a marketing philosophy (Barksdale and Darden 1971). The major goal 

of the marketing concept is to achieve customer satisfaction at a profit (Houston 1986). To 

develop customer satisfaction, supply-chain members must understand the needs and 

preferences of their customers first. According to the marketing concept, customer needs 

should be satisfied through integrated marketing. Integrated marketing refers to “the co-

ordination of action of other functional departments in an organization” (Brännback 1997, 

p.296). Even though the customer-orientation is an individual concept, it also applies to the 

supply-chain members’ orientation of their customers.  

Major customer consequences of market orientation include customer satisfaction and 

customer loyalty or high customer retention rate (Jaworski and Kohli 1996; Raju, Lonial, and 

Gupta 1995). Slater and Narver (1994) stated that it is the market-oriented culture that builds 

and maintains the core capabilities that continuously create superior value for customers. 

Understanding and exceeding customer expectations increase the number of loyal customers. 

Therefore, it is important for manufacturers to regularly and carefully monitor the level of 
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market orientation for supply-chain members and the level of customer satisfaction in their 

target markets or customer segments. Low and very high levels of customer satisfaction should 

be evaluated cautiously by both the manufacturers and the supply-chain members. 

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

consequences of the supply-chain members’ customer orientation toward customers in the 

marketing context. The suggested model tries to find out answers to the following research 

questions: (1) Is the organizational culture one of the possible determinants of the customer 

orientation of the supply-chain members? (2) What are the possible performance outcomes of 

the customer orientation of the supply-chain members? 
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ABSTRACT 

 

This paper applies critical race theory to examine the market impact of live Instagram 

concerts promoting Black musicians in the United States during the COVID-19 pandemic, 

specifically referencing social media status, partnerships, and revenue opportunities while 

positioning art as activism against industry structures. A background explores the profitability 

of concerts for a musician’s revenue, and how Black creators reimagine this segmentation 

method for better content distribution. This study shows a model that not only reframes the 

ideas of ownership, profitability, and distribution controls but also acts as a form of rebellion 

against establishment practice that subjugate Black experiences and opportunities.  

 

 

 

 

INTRODUCTION 

 

The coronavirus, COVID-19, pandemic caused widespread cancellations of live 

entertainment events throughout the world after the threat of contagion caused countries to 

implement shelter-at-home policies for their citizens. A multi-billion-dollar entertainment 

industry that includes amusement parks, Broadway musicals, large festivals, and touring 

musicians all felt the market impact of losing potential ticket sales that, in turn, drove 

employment of staff, social brand recognition and content distribution (Nhamo et. all, 2020). 

Economic losses led to furloughs and a supply/demand disruption that shifted the way 

consumers would engage with and invest in brands for the foreseeable future. Music artists in 

particular have relied on live concerts to supplement album sales, and Black musicians continue 

to revolutionize the industry through surprise album releases and digital distribution models 

that bypass long-held label frameworks.  
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Kristen Thomson (2013), co-director of the Artist Revenue Streams Project (developed 

by the Future of Music Coalition), assessed the varied revenue streams, roles and 

responsibilities of music artists in an industry rapidly changing because of technology. She 

identified multiple roles of musicians, including composer, recording artist, performer, session 

musician, teacher, and administrator/organizer of a band or ensemble. She found that artists are 

not only taking on as many as three or more roles but also that their greatest streams of revenue 

come from either composing original music or live performances.  

 

Without the ability to perform live on stage, artists have shifted album release dates and 

engaged with fans more online (Hall, 2020). Consumers, in turn, increased their use of music 

streaming services and tuned in to the live opportunities created by platforms like Twitch, 

Fortnite and Instagram to interact with artists. As the World Economic Forum suggests, there 

are also underutilized opportunities for monetization in TV integration as streaming programs 

increase their delivery and shows regularly incorporate music throughout the series. The 

pandemic has provided avenues for artists to shift their segmentation, targeting and positioning 

practices to not only sustain relevance during the pandemic but also create new methods for 

fan engagement.         

 

Travis Scott held a live performance in the wildly popular game Fortnite, where over 27 

million fans participated in the assortment of five events featuring the artist (Ketchum, 2020). 

Global Citizen held the #TogetherAtHome online concert series with artists like Lady Gaga, 

Chloe x Halle, Kirk Franklin and more to raise money for the World Health Organization.  

InstaConcerts emerged as a welcome escape for fans of music artists, who used the live 

streaming capability of Instagram to perform from their homes. Verzuz InstaConcerts gained 

mass popularity during the pandemic by hosting battles between notable Black musicians and 

producers with longstanding catalogs via Instagram Live, which allows users to view a real-

time event and comment or react via a “like” button while watching (Amorosi, 2020).  

 

This paper examines the market impact of live InstaConcerts for Black musicians in the 

United States during the COVID-19 shelter-in-place order under a lens of critical race theory, 

specifically referencing how these events were developed using strategic segmenting, targeting 

and positioning methods that affected social media status, partnerships, and digital revenue 

opportunities. An historical background of the live entertainment industry will provide insight 

on the profit breakdown of concerts as part of a musician’s revenue with an emphasis on the 

cultural components these events bring to the spaces they are held.  

 

Critical race theory suggests that assumptions made against people of color reinforce 

racial power structures in varied capacities. Richard Delgado and Jean Stefancic (1993) 

expanded on this definition by the framework of narrative storytelling, which allows oppressive 

experiences to be framed from those who embody that story. This authoring of the story and 

the control it describes may be applied to the music industry, as the structure of it relies on the 

branding of an artist and positioning that to segmented audiences. This case explores how Black 

artist in the music industry controlled of their own image, identified targets and positioned their 

brand and distribution models to incorporate social justice themes during the pandemic in a 

way that countered the dominant, white power structure.  

 

The commodification of Black images dates back years, with pre-Civil War depictions of 

that promoted an idealization of slavery and post-war characterizations that were 

dehumanizing, child-like and illiterate to further position whiteness as superior, as discussed 

by Judy Foster Davis (2017) in “Selling Whiteness - A critical review of the literature on 
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marketing and racism”. The act of rebellion to those depictions comes in the form of taking 

ownership, often with the conception and distribution of imagery, as the most vital forms of 

activism against structural racism. As it relates to financial opportunities, a core element of 

power structures, this case takes a view of the music industry at the intersection of race and 

artistry through live Instagram concerts developed by Black musicians who segment and 

position their brands to gain profitability in a majority white-controlled environment.  

 

The market impact of a live event disruption may be compared to new methods being used 

during coronavirus shelter-in-place orders, such as an emphasis on digital streaming, a greater 

use of social platforms and reimagined content for fans. Data will be collected to reinforce the 

impact of digital streaming of artist music that, in turn, creates revenue and partnership or 

content distribution opportunities for Black music artists and producers. Discussion questions 

will allow for additional data to be collected that measure the sales, partnerships and social 

media shifts of artists who participated in the live digital event. Because the pandemic 

highlighted gross social issues present in the United States that directly impacted Black and 

brown people, the emphasis on Black musicians through Verzuz depicts a shift in how artists 

control their narrative, a lens of critical race theory. These performances and the purpose behind 

Verzuz also act as a form of rebellion against established practices and furthers the movement 

of Black, creator-owned, curated and distributed content.  

  

The Structure of Artist Profitability  

 

Entertainers have varied means of gaining income, most of which are sustained by an 

active, engaged audience who invests time and money into their brands. For this reason, 

musicians tend to have merchandise, such as clothing or cosmetic lines, that accompany other 

streams of income. Concerts, festivals, revenue from music streaming platforms and 

appearances at events are all modes of financial gain, but sustained profitability over time 

demands that artists continue to release new music and tour to promote their album releases.  

 

One way of determining market opportunities is by using the segmenting, targeting and 

positioning process. Brands can segment audiences using demographics, psychographics, and 

other characteristics that form buyer personas (Decker, n.d.). These buyer profiles can then be 

used to determine the best strategic choice for an audience to target. From there, the brand will 

position products and services that best align with the most profitable target audience based on 

the segment research performed. This process is used widely in marketing, but, like many 

frameworks, it relies primarily on research of consumer behaviors and data points to determine 

market feasibility.  

 

However, marketing processes are not inherently structured to account for historical power 

dynamics that attribute to racial, gender and other inequities, nor are they inclusive of lived 

experiences that aim to humanize this data. In the case of music artist profitability, an industry 

that may currently rely on specific market potential of audience segments based on structured 

data assessments could be shifted as artists choose to target audiences based on aligned cultural 

experiences. A ten-year study on Black consumers by Nielsen found that Black consumers are 

not only spending more, but their purchase decisions are primarily based on content that reflects 

their lived experiences (Power of the Black Community - From Moment to Movement, 2020). 

This is a reflection of understanding the psychographics, or values and beliefs, of an audience, 

that could be worth more in-depth analysis as part of the STP (segmenting, targeting and 

positioning) process.  
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Event marketing has been an avenue to launch or relaunch interest in brands. This could 

include the celebrities as the main attractions and sponsors who attach themselves to high 

profile opportunities for exposure. Seema Gupta (2003) discusses how event marketing is a 

shift away from traditional ads and allows brands to align themselves with ideas or people that 

ultimately will build better brand equity. Much of this is dependent on measuring success and 

her framework rests in traditional events that attach celebrities to boost their profiles, rather 

than music festivals, concerts or other events specifically developed for those celebrities, in 

this case, musicians. Her research, done in 2003, does conclude the need for more metrics in 

event marketing to reinforce the impact of reach; the available digital metrics today are able to 

add vastly more numbers to assess results.   

 

Concerts, festivals and other live events also have a significant impact on the culture and 

community of spaces they are held. Coachella, SXSW and Lollapalooza, for example, are as 

popular as the locations in which they are held. Van der Hoeven and Hitters ascribed cultural 

and social values, such as identity and belonging, that arise from live music opportunities 

within urban environments (Hoeven 2019). Understanding the economic considerations for 

hosting music-related events, they counter with the benefits of community engagement that 

often come alongside the shared spaces. They performed a global analysis of music reports and 

strategies that uncovered a rise in social capital, where networks of people are able to connect, 

public engagement, wherein participants may aid in fundraising, volunteer efforts or develop 

ties to communities, identity, cultural values and vibrancy.  

 

Identity, values and vibrancy are especially important when addressing fragmented public 

spaces that contribute to indirect forms of racism in communities. Some communities across 

the United States are still heavily segregated, and music events tend to bring various cultural 

groups together. This alludes to more opportunities for shared cultural experiences based on 

the intrinsic value of the arts. Anthropologists note that attachment to place is a significant part 

of a city’s overall brand, and many music events, as noted before, are uniquely attached to the 

places they are held as part of this image. The structure of live entertainment is as important 

for communities as it is for artists who perform.  

 

Music artists usually will release an album and host a touring show to promote the songs 

on that album, boosting song and merchandise sales as well as streams of their music. Artists 

and producers gain a large portion of their revenue from these tours and the possibility of 

streaming income, as mentioned previously in Kristen Thompson’s music revenue study. 

Conversely, music streaming services usually pay artists very little for streams of their songs. 

Spotify, for example, gains their main revenue from subscription fees and ad spend (How 

Spotify Pays Artists – Videos – Spotify for Artists, n.d.). Once they calculate the number of 

streams a song gained, the money is split between record producers, writers, artists, and the 

platform itself, depending on the deals in place by each entity.  

 

As the company prepared for its listing on the New York Stock Exchange in 2016, the 

Economist broke down that, to remain profitable for investors, they may need to reduce 

royalties from the 70% given to the industry at that time (Having rescued recorded music, 

Spotify may upend the industry again, n.d.). While the percentage seems high, once broken 

down the artists received around seven cents per stream of their song, while the industry gained 

much of the rest. Still, music artists rely much more on streams than direct album sales, so the 

inability to tour would offset the growth of streaming revenue.  
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Black artists have steadily disrupted the music industry to create independent streams of 

revenue or center themselves in control of distribution, conversation, and the image they hold. 

Beyonce, for example, surprised fans with her self-titled album release without promoting it 

ahead of time. Industry standards dictated a promotional campaign of appearances, radio 

airplay, video launches and benchmark television opportunities like awards shows before 

releasing the full album, with additional single releases sparking more airplay and additional 

album sales (Elberse 2014). Beyonce did none of these activities to release her album, rather 

relying solely on the power of her influence, timing, and tactical partnerships to drive sales - 

which worked tremendously. According to a Harvard case study, she partnered with Facebook 

and Apple to launch her self-titled visual album, making sure her followers saw the 

announcement at the same time and could immediately download her content. Beyonce 

disrupted the traditional model for music and tour announcements, and, over time, became the 

playbook for leading music launch strategies.  

 

Beyonce’s husband, Jay-Z, also had a part in disruption through the music streaming 

service Tidal that he purchased in 2014 for $56 million (Hale 2019). Though music streaming 

had been around for some time, Tidal positioned itself as a platform owned by artists, with 

exclusive content for subscribers and more money put back into the hands of artists for each 

stream (Woodworth, 2020). This was a shift from the common practice by then of paying artists 

very little for their streaming content. The model is also different from most competitors in that 

it solely relies on monthly subscribers, similar to video streaming platforms like Disney Plus 

and Netflix. However, Jay-Z eventually decided to return his discography to Spotify and Tidal 

hasn’t gained the subscriber count to be as competitive in the market.  

 

Examples like Jay-Z and Beyonce showcase how Black artists are pushing back on the 

music industry to control their own image and distribution. In the case of Tidal, though, the 

company didn’t leverage enough of its artists’ social capital for promotion and provide the type 

of detailed audience metrics that would assist artists in segmenting, targeting and positioning 

their brands. The emphasis on the artist-controlled platform and not the connection to the 

audience’s lived experience may have been a determining factor in the success of the brand.  

 

This type of strategy becomes especially important when the industry itself is shuttered 

due to a mass pandemic. The ability for Black musicians and producers to own and control the 

distribution of their music is a direct response to systems within the industry that disadvantage 

Black creatives and attempt to relegate them to caricatures of performance instead of their true 

form as originators of critical discourse. This discourse, examined in detail by Greg Dimitriadis 

(2001), explores rap as an alternative curriculum of study that incorporates poetry to spark 

critical conversations.  

 

Disruption During COVID  

 

  The coronavirus pandemic put a halt to all gatherings, especially festivals and concerts. 

Across the world, countries shut their borders and mandated lockdowns so residents would stay 

indoors to not be infected with a virus that had no vaccine at the time. Activities like singing 

could become high-risk activities because of their ability to possibly spread the virus through 

droplets and aerosols in what became known as “super-spreader events” (Naunheim, 2020). 

Scientists understood that the lack of information about the spread of COVID-19 meant there 

was little way of determining the best practices for vocalists to remain safe.  
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In an Elsevier article published as part of their Public Health Emergency Collection, the 

following is noted as it relates to safety for singers: 

“Specifically, there is a lack of data addressing how to congregate and sing safely in choral 

environments such as churches, concert halls and practice spaces, as well as stages, theatres 

and other venues. In addition, protective measures such as safest distancing between singers, 

wearing masks or other personal protective equipment (PPE), using larger rehearsal or 

performance spaces, reducing the number of singers inside a certain enclosed space, reducing 

the duration of rehearsals or performances, and using real-time air and surface cleaning 

methods such as increased ventilation, UV-C light and HEPA filtration specific to a singing 

environment among other topics have not been studied well enough to provide evidence on 

which to base advice to the singing community.” 

 

In August 2020, German scientists decided to host a concert with volunteer attendees to 

track the spread of coronavirus at live music events (Rogers, 2020). The experiment was meant 

to help policymakers determine the best strategies for these types of events, with volunteers 

being tested ahead of time, seated apart to account for social distancing requirements, and 

temperature checked ahead of being seated. A fog machine was used to visually show the path 

of aerosol distribution in a large, enclosed stadium. The result of this experiment has not been 

published yet.  

 

Global shutdowns hit the music industry especially hard, with notable events like 

Coachella, Lollapalooza, SXSW postponing, then canceling their yearly events and the largest 

concert promoters deciding to halt their shows indefinitely, as Rolling Stone (2020) reports on 

their ongoing coverage of the music industry’s biggest disruptor. The City of Austin pulled the 

plug on South By Southwest, SXSW, the largest industry event to be canceled in the US at that 

time, an estimated $350 million-plus loss for the city; within days this decision created a ripple 

effect of event postponements and eventual cancelations (Hissong, 2020). The first shelter-in-

place order in the US was in San Francisco, followed by the state of California and New York, 

before reaching the entire country.  

 

The World Economic Forum suggested that six months of a shutdown to the music 

industry would cost roughly $10 billion in sponsorships, roughly one-fifth of the global music 

industry’s revenue, with an even split on total profits being generated from live music events 

and recorded music, respectively (Hall, n.d.). Physical sales ended due to retail store closures, 

but streaming platforms, such as Spotify, saw a weekend-like consumption pattern during the 

weekday for users of their platform. Artists delayed album releases, theatre companies, 

including Broadway, could no longer perform for audiences and people were staying home 

more often, increasing their streaming of movies and music. Hamilton, the largest grossing 

stage play that was adapted to film, released their production more than a year in advance by 

debuting on the Disney+ in the Summer of 2020 (Seymour 2020).  

 

The music continued online as artists tried to connect with fans via social media. DJ 

DNice ignited live social entertainment through a quarantine dance party on Instagram in Mid-

March of 2020 that quickly reached over one hundred thousand viewers. Affectionately known 

as ‘club quarantine’, these Instagram live parties spurred right after the United States 

implemented widespread stay-at-home orders that forced millions inside for an indefinite time 

period. “Club Quarantine” quickly influenced musicians to take to the social media outlet as 

the venue of choice to reach fans. Since then, Instagram live digital concerts by notable artists 

with years of industry experience became a method of reenergizing brands and building on 

opportunities for paid digital concerts.  
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Enter Verzuz and the Positioning of Black Artists Through InstaConcerts 

 

The most well-known of these InstaConcerts are Verzuz battles between notable Black 

musicians, which have garnered thousands of live Instagram viewers, increased followers, and 

a resurgence of digital music streams. While many aspects of the service industry may return 

to their pre-COVID operations once a vaccine is developed, musicians may be one of the last 

to regain profit through concerts because of the impact of social distancing measures in large 

venues and new information being released daily about the spread of the virus via droplets.  

 

A reliance on social media may also impact the artist-fan engagement model, developed 

in 2012 as a framework for understanding the relationship musicians have with their fans 

(Stewart, 2019). In this model, the idea of ownership of music versus engaging in streaming 

services are evolving as the industry changes, but fan relationships with artists are 

multidimensional and may be reliant on access with the actual artists via platforms such as 

social media sites. The decision for Verzuz to utilize Instagram over other platforms likely had 

to do with the platform’s capabilities at the time. While other platforms like TikTok, whose 

predecessor had the built-in music-centered audience of Musical.ly, had the capability to do 

live streaming concerts, the app itself hadn’t yet gained the widespread appeal of millennial 

and older audiences at the onset of global shutdowns and it didn’t send automatic push 

notifications of live streams (Jennings, 2018). TikTok also gained scrutiny for data privacy 

issues in 2019 but holds a solid ground for up-and-coming artists and entertainers to start their 

brands and gain a following. Instagram mirrored the type of millennial audience similar to the 

lineup of artists Verzuz presented, which were Black musicians with predominantly strong 

catalogs and history in the industry.  

 

Verzuz battles position two Black artists, mainly from rap or hip-hop genres, against each 

other for a one-to-one song matchup. Conceived by Swizz Beats and Timbaland, Verzuz started 

after the two went head-to-head in an impromptu Instagram Live battle that garnered a rapidly 

growing audience (Holmes, 2020). The initial lineups were less structured and mainly included 

producers; this proved to need additional ground rules and an expanded frame to include the 

artists themselves. Eventually, the structure was cemented with two 10-song rounds in which 

artists predominantly from the 1990s and 2000s era of hip hop and R&B would play samples 

from signature hits during a three-hour face off (Amorosi, 2020).  

 

Initially, artists would use their own Instagram accounts to live stream the battles, but 

eventually, Verzuz was able to streamline that to their own account, @VerzuzTV on Instagram. 

The battles garnered so much attention that Swizz and Timbaland decided to partner with Apple 

for more live streaming capabilities through Apple Music, Apple TV and Beats1 (Exhibit 1a). 

Promotions paired two significant artists within the same genre and included ways of watching 

the free, live-streamed event along with run times based on your location across the world 

(Exhibit 1b). Notable artists included Brandy versus Monica, Jill Scott versus Erykah Badu, 

Nelly versus Ludacris, John Legend versus Alicia Keys, DMX versus Snoop Dogg and Patti 

LaBelle versus Gladys Knight.  

 

In what became known as the Verzuz Effect, artists began to see record returns for their 

participation in the battles. The increased popularity of seeing top-charting Black musicians 

face off resulted in significant social media following, music streams and purchases/downloads 

of music after the event. Jill Scott and Erykah Badu saw a 300% increase in music streams after 

they participated (Imarenezor, 2020). Their digital catalogs garnered 6.7 million streams in the 

United States alone. Billboard chronicled the effect of Verzuz in a spread on their website, 
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describing it as a “cultural institution — one with its own characters, lexicon and community 

— and its ability to both revive and spark new interest in the Black legacy artists who take its 

virtual stage” (Cochrane, 2020). Timbaland notes that the concept is a museum of “Black 

musical greatness”. The effect extends to the owners themselves, gaining notoriety again for 

their producing credits and being asked to partner with emerging or established artists. Verzuz 

chronicles the effect of their battles afterwards on Instagram (Exhibit 1c).  

 

After the killing of Breonna Taylor and George Floyd by police officers in March and 

May of 2020, Verzuz decided to host a gospel edition of their battle and feature established 

Black artists Fred Hammond and Kirk Franklin. This matchup, as well as the addition of 

politically themed segments like 2020 Vice Presidential candidate Kamala Harris joining 

Brandy and Monica’s battle, showcased how Verzuz positioned their authority and voice 

during a contentious time in America. This is not a new phenomenon with Black artists. Marvin 

Gladney (1995) discusses the Black arts music movement through hip hop that challenged 

mainstream ideals and conservative attitudes while also enacting active social change through 

lyricism. Louis Armstrong even navigated the white spaces of the industry to develop 

autonomy and creative control of his own music within the racist structures meant for his white 

counterparts to profit (Krutz, 2019).  

 

Discussion Questions   

 

The Verzuz battles proved to be “for the culture” as they were created and framed by 

Black musicians and producers as a mode of positioning musical contributions by notable, 

nostalgic Black artists. This effort creates demand at the time an artist may be declining in sales 

over the life cycle of their music popularity. As season two of the battles will resurface in 

November 2020 with T.I. and Jeezy, the #VerzuzEffect will continue to be tracked, much like 

the market impact of entrepreneurs who appear on the investment reality show Shark Tank, to 

gauge sales, partnerships and social growth after their appearances. Considerations for Verzuz 

and the Black music industry might include questions about the development and trajectory of 

their model. 

 

How did Timbaland and Swizz Beats modify the market, product or positioning to reach 

new audiences? Will Verzuz battles be sustainable after the pandemic allows for music artists 

to tour regularly? As other live streaming social platforms like TikTok become more popular 

among millennials, the original core audience segment for these artists, how would that impact 

the platform distribution model, i.e., segmentation, of the event? What are other ways in which 

this disruption could be used to increase market impact and sales for Black music artists beyond 

streaming revenue? How would Verzuz be the catalyst for the “Black Museum'' concept Swizz 

and Timbaland envisioned? Research Opportunity: determine the Verzuz effect on a set of 

artists who battled on this platform to uncover the partnerships, sales and social media capital 

(followers) gained after their appearance.  

 

Verzuz is notably missing Black female rap artists, a common occurrence to associate rap 

culture to men and diminish the contributions and feminist identity of Black women in the 

industry (Keyes, 2020). Artists included in their lineups have had notable negative interactions 

with Black women; how might this counter with their vision for Verzuz and does it feed into 

the anti-back sentiments leveled at Black women?  

 

Kanye West: “All Falls Down” lyrical snippet: 

“We buy our way out of jail, but we can't buy freedom 
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We'll buy a lot of clothes when we don't really need em 

Things we buy to cover up what's inside 

Cause they make us hate ourself and love they wealth 

That's why shortys hollering "where the ballas' at?" 

Drug dealer buy Jordans, crackhead buy crack 

And a white man get paid off of all of that”  

(West, 2004) 
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EXTENDED ABSTRACT 

  

The global COVID-19 pandemic of 2020 appears to have significantly influenced 

consumer behaviors: online grocery shopping has increased significantly. However, there is no 

research demonstrating how the threat of COVID-19 contamination has influenced consumers’ 

price dependency. 

 

Price is one of the most frequently used cue to make inferences about product quality 

(Rao and Monroe 1988). The use of price as an informational cue for product quality is rooted 

in entrenched consumer beliefs that price is determined by the interplay of the forces of supply 

and demand (Scitovszky 1944). A higher price may thus be an indicator of a higher quality 

end-product (Rao and Monroe 1988). 

 

Previous research has demonstrated that consumers faced with high ambiguity are more 

likely to infer product valuation from external stimuli (Soneji, Riedel & Martin 2015). 

Therefore, we propose that the COVID-19 pandemic, by inducing feelings of uncertainty, 

trigger an uncertainty-avoidance response which in turn enhances consumer susceptibility to 

using price as a diagnostic cue for product quality (Kwon, Manikas, and Barone 2020)  

 

The current paper tests our predictions across two studies. In study 1, participants (n = 

196; 57% male) responded to the COVID-19 concern scale (adapted from Conway, Woodard 

& Zubrod 2020) and price-quality judgments scales developed by Lichtenstein, Ridgway & 

Netemeyer (1993). The results indicated a significant relationship; as expected, as the COVID-

19 concerns increased, price dependency in assessing quality increased ( = .148, t(194) = 3.21, 

p < 0.001).   

 

In Study 2 (n = 435; 49% male), we manipulated COVID-19 concern by presenting an 

article warning about COVID-19 (adapted from Kwon Manikas and Barone 2020) or a control 

condition. Then, participants viewed three different rice cookers following Lalwani and Shavitt 

(2013). Participants in low (high)-price condition were shown the set of three rice cookers 

where the target brand was the lowest (highest) price among the three. Then they assessed the 

quality of the target brand. The ANOVA results showed a significant main effect of price F(1, 

431) = 154.4, p < .000); the main effect of COVID-19 article was not significant (F > .3). More 

importantly, there was a significant interaction effect of COVID-19 concern  price (F(1, 431) 

= 10.2, p < .001). Participants who were in COVID-19 condition exhibited greater price 

dependency than participants in control condition (see Figure 1).  
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Figure 1. The results of Study 2.  

 

   Results from two studies confirm that consumers with high COVID-19 concern, either 

chronic or situationally activated, are more influenced by price than consumers with low 

COVID-19 concern in evaluating product’s quality.  
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EXTENDED ABSTRACT 

 

With technology advancements and globalization, the retail industry must continuously 

adapt and evolve to survive against the growing competition. From the traditional mortar-and-

brick stores, the emergence of digital retail marketing is changing the way consumers purchase 

their products.  

 

 Moreover, these technological innovations have been even more advanced to the point 

in which machines can assume humans' intelligence (Artificial Intelligence (AI)). AI is also 

modifying the whole purchasing experience of consumers.  

India is considered the emerging market for introducing AI applications and rapid growth in 

internet users despite rural and urban levels. Innovative tools are being fostered in digital retail 

marketing as well. Therefore, this research aims to analyze how Artificial Intelligence impacts 

digital retail marketing, particularly in the Indian market. 

 

Artificial intelligence (AI), as described in the book “Artificial Intelligence: A Modern 

Approach (AIMA)” (Russell and Norvig 2020), is often used to describe machines (or 

computers) that mimic "cognitive" functions that humans associate with the human mind, such 

as "learning" and "problem-solving". AI’s presence in India has been growing so that industries 

have started investing in AI research and development. According to a study by PwC India 

(PricewaterhouseCoopers Private Limited India 2020), amidst the global pandemic, India has 

noted the highest increase in the use of AI at 45% usage increase compared to developed 

countries like the US, UK and Japan.  

 

Meanwhile, retail marketing is a strategy implemented by sellers to attract potential 

customers and retain existing ones, using them to drive sales. One channel of retail marketing 

is the digital/online platform. The e-commerce industry is growing more significant due to 

enhancements in technology and the global COVID-19 pandemic. This has changed consumer 

behaviour and forced both the retailer and the shopper to use the available technologies in a 

short period. Deloitte, in their article “2021 Retail Industry Outlook. The New Rules of Retail” 
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(Deloitte 2020)   foresees that this online shopping preference will remain with us even after 

all this is over.  In India, the retail industry is one of the largest and fastest-growing industries 

contributing to more than 13% of countries GDP and 10% of the total employment (Bhaskar 

and Harshitha 2017).  

 

The large consumer demographics and high domestic consumption in India allow the 

online shopping industry to flourish. Digital retailing acts as a differentiator and a competitive 

edge on the growing Indian retail industry. The power of digitization has empowered customers 

and clients with global access to a wide variety of products and information. In fact, the Indian 

retail industry, similar to global retail trends, is seeing the expansion of e-commerce in urban 

areas and reaching rural areas, driven by economical internet options and rural population 

switching to smartphones (Akamai 2018). 

 

Further advancements in technology such as artificial intelligence will require the retail 

industry to adapt and evolve to survive against the growing competition constantly. PwC sees 

that India's retail and consumer industry is taking initiatives for broader adoption of AI, with 

86% of the firms investing in identifying more pilots for AI implementation 

(PricewaterhouseCoopers Private Limited India 2020).  Currently, the retail industry is 

leveraging AI to hyper-personalized customer experience, and PwC foresees that AI-

augmented customer service chatbots will be the trend in the future. 

 

Based on the literature review, India comprises 120 million Internet users, compared to 

the worldwide 1 billion Internet users in 30 aspiring nations (www.mckinsey.com n.d.), and 

internet access is very high despite the geographic location. Shoppers in India's urban areas 

have turned to online shopping, seeing as the domestic and cross border online retailers have 

increased (Akamai 2018). However, a proportion of the population still doesn't have enough 

insight into online retailing due to different problems like lack of internet facilities, and lack of 

trust on payment gateways (Sharma and Gupta 2017). (Mani, C and G 2019) inferred that a 

consumer’s trust in their payment methods highly impacts the customer’s attitude towards 

purchasing online, which is why the online retail marketer should ensure that they highlight 

their payment options and the safety of the consumer's transactions. Despite the above stated, 

no study has been conducted to explore the "real-time" attitude of the population towards the 

AI tools in digital marketing and identify factors, that contribute to low levels of sense of safety 

and lack of trust considering payment methods among the population in rural and urban India.   

 

REFERENCES 

 

Akamai. 2018. "AKAMAI INDIA ONLINE RETAIL REPORT: Capitalizing on Digital 

Potential." 

Bhaskar, K., and N. Harshitha. 2017. "Retail Marketing in India: Challenges, Strategies and 

Opportunities." National Conference on Marketing and Sustainable Development.  

Deloitte. 2020. "2021 Retail Industry Outlook. The New Rules of Retail." 

Mani, Kamaraj, Vethirajan C, and Vinayagamoorthy G. 2019. "Consumer Perception towards 

Online Shopping of Household Products." Research Gate. July 1. 

https://www.researchgate.net/profile/Kamaraj_Mani3/publication/335741187_Consu

mer_Perception_towards_Online_Shopping_of_Household_Products/links/5d78d427

299bf1cb8098695c/Consumer-Perception-towards-Online-Shopping-of-Household-

Products.pdf. 

PricewaterhouseCoopers Private Limited India. 2020. "AI: An opportunity amidst a crisis." 

India. 



 

 

Proceedings of The Association of Collegiate Marketing Educators (2021)  

88  

Russell, Stuart J., and Peter Norvig. 2020. Artificial Intelligence: A Modern Approach. Prentice 

Hall. 

Saroj, Shrestha. 2018. "Online Retailing Trend and Future Growth Opportunities." Journal of 

Economics, Business and Management.  

Sharma, Manoj, and Pramod Gupta. 2017. "STUDY OF FUTURE SCOPE AND 

CHALLENGES OF ONLINE." International Journal of Marketing & Financial 

Management 1-9. 

www.mckinsey.com.https://www.mckinsey.com/industries/technology-media-and-

telecommunications/our-insights/impact-of-the-internet-on-aspiring-countries. 

  



 

 

Proceedings of The Association of Collegiate Marketing Educators (2021)  

89  

OMNI-CHANNEL IN FASHION INDUSTRY: INDIAN 

EXPERIENCE 

Romi Sainy, Jaipuria Institute of Management Indore 

Sahil Jasrotia, Jaipuria Institute of Management Indore 

 

 

 

EXTENDED ABSTRACT 

 

The progression of the e-commerce and new technologies over the last decade has 

disrupted the retailing scenario and has transformed the retailing landscape. Even the 

consumers have started changing their shopping habits with the emergence of more and more 

channels (Juaneda-Ayensa, et.al. 2016). The recent development after the multi-channel 

retailing is the Omni channel retailing. An Omni channel strategy is a type of retailing that 

allows real interaction, permits customers to shop among different channels at any particular 

location or time, thereby offering a unique, wide-ranging, and seamless shopping experience 

that breaks down the distinctiveness among channels. The strategy of Omni channel is present 

in most of the developed nations but when it comes to developing nation like India, the Omni 

channel strategy is just taking baby steps but has a lot of potential of growing.  

 

New age retailers are aspiring for higher customer engagement and enhanced buying 

behaviour. Carroll & Guzman (2013) defined Omni-channel as a coherent operating model in 

which all the channels are allied and offered impeccably to the consumer, along with one 

consistent way of doing business. Today’s consumers increasingly look forward to a uniform, 

integrated, and customized experience with their service providers which current multi-channel 

which requires multiple level of customer contact- are unable to offer. The interaction between 

a consumer and a retailer is mainly in terms of three flows—information, product, and money. 

(Chopra, 2015), this interaction happens on various channels either online or offline where the 

customer gets a different experience every time he/she visits. Omni-channel retailing is 

bridging this gap among the channels and integrating all channels so that the consumer can 

choose the channel as per his/her wish and get a seamless experience. The essence of Omni 

channel retail lies in the muddling of the differences between offline retail stores and online 

stores (Pawar and Samarth, 2015). An exact Omni-channel experience would imply that a 

particular transaction done by the customer using any channel is extended to multiple channels. 

A consumer can, for example buys a product through online platform (digital environment) and 

he/she can then visit the traditional channel (offline) and physically verify the product and 

choose before actually collecting it and even return/replace through that particular shop if 

he/she doesn’t like it. Therefore, applying a true Omni-channel strategy infers the full 

integration of the offline and the online shopping experience (Rigby, 2011). 

 

Many brick and mortar organizations, which embraced digital channels, saw them as a 

prospect to reduce their cost and compete with digital lone players. However, the brick and 

mortar stores failed to decipher and differentiate what customer value the digital lone players 

were offering to their customer by selling products with low tactile value. The key challenge 

with the recent model of Omni-channel is the lack of sync among the various platforms i.e. 
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physical to digital. The challenge becomes more imperative for retailers, which deals in fashion 

items, which are high involvement products, and consumers, are more prone to experiencing 

the products before buying them. 

 

Most of the studies conducted to understand consumer behaviour are conducted in the west 

(Bell et.al. 2014, Hubner et.al, 2016, Gao and Su, 2016; Park and Lee, 2017; Park and Kim, 

2019). In India the concept is comparatively new and unexplored The strategy of Omni channel 

has been adopted in most of the developed nations but when it comes to developing nation like 

India, the Omni-channel strategy is just taking baby steps but has a lot of potential of growing. 

The paper focuses on fashion retailing because this is one sector in India, which had adopted 

Omni channel prior to other sector. The paper aims to understand the shopper’s behaviour in 

relation to adoption of Omni channel stores. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual Model for the Study 

 

 

Research Methodology 

 

The paper uses mixed method approach and qualitative interviews of shoppers who have 

used at least two channel for purchase of any particular Omni channel store. Scales were 

developed out of the Interviews and then questionnaire was sent to similar shoppers who have 

bought any fashion product from more than one channel of a particular store and quantitative 

analysis will be done based on the results.  According to Shannon-Baker (2016), Mixed method 

studies are more novel in their approach and are more valuable as it brings all the issues together 

and conclude in a robust manner. The scale items were generated using preliminary interviews 

with the customers who purchased fashion products using more than one channel in the past 

one year. Then, the data was quantified to substantiate the item scale provided. The quantitative 

analysis was performed using proper statistical analysis to avoid any measurement error and 

analyse the accuracy of scale. 
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Conclusion 

 

Fashion retailing is a fast growing business in India, with the advent of omnichannel and 

its integration with the traditional channels it is expecting to see a huge spurt in times to come. 

Our study is motivated by grounded theory. The study examined customer’s perception of 

Omni-channel retailing. Our study reveals that there is clearly lack of awareness on the part of 

consumers about the existing business models which have adapted to Omni channel in retailing 

and that is affecting brand equity.  

 

Consumers expects that certain limitations that are there with multi-channel retailing will 

be eliminated with the advent of Omni channel retail. The consumers who prefer shopping 

through offline channels perceived that offline stores are sized and availability of information 

at offline stores is limited so integration of channels will eliminate that disadvantage and 

consumers can search for information through mobile/online channel and make actual purchase 

through their preferred channel.  

 

Consumers perception of value is enhanced through Omni channel shopping as the 

shoppers feel that this will offer hedonistic experience rather than satisfying utilitarian need. 

Consumer discussed that they can have the practical value of price and convenience through 

online channels whereas, the risk of payment can be reduced by opting for order online and 

offline pickup service. This will also save on extra cost and time spent on shipping, travel time 

benefits and also avoiding unnecessary face to face contact by personally visiting the store and 

asking for help of sales persons. The results suggested that consumers can take benefit of both 

online, offline and mobile channels through Omni channel retailing. Consumers feel that there 

will be a higher risk to their privacy as their personal data will be shared across different 

channels.  
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ABSTRACT 

 

In this paper, we address the problem of product allocation under uniformly distributed 

aggregate demand in a multi-segment market for a monopolistic retailer. A mathematical model 

is formulated to determine the retailer’s expected total profit. A numerical experiment is 

designed and conducted to compare the performances of five alternative allocation policies in 

conjunction with three pricing schemes. The pair of the allocation policy and the pricing 

scheme that yields the highest expected total profit is identified. 

 

 

 

INTRODUCTION 

 

This paper attempts to develop a mathematical model for a profit-maximizing 

monopolistic retailer to compare the performances of five alternative policies of product 

allocation over a multi-segment market where the aggregate demand of each segment is 

uncertain. The strategically important question addressed in this paper can be stated as follows:  

Given a set of pricing schemes, what is the optimal pair of the product allocation policy and 

the pricing scheme that yields the maximal expected total profit for the retailer? 

 

In the revenue management literature, several notable studies are closely related to our 

current paper. Lee and Ng (2001) tackled the problem of optimal service capacity allocation 

and derived the optimal scheme of capacity allocation in a monopolistic market comprised of 

two segments where the demand is deterministic. Deng et al. (2008) studied capacity allocation 

in a multi-segment monopolistic market under uncertain demand following a Poisson 

distribution. Based on a deterministic demand function, Zhang (2012) investigated a multiple-

segment price discrimination problem with different segments’ demand elasticity and supply 

constraints, where all segments are subject to the limited common capacity. In addition, each 

segment is subject to a limited segment-specific capacity, while the firm incurs segment-

specific production and selling costs in each segment. Zeng (2013) proposed multiple pricing 

strategies for a retailer who operates in a two-segment market composed of experienced and 

inexperienced consumers.   

 

Some researchers focus on both quantity and price decisions. For example, Gallego et 

al. (2011) addressed the problem of capacity allocation and pricing in a two-segment market 

where an entrant sells at a lower price to compete against an established incumbent. Wang et 
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al. (2014) tackled a price-setting problem with partial information. Their study aimed at robust 

capacity and pricing decisions for an innovative product with limited consumer valuation and 

market size information. Duan et al. (2016) formulated a model as a three-stage dynamic game 

for the allocation of a limited spectrum capacity and the pricing decision in a wireless market 

with two segments.   

 

Our present study is different from the studies cited above in four significant ways: First, 

a general n-segment market is considered in the modeling framework. Second, the uncertain 

demand in each segment is modeled as a random variable following a uniform probability 

distribution. Third, a mathematical model is developed to determine the retailer’s expected total 

profit. Fourth, a numerical experiment is designed and conducted to identify the optimal pair 

of the allocation policy and pricing scheme. 

 

We make the following basic assumptions while addressing the research question 

mentioned above: 

(1)  The price charged by the retailer in each segment is the only independent variable that   

 affects the aggregate demand in that segment. 

(2)  Consumers in each segment are well-informed of the price charged in that segment. 

(3)  The demand in each segment is heterogeneous and independently follows a uniform   

 probability distribution conditioned by the price charged in that segment. 

 

This paper is organized as follows. In the next section, a mathematical model is developed 

to determine the expected total profit for the monopolistic retailer. A numerical experiment 

conducted for the model is presented in the third section. Finally, the paper concludes in the 

fourth section with a summary of its contributions and directions for future research.   

  

MODEL DEVELOPMENT 

Consider a monopolistic retailer who plans to allocate K identical units of a product in a 

general n-segment market during a single selling season. The n segments are successively 

arranged in a descending order of their price sensitivities and denoted as segments i (i = 1, 2, 

…, n). 

 

The following notations are used to formulate the retailer’s profit and price functions: 

 

K  the quantity of the product available for sale in the n-segment market; 

Ki   the quantity of the product available for sale in segment i; 

yi   the quantity of the product to be allocated to segment i; 

Pi  the price per unit of the product charged in segment i (Pi > 0); 

Ci             the cost per unit of the product allocated to segment i (Ci > 0);  

Si    the salvage value per unit of the product disposed of after the selling season in  

segment i (Si > 0);  

di  the aggregate demand of consumers in segment i; 

      i  the demand parameter in segment i ( ); 

 the probability density function (p.d.f.) of di being a continuous random 

variable; 

E(di) the expected value of di; 

i  the retailer’s profit yielded from segment i; 

E(i) the expected value of i; 

  the retailer’s total profit yielded from the entire n-segment market; 

0i

)(
i

xf 
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E() the expected value of . 

 

Consumers’ price sensitivity for a product may substantially vary across segments. Since 

consumers in a segment are assumed to be well-informed of the price charged in that segment, 

the uncertain demand of segment i, di (i = 1, 2, …, n) can be modeled as a random variable 

following a probability distribution conditioned by Pi.  Following the approach of Azoury 

(1985), we model the aggregate demand, di, as a continuous random variable following a 

uniform probability distribution. The p.d.f. of di is given by 

                      

(1) 

where  i > 0. A price-dependent model introduced in Huang et al. (2013) is employed to define 

the functional relationship between the demand parameter  i and selling price Pi:  

i
iii P



−

=                         

(2) 

where, i > 0 and i > 1  (i = 1, 2, …, n). In expression (2), the parameter, i, reflects the size 

of segment i. The parameter i gauges the price sensitivity of segment i.   

 

In segment i (i = 1, 2, …, n), if the demand (di) exceeds the quantity of the product 

allocated by the retailer (yi), the profit (i) will equal the profit per unit multiplied by the number 

of units sold.  On the other hand, if di is smaller than yi, a portion of the allocated quantity, yi – 

di, will be unsold and disposed of after the selling season at the unit salvage value, Si.  Hence, 

the retailer’s profit yielded from segment i (i = 1, 2, …, n) is stated as  

                           

(3)        

 

Since di is a uniformly distributed random variable, we obtain from expression (3) the 

expected value of i : 

     .        

(4) 

Substituting (1) into (4) and carrying out the integrations, we obtain  

                      

(5) 

          

(6) 

 

The derivations of expressions (5) and (6) are found in the Appendix.  The retailer’s expected 

total profit from the entire n-segment market can be expressed as 
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NUMERICAL EXPERIMENT 

 

In this section, we first describe five alternative policies of product allocation and then 

present a numerical experiment conducted to compare their performances. Uniform, pulsing-

maintenance, and pulsing polices are the major types of allocation policies frequently 

implemented in practice and discussed in the marketing literature (Mesak and Zhang, 2006). 

They are defined below. 

 

(1) Uniform Policy (UP):  The retailer allocates an equal amount of capacity in each 

segment of the market. 

(2) Pulsing/Maintenance Policy (PMP):  The retailer sequentially alternates between high 

and low levels of capacity allocation in each segment of the market. There are two 

different patterns of PMP.  If the retailer starts with a high level of capacity allocation, 

this policy type is designated as PMP-I. A PMP-II type is the one for which the 

retailer starts with a low level of capacity allocation. 

(3) Pulsing Policy (PP):  The retailer sequentially alternates between high and zero levels 

of capacity allocation in each segment. PP-I and PP-II start with a high and a zero 

level, respectively.   

 

A monopolistic market comprised of 4 segments is considered in the experiment, where 

the high level of capacity allocation is twice the low level for both PMP-I and PMP-II. For 

illustrative purposes, we set K = 3000 units and i = 12000000, i = 2.4 − 0.1i, Ci = $30/unit, 

and Si = $10/unit (i = 1, 2, 3, 4).  Three pricing schemes, shown in Table 1, are chosen in the 

experiment.  

 

The computational results of the experiment are reported in Tables 2a, 2b, and 2c. As 

shown in Table 2a, UP under Pricing Scheme 1 outperforms the other four product allocation 

polies in terms of profitability. Tables 2b and 2c show that PMP-II yields the maximal expected 

total profit under Pricing Schemes 2 and 3, respectively. It appears that the retailer should 

implement the allocation policy, UP, together with Pricing Scheme 1 since the pair yields the 

highest expected total profit, $70936.40, among all the five allocation policies and the three 

pricing schemes experimented in this study. It is interesting to note that PP-I yields the minimal 

expected total profit under all the three pricing schemes. 

 

Table 1.   Three pricing schemes chosen in the numerical experiment  

 

 

Pricing Scheme 1 

 

P1 = $55/unit,   P2 = $65/unit,   P3 = $75/unit,   P4 = $85/unit 

 

 

Pricing Scheme 2 

 

P1 = $85/unit,   P2 = $75/unit,   P3 = $65/unit,   P4 = $55/unit 

 

 

Pricing Scheme 3 

 

P1 = $70/unit,   P2 = $70/unit,   P3 = $70/unit,   P4 = $70/unit 
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Table 2a Performances of product allocation policies under Pricing Scheme 1 

 

 

Policy 

 

 

Capacity allocation 

 

Expected total profit, E()  

 

 

PP-I 

 

 

y1 = K/2,  y2 = 0,  y3 = K/2,  y4 = 0 

 

$11,847.53 

 

PP-II 

 

 

y1 = 0,  y2 = K/2,  y3 = 0,  y4 = K/2 

 

$35,591.79 

 

PMP-I 

 

 

y1 = K/3,  y2 = K/6,  y3 = K/3,  y4 = K/6 

 

$61,444.27 

 

PMP-II 

 

 

 

y1 = K/6,  y2 = K/3,  y3 = K/6,  y4 = K/3 

 

$69,525.50 

 

UP* 

 

 

y1 = K/4,  y2 = K/4,  y3 = K/4,  y4 = K/4 

 

$70,936.40 

 

 

Table 2b Performances of product allocation policies under Pricing Scheme 2 

 

 

Policy 

 

 

Capacity allocation 

 

Expected total profit, E()  

 

 

PP-I 

 

 

y1 = K/2,  y2 = 0,  y3 = K/2,  y4 = 0 

 

$5,855.29 

 

PP-II 

 

 

y1 = 0,  y2 = K/2,  y3 = 0,  y4 = K/2 

 

$23,975.08 

 

PMP-I 

 

 

y1 = K/3,  y2 = K/6,  y3 = K/3,  y4 = K/6 

 

$41,278.45 

 

PMP-II* 

 

 

y1 = K/6,  y2 = K/3,  y3 = K/6,  y4 = K/3 

 

$48,452.76 

 

UP 

 

 

y1 = K/4,  y2 = K/4,  y3 = K/4,  y4 = K/4 

 

$48,396.71 
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Table 2c Performances of the alternative allocation policies under Pricing Scheme 3 

 

 

Policy 

 

 

Capacity allocation  

 

Expected total profit, E()  

 

 

PP-I 

 

 

y1 = K/2,  y2 = 0,  y3 = K/2,  y4 = 0 

 

$8,385.90 

 

PP-II 

 

 

y1 = 0,  y2 = K/2,  y3 = 0,  y4 = K/2 

 

$33,848.87 

 

PMP-I 

 

 

y1 = K/3,  y2 = K/6,  y3 = K/3,  y4 = K/6 

 

$51,578.72 

 

PMP-II* 

 

 

 

y1 = K/6,  y2 = K/3,  y3 = K/6,  y4 = K/3 

 

$63,459.46 

 

UP 

 

 

y1 = K/4,  y2 = K/4,  y3 = K/4,  y4 = K/4 

 

$61,993.24 

 

SUMMARY AND CONCLUSIONS 

In this paper, we address a strategically important issue of product allocation for a profit-

maximizing monopolistic retailer in a multi-segment market. A price-dependent demand model 

is selected to describe the functional relationship between the selling price and the aggregate 

consumer demand. A mathematical model is formulated to determine the expected total profit   

over a multi-segment market. A numerical experiment is conducted to compare the 

performances of five allocation policies under each of three pricing schemes. Given the values 

of the model parameters chosen for the experiment, the optimal pair of the product allocation 

policy and the pricing scheme that yields the highest profit is identified.   

 

This exploratory study suggests some possibilities for future research. First, the model 

of product allocation developed in this paper is intended for a monopolistic retailer. An 

interesting research direction would be to formulate the model in a competitive environment. 

Second, although the findings reported in this paper are appealing, their generalizability should 

be considered with care. Third, the mathematical model developed in this study is based on the 

uniformly distributed demand. Uncertain demand following other probability distributions may 

be incorporated in the modeling framework in future research. 

 

APPENDIX 

 

Derivation of Expression (5)  

Given yi <  i, substituting (1) into (8) and carrying out the three integrations yield: 

         −+−−−=

i

i

ii

y i
iii

y

i
iii

y

i
iii dxyCPdxySCdx

x
SPE






1
)(

1
)()()(

00

 



 

 

Proceedings of The Association of Collegiate Marketing Educators (2021)  

99  

     222 )(
)(

)(

2

)(
i

i

ii
iiii

i

ii
i

i

ii y
CP

yCPy
SC

y
SP



−
−−+

−
−

−
=  

     .
2

)(
)(

2
i

i

ii
iii y

SP
yCP



−
−−=                     

(A.1) 

 

Derivation of expression (6) 

Given yi ≥  i, substituting (1) into (8) and carrying out the three integrations yield: 

                       

(A.2) 
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EXTENDED ABSTRACT 

 

2020 was an unusual year of growth for disc golf due to the worldwide COVID-19 

pandemic, which limited many people’s work lives and increased the amount of time spent 

“on screen” generally (United Health Care Services 2020), and people were pushed 

outdoors for many activities. As the pandemic unfolded, the Professional Disc Golf Tour 

discontinued the sport’s major events (Eisenhood 2020a), forcing players to connect with 

their fans in ways other than competition). Top stars from the sport, such as 5-time 

champion Paul McBeth, German- Canadian standout Simon Lizotte, recent champion 

Ricky Wysocki, and the world’s most dominant female player Paige Pierce increased their 

disc golf-related and personality-driven outputs by further developing their respective 

social media presences. As a result, disc golf fans began to have a great deal of the sport’s 

“content” to consume on social media sites such as YouTube, Instagram, and TikTok. 

Even prior to the disc golf boom associated with the events of 2020, the sport had been 

growing rapidly, as evidenced by a 15% increase in active members of the Professional Disc 

Golf Association in 2019, with concomitant growth in courses and events (PDGA 2020a). 

In an unusual move in early January 2020, Discraft, one of the oldest and most popular disc 

golf disc makers, signed a new athlete – Brodie Smith – to a one-year contract. (Eisenhood 

2020b). Smith had previously been a professional “ultimate disc” superstar, but through 

injury and the aging process was no longer able to compete (Wikipedia 2020). He brought 

to Discraft his general athleticism, enthusiasm, and competitiveness, plus knowledge of the 

physics of sport disc flight characteristics, and very importantly, his social media followers. 

Disc golf, however, is a very different sport than ultimate disc. Professional play in one 

does not translate into professional play in the other. Smith would have to learn the sport, 

“pay his dues,” and show an ability to “move plastic” (sell merchandise) in order to make 
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the Discraft signing worth it to the company.1 Discraft exploited the popularity of its top 

athlete Paul McBeth and seeded some early YouTube content pairing him with Smith in 

some match play that included the players’ unedited but endearing banter, bad beginner form 

and throws, advice on what Smith should have “in his bag” (which disc combination would 

be optimal), and other teaching/learning moments, all set on beautiful disc golf courses. 

In his first year in the sport, Smith had faired poorly in five major tournaments, 

receiving plenty of criticism by many insiders who judged that he had not earned his 

coverage yet. Smith contracted Lyme Disease mid-year and dropped out of major 

tournament play to get healthy and to break down and rebuild his game, along the way 

winning some “C-Tier” and “B-Tier” events. He eventually returned to play in major events 

by October, finishing respectably at several “A-Tiers.” With his first sanctioned event early 

in 2020, he received his initial player rating2 of 935. His professional peer group generally 

had ratings above 1020 and few players signed high-level contracts without at least a 1000 

rating. By December 8, 2020, through hard work and a very public grind-it-out process, 

Smith had achieved an impressive 999 rating (PDGA 2020b). 

 

Brodie Smith’s Owned Media / Social Media Presence 

 

YouTube: As of December 31, 2020, Brodie Smith’s YouTube channel had 2,220,000 

subscribers. Smith was a prolific “vlogger” (video blogger) on the channel, including mostly 

self-produced disc golf rounds on his local Dallas-area courses, often with his new wife, 

former Dallas Cowboys Cheerleader Kelsey Lowrance. He also figured in videos with Paul 

McBeth, with whom he had partnered to purchase Foundation Disc Golf. It was not unusual 

for a video to get 400,000 views, and a few hundred thousand more when McBeth was 

featured. During 2020, Smith posted nearly 100 videos. 

(https://www.youtube.com/user/brodiesmith21) 

Facebook: As of December 31, 2020, Brodie Smith’s Facebook page had 550,000 

followers. On this site, he identified himself as “Video Creator.” Here, he documented his 

gameplay, promoted charitable causes, and referred followers to his YouTube page. He 

posted updates every few days and regularly responded to comments by his followers. There 

was a “Shop Now” button that led to the Foundation Disc Golf website, which sold several 

of his own branded goods, including Darkhorse and Get Freaky discs. 

(https://www.facebook.com/BrodieSmith21; (https://foundationdiscs.com/) 

 BrodieSmith21.com: Brodie Smith’s self-titled website took viewers directly to the 

Foundation Disc Golf site, where he was an equity partner with fellow professional disc 

golfer Paul McBeth. (http://brodiesmith21.com/) 

Twitter: As of December 31, 2020, Brodie Smith’s Twitter account had 890,000 

followers. There were 38,000 tweets posted by then, and Smith posted new tweets several 

times per day. 

Followers were told about his recent disc golf rounds, referred to Foundation’s updates, 

and asked his advice about local courses and events. 

(https://twitter.com/Brodiesmith21) 

Instagram: By the end of 2020, Brodie Smith’s Instagram account had 870,000 

followers, with nearly 1,500 posts. The images and videos included personal shots of 

Smith and his wife and pets, vintage ultimate play and trick shots, meet-ups with other 

http://www.youtube.com/user/brodiesmith21)
http://www.facebook.com/BrodieSmith21%3B
http://brodiesmith21.com/)
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professional disc golfers for casual rounds, presentations of merchandise, and updates 

related to his PDGA status. (https://www.instagram.com/Brodiesmith21/) 

 Ratings were calculated in a less-than-transparent process – much to Brodie Smith’s 

dismay (Smith 2020), that generally included how difficult the courses played were, as well 

as comparative measures of others on a particular course on a particular day in particular 

play conditions. Players were seeded in events by their rating and their ratings set up an 

expectation of performance for future events. 

TikTok: By the end of 2020, Brodie Smith’s TikTok account had 1,200,000 

followers. The site was linked to his Instagram. Posts often drew audiences of 50,000, with 

more popular ones reaching over 1,000,000 views. 

(https://www.tiktok.com/@brodiesmith) 

Signs of Success 

Due to the success of Smith’s Get Freaky-themed Discraft Zone approach discs and 

his Darkhorse-themed Roach putter discs (available in myriad color, plastic, and stamp 

variations and released in limited quantities) a private Facebook collector group had 

formed, with 10,000+ members by December 2020. The group had its own moderation 

team and was independent of Smith, though he frequented the site with comments and 

responses. Here, collectors showed off their discs, bargained for trades, and sold discs for 

as much as 10 times their original sales price (depending on rareness and aesthetic 

attractiveness). (https://www.facebook.com/groups/651993202329779/) 

While the industry is relatively tight-lipped about sales, the largest online seller, 

Infinite Discs, did release a weekly sales top-20 blog. In the months prior to Smith’s disc 

golf debut, Innova discs had frequently been the highest in top-20 discs sold. As Smith 

entered the stage, Discraft often bested Innova in placements. This analysis was 

complicated during 2020, however, by COVID-19-related manufacturing shutdowns and 

shortages, and by McBeth’s own recent signature disc introductions of the Luna (putter), 

the Zeus, the Anax, the Hades (drivers) and the Malta (midrange), along with the 2020 surge 

in the sport’s popularity. (https://infinitediscs.com/blog/top-twenty-tuesday-december-

15th-2020/; https://www.innovadiscs.com/; https://www.discraft.com/) 

Discraft Responds 

On November 17th, 2020, Discraft extended Brodie Smith’s contract for 2 years. 

(Wineka 2020). The size of top disc golfer contracts are not disclosed, though McBeth’s 

deal is rumored to be a guaranteed $250,000 per year, plus incentives for successful 

tournament play, signature disc sales (Heywood n.d.). Smith’s deal was likely much smaller, 

but the rapid growth of a dedicated fan base trading collectible discs, along with his two 

signature series, the Darkhorse and the Get Freaky suggest that Discraft determined it was 

its getting their money’s worth and that the partnership with Smith was proving a fruitful 

and profitable one. 

Case Analysis Questions for Students 

 

1. Evaluate the importance and value of each of Brodie Smith’s social media accounts. 

2. How should Brodie Smith spend his time – that is, how much time on his disc golf, 

and how much time creating content to promote himself and his business interests? 

3. How was the purchase of Foundation Disc Golf integral to Brodie Smith’s success? 

4. How should Discraft measure the value of Brodie Smith as a sponsored player? 

 

http://www.instagram.com/Brodiesmith21/)
https://www.tiktok.com/@brodiesmith
http://www.facebook.com/groups/651993202329779/)
http://www.innovadiscs.com/%3B
http://www.discraft.com/)
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ABSTRACT 

 

This research examines the relationships between sports teams and various fan basis.  The path 

of inquiry recognizes that a sports organization that successfully implements relationship 

marketing programs can develop long-term relationships with its fans, thus improving the 

likelihood of customer retention.  Two factors, fan identification with a team and fan 

satisfaction with a team’s performance, have been identified as critically important in retaining 

a sports team’s customers. Results suggest differences between male and female fans in team 

identification and sports event attendance, but not in satisfaction with team performance or 

other consumption behaviors.  

 

 

 

INTRODUCTION 

 

 American spectator sports, a portion of the much larger U.S. sports industry, reached 

$71.06 billion in revenues in 2018 and was projected to exceed $81. 6 billion by 2023 (Gough, 

2019).  However, everything changed on March 11, 2019, when the Utah Jazz v. Oklahoma 

City Thunder game was cancelled due to “unforeseen circumstances,” as the initial 

announcement stated. The NBA season disruption was soon followed by all the other major 

sports and student competitions with games and seasons cancelled indefinitely due to the 

COVID-19 pandemic. Instead of a steady industry growth, the downward trend soon became 
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more than pronounced. A recent report by Deloitte, for example, stated that “… (The) National 

Football League (NFL) teams are expected to lose an estimated $5.5 billion of stadium revenue, 

primarily in the form of ticket sales, concessions, sponsorships, and sales of team” (Deloitte, 

2020). And although the NBA managed to finish their season and playoffs in the “bubble” 

(without any fans), the same report points at more than $500 million in loses as well. Similar 

concerns are evident in the non-professional sports marketplace. The pandemic is costing 

universities tens of millions of dollars and dictates tough decisions to end many low-revenue 

student sports (Garthwaite and Notowidigdo, 2020). Moreover, the importance of the sports 

industry to the U.S. economy, of course, goes well beyond the revenues of professional and 

amateur sports teams.  Almost 500,000 American jobs are directly linked to the industry 

(Burrow, 2013) and retail sales at sporting goods stores, which often feature merchandise 

closely tied to professional and college sports teams.   

 In such turbulent environments, the industry as a whole must find ways to bring back fans 

to arenas and to create alternative sources of revenue. There is a consensus building up that one 

promising path to recovery is to increase fan involvement on a personal level through social 

engagement on a team and athlete levels. A cite from the above-mentioned Deloitte report  

illustrates the issue: 

  

“Leagues, teams, and athletes possess powerful platforms that can promote positive change for 

society as a whole. Sports organizations should embrace the critical role they  can play in 

helping address race, gender, and LGBT+ inequality and injustice. Many fans expect it—and 

future growth likely depends upon it.” 

 

Related, team sports organizations have increasingly emphasized relationship marketing 

efforts in their business operations.  The foundation of these efforts is the belief that relationship 

marketing, by creating stronger ties between fans and teams, offers tremendous benefits to 

sports organizations.  These benefits include greater fan (customer) loyalty, an increased ability 

to address fan complaints, and fans’ increased willingness to support sports teams through 

various consumption behaviors (Fisher and Wakefield, 1998; Fullerton, 2007). 

 

An emphasis on relationship marketing represents a shift to a customer retention focus, 

rather than a customer acquisition focus, among sports organization marketers.  Retaining fans 

provides a sports team with both short-term and long-term benefits.  In the short-term, the 

organization benefits from revenue generated by those fans, reductions in revenue losses from 

defecting fans, and relatively low-cost maintenance of an existing fan base.  Over the long-

term, high fan retention rates result in longer relationships between a sports team and its fans 

and thus provide for a greater average customer lifetime value (Johnson and Gustafsson, 2000; 

Best, 2009).  Fullerton (2007, p. 384) emphasizes this last point, suggesting that moving to a 

fan retention emphasis “has allowed many marketers to more effectively capitalize on the 

potential long-term value that each of their current customers represents.”  When examining 

customer retention, the marketing literature has focused primarily on two causal factors, 

customer loyalty and customer satisfaction (Dick and Basu, 1994; Bolton, Kannan, and 

Bramlett, 2000; Kotler and Keller, 2007; Best, 2009).  Loyal customers are less likely to be 

attracted by competitive marketing efforts and satisfied customers are more likely to continue 

purchasing from an organization.  Empirical studies have supported the positive impact of both 

factors on customer retention (e.g., Oliver, 1980; Rust and Zahorik, 1993; Bolton, 1998).  

Naturally, the influence of loyalty and satisfaction has also been emphasized when considering 

customer retention in sports marketing.  

 



 

 

Proceedings of The Association of Collegiate Marketing Educators (2021)  

106  

Sports marketing researchers have found that both fan loyalty and fan satisfaction impact 

fan retention.  Loyalty, often referred to as team identification, has been reported to have a 

positive influence on fans’ intentions to attend games (Wakefield, 1995; Matsuoka, 

Chelladurai, and Harada, 2003) and a negative influence on fans’ changing their focus of 

attention to other teams (Harada and Matsuoka, 1999).  Sports fans’ general level of satisfaction 

with a team’s performance and satisfaction with team performance in a particular event (game) 

have also been found to positively impact fans’ intentions regarding game attendance and other 

consumption behaviors (Wakefield and Sloan, 1995; Laverie and Arnett, 2000; Matsuoka et 

al., 2003). 

   

Focusing on customers who self-identify as fans of a particular team, this study seeks to 

add to the stream of research examining fan loyalty, fan satisfaction, and fan behaviors in the 

marketing of sports. Specifically, the study compares team identification (loyalty), satisfaction 

with team performance, and consumption behaviors of male and female fans.  Contributions 

from the study are in three areas.  First, a survey method was used to collect data from fans of 

many different professional and collegiate teams involved in a variety of team sports.  With 

few exceptions (e.g., Gray and Wert-Gray, 2012), previous studies of sports fans have focused 

attention on specific teams and/or sports.  Trail, Fink, and Anderson (2003), for example, 

studied consumption behavior among fans of intercollegiate basketball teams.  The proposed 

study is an effort to explore general relationships.  If general relationships among teams and 

fans are better understood, research in particular sports contexts may offer greater insight into 

the unique effects of sport and team on these relationships.  Second, the study considers four 

distinct consumption behaviors.   With few exceptions (e.g., Fisher and Wakefield, 1998; Trail 

et al., 2003; Gray and Wert-Gray, 2012), prior studies have focused on the impact of loyalty 

and satisfaction on one behavioral variable (often game attendance).  Sports-related 

consumption, however, is multidimensional and includes listening to sports talk on the radio, 

viewing sports programming on television, talking with others about teams and sports, 

purchasing team merchandise, and other fan behaviors (Madrigal, 2006; Fullerton, 2007. This 

broader view of fan consumption behavior allows for a deeper and more meaningful assessment 

of customer retention.  Finally, by exploring similarities and differences between male and 

female sports fans, the research emphasizes the need for sports organizations to better 

understand their fans in order to create and maintain long-term relationships with those fans. 

 

CONCEPTUAL BACKGROUND 

 

Team Identification 

 

 Team identification refers to a fan’s attachment to a specific sports team.  Fullerton (2007) 

identifies two team identification dimensions, emotional involvement and personal 

commitment. Emotional involvement represents a fan’s psychological attachment, while 

personal commitment represents a fan’s tendency to engage in consumption behaviors (i.e., 

spending time and/or money) that bond a fan to a team.  Following earlier research by Fisher 

and Wakefield (1998) and Mael and Ashforth (1992), the proposed study defines team 

identification only as a fan’s psychological attachment to a sports team and does not include a 

behavioral component.  Team identification is reflected by expressions such as “I love my 

Broncos” or “I am a Yankees fan.” 

 

Studies have found that team identification impacts consumption behaviors.  Gray and 

Wert-Gray (2012), for example, reported that team identification positively impacts a variety 

of intended consumption behaviors: in-person and media-based attendance, purchase of team 
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merchandise, and word-of-mouth communication related to a team. Studies by Wakefield 

(1995) and Matsuoka, Chelladurai, and Harada (2003) also found that team identification 

positively impacts a fan’s intention to attend games.  Others have found a positive impact on 

actual game attendance (e.g., Murrell and Dietz, 1992; Fisher and Wakefield, 1998; Laverie 

and Arnett, 2000).  Trail, Fink, and Anderson (2003) found that team identification positively 

impacts fan intentions regarding both attendance and purchase of team merchandise.  Similarly, 

Fisher and Wakefield (1998) indicate that team identification leads to game attendance and 

purchase of team-licensed products.  Several studies have also noted a positive relationship 

between team identification and a fan’s word-of-mouth communication related to a team 

(Madrigal, 1995; Trail et al., 2003; Madrigal and Chen, 2008). The word-of-mouth 

communication considered in these studies is sometimes labeled basking-in-reflected-glory 

(BIRGing) behavior and can be manifest in a variety of ways, including “bragging” about a  

team and “publicizing” connections to a team. 

 

Satisfaction with Team Performance 

 

Anderson, Fornell, and Lehman (1994) identify two aspects of customer satisfaction,  

transaction-specific satisfaction and cumulative satisfaction.  Transaction-specific satisfaction 

is a post-purchase evaluation of a single transaction, while cumulative satisfaction is an 

evaluation of purchase experiences over time.  This study considers only cumulative 

satisfaction (a fan’s satisfaction with team performance over time), but studies have shown that 

both conceptions of satisfaction impact customer repurchase intentions and consumption 

behavior (Oliver, 1980; Cronin and Taylor, 1992; Anderson, Fornell, and Lehmann, 1994; 

Mittal, Ross, and Baldasure, 1998).  Focusing specifically on cumulative satisfaction, Gray and 

Wert-Gray (2012) found a positive impact of satisfaction with team performance on intended 

event attendance (both in-person and media-based). Similarly, Arnett (2000) found that this 

type of “long-term” satisfaction positively influences frequency of game attendance.  Factors 

often closely linked with both transaction-specific and cumulative satisfaction (team success, 

team win-loss record, on-field success) have also been linked with fan consumption behaviors 

(Gladden, Milne, and Sutton, 1998; Pinnock and Potter, 2006).   

 

Consumption Behaviors 

 

Based on the earlier work of MacDonald and Milne (1997), Fullerton (2007) offers three  

consumption behaviors indicative of a bond (or relationship) between a sports team and its 

fans.  This relationship is generally considered a foundation for customer retention in the sports 

marketplace.  Usage, which focuses on team-fan contact situations, is generally considered to 

be the primary consumption behavior defining a fan’s relationship to a team.   Fan usage 

includes both in-person and media-based attendance.  Fullerton suggests two additional 

consumption behaviors, responsiveness to product merchandising and word-of-mouth 

communication (which he terms word-of-mouth advertising), must also be considered when 

examining the strength of team-fan relationship.  Responsiveness to product merchandising 

refers to the fan’s purchase of merchandise displaying the team’s name, logo, or colors.  Word-

of-mouth communication refers to a fan speaking of the team, including talk related to games, 

specific players, personnel changes, performance expectations, etc.  These consumption 

behaviors are considered evidence of a fan's strong psychological bond to a particular team. 

Fullerton (2007) suggests that usage, when combined with these other consumption behaviors, 

define an “expanded relationship” between team and fan.  This relationship benefits both the 

sports team (organization) and its fans (customers).  The team gains revenue and promotional 
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assistance, while fans receive value through both game experiences and identification with the 

team (i.e., improved self-images based partly on team affiliation). 

 

Male and Female Sports Fans 

 

Prior research, generally focused on specific sports contexts, has found both 

similarities and differences between male and female fans.  While large numbers of both male 

and female sports fans identify themselves as fans of a specific team, James and Ridinger 

(2002) found that males are more likely to self-identify as fans.  They also found that males 

exhibit higher levels of loyalty to a specific team, are more likely to share in the joy of a 

team’s success, and empathize more strongly with specific teams. For males, sports and 

sports teams “provide an important identity not shared by females” (James and Ridinger, 

2002, p. 273). Greenwood (2001) and Fink, Trail, and Anderson (2002) also found stronger 

team identification among male sports fans. Examining a related concept, Ware and Kowalski 

(2012) reported male fans to be more “highly involved” with both sports and sports teams 

than are female fans. 

 

 H1: Males will exhibit higher levels of team identification. 

 

 While it is certainly likely that consumption behavior of both males and females is 

influenced by on-field performance, a study of Australian professional sports team fans reports 

“that men are often less satisfied than women with the team’s performance” (McDonald, 

Leckiea, Kargb, and Zubcevic-Basica, 2018, p.169). This study also found that experiential 

aspects (customer service and facilities) of event attendance were stronger drivers of customer 

satisfaction for female fans than for male fans, while personal involvement with the team was 

more important to male fan satisfaction. Other studies examining differences in the motivation 

and satisfaction of male and female sports fans have found female fans to be more motivated 

than male fans by the social aspects of sports consumption behaviors ((Dietz-Uhler, Harrick, 

End, and Jacquemotte, 2000; Ridinger and Funk, 2006; Wann, Schrader, and Wilson, 1999; 

Ware and Kowalski, 2012). For example, Ware and Kowalski (2012) report significantly higher 

percentages of female fans “motivated by the opportunity to spend time with family and 

friends” and “motivated by the social setting of large-group game viewing” (p. 234). Findings 

from these studies are consistent with research efforts suggesting that male fans are more likely 

to experience vicarious achievement through the performance of sports teams (e.g., Trail,  

Robinson, and Kim, 2008). 

 

 H2: Females will exhibit higher levels of satisfaction with team performance. 

 

 With some exceptions, past research has generally found that males are more likely to 

engage in sports fan consumption behaviors than females. Examining sports fans in general 

rather than fans of a specific team, Dietz-Uhler et al. (2000) reported that males spend more 

time than females both discussing sports and watching sports on television. This study, 

however, found no difference between male and female sports fans in attendance at sporting 

events. Focusing on fans of a particular team, Greenwood (2001) indicates that males have 

reported a greater propensity to purchase team merchandise. Also examining team-specific 

fan consumption behavior, Ware and Kowalski (2012) found males more likely to engage in 

word-of-mouth communication related to the team. In these studies, differences between 

male and female consumption behavior was linked to higher levels of team identification 

(Greenwood) and team involvement (Ware and Kowalski) for male fans. There is substantial 

evidence that males, who are more likely to indicate that they are devoted or “die-hard” fans 
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of a team, engage in more sports fan consumption behaviors than females. 

 

 H3: Males will report a greater likelihood of engaging in future in-person attendance. 

 H4: Males will report a greater likelihood of engaging in future media-based 

attendance. 

 H5: Males will report a greater likelihood of engaging in future word-of mouth 

 communication related to a specific team. 

 H6: Males will report a greater likelihood of engaging in future merchandise 

purchases related to a specific team. 

 

METHODOLOGY 

 

 A survey research methodology was used to gather data from self-identified fans of 

college and professional sports teams.  Data collection focused on fans in the state of Oklahoma 

and more specifically the Oklahoma City metro area. Spectator sports have a significant impact 

on the Oklahoma as well as the national economy.  The University of Oklahoma and Oklahoma 

State University athletic programs are among the top revenue producers in college athletics, 

generating $129 million and $112 million, respectively, in 2014.  Relocation of the NBA’s 

Seattle SuperSonics to Oklahoma City as the Oklahoma City Thunder has had a significant 

impact on both the state and Oklahoma City metropolitan economies.  Government officials 

estimate the team’s economic impact at $1.5 million per home game and over $64 million each 

NBA season (Lackmeyer, 2013).  Although generally considered a “small market” team, 

Forbes projects the Oklahoma City Thunder annual revenue at close to $150 million (Thunder 

Ranks 11th,” 2014).  In short, the spectator sports industry is an impactful industry within the 

United States, Oklahoma, and the Oklahoma City metropolitan economies. 

 

Using a paper survey instrument, data were collected from 300 undergraduate students 

(175 males and 125 females) at a metropolitan university. These 300 students, who identified 

themselves as fans of various sports teams, comprised the study sample. 

 

The sampled students responded to items assessing team identification, satisfaction 

with team performance and consumption behavior related to an identified team, as well as items 

providing demographic data (including gender, age, income, education, and employment). The 

instrument was developed based upon prior research efforts that have used a variety of 

measures to assess relevant sports-related constructs.  As part of the survey development 

process, previously developed scales were modified following a small number of personal 

interviews conducted with sports fans from the metropolitan Oklahoma City area. 

 

The survey instrument utilized several measures developed and assessed in prior 

research examining fan attitudes and behavior in the sports marketplace.  Team identification 

was assessed using a modification of the three-item Team Identification Index (TII), which has 

shown adequate psychometric properties in prior use (e.g., Trail and James, 2001; Trail, Fink, 

and Anderson, 2003).  Satisfaction with team performance and four behavioral intentions 

related to a team (in-person game attendance, media-based game attendance, word-of-mouth 

communication, and purchase of licensed merchandise) were assessed through single-item 

measures.  Satisfaction with team performance was measured using an item adapted from 

Matsuoka, Packianathan, and Munehiko (2003).  Four items measuring intended consumption 

behavior were used to assess respondents’ behavioral intentions.  These items were adapted 

from measures developed by Trail et al. (2003). 
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Preliminary analyses suggested that the composition of the male and female samples was very 

similar. Chi-square analyses indicated no significant differences between the two groups in 

terms of classification (junior or senior), major, or status as domestic or international students. 

A two independent samples t-test found no significant difference in mean age between the male 

 and female samples. 

 

RESULTS 

 

 All comparisons of male and female fans were completed using independent samples 

t-tests. Levene’s test indicated that equality of variances could be assumed for the two samples 

in each comparison. To test H1, respondents indicated the extent to which they “strongly 

identified with a specific sports team” by responding to the three item Team Identification 

Index. A one to five scale was used, with lower scores indicating stronger team identification. 

There was a significant difference in the scores for males (M=2.02, SD=0.95) and females 

(M=2.40, SD=1.01); t(298)=3.29, p=.001. The results support H1, suggesting that males 

exhibit higher levels of team identification. Satisfaction with team performance was measured 

using a single item – respondents indicated satisfaction with team performance on a scale of 

one to five, with lower scores indicating higher levels of satisfaction. Results from the two-

independent samples t-test indicated no significant difference in the scores for males (M=2.27, 

SD=1.19) and females (M=2.13, SD=1.06); t(298)=1.10, p=.274. Thus, H2 was not supported. 

Likelihood of future consumption behaviors was assessed through four independent samples t-

tests. Respondents indicated the likelihood of in-person attendance, media-based attendance, 

word-of-mouth communication, and merchandise purchase, all related to a specific team, on 

separate scales of one to five. For each scale, lower scores indicated greater likelihood of the 

specified consumption behavior. There was a significant difference in the scores for males 

(M=1.90, SD=1.15) and females (M=1.65, SD=0.89) reporting likelihood of future in-person 

attendance (t(298)=2.07, p=.039). Results of this test supported H3. No significant differences 

were found in the scores for males and females in reporting likelihood of future media-based 

attendance (t(298)=0.20, p=.841), word-of-mouth communication (t(298)=1.35, p=.178), and 

merchandise purchase (t(298)=0.52, p=.604). H4, H5, and H6 were not supported. 

 

PRACTICAL AND THEORETICAL IMPLICATIONS 

 

 The spectator sports industry is important to Oklahoma. Sales revenues from spectator 

sports attendance generate hundreds of millions of dollars for the state.  In the past, Oklahoma’s 

sports industry was focused almost exclusively on its college teams, particularly the football 

and basketball teams of The University of Oklahoma and Oklahoma State University.  With 

the arrival of the Oklahoma City Thunder, national awareness of Oklahoma’s sports industry 

is changing.  Sports fans throughout Oklahoma and the nation have been drawn not only to 

Oklahoma’s stadiums and arenas, but also to local retailers and attractions.  Increased 

employment and revenue from the spectator sports industry can potentially offset some of the 

losses facing Oklahoma’s economy due to the recent decline in the state’s energy sector.  The 

future success of the sports industry in Oklahoma, however, is dependent upon strong 

relationships between Oklahoma’s sports teams and their fans. 

 

The proposed study aims to provide an improved understanding of sports team/fan 

relationships.  This improved understanding may establish a firmer foundation for sports 

organizations in their efforts to build relationships with their fans and retain those fans over the 

long term.  The study’s results should provide insight into the pathways most appropriate for 

improving customer retention.  A key question here is whether efforts to bond with fans provide 
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greater benefits to the organization than efforts to improve the team’s competitive performance.  

In investigating similarities and differences between male and female fans’ consumption 

behaviors, team identification, and fan satisfaction and in exploring various sports and teams, 

the study has the potential to provide insights into the fan bonding process in a variety of 

contexts.  These insights can then guide managers in developing appropriate fan retention  

strategies in specific markets. 

 

CONCLUSION 

 

 This study seeks to add to conceptual and empirical work examining the impact of fan 

loyalty (team identification) and fan satisfaction on sports teams’ retention of fans.  By 

surveying fans of many different sports teams, the research effort considers whether or not the 

impacts of team identification and satisfaction with team performance may be generalized 

across a rather broad population of sports fans.  Rather than examining the impact of these 

variables only on game attendance, the proposed study recognizes the importance of a variety 

of fan consumption behaviors and explores potential impacts on multiple aspects of fan 

retention. Comparison of male and female fans offers an opportunity to begin exploring the 

potential effectiveness of various retention strategies (for example, an emphasis on efforts to 

bond with fans rather than efforts to improve a team’s competitiveness) among diverse groups 

of sports fans.  More work is needed concerning many aspects of sports team/sports fan 

relationships approval of this grant application greatly help in moving this research forward. 
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EXTENDED ABSTRACT 

Rural communities and distant places are often left out from the economic development. 

With the decreasing importance and share of primary sector activities like agriculture in the 

economy, the importance of a tertiary sector activity like rural tourism enhances economic 

development by providing employment and increasing income of the villagers (MacDonald, 

and Jolliffe, 2003). India is also experiencing a similar trend and it is in this context that this 

paper aims to showcase the practice of an organization working in the area of rural tourism in 

India.  

 
 Singh, Ambarkhane, and Venkataramani (2017) categorize rural tourism as tourist 

coming from rural as well as urban to consume experiences in rural places. Place of 

consumption becomes central point for rural tourism. Lane (1994) classifies rural tourism on 

the dimensions such as location, functionality, size and tradition. In addition, growth and 

control factors are considered equally important. Rural tourism should be functionally rural, 

small in size, traditional, slow-growing and essentially controlled by local people. Sharpley 

(2006) suggests three characteristics which can be used to identify places as rural a) population 

density/settlement size, b) land use and economy and c) social structures. Similar 

categorization of tourists have been done by many researchers, which essentially tells us that 

rural tourism need to keep in mind the heterogeneity of demand by the consumers. 

 

We have adopted case study method to explore the phenomenon of rural tourism. We 

have taken the view of multiple stakeholders involved in the project i.e. employees from the 
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organization instrumental in starting the project and beneficiaries currently managing the 

project of rural tourism.  

 

The rural tourism center initiated and developed by BAIF in tribal area of Jawhar taluka 

has made good contribution in the life of tribals living in the village of Kelichapada. According 

to Mr. Rama Bhoye, the president of the tourism committee, tourism has contributed in 

reducing migration by supplementing the limited income of the village folks, while providing 

a ready market, within the village itself, for the farm fresh produce grown in the fields and 

Wadi. He strongly feels that BAIF has showed them a way to use the treasure of their scenic 

surroundings that was hitherto considered paltry. 

 

The project caters to different needs of tourists. It has something to offer to different 

segments of rural tourists. It has targeted naturists through waterfall, whereas persons interested 

in traditional art and craft were attracted by the tribal art and craft on offer. The expectations 

of tourists interested in living and experiencing “rural life” were also fulfilled through their 

stay in a mud houses and witnessing the lifestyle of a tribal family. Tourists interested in 

traditional cuisines were satisfied with the offer of traditional tribal meal along with local 

beverages. The visits to heritage site quench the thirst of people interested in visiting those 

sites. This tourism center caters to different type of tourists by offering a range of activities and 

can serve as a role model for similar place elsewhere to promote similar activity. 
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EXTENDED ABSTRACT 

 

Situational Engagement Experiences: Measurement Options and Theory Testing 

 

Engagement during events and attraction visitations is an important concept to scholars 

and marketing professionals in hospitality, tourism, and marketing. Tourism scholars have 

developed an array of measures of situational engagement. Invariably, these measures are 

multiple-item questionnaires developed through application of principles from the family of 

“true score” measurement theories (Gullickson, 1950; Nunnally, 1978; Jőreskog, 1971). In 

contrast, magnitude scaling (Lodge, 1981; Stevens, 1975), a measurement model dominant in 

the food production and marketing industry (Lawless & Heymann, 2010; Meilgaar, Civille, & 

Carr, 2016), may provide a useful basis for development and evaluation of a more efficient 

(i.e., minimally intrusive) approach to measure situational engagement. This research 

describes evaluation of eleven measures of situational engagement constructed through 

magnitude scaling and true score theory. The relative performance of these instruments is 

compared, based on their congruence with a nomological net (Cronbach & Meehl, 1955) 

indicated by the theory of structured experiences (TSE; Ellis, Jiang, Freeman, Lacanienta, & 

Jamal, 2020; See Figure 1). Concepts based on the nomological net--coherence, provocation, 

and self-affirmation--were hypothesized to increase story experiences, provocation 

experiences, and affirmation experiences, respectively (H1, H2, H3). Story experiences, 

provocation experiences, and affirmation experiences were hypothesized to increase 

engagement (H4, H5, H6). Engagement was hypothesized to increase prevalence of deep 

experience (H7), which in turn increases perceived value of time spent (H8) and proclivity to 

recommend (H9).  

 

Method 

 

Nine hundred eighty-two responses were secured from a Mechanical Turk panel. To 

provide a context for engagement, six variations of a video on fables were developed. The six 

videos represented the conditions of a 2 x 3 experiment based on the nomological net of 

engagement: coherence (story sequence precise vs. story sequence imprecise) by self-

relevance (self-affirmation vs. provocation vs. not self-relevant). Each participant was 
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randomly assigned to one of the six videos representing one of the six treatment conditions. 

Engagement was measured using both true score theory and magnitude scaling. True score 

theory measures included a single-item scale, a multiple-item scale, and a congeneric scale. 

Magnitude scaling was used to measure overall engagement as well as engagement at peak 

and end moments. Two modalities of direct magnitude scaling were used to measure overall 

and momentary (peak and end) engagement: line-drawing and numeric-estimation (Lodge, 

1981). 

 

Results 

 

Results of hypotheses testing are summarized in Tables 1 and 2. Evidence for construct 

validity is present for all measures of engagement; all measures supported the hypotheses 

proposed within the nomological net with one exception. The true score theory measures 

exhibited non-significant or weak relations with provocation. The family of magnitude 

scaling measures showed stronger evidence of validity than the family of true score theory 

measures. Both magnitude scale modalities produced significant coefficients for overall 

engagement in the expected directions. However, the coefficients for the line drawing 

modality were notably stronger than for the numeric estimation modality. Within the family 

of true score theory measures, the congeneric measure was optimal.   

 

Discussion 

 

Quality measures are needed to advance knowledge on engagement and to provide 

managers with tools to evaluate services. Considering factors such as time, novelty, and 

resources, the single-item measure is recommended. Future research directions are discussed. 

 

 
 

Figure 1 Nomological Net of Engagement within the Theory of Structured Experiences 

 

 

Table 1 Hypotheses Tests Not Involving Engagement 

 

H1: Coherence→        

Story 

H2: Provocation→        

Provoked 

H3: Affirm→    

Affirmed 

H8:SE→    

PV 

H9: DSE→   

Recommend 

beta  .14** .06 .03 .59** .72** 

** p < .01 
Note: DSE: Deep Experience; PV: Perceived Value of Time Spent; Recommend: Proclivity to Recommend; 

Provocation: Experimental introduction of dissonance; Provoked: Subjective Experience of Provocation 
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Table 2 Hypotheses Tests Based on the Nomological Net (β) 

Engagement Measure 

H4:  

Story→ 

Engagement  

H5: 

Provoked→ 

Engagement 

H6: 

Affirmed

→ 

Engageme

nt  

H7: 

Engagement

→    DSE 

 Overall Engagement 

Single Item .33* <.01 .41* .52* 

Multiple Item .41* .06 .52* .68* 

Congeneric .40* .13* .57* .66* 

Magnitude, Line Drawing .34* .25* .59* .69* 

Magnitude, Numeric 

Estimation 

.12* .11* .32* .32* 

 
Moments 

End Moment (Magnitude)   

     Line Drawing .33* .22* .53* -- 

     Numeric Estimation .18* -.16* .22* -- 

Peak Moment (Magnitude) -- 

     Line Drawing .36* -.01 .41* -- 

     Numeric Estimation .16* -.24* .12* -- 

Peak-End Average      

      Line-Drawing .37* .12* .53* -- 

     Numeric Estimation .20* -.23* .17* -- 

* p < .001 
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EXTENDED ABSTRACT 

Corporate social responsibility (CSR) is the management practice of balancing an 

organization's economic, social, and environmental imperatives (What Is CSR? | UNIDO, 

2020). CSR is important because it creates more connections between an organization and its 

stakeholders. Stakeholders for CSR are customers, shareholders, employees, communities, 

competitors, customers, and in the sports industry it can be nontraditional employees, like 

coaches, players, and training staff. These groups are essential to any organization’s core 

operations, but even more so in sport due to the deep connections between organizations and 

their biggest stakeholders, the consumer and community (Babiak & Kihl, 2018).  

Sport is commonly referred to as a microcosm of society and consequently, problems in 

society (i.e. inequality among genders/races) are often reflected in sport (i.e. Title IX and Colin 

Kaepernick’s protest in 2016). Because of this direct connection and relevance to everyday life 

as well as high levels of national exposure, sport is historically held to a higher standard of 

CSR (Joo et al., 2019). Sport teams, in particular, are unique in that they are integral to the 

community in which they do business; in fact, they can create a sense of identity for people in 

their communities (Sartore-Baldwin & Walker, 2011). Three main CSR efforts that most teams 

and leagues engage with are geared towards community outreach, environmentalism, and 

diversity (Erikson, 2009). 

There has been research into the effect of corporate competence on consumer responses 

to CSR efforts based on promotional, philanthropic, and value-creating CSR activations (Chen 

et al., 2018). Corporate competence has been previously defined in many ways that ultimately 

boil down to the ability of an organization to sustainably utilize resources to achieve the goals 

of the firm (Chen et al., 2018). These resources are typically attained through financial means, 

which justifies the use of net worth to define high and low corporate competence for sport 

teams. 
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There is substantial cause to look into which types of CSR are perceived as most authentic 

dependent on net income and league, as these are not easily alterable factors for a team, whereas 

their CSR foci are. By implementing CSR initiatives that consumers will perceive as the most 

authentic, teams can drive more intense brand love as defined in “Extreme brand love: 

measuring and modelling the intensity of sports team love” due to the desire of sport consumers 

to feel intimately connected to their teams (Daniels et al., 2020). 

For the purpose of this study, accommodating time and resource constraints, two 

professional sport leagues in the United States will be explored. The top four professional 

sports leagues in the United States are the NFL, MLB, NBA, and NHL (Gough, 2019). Of 

these, the NFL, most popular league, and the NBA, third most popular were selected for review 

due to their distinct governing structures, marketing and branding strategies, growth tactics and 

revenue stream.  

The NBA features a player-first hierarchical structure, whereas the NFL has a top-down 

hierarchy. Secondly, the NBA promotes its players and has a player as the logo while the NFL 

promotes its teams and games themselves and has a shield as the logo. Another point of contrast 

can be seen in the NBA’s international growth while the NFL has mainly remained national.  

As for revenue, each league has a dramatically different stream: about $7 billion and $14 billion 

for the NBA and NFL respectively (Branch, 2018). 

In order to observe consumer perceptions of authenticity for NBA and NFL teams, three 

empirical studies will be conducted. Study 1 will feature a between-subjects survey design 

testing the three foci of CSR (community outreach, environmentalism, and diversity) for both 

the NBA and NFL. Study 2 and Study 3 will be the same format as one another; however, 

Study 2 will focus on the NFL and Study 3 will focus on the NBA. Each study will be a 2 (low 

vs high net worth)*3(CSR types) between subjects design. These surveys will test for the same 

dependent variables as the survey in Study 1, the initiative’s community link, reliability, 

commitment, congruence, benevolence, transparency, and the broad impact of the initiative. 

Respondents will be presented with statements based on the three CSR foci, adapted from real 

businesses, applied to the high and low net worth teams for the NBA or NFL. Information 

regarding high and low net worth for teams will be provided in the surveys prior to responding 

to any statements. 

Responses will be analyzed to determine differences between perceived authenticity , 

based on the seven scales, within the context of high and low team net worth. Any observable 

differences will be used in the interpretation to determine the most authentic forms of CSR for 

teams depending on their league and net worth. This information will then aid in making a 

recommendation for sport marketing and communication professionals concerning types of 

CSR efforts to capitalize on. 

The purpose of this research is to fill in a gap within sport marketing research regarding 

authenticity of CSR efforts and consumer perceptions. This research will build on prior 

knowledge of the importance of CSR within sport, the idea of corporate competence, and how 

these combine to affect consumer perceptions of authenticity.  

Consumer perceptions of authenticity is important to any corporation, but sport teams, in 

particular, due to high stakeholder expectations (Babiak & Kihl, 2018). By knowing which 

CSR efforts are seen as most authentic by consumers, teams and leagues can strategically 

implement and promote the efforts that are more true to their mission and vision. 
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The stances of organizations on social issues are progressively more impactful on 

consumers and what goods, services, and brands they choose to associate with. By staying true 

to the core values of their organizations and highlighting CSR efforts related to these values, 

companies improve their perception among consumers. Bringing this knowledge to the sport 

industry can bring to light key differences between leagues, team net worth, and how it impacts 

consumer perception in order to inform marketing and communications professionals. 
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ABSTRACT 

 

From the consumer perspective, the term marketing has typically been given a negative 

connotation in the media and conjures images of companies manipulating customers into 

buying expensive and unnecessary products within the minds of consumers. This report details 

a range of criticisms of marketing from both consumer and scholarly perspectives. A 

distinction is made between the terms marketing and advertising, especially given that many 

consumers tend to conflate the terms. Following the general overview of consumer and 

scholarly criticisms of marketing is a focus specifically on healthcare marketing. This section 

includes a discussion of both medical devices and drugs, as well as review of the culture of 

advertising in the medical industry. A timely discussion on marketing and advertising in the 

current COVID-19 pandemic concludes the healthcare marketing section. Lastly, a brief 

discussion about how consumer and scholarly criticisms of marketing have evolved over time 

ends the report. 

 

 

 

AN OVERVIEW OF CRITICISMS OF MARKETING AND HEALTHCARE 

MARKETING 

 

Marketing has been defined in many different ways by different scholars. Gaski (2013) 

lists 11 definitions in the first section of his article. However, he arrives at a consensus, defining 

marketing as, “Satisfying customers to achieve your objectives” (p. 7). For the purpose of this 

paper, similar to Gaski’s definition but expanded upon, marketing will be defined as, “The 

process of planning and executing the conception, pricing, promotion, and distribution of ideas, 

goods, and services to create exchanges that satisfy individual and organizational objectives” 

(Berkowitz, 2017, p. 4). 

Disregarding for a moment the fact that consumers and scholars tend to use different definitions 

for marketing, there have been many criticisms of marketing since the inception of the industry, 

from both the consumer and scholar sides. Lastly, marketing in healthcare will receive special 

focus as many consider the ethics of healthcare marketing to be different from marketing a 

simple consumer-product company. 

 

Consumer Criticisms of Marketing Practices 

 

Before any specific criticisms are addressed, it is important to discuss why consumers 

have the criticisms they do. Part of the different opinion consumers hold compared to firms in 

regard to marketing may be because of the disparity in how consumers define marketing. 

Consumers see marketing as a business-focused activity despite most definitions of marketing 

in firms and in literature describing marketing as a customer-focused activity (Heath & Heath, 
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2008). Consumers therefore view all marketing activity from this angle. Thus, in the eyes of 

the typical consumer, marketing practices become self-serving and profit-focused on the part 

of companies.O’Shaughnessy and O’Shaughnessy (2002) explain that how marketing appears 

to consumers in their everyday lives, as well as the inherent nature of companies to want to 

earn profits, can cause consumers to view marketing as anything that “tempt[s] the consumer 

into buying” (p. 525). This viewpoint greatly affects the criticisms consumers have about 

marketing. 

 

Criticisms made by consumers cover a wide variety of topics, including products and 

marketing practices. Customers have often criticized marketing for being unethical. Most 

consumer criticisms focus on the practice of advertising. Many consumers believe that the 

terms marketing and advertising are the same thing, as will be discussed below. Literature 

shows that many consumers believe it is manipulative and encourages overconsumption. 

 

Marketing Versus Advertising 

 

While some consumers conflate the terms of marketing and advertising, for the purpose 

of this paper, the actual practice consumers are criticizing will be named rather than using the 

broad term of marketing. Given this fact, it is interesting to note that the majority of consumer 

criticisms are for advertising than any other marketing practice. 

This may contribute to consumers’ belief that marketing means advertising. Another reason 

this confusion may happen is because advertising is the most talked about aspect of marketing 

and the most visible and obvious practice to consumers. Concepts like sponsorships, 

influencers, product placement in popular media, and PR packages are evident all across social 

media sites, which a large percentage of the population spend their time daily on. Given the 

amount of advertisements a consumer is exposed to online and in-person in any given day, it 

is perhaps not surprising that consumers have questioned whether firms are hiding ulterior 

motives in their advertisements. 

 

Criticisms 

 

Marketing is Unethical 

 

The general criticism that marketing is inherently unethical, whether true or not, has 

driven the evolution of marketing from focusing on sales, to focusing on customers, to focusing 

on customer values. This most recent transition to a focus on customer values is known as 

Marketing 3.0 (Kotler et al., 2010). Recent scholarly articles on consumer perception have 

focused on the social responsibility and morality of marketing (Seretny & Seretny, 2012). As 

will be discussed further later in this paper, Gaski (2013) believes that social responsibility 

does not lie with marketers. 

 

Nevertheless, recent research has concluded that environmental and social responsibility 

are important to consumers, and actions taken by firms to demonstrate this responsibility are 

responded to positively (Seretny & Seretny, 2012). If marketing is trending towards a focus on 

customer values, Thus, the answer may not be whether firms should shoulder social 

responsibility, but rather how firms can influence consumers’ perception to believe that they 

are socially responsible. 

 

Gaski (2013). Gaski’s (2013) strongly-worded article titled “To Serve Man: A 

Marketing Manifesto (and an Article That Should Not Have Been Necessary)” asserts that most 
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consumers and scholars’ criticisms of marketing are misdirected and invalid. Gaski strongly 

believes that marketing is ethical insofar as the company meets the needs of its customers and 

achieves its own goals in doing so. He believes any other discussion is not relevant, and in fact 

states that most criticisms lobbed at marketing ultimately have nothing to do with marketing as 

the criticism is not related to customer orientation. Despite this, at least regarding consumers, 

whether a criticism is valid or notis beside the point. If these are indeed the criticisms 

consumers have against marketing, then firms would be better served to look at them and 

possibly correct them if possible rather than dismiss them as not being academically valid. 

Gaski’s comments about valid and invalid criticisms are perhaps better suited to a private 

discussion among fellow scholars. People’s perceptions affect how they interact with the world, 

so whether the perceptions are correct or not, they are still important to examine. 

 

Advertising is Manipulative 

 

Consumers in Heath and Heath’s (2008) study expressed the idea that marketing forces 

them to buy, which relieves them of personal responsibility for self-indulging (p. 

1034). Consumers specifically view advertising as manipulative, misleading, and dishonest, 

and believe that it is the consumer’s job to be cautious and be able to spot manipulative 

advertising. Polls reviewed by Ringold (1995) indicate that most consumers are under the 

impression that most advertising is not completely truthful. Marketing towards children is one 

area which is arguably manipulative, as many believe that children are not experienced enough 

to recognize advertisements from other content and thus do not realize they are being sold to. 

Given that consumers believe advertising is manipulative, one can conclude that many 

consumers, especially those who are parents, probably believe that children cannot detect the 

manipulation many believe to be present in ads. Consumers also commonly believe that 

marketing creates need in the market, despite this being a highly contested point in literature. 

Heath and Heath (2008) note that this belief furthers the idea that marketing causes 

overconsumption, which will be discussed next. 

 

Advertising Causes Overconsumption 

 

A common criticism that firms hear from consumers is that advertising encourages 

overconsumption (Heath & Heath, 2008). As previously mentioned, many consumers believe 

that this is caused by advertisements that force them to buy. By constantly viewing and hearing 

about products and services, consumers think about purchasing goods many times throughout 

the day. This is blamed for overconsumption and the subsequent materialistic lifestyle and 

mindset that has developed in some parts of the world. Consumers also blame marketing for 

the debt that results from overconsumption, believing that the companies do not care about the 

consumer’s well- being and will do whatever is necessary to generate revenue. It is important 

to note that many consumers believe in rewarding oneself through the purchase of products, 

whether necessary or not. This paradoxical thinking about marketing has overall resulted in 

negative views about marketing practices and those who work in marketing.  

 

Products are Designed Dangerously or Unethically 

 

Both Heath and Heath (2008) and Stoeckl and Luedicke (2015) observed in their studies 

that consumers believe companies purposely design products to need replacing sooner than 

necessary, and that companies knowingly market dangerous products to consumers, such as 

weight loss products, alcohol, and tobacco (Stoeckl & Luedicke, 2015). For example, some 

consumers believe that companies purposely design technological products to have batteries 
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that die sooner or charges that run out quicker than expected so that the consumer will be forced 

to buy the next, new, upgraded version of the product the company comes out with next. 

Consumers believe that companies will put out whatever product they have to, whether it is 

high-quality or not, to turn a profit. There tends to be an information imbalance in almost every 

industry where the consumer rarely has all the information needed to make a fully formed 

decision, and consumers seem to be aware of the imbalance at least some of the time. The 

information imbalance combined with the belief that marketing is unethical make it unlikely 

that this criticism about products being intentionally badly designed is unlikely to evolve or 

become obsolete soon. 

 

Academic Criticisms of Marketing Practices 

 

Scholars have made a variety of criticisms of the marketing field, including marketing 

practices and ideology. Stoeckl and Luedicke (2015) note that criticisms about ideology and 

practices really began in the late 1930s. They give a few examples of criticisms: Marketing 

practices that produce more problems than they solve; marketing products that are harmful to 

the consumer; marketing that leads to the exploitation of local communities; and firms that 

appear to care about environmental issues but do not engage in actions that support this stance. 

Gaski (2013) also discusses some of the common criticisms made by scholars about marketing, 

including negative externalities and social responsibility. As previously mentioned, however, 

Gaski asserts that any criticism that does not relate to customer orientation is not a criticism of 

marketing. He contends that marketers are hired to cater to customers and make a profit, not 

worry about the greater good of society (p.12). He concludes that any criticism not having to 

do with customer orientation is the responsibility of another field. Nevertheless, some of these 

criticisms that Gaski believes should not be criticisms in the first place will be examined, as 

they are still discussed often in the literature. 

 

Criticisms 

 

Exploiting Local Communities 

 

Stoeckl and Luedicke (2015) found that multiple scholarly papers addressed the issue 

of commodifying “cultural ideas, styles, and artifacts” (p. 2456). It is argued that products that 

are derived this way erode the cultural context of the initial idea and essentially commodify the 

culture of the community. In the same vein, invasive physical advertisements can violate 

community spaces with commercialism. Smaller communities argue that these advertisements 

draw attention to larger companies that can afford to advertise and thus take business away 

from the local owned and operated stores. This group of criticisms focus on commodifying and 

exploiting the local community and its culture. Critics of marketing contend that there is a time 

and place for advertisement, and some spaces should be free of commercial interests. 

 

Pretending to be Socially or Environmentally Responsible 

 

Saha and Darnton (2005) commented on the concerning behavior of some firms to make 

themselves appear as if they are socially or environmentally responsible without actually 

engaging in the responsible actions. They posit that this is done to attract customers and other 

stakeholders who value these topics and will bring business to the firm. The authors suggest 

that firms integrate the social or environmental issues into their marketing and business 

strategies. This will reduce misleading or dishonest marketing practices and make the issues 
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less about public performance and more about engaging in actionable strategies to address 

them. 

 

Negative Externalities 

 

A negative externality is “a cost that spills over to parties not directly involved in the 

actual transaction and is thus ignored by the buyer and seller” (Henderson, 2018, p. 83). Gaski 

(2013) contends that negative externalities are a form of market failure and are produced when 

firms focus on satisfying a particular need for customers whatever the cost (p. 12). He gives 

the example of environmental pollution created by the manufacturing industry. The customers 

are satisfied by the product that has been manufactured by the community must share the added 

cost of the pollution. Gaski argues that the criticism marketers have faced, that they should 

shoulder social responsibility for their firm’s actions, is not warranted. Gaski calls upon the 

checks and balances of business and government and asserts that it is the regulatory process’s 

job to keep negative externalities under control. 

 

Marketing to Certain Populations 

 

Some scholars believe that marketing to specific individuals in certain ways in 

unethical. Scholars have mostly focused on vulnerable populations like the poor, elderly, 

young, and disabled. Of note is Brenkert’s (1998) study in which he concludes that marketing 

to vulnerable populations in a way that takes advantage of their vulnerability is inherently 

immoral. Brenkert contends that the vulnerable characteristics of these populations make them 

more susceptible to harm (p. 14), especially if the targeted population has a cognitive disability 

that does not allow them to recognize when they are being harmed or unfairly targeted. He 

reasons that it is unfair to take advantage of a fact that someone cannot control. 

 

However, Palmer and Hedberg (2013) contested most of Brenkert’s claims. They 

contend that any marketing practice towards vulnerable people that is labeled as wrong is 

essentially wrong for everyone (p. 408). If a marketing practice is misleading or manipulative 

towards vulnerable people, it is misleading and manipulative for everyone; the issue, then, is 

not that a vulnerable population was marketed towards, but the marketing itself. Palmer and 

Hedberg argue that there is a difference between marketing to a vulnerable population and 

exploiting a vulnerable population. Palmer and Hedberg make their points by using a “Big and 

Tall” clothing store as an example. They argue that marketing to tall men is not inherently 

immoral, but what would be immoral was if the Big and Tall store was the only one in the area 

and thus the store owner increased prices by 300 percent knowing that men who needed this 

specific size clothing could only go there and would be forced to pay whatever the price tag 

said. They continue in saying that it is not immoral to make clothing that fits certain men, as it 

is what they need (p. 406). It is perhaps immoral, however, if a market refused to make products 

for certain consumers. Ultimately, Palmer and Hedberg conclude that Brenkert’s arguments do 

not hold up. 

 

Questionable Data Collection Methods 

 

In their extensive review of criticisms of marketing, Stoeckl and Luedicke (2015) found 

that several scholars were concerned with how firms were collecting data (p. 2454). Many 

engaged in covert collection, meaning that consumers were not aware that their information 

was being collected, tracked, recorded, and stored by the company. Given that consumers are 

already generally less informed, this marketing practice adds to the information imbalance and 
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creates ethical issues about consumers’ right to knowwhen and what information is being 

collected. Data breaches, which are becoming more and more frequent, are likely to expose 

firms that collect information without permission. Unfortunately, some consumers assume that 

their information will never remain private. Companies are sending out emails almost on the 

daily informing customers about data breaches that have exposed customer information to 

dangerous online entities. This digital age demands better data security and more strict 

regulation about how customers’ information is collected and used. 

 

Criticisms of Marketing in Healthcare 

 

Similar to consumers’ overall negative view of marketing described above, consumers 

also tend to have a negative view of healthcare marketing. Healthcare marketing has added 

ethical issues that come with the U.S. healthcare system, like ability to pay, insurance issues, 

and doctor ownership of facilities and companies. Chief among these ethical issues is the 

inherently personal nature of healthcare services (Geangu et al., 2013). Doctors are bound by 

the Hippocratic oath to do no harm, but some particular marketing of healthcare services 

jeopardizes this oath for physicians. Morality issues are compounded when the marketing 

practices used are unethical. 

 

In general, government intervention is needed in the healthcare sector, especially 

regarding advertisement, because there is perhaps no other sector where consumers are most 

disadvantaged by information imbalance. Patients often must put complete trust in their 

healthcare providers, and even though a wealth of information has been made widely available 

on the internet, patients with chronic and complex illnesses must particularly rely on their 

healthcare providers to keep them healthy. Credentialing and licensing have been implemented 

for many healthcare jobs to protect the consumer from this information imbalance and ensure 

high quality service. However, advertisements, especially misleading ones and ones with 

incomplete information, make this imbalance even larger when they lead consumers astray. 

This section will examine five criticisms from both patients and physicians regarding 

marketing in healthcare. 

 

Advertising Products Detrimental to Health 

 

Products like alcohol and tobacco are not as ubiquitously advertised on television and 

billboards as they used to be in previous decades. While much regulation has been passed 

regarding these products (tobacco products contain obvious text warnings about the negative 

effects of smoking on health; restaurants can put up signs in public restrooms advising about 

the negative effects to the fetus if mothers drink alcohol during pregnancy), they are advertised 

nonetheless. Many believe that marketing products that are harmful to the consumers health is 

inherently unethical and should be banned. Regardless, Ringold (1995) reviewed a range of 

studies and poll results and found that most Americans were educated on the negative health 

effects of alcohol and tobacco. Thus, while the criticisms of marketing harmful products still 

potentially hold up, Ringold’s report indicates that proper patient education may be able to 

combat misleading or manipulative advertisements. 

 

Drug Advertising in the U.S. 

 

It is becoming more well known that the U.S. and New Zealand are the only two 

countries in the world to allow direct-to-consumer advertising of prescription medications 

(Lee, 2019). This type of advertising has drawn a host of criticisms from all parties in 
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healthcare. Physicians criticize these advertisements because they then see patients in clinic 

who come in believing that they need the drug and are determined to get it. These situations 

usually end with the patient getting the drug they asked for, as the physician sometimes cannot 

convince the patient that they do not need the drug and the physician begins to fear that the 

patient will file a malpractice lawsuit against them if they do not prescribe the drug. 

 

Consumers also dislike the fact that these advertisements can be misleading and leave 

information out. Price information is almost never given in the advertisement, except for 

mention of a copay assistance program. The part of the commercial in which pleasant images 

are shown on screen while a narrator reads out serious-sounding side effects happens so often 

that some consumers end up ignoring the side effects. Many find the image-information pairing 

comical, and this trope in prescription commercials has become a common internet joke, further 

reducing the seriousness of the information provided about side effects in these commercials. 

It is clear that neither patients nor physicians find these commercials as representative of the 

true information about the medication, making their influence in the U.S. healthcare market 

mostly negative. 

 

Almost all commercials end with a statement that the drug company’s copay assistance 

program can help patients afford the drug, but rarely are the terms of the copay assistance 

program stated out loud. For instance, as of 2009, most copay assistance programs did not 

cover costs for patients on Medicare Part D (only 29 percent of programs covered these 

patients) (Choudhry et al., 2009). 

 

The U.S. Food and Drug Administration (FDA) requires only certain information be 

included in prescription drug advertisements (Lee, 2019). However, information like how 

many people the drug helped or how much the drug costs do not have to be included. The 

results of the clinical trials that led to the medication’s being approved by the FDA are rarely 

if ever mentioned. Wording about how likely risks of getting side effects from taking the drug 

is also not regulated. Drug companies can downplay the chance of certain side effects with 

words like “mild” or “rare.” As previously mentioned, side effects are normally presented at 

the end of the commercials as pleasant images play across the screen and a fast-talking narrator 

lists off the side-effects in a monotone manner. A patient may believe that they are in need of 

a drug they see advertised and ask their physician for this drug only to find out that the drug is 

relatively ineffective and/or costs thousands of dollars or will not be covered by insurance. 

 

On a related note, supplements and vitamins are not regulated by the FDA (U.S. Food 

& Drug Administration, 2017). Advertisements for these products can include whatever 

information the company wants to include, except there must be a statement like “This [dietary 

supplement] is not intended to treat, diagnose, prevent, or cure diseases” (U.S. Food & Drug 

Administration, 2017) to indicate that the company does not make any concrete claims about 

what the supplement can do. The only aspect of supplements that must be reported to the FDA 

is a new ingredient. For these products, then, the criticism is more that they should be regulated 

by the FDA in all aspects, rather than simply their advertisements be regulated or banned. 

 

The Culture of Staying Silent 

 

Edwards and colleagues (2012) note that pharmaceutical and medical device companies 

have faced issues of safety resulting from employees failing to speak up about issues they 

noticed or the company failing to investigate reported issues. These tend to stem from a desire 

or belief that the product should be put into the market assoon as possible to begin collecting 
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profits, whether or not the product is safe. Additionally, besides the companies’ own 

responsibility to not put unsafe products onto the market, the regulatory processes that are 

supposed to keep these products from getting to consumers are not as effective as most might 

think. The FDA not only has limited abilities to regulate certain products like some 

pharmaceuticals, but subpar criteria also allow harmful products, especially some medical 

devices, to slip through the cracks and result in serious harm to patients. 

 

Medical Devices 

 

Television advertisements calling for patients who had defective implants or devices 

surgically implanted to join in class action lawsuits are abundant. An estimated 

$226 million were spent by trial lawyers on these ads just from July 1 to September 30 of 2018 

(American Tort Reform Association, 2019). Often, when patients are told by their physicians 

that a medical device or implant is FDA approved, they expect that the device or implant has 

undergone rigorous testing and is safe to put in their own bodies. However, this is often not the 

case. 

 

The FDA does not apply the same approval standards to medical devices that they do 

for drugs (HealthNewsReview.Org, n.d.). For most medical devices, the FDA does not require 

comprehensive evidence of the device’s efficacy and safety. An estimated 99 percent of devices 

never provide clinical data. While clearly the laws regulating medical devices and implants 

need overhauling to provide a more effective system, employees at the companies making these 

devices should be encouraged to speak up when they doubt the efficacy or safety of the implant 

or device. 

 

Pharmaceuticals: The Case of Vioxx 

 

A number of drugs have been taken off the market after serious side effects were 

reported by consumers, such as Vioxx (Prakash & Valentine, 2007). Vioxx was a painkiller 

developed by Merck to have less gastrointestinal side effects. While Vioxx did have a lower 

incidence of gastrointestinal side effects, it had a notably higher incidence of serious heart 

related side effects like heart attack and stroke. The drug had already been FDA approved and 

thus available for prescription use in 1999 before the safety panel for Vioxx acknowledged the 

increased heart attack and stroke incidence. Heart attack data was knowingly left out of an 

article about Vioxx published in the New England Journal of Medicine. However, Vioxx stayed 

on the market for another five years until Merck took it off the market voluntarily in 2004. It 

is estimated that at least 38,000 people died of heart attacks from taking the drug. In 2007, 

Merck announced it would pay out $4.85 billion, the largest drug settlement at the time, to 

close thousands of Vioxx lawsuits. There were an estimated 47,000 plaintiffs. 

 

This culture of discouraging employees from speaking up regarding safety issues 

clearly makes products more dangerous for patients and also damages marketing efforts for 

these products. Given the inherent distrust in marketing as described above, consumers who 

are marketed unsafe drugs, devices, and implants will only continue to distrust marketing 

efforts. A serious overhaul of regulatory processes is needed. The U.S. government should also 

consider granting more power to the FDA. 
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Marketing Health Empowerment 

 

For patients with chronic health conditions, such as asthma, cancer, arthritis, and 

diabetes, patient empowerment is key to encouraging these patients to live healthylifestyles 

like eating nutritious foods and exercising and to continue their treatments for their chronic 

conditions (Ayed & Aoud, 2017). Interestingly, Ayed and Aoud (2017) note that patient 

empowerment has generally been viewed as a marketing problem. As with any marketing 

strategy, the successfulness of marketing patient empowerment depends upon characteristics 

of the patient, including the determinants of health like where one lives, their socioeconomic 

status, ethnicity, and more. Most important among Ayed and Aoud’s (2017) conclusions is that 

patient empowerment through marketing has to be a dynamic and long-term. Traditional 

marketing strategies like clickable advertisements, pop-ups, and emails will need to be 

developed with additional interactive features to be most effective in encouraging healthy 

behaviors. 

 

New Marketing Criticisms in the COVID-19 Pandemic 

 

As mentioned above, supplements and vitamins are not regulated by the FDA. With the 

emergence of COVID-19 in the United States also came a plethora of “home remedies” to cure 

and/or prevent a person from being infected with SARS-CoV-2 which causes COVID-19 

(Esposito, 2020). Many unproven and even unsafe remedies have been recommended to people 

during the pandemic either under false pretenses or with the sole objective of making a profit 

off of desperate people. Some remedies that have made the rounds in media purporting to cure 

or prevent SARS-CoV-2 include: Putting UV light directly on skin; smelling essential oils; 

consuming excessive amounts of alcohol, garlic, antibiotics, vitamin C, or vitamin D; 

consuming disinfectant products like hand sanitizer or bleach; consuming silver solution, 

chlorine dioxide, Hydroxychloroquine, or herbal teas; and bathing in bleach (Esposito, 2020). 

All of the remedies just listed have been proven ineffective by a plethora of healthcare experts. 

 

Marketing these ineffective and potential harmful products preys on people’s fears of 

contracting the virus. Marketing tools that create unrealistic expectations and potentially give 

people a false sense of security to go out in public without taking proper precautions put not 

only the person at risk of infection but also everyone who comes into contact with that person. 

Most scholars and healthcare providers would agree that marketing these products is unethical 

and harmful to people’s health. Unfortunately, as previously mentioned, the FDA has little 

jurisdiction over preventing marketing of supplements, as most of these home remedies would 

be classified as. 

 

Some consumers have commented that typical advertising techniques, like email 

updates, have quickly become tone-deaf in the COVID-19 pandemic. Clothing stores who 

encourage customers to get dressed up for Zoom meetings, or companies who left previous ad 

campaigns up, featuring people on beaches or at sport get-togethers, seem behind on the times 

(Steinmetz, 2020). Consumers are looking for relatable advertisements featuring people in 

similar situations of being isolated and spending more time at home. Companies, however, 

must carefully walk the line of offering their products up as ways to make pandemic life easier 

and using the pandemic as an easy motivator for sales. Given that many families are facing 

economic hardship due to the pandemic, marketers must gauge customer opinions carefully to 

see if their strategies are having the desired reactions. 
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Published COVID-19 Information and Its Effects on Marketing 

 

When the COVID-19 pandemic began in China in December of 2019, information 

began to be published to academic journals at a rapid pace. Gale (2020) searched PubMed and 

found that almost 13,000 articles had been published on the coronavirus between January 2020 

and May 2020. Gale notes that this may be due to the lowered criteria many journals have 

allowed for the acceptance of SARS-CoV-2-related articles. Much of the flashy and seemingly 

game-changing information contained in these articles have made it to mainstream media and 

have been widely reported. 

 

For example, an article concluding that what ABO blood group one had was a 

determinant of their chance of getting infected with the virus or dying from the virus was 

published with questionable data analysis methods (Dzik et al., 2020). Unfortunately, though 

this article’s conclusion was disproved by many other analyses, the idea that those with type A 

blood should be extra careful and those with type O blood did not have to worry as much had 

already spread through the country. Another example is the idea that an antibody test is an 

accurate way to determine prior infection, and that the results mean one cannot become infected 

again. This has led to an immense growth in the demand for SARS-CoV-2 antibody tests. 

 

This information becoming widespread no doubt had an effect on the marketing of 

certain healthcare services. As misinformation about the effect of blood type on the outcome 

of SARS-CoV-2 infection spread, individuals began to change their behavior. Those who did 

not already know their blood type sought out blood tests to learn what ABO group they were. 

Those with type A blood began to use more caution when going out under the guise that their 

blood type put them at greater risk, and those with type O felt freer to do as they pleased under 

the guise that their blood type protected them. 

 

As misinformation about the usefulness of antibody tests spread, many healthcare 

organizations took advantage of the new demand for these tests. Healthcare organizations 

advertised their availability of antibody tests. Blood banks promised free antibody tests with 

any blood donation. While it is obvious that marketing these antibody tests is the right thing to 

do financially, it is certainly not the right thing to do ethically. 

Positive antibody tests likely give people a false sense of security, believing that they can 

resume normal activities with little to no extra precautions. Especially if the result was a false 

positive, this could be detrimental to society as more and more people believe that they have 

internal protection, become infected as they lower their guard, and begin spreading the virus to 

others. 

 

While marketers themselves should not necessarily be expected to evaluate published 

information for its accuracy, this unique situation of the COVID-19 pandemic presents a 

challenge. As Gaski (2013) believes that marketers should only be concerned with pleasing 

customers, and not with social responsibility, it would likely make sense to him that 

misinformation leading to an increased demand for antibody tests should lead marketers to 

meet that demand, no matter how harmful or incorrect. However, in a pandemic in which 

misinformation is rampant and more available than ever, it should perhaps be considered that 

healthcare experts should work alongside marketers to reduce the chance of the misinformation 

becoming truly detrimental to public health. As a minimum, in a pandemic, marketers should 

be at least somewhat socially responsible, or should hire others to help them do so. In such a 

dire global situation, the specifics of whether or not marketers have a duty to be socially 

responsible should be set aside in the interest of improving public health. 
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How do Criticisms of Marketing Change Over Time? 

 

Criticisms of marketing change with changes in culture, economics, and environment. 

Many of the practices that most would consider immoral now were not viewed the same in the 

past. For example, before information on the effects of smoking were widely known, smoking 

was viewed as a cool thing to do. Now, however, most consumers would be appalled at tobacco 

commercials depicting chain-smoking individuals (Stoeckl & Luedicke, 2015). Movies that 

depicted violence in the early and mid-1900s were generally frowned upon, while today, 

violent movies are loved by audiences. It is possible that some marketing practices in use today 

will be frowned upon and criticized even in the near future. 

 

As mentioned above in the section discussing Gaski’s (2013) article in specific, the 

accuracy of perceptions is not in itself a reason to dismiss them. People’s perceptions still 

matter because of their effect on how people interact with the world. Consumer criticisms and 

perceptions are created through a dynamic process. 

Perceptions are bound to change marketing practices as it is within the nature of the marketing 

process to please the customer. This may lead to certain criticisms becoming less popular over 

time while new ones are created. 

 

Both consumer and scholarly criticisms help the marketing industry to evolve. Firms 

can use the most commonly cited consumer criticisms to tailor their marketing strategies to not 

emulate the negative traits consumers believe is inherent within marketing. Stoeckl and 

Luedicke’s (2015) examples of how consumers’ perceptions of smoking and violence in 

movies have become more negative and positive, respectively, with time should give firms 

hope that products or services not popular now may be in the future. Consumer preferences are 

always changing, and marketing allows for these preferences to be discovered and met. 
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EXTENDED ABSTRACT 

 

The outbreak of the novel coronavirus, here on out referred to as COVID-19, has 

resulted in significant increases in burnout as a phenomenon in individuals. On March 13th 

of 2020, the United States released a proclamation which declared a national state of 

emergency in response to the pandemic (Trump, 2020). Subsequently, throughout the month 

of March, many businesses, colleges, and other establishments shifted to hybrid or remote-

only operations in order to slow the spread of the virus. For example, Microsoft has reported 

a stark increase of users on their Teams app - typically used for group communication and 

project collaborations - from 32 million to 44 million in one week alone. Other trends that 

were spurred by COVID-19 include-commerce and increased online usage, new norms such 

as telemedicine and virtual counseling, and possible increased flexibility in travel (Dyer, 

2020). Furthermore, several states began issuing shelter-in-place and lockdown orders, 

which prevented anything deemed non-essential travel and placed limitations on gathering 

sizes, as well as issued mask mandates in certain states and counties. As a result, more and 

more non-essential workers began to shift to working remotely from home (Yoon, 2020). 

States and businesses had to decide which employees and businesses were deemed essential, 

but often adhered to guidelines established by the Cybersecurity and Infrastructure Security 

Agency (CISA) that outlined fourteen categories of essential critical infrastructure workers 

(Krebs, 2020). 

As a result of this shift to remote operations, many employees began to experience 

extreme burnout in both at-home and in-person job positions. Employees began working 

longer hours and ultimately working more than was needed. On top of that, the stress of 

constantly having to adapt between in-person versus online, as well as balancing home life 

with these changes, has caused people to realize the extent to which the COVID-19 has had 

a longer-term impact than anticipated (Kossek & Lee, 2020). This led to a subsequent 

increase in burnout among individuals in the United States. Burnout is defined as having 

three components, categorized as exhaustion, cynicism/depersonalization, and inefficacy 

(Langelaan et al, 2005). These three characteristics influence one another and are all essential 

qualifications for understanding burnout as a whole phenomenon. Physical and emotional 

exhaustion, or the lack of energy, explains the stress aspect of burnout and subsequently 

plays a role in dictating how employees may react to work overload (Maslach et al, 2001). 

This is where the depersonalization element comes in, and employees tend to develop a 

cynical attitude towards their work when they are feeling overwhelmed and discouraged. 

This commonly increased in essential workers, particularly in the medical field, during the 

pandemic, but also impacted people across the nation in all job positions (Siwicki, 2020). 

Furthermore, the increase in exhaustion and cynicism also contributed to growing feelings 

of inefficacy. This decline in feelings of personal and professional accomplishment led to a 
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decrease in effectiveness in the workplace and overall further contributed to feelings of 

burnout in individuals (Maslach et al, 2001). 

As burnout became a more prevalent phenomenon, individuals experienced burnout in 

all facets of life, leading them to become burnt out consumers as well (Siwicki, 2020). When 

looking at subsequent consumer trends in response to the pandemic, the closing of stores and 

increase in the number of individuals at home led to rapid increases in online shopping. 

Consumers continue to choose online shopping as opposed to in-person, especially as the 

holiday season approaches, and many storefronts have had to create contactless methods of 

reaching consumers to adjust to this change. For example, an Institute of Business Value 

(IBV) report found that last year 62% of consumers shopped in-store, while only 28% of 

consumers plan to do so this year. More than 60% of global consumers indicated that they 

plan to shop online and ship to home (PRNewswire, 2020). This increase in online presence 

also led to a spike in advertising as well, particularly in digital marketing. Overall digital ad 

spend is projected to increase by 7.5% throughout 2020 as a result of the pandemic (Harding, 

2020). Many companies are shifting their advertising focus to digital media to accommodate 

more and more consumers shopping online and from home. 

Previously conducted research has established many types of advertisements and 

dichotomies about which types of advertisements are most successful, particularly the 

debate between informational and emotional appeals advertisements. There has been no 

clear data to show that one is consistently more effective than the other, and instead relies 

on other mediating factors to indicate when one may be more preferable. In order to 

investigate these types of advertisements, it is first necessary to understand the difference 

between the two. Informational advertisements emphasize rationality to sway consumer 

decision making, and typically focus on product features, quality, and performance value 

(Teichert et al, 2018). Alternatively, emotional advertisements emphasize feelings and 

mood to appeal to consumers, and typically focuses on eliciting either positive or negative 

emotions through the use of music or drama. Positive emotions typically include happiness, 

love, humor, and pride, while negative emotions typically include guilt, shame, sadness, and 

fear. Furthermore, positive emotions tend to alter a consumer’s perception of a brand or 

product, while negative emotions alternatively persuade consumers to begin, change, or 

eliminate certain behaviors (Lee & Heere, 2018). 

 

METHODOLOGY 

 

This research aims to investigate the role of burnout and its effects on consumers’ 

perceptions of informational versus emotional advertisements, as well as the subsequent 

results on consumer behavior and purchase intent. Furthermore, it aims to look at the role 

that social orientation may play in influencing consumers’ response to advertisements as 

well. First, the role of consumer burnout in light of the COVID-19 pandemic and its impact 

on consumer behavior will be investigated. Second, the differing impacts of emotional 

versus informational, and social versus non-social advertisements will be distinguished. 

Third, the conservation of resources theory will be used to explore each of these factors 

and their impacts on consumer behavior as a result of particular advertising types. By 

looking at informational and socially orientated advertisements, versus a combination of 

their alternatives, there can subsequently be knowledge found about which types of 

advertisements are most successful in reaching burnt out consumers during and following 

the global COVID-19 pandemic. 
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The methodology by which these outcomes will be investigated involves the creation 

and distribution of a survey to United States citizens experiencing burnout as a result of the 

pandemic. The survey will be distributed to adults through an online survey system, Amazon 

MTurk, and demographics will be collected from participants to aid in analysis. There should 

be mno missing entries because the survey system will not allow participants to skip 

responding to any survey questions. As consumer burnout has previously been defined in 

this paper, there will subsequently be questions included on the survey to ensure participants 

fall into the necessary criteria required to be considered burnt out. Additionally, survey 

questions will gauge participants’ likelihood to purchase these particular products, as well 

as other consumer behavior measures as a result of their reactions to each form of 

advertisement. 

Furthermore, the responses will be measured using a relevant scale modeled after work 

done in previous similar studies. This will likely be a 5-point Likert scale or some similar 

measure, but will be determined when constructing the survey. The survey will also feature 

a two by two design, with combinations of emotional versus informational advertisements 

and socially versus non-socially oriented advertisements. These advertisements will be 

created by the researchers and will advertise a product with a fake or unrecognizable brand 

name. The combination of presented advertisements and subsequent survey questions will 

provide information regarding participants’ reactions and the impact that burnout may have 

on their responses based off of the various combinations of advertisements. 
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EXTENDED ABSTRACT 

When the COVID-19 pandemic first hit, healthcare and frontline workers were tasked 

to come up with solutions. Later on, healthcare and frontline workers became undersupplied 

and society started to panic. It is worth noting that there have been thousands of studies 

indicating the need to maximize supply chains within every type of industry. However, what 

is often overlooked is the price to pay when things go wrong. 

Of course, there is hindsight 20/20 that will always say “we should’ve done it this 

way” but the point is to be ready when tragedy strikes. With my father being the materials 

manager of a hospital and having interest in healthcare management myself, I have decided 

to develop a research project on the healthcare industry. This research project has been 

designed to better understand the purpose, significance, and background of supply chain 

management within healthcare systems. To best understand the why behind this research 

project, it is important to understand the background first. 

Background & Significance 

Research in supply chain management dates back to the early 1900s, ranging from 

military supplies to industrial assembly lines. This research project focuses on the history 

and current state of healthcare supply chains. The research question is “what is the best 

supply chain system for healthcare?” The answer to this question may not be 

straightforward because it may vary within each individual medical organisation. For 

example, if a hospital is in a chain, it may be limited to getting their resources through the 

ways of the overall chain. On the other hand, if a hospital is independent, it would be able 

to receive its resources on its own. This uncertainty makes the problem more multifaceted, 

leading to additional variables to my research. The project's main research method is 

interviews with leaders in supply chain management within hospitals in Sioux City and in 

Glendive Montana, my hometown. When incorporating how the COVID-19 pandemic has 

altered supply chain management, I will ask specific questions regarding how they were 

able to get supplies as well as, looking back now, if they would’ve done anything 

differently. I plan on revisiting this proposal to fit one that I would use when I apply for a 

graduate program. 

Literature Review 

To best comprehend the material that the proposal discusses, I will start my research 

with the history of supply chain management. Liza Metcalf says that supply chain 

management has been around since prehistoric times. Groups back then would calculate how 

much bison would be needed to feed the group, how many tools will be needed, and then 

execute the plan. Once the animal is harvested, they would bring it back where it would be 

cleaned, cooked, and consumed by the whole group (Metcalfe, 2004). Obviously supply 
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chain management has changed in many ways since then, but the basic principles still exist 

today. According to Hokey Min, with the rising costs of healthcare throughout the nation, 

healthcare supply chains are one of the biggest concerns for waste (Min, 2017). Although 

efficiency is something that healthcare professionals take very seriously, the growing costs 

of operating hospitals have caused supply chain’s to be at the forefront for systems 

investigated for wasteful spending. 

Research Design and Methods 

The primary research design for this research is interviews. The interviews will be 

qualitative in design and include open ended questions throughout the interview. I will 

compare the answers of the various professionals in order to find similarities and differences 

between the hospitals. The professionals that I will interview include the COO of UnityPoint, 

St. Luke’s here in Sioux City, and CEO of Pure Street Surgery Center in Sioux City. The 

materials manager at Glendive Medical Center in Glendive, MT. As well as the CFO of 

Yellowstone Surgery Center in Billings, MT. My plan is to compare the two hospitals and 

how they are initially set up as well as how they reacted to COVID. I will then compare the 

two surgery centers in the same way. We believe that this way will help us better conduct 

this research project because it will include 

first-hand experience but with a variety of differences because of the range of hospitals. 

There will be some challenges when conducting this research. Aside from getting the 

interviews set up, the context and questioning throughout the interviews will need to be 

addressed vastly beforehand. Some of the material I wish to assess are supplies such as 

gowns, gloves, and masks. I will know what source worked most effectively, which source 

didn’t work well, what type of tools were used, and finally what they will do moving 

forward. 

Preliminary Implications 

The goal of this research project is twofold. First, to better understand how healthcare 

system’s supply chains work and second to compare the impact of COVID on different 

hospitals across supply chain structures. The findings of this project would assist in 

providing interested parties to make informed decisions and guide me into an MBA program 

with a certification in healthcare administration. 

Conclusion 

Furthermore, the purpose of this research is to find the most effective and efficient 

way in which hospitals use supply chains. The purpose of the research itself is to go directly 

to the source in order to answer all of my questions. This will prove to be the most effective 

way to understand the system. Lastly, I intend to be able to make conclusions as to which 

supply chain management system works best for each situation. 
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ABSTRACT 

 

As climate change comes to the forefront of issues, companies have come up with more eco-

friendly and sustainable products. However, there are some companies that are using this new 

trend in order to greenwash products that are harmful to the environment. The average 

consumer has tries to do what is right for the planet by shopping for eco-friendly products. One 

of the main findings of this study was that consumers are not entirely aware of the difference 

between true environmental claims and those that are greenwashed and that education 

surrounding consumer education of greenwashed claims may be needed.  

 

 

 

 

INTRODUCTION 

 

Greenwashing is a marketing tactic that deceptively uses green words and phrases such 

as “all natural” and “earth friendly” to describe companies and products in order to persuade 

the public into buying their products over a competitor (Junior et al., 2019). This is a problem, 

because it can not only hurt the reputation of a brand or company if discovered, but it is also 

detrimental to that brand’s relationships with consumers and hurts the environment in the 

process. As the issue of climate change has become more relevant in recent years, the common 

consumer has also become more interested in the products they buy being better for the 

environment. Companies have seen this new trend in their consumers, and most have decided 

to remarket their same products as better for the planet by using environmental claims in their 

marketing that they don’t have to prove (Junior et al., 2019). This study examines the ethics of 

companies engaging in greenwashing tactics, the lack of regulation by the FTC, and the lack 

of consumer’s education on environmental claims. In addition, this study presents primary 

research analyzing consumer susceptibility to greenwashing at a small Midwestern college.  

 

LITERATURE REVIEW 

 

Greenwashing and Ethics 

 

Greenwashing is a very recent phenomenon The rise of the issue of climate change in 

the 1980’s and 1990’s fueled marketers to promote greenwashed products because of the 

demand for better, more environmentally conscious products from consumers and the pressure 

from shareholders to create more revenue (Junior et al., 2019). Over recent years, “the increased 

consumption of green products and services has encouraged the adoption and communication 

of environmental practices in many organizations… thus environmental commitment has 

become an important variable in the competitive landscape” (Junior et al., 2019, pg. 227-228). 

The real problems arise when companies lie or falsely claim this environmental commitment.  
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According to Junior et al. (2019), there are two possible outcomes when a company 

greenwashes. On one hand, “greenwashing is positively related to consumer confusion… and 

the perceived risks in buying green products, because green makeup increases the possibility 

of consumers making erroneous purchasing decisions” (Junior et al., 2019, pg 228). On the 

other hand, greenwashing can backfire on a company, since when observed by a consumer, it 

can harm the company’s reputation and the consumer’s trust in the brand and the product 

(Junior et al., 2019).  

 

According to Wojciech Przychodzén (2013) in his article, Greenwashing – Myth or 

Reality in the World of Business?, greenwashing arises when “companies deliberately 

misinform various groups of stakeholders,  aiming to present false qualities of a given product 

or to hide violations” (pg. 134). Przychodzén also points out that there are different forms of 

greenwashing that exist. There is the most common form, which is greenwashing straight to 

the consumer with misleading graphics, packaging, and puffery, but there is also greenwashing 

by starting a few positive actions or corporate social responsibility initiatives in order to detract 

or cover up more destructive activities that the company has been accused of. The third form 

of greenwashing occurs when a company “creates a socially and environmentally friendly 

image that has nothing to do with reality, while at the same time conducting business practices 

that are clearly harmful to the environment” (Przychodzén, 2013, pg. 134). According to 

Przychodzén (2013), a few positive trends have reduced the problem of companies spreading 

their own disinformation, such as consumer access to sustainability ratings performed by third 

parties that evaluate a company’s actions and corporate social responsibility initiatives, and the 

increasing popularity of external auditors fact checking a company’s internal sustainability 

reports.  

 

When it comes to the ethics around greenwashing, most scholars seem to be in 

agreement that greenwashing and deceptively advertising to consumers is wrong, yet many 

companies still partake in it. According to William Laufer in his article “Social Accountability 

and Corporate Greenwashing” (2003), “Fortune 500 companies engage in complex strategies 

and counter strategies that serve to shift the focus and attention away from the firm, create 

confusion, undermine credibility, criticize viable alternatives, and deceptively posture firm 

objectives” (Laufer, 2003, pg 255).  Laufer criticizes these strategies noting that “both internal 

and external strategies have the potential to give an organization the appearance of ethicality 

and leadership, when no such commitment exists” (Laufer, 2003, pg 257).   

 

Laufer expands on how companies greenwash by explaining three common strategies 

used to deceive consumers: fronting, posturing, and confusion. Fronting happens when 

companies cast doubt or highlight the uncertainty within a problem, such as climate change, 

and publish exaggerated and false claims. Posturing occurs when companies employ front 

groups in order to support their image and exaggerated claims. Together, fronting and posturing 

can cause confusion in the minds of consumers and make it hard for them to understand that 

they are being greenwashed. This problem of deception arises often in countless industries 

since most reporting for environmental disclosures is voluntary and has no real regulation 

(Laufer, 2003).  

 

From this brief literature review, it is clear that greenwashing exists and is being 

leveraged by companies in order to increase sales and profits. However, while the literature 

review explains how greenwashing happens and what companies do in order to greenwash 

successfully, it provides less information on how to keep companies from engaging in 

greenwashing. Ethically, greenwashing amounts to deceptive advertising and is misleading to 
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consumers, however little has been done to educate consumers on these greenwashing practices 

and how they can hold companies responsible.  

 

FTC Regulation of Greenwashing and Environmental Marketing Guides 

 

 The FTC itself is an independent agency of the United States government that enforces 

antitrust law and the promotes consumer protection. It is also the regulatory board for 

advertising in the United States. The FTC created their Green Guides in 1992 in order to help 

marketers and advertisers avoid making misleading environmental claims and have been 

revised over time in 1996, 1998, 2012 (Katz, 2012). The Green Guides are a resource for 

businesses and marketers to use when thinking of using an environmental claim and gives 

examples on how to correctly use those claims, such as general environmental claims, carbon 

offset claims, certifications, compostable and degradable claims, free-of claims, non-toxic 

claims, ozone-safe and ozone-friendly claims, recyclable and recycled content claims, refillable 

claims, made with renewable energy and made with renewable material claims, and source 

reduction claims. 

 

 According to the FTC, marketers “should not make broad, unqualified general 

environmental claims” since broader and more general claims are harder to validate (Federal 

Trade Commission, 2020, pg 1). For marketers to properly substantiate their environmental 

claims, they “should qualify general claims with specific environmental benefits” (Federal 

Trade Commission, 2020, pg 1). General claims such as ‘green’ and ‘eco-friendly’ are main 

offenders of this guide. Unfortunately, FTC itself cannot properly enforce the 

recommendations in the Green Guides against every marketer that uses a broad and 

unsubstantiated environmental claim since the guides themselves are not official agency rules 

or regulations.  

 

In a press release outlining the most recent revision of the Green Guides, Katz states 

that the Green Guides “describe the types of environmental claims the FTC may or may not 

find deceptive under Section 5 of the FTC Act” (Katz, 2012, para 12) Section 5 of the FTC Act 

declares deceptive acts and practices unlawful and allows for the FTC to take enforcing action 

against deceptive ads and claims, which ultimately can lead to orders forbidding deceptive 

advertising and marketing, and fines if those orders are later violated (Katz, 2012). Katz also 

points out in his press release that the FTC’s Green Guides do not address use of certain terms, 

such as sustainable, natural, and organic, since “the FTC lacks a sufficient basis to provide 

meaningful guidance or wants to avoid proposing guidance that duplicates or contracts rules or 

guidance of other agencies” (Katz, 2012, para 9). It is unclear if there will be a new revision of 

the Green Guides that could address more greenwashing issues in the near future. 

 

In lieu of a fully comprehensive guide that covers all types of environmental claims, 

other companies and agencies have created guides of their own for both consumers and 

marketers. UL LLC, or Underwriter Laboratories, is a global safety certification company 

based in the United States that also holds offices in order 46 countries and has two resources 

for those wanting to be more mindful of greenwashing and environmental claims (UL LLC, 

2020). UL LLC’s The Sins of Greenwashing was originally an article by an agency called 

TerraChoice, a Canadian-based environmental marketing agency that was later acquired by UL 

LLC. The “seven sins” were developed in order to be able to test the validity of greenwashing 

claims of products in order for consumers to see what to look out for when buying or marketing 

these products.  
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Specifically, the sin of the hidden tradeoff warns of claims that suggest a product is 

green based on narrow characteristics without attention to other, and possibly equally 

important, environmental concerns that go into making the product (UL LLC, 2020).  The sin 

of no proof is a sin that warns of claims that are not easily proven since the seller of the product 

makes access to the information needed to substantiate the claim almost impossible. The sin of 

vagueness warns of claims that have no real clear definition and can be easily misinterpreted 

by consumers. The sin of worshipping false labels warns against believing puffery or 

exaggerated and extravagant statements that can’t be proven. The sin of irrelevance warns 

against claims that are true, but unrelated to the actual product. The sin of the lesser of two evils 

warns against claims that are true within a certain product category but ends up misleading the 

consumer about the true negative environmental impact of the product as a whole. Finally, the 

sin of fibbing warns against claims that are just flat out false and lie about certifications (UL 

LLC, 2020).  

 

UL LLC also has their own resource for marketers and advertisers called Neither 

Boastful Nor Bashful: Making Effective Sustainability Claims. This guide was created for 

companies and corporations to use in order to make truthful sustainability claims. The guide 

also uses The Sins of Greenwashing in order to illustrate to marketers and advertisers what no 

to do in order to avoid greenwashing altogether. It also describes the consequences of 

greenwashing, such as enforcement actions and cease and desist orders from the FTC, financial 

penalties, civil legal actions, and destruction of brand reputation. UL LLC also points out in 

their guide that there is actually another side to the spectrum of greenwashing called 

greenblushing. When a company greenblushes, “instead of providing buyers with misleading 

information about their sustainability efforts, companies… disseminate little or no information 

about their social and environmental sustainability practices or the environmentally-positive 

characteristics of their products” (UL LLC, 2016, pg 7).  

 

 The literature above shows that there is a significant lack of regulation of greenwashing 

by authorities. The FTC itself said that its Green Guides are not rules or regulations, but more 

so guidelines that should be followed, but do not have to be followed. This lack of regulation 

allows for greenwashing to continue and has made way for companies like UL LLC, to come 

up with their own guides that companies should follow in order to not be deceptive to their 

customers. But these guides only do good for those companies who care about their consumers 

and being truthful. The problem arises from the companies who use greenwashing to sell more 

products and make more money. Another problem is with the lack of regulation of other terms 

that are commonly used to greenwash that are not included in the Green Guides or any other 

environmental claims guide, such as eco-friendly, green, sustainable, cruelty-free, nontoxic, 

natural, organic, botanical, plant-based, etc. Guides for consumers could help educate and 

allow for consumers to hold deceptive companies accountable and vote with their dollar for the 

companies doing good to actually substantiate their claims.  

 

Past Studies on Consumers and Greenwashing 

 

Three studies were analyzed to provide an overview of consumer response to 

greenwashing claims. A 1993 South African study over greenwashing and consumers’ 

perceptions of environmentally friendly products from Bendixen, Sandler, and Seligman, 

showed that consumers are not well educated on the real dangers associated with using certain 

products. Bendixen, Sandler, and Seligman had a list of products, such as cosmetics not tested 

on animals, non-toxic paint and ink, fruits and vegetables grown without insecticides, and 

recyclable plastic packets, and had consumers rate the extent to which they believed the 
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products to be environmentally friendly or not. They also had consumers rate their extent of 

agreement with a list of statements as they related to environmentally friendly products, like 

eco-friendly products being too expensive and a fad (Bendixen, Sandler, & Seligman, 1993). 

 

Their findings suggest there was in fact a consumer interest in consuming green 

products, but consumers had some doubts over what really made the listed products 

environmentally friendly. Bendixen, Sandler, and Seligman attributed this doubt to the fact that 

the “environmental impact for these products is not commonly known or has not been 

appropriately communicated to consumers” (Bendixen, Sandler, & Seligman, 1993, pg 62). 

Overall, the study found that environmentally friendly products had achieved substantial 

awareness among consumers, and that many more consumers would purchase the green 

products if the product had a significant value for their money. But Bendixen, Sandler, and 

Seligman also found that there were key issues in the effective marketing of green products 

due to the lack of validation of environmental claims and that consumers needed to be better 

educated about what really made products better for the environment (Bendixen, Sandler, & 

Seligman, 1993).  

 

A 2012 study by Tucker, Rifon, Lee, and Reece sought to find out how a consumer’s 

individual characteristics and demographics could influence them to be either more or less 

receptive to environmentally themed ads. Their experiment compared “the effectiveness of 

strong and weak green product claims with a cause-related marketing strategy to advertise a 

‘green’ product” (Tucker et al., 2012, pg. 9). The study consisted of several univariate 

ANOVAs with different ad types as their main independent variable. Common attitudes used 

in order test moderating effects were environmental protection attitudes and environmental 

activism. Tucker et al. found that behavioral activism was a narrower standard of ecological 

concern (Tucker et al., 2012).  

 

Overall, the study found that consumers who already cared about the environment were 

most likely to be receptive towards green ads, regardless if the ad used a weak or strong product 

claim.  All three forms of ads showed in the study were successful in making consumers feel 

positive about the product. The results also showed that gender and occupation of a respondent 

did not moderate the effects of the ads (Tucker et al., 2012).  

 

Finally, a Brazilian study conducted in 2017 by Junior, Martínez, Correa, Moura-Leite, 

and Da Silva analyzed the perception of greenwashing and the attitudes and belies of consumers 

that led to purchasing decisions of green products. They conducted a survey that was sent out 

to consumers living in São Paulo to test their hypotheses. The survey involved a structural 

model using scales so that consumers could make choices based on their perceptions about 

others.  

 

The results of their survey showed that consumers do not like to feel as though they 

have been deceived by a company and are most likely to stop buying that product immediately. 

The study as a whole showed that companies are at risk for following the trend of green 

products without any substantiation because “identifying a product as misleading can damage 

the image and lower the sales volume, market share, and financial results” (Junior et al., 2019, 

pg. 238).  

 

Overall, the three studies above show that while there have been studies done on 

consumer’s reception to greenwashing, little has been done to find out how educated consumers 

are and what terms are most likely to deceive consumers. Future research over consumers 
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knowledge of greenwashing and environmental claims could lead to more education and 

reform over greenwashing that allows consumers to be the ones that criticize and hold 

companies responsible for their misleading and deceptive marketing practices.  

 

PRIMARY RESEARCH 

 

College students consider themselves savvy consumers, not susceptible to false claims. 

To discover whether this was true, a primary research study was designed. The primary goal 

of the study was to measure how susceptible students at Morningside College are to 

greenwashing, and what greenwashed words and phrases seem to be the most powerful and 

effective at making these consumers believe that they are choosing a sustainable product. 

Specifically, whether or not there is a clear understanding by the student population on what 

environmental claims that companies use are actually substantiated and mean what they say. 

This survey was modeled after a study conducted by Bendixen, Sandler, and Seligman in 1993.  

 

These are the questions that will be answered by this study: 

 

RQ1  How do Morningside College students rate the importance of sustainable 

products? 

 

RQ2 What are Morningside College Students’ perceptions of products that use 

greenwashing? 

 

RQ3 What greenwashed words and phrases seem most powerful in conveying 

sustainability to Morningside College Students? 

 

Research Design and Methods 

 

A primary research study was conducted using Qualtrics to create an online survey. The 

study was given to Morningside College students in classes across campus from January 28th 

to February 11th, 2021.  Classes were recruited by asking professors across campus to allow 

the researcher to share the survey link with their students and allowing roughly 3-5 minutes of 

class time to complete the survey. Classes that were recruited had a variety of student majors 

and years.  Overall, 68 responses were recorded. Because this was a convenience sample, with 

a relatively small sample size, the results cannot be generalized to a target population 

 

The survey consisted of four sections. In the first section, participants rated the 

perceived importance of sustainable products and living sustainably on a Likert scale, in order 

to evaluate the respondent’s beliefs. The second section asked students to respond to a list of 

words and phrases, to determine which words are more powerful than others. These words and 

phrases were a mix of greenwashed and regulated environmental claims.  

 

The third section presented three images of products with certain environmental claims 

on them as well as a description that gave the participant a better understanding of the product. 

The consumer rated how sustainable they thought the product was on a Likert scale, and rated 

the claims on believability. The final section of the survey is gathered demographics of 

participants, including age, gender, and year in school.  
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Findings 

 

The survey was distributed to students of Morningside College by way of a convenience 

sample, in which the survey was given to professors for their students to take. The survey was 

given to professors that taught a variety of subjects and had students of each year, freshmen, 

sophomores, juniors, and seniors, in order to have a significant sampling from each grade. 

Faculty were also encouraged to take the survey. Overall, Table 1 shows that the majority of 

the participants were sophomores, juniors, and seniors, Table 2 shows that the majority of those 

survey were 25 or younger, and Table 3 shows that those surveyed were almost equally male 

and female. 

 

Table 1 

 

 

 

 

Table 2 
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Note that for Table 2 there were no respondents that were between the ages of 30 to 50 years 

old.  

 

Table 3 

 

Rate how much you agree or disagree with the following statements about buying sustainable 

products. 

  

 The survey opened by asking participants to rate their level of agreement on a Likert 

scale with a number of statements related to sustainability. A rating of five would mean that 

the participants strongly agreed, while a rating of one would mean that participants strongly 

disagreed.  

 

Table 4 

 

As seen in Table 4, the issue of environmental sustainability was the statement that the 

majority of respondents agreed with, followed by seeing more environmentally sustainable 

products in local stores, and being willing to pay more for environmentally sustainable 

products. There was no statistical significance when looking at age or gender of participants. 

 

Rate how likely you would be to buy a product making each of the following claims in their 

advertising. 
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Next, the survey asked participants to rate how likely they would be to buy a product 

with the following claims with five meaning extremely likely to buy, and one meaning 

extremely unlikely to buy. These claims were a mixture of ones that are regulated and not, as 

shown in Table 5. 

 

Table 5 

Regulated Claims / Claims with 

Guidelines 

Non-regulated Claims / Claims without 

Guidlines 

Compostable (FTC Green Guides) 

Cruelty-Free (FDA) 

Nontoxic (FTC Green Guides) 

Biodegradable (FTC Green Guides) 

Recyclable (FTC Green Guides) 

Botanical 

Plant-based 

Green 

Organic 

Eco-Friendly 

Sustainable 

Natural 

 

Table 6 

 

Results for Table 6 indicate that all of the claims were ranked by participants as a 3 or 

above, meaning that participants would be somewhat likely to by a product with any of the 

claims above. The five most persuasive claims to participants were recyclable, natural, 

biodegradable, nontoxic, and sustainable. Two of those five terms are not regulated and do not 

have any guidelines in the FTC’s Green Guides: natural and sustainable. 
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Table 7 

 

When looking at the likelihood of purchasing products with certain environmental 

claims by gender in Table 7, females were found to be more likely than males to purchase 

products with the claims of being recyclable, biodegradable, nontoxic, sustainable, cruelty-

free, or eco-friendly. Although the gender differences were not statistically significant, it 

appears that females can be more easily persuaded by environmental claims than males.  

 

Finally, the survey included some mockups of possible products that used a mixture of 

regulated and unregulated terms in order to see which terms would be most effective in practice. 

Three products were shown with descriptions of the products that contained both greenwashed, 

and non-greenwashing terms. The products were an all-purpose cleaner, plastic sandwich bags, 

and laundry detergent. 
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Green Clean Machine All-Purpose Cleaner 

Figure 1 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 8 

 

Table 8 represents participants evaluation of the Green Clean Machine All-Purpose 

Cleaner shown in Figure 1. Participants were asked how sustainable they would rate Green 

Clean Machine based off of the product image and the description coupled with it. Green Clean 

Machine’s All-Purpose Cleaner was found to be either somewhat sustainable or sustainable by 

the majority of participants. There was no statistical significance for the product’s evaluation 

when it came to age or gender.  
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Table 9 

  

Next, participants were asked to rate how effective each claim was at making them 

think that the product was sustainable. Of the environmental claims used, Table 9 shows that 

the most effective overall were refillable and reusable, which are both terms that are regulated. 

Organic, botanical, and naturally derived, were also effective, but those claims do not have any 

guidelines from the FTC’s Green Guides or regulation.  

 

Table 10 

 

 When comparing results by gender, females were shown to find the terms of refillable, 

organic, and botanical more effective than males. This is similar to how males and females 

compared to each other in the beginning of the survey with the initial claims.  
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Evolutions Plastic Bags 

 

Figure 1 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 11 

  

Evolutions’ Plastic Bags, shown in Figure 2, were found to be somewhat sustainable 

by participants. There was no statistical significance for the product’s evaluation when it came 

to age or gender. 
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Table 12  

 

For Evolutions Plastic Bags, the claims of being made with renewable energy, 

environmentally friendly, and plant-based plastic were the most effective, as seen in Table 12. 

Of those three, both environmentally friendly and plant-based are claims that do not have any 

guidelines or regulations. There was no statistical significance for the product’s evaluation 

when it came to age or gender. 

 

Sudz Detergent 

 

Figure 3 
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Table 13 

 

Sudz Detergent, shown in Figure 3, was found to be either somewhat sustainable or 

sustainable by the majority of participants. There was no statistical significance for the 

product’s evaluation when it came to age or gender. 

 

Table 14 

 

Of the environmental claims used, the most effective claims were 100% post-consumer 

plastic, and certified safe by the EPA, which are claims that have guidelines given by the FTC 

in their Green Guides. All-natural and plant-based were also rated as effective by participants 

and are not regulated or given guidelines by the FTC in Table 14.  

0 5 10 15 20 25 30 35

Sustainable

Somewhat sustainable

Neutral

Somewhat unsustainable

Unsustainable

SUDZ EVALUATION

3.49

3.53

3.76

3.79

1 1.5 2 2.5 3 3.5 4

Plant-Based

All-Natural formula

Certified Safe by the EPA

100% Post Consumer Plastic

SUDZ CLAIMS



 

 

Proceedings of The Association of Collegiate Marketing Educators (2021)  

157  

Table 15 

  

When comparing the effectiveness of claims used for Sudz Detergent with gender, 

females found the claims of post-consumer plastic, and being certified by the EPA more 

effective than males did. This is similar to how males and females compared with the initial 

claims and again with the claims for Green Clean Machine. 

 

DISCUSSION 

 

The purpose of this research was to find which greenwashing environmental claims 

were most effective in persuading participants into thinking that products are actually 

environmentally sustainable.  

 

Results 

 

RQ1    How do Morningside College students and staff rate the importance of sustainable 

products? 

 

According to the behavioral questions asked, Morningside College students and staff 

agreed that it was more important to them to be able to find environmentally sustainable 

products at their local stores, that they were willing to pay more for those kinds of products, 

and that the issue of environmental sustainability was important to them. 

 

RQ2 What are Morningside College Students’ perceptions of products that use 

greenwashing? 

 

When shown fake products that employed methods of greenwashing, the majority of 

students and staff found the products to either be somewhat sustainable or sustainable each 

time. This shows that there may be a lack of consumer education on what environmental claims 

are actually regulated and truthful and which are simply puffery meant to persuade consumers.  

 

RQ3 What greenwashed words and phrases seem most powerful in conveying 

sustainability to Morningside College Students? 
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Overall, females were more likely to find environmental claims to be more persuasive 

compared to males. According to the claims used with the fake products, and when asked to 

rate claims on their own, the most powerful greenwashed claims are: 

• Plant-based 

• Natural or All-natural 

• Organic 

• Sustainable / eco-friendly 

 

CONCLUSION 

 

From the literature review, it is apparent that there is an awareness that greenwashing 

exists and is being leveraged by companies in order to increase sales and profits. The ethics 

surrounding greenwashing says that it is deceptive advertising that is meant to mislead 

consumers, and little has been done to educate consumers on these practices and how they can 

hold companies responsible. There is also a significant lack of regulation of greenwashing by 

authorities. The FTC itself said that its Green Guides are not rules or regulations, but more so 

guidelines that should be followed, but do not have to be. This lack of regulation allows for 

greenwashing to continue. The problem arises from the companies who use greenwashing to 

sell more products and make more money. Past studies show that while there have been studies 

done on consumer’s reception to greenwashing, little has been done to find out how educated 

consumers are and what terms are most likely to deceive consumers. 

 

The primary research shows that greenwashed terms and regulated terms effect 

consumers similarly, and that there is perhaps a lack of education and knowledgeability when 

it comes to greenwashing. Females had a tendency to be affected by environmental terms more 

than males. It was shown that most persuasive of the greenwashed terms used by companies in 

their products were plant-based, natural, organic, sustainably, and eco-friendly. It should be 

noted that there needs to be more consumer education on what makes a product 

environmentally sustainable or unsustainable, what greenwashing is, and how to spot it.  
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ACME AXCESSCAPON TEACHING 

INNOVATION COMPETITION PROPOSALS 

 

IMMERSIVE BUSINESS GAME SIMULATION FOR DIGITAL 

MARKETING 

Nadia Steils 

 

 

1. Context for Innovation 

 

The Covid-19 pandemic has affected teaching in higher education through required 

distant courses (Hebebci, Bertiz, and Alan, 2020). While teachers mainly have had positive 

attitudes toward e-learning during the lockdown (Hoq, 2020), education during the 

sanitary crises has also shown that one of the major disadvantages of distant learning, as 

perceived by students, was the lack of interactivity (Hebebci, Bertiz, and Alan, 2020). 

Other research has also shown that online learning during the pandemic presented a lack 

of substitutes for hands-on learning through operative experience and direct problem 

management (Chick et al., 2020). Therefore, recent calls for innovative teaching material 

adapted to distant learning, but also more evidence-based practice are increasing (Toquero, 

2020). 

Among the potential solutions to overcome the lack of interactivity, hands-on 

experience and problem management in distant learning (Chick et al., 2020, Hebebci, 

Bertiz, and Alan, 2020), simulation business games present a creative learning method that 

aims at reinforcing managerial, entrepreneurial, digital and collaborative competences and 

promote critical thinking, problem solving and leadership (Lovelace, Eggers and Dyck, 

2016). A business simulation gaming experience is composed of the players’ actions and 

the game’s reaction (Smyrnaiou et al., 2017). Business simulation games create motivating 

and engaging simulations that enable to apply key learning concepts in a risk-free 

environment (Smyrnaiou et al., 2017). Students become decision makers by operating 

within a situation that simulates a business reality (Smyrnaiou et al., 2017). A student’s’ 

strategy will determine the action the student will take at any stage of the game. 

Business games allow learners to apply knowledge in “hypothetical worlds that are 

increasingly part of how we work and play” (Squire, 2006). Games also provide valuable 

experience in team skill development (Knotts and Keys, 1997). As compared to face-to-

face business games, online business games have shown to score higher on generic and 

specific skills acquired (e.g., helping to meet the goal of the company, developing 

strategies, application of theoretical concepts of decision making, creativity, processing 

and analyzing information (Fito-Bertran, Henandez-Lara, and Serradell-Lopez, 2014). 
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 However, most current business games in marketing help students to learn general 

concepts related to marketing (e.g., segmentation, market analysis), but the quickly 

evolving online environment requires students to also develop and master digital 

marketing skills. 

2. Teaching innovation 

 

      2.1  Background and overview of the business game 

 

• What if simulation games could benefit from technological advances to create 

an immersive experience “as if the marketing problem was real”? 

• What if we could immerse students in a project in which they take decisions 

about the planning of a digital marketing campaign, its execution, but also 

observe its results? 

• And what if we could create hands-on experience by encouraging team 

spirit and management despite the geographical distance among 

students? 

The innovative aspect that distinguishes this digital marketing business game (called 

“MyCereal Berry – Business Game”) among other serious games is its immersive 

experience and the variety of tools and missions, including interactive videos, automated 

e-mails, peer evaluation, use of analytical tools, etc. With the parallel trend of escape 

games in education (Clune, 2020), this teaching innovation aims to create a “real-like” 

experience for students even when they are following distant online courses. 

The online business game that is presented here has been developed in spring 2020 

as a reaction to the lockdown imposed by the government. The university in which it was 

developed offers different masters in marketing and is known for providing not only 

academic but also professional and hands-on experience. The challenge of the lockdown 

was thus to translate the class spirit and the animated and practical courses usually 

experienced in physical classes into a similar online experience. The business game was 

developed for the “digital marketing” course and aimed to provide an opportunity for 

students to apply their theoretical knowledge to a “real” experience. The course was 

structured as follows: The digital marketing course was a 24h course. The first part of the 

course (14h) were dedicated to theoretical understanding and traditional exercises on 

digital marketing (including strategic and digital marketing planning, web analytics, 

environment analysis, websites, SEO/SEA, affiliate marketing, social media marketing, e-

mail marketing). The second part of the course was dedicated to the business game (1x 2h 

of preparation and 2x4h of business game). The aim of the business game was to help 

students to apply their knowledge to a digital marketing problem. Given that all courses 

had to be online due to the lockdown, the business game took an important role in creating 

a team spirit and offering virtual hands-on exercises with instant feed-back to animate 

geographically distant students at home. 

The business game has been tested in three settings (three different courses), allowing 

the collection of valuable information. The game and first results are presented in the 

following sections. 

 

a. The business case 
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The goal of this game is to create a digital marketing campaign for the launch of a 

new berry cereal bar (“MyCereal Berry”). Students have to plan the launch campaign 

including the creation of a landing page and social media posts. In order to prepare their 

campaign, they must collect and analyze various data (results of previous campaigns, 

keyword analysis on Google Trends, analysis of web analytics of the competition, etc.). 

They must create posts using basic design software, plan the campaign over time, and 

make a series of decisions within a set time frame. Finally, they analyze the evolution and 

result of the campaign. 

 

2.3 Pedagogical goals: 

 

During the business game, the concepts learned in class were applied. More 

specifically, the business game had the following educational objectives: (i) understand 

the usefulness and basic principles of SEO, (ii) understand the utility, analysis and 

application of web analytics and results of social media campaigns, (iii) plan a digital 

marketing campaign based on secondary information, (iv) apply basic community 

management and content marketing techniques. Beyond the concepts and applications 

related to digital marketing, this business game also allows students to acquire a certain 

number of soft skills: team work, time management and organization, critical thinking, and 

creativity. 

2.4 The immersive and interactive interface 

 

In order to create a realistic game environment, the following activities are offered 

during the game in order to provide students with an "immersive" experience: 

(A) Immersion videos allow students to virtually attend meetings and appointments and 

take notes. These videos include dialogues, as well as links, information exchange and 

documents. Interactions with the video are necessary in order to advance in the game. 

During the game, the students must send real e-mails to fictitious people in order to gather 

information that is crucial for the continuation of the game (e.g., they must request the 

extraction of Facebook data to a data scientist via an email address received during the 

meeting). The game also involves content creation for social media using online services 

and a peer review activity. 

(B) Manipulation of online services to analyze data (e.g., Google Trends, Similar Web) 

 

(C) Make decisions in "meetings with the marketing director", during which students must 

be able to answer a series of questions via an interactive quiz following a preparation work. 

 

2.5 Detailed scenario 

 

Preparation (2h) 

1. Students have to develop a brand identity by creating a fictive e-commerce store (including 

logo, brand position etc.) 

Video presentation of the business game (short version): https://youtu.be/sI4BNTTiimM 
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D
a
y
 1

 
1. Students assist to a virtual meeting to discover the goals of the digital marketing 

campaign and its challenges. In the virtual meeting, the team discusses the tasks that 

need to be done: 

a. Send real e-mails to e-mail addresses they are provided with during the virtual 

meeting to ask for previous marketing campaign reports and the results of a 

market research. The e-mails are programmed on a fake Gmail address that 

automatically sends the documents students asked for 

b. Doing research on the web to define a SEO strategy by (i) comparing 5 key-

words on Google Trends, (i) looking at competitors’ digital marketing strategy, 

(ii) observing the web analytics of competitors using SimilarWeb (free online 

tool) 

2. Students have 1 hour to collect the information, observe and synthesize their findings. 

3. After 1 hour, they are invited to enter the virtual office of the marketing director to take 

a series of decision. They have to be prepared (step 1). In an interactive quiz, they have 

to recommend actions and strategies to launch “MyCereal Berry”. 

4. Students then have to assist to another meeting with the communication team of 

the MyCereal department in which the team discusses the communicational 

aspects and the objectives of the campaign and define the “next steps”. 

5. Students than have 1 hour to prepare a landing page and two Facebook publications 

using the free online tool “Canva”. In their design, they have to respect (i) the objectives 

of the campaign “discussed” during the virtual team meetings, (ii) the results of their 

key-word searches to improve their SEO, (iii) the image and position defined in the 

preparation step. The 2 Facebook posts have to be submitted in an application for 

evaluation on day 2. 

 

D
a
y
 2

 

1. Day 2 starts with a virtual team meeting in which the team discusses the objective of the 

next days 

a. Students have to first evaluate the Facebook posts of other groups and improve 

their own posts and choose one 

b. One virtual month later, students have to ask for and analyze the first results of 

their digital marketing campaign 

2. Pair evaluation task (1/2 hour): All publications that have been submitted on day 1 are 

anonymized and randomly assigned to other groups for evaluation. Each group 

evaluates 6 others Facebook posts by providing positive and negative aspects, and a 

grade. They have to evaluate others posts based on originality, integration of 

instructions, SEO recommendations. Evaluations are automatically and anonymously 

sent to students. 

3. Data extraction (1/2 hour): During the meeting, students receive another e-mail 

address to which they need to send an e-mail to ask for the extraction of the 

Facebook Insights data. Students are invited to observe and analyze the first results 

of the campaign. 

4. After both of these activities, students entre the marketing director’s office for a 

meeting to take another series of decisions based on the observations made in the 

evaluative and analytical tasks 

5. Finally, students have to prepare a digital marketing report for the entire 

campaign (power point format) describing the company, the environmental 

analysis, the digital marketing plan and its results, and recommendations for 

the next months of the campaign 
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Screenshot 4: Students have 

to send e-mails (e.g.: to a 

consultant to ask for the results 

of a market research. They 

receive “real” answers within a 

few minutes) 

 

Screenshot 1 - 3: students 

discover the team. Interactive 

buttons allow students to interact 

with the content. During 

immersive videos, students assist 

to virtual meetings, and interact 

by clicking on questions, 

suggestions, etc. and take notes. 

 

 

Screenshot 5: Students have to 

create, and then evaluate the 

Facebook posts for the launching 

campaign of other student groups 

 

 

 

 

 

 

 

 

Screenshot 6: Students have to 

analyze the results of the digital 

marketing campaign “1 month” 

after the launch. On day 1 they also 

have to analyze results of a market 

research and previously organized 

campaigns to take adequate 

decisions. 

 

 

Screenshot 7 & 8: During the 

“marketing director meetings” 

students have to be prepared 

and take a series of decisions 

and answer questions using 

their analyses. 
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2.6  Effectiveness of the Innovation 

 

The business game has been used in 3 different courses (2 digital marketing courses, and 

1 e- business course, with about 30 students in each group). Despite the lockdown, student 

groups (4 students per group) have felt immersed in the virtual activity. From my observations, 

students “played” the game as if it was a real situation. They sent cordial e-mails and interacted 

professionally with the virtual contacts. This high involvement could also be observed in 

documents and designs they produced (see a few examples in the appendix). Having given this 

course for several years, the involvement in the creative and strategic output was much higher 

in this immersive experience when compared with “traditional” business cases and exercises. 

At the end of each course, a satisfaction survey was conducted using quantitative and qualitative 

data. The survey was anonymous and encouraged students to give their honest feed-back to 

contribute to the continuous improvement of the game. Table 1 presents the results of the survey. 

 

(7-point Likert 

scale) 

Mean Standard Deviation 

I liked the business game 6.35 0.98 

I was able to apply the concepts 

learned during the course 

6.02 1.32 

The game was interactive 6.32 1.33 

Table 1: Results from the satisfaction survey (tested on 3 different classes of 30 students 

each) 

The unstructured questions of the survey helped identifying the main advantages of the 

teaching innovation, which can be summarized as such: (i) immersive and realistic videos (“as if 

I was there”), (ii), interactivity and fluidity of the steps of the business game, (iii) e- mails that 

had to be sent, (iv) creativity and content creation (v) peer evaluation. The verbatims in Table 2 

are extracted from the satisfaction survey (translated from French): 

 

"The fluidity of the interface. Concept that changes from a traditional course, but also 

the fact of working in a team on a nice subject." 

"Content creation, discover SEO tools ..." 

"The implication you give by participating. Being able to apply the theoretical 

knowledge you have learned." 

"The business game was well organized: videos, tasks to complete, deadline ... It 

immersed us directly into the game." 

"Feeling like the challenge was real thanks to the videos and emails" 

"I enjoyed the business game. It felt like I was there for real." 

"Amazing business game, the most interesting that I have done so far. I liked the studied 

products, the modernity, the interactivity, the emails to send to our colleagues or others, 

it is quite realistic and very original. The fact that we vote on the publications of 

anonymous groups " 
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Table 2: Student feed-back 

 

Furthermore, following students’ feed-back, improvements have been made to match their 

expectations: add some additional instructions for some tasks and correct some technical 

problems in the peer evaluation task. Some students also suggested that the business game 

would have been even more interesting if they had done it in offline classes. 

 

3. Conclusion and motivation for the award 

 

This business game was developed during the pandemic crisis to help students develop 

collaborative competences, promote critical thinking, and problem solving (Lovelace, Eggers 

and Dyck, 2016) through a motivating and engaging simulation that enable reinforcement of 

key concepts in a risk-free environment (Smyrnaiou et al., 2017). Given the sanitary restrictions, 

this business game has been developed with simple and accessible tools including free from 

copyright videos and music, free analytical tools that students use during the game (e.g., Canva, 

Google Trends, Similar Web) and free tools for the development of the game (Moodle, iMovie, 

Pexels…). The motivation for developing this business game was not only to create a practical 

experience for students, but also to provide an example of creative teaching with mostly free 

tools that are accessible for different types of universities and schools, even for those who do 

not have access to advanced technologies, studios, application developers, etc. The aim of 

competing for this award is thus to promote creativity in teaching with the variety of tools that 

are available to professors thanks to the development of digital services regardless of the 

technical material that a university or school possesses. 
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APPENDIX: Examples from student reports 
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THE KNOW ME ACTIVITY: A SELF-EXPANSION EXERCISE 

TO OVERCOME INSTRUCTOR-STUDENT SOCIAL 

ISOLATION 

Holly A. Syrdal, Texas State University 

Brian A. Vander Schee, Indiana University, Indianapolis 

Rebecca A. VanMeter, Ball State University 

Parker J. Woodroof, University of Central Arkansas 
 

 

SUMMARY 

 

The Know Me Activity (KMA) is a self-expansion exercise designed to address the 

growing sense of isolation between faculty and students caused by the global health crisis. Physical 

barriers (i.e., masks), limited resources (i.e., larger class sizes), and social remoteness can 

demotivate students and cause faculty to be perceived as distant. The benefit of encouraging self-

expansion in the marketing collegiate classroom is increased effort and persistence on subsequent 

cognitive tasks. 

 

Self-expansion stems from enhancing student self-awareness as well as perceived 

relatedness and courage of the instructor. The self-expansion KMA can be used with 

undergraduate or graduate students using an in-person or online format. The objective of the 

exercise is to increase student self-awareness, as well as perceived courage and relatedness of the 

instructor to foster self-expansion that mitigates isolation and demotivation. 

 

The instructor follows five steps to prepare and execute the KMA. The exercise can be 

utilized in-person or in an online course modality with any undergraduate or graduate-level course. 

Students are asked to survey family, friends, and classmates regarding their personal strengths and 

weaknesses. The results are then displayed in a word cloud. Student then complete a written 

reflection on the insights gained from the results. 

 

The KMA was used at three public regional universities. Students were surveyed to assess 

their perceptions, and the effectiveness of the exercise. The survey was administered before the 

KMA was introduced (pre-KMA) and then again shortly after the students turned in their 

completed word clouds and written reflections (post-KMA). 

 

The results of the analysis show that the KMA was found to be a self-expansion activity 

that fostered student self-awareness as well as perceived relatedness and courage of the instructor. 
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Furthermore, students found the KMA to be effective and recommend it for future use. The self-

expansion benefits manifest over time as a greater sense of connection with the instructor as well 

as increased effort, perseverance, and satisfaction with the course. Future research investigating 

the influence on students beyond the completion of the KMA should shed light in this regard. 


