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EDITORIAL PREFACE  

 

 

This year my co-editor and I have received over 60 papers. We hope that inclusion of 

papers from variety of marketing topics  

 

We would like to thank everybody who participated in, helped with, and arranged 2010 

Association of Collegiate Marketing Educators proceedings. We want to acknowledge all track 

chairs for their masterful handling of the reviewing process in the given time, and would also 

like to thank all the reviewers for their expert critiques.  

 

We would like to thank all authors and co-authors for their timely submissions and 

adherence to our proceedings standards. Without your efforts our task would have been next to 

impossible. 

 

Last, but not least, we wish to acknowledge the assistance of A-CME Program Chair 

Kishwar Joonas in helping us with finalizing these proceedings, especially during the final stages 

of the process. 

 

 

Vaidotas Lukosius, Ph.D.    Grant Aguirre 

2010 ACME Secretary and Co-Editor  Co-Editor 

Tennessee State University,    New Mexico State University, 

Nashville, TN      Las Cruces, NM  
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MESSAGE FROM THE PRESIDENT 

 

 

Greetings to all and welcome to Dallas and the best ACME meeting ever! 

 

Yes, it is true, this will be the best Association of Collegiate Marketing Educators 

meeting ever and yes, it is true, we will say that about next yearôs meeting. Every year, thanks to 

the hard work of officers and members, our organization and annual meeting just get better and 

better.  

 

Program Chair Kishwar Joonas has put together an excellent program this year. Please 

join me in thanking her for the many, many hours she worked to assemble an outstanding 

program. Thanks also to all track chairs, workshop organizers and special session organizers for 

your efforts. A big thanks also to Proceedings Editor Grant Aguirre.  

 

It has been an honor and privilege to have served as the 2009-2010 ACME President. 

Please know this organization has an outstanding team of officers and that it has been a pleasure 

working with each of them. I offer my sincere thanks for your service, advice, ideas and 

friendship to Past-President Maxwell Hsu, Program Chair Kishwar Joonas, Vice-President 

Sharon Thach, Secretary and Webmaster Vaidas Lukosius and Treasurer Dennis Emmett.  

 

My colleagues in the School of Business at East Central University have been most 

helpful and supportive over the past four years as I have served as an ACME officer and I thank 

them for that. The final, and by far most important and biggest thanks, goes to my wife Usha and 

son Nathan for their tolerance and understanding as I took time for ACME business that could 

have been and, in many cases, should have been family time.  

 

I am already looking forward to next yearôs meeting in Houston and hope you are as well. 

It will be the best one ever and we hope to see you there! 

 

 

Patrick D. ñPatò Fountain, D.B.A. 

2009-2010 ACME President 

East Central University,  Ada, Oklahoma  
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MESSAGE FROM THE PROGRAM CHAIR  

 

 

Welcome to the 2010 Association of Collegiate Marketing Educators (ACME) 

Conference in Dallas, Texas. We have managed to put together an excellent conference program 

featuring four workshops and special sessions, as well as 73 technical papers spread over 20 

ñregularò sessions. A highlight of the conference will be hearing from the recipient of the 2010 

Outstanding Educator Award, Sarath A. Nonis, at the luncheon meeting on March 5th. 

 

Congratulations to the authors of all accepted papers including the Best Papers in Track, 

and the Distinguished Paper. I am grateful to Denny Bristow, Gopala Ganesh, John Knapp, and 

Madhav Pappu- each of them has organized a workshop or special session. The Outstanding 

Educator Award acceptance speech and four workshops and special sessions will support the 

technical papers, in offering our participants a panoramic snapshot of current education and 

research in marketing. 

 

It was truly an honor for me to serve as the 2010 Program Chair for this leading 

marketing conference, and to have an opportunity to work with some of the best in the field. I am 

thankful to several colleagues in the success of this yearôs conference. First of all, I would like to 

thank President Patrick ñPatò Fountain, upon whom I have relied quite heavily all through the 

year in developing the program. I appreciate the timely help and support of Vice President 

Sharon Thach, Treasurer Dennis Emmett, and Secretary Vaidas Lukosius, who also served as 

Webmaster. In addition, my thanks go to Grant Aguirre, the 2010 Proceedings Editor, for helping 

create a great conference program. Further, I owe a debt of gratitude to the 21 (co)track chairs, 

who worked relentlessly to recruit quality submissions in their area, and to marshal outstanding 

peer reviewers. I would also like to thank the authors for choosing our conference as a research 

outlet. 

 

I sincerely thank past ACME Presidents Kimball Marshall and Maxwell Hsu for offering 

guidance and encouragement. Thanks are also due to my colleagues at the Prairie View A&M 

University, College of Business, and especially the Department of Management and Marketing, 

for accommodation during the current year. Their support greatly facilitated my efforts for this 

conference.  

 

It is my sincere hope that participants will appreciate the strong technical program of this 

yearós conference as well as make the most of networking opportunities with colleagues from 

near and far. Next year promises to be another exciting ACME conference as an affiliate of the 

Federation of Business Disciplines. Finally, I call upon you to rally your support for Sharon 

Thach as she takes over the reins as Program Chair for the 2011 conference in Houston. I hope to 

see you there! 

 

Sincerely, 

 

Kishwar Joonas, D.B.A. 

ACME 2010 Program Chair 

Prairie View A&M University, Prairie View, Texas  
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MESSAGE FROM THE RECIPIENT OF  

THE EDUCATOR OF THE YEAR AWARD  
 

 

 

GETTING STUDENTS TO TAKE RESPONSIBILITY FOR 

THEIR OWN LEARNING A ND ACADEMIC SUCCESS 
 

Sarath A. Nonis, Arkansas State University 

 

 

ñThere are few things more beautiful than a University. 

It is a place where those who hate ignorance may strive to know, 

Where those who perceive truth may strive to make others see, 

Where seekers and learners alike, banded together in search of knowledge, 

éin the undying cause of bringing thought to the world. 

To be a member of one of these great societies must ever be a glad distinctionéò 

 

John Masefield 

 

INTRODUCTION  

 

Teachers who have the subject expertise and who can also make a difference in their 

studentsô lives have always played an important role in our educational system.  Today, they are 

more important than ever before.  It is not a secret that some college students lack the basic 

academic preparation, focus, motivation, or maturity to succeed in college and the available data 

supports this.  For example, American College Testing (2008) reports a drop rate of 27.1% for all 

four year public colleges and almost 50% for all two year public colleges between freshmen and 

sophomore years.  The same report also showed that students were taking longer to graduate.  

Based on available data, 38% to 64% of students pursuing an undergraduate education were 

taking longer than 5 years to complete their college education (American College Testing, 2003).  

A variety of reasons such as financial difficulties and not having clearly defined goals have been 

mentioned (Olson 1990; Dunwoody and Frank 1995), but one of the most compelling reasons 

cited has been low social skills and self-esteem possessed by these academically at risk students 

(Coleman and Freedman 1996; Call, Hendricks, and Jones 1990).  These issues are not 

uncommon in business or marketing students either.  Across business majors, marketing majors 

are more likely to experience academic trouble than other majors (Smart et al., 1999).  So what 

can we do as instructors?  I believe we can help students identify the problems created by their 

lack of preparation and let them take more responsibility for their own actions.  The following 

paragraphs outline how I do it. 

 

On the first day of class, I get to know each student in terms of the two most significant 

antecedents of learning and academic success. I provide this feedback to each student so that 

they are able to better understand themselves.  Two variables, student motivation or drive and 

ACT composite score (used as a surrogate for ability) are arguably the two best predictors of 
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academic success.  From a short survey of 7 items administered on the first day, I gather from 

each student his or her level of motivation (Spence, Pred, & Helmreich, 1989) and their ability.  

This allows me to know each student in terms of their academic readiness based on a model that 

I have developed and validated (these variables explain close to 55 percent of the variance in 

grade point average).  The following diagram depicts academic readiness using motivation and 

ability from a course I taught last semester. 

 

 
Figure 1. Student Academic Readiness 

 
1
 Readiness can vary between -3 and +3.  Close to -3 are the students most at risk and 

closer to +3 are the strongest students.  A value close to zero indicates an average 

student in terms of academic readiness. 

 

I am able to effectively use this information in the classroom (e.g., making sure weaker 

students understand the material and do not get behind).  Also, when a student comes to see me 

for assistance, I am able to determine if the problem is more related to student motivation or 

ability or both and assist him or her accordingly.  This is depicted in table 1 that follows.  

 

Each student is also provided his or her motivation score along with the norms for 

motivation and ACT composite so they understand where they are in terms of the two variables.  

I briefly explain in class how the variables together will influence their learning and academic 

success as shown in figure 2.  Each student is in control of his/ her level of ability and motivation 

(drive) and I can have absolutely no impact on their learning if they do not do their part as a 

student. 
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Table 1    Motivati on Level, ACT Score, Readiness for College Courses, and Suggested 

Approach for a sample of students. 

 
  ACT Score Motivation 

1
Zscore   

Student (mean = 22.6) (mean=3.4)  (Readiness) 
2
My Approach Based on Data 

 
1.00  19.00  4.20  -0.06  Be patient, encourage 

2.00  20.00  3.83  -0.64  Encourage 

3.00  19.00  3.17  -1.25  Pass responsibility to student 

4.00  18.00  4.33  -0.21  Be patient, encourage 

5.00  19.00  3.67  -0.37  Find ways to motivate student  

6.00  21.00  4.50    0.76  Be patient, encourage 

7.00  21.00  3.00  -0.50  Challenge the student 

8.00  27.00  2.33    0.29  Challenge the student 

9.00  15.00  3.00  -2.26  Pass responsibility to student 

10.00  19.00  4.00  -0.18  Be patient, encourage 

 
1
 Close to -3 are the students most at risk and closer to +3 are the strongest students.  A 

value close to zero indicates an average student in terms of readiness. 

 
2
These are simply first guesses only.  My approach to the student will change as needed 

once I get to know the student better as the semester progresses.  It is amazing as to how 

accurate these predictors are. 

 

 

 

 

 

 

Learning 

(GPA) 

 

 

  

 

 

 

 

  Low   High  

                              ACT composite (ability) 

 

Figure 2.  Interactive Effects of Motivation and Ability on Student Learning 

 

 

This information really gets the studentsô attention.  It helps each student to know what he 

or she needs to do (not the instructor) to reach his or her academic goal.  For example, if a 

       High motivation 

 

       Low motivation 

 

 

 

       High motivation 



Proceedings of the Annual Meeting of the Association of Collegiate Marketing Educators (2010) 

4 

 

student is average in ability (average ACT composite) he or she could still do very well 

academically if their motivation is high. Simply being smart is not sufficient without motivation.  

 

It is said that a problem correctly identified is half solved.  One goal of a good teacher 

will be to spark intellect and encourage students to pursue knowledge on their own.  Here I have 

explored why this may not be happening in some students.  I explain to students in a way they 

can understand that they are in control of their own learning.   

 

Maybe each of you can develop your own model to predict the academic success of your 

students.  This will help both you and the student to focus more on the problem and not the 

symptoms.  Once this is addressed, you are ready to provide the knowledge and develop the 

skills our students need to be successful in their careers and in their lives. 
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ASPECTS OF TRADE SHOW SUCCESS: AN ANALYSIS FROM 

THE U.S. MEXICAN B ORDER 
 

Russell Adams, University of Texas Brownsville 

Tom Coyle, University of Texas Brownsville 

 

 

ABSTRACT 

 

Trade shows are an important part of the marketing mix especially for industrial 

companies. Due to globalization and the industrialization of Mexico the Maquila industry has 

begun implementing trade shows. This paper studies survey results from a local border trade 

show to explore the goal orientation of attendees and their subsequent rating of the trade showôs 

success. Previous research shows that indirect goals are more higher rated than direct goals. 

This study reaffirms this finding with some contingency effects. 

 

 

 

INTRODUCTION  

 

The U.S. / Mexican border has suffered during the recent US recession; both sides of the 

border have been impacted.  Contributors to this are the loss of manufacturing business from 

Mexico to China (Sargent & Matthews, 2007; Mireles, 2004; Forero, 2003) and border violence 

due primarily to organized drug activity (Stratfor, 2009).   In an effort to improve business 

activity, the local Maquiladora Association in a northeastern Mexican city has begun having 

annual trade expos as a mechanism to promote business.  Mexico, since the creation of NAFTA, 

has become a regional and international industrial power. With increasing industrialization one 

would also expect an increase in sophistication in marketing methods.   Trade shows are an 

integral part of the marketing mix (Kerin and Cron 1997) and, as such, the use of trade show 

implementation by the Maquila association demonstrates increased marketing sophistication. 

 

While trade shows or business expos have been used to promote a businessôs offerings 

(Trade Show Bureau, 1983; Kerin & Cron, 1987) and they have had some success, their effects 

on regional cross border effectiveness has not been studied.  There has been a cross national 

study that showed differences between European and U.S. Trades shows (Dekimpe, Francois, 

Gopalakrishna, Lilien and Van de Bulte ,1997); however, this study does not look at the inter 

regional effects nor at a developing region but at the measurement aspects of trade shows. 

 

This research is in its preliminary form and will be somewhat descriptive due to the level 

of data available; however, this will be used as the basis to develop more appropriate variables 

for further research. The purpose of this research is to 1) determine the goals of the exhibitors,  

2)  measure the overall effectiveness of the show and 3) determine the effectiveness of regional 

expos in attracting new business. The study will assess the comparative responses of surveys 

issued at a trade show that was conducted in 2008 and 2009 in Matamoros, Mexico. The 2009 

survey data will be analyzed to determine effectiveness and aspects of measuring effectiveness. 
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LITERATURE REVIEW  

 

Maquiladora Background 

 

The ñmaquiladoraò or offshore assembly industry has its origins in a 1966 law that 

allowed component parts to be imported into Mexico, assembled and reexported with taxes paid 

only on the value added. Currently tax payments are computed based on OECD transfer price 

methodology, which has the benefits of removing disincentives to increasing wage rates and of 

ñleveling the playing fieldò across the developing world labor market. This policy has resulted in 

sustained growth financed mostly by U.S. capital of maquiladoras not only along the 2000 mile 

U.S./Mexican border, but also deep into the interior of Mexico. The labor force of this industry 

was once almost exclusively made up of young women, although recently enough men have 

been hired to make up almost half of the total maquiladora labor force (MacLachlan & Aguilar, 

1998). The height of maquiladora employment was 1,347,803 workers in October, 2003  (INEGI, 

2003). 

 

The recession of 2008 has had a reduction in total worker population, which has 

intensified the job loss in the Mexican manufacturing sector.  Forero (2003) noted that by 2003, 

500 of Mexicoôs 3,700 Maquila facilities had closed resulting in the loss of 218,000 jobs.  The 

vast majority of these jobs were a result of facilities moving from Mexico to China.  The 

Mexican government has changed its labor reporting statistics so exact employment numbers for 

the Maquiladora sector are no longer available; however, in discussing employment with 

Maquila executives, the current employment is projected at approximately one million workers. 

 

The primary driver for most manufacturing firms leaving Mexico was the lure of very 

cheap labor in China (Purdam, 2004).  Labor rates in Mexican maquiladora firms were in the 

$2.00 / $2.50/hr range (Michelini, 2003) and there were reports that China labor was $0.33/hr, 

although Dewhurst and Meeker (2004) note that such low labor rates may be unsustainable.  The 

generally accepted China labor rate during this time was about $0.50/hr (Purdam, 2004). 

 

The sharp rise of oil during 2005 ï 2008 resulted in many firms reanalyzing their cost 

structure resulting in a reanalysis of total cost of ownership (TCO), (Ellram, 1993).  Kumar and 

Kopitzke (2008) did a total cost of ownership for a hand tool manufacturer and determined that 

the added cost of shipping and inventory resulted in Chinaôs not being as attractive as Mexico for 

total cost of operation.  As other manufacturers began to look at the TCO concept, it became 

apparent to local officials that Mexican manufacturing had a niche and these officials began to 

try to attract business back to their specific regions, thus the interest in trade shows or expos. 

 

Trade Show Literature 

 

Trade shows are undeniably an important part of the marketing mix. In the United States 

they account for 10% of marketing budgets and up to 20% of the marketing budgets in Europe 

(Dekimpe et al., 1997). The use of trade shows has been increasing with growth rates of 30 % a 

year (Cope, 1989). They are ranked the second most important marketing element after direct 

selling for industrial product companies (Parsuraman, 1981; Kerin and Cron, 1987). Despite the 

importance of trade shows as a marketing tool, there has been a noticeable dearth of research in 
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this area (Gopalakkrishna, Lilien, Williams, and Sequeira, 1995; Dekimpe, Francios, 

Gopalakrishna, Lilien and Van de Bulte 1997, Kerin and Cron 1987). There is also very little 

research on cross national and international trade shows (Dekimpe, Francios, Gopalakrishna, 

Lilien and Van de Bulte 1997) which is another glaring omission given the rapid increase in 

international trade catalyzed by globalization. 

 

One of the reasons for this lack of research is due to the nature of trade shows themselves 

and the exhibitors and attendees. As Bonoma (1983) states, trade shows are ñsloppyò. They are 

sloppy in that many companies do not engage in clear enough activities to plan and prepare for 

trade shows or take appropriate follow up action (Gopalakrishna et al 1995). Part of this problem 

is due to the fact that many are not clear or have varying goals of what they want to achieve at a 

trade show. Thirdly it is very difficult to evaluate the success of trade shows as it is difficult to 

isolate the effects of trade show marketing from the other marketing elements.  Ultimately, return 

on investment is an important part of any marketing strategy and Gopalakrishna et al. (1995) 

believe they have found a way to measure return on investment but the appropriate data for this 

analysis is not available for this study but may be incorporated in the future. 

 

Trade shows serve many functions with some easier to measure than others. The primary 

purpose of trade shows is to directly create leads and, therefore, create sales. However, 

measuring sales is difficult as one can not readily differentiate from new sales, incremental sales 

or previously planned sales (Dekimpe et al 1997). This leads us to the indirect goals which are 

even more ethereal, such as corporate image, client relationship building and simply attending 

because competitors are there (Kerin and Cron 1987). Given the difficulty of measuring these 

items, it has been found that executives rate the indirect aspects more highly than the more 

directly measurable items (such as sales at the show which may be limited) (Konopacki 1978). 

 

The first set of goals is to directly impact sales and lead generation. The second set of 

goals is indirect such as corporate image, client relationship building and response to competitors 

(Gopalakkrishna, et al 1995). The effectiveness of these goals is difficult to measure due to the 

interaction effects of other marketing efforts (Bonoma 1983, Dekimpe, et al.1997). In this paper 

we will look at the responses of participants relating to both the direct and indirect goals. 

 

HYPOTHESES DEVELOPME NT 

 

Based on the aforementioned literature, several hypotheses related to the direct and 

indirect effects are developed for this study.  The main hypotheses are directly related to previous 

hypotheses studied. The sub hypotheses are the sub measures used to test the validity of the main 

hypotheses. For example in Hypotheses 3 each hypotheses test is a more indirect measure of 

trade show success. Theoretically as the measures become more indirect the perceived success of 

the show should rise. The goals of the hypotheses are to determine which has a greater impact on 

perceived show success for the attending vendors. Among those factors will be to determine 

whether it is true that the less clear the goal and measureable the goal, the more positive the 

assessment (Konopacki 1978). 
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H1: Direct sales leads to a greater score on expo recommendation 

H2: Indirect factors lead to a greater score on the expo recommendation 

H2 A Future expo recommendation to my own company is dependent upon the information 

and service provided at the expo 

H2 B Future expo recommendation to my friendsô companies is dependent upon the 

information and service provided at the expo 

H3: The more immeasurable a goal, the higher the rating of the show 

H3 A Finding new customers is more important that servicing current customers 

H3 B Servicing current customers is more important than enhancing our corporate image 

H3 C Enhancing our corporate image is more important than enhancing company morale 

H3 D Enhancing company morale is more important than gathering information on 

competitors 

 

THE STUDY 

 

The instrument for this survey was constructed using questions shown to be valid by 

Kerin & Cron (1987).  In addition, standard demographic questions were added to better obtain 

data relating to the region.  The actual English version of the instrument is shown in Appendix A.   

The instrument was prepared in Spanish by having one bilingual translate the instrument into 

Spanish and a different individual translate the Spanish version back into English.  The 

translations were then compared and discrepancies corrected.  This is the recommended method 

of preparing an instrument for use in another language (Shigenobu, 2007). 

 

The data was collected as convenience data by having Expo workers designated to walk 

the isles of the show and solicit surveys from participants.  The actual questionnaires were filled 

out by the individual participants and not the Expo workers.  Of the 137 exhibitors and 

approximately 700 attendees, a total of 97 surveys were collected over a two day period.  After 

adjusting for missing or incomplete data, there were 75 usable surveys.  Of the total 97 surveys, 

50 were from returning exhibitors (51.5% of total respondents). 

 

DATA ANALYSIS  

 

Demographics 

 

A total of 97 surveys were collected from the participants of the expo.  Of the 97 

collected 50 surveys were from returning participants of the 2008 show (51.5%).  Survey results 

regarding show quality collected from returning participants is shown in Table 1 below. 

 

Table 1 

Returning respondents report on the quality of the show 

Better than 2008    60.0% 

About the same as the 2008 show  22.5% 

Worse than the 2008 show   17.5% 
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Table 2 

Participant Type and Firm Size 

Firm Description Number Reporting Per Cent 

Maquiladora 11 12.9 

Vendor 27 31.9 

Service Provider 36 42.3 

Other 11 12.9 

   

   Firm Size Number Reporting Per Cent 

0 - 10 17 20 

Nov-50 27 31.8 

51 - 100 15 17.6 

101 - 200 14 16.5 

>200 12 14 

    

Hypothesis Tests 

 

Hypothesis 1 was evaluated using regression analysis.  The independent variable was 

question 8 on the survey: found new business.  The independent variables were questions B1 and 

B2: I would recommend this expo.  The test hypothesis was accepted showing that direct sales 

leads to increased expo recommendation.  The statistics for this analysis were as follows: 

R
2
=.498, F=35.76, sig.=.000.  The data also shows that only one of the independent variables 

was significant: recommending the expo to my company.  It is interesting that if a firm 

developed new business, firm members would not necessarily recommend the expo to friends in 

other companies.  No explanation for this is offered but it is perhaps a point for future 

investigation. 

 

Hypothesis 2 was subdivided into two testable hypotheses and was evaluated using 

discriminant analysis.  The dependent variable was again question 8 and the independent 

variables were questions B3, B4 and B7.  The results show that the test hypothesis H2a was 

supported.  The statistics for this analysis were Boxôs M=46.12, sig.=.000, Wilksô Lambda=.350, 

X
2
=71.29, sig.=.000.  Interestingly, H2b was not supported.  The implications of not 

recommending the expo to a friendôs company are not understood and should be investigated 

more fully in later research. 

 

Hypothesis 3 was subdivided into five testable hypotheses.  These hypotheses were tested 

using multiple regressions and evaluating the standardized coefficients.  Using standardized 

coefficients allows for direct comparison of the magnitude among the variable parameters (Hair 

et al., 1998).  The overall equation was significant with the following statistics: R
2
=.538, 

F=16.05, sig. =.000. Table 3 below shows the values and significance for the individual 

parameters. 
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Table 3 

Evaluation of Parameters for Hypothesis 3 

 

Parameter Unstandardized B Standardized B t-value Significance 

Found new customers .785 .609 4.96 .000 

Service customers .712 -.082 -.734 .466 

Enhance image -.081 -.105 -.872 .386 

Enhance morale -.116 .308 2.54 .017 

Competitor 

information 

.104 .024 .224 .823 

 

  The data in table 3 shows that only hypotheses 3a and 3d are supported and 3b and 3c 

are not supported. 

 

Hypothesis Summary 

H1: Direct sales leads to a greater score on expo recommendation Supported 

H2: Indirect factors lead to a greater score on the expo 

recommendation 

Partially Supported 

H2 A Future expo recommendation to my own company is dependent 

upon the information and service provided at the expo 

Supported 

H2 B Future expo recommendation to my friendsô companies is 

dependent upon the information and service provided at the expo 

Not Supported 

H3: The more immeasurable a goal, the higher the rating of the show Partially Supported 

H3 A Finding new customers is more important that servicing current 

customers 

Supported 

H3 B  Servicing current customers is more important than enhancing our 

corporate image 

Not Supported 

H3 C Enhancing our corporate image is more important than enhancing 

company morale 

Not Supported 

H3 D Enhancing company morale is more important  Supported 

 

DISCUSSION 

 

In general the hypotheses testing  tends to support the general argument of the paper that 

the more indirectly measurable a goal, the higher the rating of the trade show; however, there are 

some caveats to the support given the lack of support for some of the hypotheses. The primary 

issue is that the question ñI will recommend this trade show to my friendsò is probably a bad 

question. It assumes that oneôs friends are also in the same industry which is an assumption that 

may not be relevant. There may be confusion between colleagues and friends especially in the 

cross-cultural context of this paper. Further studies should either omit this question or rephrase it 

to better capture the true goal of the question which is to determine if attendees would 

recommend the show to relevant colleagues. 

 

Hypothesis Three was written to capture the hierarchal level of goals based on level of 

indirectness or difficulty of measurement with the least difficult or indirect first and the most 
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difficult last. It is of interest to note that the first goal, direct measurement, and the last goal, 

most indirect measure, were the two significant results of the study. This shows that the 

underlying premise of the paper is correct but that the intermediate variables within the hierarchy 

may not be important or significantly differentiated as compared to the two end points. 

 

Although generating leads is admittedly the primary goal of companies attending these 

events, the data shows that enhancing morale is also an important consideration. This is 

definitely a difficult goal for companies to directly and immediately measure, but it is one of the 

significant measures in this study. There may be contextual effects at work given the 

recessionary economy. Companies may view any activity as positive while companies wait for 

the economy to more fully recover. This poses an interesting question for future research. What 

impacts do market conditions have on the hierarchy of goals in marketing communications in 

general, and trade shows in particular? 

 

CONTRIBUTION  

 

This study reaffirms the previous findings of Konapacki (1978) that indirect factors are 

rated more highly than directly measurable factors which reinforces the difficulty found in 

measuring trade show performance in general (Kerin & Cron, 1987). This paper also adds to the 

pool of research on trade shows and to the meager pool of international research on trade shows 

Gopalakkrishna, et al 1995. It demonstrates that current tradeshow success measures can be used 

in an international context and in industrializing markets. The study also raises an interesting 

question for further research on what impact market conditions play in determining trade show 

goals. There is currently no research on this aspect of trade show success measurement. 

 

IMPLICATIONS  

 

Marketing managers should not underestimate the value of trade shows, especially if they 

are operating in multiple international markets or in developing markets. This study also 

reaffirms the importance of having clear goals when attending trade shows and that these goals 

may not necessarily be direct goals such as lead generation but there may also be other, valuable 

goals depending on the current market conditions. 

 

LIMITATIONS  

 

The primary limitation of this research is the convenience nature of the sample and the 

limited, one show collection. This study cannot be generalized to the broader tradeshow market 

but does represent a solid foundation on which to build further research studies both on 

tradeshows and cross border tradeshows. 

 

A second limitation is that this data was collected from an expo which was organized and 

executed by manufacturing executives who have limited or no marketing experience.  Also, the 

expo organizers did not consult with a marketing firm for advice.  The data reflects the lack of 

understanding by the expo organizers of trade show goals and the mechanisms for accomplishing 

these goals.  This point may highlight a fundamental lack of understanding of the 

interrelationships of marketing and operations.  While researchers have long noted the 
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importance of close cooperation among the major firm functions; finance, operations and 

marketing (Stevenson, 2007; Russell and Taylor, 2006), this data suggests that this fundamental 

may have been overlooked. 

 

RESEARCH FOLLOW UP  

 

As a follow up to this research, the expo committee has seen the data and was very 

encouraged at the results.  Of particular interest was the number of respondents reporting that 

they found new business at the expo.  However, it was also apparent to the organizing committee 

that several opportunities were missed, as noted by the questions that could not be answered 

from the survey.  Based upon these results, the organizers have asked the authors to become 

involved much earlier in assessing the questions to be answered and the mechanism for 

determining these questions.  This opportunity should allow for a better understanding of the role 

in expos in an international environment. 
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APPENDIX 

Survey Instrument 

 

A. The first questions are for those who participated in last years Expo. 

1.  How does this yearôs show compare to last years?  Better    About the same  Not as good 

2.  If you are a manufacturer did you develop any new vendors based upon last years show? Yes / 

No 

3. If you a vendor did you develop any new business based upon last years show?  Yes / No 

B.  This section is for all individuals to complete.  Please answer ALL questions in this section 

using the following ranking - 

1. I would recommend we attend this Expo to my company in the future. 

2. I would recommend this Expo to my friends in other companies. 

3. The information packet I received was helpful to me at this show. 

4. The information I received at this show met my expectations. 

5. At this expo I definitely found a source of direct materials. 

6. At this expo I definitely found a source of indirect materials. 

7. At this expo I definitely found a source of services. 

8.  At this expo I definitely found new customers. 

9.   My company can best be described as follows: Maquiladora  Vendor  Service Provider  Other 

10. Total Employees  0-10, 11-50, 51-100, 101-200, More than 200 

C.  This section is for vendors 

1. How many other trade shows will your company participate in this year?  _______ 

Vendors please answer all the questions in this section using the following ranking - 

2. The purpose of my companyôs participation in this expo can be described as prospect 

identification. 

3.  The purpose of my companyôs participation in this expo can be described servicing current 

customers. 

4.  The purpose of my companyôs participation in this expo can be described enhancing corporate 

image. 

5. The purpose of my companyôs participation in this expo can be described new product 

introduction. 

6.  The purpose of my companyôs participation in this expo can be described new product testing 

(test market for us) 

7. The purpose of my companyôs participation in this expo can be described enhancing corporate 

morale. 

8.  The purpose of my companyôs participation in this expo can be described gathering 

competitor information. 

9. The purpose of my companyôs participation in this expo can be described selling at shows. 
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EXTENDED ABSTRACT  

 

Many academic articles have been written about childrenôs advertising.  Previous 

research has confirmed that children are influenced by the advertising they see (Abelman 1989, 

Bandura 1977, Bush, Martin and Bush 2004, Martin and Bush 2000, Ward 1974, Wilson 1993).  

Furthermore, advertisements directed toward children do not always contain content which is 

ideal (Albers-Miller and Miller 2005, Greenberger, Chen and Bean 1998).  Academic 

researchers have reported that children and teenagers are bombarded with sexual images in the 

media and advertising (Kilbourne 2005). 

 

The intensity of sexual images in advertising has intensified. Researchers have indicated 

that ñgraphic sexual images seem more extreme, more pervasive and more perverse than ever 

beforeò (Kilbourne 2005).  Sexual images readily available in family media and online have 

been compared to pornographyò (Kilbourne 2005).    

 

Unfortunately, children often do not respond negatively toward sexual images in 

advertising.  Research has reported that young people are more tolerate of sexual appeals than 

older people (Liu, Cheng and Li 2009).  The exposure to sexual images in advertising has been 

reported as harmful to children and teens (Kilbourne 2005).   

 

Social media, such as Facebook and My Space, provide advertisers with an ideal 

environment for individually targeting prospects.  Users of social media typically supply 

birthdays, sex and other personal information which can be used to tightly target messages.  A 

parent and a child sitting side-by-side, playing the same online game on a social media site 

might well be exposed to entirely different advertising messages. 

 

The purpose of this study is to determine the degree to which advertisements directed 

toward children in social media are different from advertisements directed toward older 

participants.  In this study, fictitious Facebook members were created across a range of ages 

from 14 to 45.  At each age point, both a male and a female account were created.  Differences in 

advertising content among age groups and between sexes are report.  Public policy implications 

are provided. 
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EXTENDED ABSTRACT  

 

The Robinson-Patman act was passed to ensure that differences in prices could be 

attributed to differences in cost associated with supplying a good.  Unfortunately the parameters 

of the law are not clearly defined and have led to confusion (Anderson, DePalma and Thisse 

1992).  Despite the law, historically companies have often utilized geography to establish prices 

for different locations which are not directly attributable to transportation costs.  In the past, 

companies often charged different prices for the same good in different locations (a location 

price).  This approach allowed companies to charge what the market would bare region-by-

region. 

 

The Internet appears to have had an impact on the ability of companies to maintain 

regional prices approaches. Consumers are increasing more sophisticated about obtaining 

pricing information (Sahut 2009). The Internet serves as both a source of pricing information 

and a location to obtain products (Ratchford 2009).   Products sold online conceivably have a 

lower cost of supply (Tang and Gan 2004), but Internet pricing information readily available to 

consumers makes it difficult for brick and mortar stores to charge more than online prices.  

Prices are converging (Tang and Gan 2004). 

 

Unfortunately, not all products are readily available online.  Some products, often sold as 

impulse products, are rarely available online.  The nature of the purchase (impulse) also makes 

the purchase of the product online and/or a price search highly unlikely.  It is possible that 

consumer perceptions of an appropriate price for some goods may be less likely to be affected by 

the Internet than others.  

 

Additionally, not all consumers are sophisticated about using pricing information.  Very 

little research has been conducted examining how children gather and evaluate information 

about pricing.  Evidence from this small body of literature indicated that children rationalize 

their decisions (Damay 2008). 

 

The purpose of this study is to examine prices for childrenôs products in a number of 

geographic markets.  The data for this study were collected both online and in brick and mortar 

locations in a variety of states.  Data were collected from a number of chain stores.  Products 

readily available online were compared to products unavailable online.   Managerial and public 

policy implications are offered.  
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EXTENDED ABSTRACT  

 

Children in the United States see a great deal of advertising for food items, including fast 

food, snacks, cereals, etc. (Taylor and Albers-Miller 2006); many ads are for products that are 

not particularly healthy for a childôs diet (Albers-Miller and Miller 2009). Children are 

influenced by the marketing messages to which they are exposed (Albers-Miller and Miller 

2005), and as a result, they may choose foods that are unhealthy. Very conceivably, food items 

promoted to children may be linked to the increase in childhood obesity and other health issues.   

 

Albers-Miller and Miller (2009) found that foods targeted toward children in Europe 

were nutritionally better than similar and identical products sold in the United States.  In their 

content analysis of food labels between comparable foods sold in the United States and Europe 

they discovered different labeling requirements. The lack of standardization of serving sizes in 

the United States creates potential problems for consumers. 

 

In Europe, all contains must list the nutrition content for a single serving and must also 

list all nutritional information for a standardized 100 gram amount (Albers-Miller and Miller 

2009).  In the United States, serving sizes are based on guidelines for a Reference Amount 

Customarily Consumed (RACC) (FDA 2009).  The FDA has established RACCs for 139 food 

product categories which are supposed to represent the actually amount of food customarily 

consumed at one eating occasion by a diverse population group (FDA 2009).  The RACCs are 

considered to be guidelines and not requirements (Electronic Code of Federal Regulations 

2009).  Additionally, even though labeling claims are ñstrictly defined by the governmentò 

(Kelloggôs Nutrition), the loopholes in the laws leave a great deal of flexibility for food 

companies to ñhideò undesirable ingredients.   

 

The federal government ties the reporting of trans fats (which come from partially 

hydrogenated oils), to the serving size selected by the producer: 

Trans fat content must be expressed as grams per serving to the nearest 0.5-gram 

increment below 5 grams and to the nearest gram above 5 grams. If a serving contains less than 

0.5 gram, the content, when declared, must be expressed as "0 g." (FDA 2009) 

 

If a product contains partially hydrogenated oils, a manufacturer can legally ñhideò the 

trans fats in the nutrition label and claim ñZero Trans Fatsò by selecting a serving size small 

enough that the amount of trans fats per serving is less than 0.5 grams.   

 

The purpose of this study is to content analyze food products marketed toward children in 

the United States and determine the degree to which these products contain partially 

hydrogenated oils.  Additionally, this study examines the propensity to claim ñZero Trans Fatsò 
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when the product actually contains partially hydrogenated oils. This study also reports how often 

the ñhiddenò trans fats would be uncovered with standardized labeling requirements similar to 

Europe.  Managerial and public policy implications are offered.  
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ABSTRACT 

 

Missing sales target and over production are common in any supply chains. Most of these 

excess products find their way into the US through a secondary market known as the after retail 

excess inventory channel. The main players in this market include companies like Ross, TJMaxx, 

Woot!, Overstock among others. Each company has a unique business model and they offer 

distinct advantages to both consumers and manufacturers. In this paper, we explore the 

differences, their effect on product life cycle and supply chain economics. 

 

 

INTRODUCTION  

 

After retail excess inventory (AREI) channel is used for distributing/selling excess 

inventory after it has been through the retail cycle so that manufacturers can recoup a portion of 

their investment by getting costly products off their shelves and into their revenue stream. It is 

sometimes known as secondary market, liquidation market, excess inventory channel, off-price 

market or just after retail channel. This channel is gaining increased prominence and recognition 

and as you will learn from this paper the players in this channel have had excellent growth 

opportunities over the last few years in US. Previously, this channel was referred to as the 

liquidation industry and terms like ñdistressed merchandiseò, ñodd lotsò, and ñsteep discountsò 

were common. Now it is typically called asset recovery and is a vital part of the companyôs 

business model.  In fact, some businesses have begun appointing individuals such as Vice 

President of asset recovery and reverse logistics managers [1]. 

 

The AREI channel is not new, in fact Marshalls Inc, a company now under the TJ Maxx 

flagship, was created in 1956 during the post world war II economic boom. In 1970ôs, the 

American economy was in recession and, as is natural, the recession affected the spending habits 

of most shoppers. As a result, the AREI channel began gathering momentum at this time and 

soon enough; the channel had reached prominence and became common consumer practice [4].  

The channel continued to evolve as technology grew, the advent of Internet ushered AREI into a 

new era. In this era, online AREI retailers such as overstock.com have gained a real foothold. 

The move also marked a shift in the types of products AREI retailers could effectively sell. Since 

brick and mortar retailers are constrained by store space, online retailers have expanded their 

SKUs to include more varieties. 

 

The common perception of an AREI retailer is that it occupies a space at the end of the 

traditional supply chain (Figure 1). 
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Fig 1. Traditional view of an AREI channel 

 

This is a simplistic view of the AREI channel, considering there can be a multitude of 

other players that handle products and take a margin before they finally reach the hands of an 

AREI retailer.  This perception is also wrong because products rarely follow the route as shown 

above. They also differ from the traditional retail supply chain in the procurement practices. For 

example, in the traditional supply chain, a retailer will order products based on perceived 

consumer demand, order lead-time, and current inventory levels. The AREI channel on the other 

hand, operates around the traditional retail channels mistakes. While traditional retailers typically 

know when, what, and how much of a product they are getting, the AREI channel typically does 

not. For this reason, the AREI channel does not always utilize all of its players. For example, if 

an excess product becomes available only in small quantities, there is no reason to include a 

player upstream because their core function of breaking bulk quantities is unnecessary. 

Differences continue to arise when you consider that some products entering the channels are 

returns. In fact, 4% of retailerôs revenues consist of customer returns [2]. An AREI channel 

member can also be the refurbishment partner for the manufacturer.  This member of the AREI 

channel receives those unwanted products and repairs them or salvages them for parts.  The 

exhibit below serves as a more accurate representation of the players within the AREI supply 

chain. The route an excess inventory item takes in order to reach the end customer is dependent 

on the item itself, how large the quantity is, where the item is in the life cycle, how many 

substitute products are in the market, and a number of other variables, the majority of which will 

be discussed in detail in later sections. 
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BUSINESS MODEL OF AN AREI CHANNEL  

 

The players in the AREI channel make their money off the volatility in retail consumer 

demand. They rely on manufacturers and retailers to overestimate product demand. Over the last 

few years the inventory risk has shifted from retailers to manufacturers. Some of the dominant 

retailers exercise their power to cancel orders mid-production or return unsold merchandise [3]. 

These factors contribute to increased amounts of excess inventory that an AREI retailer has the 

opportunity to buy and sell. The companies in the AREI channel must focus on improving four 

key factors in order to maximize profits: their scale, their operational expertise, their vendor 

relationships and their understanding of the uncontrollable variables dictating consumer response 

and product management.  

 

Scale - The ability to increase their scale and thus increase their purchasing power is an 

obvious advantage for any retailer. This ability becomes even more important considering 

companies within the AREI channel must sell in large volumes to compensate for their low 

margins on individual products. 

 

Operational Expertise ï As AREI retailers operate on such small margins; the room for 

error or capacity to absorb major losses is almost negligent. For this reason, decision-making and 

effective forecasting techniques are absolutely essential to success. 

 

Vendor relationships ï In order for manufacturer and traditional retailers to sell off their 

excess inventory at prices low enough to give an AREI retailer their preferred margin they must 

have a strong business relationship.  Both retailers and manufacturers want to work with an 

AREI partner that effectively maintains price and brand integrity.  

 

Understanding the uncontrollable variables ï An affective AREI retailer should 

understand the factors that are beyond their control and structure their business so that they can 

flexible and responsive.  

 

Growth of AREI channels 

 

When analyzing the dynamics of a specific marketplace/channel one of the most 

important elements to understand is how the market reacts to different economic conditions. 

Traditional retail channel follows a relatively predictable line in relation to the economy. With 

the recent economic downturn, stock prices of retail companies have seen a considerable decline. 

With the US consumer saving more and spending less it is easy to see why these business sectors 

perform in this pattern. AREI retailers, on the other hand, react differently. In a down economy, 

consumer behavior is invariably oriented towards bargain shopping and therefore AREI retailers 

typically expect to see an increase in demand for their products. 

 

At the same time manufacturers reduce their production levels. This is evident in the 

graph below which shows the Institute of Supply Managementôs Purchasing Managers Index for 

Manufacturing (PMI). Levels above 50 are consistent with growth in the manufacturing segment 

of the US economy. As a result of this decline in manufacturing levels, excess inventory levels 

may be lower and AREI retailers may see a reduction in their purchasing selections. Also, 
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research, design, and development of new products drastically decrease during recession 

effectively causing products to maintain a longer life cycle and avoid obsolescence.  So, 

considering all these variables, how does the AREI channel react to the economy? 

 

In 2009, traditional retailers have seen a decrease in activity with their overall sales 

falling 2.9 percent as of the last quarter compared to a growth in sales the same time last year in 

2008. This is just an average and many retailers have done considerably worse. For example, 

Abercrombie and Fitch Co., a high priced clothing retailer, posted a 29 percent drop in sales [5]. 

On the other hand off-price retailers have continued to show growth. TJX Co., the parent 

company of the T.J. Maxx and Marshalls chains, reported a growth in sales of five percent. These 

numbers surprised investors, not because of their growth, but because of their level of growth 

[6].  

 
 Fig 3. PMI for Manufacturing from 2006 to 2009 (Source: ISM) 

 

Some may assume that in order for an AREI retailer to succeed, the economy must be in a 

downturn. Shoppers will choose to shop at an AREI retailer only if they donôt have money to go 

somewhere else. This is untrue, in fact, data from 1997, when America was in the midst of a 

booming economy, shows that AREI retailers showed considerable growth. These growth 

numbers outpaced even the traditional retail industry [7].  There are also other uncontrollable 

variables like product seasonality and obsolescence, and competition which affect an AREI 

retailerôs strategy and performance. There is not much academic research done in this area. 

  

AREI channels effect on the supply chain 

 

One of the main benefits and value add services AREI retailers offer is the ability to 

shorten the product life cycle. The four stages of the product life cycle are introduction, growth, 

maturity and decline. Most of the products that enter the AREI are in the maturity (end stages) or 

in decline. Typically, a manufacturer or traditional retailer do not like to deal with a product in 

the decline stage, because sales are low and the speed in which it leaves the shelves is reduced 

significantly. An AREI retailer has the ability to cut the amount of time the product spends in this 

stage and thus pass on revenue to the retailers and manufacturers and savings to the consumer. 
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Since the AREI retailer can reduce the time a product spends in the decline stage, they are able to 

reduce the LCC or Life Cycle Cost. The way in which the product life cycle is reduced by 

different AREI retailers is discussed in later sections. Some methods of AREI retail even have 

the capability of beta testing products that have yet to reach the market.  

 

Occasionally, AREI retailers can also have a negative effect on the supply chain if used in 

the wrong way. Complications can arise when AREI retailers stock product that is in earlier 

stages of the product life cycle, they can potentially hurt both brand and price integrity. This 

scenario is more prevalent in the fashion retail business (although it does happen in other 

industries) where it is common to find the same exact dress in both a traditional retailer and an 

AREI retailer.  As result, traditional retailers would reduce prices in an attempt to win back the 

business they are losing to AREI retailers. These price cuts have adverse effect on the brand 

integrity [8]. This represents a common misuse of the AREI channel.  The short term benefits of 

selling to the AREI retailer may seem beneficial, but they can adversely affect the margins and 

the brand image in long term. 

 

As branded company become more and more aware of how AREI retailers can affect 

their brand integrity, some brands have already begun reducing the products they allow to be sold 

through the AREI channel and some are pulling their brand entirely. This risk became painfully 

evident in 2007 when popular clothing maker Polo Ralph Lauren pulled their menswear from all 

Stein Mart and Marshalls stores, both of which are brick and mortar AREI retailers. In the 

clothing makerôs 2003 annual report they described the maneuver as ña targeted initiative that 

will give us better control of the brand and protect the long-term strength of the brandò. This 

action paid off for Ralph Lauren reporting higher net sales and improved gross margins, while 

sales at AREI retailers were adversely affected.  According to William Moll, the executive vice 

president and chief merchandising officer, once the Polo sportswear was pulled, it contributed to 

a decrease in store sales of 6 percent for the next quarter [10]. 

 

TYPES OF AREI RETAIL ERS 

 

Traditional (Brick and Mortar)  

 

Traditional brick and mortar AREI retailers (commonly referred to as Off-Price Retailers) 

are the oldest members of the AREI channel. The main retailers in this category are TJX 

Company, which is by far the biggest, dominating the east coast and posting revenues above $17 

billion, Ross Stores, TJXôs closest competitor with revenues around $5 billion, and Big Lots, 

who has a similar market share to Ross [9].  The majority of products sold are clothing, shoes, 

and accessories. TJX and Ross, the two biggest players in this category, both focus exclusively 

fashion products while Big Lots, the third largest, sells everything from furniture and appliances 

to electronics and video games. 

  

Ross Stores Inc, in its 2008 annual report listed several factors that affect their business 

model. Some of the key ones, that sheds light on the business model where change in the 

availability, quantity or quality of brand-name merchandise at desirable discounts, potential 

changes in the level of consumer spending on or preferences for apparel or home-related 

merchandise, an increase in the level of competitive pressures in the retail apparel or home-
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related merchandise industry and potential disruptions in the supply chain. 

 

As seen earlier in the case of Stein Mart, Marshall and Polo Ralph Lauren, the change in 

availability of branded products does adversely affect the sales of an AREI retailer.  Ross Stores 

Inc. also included in their annual report that they may lose business due to increases in 

competitive pressure among other retailers. In recent years, action of many retailers has shown 

that this risk is no longer potentially harmful but rather a reality. Department stores have begun 

radically slashing prices, a response to both the economy and a need to compete with AREI 

retailers. Although many analysts deem the move by traditional retailers as a ñrare phenomenonò 

it is still something AREI retailers are concerned about. 

 

AREI E -TAILERS  

 

A classic example of an AREI e-tailer is Overstock.com. The main advantages of AREI e-

tailers are the wide variety of SKUs and low upfront cost. In a physical retail store location, the 

buying practices are relatively restricted. With limited display space and the additional costs 

associated with their brick and mortar store, traditional AREI retailers favor buying excess 

inventory in large quantities to increase economies of scale and reduce the number of display 

locations they must create. On the other hand, online AREI retailers provide an ideal outlet for 

manufacturers with smaller quantities of excess inventory.  

 

AREI e-tailers can also display as many products as they desire and in any quantity at a 

lower cost [12].  An excellent example of how an AREI e-tailer utilized this opportunity is 

Bluefly, an AREI e-tailer focused on clothing and apparel. They are able to offer a shopping 

experience that they describe as ñfundamentally better than that offered by off-price retailersò 

because they carry a wider range of higher quality, brand named products that are often more in 

trend than those found in TJ Maxx, Ross, or any other traditional AREI retailer. This is because 

they can buy a limited quantity of excess dresses or shoes from a small but highly regarded 

brand. These products fall outside of the traditional AREI retailers buying capability because 

they simply canôt afford it [12]. 

 

Overstock.com is another AREI e-tailer that demonstrates an extremely diversified 

product line. Shortly after they started in 1999 they only offered 100 different SKUs but as of 

today they offer more than 450,000 BMMG (books, music, movies, games) products and over 

201,000 non-BMMG (home and garden, electronics, clothing, etc.) [13]. Online AREI retailers 

also provide fulfillment for manufacturers. For example, Overstock had only 21% of their orders 

fulfilled through their warehouse meaning 79% were fulfilled by a third party supplier. 

Overstock never owns any of the products sold through fulfillment and, in fact, never even 

touches it.  This is one of the main advantage of an AREI e-tailer, the 3
rd

 party has the ability to 

sell off some of their excess inventory in a reliable and easy manner while the online AREI 

retailer receives revenue from a product they never had to assume inventory-carrying costs for 

[13]. They store the portion of their products that are fulfilled through them in their 795,000 

square foot warehouse.  In contrast Walmart uses a 197,000 square feet store to display products 

from over 21,000 suppliers [14].   

 

Another advantage of an AREI e-tailer is that they have better opportunities to promote 
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their product offerings or engage their customers through unique promotional campaigns. For 

example, the AREI e-tailer SmartBargains.com created their "Next-Sell" Customer Retention 

program in 2006. SmartBargains.com's "Next-Sell" program exceeded average promotional 

campaign performance; it resulted in a 50 percent increase in revenue-per-recipient and a high 

rate of future purchases [15]. Finally, online retailers have the huge benefit of having round the 

clock store hours and a product could be seen or bought by anyone with an Internet connection. 

The AREI e-tailer uBid.com, an auction website, receives an average over 2.1 million visitors a 

month, while Overstock attracts over 10 million visitors a month [16]. 

 

The disadvantage relates to how an online retailer can display their products. E-tailers are 

restricted to pictures, graphics, and text-based product descriptions. The inability to pick up and 

touch the product combined with the lack of face-to-face interactions with sales staff that 

customers get by shopping at a physical business location combine to put a large burden on e-

tailers [11].  The level of competition is no lower and is quite possibly higher than the level of 

competition a traditional AREI retailer sees. It is much easier to change the URL address on your 

browser and flip between websites than drive from location to location. 

 

 This industry, sometimes known as online liquidation sites, is still in its formative 

years. Only about 1 percent of the countryôs surplus inventory is liquidated online. Overall, in 

2008, there are about 11,000 registered market liquidators that bid on surplus business inventory 

in US.  Although all of them basically fit into the model described in this paper, some have a few 

differences offering online auctions or acting as a business to business retailer rather than 

business to consumer. The following is a brief description of the four leading online liquidation 

sites and how they differ. 

 

eBay is the most widely recognized third-party Internet retailer in the world but very few 

recognize its potential as an AREI retailer. Several companies have started listing their excess 

ñDò inventories for sale in ebay. Ebay also provides opportunities for such customers to develop 

their own marketplace through its Prostores option. 

 

Liquidation.com is a business-to-business bulk marketplace. Its network of buyers and 

sellers source and sell bulk inventory in a wide range of categories, including clothing and 

accessories, computers, electronics, industrial equipment, jewelry, and vehicles. Liquidation.com 

sometimes sells directly to individual consumers only for high-value items such as vehicles.   

 

Overstock.com purchases excess merchandise from catalogs, distributors, importers, 

manufacturers and retailers. It also purchases inventories in bankruptcy settlements. It is a 

business to consumer (B2C) website. 

 

uBid.com is a commission-based online merchant focusing on business-to-consumer 

sales. Most uBid.com auctions begin at $1, enabling market dynamics to set the price [17]. 

 

OPATS 

 

OPAT (One Product At a Time) is definitely the newest and possibly the most innovative 

business model in AREI channel.  These websites are commonly referred to as Daily Deal or 
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Deal of the Day websites. The general business model is simple. The websites sell one product 

for a specific period of time, typically one day, until that item is sold out or the time period 

expires and the product is replaced. If a product sells out during its run, a sold out sign will be 

displayed and the next item will not appear until the specified time limit is over. Therefore, even 

if a product sells out within an hour, the consumer may have to wait an additional 23 hours 

(assuming the specified time period is one day) before they can see the next product. Products 

are never announced beforehand and once the specified time period is over the consumer loses 

the privilege to buy that specific product. Other specifics may vary from one OPAT to another 

but this is the basic model used by all. 

 

One of the first companies to try and implement this business model/tool was Buy.com in 

1999. They found little success and the OPAT method found minimal use until 2004, when an 

electronics distributor known as Synapse, based in a suburb of Dallas, tested the OPAT method to 

reduce excess inventory in their warehouse. This website, Woot!, the original self proclaimed 

ñemployee store/market testing type of placeò, quickly took on a life of its own [1]. By 2007 they 

had shown growth of almost 5000%, increasing their 2004 revenue numbers from $2.3 million to 

$117.4 million. In 2008, they continued growing, earning $164 million in revenue, and were 

named the 25
th
 fastest growing company in the US by Inc. Magazine as well as the fastest 

growing retailer [18]. Other examples of OPAT websites include The Daily Deal.com and Easy 

Street Deals. 

 

Since 2004, hundreds of OPATs began springing up on the web. The explosion of web-

based retailers using the OPAT model itself is a testament to its profitability and effectiveness.

 One of the main advantage of an OPAT model is the unrivaled ability to reduce the life 

cycle of a specific product, and it is also offers the highest level of security concerning brand 

integrity than any other AREI method. A number of factors work together to create a different 

type of shopping experience, which makes this model successful. One such factor is the bounce 

rate. Woot! experiences a bounce rate of 85% meaning that 85% percent of the visitors to this 

site, which is over a million a day, leave the site within one minute. This figure would spell 

disaster for other retailers but the Woot! is very proud of this statistic. Since OPAT retailers only 

offer one product at a time, customers can typically decide if they are interested in it or not 

within sixty seconds. OPAT websites receive such high volumes of traffic because everyone has 

at least one minute to spare in their day. This is the equivalent of putting a rack of highly 

discounted product in the middle of the busiest intersection in America. Everyone will see it as 

they drive buy, even if only for a second, and even if ninety percent of the people have no 

interest in buying it, the ten percent that do will easily clear out the inventory. Shoppers can visit 

this website at any time of the day and quickly see what product is for sale. 

 

Just like any AREI retailer, OPAT retailers focus exclusively on excess inventory.  The 

inventory turnover rate for an OPAT retailer and there sales per square foot is higher than 

traditional retailers. As a result, OPAT retailers are paying lower taxes on inventory because they 

stock it for shorter periods of time. For a manufacturer OPATs provide an unmatched protection 

of brand/price integrity. The price the product will sell for is typically negotiated with the 

manufacturer based on a number of variables including, where the products sits in the 

marketplace, the quantity to be sold, the number of competing products, and the number of 

products currently in or about to enter the marketplace that will replace the product. 
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Manufacturers are typically hesitant to sell products for too low as they are worried their brand 

may see negative shift in consumer expectations. Yet OPAT websites have an edge over other 

AREI business models. Consumer perceptions toward brands are never drastically changed 

because the deal lasts only for a specified period of time and will not remain on shelves 

discounted at the same price for weeks. It is akin to the marginal effects on consumer 

expectations seen on ñBlack Fridayò, the day after thanksgiving where retailers typically offer 

deeply discounted prices for one day only. Consumers understand that the discount is temporary 

and limited.  Certain OPAT retailers may also go as far as labeling the product as refurbished, 

even if it is brand new, in order to protect the manufacturer even further. In a personal interview 

with Woot! executives [1], the OPAT retailer admitted occasionally using this method to protect 

the brands that value their price integrity.  Typically the OPAT retailers strive to purchase the 

entire allotment of excess inventory in order to protect the market and price of the product. It is 

more complicated than it appears, as manufacturers have many channels/partners selling the 

same inventory and it hard to tell where all the products are in the supply chain.  

 

One of the unique advantages OPAT provides a manufacturer is their ability to reduce the 

life cycle of a declining or end of life product. Figure 4 is an illustration of how an OPAT retailer 

can shorten the bell curve and add value to supply chain. While all AREI retailers reduce the life 

cycle of the product, OPAT provides the steepest and quickest decline (refer to final Table 1 and 

Figure 5 for comparisons). 

 

Many OPAT retailers are backed by a wholesale business. If the OPAT retailers fail to sell 

the entire quantity of the product during the specified time period, they would sell the remainder 

of product through its wholesale business rather than selling the product again in the website at 

another time.  They canôt afford to relist the products again in their website as it would frustrate 

customers and alter their expectations. Some OPAT websites like Woot! is a fulfillment partner 

with both Amazon and Buy.com. Woot! can sell some of their excess inventory that may have 

failed to sell out during the release on their website through these partners. Therefore an OPAT 

retailer that doesnôt have a wholesale operation canôt buy the entire remaining product and risk a 

loss in brand integrity or are forced to sell the product multiple times in their website, or incur a 

loss if the product doesnôt sell within the specified period of time.  

 

 
 

Figure 4. OPATôs effect on product life cycle [19] 
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One of the main constraints for the OPAT company is also restricted by their business 

model.  An OPAT retailer cannot expand operations or begin selling more products on its website 

as it would move them away from its business model. Over time the model will continue to 

evolve like including additional time limits, creating lightning rounds, displaying more or less 

information, creating exclusivity through invitation only auctions, among others ([1], [19]).  

 

There are several reasons for the success of OPAT websites; they include the 

psychological effect of time limit, limited stock and lower prices. The number of choices 

available affect the consumer behavior, their chances of purchasing the product is higher when 

the choices are limited [20]. Also there is an unknown formula that equates to their success! [1].  

 

CONCLUSION 

 

Table 1 summarizes the differences between the different AREI channels and figure 5 

depicts their effect on the product life cycle. The AREI channel is an excellent method of 

inventory reduction and companies like eBay and Best Buy, and others are moving into channel. 

This channel also has proven record of surviving economic depression. Today, the two largest 

brick and mortar firms in the AREI channel, TJX and Ross, have combined to grow sales at a 

compounded annual growth rate of greater than 10% over the past five years, well above the 

average annual growth rate of other retailers (around 4%). These numbers could be dependent on 

the state of the economy but also heavily rely on consumer behavior. From the numbers, it is safe 

to say that the common consumer is becoming increasingly oriented towards bargain shopping, 

and many members of the AREI channel predict growth similar to the previous five years [9].  

AREI channels are here to stay for a long time as they benefit both the customers (with their 

lower prices) and manufacturers (clear their inventory, release their capital and make way for 

newer products) and there is great need to understand their effect on supply chain and product 

economics. 
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Table 1 Comparison between AREI retail channels 

 

 

AREI 

Retailer 

 

Description 

 

Advantages 

 

Disadvantages 

 

Product Focus 

 

Product Quantity  

Inventory 

Turnover 

rate*  

 

Brand/Price 

Integrity*  

Sales per 

Sq. Foot* 

 

Examples 

Brick 

And 

Mortar  

Physical store 

with displayed 

products ready 

for immediate 

purchase and 

take home. 

¶ Consumer 

can physically inspect 

product 

¶ Presence of 

live customer support 

¶ Large 

economies of scale 

¶ Odd sizes 

and mixed quantities 

common 

¶ Same risks 

as normal retailer 

¶ Increased 

price competition from 

traditional retail 

¶ Large focus 

on fashion and apparel 

¶ Small focus 

on home furniture and 

goods 

¶ Restricted 

by buying practices 

¶ Large 

quantities with stock held 

both in store and out. 

 

 

3 

 

 

4 

 

 

3 

¶ TJX Comp: 

$18.6 Billion 

¶ Ross Stores: 

$6.5 Billion 

¶ Big Lots:     $4.6 

Billion 

AREI      

E-tailer  

Online 

marketplace 

(No physical 

storefront) 

¶ Open around 

the clock 

¶ Shop from 

home 

¶ ñUnlimited 

Display Spaceò 

¶ Fulfillment 

¶ Ease of use 

¶ Able to 

purchase smaller 

quantities 

¶ Easier 

inventory management 

¶ ñNext sellò 

programs 

¶ Lack of 

physical store 

¶ Huge 

competition 

¶ Most of site 

traffic due to customers 

researching product 

¶ Fulfillment 

returns 

¶ Huge 

product diversification 

¶ Long tail 

inventory 

¶ Extremely 

large 

¶ Less 

stocked product due to 

third party fulfillment 

 

 

4 

 

 

3 

 

 

2 

¶ Overstock:        

$834 Million 

¶ Bluefly:  $27.39 

Million  

Auction 

Site 

Online 

(occasionally 

at auction 

house). 

Product goes 

to highest 

bidder.  

¶ Achieve 

understanding of market 

(not always a true 

indication) 

¶ Reduce 

product life cycle quickly 

¶ Easy to 

operate 

¶ Hardest to 

estimate effect on brand 

integrity 

¶ Consumer 

price control 

¶ Possibility 

competition acquires 

product 

¶ No 

particular focus 

¶ Few 

apparel items 

¶ Limited 

¶ Product 

rarely held by auction 

sites themselves 

 

 

2 

 

 

2 

* (Product 

rarely held 

by auction 

site) 

¶ Ubid: $31 

Million  

¶ Liquidation.com: 

$264 Million (B2B only) 

OPAT 

Online retailer 

in which only 

one product is 

sold at a time 

at a low fixed 

price. 

Typically back 

by physical 

store or 

wholesale 

operation 

¶ Niche 

marketing 

¶ Strong 

psychological effect on 

consumer 

¶ Cognitive 

dissonance 

¶ Very high 

gross margin 

¶ Beta testing 

¶ Revenue 

constrained by business 

model 

¶ Typically 

odd products 

¶ Heavy 

competition 

¶ Must be 

backed by physical 

operation 

 

¶ Focus 

dependent on individual 

site 

¶ Each site 

has extremely narrow 

focus or theme 

¶ ñNiche 

marketingò 

¶ Low 

¶ Fixed 

numbers 

¶ Sell outs 

frequent 

 

 

 

1 

 

 

 

1 

 

 

 

1 

¶ Woot! : $170 

Million  
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Figure 5. Different AREI channelôs effect on Product Life cycle 
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EXTENDED ABSTRACT  

 

Readers of fashion publications would probably not argue that the look and layout of 

high fashion advertising is distinctly different from advertisements for clothing from an average 

department store.  High fashion advertising often pushes the limits of cultural norms.  Models 

often have distinctive looks and may be extremely thin.  The sex of the model in a high fashion 

layout may be indeterminate. 

 

While the fashion industry has embraced this new look, it is extremely unclear how 

consumers respond to the advertisements.  Little to no academic research has been conducted 

looking at the effectiveness of high fashion advertising.  A primary focus of the little research on 

fashion advertising has been examining the representation of female models (Shoop, Luther and 

McMahan 2008).  At least one study researched consumer responses to fashion advertising and 

found that similarity between the consumer and model increased the effectiveness of the 

advertisement (Kozar and Damhorst 2008).  Their study, which focused on older female 

consumers, gives rise to a question of the effectiveness of high fashion advertising.   

 

The purpose of this research is to examine differences in how consumers react to high 

fashion advertisements and common name brand advertisements.  In order to determine the ads 

to which consumers respond most favorably, respondents were randomly assigned to treatment 

and control groups.  Measures of attitude toward the ad and intention to buy measures were 

tested.  Managerial implications for fashion industry are provided. 
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EXTENDED ABSTRACT  

 

The tourism industry is one of the fastest growing industries in the world and tourism is 

one of the worldôs largest economic sectors (Sausmarez, 2007). Tourism has a mass market 

appeal and the marketing of tourist destinations is a commonly accepted practice (Riege and 

Perry 2000). During difficult economic times, spending on travel is often reduced. As such, it is 

even more important for marketers and travel industry managers to have a clear understanding 

of the specific needs, expectations, characteristics, and behaviors of target consumers. 

 

Additionally, demographics are changing and it is important that the hospitality 

marketers understand and take notice of all its potential audiences (Dotson, Clark, and Dave, 

2008) and (Formica and Olsen, 1998).  Research indicates the traditional family units are 

decreasing (Formica and Olsen, 1998). Lifestyles changes have created different styles of how, 

when, and where people travel. The shrinking number of traditional families combined with an 

ever decreasing birth rate is forcing the traditional family destinations to change their image and 

marketing strategies to become more appealing to singles and older. 

 

The purpose of this study is to compare two groups of travelers to amusement park 

destinations:  adults traveling with children and adults traveling without children.  This research 

will expand current knowledge through a more in depth look at specific elements required for 

travel. There are five general construct areas of consideration for this research and include 

qualifications, influence and control, planning logistics, activities and amenities, and emotions 

and desired outcomes. Managerial implications for strategic planning are provided. 
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EXTENDED ABSTRACT  

 

Cash rebate programs, offered by the government, are a new attempt at encuraging 

consumers' sustainable behavior. Cash rebates are defined as "money refunded to customers who 

buy merchandise from retailers within a specified time; the rebate allows dealers to clear 

inventories without cutting list price" and rebates are defined as "a temporary price reduction to 

encourage immediate purchase (Bradmore 2009a, 2009c). This year, United States citizens 

already witnessed a government rebate program that offered an unprecedented amount of 

monetary incentives designed to not only stimulate a large sector of the economy, but to promote 

consumers' green behaviors. Under the current United States government administration, other 

tactics are being investigated to implement not only economic stimuli, but stimuli that are 

actually green (Hendricks and Goldstein 2008). With increasing concerns over global climate 

change, and governments from around the world coming together to agree on a plan to reduce 

and limit greenhouse gases, more programs like the Car Allowance Rebate System (CARS), more 

popularly known as the Cash for Clunkers program, may be on the horizon. 

 

Rebate programs, both one-time and ongoing rebates, have been used successfully by 

automobile and appliance manufacturers, homebuilders, credit card companies, and utility 

companies to encourage consumer purchases and loyalty. Although cash rebate programs have 

been successful in the aforementioned examples, and the Car Allowance Rebate System program 

has been reported as being successful in creating a positive economic impact (Puzzanghera and  

Zimmerman 2009), little is known about how such programs impact the green behaviors of 

consumers who participate in them. To date, no research has been done on the use of one-time 

consumer rebates.  

 

The goal of this research paper is to explore the effects of a one-time cash rebate on 

consumer behavior in regards to long-term and ecologically-friendly behaviors.  First, I look at 

the history of the Cash for Clunkers program and how it was implemented as well as 

government, expert, and consumer responses to it. Second, I examine the extant literature on the 

use of consumer rebates (Tat, Cunningham III, and Babakus 1988).  Third, I look at being deal 

prone (Blattberg et al 1978, DelVecchio 2005) versus being environmentally conscious (Kinnear, 

Taylor, and Ahmed 1974; Schlegelmilch, Bohlen, and Diamantopoulos 1996) as a factor for 

participation in programs like Cash for Clunkers.  Lastly, I explore how participation in such 

programs may, or may not, have behavioral carryover into other areas of environmentally-

friendly consumer practices.  This research paper also develops a series of research propositions 

and plans for future research. 

 

This research will be important for public policymakers since public policy is currently 

the dominant tool for dealing with green issues. Due to the amount of money that will be spent on 

future programs to address sustainability, I believe it is better to design programs with lasting 
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change in mind, rather than going after a one-time response that will have little, if any, carry 

over into other ecologically friendly behaviors.  Therefore, knowing what kind of programs will 

encourage long-term green consumption, as well as how and why consumers react to them, will 

be beneficial.  

 

For business this research will be important as well.  For marketers, the importance is 

twofold.  First, an ecologically concerned group may exist in a size large enough to warrant 

marketing towards and this research may shed some light on how to do this more effectively.  

Also, since there appears to be a large population of consumers that are currently non-

ecologically concerned, marketers need to know if they can, and if so how, reach this group 

successfully.  Product developers can benefit from this research as they strive to produce new, 

successful products in an environment that is not only economically, but environmentally 

uncertain.  

 

This research is also important to consumers who, through taxation, fund government 

programs such as Cash for Clunkers and choose which political candidates and programs to 

support.  It may also lead to the development of programs that will not only benefit consumers 

now, but future generations as well, by leading policymakers and business to develop better 

programs and products. 
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EXTENDED ABSTRACT  

 

New products can provide added profit, increased revenue, and competitive advantage 

for firms (Cooper 1985).  As such, product innovation and product innovativeness are essential 

to the concept of new product development.  And, because nearly half of new products introduced 

each year fail (Griffin 1997), it is important to examine all possible variables which may 

decrease this ratio.  In addition, marketing strategy research has shown a positive relationship 

between market orientation (MO) and innovation (Han, Kim, and Srivastava 1998).  However, 

conflicting results have appeared throughout the past decade and no research has examined the 

possible effects of personal involvement in the new product process.  This research investigates 

the relationship between and presents a new framework of MO and innovation with the addition 

of managerial involvement.  The purpose of this paper is to examine the following research 

questions:  How does MO affect product innovativeness?  Also, how will enduring involvement 

and situational involvement of the new product manager affect the relationship between MO and 

product innovativeness and quantity of product innovation? 

 

Narver and Slater (1990) found that MO is a one-dimensional construct with three 

components: customer orientation, competitor orientation, and interfunctional coordination.  

Following this research stream, Han et al. (1998) demonstrated that innovation acts as a 

mediating variable between MO and organizational performance and Lukas and Ferrell (2000) 

determined the amount of innovation in a product is affected differently by each of the three 

components of market orientation. Here we replicate the Han et al. (1998) research and extend it 

by proposing that the innovativeness of new products and the number of new products introduced 

will be greater for more market oriented firms. 

 

Houston and Rothschild (1978) first introduced the two types of involvement that have 

emerged in the research stream:  enduring involvement (EI) and situational involvement (SI).  EI 

occurs when the focus lies within the consumer (Huang 2006) and SI exists when the focus is on 

the situation or the current state of the person (Huang 2006).  EI is intrinsically motivated while 

SI is motivated extrinsically (Houston and Rothschild, 1978; Huang, 2006).  Therefore, we define 

EI for this study as an intrinsically high level of ongoing interest in an object, person, or place 

that is central to that individualôs ego and matches that individualôs values.  McGinnis and 

Vallopra (1999) provided evidence that purchasing involvement and supplier involvement 

affected new product success.  Thus, EI should enhance the effect of MO on product 

innovativeness and the number of new products introduced.  We define SI as an extrinsically 

motivated level of interest in an object, person, or place that is goal directed.  In sales research, 

Judson, Schoenbachler, Gordon, Ridnour, and Weilbaker (2006) found that, to more 
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appropriately involve salespeople in the NPD process, incentives should be employed suggesting 

that even situationally involved managers should increase the strength of the relationship 

between MO and product innovativeness and number of new products introduced. 

 

Product innovativeness refers to the degree of newness of the product to the market.  At 

one extreme are radical innovations, which are completely new products that create new 

markets. At the other extreme are incremental innovations, which are only minor changes to 

current products produced by the firm.   Innovation has been shown to be affected by MO (Lukas 

and Ferrell 2000) and serves as a mediator between MO and organizational performance (Han 

et al. 1998). 

 

This paper contributes to the literature by proposing a possible explanation for the 

conflicting results of the relationship between market orientation and product innovation.  If the 

hypothesized relationships hold, managers would do well to hire or promote managers into new 

product positions who are not only motivated by external rewards, but also by their own internal 

interest in the product category.  The primary limitation of this paper is its conceptual nature.  

The next step in the process is to collect data and empirically test the hypothesized relationships.  

Additional moderators such as our control variable, organization culture, could also be 

examined. Researchers should also consider other possible variables such as various 

environmental factors and firm demographics. 
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INTRODUCTION  

 

Radio Frequency Identification (RFID) has for several years threatened to revolutionize 

supply chain operations.  Major organizations like Wal-Mart and Federal Express have made 

serious efforts to integrate the technology into their workflow, hoping that the benefits of real-

time product inventory and location data outweigh the costs and technological hurdles. 

 

The aircraft maintenance industry players have similar strong incentives to make this 

technology work.  Aircraft maintenance improvements in quality, information sharing, 

thoroughness, pre-emptive maintenance, and safety make RFID applications attractive. 

Unfortunately for the aircraft maintenance industry, some of the conditions inherent to 

the job make RFID less viable.  For starters, RFID tags have difficulty operating in close 

proximity to metal, and aircraft parts tend to be constructed from metal; usually aluminum, but 

sometimes titanium, steel, and others.  Any attempt to integrate RFID into aircraft maintenance 

must overcome this problem. 

 

Secondly, RFID tags must be attached to a part using some method, such as adhesive 

glue, a string or plastic loop through a hole, or possibly a band around the part held by friction.  

In the sensitive world of aircraft maintenance, however, it matters very much how a tag is 

applied.  Many parts do not have convenient holes, are awkwardly shaped for a simple friction 

band, and may not respond well to residues from adhesives.  Also, the location of a tag can be 

very important for signal clarity. 

Finally, in aircraft maintenance, there are consequences for tag failure that do not match 

up with those in other industries.  If two tags fail on a rack with hundreds of similar parts where 

maintenance logs and unique part identification is critical, the ramifications could be somewhere 

between expensive and tragic.  For Wal-Mart and FedEx, however, the criticality is much less, 

making RFID (and new technologies in general) far less risky.  This research seeks to identify the 

major components of RFID implementation risk, from the standpoints of technology and policy.  

The authors intend to test RFID signal clarity and reliability against samples of commonly-used 

aircraft materials, such as wood, aluminum, steel, titanium, various plastics, and various textiles 

to determine which, if any, RFID system tend to meet aircraft maintenance expectations.  Then, 

the authors intend to test the most successful RFID methods against various tagging approaches, 

such as method, location, passive versus active, and obstructions, to better understand the 

operational implications of relying on RFID.  Finally, based on these results, the authors will 

present best-case tagging scenarios on RFID use in a working hangar maintenance operation. 
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LITERATURE REVIEW  

 

Radio Frequency Identification (RFID) is an up-and-coming technology intended to help 

track and manage inventories, warehouses, and supply chains in general (Lampe & Martin, 2003; 

Weinstein, 2005).  Research suggests that RFID can provide competitive advantages and cost 

savings into aircraft maintenance as well (Ellickson, 2006).  Due to its usability in these fields, 

the aircraft maintenance industry has become excited about the potential for applying RFID 

technology into their supply chains and operations. 

 

While RFID can cut costs in a supply chain by enabling rapid tracking and sharing of 

materials throughout its product cycle (thus cutting human labor costs), there are a few obstacles 

to using RFID technology on aircraft and other materials.  Primarily, some RFID systems do not 

work well on conductive surfaces (Prothro, Durgin, & Griffin, 2006; Ukkonen, Sydänheimo, & 

Kivikoski, 2005).  Tests run in Purdue Universityôs Supply Chain Management Technology 

Laboratory with aluminum parts and passive RFID tags confirm that signal is completely lost on 

many conductive surfaces.  Ukkonen, et al. (2005) mention that for ultra high frequency signals, 

RFID tags do not perform well on conductive surfaces, but the performance is also dependent on 

the shape and size of the metallic items tagged.  Passive tags also do not work well with water-

based products  (Weinstein, 2005). 

 

It is possible to use passive tags on metallic surfaces if non-conductive barriers are used 

in between the tag and the metallic surface (Bacheldor, 2006).  Low-frequency passive tags (125 

kHz range) may also be used with conductive surfaces as well (Lampe, Strassner, & Fleisch, 

2004).  Similarly, tests performed in the Supply Chain Management Technology Laboratory at 

Purdue University preliminarily show that passive tag readability increases with distance from a 

conductive surface.  The authors will run further tests with different non-conductive materials in 

between the conductive surfaces and the tag itself. 

 

It is useful to note that active tags, which generate signal by using power from batteries 

rather than by receiving power from the reader itself, have a significantly longer read distance 

(many meters), have the ability to be read with small amounts of metal present, and can store 

much more data than a passive tag.  Since they require batteries, however, active tags are much 

larger and much more expensive (Goodrum, McLaren, & Durfee, 2006). 

 

METHODOLOGY  

 

Unfortunately, due to funding and resource limitations, active tags were not used for this 

research.  However, the testing done on various materials and aircraft parts is as follows: 

 

¶ Carpeting material, rolled up, various thicknesses 

¶ 0.125ò plastic covering, tag underneath 

¶ Landing gear door, various angles, various distances from surface, two different tags, 

Styrofoam barrier 

¶ Bleed air tube from jet, various angles, various distances from surface, two different tags, 

Styrofoam barrier 
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¶ Decommissioned black box, various angles, various distances from surface, two different 

tags 

¶ Extruded piece of aluminum, various angles, various distances from surface, two 

different tags 

 

To begin, the black box, bleed air tube, landing gear door, and extruded piece of metal 

were taken to the Purdue University Supply Chain Lab to test signals with an Alien RFID reader 

and Alien passive tags.  First, a long, flat, rectangular ñSquiggleò tag was used on the landing 

gear door.  The tag was placed on the top of the landing gear door and tested for readability 

between the four different Alien RFID antennae.  Next, the landing gear door was flipped over, 

and placed on the landing gear door from that side.  The tag was then subsequently placed on the 

four different sides of the landing gear door, facing multiple directions and on multiple different 

thicknesses of the metal, all to determine if the tag could be read.  Next, an older model flat 

square tag was used in the same fashion. 

 

Secondly, the bleed air tube was tried with the ñSquiggleò tag.  The tag was placed inside 

the tube, just outside the tube (held there by hand), placed against the tube on various different 

sides, all while holding it in place.  It was later discovered that hand position impacts readability 

(more on this later in the Discussion section).  Next, the older model square tag was tried in the 

same configurations, effectively covering every outside location and inside location of the bleed 

air tube. 

 

Thirdly, the black box was tested for its readability.  All six sides were tested, facing 

different angles.  Angles where the tag would fall off without adhesive, hands were used to hold 

the tag on while covering as little of the antennae as possible.  This was done with both the 

ñSquiggleò and older model square tag. 

 

Fourthly, the extruded piece of aluminum was used in various angles.  Due to the small 

size of the aluminum piece, the tag hung off at various configurations, which may or may not 

have confounded the results (more on this in the Discussion section).  The square tag fit even 

worse than the ñSquiggleò tag, however, different configurations were still used by hand. 

 

After these tests were run, the parts were brought back in, as well as the plastic, 

carpeting, and Styrofoam, to determine if distance or other materials could impact RFID signal.  

The first test was again the landing gear door.  The ñSquiggleò tag was held several inches above 

the landing gear, and slowly moved towards it from various different angles.  Next, the square 

tag was used.  For the bleed air tube, black box, and extruded aluminum piece, all of the original 

angles were used, while holding the tag away from the pieces and gradually moving them closer 

by hand. 

 

Carpet was then brought over to test with the ñSquiggleò tag, as results between the 

square and ñSquiggleò tags by this point were presumed to be almost identical.  Carpet was 

placed over the RFID tag, folded over the RFID tag, then finally rolled into a large roll of carpet 

(while in the center of the carpet) and rotated within the ranges of the four Alien antennae.  

Following this, the sheet of plastic was put over the ñSquiggleò tag with only one Alien RFID 

antenna running, to determine if the signal could go through the plastic (due to the fact that if all 
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the antennae were on, there would always be locations where the signal did not have to go 

through plastic first). 

 

In the final experiment, Scotch tape and 20mm thickness Styrofoam were used to attach 

the RFID ñSquiggleò tag to the pieces originally tested, in the easiest-to-tape locations.  For 

example, the largest, flattest part of the landing gear door (on both sides), the sides of the bleed 

air tube, just inside the bleed air tube, on the top part of the aluminum extrusion (the only place 

where most of the tag would fit), while the carpet and plastic were ignored.  Usage of hands to 

hold the materials up were not a factor in this experiment, as tag reads were done while hands 

were outside of the range of the readers, and only the Styrofoam, tape (which RFID signals can 

pass through, even in high thicknesses), and the material the tag/Styrofoam/tape contraption were 

taped to. 

 

RESULTS 

 

As various different materials were tested in various different configurations at various 

different heights/angles to the readers, it is entirely plausible that results obtained from this 

experiment may or may not appear exactly the same to others.  Furthermore, it was apparent by 

the end of the experiment that interference from the testersô hands played a part in readability (or 

primarily, lack thereof) in different configurations.  This is why the usage of 20mm of Styrofoam 

was used at the end of the experiment, to separate out the RFID tags from the metallic parts 

while keeping hands out of the picture.  Styrofoam was used because of its insulator-like 

properties and its very low density. 

 

When the ñSquiggleò and square RFID tags were held against the landing gear door at 

any angle, no signal was recorded.  It did not matter if hands were in the way, which 

configuration the landing gear door was facing, or the thickness of the metal.  In all cases, no 

signal was recorded.  When the tags were held above the landing gear door by several inches, a 

signal was recorded most of the time, but curiously in different configurations it wasnôt.  

Speculation and further testing determined for most of these experiments, hand position played a 

crucial role (more on this later).  When the tag was hovering just barely off of the surface of the 

landing gear door, no signal was recorded, as it got further away, by two inches or more, the 

signal appeared to be on and off.  Finally, with the Styrofoam and tape configuration (Styrofoam 

in all cases being 20mm thickness), a signal was read virtually every time. 

 

For the bleed air tube, when the passive UHF tags (ñSquiggleò and older model square 

tags, again) were held against the tube and inside the tube at every angle, no signal was recorded.  

If the tag was held inside the tube in the center of the hole, no signal was recorded.  If the tag 

was held several inches above the side of the tube on the outside of it, signal was recorded more 

than nine out of ten times.  As the tags got closer by hand, signal began to cut out, especially 

within an inch of the metal.  When Styrofoam and tape were used to hold the tags on, a signal 

was read most of the time, except in the cases where the tag was inside the bleed air tube. 

 

When the black box was tested with the tags held against it, occasionally a signal was 

read, however it was not a signal from the information programmed on the tag.  The tags used in 

this experiment were not picked up when held against the metal or set against it in all 
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configurations.  When the tags were held away from the black box, the rogue signal kept 

showing up, along with the signal from the tags used in this experiment ñthe ñSquiggleò and the 

older square model).  When held only a few millimeters away from the black box, the signal 

from the tags did not work, but because of confounding signals, a good estimate could not be 

given for tag read.  Styrofoam was not used on the black box because of confusion with the 

random signals.   

 

The extruded aluminum piece did not show favorable results for the tags when pressed 

against the aluminum.  However, when held just a small distance off of the aluminum, the tags 

were picked up most of the time.  Again, hand position seemed to play a big role.  When 

Styrofoam and tape were used, the tag was read in every configuration used (although since the 

piece was so small, only two sides, the bottom and top, were used). 

 

The carpet had no issues at all reading the RFID ñSquiggleò tag.  The older square tag 

was not used, because the tags had approximately equivalent reading abilities.  No matter what 

configuration or how much carpet was layered between the RFID tag and the readers, the tag was 

always read.  Carpet thickness at its max (when the tag was fully wrapped up) was 

approximately six inches on either side. 

 

When the plastic sheet was used, only one RFID antenna was activated.  When the RFID 

tag was held against the other side of the plastic, the tag was read.  When taped against it, it was 

also read.  At this point, Styrofoam was not used, because it was pretty clear that plastic had no 

impact on the performance of the RFID tag and its reader. 

 

It is also noted that Styrofoam was not used with the carpet, because it read well due to 

not being against a metal surface. 

 

DISCUSSION 

 

Throughout testing, a couple problems showed up due to the established methodology 

that could have impacted the results of the experiment.  The biggest issue was an issue that was 

not thought about and was not noticed until most of the way through testing.  It was presumed 

since multiple antennae were used, there would be no issue with hand and arm location within 

the ranges of the readers (the readers were all well within their maximum ranges from each other, 

two on the left, two on the right, about three feet from each other top to bottom, and about four 

and a half feet away from each other horizontally, forming a ñtunnelò of RFID antennae).  

However, when results came back for holding the RFID tags away from the individual units 

tested, it was clear a consensus of ñhow far away can this tag be from the materialò could not be 

reached.  Sometimes, it would work from an inch away, and sometimes it would not work from 

two inches away.   

 

These results do not seem consistent with theory.  Furthermore, when the Styrofoam was 

used and better results were given, it was even clearer that hand and arm position, or partial 

covering of vital components of the tags, may have played a part in seemingly random read 

distances and times.  Due to time and resource constraints, re-testing could not be done.  It 

should be noted that neither of the two testers had any metal screws or plates embedded in any 
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parts of their body that could interfere with signal. 

 

Secondly, when the black box was tested, a rogue signal was recorded that did not 

correspond with the tags that were being used for the experiment.  The tags in this experiment 

were programmed with all ñ4ôsò across them, but the data being picked up by the black box was 

of different characters.  It was not determined what caused this, perhaps a rogue tag near the 

system, or perhaps some signal was given off from the black box (perhaps the black box was 

tagged at some point and the researchers did not know about it).  The tags nearby were moved 

away from the readers, but the signal was still picked up.  Regardless, this confounded the results 

to the point in which the measurements did not hold as much merit as the other tests.  Further 

research may be done on the black box in the future, but is outside the scope of this paper. 

 

Other issues encountered were the lack of active tag testing equipment.  Due to the high 

cost of an active system, it was not feasible to purchase and run tests at this time.  Further 

experiments may be done in the future, but an active system would need to be acquired.  Theory 

states that active tags should work better near metal, therefore it is presumed active tags, while 

much more expensive, would work better than the UHF passive tags used in this particular 

experiment. 

 

For an inventory and/or maintenance setting, it would be important to make sure passive 

tags are not attached directly against metallic objects.  A scenario where a Styrofoam medium is 

used would help aid this issue.  Furthermore, it is presumed tags could be hung from the parts, 

although this is a presumption based on the results of distance from metallic parts, and not tested 

in its entirety.  It makes the most sense, barring cost, to implement an active tagging system, as 

this seems to perform the best with metal, but these conclusions are formed based on review of 

literature.  If a passive system must be used, a handheld RFID reader may be used to identify 

tags with a Styrofoam medium (or a number of other solutions that may work), analyzed for date 

of birth/repair date/time left to repair/other information, and actions may be performed from 

there.  If the items are moved, they may pass through a stationary RFID tunnel, and a database 

would read that the parts have entered that particular area.  This scenario could  be applied to 

inventory parts and tools, as well as parts coming off of the aircraft itself.  Research is being 

done currently at Purdue University testing a similar scenario for feasibility. 

 

CONCLUSION 

 

This paper covered the testing of various different metallic aircraft components 

(comprised mainly of aluminum and steel), a textile (carpet), and plastic covering (which may be 

found on windows or walls) with ultra high frequency RFID tags by Alien.  The long, rectangular 

ñSquiggleò tag and an older model square tag were used for the testing.  Both tags performed 

equally well in testing, so the ñSquiggleò tag was utilized for certain tests that would have been 

awkward for the square tag.  Results displayed similar results to literature, in that passive tags do 

not work well, if at all, when up against metallic surfaces.  When the tags are held away from 

metallic surfaces, signal can be gained and the tag can be read once more.  However, arm and 

hand positions impacted the results of this experiment, so correct distances from the individual 

parts would not be accurate, and retesting could not be run due to time constraints.   
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When a 20mm Styrofoam medium was used to hold the tags in place, readability 

dramatically increased.  This further shows that hand and arm position, and partial covering of 

the tags, may have confounded results.  This also agrees with theory in that water impacts the 

performance of UHF passive tags (and since human beings are comprised of a high percentage of 

water, the arm and hand position hypothesis proposed here makes sense). 

 

Future work should be done on testing in rainy conditions, with active tags, and perhaps 

with wood, a properly set up experiment to gauge distances from the metallic surfaces, and 

perhaps even on extreme heat and cold conditions.  After all, jet engines and aircraft in general 

are exposed to extreme temperatures while flying and on the ground. 
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COMMUTER STUDENTS VS. NON-COMMUTER STUDENTS: 

A GAP ANALYSIS EXAMI NATION OF DIFFERENCE S IN 

SATISFACTION WITH HI GHER EDUCATION  
 

Brittany Doore, Sam Houston State University 

John J. Newbold, Sam Houston State University 

Sanjay S. Mehta, Sam Houston State University 

 

 

ABSTRACT 

 

This paper examines differences between undergraduate commuter students and non-

commuter students at a mid-sized university. The paper highlights differences in demographics, 

motivation for attending college, the balance of college and work demands, sources of stress, 

and key outcome measures such as GPA and overall satisfaction with the institution. Of 

particular interest is the examination of the gaps in satisfaction (i.e., expected vs. perceived 

actual performance) along a range of 14 items related to university offerings and services. 

Implications for university-wide programs, as well as specific curriculum and pedagogical 

approaches, are discussed. 
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ABSTRACT 

 

The purpose of this study is to investigate the antecedent role of organizational culture on 

customer orientation and performance outcomes of customer orientation in the marketing 

context through a theoretical model. The proposed model was tested over a random sample of 

2000 marketers from a broad spectrum of businesses. The final sample consisted of 189 usable 

responses. According to the study results, market culture has a positive and significant effect on 

customer orientation. The study results also revealed that higher levels of customer orientation 

lead to higher levels of relationship development and individual performance.  

 

 

INTRODUCTION  

 

Market orientation motivates employees to become more customer-oriented, more 

committed to their company and job, and more satisfied with their job (Kohli and Jaworski 1990; 

Siguaw, Brown, and Widing 1994). Having a workforce with a strong market/customer 

orientation is especially important for a firm in the selling context. If a firm is market-oriented, it 

is more likely to take a planned action to train its sales employees to make them more 

market/customer-oriented. Since the marketing concept requires a firm to direct all of its 

activities toward providing customer satisfaction and establishing long-term customer 

relationships (Kotler 1980; Tadepalli 1991), there is a mandate for market-oriented firms to adopt 

customer orientation at the individual level. The term customer-oriented selling was defined as 

ñthe practice of the marketing concept at the level of the individual salesperson and customerò 

(Saxe and Weitz 1982, p.343). Customer-oriented salespeople or sales force can create a high 

level of customer satisfaction and thus, develop a strong customer base for the company. This 

notion also applies to marketers within the organization. Customer-oriented marketers help the 

organization reach its customer satisfaction-related objectives and goals.  

 

LITERATURE REVIEW  

 

Past research on customer-oriented selling has focused on measuring and/or modifying 

the effectiveness of customer-oriented selling and examining the relationship between customer-

oriented selling behavior and sales effectiveness (e.g., Brown, Widding, and Coulter 1991; 

Dunlap, Dotson, and Chambers 1988; Howe, Hoffman, Hardigree 1994; Michaels and Day 1985; 

Saxe and Weitz 1982; Tadapalli 1995; Thomas, Soutar and Ryan 2001). To date, few studies have 

examined possible determinants of individual-level customer orientation. These potential 

determinants include role ambiguity, role conflict (Hoffman and Ingram 1991; Siguaw, Brown, 
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and Widing, II 1994), job satisfaction (Hoffman and Ingram 1991; Pettijohn, Pettijohn, and 

Taylor 2002; Siguaw, Brown, and Widing, II 1994), job involvement (OôHare, Boles, and 

Johnston 1991), internalization of service excellence, job competence, job autonomy (Peggei, 

Riccardo, and Rosental 2001), organizational commitment (OôHare, Boles, and Johnston 1991; 

Pettijohn, Pettijohn, and Taylor 2002; Siguaw, Brown, and Widing, II 1994), sales training, sales 

skills (Pettijohn, Pettijohn, and Taylor 2002), and job tenure (OôHare, Boles, and Johnston 1991). 

 

In spite of its high importance, the number of studies on customer-oriented selling or 

individual-level customer orientation has been limited (e.g., Brown, Mowen, Donavan, and 

Licita 2002; OôHare, Boles and Johnston 1991). Saxe and Weitz (1982) stated that ñlittle 

empirical work has examined the effectiveness of customer oriented selling and the factors 

influencing the extent to which salespeople engage in itò (p.344). OôHare, Boles, and Johnston 

(1991) urged that ñAlthough customer oriented selling is an acknowledged practice, a complete 

understanding of is lackingò (p.61). OôHare, Boles, and Johnston (1991) noted that ñA review of 

work in the area of selling orientation/customer orientation indicates only limited research has 

examined the antecedents of this selling styleò (p.64). Kelley (1992) urged that ñvery little 

research has investigated customer orientation and its antecedentsò (p.30). According to Hoffman 

and Ingram (1991), ñLittle is known about the factors that affect customer-oriented behaviorò 

(p.31). Recently, Brown et al. (2002) noted that ñDespite the apparent importance of employeesô 

customer orientation to the implementation of the marketing concept in the market-driven 

company, research on the construct has been limitedò (p.111). All of these scholars have tried to 

draw attention to the lack of empirical research on customer orientation at the individual level 

and the importance of a better understanding of the customer-oriented selling concept in todayôs 

business world. 

 

In this study, we try to respond to these research calls by investigating the antecedents 

and consequences of customer orientation at the individual level via a comprehensive theoretical 

model. There have not been many studies that examined the antecedents and consequences of 

customer orientation of an individual in different business contexts including marketing, 

advertising, retailing, and so on. The limited existing research has mainly explored individual-

level customer orientation within the sales context. The current study investigates this issue in a 

larger context, the marketing context.  

 

MODEL DEVELOPMENT AN D RESEARCH HYPOTHESES 

 

The objective of this study is to investigate potential antecedents and consequences of the 

individual-level customer orientation in the marketing context through a theoretical model (See 

Figure 1). The suggested model consists of three parts: (1) organizational culture, (2) customer 

orientation, and (3) performance outcomes. Six research hypotheses were proposed. 
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Organizational Culture and Customer Orientation  

 

Organizational culture is deemed to be a very crucial subject in the context of marketing 

management. However, in spite of its criticality, there has been relatively little research effort 

directed at the relationships between organizational culture and marketing-related 

concepts/constructs (Deshpande and Webster 1989, Strong and Harris 2004). Based on the 

review of the relevant literature, there has been no clear consensus about the definition and 

measurement of organizational culture among researchers and practitioners (Deshpande and 

Webster 1989). Deshpande and Webster (1989) defined it as ñthe pattern of shared values and 

beliefs that help individuals understand organizational functioning and thus provide them norms 

for behavior in the organizationò (Deshpande and Webster 1989, p.4). Under the marketing 

concept, organizational culture is defined as ña fundamental shared set of beliefs and values that 

put the customer in the center of the firmôs thinking about strategy and operationsò (Deshpande 

and Webster 1989, p.3). Recently, the increasing efforts to develop a customer-oriented work 

environment within organizations have raised the scholarly interest in organizational culture as a 

critical organizational variable (Deshpande and Webster 1989). It is suggested that organizational 

models that fail to include culture as an organizational variable are not considered to be complete 

(Deshpande and Webster 1989; Also see Ouchi and Wilkins 1985).  

Market 
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culture
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Deshpande, Farley, and Webster (1993) used a more comprehensive typology of 

organizational cultures. They identified four classes of organizational cultures (refer to 

Deshpande, Farley, and Webster [1993, p.24-26] for detailed explanations for each class). These 

are market, adhocracy, clan, and hierarchical cultures. This study will adopt Deshpande, Farley, 

and Webster (1993)ôs classification of organizational cultures.  

 

On the basis of the arguments presented above about each culture type, the following 

hypotheses can be suggested to express the link between organizational culture and customer 

orientation:  

 

The market culture strategically emphasizes ñcompetitive advantageò and ñmarket 

superiorityò (Deshpande, Farley, and Webster 1993, p.25). It has mechanistic processes such as 

control, order, and stability. This is the best performing culture. It is characterized by a strong 

external positioning such as focusing on competition and differentiation (Deshpande, Farley, and 

Webster 1993). Especially, a strong external orientation of a market culture makes it compatible 

with the customer-oriented values. Employees in a market culture are likely to be customer-

oriented in their interactions with customers. Better customer service, better customer 

satisfaction, and a high customer retention rate will be some of the keys to successfully beating 

the competition.  

 

H1:  A market culture will lead to a high level of individual customer orientation. 

 

A hierarchical culture emphasizes stability, predictability, and smooth operations, and 

follows rules, policies, and procedures strictly (Deshpande, Farley, and Webster 1993). Due to its 

internal orientation, this type of culture is likely to produce the worst business performance 

(Deshpande, Farley, and Webster 1993). The levels of formalization and centralization might be 

high in this type of culture. Boles et al. (2001) reported a negative and significant relationship 

between centralized decision making and customer-oriented selling. Also, Jaworski and Kohli 

(1993) showed empirically that centralization of decision making within an organization serves 

as a barrier to market orientation. According to Jaworski and Kohli (1993), formalization does 

not affect market orientation. A strong internal orientation makes it more difficult for a 

hierarchical culture to develop customer orientation at both organizational and individual levels. 

 

H2: A hierarchical culture will result in a low level of individual customer orientation. 

 

The clan culture relies on loyalty, tradition, and interrelationships among organizational 

members (Deshpande, Farley, and Webster 1993). It has a strong internal orientation such as 

integration and smoothing activities. This type of culture can be expected to be more formalized 

and centralized to keep organizational traditions / practices / relationships unchanged. This type 

of culture is likely to perform better than the hierarchical culture (Deshpande, Farley, and 

Webster 1993). But, due to its strong internal focus, a clan culture is less likely to encourage 

customer-oriented thinking and behaving in its employees. Also, a high level of centralization in 

this culture serves as an impediment to customer orientation (Boles et al. 2001; Jaworski and 

Kohli 1993).   
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H3: A clan culture will result in a low level of individual customer orientation. 

 

Finally, the adhocracy culture embraces innovation, growth, and new resources. 

Flexibility, adaptability, creativity, risk taking, spontaneity, and entrepreneurship are highly 

valued by this culture (Deshpande, Farley, and Webster 1993). It performs better than the clan 

culture. It has a strong external positioning (i.e., competition and differentiation). This culture 

has less centralization and formalization. Employees in an adhocracy culture are more likely to 

be customer-oriented.  Moreover, Kelly (1992) reported that the higher degree of customer 

orientation is a result of a favorable perception of the organizational climate. Employees in an 

adhocracy culture are likely to perceive their organizational climate more favorably, and 

therefore, they are more prone to be customer-oriented.  

 

H4: An adhocracy culture will lead to a high level of individual customer orientation. 

 

Customer Orientation and Relationship Development  

 

A possible link between customer orientation and relationship development has been 

explored by only a few studies (e.g., Williams and Attaway 1996). Williams and Attaway (1996) 

argued that ñindividual sales representatives can positively affect the organizationôs performance 

by utilizing a customer-oriented approach in establishing and maintaining relationships with 

customersò (p.39). Williams and Attaway (1996)ôs argument suggests the existence of a positive 

connection between a customerïoriented approach and the establishment and maintenance of 

good relationships with customers. Moreover, Rush, Zahorik, and Keiningham (1996) indicated 

that ñpersonal interaction component of services is often a primary determinant of the customerôs 

overall satisfactionò (p.391). If the employeeôs interaction with customers is characterized as 

being customer-oriented or customer-focused, overall customer satisfaction may be increased. In 

turn, better customer satisfaction may lead to better long-term relations with customers. 

Empirically, Williams and Attaway (1996) found out that there is a positive and significant 

relationship between the salespersonôs customer orientation and the development of buyer-seller 

relationship. Macintosh et al. (1992) claimed that ñempirical evidence of the antecedents and 

process of relationship development is practically non-existentò (p.23). Therefore, it is believed 

that the investigation of customer orientation as a potential antecedent of relationship 

development would be a significant contribution to this line of research. On the basis of the 

empirical and conceptual evidence explained above, the following hypothesis was suggested: 

 

H5: The higher the level of the marketerôs customer orientation, the higher his/her level 

of relationship development. 

 

Customer Orientation and Performance  

 

MacKenzie (1993) thinks that performance is a representation of ña salespersonôs overall 

contribution to the success of an organizationò (p.70). Performance can be viewed as a product of 

the salespersonôs abilities or aptitudes, skills (Churchill et al. 1985; Plank and Reid 1994), 

personality (Plank and Reid 1994), motivational state (Churchill et al. 1985), and other factors.  

 

The number of studies that have investigated the link between customer orientation and 
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performance is relatively large. In general, the past research found a positive and significant 

relationship between customer orientation and sales performance (Boles et al. 2001; Brown et al. 

2002; McIntyre et al. 2000; Grizzle et al.). According to Williams and Spiro (1985), ñSuccessful 

selling depends on successful interpersonal communicationò (p.434). Salespeople who are able 

to communicate and interact with their customers better are more likely to score high on sales 

performance. Customer-oriented salespeople better understand and satisfy needs and wants of 

their customers. High customer satisfaction may result in customer loyalty, a high customer 

retention rate, or repeated sales. In sum, the past research suggests the existence of a positive 

connection between customer orientation and performance. Therefore, the following hypothesis 

appears to be appropriate in defining the customer orientation-performance link: 

 

H6: The higher the level of the marketerôs customer orientation, the higher the level of 

/her performance. 

 

RESEARCH METHODOLOGY  AND DATA ANALYSIS  

 

Characteristics of the Sample 

 

The suggested research model was tested with data obtained from a random sample of 

2000 marketers from a broad range of businesses within the manufacturing and non-

manufacturing sectors. This study focused on marketers as target respondents. A self-

administered questionnaire was sent to each respondent along with a cover letter and a postage-

paid return envelope. The final sample consisted of 189 usable responses resulting in a response 

rate of 9.45%. Marketing managers were the largest group within the sample with 41.8 percent 

and followed by VP marketing (24.9%), sales manager (13.8%), marketing staff (13.8%), sales 

staff (3.7%), VP sales (1.1%), and others (1.1%).  

 

Data Analysis 

 

No nonresponse bias was found since there were no differences between the mean 

responses of the first and the last quartiles (Armstrong and Overton (1977). Principal component 

analysis with varimax rotation and Eigen value of 1 was conducted on each construct of the 

model to verify a single factor structure (unidimensionality of each construct). For each 

construct, only one factor structure was extracted. This indicates the evidence of 

unidimensionality of the model constructs. Reliability of each construct was evaluated using the 

coefficient or Cronbach Alpha (Ŭ). The reliability of each construct was higher than the cutoff 

value of 0.70 recommended by Nunnally (1978). 

 

Evaluation of Model Fit  

 

A structural equation modeling (SEM) analysis via LISREL 8.5 was used for model 

specification and hypothesis testing. A confirmatory factor analysis (Joreskog and Sorbom 1993) 

was used to estimate the model parameters, to assess the model fit, and to test the suggested 

hypotheses. A moment covariance matrix of the observed variables was used for the analysis. 

During the confirmatory factor analysis, a number of other competing models were obtained by 

freeing and fixing the model parameters (Sharma 1996) or applying different estimation methods 
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(i.e., unweighted least squares and generalized least squares) to the sample data. Maximum 

Likelihood (ML) estimation was utilized to estimate the model parameters. The fit between the 

suggested model and the sample data was found to be very good. Goodness-of-Fit Index (GFI) 

was 0.94 (greater than 0.90); CFI was 0.95 (greater than 0.90); and NFI was 0.95 (greater than 

0.90).  

 

EMPIRICAL RESULTS AN D DISCUSSION 

 

Hypothesis Testing  

 

Table 1 presents information related the suggested hypotheses, parameter estimates and 

their associated t-values. In terms of the antecedents of customer orientation, the research results 

show that job involvement negatively affects customer orientation of marketing personnel. This 

result is somewhat surprising because originally it was hypothesized that this relationship was 

positive. There is a significant positive relationship between market culture and customer 

orientation. The research findings indicate that the type of organizational culture may not 

determine the managerôs level of customer orientation. Previously, it was suggested that market 

and adhocracy cultures encourage their marketing personnel to be more customer-oriented. It 

was argued that these organizational cultures generate a work environment which instills and 

promotes customer-oriented values in all employees within the organization. The study results 

did not support these arguments. The results were meaningful only for the market culture. 

According to the empirical findings, clan and hierarchical cultures do not seem to promote high 

levels of customer orientation in their employees. The relationships of clan and hierarchical 

cultures with customer orientation are negative as hypothesized, but these results are not 

statistically significant. These unexpected results may partly be explained by the fact that some 

respondents might have had difficulty in understanding the organizational culture scale and 

answered it incorrectly. Thus, response error resulting from the difficulty of the scale might have 

contaminated the study results related to organizational culture. 
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Table 1. Parameter Estimates for the Hypothesized Links  

Hypothesized Link Hypothesis Estimate t-value 

(+)market culture to customer orientation H1* 0.2050* 3.105* 

(+)adhocracy culture to customer orientation H2 -0.0128 -0.364 

(-)clan culture to customer orientation H3 -0.0251 -0.731 

(-)hierarchical to customer orientation H4 -0.0242 -0.716 

(+)customer orientation to relationship development H5* 0.4920* 7.269* 

(+)customer orientation to performance H6* 0.3160* 4.311* 

(*) Significant in hypothesized direction, two-tailed test. 

 

In terms of the consequences of customer orientation, the study results suggest that higher 

levels of customer orientation result in higher levels of relationship development. This result is in 

agreement with Williams and Attaway (1996)ôs finding that there is a positive and significant 

relationship between the salespersonôs customer orientation and the development of buyer-seller 

relationship. Based on this finding, it is possible to argue that a strong customer orientation (i.e., 

personal interaction with customers) leads to better overall customer satisfaction (Rush, Zahorik, 

and Keiningham 1996) which, in turn, results in improved buyer-seller relationship. It was also 

found that there is a significant positive relationship between customer orientation and 

performance. This finding is consistent with the past research (Boles et al. 2001; Brown et al. 

2002; McIntyre et al. 2000). This finding indicates that marketers who are able to communicate 

and interact with their customers better will have higher performance scores (Williams and Spiro 

1985).  

 

CONCLUSIONS AND MANA GERIAL IMPLICATIONS  

 

Since this study was conducted over a sample canvassing a wide spectrum of businesses, 

the study results may be generalizable to a wide range of companies. The study results provide 

valuable insights and practical implications for company managers. First, the top management 

should focus on developing a strong market orientation within the organization. This effort can 

benefit the organization by increasing its marketersô customer orientation. Customer-oriented 

marketing force plays a crucial role in the success of the organization. Marketing personnel has a 

profound role in connecting the organization to its customers (Ruekert and Walker 1987). 

Marketers need to continuously gather and evaluate current information on customer satisfaction, 

customer complaints, market trends, and so on. They try to make accurate assessments and 

predictions on customersô future needs, wants and preferences. The degree of marketersô 

sensitivity and responsiveness toward customer demands may significantly influence the 

companyôs business performance. Their attitude toward customers may affect customersô 

perceptions of the organization and its products and services. Marketing personnel with a strong 

customer orientation are likely to create favorable perceptions of the organization in the minds of 

customers. This may lead to higher levels of customer satisfaction, customer loyalty, and 

customer retention.  

 

Second, the study results unveiled that employees with market culture tend to be more 

customer-oriented. In order to increase their employeesô organizational commitment, 

organizations should help their employees bond and identify with the organization. Establishing 

and maintaining a friendly, supportive work environment for all employees may enhance the 
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chances that each employee will feel himself as an important part of the organization.  

 

Finally, customer-oriented marketers perform better and contribute to the firmôs efforts in 

developing excellent buyer-seller relationships. Therefore, firms should emphasize on promoting 

customer-oriented values and behaviors among their employees at all levels. They should 

periodically assess the level of their employeesô customer orientation. They should design 

training programs and establish reward systems to promote the levels of customer orientation of 

their employees.  
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ABSTRACT 

 

Research suggests that new information technologies can improve the functionality of 

business processes, leading to improved firm profitability. However, new technologies are not 

equal in their contributions to a companyôs bottom line. Further, there is some debate as to 

whether early adopters of new technology benefit over later adopters. This study examines the 

financial performance of firms that modify their supply chain by adopting business-to-business 

(B2B) buy-side e-commerce systems. Analyses show that early adopters outperform their non-

adopting industry peers in the post-adoption period. Superior performance in adopters' return on 

assets (ROA) is driven by increases in profit margins rather than by improved asset turnover. The 

results are consistent with the claim that B2B buy-side improves company performance through 

lower purchasing and administrative costs. Early adopters of B2B buy-side systems received a 

competitive advantage over industry counterparts, at least in this aspect of their supply chain. 
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WHEN DOES MOOD MATTER? THE EFF ECT OF MOOD AND 

INVOLV EMENT ON PURCHASE INT ENTION  
 

Amjad A. Abu ELSamen, University Of Jordan  

 

 

EXTENDED ABSTRACT  

 

This research examines the influence of consumersô mood state and involvement on 

consumersô decisions about buying a warranty. In the present paper, I adopt the traditional 

valance approach of individualsô mood state to examine how mood influences individualsô 

subsequent judgment. This is cardinal at this point of time due to the conflicting and mixed 

evidence found in the literature regarding the role of individualsô mood.  

 

Previous research suggests that positive mood tend to influence individualsô attitude 

positively and, therefore, reduce the level of risk perception from a purchase (Fedorikhin and 

Cole 2004). This influence, however, is qualified by the processing resources available, such that 

the influence is high when the resources are available. Therefore, it is important to examine how 

the level of personal involvement and level of resources available may qualify the effect mood on 

purchase intention.  

 

Swinyard (1993) examined how individualsô mood and involvement influence consumersô 

shopping intention. The results indicated a significant two way interaction between mood and 

involvement, such that, the mood effect was greater during a more involved shopping experience. 

Hence, shopping intention increased only when people were in a good mood and in more 

involving situations. These results are consistent with the involvement theories, as involved 

consumers are more active processors of information cues. 

 

I believe the conclusion that positive mood effect is greater when individuals are more 

involved in the shopping experience is incomplete. It is possible that individualsô mood has 

changed due to the involvement task subjects had to perform, thus, the significant finding may 

have been confound due to the carry over effect the change in subjects mood caused. The change 

in mood reduces the amount of cognitive resources consumers have to process the information, 

which in turn, may influence their subsequent decisions. In this research, I account for such 

possibility by measuring mood after the mood treatment as well as at the end of the study. If 

mood changed at the end of the study compared to the subjectsô mood before the treatment, the 

amount of cognitive recourses for information processing will be less, which may have an effect 

on individualsô decision to buy the warranty. Previous research found that happy mood 

influences purchase likelihood when subjects are highly involved in the purchase situation 

(Swinyard 1993).  My argument is that individualsô purchase likelihood will go beyond simply the 

interaction of mood and involvement and that the change in individualsô mood will have a 

reverse effect such that individuals in a sad mood who are less involved in the purchase situation 

will have greater effect on the likelihood to purchase the warranty.  

 

An experimental design was employed to examine the effect of mood and involvement in 

consumersô decision to purchase a car warranty. It was proposed that after accounting for mood 
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change, sad mood individuals who are less involved in the purchase situation will show higher 

likelihood to purchase the warranty compared to individuals in a happy mood who are highly 

involved. This prediction was tested on a sample of students (N = 229). The results supported 

that hypothesized prediction and showed a significant two-way interaction between mood and 

involvement. That is, subjects were more likely to purchase the car warranty in one of two 

situations: (1) when they were highly involved in the purchase situation, and (2) when subjects 

were in a sad mood less involved in the purchase situation. 

 

This research has a number of theoretical implications. The findings extend the 

involvement and affect literature by providing evidence indicating sad mood as a driving factor 

for consumersô purchase. This result is counter intuitive to the extant literature on mood and that 

asserts the importance of happy mood to increase consumersô purchase intention.  

 

In addition to focusing the attention on the role of indirect affect and involvement in 

affecting consumersô decision, the finding from this research provides mangers and sales people 

with framework to increase their sales of protective products (i.e. warranties).  Because 

individualsô mood is likely to decline during the shopping experience and the interaction with the 

sale people, it is recommended to: (1) keep the consumers in a happy mood state and increase 

the importance and relevance of the purchase situation to them, or (2) enforce the sad mood state 

on the consumers. In both ways, their likelihood to purchase the warranty will increase. 
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THE IMPACT OF PRESCR IPTION DRUG INSERTS ON 

CONSUMER AWARENESS OF THE SIDE EFFECTS 
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ABSTRACT 

 

This paper examines direct-to-marketing of pharmaceutical products and the impact that 

this has on consumer awareness of side effects.  The impact is in terms of how many people read 

and understand the package inserts that come with the medicines.  A survey was conducted and 

the results show how many individuals read and comprehend the inserts.  Various demographic 

variables are included with age and gender being the most important.  Finally, changes need to 

be made in advertisements to try to reach the younger individuals and males.   

 

 

INTRODUCTION  

 

It is not business as usual ï the age of consumerism has redefined the outlook of 

marketing in the healthcare industry. Consumers are increasingly demanding greater involvement 

in the decisions made about their healthcare.  Traditionally, the physician made majority of the 

decisions for the patient concerning medical products and services.  Choice of drug typically 

relied on the physicianôs prescription and supply channel focused on the middleman rather than 

the end user (Marketing Health Services, 2001).  

 

Pharmaceutical companies were among the first to recognize the potential of appealing 

directly to consumers.  Historically, the pharmaceutical industry was prohibited from direct 

consumer advertising.  In 1997, the U.S. Food and Drug Administration (FDA) eased the 

restrictions on direct-to-consumer advertising of prescription medications. A new era of a 

consumer-driven marketing approach is born, more commonly known as ñDTCò in the 

healthcare world.  Exponential growth in direct consumer marketing of medications, products 

and services quickly followed this deregulation move by the FDA.   

 

Prescription drugs are a major topic in todayôs society.  From the new prescription benefit 

under Medicare to rising costs, everyone is concerned with these issues.  The rate of inflation of 

prescription drugs is roughly triples that of overall health care.  Healthcare reform is the major 

topic of the day.  The marketing that has taken place has been directed at influencing the 

consumer (patient) to request certain medications for their disease.  Advertisements have 

bombarded the airways.  At the end of each advertisement, there are disclaimers concerning 

possible side effects of the particular drug.  In fact, recently one product, ñYazò, made an 

advertisement completely based on the side effects.  This advertisement was in response to a 

variety of concerns brought forward to a variety of parties.   

 

Package inserts are those pamphlets that come with the prescription with all of the 

relevant information concerning the product, including how to use, what to avoid while take the 
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medication, and the side effects possible.  In January, 2006, the Food and Drug Administration 

revised the format of the package insert that will provide up-to-date information in an easy-to-

read format (FDA Consumer, 2006).  The reason for these revisions is to save time and reduce 

adverse drug events (Fass et al., 2007).  The content of the insert will start with the highlights of 

the prescribing information and makes the order of the sections user-friendly (American Journal 

of Health-System Pharmacy, 2007).  Also, the new insert will section listing the risks and 

benefits of the drug along with a toll-free number and internet reporting information for 

suspected adverse effects (The Brown University Geriatric Psychopharmacology Update, 2006).   

 

ANALYSIS OF DATA  

 

The main problem with package inserts is getting individuals to read this information and 

to understand the contents.  This paper examines these two issues, reading and understanding.  A 

survey was administered to 692 individuals in the Southern United States.  There was some 

missing data, making the sample size smaller in most cases.  A convenience sampling technique 

was adopted for the purpose of this study.  The samples utilized for this study were unrestricted 

non-probability samples.  The rationale for adopting this type of sample was that despite its 

minor drawbacks all the respondents were legitimate consumers.  The respondents were asked 

questions relating to inserts.  Questions were about whether they had seen, read, and understood 

the insert. Additional questions were asked about what languages were used to write the inserts.  

 

There were 322 men and 366 women in the sample.  The age classification was as 

follows:  in the age group18- 25 were 260 respondents, in the age class 26-45 there were 249 

people, and over 45 there were 167. There were 397 single individuals and 287 married 

individuals.  Education level was as follows, 274 with less than college degree and 402 with 

college degree and above.  

 

The majority of the people (87.7%) of the people saw the inserts.  A smaller majority of 

the people (62.0%) felt that there was not too much information on the inserts.  Table 1 provides 

these results.   

 

Table 1 

Basic Frequencies 

Question Yes No Total 

Was the insert seen? 594 

87.7% 

83 

12.3% 

677 

100% 

Was there too much information? 192 

38.0% 

313 

62.0% 

505 

100% 

 

Table 2 provides the basic responses to the questions.  Over ½ of the people (57.7%) 

responded that they either read the insert always or most of the time.  The percentage of people 

who stated that they read the insert either sometimes or rarely was 36.7%.  The percentage of 

people who never read the insert was 5.7% 
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Table 2 

Basic Statistics  

Question Always  Most 

Times 

Some 

Times 

Rarely Never Total 

How often have you read the 

patient package insert that 

comes with your medicine? 

191 

31.0% 

165 

26.7% 

154 

25.0% 

72 

11.7% 

35 

5.7% 

617 

100% 

How often does the 

information of the package 

insert confuse you? 

32 

5.2% 

79 

12.8% 

251 

40.8% 

183 

29.8% 

70 

10.1% 

615 

100% 

Are the package inserts 

written in English? 

467 

75.7% 

119 

19.3% 

20 

3.2% 

7 

1.1% 

4 

0.6% 

617 

100% 

Are the package inserts 

written in Spanish? 

75 

12.6% 

105 

17.6% 

199 

33.3% 

76 

12.7% 

142 

23.8% 

597 

100% 

 

When it comes to the insert being confusing, only 18% of the respondents said that it was 

confusing always or most times.  The percentage of individuals who felt that the insert was 

sometimes or rarely confusing was 70.6%.  The percentage of individuals who felt that the insert 

was never confusing was 11.4%.   

 

The above analysis tends to lend credence to the fact that a lot or individuals are reading 

and comprehending the inserts.  This may be due to the fact that the inserts have been re-

designed to be easier to read.  Whatever the reason, the inserts are performing the function that 

they were intended to perform.   

 

The remaining questions were related to languages used for the inserts.  Most individuals 

(95.2%) stated that the inserts were written in English always or most times.  When asked 

whether the inserts were written in Spanish, 30.2% of the respondents stated always or most 

times with 46.0% saying sometime or rarely.  The percentage who state never was 23.8%.  

Almost all of the individuals stated that the inserts were written in English with the percentages 

for Spanish about equally divided among most of the time, some of the time, and never.  The 

percentages of individuals stating never suggest that companies need to address this issue.  There 

is a significant number of individuals in this country that speak only Spanish. 

 

Analysis of Demographic Variables  

 

Demographic variables were analyzed to see if there was any relationship.  Table 3 

provides the results of the cross-tabulations.  The p-values are given.  The eleven significant 

results are examined here.  Gender was related to all of the variables except one, age with three, 

marital status with one, and education with two. 
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Table 3 

Cross-Tabulations Using Demographic Variables 

Question Gender Age 

Class 

Marital 

Status 

Education 

Was the insert seen? .000***  .001***  .013** .197 

Was there too much information? .870 .052* .806 .003***  

How often have you read the patient 

package insert that comes with your 

medicine? 

.000***  .000***  .230 .192 

How often does the information of 

the package insert confuse you? 

.088* .650 .800 .170 

Are the package inserts written in 

English? 

.020** .117 .037** .399 

Are the package inserts .written in 

Spanish? 

.046** .124 .057* .007***  

*    - Significant at .10 level 

**  - Significant at .05 level 

*** - Significant at .01 level 

 

The first question is whether the insert was seen.  Females were more likely to see the 

insert than males.  This is consistent with other research, which suggests that females are more 

likely to be more observant of this type of information; perhaps, due to motherly instincts.  Older 

individuals, 46 and over, are more likely to see the insert.  Again, this is consistent with other 

research, suggesting that older individuals may be more concerned, particularly with drug 

interactions.  Finally, married individuals were more likely to see the insert than single 

individuals.   

 

The second question was whether too much information on the insert.  Two demographic 

variables were related, age and education.  Older individuals, 46 and over, thought that there was 

too much information.  This is related to the fact that older individuals are more likely to read 

them.  Individuals with college degree and above are more likely to suggest that there is too 

much information on the insert. 

 

The next question is how often the inserts are read.  Two demographic variables, gender 

and age, were related.  Females are more likely to read the insert always or most of the time.  

Older individuals are more like to read the inserts than their younger counterparts.  In this case, 

two age groups, 26 ï 45 and 46 and over, were more like to read the inserts most or all of the 

time than those between 18-25.   

 

When asked whether individuals found the inserts confusing, only one demographic 

factor, gender, was significant.  Males were more likely to find the inserts confusing than the 

female counterparts.  This may lead to them not reading them as often.   

 

When asked if the inserts were written in English, only gender was significantly related.  

Females were more likely to state that the inserts were always written in English than males.  

Again, females were more likely to read them.  
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When asked if the inserts were written in Spanish, two variables, gender and education, 

were significant.  Females were more likely to state that the inserts were always written in 

Spanish than males.  They would know because they were more likely to see the insert and read 

it.  They would notice if they were written in Spanish.  Education was related, also.  Individuals 

with less than college degree were more likely to see that the insert was written in Spanish 

always than those with college degree and above.   

 

IMPLICATIONS FOR MAR KETING  

 

One of the basic tenets of direct-to-consumer advertising was that people want to be more 

involved in their health care.   The package insert would be one way to be better informed about 

the medicines and how they impact health.  Based upon this study, the majority of the people saw 

the inserts, but only one-half of the individuals read the insert most or all the time.  The revisions 

required by the FDA may have helped to make the inserts more user-friendly, but still people are 

not reading them.  Confusion is the not the problem.  A vast majority of the individuals said that 

the inserts were not confusing.  The inserts are being read and understood by one-half of the 

people.  The dilemma is to reach more people.  Demographic variables may help here.   

 

Advertisements must be developed and delivered to insure that they reach males, younger 

individuals, and single individuals.  These groups were less likely to read the inserts, and males 

and younger individuals were less likely to understand the inserts.  The re-designing of the 

inserts by the FDA has probably helped in this matter, but more needs to be done.   

 

Direct-to-consumer advertising is increasing.  The question is how one can gain the 

attention of the younger individuals and males so that they will take a more active role in their 

health care decisions. Maybe the ads must be clearer on possible side effects and interactions 

with other drugs.  If males and younger individuals are not going to read the insert, then they 

must be reached in other ways.  This is true especially with drugs that might be used by them.  

This is the challenge that faces the pharmaceutical industry, especially in light of all of the 

lawsuits being filed.  They must make every effort to inform the public of the dangers.   
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Robert O. Fabrize, University of North Texas, College of Business 

 

 

ABSTRACT 

 

Though rhetorical figures such as visual metaphors are common in consumer advertising, 

their appearance in business-to-business advertising raises questions regarding their 

effectiveness. This proposal investigates whether the use of visual rhetorical figures in 

advertising can effectively persuade industrial buyers. In contrast with the received view that 

industrial buyers are more rational than consumers and use a cognitive approach to purchasing, 

it is hypothesized that ads with rhetorical figures such as visual an textual metaphors cause 

industrial buyers to have favorable attitude toward the ad, favorable brand attitudes, and 

favorable ad recall. A methodology for testing these hypotheses is presented. 

 

 

INTRODUCTION  

 

To reach consumers inundated and numb with advertising messages, advertisers using 

print media have changed communication strategies over the last 50 years. In the past, direct 

claims regarding product attributes and benefits were the norm. But today, advertisers are relying 

more frequently on the use of indirect claims. To advance their products and brands, advertisers 

more frequently use indirect claims through the use of rhetorical figures. Evidence of this change 

is abundant in the business to consumer literature. Phillips and McQuarrie have documented the 

increased use of rhetorical figures and the increased variety of rhetorical figures since the 1950s 

(2002). The number of rhetorical figures in magazine advertising has grown such that by the 

mid-1990s, 74% of consumer magazine ads used rhetorical figures (Leigh 1994). Today it seems 

a normal occurrence to find the abnormal in an ad. Readers can see lemonade turn into butterflies 

(Crystal Light), skin moisturizer dispensed from a water cooler (Cetaphil), or a sponge that 

writes notes to a dishwasher (Dawn). 

 

Though no documented empirical evidence is yet available, this trend toward the use of 

rhetorical figures is evident in business-to-business (B2B) advertising in trade magazines. In a 

recent issue of a trade publication for information technology executives and managers, a reader 

could find a data center taped off with construction site hazard tape (Microsoft), hosting service 

built like a old-time safe (Rockspace Hosting), outsourcing services depicted as a boxer 

(CompuCom), and cars moving across a spanless bridge (Sungard Hot Sites). 

 

All this use of indirect claims seems counterintuitive. If the marketplace is packed with 

overwhelmed and distracted consumers, using a simple, direct claim with an equally direct image 

would seem the obvious choice. After all, copywriting texts urge writers to be straightforward 

e.g., (Bly 1985). It also appears counterintuitive because technical personnel and purchasing 
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agents are ñno nonsenseò people who communicate in a rational and thoughtful manner. Yet, 

advertisers are using more indirect strategies such as rhetorical figures in their headlines, text, 

and visual content.  

 

In consumer behavior advertising, an empirical rationale for the increased use of 

rhetorical figures does exist. Indirect claims force the reader to make spontaneous inferences that 

have strong attitudinal implications yet require little cognitive effort (Kardes 1988). Phillips 

found that rhetorical figures divert the subject from convention and forces the subject to attempt 

to make sense of the ad. Traditionally, ad directors take this into account and create ads for a 

heterogeneous audience that has only one level of meaning for the reader to discover (Phillips 

1997). The decoding of this single meaning stems the concept of its ñimplicature.ò Implicature is 

a concept borrowed from pragmatics, a subfield of linguistics concerned with how meaning is 

transmitted. According to pragmatics, meaning is derived through not just through grammar and 

vocabulary but also through the context of the communication. In other words, people rely on 

context clues such as place, manner, time, or mode of communication to overcome ambiguities 

in the message and determine the messageôs meaning. Implicature are central to context clues. 

Implicatures, suggest the meaning of the message rather than expressing it directly. The can be 

thought of as the implied meaning that people must infer from the communication. Implicatures 

can be either strong, in that most readers will get the central meaning immediately, or weak, in 

that few readers will get implied meaning. 

 

McQuarrie and Phillips take the issue of implicature in indirect claims further. They 

argue that indirect claims are more advantageous because they leave the reader open to multiple 

positive inferences about the product or brand. Also, these indirect claims of rhetorical figures let 

the viewer self-generated the multiple positive inferences at the time of exposure. Because of this 

viewers find the ads more believable. They also show that visual indirect claims are particularly 

useful to the advertiser (McQuarrie and Phillips 2005).  

 

While it has been found that indirect metaphorical claims can influence subjects better 

than direct claims in consumer advertising, the effectiveness of indirect metaphorical claims has 

never been tested in business-to-business advertising.  

 

Thus the intended contribution of this study to the body of knowledge is to  

¶ Demonstrate that visual rhetorical figures are effective in business-to-business 

advertising 

¶ Show that ads with visual rhetorical figures create a favorable attitude toward the 

ad 

¶ Show that ads with visual rhetorical figures create more favorable brand attitudes 

¶ Show that ads with visual rhetorical figures have greater ad recall 

 

The effect of the result of this investigation will be to provide academics and practitioners 

with a better understanding of how B2B readers are influenced by rhetorical figures in print 

advertising in a business-to-business context.  
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INDIRECT CLAIMS AND RHETORICAL FIGURES I N TEXT AND VISUALS  

 

Communication in print advertising has its genesis the combination of text and visuals. 

Advertisers employ both forms of communication to influence readers; however a river of 

meaning runs through an ad in a magazine. It is that meaning that persuades the reader. The 

meaning can easily be examined through semiotics the study of how signs can denote things, 

relate to each other, and impact those who create them and receive them. Both textual and visual 

communication require that viewer and sender share a pragmatic competency based on a system 

of conventions and a vocabulary of meanings that are embedded in the culture. It is this 

competency that allows readers to grasp implicit and inferred messages within the 

communication and grasp the Gestalt of the messageðthe meaning. 

 

Indirect Claims in Adv ertising 

 

Indirect claims in advertising have been studied for some time, but only in the business to 

consumer context. It has long been know that messages tend to be more persuasive if the intent 

to persuade is not obvious to the reader (Walster and Festinger 1962). Kardes has built on these 

findings by exploring how ads read by a motivated reader can induce effortful information 

processing on the part of the reader if the ad highlights the personal relevance of the message and 

shows that the brands vary on a dimension important to the recipient (1988). Motivated 

consumers will spontaneously draw inferences about the brand and form strong attitudes toward 

the brand which they can access cognitively. When advertisers use indirect persuasion, they 

attempt to use the consumerôs ability to draw inferences to go beyond what is directly stated in 

the ad (Johar 1995). This method has proven effective enough to raise regulatory policy concerns 

regarding what inferences a reasonable person would draw from cigarette, alcohol, and cosmetic 

ads. In these ads, readers receive two messages, the surface statement and the ñrealò meaning 

beneath it (Stern 1992).  

 

Rhetorical Figures in Texts as Indirect Claims 

 

A common type of indirect claim is the rhetorical figure because rather than using a direct 

and literal method of communication, the rhetorical figure does so figuratively. It is the 

incongruity between the expressionôs form and its content that renders an implied meaning for 

the recipient of the ad to decode (Mothersbaugh et al. 2002).  

 

Since antiquity, rhetoricians have studied how to persuade audiences using figurative 

language, which they termed rhetorical figures. With only an oral tradition to work with, they 

became masters of the persuasive ñfigure of speech.ò Since then, the concept of rhetorical figures 

has transferred to text and to visuals. Textual rhetorical figures have been well studied in the 

marketing literature. In a study of headlines of full-page consumer advertisements, McQuarrie 

and Mick found that 86% of the ads studied contained rhetorical figures in the headline or the 

subhead (1993). The rhetorical figures they found fell into two broad categories: schemes and 

tropes. Schemes include such figures of repetition as alliteration (repeating of consonants) and 

anaphora (repeating a word at the beginning of successive clauses). Tropes include figures of 

wordplay (e.g., pun), figures of indirection (e.g., irony), and figures of substitution (e.g., 

metaphor). Tropes appeared more than 3.5 times as often as schemes. They postulated that the 
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figures appeared in the advertising because practitioners found them effective in a primary way 

and because practitioners recognized that persuasion goes beyond rational argument and included 

both nonrational and symbolic components.   

 

In specific research on tropes, researchers have found that for low involvement readers, 

those readers who are not actively searching for information to meet an explicit need, ads 

featuring tropes were more effective than ads featuring explicit claims (Toncar and Munch 

2001). When compared to ads with direct claims, advertising with tropes in the headlines and 

subheads were processed more deeply by low involvement readers. The readers also had a more 

favorable attitude toward the brand and a more favorable attitude toward the ad. Tropes are 

effective because much of the low-involvement media seeks to provide background information 

and to develop top of mind recall in the readers when that information is needed, so that when 

the consumer is finally prepared to buy, the product advertised with a trope in the headline will 

be the first to be considered (Toncar and Munch 2001). In a classification of rhetorical figures, 

tropes were found to be more irregular and as such are more complex than schemes. McQuarrie 

and Mick (1996) further subdivided tropes into two categories based on rhetorical operation: 

substitution and destabilization (McQuarrie and Mick 1996).  Substitution tropes include 

hyperbole (i.e. exaggeration) and metonym (i.e. substitution of one object for another). 

Destabilization tropes include paradox (i.e. a self-contradictory statement that expresses a truth) 

and metaphor (i.e. a term applied to something that is not literally applicable but which is 

suggested as a similarity). Destabilization tropes are shown to be more complex than substitution 

tropes because they deviate more from the literal interpretation of the text. 

 

Using the lens of literary criticism, Stern explores the use of metaphor in consumer 

advertising stating that metaphor works by implying an indirect similarity of a literal object, 

which has the attribute, to the metaphoric object, which does not (1990). The reader then 

supplies the omitted term which has been substituted by the metaphor. For example, one can take 

the metaphor ñbusiness is war.ò The reader ascribes the analogy between business and war works 

because the reader transfers onto business all of the qualities of war: chaos, danger, death, 

triumph, and loss onto business. Business figuratively becomes extended combat. Metaphor is 

similar to simile which uses ñlikeò or ñasò (business is like war). The mere dropping of the 

comparative word ñlikeò in a metaphor causes the reader to connote other meanings including a 

figurative ñtruthò about the subject. Stern further classifies metaphor as being single, extended, 

or open. Single metaphors have one main quality that is shared between the literal object and the 

metaphorical object. Extended metaphors have more than one point of similarity in common. An 

open-ended metaphor has an infinite number of shared points of resemblance which allow the 

reader to transfer many meanings on the metaphorical object. 

 

Visual Rhetorical Figures as Indirect Claims 

 

The rhetorical approach to figurative language can also be applied to visual images. 

Interpretive theory postulates that rhetoric is the senderôs attempt to influence the receiver in 

terms of the senderôs argument, articulation, and presentation. These elements form the thought 

of the message. These same elements can be applied to visual images as well. Scott construes 

visual rhetoric as representing concepts to invent a complex argument. This argument is carried 

out by the arrangement of visual elements, and how those elements are delivered forms a method 
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of evaluation of the intended message (1994).  

 

Just as the meanings embedded in cultural conventions and understanding can be 

conveyed through textual communication, meaning can be conveyed through visual 

communication as well. Like textual communications, visual communication requires that the 

viewer and the sender must share a system of conventions and a vocabulary of meanings 

stemming from the culture they share if the viewer is to be able to respond to the visual meaning 

of the ad (McCracken 1987). This application that combines Scottôs views of visual rhetoric with 

McCrackenôs shared system of conventions is supported by Holbrook. Holbrook uses the lens of 

semiotics to study the issue. Semiotics is the study of the processes of signs and communication. 

Relying on a subfield of semiotics known as pragmatics which studies how context contributes to 

meaning in communication, Holbrook found that people derive meaning from communication 

based on their behavioral responses to the signs within it. This pragmatic competence can only 

be achieved through experience, experience that is shared by the communicator and receiver. 

While noting that researchers must capture the Gestalt of the message and its configuration, 

Holbrook study illustrates how consumption symbolism and imagery form the meaning that 

viewers perceive in advertising (1987). 

 

McQuarrie and Mick studied visual rhetoric in consumer advertising, examining the two 

manners in which visual rhetorical figures affect consumer responses: increased elaboration and 

a greater pleasure in viewing the ad. This elaboration takes place because the reader must take 

apart the ñartful deviationò of the rhetorical image. Secondly the reader derives a certain amount 

of pleasure from decoding the meaning which the sender has artfully deviated (McQuarrie and 

Mick 1999). This pleasurable text concept is well linked to attitude toward the ad (Mick 1992). 

Echoing Scott, McQuarrie and Mick found that viewing an ad relies on the viewerôs culturally-

determined knowledge structure which determines and patterns the types of meanings the view 

will ascribe to the visual images in the ad. In their study of consumer advertisements, they found 

that foreign informants often failed to interpret visual tropes correctly because they lacked the 

necessary background in North American culture. While the foreign viewers could easily 

interpret what had deviated in the image, they were often unable to make the connection as to 

why it had deviated (McQuarrie and Mick 1999).  

 

Visual and Textual Rhetorical Figures in Combination as Indirect Claims 

 

Combining of visual and textual metaphors can create powerful effect. One such effect is 

advertising resonance. Resonance is defined as a ñwordplay in the presence of a relevant 

pictorialò play on words (McQuarrie and Mick 1992). The authors base their definition on the 

concept from semiotics called incongruous polysemy. In incongruous polysemy, the reader finds 

text that deviates from his or her expectation and as such the elements in the text now contains 

added meanings that would not be present if the text element were standing on its own instead of 

with the picture. The resonance created between the text of the headline and the visual element of 

the advertisement forces the reader to contend with a double meaning. This ambiguity forces the 

reader into an aesthetic experience that forces him or her to resolve the ambiguity and thus derive 

pleasure from the ad. Advertising resonance has been found to create greater liking for ads, more 

favorable brand attitudes, and greater recall for headlines. 

 



Proceedings of the Annual Meeting of the Association of Collegiate Marketing Educators (2010) 

106 

While previous research has dealt with the combination of visual and textual figures 

under directed processing, recent research has examined the effect of the combination of 

rhetorical figures under incidental exposure. Testing under incidental exposure is more 

generalizable because it more closely resembles how readers would view an advertisement in a 

magazine they are reading: the advertisements are incidental to the articles in the publication. In 

a single-exposure design in a magazine with articles and filler ads, those ads with rhetorical 

figures had higher ad recall and higher attitude toward the ad than those ads without rhetorical 

figures. Of the textual rhetorical figures, tropes had higher scores than schemes; however, the 

visual rhetorical figures had a greater impact than the textual rhetorical figures (McQuarrie and 

Mick 2003).  

 

As the metaphor is the most complex of the textual rhetorical figures, the combination of 

textual metaphors and visual metaphors is the strongest generator of indirect claims. Working 

with the concept of strong and weak implicatures used by Phillips in 1992, McQuarrie and 

Phillips have studied how metaphors presented in pictures and words affect readers of consumer 

advertisements (2005). McQuarrie and Phillips studied how weak implicatures generate 

inferences for readers to grasp the advertiserôs intent. Positing that the more weak implicatures 

viewers must hold at one time, the more likely the readers are to create their own general claims; 

the researchers found that readers were more receptive to the advertised brand after exposure to 

indirect claims in pictures or words than to direct claims. Secondly, those ads with visual indirect 

claims generated more multiple positive inferences about the product than the ads with verbal 

indirect claims (McQuarrie and Phillips 2005). 

 

ADVERTISING IN THE B USINESS TO BUSINESS WORLD  

 

 Though the effect of metaphor in consumer advertising has been examined, its 

effect in the B2B context has not. As a whole, B2B advertising is the least understood and least 

studied of all the types of advertising. In 1988, in a study of advertising research trends, Yale and 

Gilly found that industrial advertising was one of the most under-examined topics in advertising 

academia. Yale and Gilly grouped industrial advertising in a catch all group with five other less 

well-researched advertising topics. Together they represented a mere seven percent of all the 

articles published in the six leading advertising and marketing journals (1988). Ten years later 

not much had improved for B2B advertising. In a study of the past 25 years of the Journal of 

Advertising, the acme of advertising academic outlets, Muncy and Eastman (1998) found that no 

B2B articles were published in the journal. The largest percentage of articles (22%) dealt with 

consumer behavior aspects of advertising. They posited that the dearth of articles on B2B 

advertising stemmed from academicians finding it easier to research students and academics 

having fears of studying interoganizational relationships (1998). B2B advertising may be the 

sleeping giant of advertising academia. In the business-to-business market it is estimated that 

over US$3 billion are spent annually on advertising (Johnston 1994). While B2B advertising 

may be significantly under researched, it does offer some interesting differences and similarities 

when compared to consumer advertising.  

 

Business Context: Advertising Effectiveness 

 

 Consumer buyers buy differently from business buyers. Consumer buyers usually 
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buy with little or no consultation. They often display buy nonrationally, e.g. impulse or hedonic 

purchases. Business buyers are committee buyers who consult with other in the corporation 

before negotiating. Business buyers adhere to a rational actor model for purchasing products or 

services. Their purchases are profit motivated and must make sense within the firm and provide 

an advantage. However, it is the context of business that creates the biggest difference in 

measuring advertising: the producing firm, its sales force, the industrial buyer, and the company 

that will use the product or service. In the consumer context, advertising effectiveness can be 

directly measured by measuring how much product is coming across the scanner. However, in 

the B2B context, a purchasing team faces off against a sales force, yet these two players stand 

between the user and the producer of the good or service. This faceoff within a faceoff confounds 

the measuring of advertising effectiveness (and sales effectiveness). While all advertising is 

designed to create awareness and to create a favorable attitude toward the product, service or 

brand, in the B2B context companies use two vastly different ways to measure advertising 

effectiveness: communications effects and sales effects. Communications effect research 

examines if the ad communicates the desired message to the target audience. Its aim is to reveal 

the behavior characteristics of the customer. On the other hand, sales effect research attempts to 

link advertising to sales. This is particularly hard to measure because many factor influence sales 

including the salesperson, the presentations, promotional offers, and time constraints. For the 

B2B advertising manager choosing one method over the other leaves the results of the other 

metric unexamined. Some researchers have gone so far as to suggest that businesses create a 

third measure to take advertising, customer variables and sales results simultaneously (Johnston 

1994). 

 

 Another issue facing B2B advertisers is the type of research necessary to assess 

the impact of advertising on the market response. Most industrial marketers are generally too 

small to support the type of research necessary and often raise the old adage that half of the 

advertising is wasted, the difficulty is learning which half. Because they do not know if their 

advertising has been effective or how effective it has been, industrial marketers are forced to set 

their budgets using a nonempirical rule of thumb approach. The two most popular are allocating 

a percentage of sales as the advertising budget or using a task method where the budget is 

allocated based on the task the advertising is supposed to accomplish. However, some have 

found as many as 39.6 percent of companies use other methods or just arbitrarily pick number on 

which to base their advertising budget (Lilien et al. 1976). Thus for B2B advertisers, a missing 

key to success remains finding a metric to link the advertising quality to customer behavior. 

 

Business Context: Buying Process 

 

 While both consumers and industrial purchasers rely on similar decision process 

such as AIDA (attention, interest, desire, and action) or hierarchy effects (awareness, knowledge, 

liking, preference, conviction, and purchase), industrial buyers are different from consumers. 

Industrial buyers more often have a group decision-making process rather than individual one. 

Their purchases often entail long term relationships with sellers. The products they buy have a 

greater complexity than a consumer would see. These products are more often much more 

expensive and are often customized to the buyerôs specifications. Industrial buyers are influenced 

by many stimuli; and their behavior has both rational and emotional motives just like consumers 

(Patti 1979). But unlike consumers, B2B readers of advertisements are highly involved in their 
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reading and are busy looking for information (Chamblee and Sandler 1992). Buyers in the 

business-to-business process tend to be more rational as well. Companies know this and have 

followed suit. In a study comparing B2B service advertising to B2C service advertising, B2B 

advertising used a rational appeal in the headline 95.6% of the time, while B2C relied on rational 

appeals in the headline only 51.6% of the time (Turley and Scott 1997). 

 

 B2B advertisers may take some solace in the areas of similarity between 

consumer advertising and B2B advertising. In an early study of advertising in the copper and 

brass business, Mason found that Anaconda began using the industry slogan ñThink Copperò in 

its industrial advertising. While other companies did advertise during the period, Anaconda was 

the only one to use the slogan. After the campaign had run its course, research showed that 

readers of the ads had a higher opinion of Anaconda than did nonreaders. More interesting was 

that more readers had higher opinions of the company than of the competition based on every 

comparison point (1969).  This finding would indicate that a consistent message identifying the 

company is effective. Kohlman sees industrial advertising of company identity as important but 

takes a different approach. Presaging branding, Kohlman sees industrial advertising as the 

creator and communicator of company identity in the eyes of the purchaser. This identity creation 

helps salespeople get in the door to present to buyers. But B2B is more complex than B2C, 

salespeople present their own identities as part of the selling process to the buyers and this 

identity may often supersede the companyôs identity in the buyerôs mind. Therefore, continuous 

industrial advertising is necessary because the company must keep the companyôs identity before 

the buyer (Kohlman 1960).   

 

Business Context: Life Cycle of the Buying Process 

 

 For this reason, Patti contends that advertising is more effective in the early stages 

of the industrial adoption process because it mirrors the first steps of AIDA (awareness/interest) 

and the first stages of the Hierarchy of Effects (awareness/knowledge). Patti also noticed that the 

readerôs response to the advertisement was more rational the more differentiated the product was 

from competitors (Patti 1979). In subsequent research, Hartley and Patti discovered that each 

step of the hierarchy of effects requires a different type of message (1988). B2B advertisers 

focused their messages as follows: awareness step (35.0%), knowledge step (35%), liking step 

(9.4%), preference step (0.9%), conviction step (2.6%), and purchase step (10.3%). Kohlman 

presages these findings reasoning that B2Bôs advertising exists to open the door for the 

salesperson to close the deal (1960). Levitt also supports this phenomenon and credits the source. 

Levitt defines the source effect as an independent judgment by the audience of the advertisement 

that affects the reception of the message. Thus the greater the prestige of the company, the 

advertisement, or the publication, the more likely the ad will influence the audience to move in 

the desired direction. The source effect has been found to decline over time unless more 

advertising messages are available to support it, thus calling for a continued advertising effort 

(Levitt 1967).   

 

 However, the source effect is not a panacea. If the purchasing department is 

manned by highly competent professional buyers, the source effect will most likely only get the 

salesperson a first hearing among the competitors. The companyôs reputation based on its 

advertising is not likely to sway the industrial purchaser. However, the source effect can sway the 
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technical personnel, who are better judges of a complex productôs merits. Particularly when first 

examining complex new materials in sales presentations, technical personnel are influenced by 

the sellerôs advertised reputation provided the presentation is a high quality presentation. 

However,  in high risk situations, technical personnel are influenced by their technical expertise 

(Levitt 1967). Findings by Ronchetto, Hutt and Reingen support the understanding of the 

importance of technical personnel in highly complex product purchases because technical 

personnel could be seen as central to the workflow and having close direct ties to management 

(1989). Technical personnel, such as engineers and plant managers also have a greater role and 

responsibility in the purchases of highly complex new product purchases (Choffray and Lilien 

1978). 

 

Similarities Between B2B and B2C Advertising 

 

 But for all these differences between consumer behavior and industrial buying 

behavior, industrial advertising does have similarities with consumer advertising. Advertising 

layout has been found to affect reader response in industrial advertising. A relatively new layout, 

rebus style, was found more effective in creating awareness, interest, and preference than the 

more traditional Ayer #1 layout (Chamblee and Sandler 1992). The Ayer #1 layout consists of a 

headline at the top of the page, a picture under it and body copy beneath the picture. The rebus 

layout contains multiple elements and illustrations laid out in a convenient reading pattern. 

Sometimes the elements and pictures lie within the body copy; other times the copy wraps 

around the picture. This layout allows the advertiser to present multiple aspects of the product 

simultaneously to which conveys a gestalt about the product that would not be possible with one 

picture. The rebus layout is popular in current consumer advertising. Chamblee and Sandler also 

point out theat the Ayer #1 layout has lost favor in consumer advertising and suggest that esthetic 

and lifestyle issues have evolved and are reflected in layouts. This would indicate that changes in 

consumer sensibilities in advertising over time have also affected industrial advertising. 

 

 Others remind B2B advertisers to return to earlier times to keep their identity 

before the reader by using corporate symbols to connote the attributes of the brand in the minds 

of industrial readers (Lamons 2004). These symbols, such as Michelinôs tire man ñBibendum,ò 

help readers understand the brand better. The symbol builds corporate image by focusing the 

readerôs attention on brand expectation, 

 

RESEARCH QUESTIONS 

 

Researcher on the effectiveness of the use of visual and textual metaphor has mainly 

focused on the consumer market and has yet to be tested in trade advertising. While some 

parallels exist between consumer and trade advertising in terms of layout and message 

processing such as AIDA, industrial buyers are presumed to use a more rational and cognitive 

approach to purchasing products for business use. Unlike consumers industrial buyers also 

depend on sales people to inform them, so the effectiveness of advertising in B2B most often lies 

in creating awareness of the company and building the identity of the company.   

 

This begs the question: Do visual and textual metaphors in trade journals affect how 

industrial buyers make decisions? If visual and textual metaphors affect how industrial buyers 
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make decisions, how do they do so? 

 

Thus it is hypothesized  

 H1: Treatment ads with metaphors cause favorable attitude toward the ad. 

 H2: Treatment ads with metaphors cause favorable brand attitudes. 

 H3: Treatment ads with metaphors have favorable ad recall. 

 

These research questions and hypotheses suggest an experimental design adapted from 

McQuarrie and Mick (1992; McQuarrie and Mick 1999). In this laboratory experiment, subjects 

will be exposed to treatment ads containing textual and visual metaphors and control ads without 

the visual metaphor. All other elements in the ad will be held constant. 

 

METHODOLOGY  

 

Stimuli Construction 

 

 Six test ads will be based on actual magazine ads for information technology 

security applications, system analysis software, power management equipment, servers, email 

management systems, and web site management software that contained visual metaphors. The 

ads will be scanned by a professional artist and duplicated by the artist using graphics software. 

A fictitious brand name will be given to each ad and a direct (nonfigurative) headline will be 

given to each ad. The ads will be produced to appear online as magazine ads that had been 

digitally scanned for presentation. Each ad will appear in two versions, the blocking ad with the 

visual metaphor removed and the treatment ad with the visual metaphor present. The rest of the 

picture, the headline, the text, and other semantic cues will be held constant. Nonfigurative and 

figurative treatments will be alternated within each subject so each subject will see half the ads 

with a visual metaphor and half the ads without a visual metaphor. 

 

The ads will then be inserted in a mock IT magazine composed of 32 pages. The 

magazine will contain stories of interest to IT professionals which have appeared in recent issues 

of IT magazines. 

 

Subjects and Procedure 

 

 The data will be collect from readers of three information technology magazines 

geared toward technology decision makers. Readers of the magazines will contacted via the 

Internet. Subjects will be offered an incentive of $10 for completing a usable survey online. 

Three thousand dollars will be budgeted for incentives for 300 surveys. The subjects will be 

directed to the website to take the survey. The website will show a ñcountdown clockò showing 

how much incentive money is left for disbursement. Readers who have not responded after two 

weeks will be re-contacted by email and asked to participate. As a motivator, the email will also 

show how much money is left for disbursement. 

 

When the subjects enter the experiment, they will be told that it is a study on magazine 

reading habits targeted to IT professionals who will make managerial and technical decisions for 

the purchase of information technology to support their companyôs needs. They will be told that 
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this type of testing is common in magazine publishing and that the magazine pages are a rough 

layout. They will then be asked to answer a series of questions about how they read trade 

journals, how they are influenced by trade journals, what articles and topics they would like to 

see, etc.   

 

Then they will look through a ñvirtualò copy of the magazine. They will be able to look at 

the magazine for as long as they wish before closing the section of the survey and answering 

another series of questions focusing on how the magazine is written and its value. Mixed with 

these will be questions about ad liking and ad influence on industrial purchasing decisions. The 

subjects will need about five to ten minutes to answer these questions. Then they will answer a 

series of questions on ad recall.  

 

Once they have submitted the questionnaire, the subjects will be debriefed and the nature 

of the experiment will be explained to them. 

 

Measures of Treatment Effect  

 

 Attitude-toward-the-brand, or brand liking, will be measured using a ten point 

semantic differential scale developed by Gill, Grossbart, and Laczniak (1988). In this study, 

instrument reliability is high with a Cronbachôs alpha of .95. The ten point scale is anchored by 

good/bad, dislike very much/like very much, favorable/unfavorable, and worthless/valuable. 

 

Attitude-toward-the-ad, or Aad, will be measured using a semantic differential scale 

developed by Coulter (1998). In this study, instrument reliability is high with a Cronbachôs alpha 

of .90. The ten point scale is anchored by favorable/unfavorable, positive/negative, bad/good, 

and liked a lot/ not liked. 

 

Ad recall will be patterned after McQuarrie and Mick (1992). After the subjects have 

answered the brand liking and ad liking questions, they will be asked to recall as many headlines 

and as many graphics (which included the visual metaphor and the control) as they can. Two 

judges, working independently, will be used to code the responses by judging the accuracy of the 

subjectsô recall of the ad. The judges will be blind to the purposes of the experiment. Accurate 

recall will be defined as an approximate reproduction of the headline including the differentiating 

graphic (McQuarrie and Mick 1992). 

 

Analytical Procedure 

 

The research hypothesis and data collection suggest analytical procedures involving two 

one way analysis of variance tests. 
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EXTENDED ABSTRACT 

 

As the US student population evolves, universities need to adapt course selection options 

and design programs that will attract, retain and meet studentôs needs. Institutions of higher 

education are wrestling with the notion of adjusting their offerings to give students greater 

choice in course selection (Ackerman and Gross, 2006).  Having a one-size-fits-all model may be 

too restrictive to be adequate in addressing the different needs of the students. Students usually 

prefer to have alternative from which to choose so that they can individualize their university 

experience and include courses within the context of their own lifestyle (Schwartz, 2004). 

 

Universities seem to consider their students and their potential employers as customers 

with higher education as the product (Ackerman and Gross, 2006).  While having a choice is 

generally viewed as empowering, the challenges associated with offering a wide selection is 

shared by universities across the country (Wathieu et. al, 2002). Satisfaction can also be 

impacted by the loss of attractive alternative options (Carmon, et. al., 2003). When deciding 

what program to study, the amount of choice offered by the university may be a differentiating 

factor. Insufficient student choices may lead to dissatisfaction. On the other hand, too many 

choices could lead to stress and cause postponed or later graduation (Ackerman and Gross, 

2006). Students have expressed that their main purpose is to graduate, and they are concerned 

about making course selection mistakes. While students appreciate the opportunity to follow 

individual interests (e.g., internships, independent studies, field projects, and service learning 

projects), they also derive some reassurance from having basics prescribed. They place a value 

on supervision and guidance (Ackerman and Gross, 2006). 

 

Research on the course selection process includes the use of published student 

evaluations of teachers and instructor attributes. These student evaluations gauge instructor 

popularity or reputation and appear to have a major impact on course choices (Wilhem, 2004). 

With teacher evaluations, students place more value on carefully organized lectures, experienced 

presentation skills and speaking abilities, and lessons that allow students to build useful class 

notes (Marks, 2000). Fairness of grading and workload difficulty wielded relatively little 

influence on course selection (Wilhem, 2004). In learning activities, students show academic 

preferences for courses that provide a level of stimulation, effort, and real-world applications 

(Davis et. al., 2000). Since students have preferred learning styles, matching those preferences 

with instructor teaching styles is considered as being directly related to student performance 

(Davis, et. al., 2000). 

 

Students have more interest in taking the courses in their major than in general core 

requirements.  They prefer upper-level electives rather than in survey courses.  In general, their 
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preference is for courses that are associated with their person goals and aspirations (Ackerman 

and Gross, 2006). Offering information about different instructional approaches may help 

students make selections from multiple sections of the same course. To better understand how 

students make these decision, this research was undertaken to better understand the selection 

process that students go through when determining their course schedule for a semester. 

 

The instrument designed for this research was a self-administered, structured, 

undisguised questionnaire. Seven-point Likert scales were used extensively to assess the 

following: the Instructor (teaching style, homework given, number and types of exams, power 

points used, extra credit opportunity provided, etc.); the course (time of the day, day of the week, 

location, type of course, etc.); other factors (building, facilities, syllabus, elective versus 

mandatory, etc.); satisfaction with the institution along with demographic questions were also 

included on the instrument. The study was conducted among a projectable sample of the student 

population at a mid-sized southwestern state university. The overall ending sample was 242 

students.  

 

While most of the details will be presented at the conference, we found support with 

existing research where the value of a course is a function of instructor-controlled factors such 

as the kind of assignments, availability of guest lectures by professionals, and the quantity of 

lecture material directed toward real-world applications (Wilhem, 2004). It is apparent from this 

research that students want choices. A lack of choice leads individuals to perceive a threat to 

freedom and decreases their sense of control. Conversely, presenting a great deal of course 

choice may also be counter-productive (Ackerman and Gross, 2006).  Students select the courses 

that provide useful knowledge, even if the workload is heavy and the instructor is believed to be 

a demanding grader (Wilhem, 2004). Students assign value on knowledge that is pertinent to 

their major and future career. 
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EXTENDED ABSTRACT  

 

With increasing retailer demands on suppliers for Temporary Price Reduction promotions 

(TPRs), it is important for students to understand TPR profit and distribution strategy effects.  

Limited time for teacher preparation often prevents examination of the topic.  This assignment 

exposes students to channel considerations involved in supplier TPR decisions.  It requires little 

preparation and uses class discussions.  This exercise combines a ñwhat ifò spreadsheet 

requiring only basic computer skills, with product- or brand-manager role-playing and a 

business memo format written assignment to achieve Bloomôs higher educational objectives of 

understanding, integration, and application.  Although the exercise has been reported before for 

one school, this paper extends learning assurance validation to a second university and teacher 

and to a new type of course.  Using teacher supplied baseline parameters, students project sales 

and profits and develop recommendations regarding TPR participation.  The assignment and 

spreadsheet may be obtained from the authors (kmarshall@alcorn.edu) in Word and Excel 

formats.  

 

Concept integration across courses and disciplines is desired.  The assignment requires 

students to use concepts from marketing, accounting and management, such as channel demands 

and strategy, break even analysis, demand elasticity, sales goals and margins, financial goals, 

buying patterns, and brand loyalty, to anticipate TPR effects on sales and profits.  TPRs, as sales 

promotions, are discussed in marketing textbooks, and students are encouraged to investigate 

recent literature on the effects of sales promotions on consumers, retailers and suppliers.   

 

The assignment is given to the students after a lecture on sales promotions as presented 

in marketing textbooks.  Following spreadsheet presentations, discussion of discounts to use and 

the profit and sales impacts expected, students develop and justify recommendations regarding a 

TPR participation demand from a retail chain.  The instructor provides spreadsheet input 

parameters for annual sales, manufacturing costs, broker commissions, and set-up charges 

required by the retailer.  Students must define the TPR amount, and estimate the expected change 

in sales and the number of months that regular sales might be affected.  Computed cells report 

the total program costs and effects on unit and dollar sales and profits.  Students must justify 

student-defined entries and interpret the managerial implications of the computed cells.  Special 

topics that can be discussed to help the student understand the business impacts of TPRs include 

whether breakeven units are feasible, and how regular sales volume may affect the profitability 

of the program.  Brand loyalty is an important topic for discussion.  Students can consider why 

different products generate brand loyalty, how this may affect the TPR attraction to new buyers, 
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whether new trial buyers will become regular buyers, and whether new-buyer sales will offset 

losses from sales to brand loyal customers who stock up during sales promotions.  Once the 

challenge is recognized, the model leads to lively class discussions.  

 

Student Reception of the TPR Assignment.  The spreadsheet spurs student interest in 

how TPRs work.  Students debate the advisability of sales promotions, which leads to discussions 

of the need to balance channel demands and profit goals.  Students are often surprised at the unit 

sales increase needed to offset a TPR.  Student interest in how changing inputs impact profit and 

unit sales outcomes is particularly encouraging.  The real learning comes when the student uses 

the spreadsheet to develop a recommendation and then provides a written justification of the 

recommendation.  Questions in the assignment provide focus and structure to guide the studentôs 

analysis.  The assignment questions also serve as a basis for class discussion after the 

assignment is given but before it is due so that confused students can ask questions and gain 

understanding.   

 

Student Assessments of the Assignment.  The Assignment was presented to four different 

classes (undergraduate and MBA) at two universities using two professors during the academic 

years 2007-2009.  Each professor taught two classes.  The first class at the first university 

included twelve undergraduates and four MBAôs in a combined principles of marketing course.  

All of these students were used in the analysis of all classes combined, but only undergraduate 

results are reported for class specific analysis.  The second class was a required marketing 

metrics MBA course with ten students.  The second professor, located at a different university, 

taught two sections of a required MBA marketing strategy course.  One section, with 27 students, 

met in a conventional classroom setting.  The other, with 27 students, met in a distance learning 

format in which the class met physically together on three occasions, but not during the TPR 

assignment.  For learning assurance purposes, students were asked to complete a questionnaire 

and return it anonymously to the professor.  Students were assured that responses would not 

affect grades and questionnaires would not be (and were not) reviewed until grades had been 

turned in.  The questionnaire had two items for each of seven learning objectives (profit impacts, 

channel demands, breakeven assessment, financial goals, unit sales required, need for test 

marketing, and demand elasticity).  Students were asked to rate his or her level of understanding 

by responding to statements about clearly understanding the topic of the learning objective 

before and then after the assignment.  Responses were level of agreement scores on a scale of 1 

(Strongly Disagree) to 5 (Strongly Agree) with 3 as  ñNeutral.ò  Data was analyzed using paired-

comparisons t-tests.  One-tail tests were used because expected changes for all objectives were in 

the direction of improvement.  Taking all classes together, average student self-evaluations 

significantly increased for all learning objectives following the TPR assignment (P<.005).  The 

greatest improvement was in understanding profit impacts and channel demands, followed by the 

need for test marketing and breakeven assessments.  In class-specific assessments, all learning 

objectives also showed statistically significant improvements regardless of teacher.     

 

Limitations and Further Work.  As presented, the assignment is limited to a retailer 

channel and does not consider long-term TPR effects.  While this simplifies the assignment, the 

current success justifies elaboration.  Future market share gains, greater awareness of the brand, 

and acquisition of new brand loyal customers are possible effects for more elaborate 

simulations.  There is also a need for further testing with more professors and the authors 
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request volunteers. 
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EXTENDED ABSTRACT  

 

Corporate culture plays a key role in determining the working climate, leadership style, 

strategy formulation, organization behavior, and processes of the firm (Saffold 1988). Culture 

must permeate an organization to make a difference (OôReilly 1997). In RBV, culture is a 

valuable organizational resource because it is created over time, is intangible, is difficult to 

imitate, and has the potential for moving the firm to a position of competitive advantage (Helfat 

and Peteraf 2003). Studies show that a strong corporate culture contributes to improved 

performance, directly in terms of specific achievements (Deshpande´, Farley, and Webster 1993) 

or indirectly by enhancing commitment and motivation associated with challenges linked to 

success (Lim 1995).  

 

The goal of this research is to investigate organizational climate factorsô (innovativeness 

and open-mindness) moderating role in the various relationships between NPD capabilities and 

NPD performance. To understand the specific role of organizational climate factors in the 

various NPD processes, we suggest NPD capabilities as a composition of various steps (idea 

generation, idea screening, technical development, market test, and commercialization) and 

various NPD performance measures (sales change, sales growth, profit performance, market 

share performance, ROI, ROA, and cash flow). 

 

We surveyed 84 U.S. firms (originally from the list of the High-Technology Marketplace 

Directory). All companies met the criteria of developing and commercializing new products. The 

key informant was the project manager of a most recently developed product.  

 

The results of the main-effects between new product capabilities and NPD performance 

show that most of new product capabilities, except technical development, are positively 

associated with various measures of NPD performance. For example, idea generation is 

positively associated with sales growth, market share, operation profit, ROI and ROA. Idea 

screening is significantly associated with sales growth, market share, operation profit, ROI and 

ROA. Commercialization also showed positive relationships with sales growth, market share, 

operation profit, ROI and ROA. However, all of the relationships between technical development 

and new product performance are not significant. Market test also has no significant relationship 

with operation profit and ROA. 

 

Based on the moderated regression analysis results, we found a significant moderating 
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role of an open-minded culture on the link between NPD capabilities and NPD performance. For 

instance, open-mindness moderates the effects of idea generation on sales growth, market share, 

operation profit, ROI, and ROA. Open-mindness also moderates the effects of idea screening on 

sales growth, market share, operation profit, ROI, and ROA. But, only the effect of technical 

development on the market share is moderated by open-mindness. For market test and 

commercialization, open-mindness has significant moderating effect only on sales growth and 

market share.  

 

For innovative culture, the findings indicate that innovativeness influences the 

relationship between idea generation and sales growth, market share, operation profit, ROI, and 

ROA. Innovativeness also moderates the effects of idea screening on sales growth, market share, 

operation profit, ROI, and ROA. When we examined commercialization, we found significant 

interaction effects to sales growth, market share, operation profit, ROI and ROA performance. 

 

Although, not all of performance dimensions are supported in our hypotheses, the results 

suggest that researchers must understand the research context and choose meaningful measures 

of NPD performance for suggesting appropriate explanations. Additional research is needed to 

test other types of organizational cultures. Organizational culture is a complex construct that 

encompasses many dimensions. Future research could be directed toward inclusion of other 

important dimensions.  
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ABSTRACT 

 

Most companies including healthcare organizations interface significantly with other 

organizations.  In particular, the development of affiliations and health systems over the past 20 

years has created situations where many provider organizations are working more closely 

together.  Surprisingly, there is very little information in the literature describing the impact of 

alliances, affiliation, etc. on the different brands involved.  This may be due to concerns about 

sharing proprietary information and partly due to it not being a metric that is usually anticipated 

or measured.  A review of the literature and a study conducted by the authors provide new 

insights for healthcare marketing and strategy executives and academicians. 

 

 

INTRODUCTION  

 

Organizations generally partner to allow both organizations to better meet customer or 

market needs that might be difficult to meet on their own.  It allows each organization to take 

advantage of its partnersô complementary strengths and capabilities to increase revenues, expand 

markets and improve market position.  One of the first steps generally introduced in any alliance, 

affiliation or partnership is marketing initiatives that are co-branded.  Co-branding involves two 

or more organizations placing their brands on a product or service in an attempt to project a 

desired image to the consumer.  The objective is to create an end-user message that is greater 

than what either of the individual brands alone could generate. 

 

REVIEW OF LITERATURE  

 

Simonin and Ruth (1998) tested a model (see Figure 1) in which attitudes toward a brand 

alliance were affected by four factors:  pre-attitude towards Brand A, pre- attitude towards Brand 

B, product fit and brand fit.  They concluded that 1) brand alliances significantly affect each of 

the individual brands; 2) prior attitudes towards each individual brand affects attitudes towards  

the alliance; 3) both product fit and brand fit significantly affect attitudes towards the alliance 

and, 4) when two highly familiar brands ally, they experience equal effects. 
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Figure 1
What Contributes to Perceptions of 
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Keller (2003) also created a model to explain how brand alliances were impacted.  Figure 

2 shows the four broad categories ï places, things, people and other brands.  He concluded that 

in an increasingly networked economy, linking an organizationôs brand to other entities is a 

crucial skill for marketers to understand to optimally position their organizations.  In addition, he 

noted that co-branding may be more effective than what can be achieved through traditional 

product marketing programs.  Baumgarth (2004) tested Kellerôs model on 342 students and staff 

at a German university.  His study confirmed Kellerôs model but he noted that brand fit was more 

important than brand attitudes towards the individual brands were less important.    
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Figure 2
What Contributes to Perceptions of a Brand
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Dickinson and Barker (2007) noted that attitudes toward one brand can be transferred to 

another through marketing efforts (See Figure 3).  They also indicated that brand fit, attitude and 

familiarity help or hurt.  Consumers more familiar with the companies were more likely to rate 

the co-branded entity as better than those less familiar. 

 

Figure 3 Evaluating Brand Alliances 
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Figure 4, Helmig et al (2008) introduce a theoretical model of co-branded products where 

the two end objectives of a co-branding effort are affected by five clusters of factors and three 

clusters of spill-over affects.  The end objective of economic success is affected by the 

characteristics of constituent brand/products, characteristics of the co-branded product, fit 
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between the constituent brands/products, fit between the constituent brands with co-branded 

product and personal specific behaviors.  The end objective of positive effects on constituent 

brands is affected by characteristic of constituent brands, characteristics of co-branded products 

and fit constituent brands/product.   

 

The authors note that communication regarding a co-branded launch should emphasize 

the functional benefits of the co-branded product and highlight the emotional and personal fit of 

the two partners. 

 

In Figure 5, Payne et al, (2009) present a brand relationship model based on consumer 

information processing and consumer experiential perspectives.  The authors argue that their 

model more clearly represents the complexity of co-branding a service.  In particular, they 

emphasize the importance of understanding the consumerôs experience as a factor in evaluating 

the success of the co-branded initiative. 

 

Figure 4 
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Figure 5 
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Park, Jun and Shocker (1996) conducted a study of 235 graduate students of brands Slim-

Fast and Godiva Chocolates on a hypothesized cake mix.  A Slim-Fast, Godiva Cake Mix was 

rated as significantly more preferred over just a Slim-Fast Cake Mix or a Godiva Cake Mix.  The 

higher rating was attributed to the good brand fit between the two brands.  (See Figure 6) 

 

 

 
 

So what can we take away from this review of the literature.  First, prior attitudes towards 

each brand affect the perceptions of the alliance.  Second, brand fits seems to be the most 

important factor in generating a successful co-branded effort.  Third, when two highly familiar 

brands form an alliance, both should positively benefit.  And fourth, the more experience 

consumers have with each brand, the greater likelihood that previous experience will impact the 

success of the co-branded effort. 

 

  

Figure 6 
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Research Study 

 

Referral Center (RC) located in a large rural state had decided to reach out to as many 

community hospitals as were interested to find ways to help each become financially stronger.  

RCôs competitors had been employing a ñstrip-miningò approach to rural areas, sending their 

doctors to small towns to bring the patients with good insurance back to the big city practices 

and hospitals, leaving rural doctors and hospitals to serve the uninsured and low paying insured.  

In most rural towns/counties, the local hospital is the largest employer and as these smaller 

hospitals began to lose profitable volume they were reducing staff to stay financially afloat.  

RCôs strategy to keep financially appropriate patients in the local community by sending RC 

specialists to see patients at community hospitals and to train local physicians and hospitals on 

how to treat and manage less-acute patients was received positively.  In return, RC expected that 

these closer working relations would result in the referral of appropriate higher acuity patients.  

By keeping lab tests, radiology scans, simple surgeries and admissions local, community 

hospitals, were able to grow their volume, as was Referral Center (RC).  (See Figure7) 

 

Figure 7
Change in Hospital Admissions

Affiliated 

Hospitals 2004 2008 %

D 2,231 2,701 +21%

C 1,287 1,511 +17%
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A 5,361 5,336 0
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As part of this strategy, formal affiliations were developed for Cancer, Heart, Childrenôs 

Care and Stroke; as well as, less formal arrangements in ENT, digestive diseases, neurosciences 

and pulmonary.  In the formal affiliations, the RCôs protocols and medical oversight was 

provided. 

 

After several years of forming and implementing the strategy, it was decided to measure 

the impact of these partnership relationships on consumer knowledge and perceptions. 

 

Research Methods 

 

The CEOs of seven partner community hospitals of Referral Center (RC) were contacted 
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in August 2008 and asked if they were okay with RC conducting a consumer study regarding if 

consumers in their markets were aware of the partnership and likelihood to use both 

organizations in the future.  Five CEOôs responded and asked to have their hospital included.  A 

survey of 401 interviews stratified by county were completed by phone from September 17 to 

September 25, 2008.  Consumers were called at home by a market research firm and told the 

purpose of the study and invited to participate.  No incentives were used.  Each hospital was the 

only one in its county.  Total sample error was 90% confidence range at +/- 4.1% and 90% at +/- 

9.2% at the county level.  A sample of 80 consumers per county was chosen.  Respondents were 

screened and only interviewed if primary or shared head of household, 21 years or older, the 

healthcare decision-maker for the household, and resident of the defined county. 

 

Results 

 

Figure 8 shows that 42% of the respondents were aware that their community hospital 

partnered with the Referral Center.  The counties with the highest awareness had been more 

actively partnering and promoting their relationship.  In the lowest scoring county, E, the local 

hospital had just announced an exploratory relationship with the Referral Center. 

Figure 8
Awareness of Partnership with Referral Center

64%

51% 51%

33%
29%

0%

10%

20%

30%

40%

50%

60%

70%

A  (n=80)        B (n=81)         C (n=80)    D (n=80)           E (n=80)

Q:  You may have noticed that some Kentucky hospitals have formed partnerships, where physicians from one 

hospital will see patients at the other hospital.  Are you aware of any partnership between (County hospital)

and any other Kentucky hospital or health system?

Overall:  42%

 
Figure 9 shows that 61% of the respondents felt their local hospital only provided some, a 

little or none of what they are looking for.  The assessment of local community hospitals not 

meeting all of consumersô needs ranged from 69% to 44%. 

v 

 

 

One of the interesting results of the co-branding was that consumers had higher 

expectations that the patient experience would be improved and they expected increased 

availability of healthcare services.  (Figure 10 and 11) 

Mean   42% 
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Figure 9
Expected Change in Patient Experience

78%

93%
87%

79% 78%

65%66%
74% 74% 75%

61% 60%

Total                 D                   B                   A                    E                   C

Aware of RC Partnership Informed of RC Partnership

Q:  Based on everything you know and feel about (County Hospitals) and Referral Center, do you think the

patient experience at (County Hospitals) will (improve a great deal/improve a little/not really change/ worsen 

a little/worsen a great deal) because of its partnership with Referral Center?

Improve a Great Deal/Improve a Little

 

Figure 10
Expected Change 

Available Health Care Services

78%

90%
87%

82%
78%

60%

73%

84%

75%
72% 75%

65%

Total            B                    D               A                    E      C

Aware of RC Partnership    Informed of RC Partnership

Q:  Based on everything you know and feel about (County Hospitals) and RD, do you think the

patient experience at (County Hospitals) will (improve a great deal/improve a little/not really change/ worsen 

a little/worsen a great deal) because of its partnership with Referral Center?

Improve a Great Deal/Improve a Little

 

 

  

Mean   66% 

Figure 11 

Aware of partnership           Mean = 4.24  SD = .95 

Informed of partnership      Mean = 4.07  SD = .95 

Aware of partnership           Mean = 4.31  SD = .92 

Informed of partnership      Mean = 4.13  SD = .89 

Figure 9 
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The two major co-branding findings most important to the referral center and the 

community hospitals related to future use of the community hospitals and of the Referral Center.  

In Figure 12, 59% of the population said they were much more or somewhat more likely to use 

their community hospital now that Referral Center physicians were seeing patients in the local 

hospital.  The percentage ranged from 70% to 46%. 

Figure 9
Likelihood to Use Community Hospital

ÅOverall, 59% of respondents say they are much more or somewhat more likely to use their

community hospital now that RC doctors are seeing patients there.

Total          D                A B E  C

(n=401)  (n=80)      (n=80)   (n=81) (n=80) (n=80)

Q:  If you were in need of medical care, would you be much less, somewhat less, no more or less, somewhat more likely

or much more likely to use (Hospital) in the future now that RC doctors are seeing patients there?

59%
70% 66% 64%

59%
46%

20%

16%
18% 20%

23%

19%

15%
5% 8% 9%

16%
26%

Somewhat more likely: 29%

Much more likely: 30%

Much/Somewhat Less Likely

No More or Less Likely

Much/Somewhat More Likely

 Figure 13 shows that 53% of the respondents said they were much more or somewhat 

more likely to use the Referral Center now that the two organizations had formed a partnership.  

The percentages ranged from 65% to 48%. 

Figure 12 

Mean  =  3.70   SD  = 1.25  
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ÅOverall, 53% of respondents say they are much more or somewhat more likely to use a 

RC facility now that RC doctors are seeing patients there.

Q:  If you were in need of medical care, would you be much less, somewhat less, no more or less, somewhat more likely

or much more likely to use a RC facility in the future now that (Hospital) and Referral Center have formed a partnership?

53%
65%

62%
51% 50% 48%

22%

18%
22%

26%
25% 18%

19%
11% 15% 15%

23% 24%

Somewhat more likely: 29%

Much more likely: 24%

Much/Somewhat Less Likely

No More or Less Likely

Much/Somewhat More Likely

Figure 10
Likelihood to Use Referral Center

Total              A             B                D              E         C

(n=401)   (n=80)      (n=81)     (n=80)    (n=80)     (n=80)

 In addition, further analysis (see Figure 14) of which consumers were more likely to use 

and less likely to use both the referral center and community hospitals was conducted.  Previous 

utilization, female gender and income were predictors of likelihood to use or not use. 

 

 

 

Impact of Co-Branding on RC and Community Hospitals 

 
  

Figure 13 

 

Figure 14 

Mean  =  3.51   SD  = 1.28  
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DISCUSSION 

 

The data indicates that both partner brands and the referral center brands were positively 

influenced.  Perceptions, attitudes and future behavior were all positively impacted.  We believe 

this is due to the good fit between the brands and supported by the clinical and operational 

programs created.  It appears in this case that the co-branding approach is a win-win for all 

involved.  As would be expected, those who were familiar with the partnerships were more likely 

to rate both the local hospital and referral center more positively than those less familiar. 

 

One unexpected side effect of the co-branding is the increased expectations from 

consumers regarding medical care.  Making sure both the community hospitals and the Referral 

Center can deliver the expected benefits around patient care and availability of services has 

become an important and increasing focus of the partnership.  

 

Increasingly in healthcare, competition is between large systems or alliances of hospitals 

and other entities as opposed to competition between individual firms.  While there are many 

configurations of alliances/networks, simple co-branding of joint efforts appears to be an 

effective strategy for competing and creating marketing advantages. 

 

The findings of this study seems to support the findings of Keller, Baumgarth, Park that 

increased familiarity with the individual brands and good product fit between the brands results 

in an increased likelihood to use a co-branded service.  However, previous experience with each 

brand had a noticeable effect on likelihood to use that organization in the future but experience 

with the partnerôs brand did not affect future use of the originating brand. 

 

MANAGERIAL IMPLICATI ONS 

 

Identifying which co-branded products or services to offer starts with identifying where 

there are gaps in product, service, quality and access.  In our case, consumers were leaving their 

communities to receive medical care.  By Referral Center providing that care at their local 

community hospital, patientsô needs were better met.  

 

It appears when there is a good fit (like in this study), both co-branding organizations can 

improve their market position.  Co-branding is a corporate strategy worth pursing. 

 

Recognize that expectations of the co-branded service will likely exceed the expectations 

of each individual brand and be prepared to increase investments in clinical programs to improve 

operational components of the experience.  RC continues to add additional days of service, more 

types of sub-specialty care, and to invest in personalized access/appointment personnel to meet 

increasing expectations. 

 

Co-branding can lead to more formal organizational structures.  RC is involved in more 

discussions regarding increased organizational integration and acquisition. 

 

Conducting studies like the one presented and sharing it with partners and potential 

partners can be a useful strategy for building alliances.  
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FURTHER RESEARCH 

 

Our research indicates some potential customers were not favorably impressed by a co-

branded effort.  Better understanding what factors contribute to this negative attitude would be 

useful.  In addition, the advantages and disadvantages of a long-term co-branded relationship 

would provide useful managerial information. 
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ABSTRACT 

 

Post-purchase return intent plays an important role in shaping up firmsô return policies. 

Interestingly enough, the literature lacks theoretical support to facilitate a better understanding 

of the consumer returns decision process itself.  The present research addresses the gap by using 

hedonic and utilitarian utilities theory to position the post-purchase return intent within the 

broader context of consumer behavior and supply chain management.  An experiment tests the 

relationship between these two types of utilities and the return intent.  Managerial implications 

and future research directions are presented following the research findings.  

 

 

INTRODUCTION  

 

Supply chain management is often defined as the art and science of ñproactively planning 

and coordinating the flow of products, services, and information among connected firms 

focusing on creating and delivering value to end users.ò (Cavinato 1992, p. 285).  However, not 

all buyer-seller exchanges end with delivery of the product to a satisfied end user.  This approach 

considers only the downstream flow of the products, services, or information to the end user.  

When the end user is not satisfied with the value received the seller often allows the buyer to 

return the product.  Practitioners and academics alike are starting to recognize the importance of 

the return movement of products and services as an additional flow in the supply chain.  Rogers 

and Leuschner (2004) point out that the management of returns is one of the distinct dimensions 

of the supply chain concept as compared to the traditional logistics-oriented perspective.  Rather 

than be considered as two independent flows supply chain management treats each flow as a part 

of a continuous supply chain loop.  Understandably, the question of how to ñclose the supply 

chain loopò in terms of extracting social, business, and environmental value-added for all the 

participants in the supply chain takes center stage in returns management research agenda  (Wells 

and Seitz 2005).  The following definition is illustrative: ñReturns management is the supply 

chain management process by which activities associated with returns, reverse logistics, gate-

keeping, and avoidance are managed within the firm and across key members of the supply 

chain.ò(Rogers et al. 2002, p. 1) 

 

The increased interest in the return movement of products and service from the point of 

consumption back into the supply chain is supported by the following statistics, from 1990 to 

1999, only 0.88% of supply chain and/or logistics related articles were discussing returns 

management.  From 2000 to 2004, this number jumped to 4% (Rogers and Leuschner 2004). 

Such increased interest in the field is understandable as the annual costs associated with returns 

within the United States are estimated to be close to $1 billion, which cut organizational profit 
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margins by an average of 3.8% (Blanchard 2005).  In their review of returns management-related 

literature, Rubio et al. (2008) state that the main streams characterizing research in the area are 

focused on organizational (firm-centered) efforts related to asset recovery, production planning 

and related returns inventory management, and reverse logistics within the supply chain 

umbrella. Since firms realize that returns are costly, they struggle to find ways to reduce them in 

the supply chain (Rogers and Tibben-Lembke 1998).  This predominant firm-centered focus is 

justified because, as in every relatively young business discipline, showing the effect of returns 

on the bottom line is a necessity (Stock 1998).  However, focusing only on the firm by excluding 

the customer from the returns-related value equation may prove myopic (King et al. 2008).  They 

introduced the term ñgate keepingò to describe efforts by firms to monitor activity at the point of 

return to illustrate the importance of the interaction between companies and final consumers in 

reducing returns.  

 

Developing and institutionalizing policies and procedures that both facilitate and control 

returns is the focal point of investigation when returns-related consumer behavior is discussed 

(OôBrien et al. 2009). Whether these policies are characterized as ñextremely liberalizedò/ ñno 

questions askedò type like Wal-Mart (Sciarotta 2003) or tend to impose certain limitations on 

returns-related refunds to prevent fraudulent intent (Hess et al. 1996), they remain substantially 

different across firms, products, and industries, illustrating the challenging nature of the business 

to customer relationships in returns settings (Wood 2001).  

 

Consider the following, returns policies and returns processing are heavily influenced by 

reasons stated by customers for returns (Obrien et al. 2009).  However, these companies do not 

trust these same customers to be honest (King et al. 2008).  On one hand, firms operate on the 

basic assumption that consumers tend to exhibit fraudulent behaviors, with terms like 

ñdishonestyò, ñdeshopingò, and ñretail crimeò used to illustrate firmsô prevailing attitudes toward 

customers who return products (King et al. 2008).  On the other hand, customers are equally 

suspicious of firms and voice their frustration with inferior product quality, price gimmicks, and 

firms constantly trying to ñrip them offò in any exchange as the main reasons for consumers to 

take advantage of returns processes (Hunt and Nevin 1981).  This apparent paradox deserves 

further attention. While the organizational perspective has been largely addressed through the 

development and implementation of returns policies and regulations (Petersen and Kumar 2009), 

focused studies using the customers as units of investigation related to their returns intentions are 

scarce.  

 

This research addresses the gap by incorporating the theory of hedonic and utilitarian 

satisfaction in more closely investigating the thought process behind shaping up consumersô 

intent to return a product.  In general, this theory suggests that consumer attitudes and intentions, 

including the intent to return a product, have two distinct components: 1) hedonic and 2) 

utilitarian (Batra and Athola 1991).  While the current research acknowledges the notion that 

how useful or beneficial the product is outlines a strong motivational factor in terms of return 

intent, it suggests that only in combination with the experiential effect of owning the product, a 

more complete theoretical model is needed regarding return intent. Such a model has the 

potential to provide additional guidance in terms of return policies development and 

implementation.   
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Purpose and organization of the paper 

 

The purpose of the paper is to identify both the hedonic and utilitarian dimensions of 

consumer intent to return and their potential effect on policy formation. The paper is organized as 

follows: A literature review to establish the theoretical background is presented focused on the 

applicability of hedonic and utilitarian theory drawn from the field of economics toward returns 

behavior.  Following the literature review the main hypotheses of the study are presented.  A 

methods section is discussed next, describing in more detail the experimental design of the study.  

The results of the experiments are described regarding support for the hypotheses.  The results 

are followed by outlining some managerial implications. Finally, research limitations are 

acknowledged, concluding with future research directions. 

 

LITERATURE REVIEW  

 

Studies of Returns Policies from Firmsô Perspectives 

 

Previous studies of returns policies include two streams of relevant research: 

manufacturersô returns and consumer returns.  The literature on manufacturer's returns policies is 

quite extensive and examines the impact of a variety of factors.  Marvel and Peck (1995), for 

instance, show that the decision to accept returns by manufacturers depends on the nature of 

demand uncertainty.  Uncertainty over customer arrivals favors accepting returns since these 

induce retailers to hold risky inventory and result in optimal stock levels.  When the uncertainty 

is over consumer's valuation however, a no-returns policy is recommended to avoid unprofitable 

price distortion. Padmanabhan and Png (1995) provide a summary of the various explanations 

for the use of manufacturer's returns policies, including the need to: share the risk with the 

retailers when demand is uncertain, safeguard the brand name, and facilitate the distribution of 

new product information.  More recently, Tsay (2002) shows how risk sensitivity affects 

manufacturers' optimal returns policies. 

 

Next, based on the insurance role of manufacturer's returns policies, Pellegrini (1986) 

considers returns policies as an effective competitive tool for channel coordination when 

products are close substitutes and retailers are risk-neutral. The channel-coordination role of 

manufacturer's returns policies is also explored by Pasternack (1985), who investigates how a 

partial credit for unsold stock can achieve channel coordination. Next, the manufacturer's returns 

policy can serve as a tool either to signal the quality of the new product when it is not observable 

by retailers (Chu 1993) or to learn the demand for a new product (Sarvary and Padmanabhan 

2001).  Finally, Kandel (1996) provides arguments for accepting returns based on the optimal 

allocation of responsibility for unsold inventory between the manufacturer and the retailers. His 

research discusses six factors that affect the choice of returns, including: optimal inventory, 

capability to dispose of unsold stocks, risk-sharing, incentives to provide marketing efforts in 

terms of quality, service, and promotions, beliefs about sales distribution when there is 

asymmetric information between the manufacturer and the retailer, and costs of returns. 

 

Studies of Returns Policies from Consumersô Perspectives 

 

The second stream of literature focusing on consumer behavior based-returns policies is 
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more limited.  Che (1996) investigates the role of consumer-returns policy in screening for high-

valuation customers.  He finds that when the retail cost is high and consumers are risk-averse, the 

retailer can protect its margin by selling only to high-valuation customers under a returns policy.  

Next, from a signaling perspective, Moorthy and Srinivasan (1995) argue that money-back 

guarantees, with liberal returns policies for consumers, can credibly signal product quality.  MS 

identify conditions under which money-back guarantees are necessary to signal quality; they also 

identify conditions under which these guarantees serve as a useful supplement to price in 

signaling quality.  

 

Hess et al. (1996) investigate the role of a non-refundable charge in attenuating the moral 

hazard problem associated with accepting returns from consumers. That is the case when some 

consumers purchase the product with the intention of returning it after extracting some free value 

out of it. They find that the retailer is better off imposing a non-refundable charge when the trial 

value, the overall valuation, or the probability of consumer finding a matched product is high. 

Such a charge is also recommended when consumers' transaction cost or the salvage value of the 

returned product is low. 

 

HYPOTHESES 

 

Utilitarian Dissatisfaction 

 

Past research in marketing and economics has provided insights into consumersô decision 

making processes based on the theory of utility, recognizing the existence and importance of 

both utilitarian and hedonic considerations in making choices (Stigler 1950, Zajonc and Markus 

1982, Dhar and Wertenbroch 2000, Shiv and Fedorikhin 1999).  Utilitarian dissatisfaction is the 

negative feeling experienced by consumers when products exhibit a relatively low level (below 

the consumersô expectation) of performance regarding its functional features.   

 

H1: A higher level of utilitarian dissatisfaction leads to a higher rate of consumer returns. 

 

Hedonic Satisfaction 

 

In contrast, hedonic satisfaction is defined as the positive feeling that consumers 

experience when the product provides a relatively high (above the consumersô expectation) level 

of non-functional features (e.g., affection).  Specifically, consumers may evaluate a product 

based on its functionality (utilitarian evaluation) of the productôs usefulness or benefit and/or the 

experiential affect associated with it (hedonic evaluation; e.g., how pleasant those associated 

feelings are) (Batra and Ahtola 1990).   

 

H2: A high level of Hedonic Satisfaction will lead to a lower rate of return than those 

with a low level of Hedonic Satisfaction. 

 

Utilitarian Dissatisfaction and Hedonic Satisfaction 

 

Most importantly, these two dimensions need not be mutually exclusive (Shiv and 

Fedorikhin 1999).  However, the characteristics of the choice task can influence the relative 
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weight that consumers place on these two types of utilities.  For instance, Dhar and Wertenbroch 

(2000) investigate the relative importance of hedonic and utilitarian considerations in an 

acquisition condition (when consumers choose which of the many alternatives to acquire) and a 

forfeiture condition (when consumers choose which of the alternatives to give up). They find that 

relative preferences for hedonic as compared to utilitarian goods are stronger in forfeiture 

conditions than in acquisition choice conditions.  

 

This finding suggests that when making the decision to return the product, a forfeiture 

condition, consumers are more likely to be influenced by hedonic considerations than in the 

acquisition condition.  Therefore, given the existence of both utilitarian and hedonic 

considerations, one may expect that the motivation to return a product due to the consumersô 

dissatisfaction with the product functionality (i.e., utilitarian dissatisfaction) would be moderated 

by the consumersô hedonic satisfaction. 

 

H3: Hedonic satisfaction moderates the impact of utilitarian dissatisfaction on the rate of 

returns: a higher level of hedonic satisfaction leads to a weaker effect of utilitarian dissatisfaction 

on the rate of returns (i.e., a flatter slope).  

 

METHOD  

 

Experimental Design 

 

This study is conducted using a 2 (high vs. low utilitarian dissatisfaction) X 2 (high vs. 

low hedonic satisfaction) between-subjects factorial design.  The subjects, two hundred twenty-

five students from a middle-sized urban university, were randomly assigned to one of four 

conditions.  A high percentage of this student population works either full-time or part-time and 

commutes to the campus daily.  Because they spend many hours each week driving and have 

their own source of income, a product that they either already have or are interested in 

purchasing is a portable navigational device (based on the Global Positioning System) or as it is 

commonly known as ña GPSò.   

 

The subjects are presented one of four possible scenarios (Appendix), in which the GPS 

that he (she) has purchased has disappointing performance characteristics (utilitarian 

dissatisfaction), but also appears to provide emotional satisfaction (hedonic satisfaction) as 

perceived by the buyer and by peers.  The performance characteristics are classified as utilitarian 

(i.e., either high or low utilitarian dissatisfaction) and hedonic (i.e., either high or low hedonic 

satisfaction) performance of the product.  Given one of four possible randomly assigned 

scenarios, participants are asked to report the likelihood that they will return the GPS to the store.  

To reflect the real-world practice of imposing a non-refundable charge when the trial value or the 

overall valuation of the product is high (Hess et al. 1996), we inform respondents in all four 

scenarios that a 15% restocking fee is imposed on each returned item. 

 

Accordingly, we manipulate the independent variables, including utilitarian 

dissatisfaction and hedonic satisfaction and measure the dependent variable, which is the 

consumersô intention (i.e., likelihood) to return the GPS to the store. Most importantly, to ensure 

that we have successfully manipulated the respective independent variables (i.e., utilitarian 
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dissatisfaction and hedonic satisfaction), we measure the level of utilitarian dissatisfaction and 

hedonic satisfaction perceived by the respondents in each of the four conditions.  We employ 

four-item Likert scales to measure each of these two variables adapted from Babin, Darden, and 

Griffin 1994.  

 

As an additional manipulation check a second set of scenarios was used substituting 

utilitarian satisfaction for utilitarian dissatisfaction in each of the four scenarios.  In the utilitarian 

dissatisfaction scenario subjects were told that, ñThe GPS does not work as well as you would 

likeò, whereas in the utilitarian satisfaction scenario subjects were told that, ñThe GPS does work 

as well as you would likeò.  As expected, intention to return the GPS dropped accordingly in 

each of the respective parallel scenarios, which confirmed the dissatisfaction/satisfaction 

manipulation was working.  

 

Construct Validity  

 

When instrument items are adapted for a different purpose and modified from their 

original form construct validity can be an issue.  To ensure that each set of items retained their 

construct validity, a test of convergent and discriminant validity was conducted.  An initial 

exploratory factor analysis was conducted to ensure that the items designed to measure each 

concept, (utilitarian dissatisfaction and hedonic satisfaction) did behave as expected with 61% 

variance explained.  The initial instrument contained four items designed to measure utilitarian 

dissatisfaction and four items to measure hedonic satisfaction.  Based on the initial factor 

loadings one item on the hedonic scale was removed due to low correlations with the other three 

items.  The final seven items, using a Varimax rotation, resulted in a two factor solution with 

60% variance explained, divided into one four item scale measuring utilitarian dissatisfaction 

and a three item scale measuring hedonic satisfaction.  As expected, high levels of utilitarian 

dissatisfaction loaded positively with intention to return the GPS and high levels of hedonic 

satisfaction loaded negatively with intention to return the GPS.   

 

Table 1 Factor Analysis 

Rotated Component Matrix Component 

 1 2 

Will Return the GPS to Store -.832  

All Features Looking For .761  

Accomplish What Want .710  

Having GPS a Joy .650  

Valuable Investment .599  

Friends Enjoy GPS Feel Good  .762 

Friends Travel with Me  .748 

Sense of Adventure  .700 

Travel Because Want To  (a) 

 

Extraction Method: Principal Component Analysis.  

Rotation Method: Varimax with Kaiser Normalization. 

(a) Item deleted due to load loading 
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Reliability  

 

Each set of measures was then tested for reliability.  The four item set for Utilitarian 

Dissatisfaction yielded a Cronbachôs alpha of 0.80 and the three item set measuring Hedonic 

Satisfaction yielded alpha = 0.69.  These levels are sufficient for basic research (Nunnally and 

Bernstein 1994).  

 

Results 

 

The results are reported in Table 2 and graphically depicted in Figure 1. Accordingly, we 

find that the simple effect of utilitarian dissatisfaction on the rate of returns as hypothesized in 

H1 is supported (p=0.002) as is the simple effect of hedonic satisfaction on the rate of returns as 

hypothesized in H2 is supported (p=0.030).  However, the moderating effect of hedonic 

satisfaction on the relationship of utilitarian dissatisfaction and rate of returns as hypothesized in 

H3 is not significant.  

 

Table 2 [ANOVA] 

Tests of Between-Subjects Effects 

Dependent Variable: Return GPS  

Source 

Type III 

Sum of 

Squares df 

Mean 

Square F Sig. 

Corrected Model 17.517(a) 3 5.839 5.039 .002 

Intercept 3576.552 1 3576.552 3086.786 .000 

HS 5.498 1 5.498 4.745 .030 

UD 11.827 1 11.827 10.207 .002 

HS * UD .102 1 .102 .088 .767 

Error 249.113 215 1.159     

Total 3843.000 219       

Corrected Total 266.630 218       

 

Nevertheless, hedonic satisfaction does reduce the rate of returns (p=0.03) and the shape 

of these relationships (i.e., the simple effect of UD and the moderating effect of HS) as shown in 

Figure 1 are in accordance with our expectation. This suggests that (1) utilitarian (dis)satisfaction 

is quite an important determinant of the consumer returns, (2) other factors influencing hedonic 

utility of the product (such as aesthetics), though helpful in creating the value of the product, do 

not eliminate the negative effect(s) of the productôs poor performance regarding its functional 

features on the intention to return the product.  The influence of peers is also shown to influence 

hedonic satisfaction which influences likelihood of return.   
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Estimated Marginal Means of Return GPS 

Estimated Marginal Means 

MANAGERIAL IMPLICATI ONS 

 

By identifying and measuring the impact that hedonic satisfaction has on customer 

returns behavior managers now have the ability to measure heretofore information previous 

disregarded in studying and setting returns policies.  Current returns processing gathers 

information about performance characteristics, but equally important is the gathering of hedonic 

characteristics at the point of returns.  This information has the potential to reduce the amount of 

returns by identifying and then addressing those product related problems.  While this study 

identifies an important variable to include in returns policies it does not address the challenges of 

implementing procedures to increase the collection of hedonic satisfaction information at the 

point of return.  Gathering personal information regarding emotional associations (hedonic 

satisfaction) with a product might be more challenging than asking the consumer about product 

performance perceptions (utilitarian satisfaction/dissatisfaction).  If friendsô perceptions are more 

important, then firms should incorporate friendsô evaluation in the consumer decision process. 

Firmsô employees will need additional training and supervision to reinforce the importance of 

asking potentially more sensitive questions when processing returns.  Consumers returning 

products may also be reluctant to provide this additional information if they feel that it may 

influence the likelihood of the firm accepting the return.   

 

LIMITATIONS AND FUTU RE RESEARCH DIRECTIO NS 

 

While the subjects included in the sampling frame for this experiment in many cases are 

actual and potential consumers for this product, the sample was collected in an academic setting 

so the generalizability of this study is limited.  Future studies should include a random sample of 

consumers from the actual marketplace. 
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Reverse logistics should not be viewed as a costly side-show to normal operations, rather 

as an opportunity to build competitive advantage (Stock, Speh, and Shear 2006).  Competitive 

advantage for any organization is centered on its ability to provide superior levels of customer 

satisfaction.   
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APPENDIX 

 

Hedonic Satisfaction ï Utilitarian Dissatisfaction Scenarios 

 

Low HS Low UD 

 

You have been looking at GPSôs for some time and you finally bought one a few days 

ago.  You are not pleased with how it looks.  Some of your friends ask to see it and also tell you 

they donôt care for its looks.  In addition, the GPS does not work as well as you would like.  The 

screen is sometimes hard to read in bright light and youôve noticed the maps sometimes are 

missing streets.  You can return the product for 30 days with no questions asked, but there is a 

15% restocking fee. 

 

High HS Low UD 

 

You have been looking at GPSôs for some time and you finally bought one a few days 

ago.  You are quite pleased with how it looks.  Some of your friends ask to see it and also tell you 

how good it looks.  However, the GPS does not work as well as you would like.  The screen is 

sometimes hard to read in bright light and youôve noticed the maps sometimes are missing 

streets.  You can return the product for 30 days with no questions asked, but there is a 15% 

restocking fee.  

 

Low HS High UD 

 

You have been looking at GPSôs for some time and you finally bought one a few days 

ago.  You are not pleased with how it looks.  Some of your friends ask to see it and also tell you 

they donôt care for its looks.  In addition, the GPS does not work as well as you would like.  The 

screen is usually hard to read in bright light and youôve noticed the maps are missing many 

streets.  You can return the product for 30 days with no questions asked, but there is a 15% 

restocking fee. 

 

High HS High UD 

 

You have been looking at GPSôs for some time and you finally bought one a few days 

ago.  You are quite pleased with how it looks.  Some of your friends ask to see it and also tell you 

how good it looks.  However, the GPS does not work as well as you would like.  The screen is 

usually hard to read in bright light and youôve noticed the maps are missing many streets.  You 

can return the product for 30 days with no questions asked, but there is a 15% restocking fee.  
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Items included with each scenario: 

 

With this GPS I have all the features I was looking for.  

 

Strongly Agree          Agree                                       Disagree       Strongly Disagree 

1                       2                       3                       4                       5 

 

With this GPS I travel not because I have to, but because I want to.  

My friends will travel with me because I have this GPS.  

I can accomplish what I want to with this GPS.  

Having this GPS gives me a sense of adventure.  

My friends enjoy this GPS, which makes me feel good 

This GPS is a valuable investment.  

Having this GPS is truly a joy. 

I would return this GPS.   
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THE ROLE OF COMMUNIC ATION IN NURSING JOB  

SATISFACTION AND PER FORMANCE FOLLOWING A  

SIGNIFICANT CHANGE I N LEADERSHIP:  IMPLI CATIONS 

FOR HEALTH CARE MANA GEMENT  
 

Eric G. Harris  

Kristen Maceli  

 

 

ABSTRACT 

 

It has been well-documented that the United States faces a serious nursing shortage.  As 

Harris and colleagues (2007) recently discussed, as many as thirty states are currently 

experiencing nursing shortfalls.  An aging nurse population, fewer new applicants, increased 

demand from aging baby boomers, and increased job dissatisfaction all contribute to the 

problem.  Critical to the issue is that the health care industry is growing, and concerns about the 

service quality of available health care continue.  While health care may be the fastest growing 

service in both developed and developing countries, the resultant strains have exacerbated 

problems associated with maintaining strong nursing morale, and ultimately, with retaining high 

quality nursing professionals.   

 

 

INTRODUCTION  

 

One important aspect of health care success, in general, is obtaining the right 

combination of talent, leadership, and support (Scott, 2009).  Strong leaders understand the 

importance of getting to know their team in order to build trust, to establish connections, and to 

lead through turbulent times.  Few changes that occur in the hospital setting are as turbulent as 

when CEO turnover occurs.  Establishing strong communication ties is especially important in 

these situations.  Good communication is essential for understanding the different learning styles 

and needs of employees, the result of which is to build trust and foster connectivity.  Leaders 

must also be able to communicate expectations and direct employees to achieve organizational 

goals (Scott, 2009), and this is especially critical in the time of leadership change.  

Communication, in general, plays a major role in effective organizational change (Johansson and 

Heide, 2008). 

 

Empirical studies highlight the importance of communication in nursing job satisfaction. 

Communication satisfaction, quite simply, brings about a more enjoyable work experience 

(Hecht, 1978).  Although researchers have addressed the importance of strong communication 

flow in the hospital environment, the issue has not received significant attention during the time 

of leadership turnover.   

 

Examining the importance of communication in healthcare, Pincus (1986) argued that 

hospital executives must be sensitive to the overall communication atmosphere.  The researcher 

examined three specific types of communication flows that are particularly relevant:  
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communication with supervisors, with co-workers, and with the CEO.  His results indicated that 

both communication with top management (e.g., CEO) and communication with supervisor 

influenced nurse job satisfaction.  The results of the Pincus (1986) study revealed that while both 

communication with supervisor and CEO are important in determining nurse job satisfaction, it 

is the communication with the supervisor that plays a stronger role in influencing satisfaction, 

and ultimately, job performance.  Other work has revealed that both communication with upper 

administration and immediate supervisors influence nursing job satisfaction (e.g., Frone and 

Major, 1988).  These effects, which can be explained in part by Leader-Member Exchange 

Theory (LMX), are an important part of the overall organizational climate (Yrle et al. 2003; 

Mueller 2002).  

 

Given that it has been over 20 years since the studies cited herein, and that changes in 

hospital leadership are common in todayôs hyper-competitive health care industry, the effects of 

communication following a significant change in hospital leadership warrants attention.  Indeed, 

it has been estimated that CEO turnover in hospitals has ranged from 14 ï 18% per year over the 

last decade (Khaliq et al., 2006).   The results of the Khaliq and colleagues (2006) study on CEO 

turnover indicate both positive and negative effects of CEO turnover in areas of employee 

morale and medical staff relations.  Numerous other sources predict the trend to continue, or 

even intensify in the face of continued economic stress.   

 

Our work focuses on the relative impact of communication with superiors after a 

significant change in leadership occurs.  As such we address three specific research questions: 

 

Following a significant change in hospital leadership, what is the relative impact of 

communication with supervisor, CEO, and co-workers on nurse satisfaction? 

 

Do the communication effects impact job satisfaction of nurses when controlling for 

satisfaction with the leadership change? 

 

Do the communication effects impact the job performance of nurses directly, or do the 

effects occur indirectly through job satisfaction? 

 

METHOD  

 

Participants in our study were front-line nursing personnel at a medium sized hospital (< 

300 employees) located in the southeastern United States.  The study was a part of a larger data 

collection effort.  The hospital had undergone a change in the CEO a little over one year prior to 

data collection.  A sample of 143 front-line nurses was given a survey instrument that contained 

constructs related to the study as well as several unrelated measures.  A total of 111 nurses 

returned the survey in usable form for a response rate of exactly 77%.  Although relatively small, 

this sample size well exceeds common guidelines of at least 15 responses per construct (Hair, 

Anderson, Tatham, and Black, 1998).  The average age of the nurses was 43 years, the average 

tenure at the hospital was approximately 6 years, and the average tenure in health care was 

nearly 15 years.  Eighty-four percent (84%) of the respondents were female and sixteen percent 

(16%) of the respondents were male.  A non-response analysis revealed that respondents did not 

differ from non-respondents on various demographic factors, including age and tenure with the 
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firm.  The measures that were utilized in the study are discussed below. 

 

Measures 

 

Most of the scales in this research were single-item measures.  While single-item 

measures are commonly criticized in the literature, they do offer practical advantages and the 

researchers were encouraged to keep the survey instrument as short as practically possible. The 

scales are discussed below. 

 

Openness of Communication:  The openness of communication measures for CEO, 

coworkers, and supervisors were on 9-pt. single item scales assessed as ñHow do you rate your 

satisfaction with each of the following communication issues:  openness of communication with 

CEO (CEO), openness of communication with your coworkers (CO), openness of 

communication with your immediate supervisor (SUPER).ò  This construct captured the 

perceived two-way communication between nurses, their coworkers, and their superiors.  The 

response ranges were from ñ1= extremely dissatisfied to 9 = extremely satisfied.ò 

 

Job Satisfaction:  The job satisfaction measure was a multiple-item, composite measure 

that assessed job satisfaction with: overall job, supervisor, hospital policies, support provided by 

the hospital, and opportunities for advancement with the hospital, where ñ1 = extremely 

dissatisfied and 9 = extremely satisfied.ò  The composite measure was formed by utilizing the 

average score across the individual items. 

 

Job Performance:  Job performance was measured by utilizing three independent (single-

item) measures, including ñoverall job performanceò, ñquality of work performedò, and ñquantity 

of work performed.ò  These items were assessed on 9-pt. scales ranging from ñ1 = among the 

worst in the hospitalò to ñ9 = among the best in the hospital.ò  

 

ANALYSIS  

 

Research Question #1: 

 

Our first research question asked if following a significant change in hospital leadership, 

what is the relative impact of communication with supervisor, CEO, and co-workers on nurse 

satisfaction?  We utilized stepwise regression to explore the relative impact of the three 

independent variables (CEO, CO, and SUPER) on JOBSAT .  This procedure is useful for 

assessing the relative impact of independent variables (Hair, Anderson, Tatham, and Black 1998).  

The results are presented in Table 2 (1).  The procedure revealed that two variables were 

significant, CEO and SUPER, and that the relative impact of CEO was stronger than that of 

SUPER (ɓ = .44, p < .05 and ɓ = .33, p < .05).  The adjusted r-square was 41%.  Importantly, 

however, the confidence intervals for the betas did overlap (CEO = [.20, .43], SUPER = [.13, 

.37]).  The table reveals the stepwise results, with the higher betas revealing a stronger impact on 

the dependent variables.  We can state that the relative contribution of CEO was greater than that 

of SUPER, although the overlap is noted.  Ultimately, we conclude that the openness of 

communication with the CEO following a leadership change is at least as important as the 

previously noted effect of openness of communication with the supervisor on nursing job 
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satisfaction.  This finding addressed our first research question.  

 

Research Question #2: 

 

Our second research question asked if the communication effects impact job satisfaction 

when controlling for the simple satisfaction that came from the change in leadership itself.  Here, 

the issue was if the change in job satisfaction of nurses over the past year was due to the actual 

change in leadership or if the level of communication with the new CEO also played a role.  

Here, we regressed ñchange in job satisfaction compared to one year ago (SATCOMP)ò on 

ñsatisfaction with the change in new leadership (SATCHNG)ò and ñopenness of communication 

with the CEO (CEO)ò.  The SATCOMP variable was measured on a 9-pt. scale bounded by 1= 

ñmuch less satisfied than one year agoò to 9 = ñmuch more satisfied than one year agoò.  The 

average satisfaction change was 5.96, which was significantly higher than the midpoint of ñabout 

the sameò (t = 4.17, p < .05).  As such, we can say that the nurses were more satisfied than they 

were one year previous to the survey administration (and CEO change).  The results of the 

analysis revealed that the change in job satisfaction (SATCOMP) was significantly influenced 

both by the openness of communication with the new CEO (CEO ɓ = .37, p < .05) and the actual 

change in leadership itself (SATCHNG ɓ = .34, p < .05).  These results are shown Table 2 (2).   

 

Research Question #3: 

 

Research question #3 asked if the communication effects impact job performance of 

nurses directly, or if the effects occur indirectly through job satisfaction.  Previous work by 

Pincus (1988) revealed that communication with the supervisor directly impacted nursing job 

performance.  In our first model, we regressed SELFOVER on the three independent variables 

(CEO, SUPER, CO).  These results are shown in Table 2 (3). The model was non-significant (F = 

1.20, p = .31), as were all of the beta coefficients.  The same results were found when the both 

self-rated quantity of work performed (QUANT), [F = 1.25, p = .29], and self-rated quality of 

work performed (QUAL), [F = 1.76, p = .16)] were regressed on the independent variables.  

JOBSAT did, however, influence all three aspects of the self-rated performance (SELFOVER, ɓ 

= .19, p < .05; QUAL, ɓ = .27, p < .05; QUANT, ɓ = .24, p < .05).  While the strict test of 

mediation (influence of communication variables on job performance is not satisfied), the 

influence of the communication variables essentially works indirectly through JOBSAT.    

 

DISCUSSION 

 

The results of our work reveal that communication with CEO plays an important role in 

nursing job satisfaction, and ultimately, job performance.  Whereas previous work has 

highlighted the importance of communication with immediate supervisors, our work reveals that 

following a change in hospital leadership, open communication with the CEO is critical.  As 

CEO turnover continues to occur, it is vital that upper management is cognizant of the role that 

they play after coming in to a new leadership position.  Our work also highlights the fact that 

changes in nurse satisfaction following CEO turnover are influenced not simply by the fact that a 

new leader was hired, but rather, that the openness of communication with the new leader occurs.  

As such, it is not enough to simply change leaders.  Strong communication with the new leader 

must occur.  Managers must therefore pay close attention to communication flow following 
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significant changes in administration.  Finally, our work revealed that the effects of 

communication on job performance are mediated by job satisfaction.  Of course, the link 

between job performance and job satisfaction has been studied many times before, and it may be 

a reciprocal relationship.  Here, we see that communication effects influence job satisfaction 

most directly.   

 

LIMITATIONS AND FUTU RE WORK  

 

As we have noted, one important limitation of our work is the reliance on single-item 

measures.  These measures are often criticized in the social sciences.  Also, we relied on a single 

site in what is essentially a case-study format.  Furthermore, established scales need to be used, 

when possible.  Future studies should address these issues.  The time period for our study was 

defined as one year following a significant change.  This may have been too long a time period to 

consider the relevant effects.  Future research should consider shorter time frames.  Furthermore, 

our study specifically examines the influence of communication effects on job satisfaction and 

performance while neglecting to consider other variables that influence the constructs.  Clearly, 

numerous variables impact our outcome measures.  Nevertheless, our study does reveal that 

communication with the CEO is particularly important following a change in leadership. 

 

Table 1 

Correlation Matrix 

 CEO CO SUPER JOBSAT SELFOVER QUANT QUAL 

CEO 1.00       

CO 

Sign. 

.45 

.00 

1.00      

SUPER 

Sign. 

.43 

.00 

.57 

.00 

1.00     

JOBSAT 

Sign. 

.60 

.00 

.47 

.00 

.54 

.00 

1.00    

SELFOVER 

Sign. 

.14 

.17 

.19 

.07 

.09 

.37 

.19 

.04 

1.00   

QUAL 

Sign. 

.13 

.22 

.22 

.04 

.21 

.04 

.27 

.00 

.83 

.00 

1.00  

QUANT 

Sign. 

.09 

.38 

.20 

.05 

.14 

.20 

.24 

.01 

 

.82 

.00 

.89 

.00 

1.00 

 

Note:   CEO = communication with CEO; CO = communication with co-workers; 

SUPER = communication with supervisor; JOBSAT = overall job satisfaction; OVERALL = 

overall job performance; QUANT = quantity of work performed; QUAL: = quality of work 

performed; n = 111 
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Table 2  Regression Results 

            IV             DV     

(1)   ɓ                  p 

        JOBSAT 

CEO .44              .00 

SUPER .33              .00 

Excluded variable: 

     CO 

 

            Adjusted r
2 

.41 

            F-Statistic  

(Model) 

39.24           .00 

Stepwise (p-in .05; 

p-out .10) 

 

(2)      SATCOMP 

SATCHNG .34               .00        

CEO .37               .00 

       Adjusted r
2 

.34 

        F-Statistic  

(Model) 

20.41           .00 

(3) SELFOVER* 

CEO .07              .50 

SUPER -.03            .78 

CO .15              .20 

       Adjusted r
2 

.005 

        F-Statistic   

(Model) 

1.20             .32 

 SELFOVER 

JOBSAT .19              .04 

       Adjusted r
2 

.03 

        F-Statistic  

(Model) 

4.21            .04 

  

  

  

 

Variables: 

Job satisfaction: ñPlease rate your satisfaction with each of these areasò (1 = extremely 

dissatisfied, 9 = extremely satisfied) 

Job performance: ñPlease rate your job performance over the following areasò (1 = 

among the worst in the hospitalò, 9 = ñamong the best in the hospitalò) 

Communication: ñHow do you rate your satisfaction with each of the following 

communication issues: (openness with CEO, coworkers, supervisor)ò, 1 = extremely dissatisfied, 

9 = extremely satisfied). 
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(Note:  n=111; *in section 3, the regressions on QUANT and QUAL omitted to simplify 

presentation.  These regressions were non-significant) 
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WHEN DIFFERENCES MAT TER:  THE IMPORTANCE  OF 

STUDENT COMPATIBILITY  IN HIGHER EDUCATION AND 

ITS IMPACT ON STUDEN T (DIS)SATISFACTION  
 

L. Jean Harrison-Walker, The University of Houston-Clear Lake 

 

 

ABSTRACT 

 

Within numerous service environments, customers impact the satisfaction or 

dissatisfaction of other customers.  The extent to which customers ñare capable of existing or 

performing in harmonious, agreeable, or congenial combination with other customersñ is 

referred to as compatibility (freedictionary.com).   This paper examines the role of compatibility 

within the context of higher education and evaluates the importance of compatibility in higher 

education in accordance with the seven compatibility-relevant characteristics identified by 

Martin and Pranter (1989).  The potential impact on student satisfaction (or dissatisfaction) is 

examined and recommendations for compatibility management are presented. 

  






































































































































































































































































































































































































































































































