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like to thank all the reviewers for their expert critiques.
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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 nexty s meet i ng. Every
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 th 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 pregle to have served as the 2180 ACME President.
Please know this organization has an outstanding team of officers and that it has been a pleasure
working with each of them. | offer my sincere thanks for your service, advice, ideas and
friendship to PasPresident Maxwell Hsu, Program Chair Kishwar Joonas, -Niesident
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 suppoirte over the past four years as | have served as an ACME officer and | 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 | took time for ACME bugiaessuld
have been and, in many cases, should have been family time.

| am already |l ooking forward to next vyear 6

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

Patrick D. ,DBRPAtO Fountain
20092010 ACME President
East Central UniversityAda, 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 copiemgrce
featuring four workshops and special sessions, as well as 73 technical papers spread over 20
Aregul aro sessions. A highlight of the confer
Outstanding Educator Award, Sarath A. Nonis, at the leochmeeting on March 5th.

Congratulations to the authors of all accepted papers including the Best Papers in Track,
and the Distinguished Paper. | am grateful to Denny Bristow, Gopala Ganesh, John Knapp, and
Madhav Pappueach of them has organized a waitkp 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 tuly 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. | am
thankful to several col |l eagues i n lwobleklikesauc cess
thank President Patrick APato Fountain, upon
year in developing the program. | appreciate the timely help and support of Vice President
Sharon Thach, Treasurer Dennis Emmett, and Secrétatias 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, | owe a debt of gratitude to the 21 (co)track chairs,
who worked relentlessly teecruit quality submissions in their area, and to marshal outstanding
peer reviewers. | would also like to thank the authors for choosing our conference as a research
outlet.

| sincerely thank past ACME Presidents Kimball Marshall and Maxwell Hsu feriodf
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 greatljtdgesid my efforts for this
conference.

It is my sincere hope that participants will appreciate the strong technical program of this
year s conference as well as make the most o
near and far. Next year prosais 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. | hope to
see you there!

Sincerely,
Kishwar JoonadD.B.A.

ACME 2010 Program Chair
Prairie View A&M University PrairieView, 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 Unversity

AThere 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 seakdowfedge,
eéin the undying cause of Dbringing t1I
To be a member of one of these great soci

John Masefield
INTRODUCTION

Teachers whdiave the subject expertisand who can also make a differencetheir
students6é |lives have always played an i mport a
more important than ever before. It is not a secret that some college students lack the basic
academic preparation, focus, motivation, or maturitguoceed 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. Theame 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 sedteem possessed by thexademically at risk students
(Coleman and Freedman 1996; Call, Hendricks, and Jones 1990). These issues are not
uncommon in business marketing students either. Across business majors, marketing majors
are more likely to experience academic trouhkn other majors (Smart et al., 19980 what
can we do as instructors? | believe we can help students identify the pabéated bytheir
lack of preparation and let them take more responsibility for their own actions. The following
paragraphs olibe how | do it.

On the first day of class, | get to know each student in terms of the two most significant
antecedents of learning and academic success. | provide this feedback to each student so that
they are able to better understand themselviego variables student motivation or drive and
ACT composite score (used as a surrogate for ability) are arguably the two best predictors of

1
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academic success. From a short survey of 7 items administered on the first day, | gather from

each student his or havel of motivation (Spence, Pred, & Helmreich, 1989) trair ability.

This allows me to know each student in terms of their academic readiness based on a model that
| have developed and validated (these variables explain close to 55 percent ofaheevari

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

ability from a course | taught last semester.

Histogram

107 Mean =017
Stdl. Dev. =1.042
N =39

a—

Frequency
T

2‘ N

0 T T T
-3.00 -2.00 -1.00 0.00 1.00 2.00 3.00

Zscore

Figure 1 Student Academic Readiness

! Readiness can vary betweéhand +3. Close te3 are the studestmost at risk and
closer to +3 are the strongest students. A value close to zero indicates an average
student in terms of academic readiness.

| am able to effectively use this information in the classroom (e.g., making sure weaker
students understandetimaterial and do not get behind). Also, when a student comes to see me
for assistance, | 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 tbatsfol

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.
| briefly explain in class how the variables together will influerfeartlearning and academic
success as shown in figure 2. Each student is in control of his/ her level of ability and motivation
(drive) and | can have absolutely no impanttheir learning if they do not do their part as a

student.
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Table 1

Approach for a sample of students.

ACT Score Motivation ‘Zscore
Student (mean = 22.6)mean=3.4)
1.00 19.00 4.20 -0.06
2.00 20.00 3.83 -0.64
3.00 19.00 3.17 -1.25
4.00 18.00 4.33 -0.21
5.00 19.00 3.67 -0.37
6.00 21.00 4.50 0.76
7.00 21.00 3.00 -0.50
8.00 27.00 2.33 0.29
9.00 15.00 3.00 -2.26
10.00 19.00 4.00 -0.18

Motivati on Level, ACT Score, Readiness for College Courses, and Suggested

(Readiness) “My Approach Based on Data

Be patient, encouge
Encourage

Pass responsibility to student
Be patient, encourage

Find ways to motivate student
Be patient, encourage
Challenge the student
Challenge the student

Pass responsibility to student
Be patient, encourage

! Close to-3 are the students most at risk and closef3care the strongest students. A
value close to zero indicates an average student in terms of readiness.

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

once | get to know the student better as the semester gsegte It is amazing as to how

accurate these predictors are.

A

Learning
(GPA)

------ High motivation

Low motivation

Low

ACT composite (ability)

High

v

Figure 2 Interactive Effects of Motivation and Ability on Student Learning

This infomationreallyg e t s

t he

student so
or she needs to do (not the instructor) to reach his or her academic goal.

attention.

For example, if a

t
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student is average in ability (average ACT composite) he or she could stiergowell
academically itheir motivation is highSimply being smart is not sufficiemtithout 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 studentsutsye knowledge on their own. Here | have
explored why this may not be happening in some students. | 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 mddegiredct 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 studentaeedto be successfih their careers and in their lives.
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ASPECTS OF TRADE SHOWN 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 Me#ti@ Maquila industry has
begun implementing trade shows. This paper studies survey results from a local border trade
show to explore the goal orientation of atten
success. Previous research shows thadirect 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 recgdssibrsides of the
borderhave been impactedCamtributors to this are the loss of manufacturing business from
Mexico to China $argent & Matthews, 2007; Mireles, 2004; Forero, 2G081 border violence
due primarily to organized drug activitytfatfor, 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 busiNksgco, since the creation of NAFTA,
has become a regional and international industrial power. With increasirgrialization 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 demonstiatgsased marketing sophistication.

While trade shows or business expos have been used to pramoteu si nessds of
(Trade Show Bureaul983 Kerin & Cron, 1987 andtheyhavehad some succedheir effecs
on regional cross border effectiveness nat been studiedThere 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 noat 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 appropriatesvariab
for further researchlThe purpose of this research is todetermine the goals of the exhibitors,

2) measure the @rall effectiveness of the show andd&termine the effectiveness of regional
expos in attracting new businedhe study will assesthe 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 Amaquil adorao or of fshore assembly in
allowed component parts to be imported into Mexico, assembled and reexported with taxes paid
only on the value added. Currently tax payments are computed bhaseB@D transfer price
methodology, which has the benefits of removing disincentives to increasing wage rates and of
Al eveling the playing fieldo across the devel
sustained growth financed mostly by Uc@pital 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 makepualmost half of the total maquiladora labor force (MacLachlan & Aguilar,

1998). The height of maquiladora employment was 1,34 &&0Bersin October, 2003 (INEGI,
2003).

The recession of 2008 has had a reduction in total worker populattuoh has
intensified the job loss in the Mexican manufacturing sector. Forero (2003) noted that by 2003,
500 of Mexicobs 3,700 Maquila facilities had
vast majority of these jobs were a result of facilities movimmfrMexico to China. The
Mexican government has changed its labor reporting statistics so exact employment numbers for
the Maquiladora sector are no longer availablewéver, in discussing employment with
Maquila executives, the current employment isgetgd 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 (Michelinip@3) 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 risef oil during 2005 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 ceste riimat
the added cost of shipping and inventory resu
total cost of operation. As other manufacturers began to look at the TCO concept, it became
apparent to local officials that Mexican manufacturivagl 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
theyaccount 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 marketimentebdter 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, Lien, Willlams, ad Sequeira, 1995; Dekimpe, Francios,
Gopalakishna, Lilien and Van de Bulte 1997, Kerin and Cron 198Rgreis also very little
research on cross national and inggional trade shows (Dekimpe, Francios, Gopaaka,
Lilien and Van de Bulte 1997Ayhich 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 (1983kstatet r ade shows are fAs
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 thatamy 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 elenitmsately, 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 nh@yincorporated 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 notilgalifferentiate 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 congtitors 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) (Hoi&7a).

The firstset of goalss to direcly impact sales and lead generatidime second set of
goals is indirect such as corporate image, client relationship building and response to competitors
(Gopalakkrishna, et al 1995). The effectiveness addlgoals is difficult to measure due to the
interaction effect of other marketing effortd8onoma 1983Dekimpe,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 measurestesethé¢ 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 thypotheses 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
assessmeriKonopacki 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 infor
and servie provided at the expo

H2B |Future expo recommendation to my
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 ionant that servicing current customers

H3 B | Servicing current customers is more important than enhancing our corporate im
H3 C | Enhancing our corporate image is more important than enhancing company mo
H3 D | Enhancing company morale is more impaott than gathering information ¢
competitors

THE STUDY

The instrument for this survey was constructed using questions shown to be valid by
Kerin & Cron (1987). In additigrstandard demographic questions were added to better obtain
data relating to thiregion. The actual English version of the instrument is shown in Appendix A.
The instrument was prepared $panish by having one bilingual translate the instrument into
Spanish and a different individual translate the Spanish version back into hEnglibe
translations were then compared and discrepancies corrected. This is the recommended method
of preparing an instrument for use in another langudgegénobu, 2007

The data was collected as convenience data by having Expo workers designeéd to
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. Of1Bié exhibitors and
approximately 70@ttendeesa total of 97 surveys were collectover a two day periad After
adjusting for missing or incomplete datiaere were 75 usable surveys. Of the total 97 surveys,
50 were from returning exhibitors (51.5% of total respondents).

DATAANALYSIS
Demographics
A total of 97 surveys were celtted 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

Returningrespondents 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
Venda 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 analysi® independent variable was
guestion 8 on the survey: found new business. The independent variables were questions B1 and
B2: | would recommend this expo. The test hypothesis was accepted showing that direct sales
leads to increased expo recommendatiofhe statistics for this analysis were as follows:
R?=.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 businesgni 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 tkisdé Laannabl dyasS.s3 ¢
X?=71.29, sig.=.000. Interestingly, H2b was not supported. The implications of not
recommending the expo to a friendbs company .
more fully in later research.

Hypothesis 3 was subdivided irfige 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:.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 Unstandardied 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 104 .024 224 .823
information

The datan 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 recommendatiorn] Supported
H2: Indirect factors lead to a greater score on the ¢ Partially Supported
recommendation

H2 A | Future expo recommendation to my own company is depel Supported
upon the information and service provided at the expo

H2B [Futur e expo recommendat i on | NotSupported
dependent upon the information and seyprovided at the expo

H3: The more immeasurable a goal, the higher the rating of the sh| Partially Supported
H3 A | Finding new customers is more important that servicing cul Supported
customers

H3 B | Servicing current customers is neamportant than enhancing o Not Supported
corporate image

H3 C | Enhancing our corporate image is more important than enha| Not Supported
company morale

H3 D | Enhancing company morale is more important Supported

DISCUSSION

In general the hypotises 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 hypothesegndhe pr
i ssue is that the question ndl wi || recommend
guestion. It assumes that oneds friends are a
may not be relevant. There may be confusion between galtlsaand friends especially in the
crosscultural 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 relevaileagues.

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

10
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difficult last. It is of interest to note that the firgbal, 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 importardr 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 adifficult 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 comyaitiésr
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 gen@atin & Cron 1987. This paper ats adds to the
pool of research on trade shows and to the meager pool of international research on trade shows
Gopalakkrishna, et al 1998 demonstrates that current tradeshow success measures can be used
in an international context and in industrializingarkets. 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 maagers 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 thgb#igse
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 thidata 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
understading 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

11
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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 remarch, 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 seeral 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 isnedioan
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 wharticipatedn last years Expo.

1. How does this year 6s s howesaneenotasgoodt o | ast
2. If you are a manufacturer did you develop any new vendors based upon last years siiow? Yes
No

3. If you a vendor did you develop any new business based upon last years shawd Yes

B. This section is for all individuals to coepe. 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. 1 would recommend this Expo to my friends in other companies.

3. The information packet | received waspful to me at this show.

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

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

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

7. At this expo | definitely fond a source of services.

8. At this expo | definitely found new customers.

9. My company can best be described as follows: Maquiladora Vendor Service Provider Other
10. Total Employee®-10, 1150, 52100, 102200, More than 200

C. This section ifor 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 companyos p aas tprospeactp at i or
identification.

3. The purpose of my companydés participatior
customers.

4 . The purpose of my companyds participation
image.

5. The purpose of m companydés participation in this e
introduction.

6 . The purpose of my companyds participation
(test market for us)

7. The purpose of my c¢ o mg@abedasgibep enhahcing dorposiatei o n
morale.

8 . The purpose of my companyos participat.
competitor information.

9. The purpose of my companyds participation

14
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ADVERTISIN G ON SOCIAL MEDIA: A N EMPIRICAL
INVESTIGATION OF FACE BOOK ADVERTISEMENTS
DIRECTED TO CHILDREN

Nancy D. AlbersMiller, Berry College
Abigail M. Lyons, Rome GA
Melinda W. Lyons, Berry College

EXTENDED ABSTRACT

Many academic articles have been vaith about chil drenos adve
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, advertisementiirected toward children do not always contain content which is
ideal (AlbersMiller 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 adveiding (Kilbourne 2005).

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

that #Agraphic sexual Il mages seem more extreme
beforeo (Kilbourne 20 0alablein fa®iy xnadaalandiomireghave r e a
been compared to pornographyo (Kil bourne 2005

Unfortunately, children often do not respond negatively toward sexual images in
advertising. Research has reported that young people are more tolerate of sepembkdhan
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
environmat 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 sidey-side, playing the same online game on a dotiadia 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 rBpbiic policy implications
are provided.
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INTERNET AND REGIONA L PRICING : A COMPARISON OF
PRICES ON PRODUCTS MARKETED TOWARD CHILD REN:

Nancy D. AlbersMiller, Berry College
Travis D. Miller, Rome GA

EXTENDED ABSTRACT

The RobinsoiPatman act was passed to ensure that differences in prices could be
attributed to differencem 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 estabbsh p
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 whatrharket would bare regiely-
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 Intetreerves 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 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 ordin 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 Internethan 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 literaturdi¢ated that children rationalize
their decisions (Damay 2008).

The purpose of this study is to examine p
geographic markets. The data for this study were collected both online and in brick and mortar
locatiors 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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TRANS FATS IN FOOD PRODUCTS MARKETED TOW ARD
CHILDREN: THE TRUTH BEHIND PAC KAGE LABELS

Nancy D. AlbersMiller, Berry College
Caitlyn A. Miller, Rome GA

EXTENDED ABSTRACT

Children in the United States see a great deal of adwegti®r food items, including fast
food, snacks, cereals, etc. (Taylor and Albdier 2006); many ads are for products that are
not particularly heal tMillgr arfd oMiller 20098 IChildrehdase di et
influenced by the marketing message which they are exposed (Albé&fdler 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.

AlbersMiller 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 Unitesl 8tdtEurope
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 antatsas
list all nutritional information for a standardized 100 gram amount (Alddiéer 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 establRA€LCs 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 (EleictrCode of Federal Regulations

2009) . Addi tionall vy, e \steatly defihed Unyg thegy d vaebred menmgt oc
(Kell oggbés Nutrition), the | oopholes in the
companies to fAhidet® undesirable ingredie

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 neargsin®.5
increment below §rams 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)

I f a product contains partially h
transfatsm t he nutrition | abel and cl aim
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 Unted States and determine the degree to which these products contain partially
hydrogenated oil s. Additionall vy, this study
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when the product actually contains partially hydrogenated oils. This studyegdsois how often
the Ahiddeno trans fats would be uncovered wi
Europe. Managerial and public policy implications are offered.
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AFTER RETAIL EXCESSINVENTORY CHANNEL AN D
SUPPLY CHAIN ECONOMI CS IN US

Cameron Gideon Brown, Texas A&M University
Arunachalam Narayanan, Texas A&M University

ABSTRACT

Missing sales t@et 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 likeJRlasx, T
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 thédielses and into their revenue stream. It is
sometimes known as secondary market, liquidation market, excess inventory charpréteoff
market or just after retail channel. This channel is gaining increased prominence and recognition
and as you will learrirom this paper the players in this channel have had excellent growth
opportunities over the last few years in USeviously, this channel was referred to as the
l iquidation industry and terms | ike Mndissotress
were common. Now it is typically called asse
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 pos
American economy was in recession and, as is natural, the recession affected the Bpéitding
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 adverteofdhushered AREI into a
new era.ln 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 ctrasned 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 AREthannel

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 produaky f@llow 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 letwshe, 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 bulktitga is unnecessary.
Differences continue to arise when you consider that some products entering the channels are
returns. In fact, 4% of retailerds revenues
member can also be the refurbishment partoethfe 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 exceissentory 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 oiivhich
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 overestimdigcpemand. 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-pnatiuction or return unsold merchandise [3].
These factors contribute to increasedounts 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
relatiorships 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 abiligcomes even more important considering
companies within the AREI channel must sell in large volumes to compensate for their low
margins on individual products.

Operational Expertisé As AREI retailers operate on such small margins; the room for
error orcapacity to absorb major losses is almost negligent. For this reason, detsiog and
effective forecasting techniques are absolutely essential to success.

Vendor relationship$ 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 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 dynansicof 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 eammic 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 differémthydown 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. Thisdsnewn the
graph bel ow which shows the Institute of Supp
Manufacturing (PMI). Levels above 50 are consistent with growth in the manufacturing segment
of the US economy. As a result of this decline in manufaxguevels, 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 maintam 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 lastarter 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 hanaff-price retailers have continued to show growth. TIX 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 bedaihss devel of growth

[6].
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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 ifthey 8t have money
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 [[fjere are also other uncontrollable
variables like product seasonality and obsolescence, and competition which affect an AREI
retailerds strategy and performance. There is

AREI channels effect on the supplychain

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 thelAREin 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 ARH 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 declin¢hstpgee 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 havegetach 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 ptédly 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 irm@mpt 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 sirarbenefits 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 brankdave 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
Sten Mart and Marshalls stores, both of which are brick and mortar AREI retailers. In the
clothing maker 6s 2003 annual report they desc
will give us better control of the brand and protect thed@nm strengt  of t h éfhilbhr ando.
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 officarce 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 asP@fie 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 $17
billion, Ross Stores, T J X arsundc$b billoa,sand Big datsp et i t
who has a similar market share to Ross [9]. The majority of products sold are clothing, shoes,
and accessories. TIJX and Ross, the two biggest players in this category, both focus exclusively
fashion products while Big Lotshe 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 businedsl where change in the
availability, quantity or quality of brandame merchandise at desirable discounts, potential
changes in the level of consumer spending on or preferences for apparel orelaiete
merchandise, an increase in the level of coripetpressures in the retail apparel or heme
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related merchandise industry and potentisfugtions 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 adedysaffect 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 riskis 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 anal yst se deleem drhen anoc
it is still something AREI retailers are concerned about.

AREI E-TAILERS

A classic example of an AREHailer is Overstock.com. The main advantages of AREI e
tailers are the wide variety of SKUs and low upfront cost. In a physical retesl Iscation, 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 ecommof 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 productthay desire and in any quantity at a
lower cost [12]. An excellent example of how an AREfaser utilized this opportunity is
Bluefly, an AREI etailer focused on clothing and apparel. They are able to offer a shopping
experience t hatundamergajly bettersharr thab affered by-pff i ce r et ai |
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 candét afford it [12].

Overstock.com is another AREl-taler 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 norBMMG (home ad 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 fulfilment and, in fact, never even
touches it. This is one of the main advantage of an AREiler, the 3 party has the ability to
sell off some of their excess inventory in a reliable and easy mavink the online AREI
retailer receives revenue from a product they never had to assume imaartymyg costs for
[13]. They store the portion of their products that are fulfilled through them in their 795,000
square foot warehouse. In contrast Watnuiges a 197,000 square feet store to display products
from over 21,000 suppliers [14].

Another advantage of an AREitailer is that they have better opportunities to promote
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their product offerings or engage their customers through unique promatemakigns. For
example, the AREI ailer SmartBargains.com created their "N8el" Customer Retention
program in 2006. SmartBargains.com's "N8gtl" program exceeded average promotional
campaign performance; it resulted in a 50 percent increaseanueperrecipient 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 etailer uBid.com, arauction 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 prodtaiter&are
restricted to pictures, gphics, and texbased product descriptions. The inability to pick up and
touch the product combined with the lack of faodace interactions with sales staff that
customers get by shopping at a physical business location combine to put a large bueden on
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 looatid location.

This industry, sometimes known as online liquidation sites, is still in its formative
year s. Only about 1 percent of the countryos
2008, there are about 11,000 registered market liquisl#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 consumeérhe following is a brief description of the four leading online liquidation
sites and how they differ.

eBayis the most widely recognized thighrty Internet retailer in the world but very few
recognize its potential as an AREI retailer. Several comepdmave started listing their excess
ADO0O i nventories for sale in ebay. Ebay al so p
their own marketplace through its Prostores option.

Liguidation.comis a busines$o-business bulk marketplace. Its netWw 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 consumenly for highvalue items such as vehicles.

Overstock.compurchases excess merchandise from catalogs, distributors, importers,
manufacturers and retailers. It also purchases inventories in bankruptcy settlements. It is a
business to consumer (B2C) veéb.

uBid.comis a commissioibased online merchant focusing on busistessonsumer
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 possiblynts 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, urttiat 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 slls 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 theecdoses

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 litd 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 pedclaim
Aempl oyee store/ market testing type of placebo
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 $féHion in revenue, and were
named the 2B 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 OPATsdan 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 specifiproduct, 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 fawtdoasince
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 profithis 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 minutéo 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 peyaenb
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 ocesg 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. Fomanufacturer 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 quatyito 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 remashebres
discounted at the same price for weeks. It is akin to the marginal effects on consumer
expectations seen on fABlack Fridayo, the day
deeply discounted prices for one day only. Consumers unders@nithé 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], th©PAT 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 phoiduct

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 they tabikduce 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 providesetisteepest 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, thelgdwsell the remainder
of product through its wholesale business rather than selling the product again in the website at
another ti me. They canot afford to relist th
customers and alter their expeaas. 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
retailert hat doesndét have a wholesale operation ca
loss in brand integrity or are forced to sell the product multiple times in their website, or incur a

|l oss i f the product doesnma sell within the s
Launch Maturityr o EEC)L o brp;ortunity
Figure 4. OPATO6s effect on product | ife cyc
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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 wouldmove 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 o{figr419]).

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 purchasingthetpis 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 productelicycle. 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 depre$sibay, the two largest
brick and mortafirms in the AREI channel, TIX 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 tlependen
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 sinoldhe 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 greaed to understand their effect on supply chain and product
economics.
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Table 1 Comparison between AREI retail channels

ARE l‘lr'm;r(])t\(/)g Brand/Price Sales per
Retailer Description Advantages Disadvantages Product Focus Product Quantity rate* Integrity* Sq. Foot* Examples
Physical stog | | Consumer T Odd sizes 1 Large focus | Large 1 TJIX Comp:
with displayed | can physically inspect and mixed quantities on fashion and apparel | quantities with stock held $18.6 Billion
products ready| product common 1 Small focus | both in store and out. 3 4 3 1 Ross Stores:
Brick for immediate | q Presence of | Same risks | on home furniture and $6.5 Billion
And purchase and live customer support as normal retailer goods i Big Lots:  $4.6
Mortar | t@ke home. 1 Large 1 Increased 1 Restricted Billion
economies of scale price conpetition from by buying practices
traditional retail
Online 9 Open around | 1 Lack of T Huge 1 Extremely 1 Overstock:
marketplace the clock physical store product diversification large $834 Million
(No physical | § Shop from L Huge 1 Long tail 1 Less 4 3 2 1 Bluefly: $27.39
storefront) home competition inventory stocked product due to Million
T AuUNnl i m| 1 Most of site third party fulfilment
Di spl ay Spa( traffic due to customers
1 Fulfillment researching product
AREI "
E-tailer Ll Ease of use 1 Fulfillment
1 Able to returns
purchase smaller
quantities
bl Easier
inventory management
9 ANext
programs
Online 9 Achieve 9 Hardest to 9 No 1 Limited * (Product | § Ubid: $31
(occasionally | understanding of market | estimate effect on brand | particular focus 1 Product rarely held | Million
at auction | (not always a true integrity q Few rarely held by auction 2 2 by auction | q Liquidation.com:
Auction | house). indication) 1 Consumer apparel items sites themselves site) $264 Million (B2B only)
Site Product goes| q Reduce price control
to highest | product life cycle quickly | Possibility
bidder. L Easy to competition acquires
operate product
Online retailer | § Niche T Revenue 1 Focus T Low 1 Woot! : $170
in which only | marketing constrained by business | dependent on individual| Fixed Million
one product is| Strong model site numbers
sold at a time| psychological effecton | Typically 1 Each site 1 Sell outs 1 1 1
at a low fixed | consumer odd products has extremely narrow | frequent
OPAT price. 1 Cognitive 1 Heavy focus or theme
Typically back | dissonance competition fi Nhe
by  physical | ¢ Very high 1 Must be marketingod
store Or | gross margin backed by physical
wholesale q Beta testing | operation
operation
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Figure 5. Different AREI channel 6s effect on Product Life
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CONSUMER RESPONSE TOHIGH FASHION ADVERTI SING:
AN EXPERIMENT

Erin Butler , Berry College
Nancy D. Albers-Miller, Berry College

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. Igh 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 ldoks 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 examapithe 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 (Ke@z 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 adversements 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 measuees w
tested. Managerial implications for fashion industry are provided.
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TRAVEL CONSUMPTION B EHAVIOR: A COMPARISON OF
ADULTS TRAVELING ALO NE AND WITH CHILDREN

Stephanie N. Carter Berry College
Nancy D. AlbersMiller, Berry College

EXTENDED ABSTRACT

The tourism industry is one of the fastest growing straes in the world and tourism is
one of the worl dés | argest economic sectors
appeal and the marketing of tourist destinations is a commonly accepted practice (Riege and
Perry 2000). During difficult economiames, 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, c&emographics 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
decreaing (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 destinattorshange 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 withoutladml. 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
gualifications, influence and control, plannimggistics, activities and amenities, and emotions
and desired outcomes. Managerial implications for strategic planning are provided.

SELECTED REFERENCES

Dotson, Michael J., Dana Clark, and Dinesh S. Dave (2008), "Travel Motivations and
Destination Activiies of Young Travelers of Different Ages: An Empirical Study in the
United States,International Journal of Managemes.

Formica, Sandro, and Michael D. Olsen (1998), "Trends in the Amusement Park Industry,"
International Journal of Contemporary Hdapty Managementl10.

Ri ege, Andr eas M. and Chad Perry (2000), A N &
Tr avel anBuropearuJournal wf Marketing4 (11/12), 129a.304.

Sausmarez, Nicolette (2007), "Crisis Management, Tourism and Susliéyn The Role of
Indicators."Journal of Sustainable Tourisib.

36



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

CASH FOR CLUNKERS: CAN CASH IN THE POCKE T
CREATE CONCERNED CONSUMERS?

Suzanne Conner, New Mexico State University

EXTENDED ABSTRACT

Cash rebate programs, offered by the governmarg,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 pri€eand rebates are defined as "a temporary price reduction to
encourage immediate purchagBradmore 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 governmenis@dtion, other
tactics are being investigated to implement not only economic stimuli, but stimuli that are
actually green(Hendricks and Goldstein 20Q8With increasing concerns over global céita
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 thehoriz

Rebate programs, both oiiene 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 rebsaenprbave
been successful in the aforementioned examples, and the Car Allowance Rebate System program
has been reported as being successful in creating a positive economic (Fymzanghera 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 ugéra one
consumer rebates.

The goal of this research paper is to explore thectffef a ondime cash rebate on
consumer behavior in regards to lotgrm and ecologicallyriendly behaviors. First, | look at
the history of the Cash for Clunkers program and how it was implemented as well as
government, expert, and consumer respotsés Second, | examine the extant literature on the
use of consumer rebatega¢, Cunningham lll, and Babakus 1988Jhird, | look at being deal
prone (Blattberg et al 197&elVecchio 2005yersus being environmentally consciodggear,
Taylor, and Amed 1974; Schlegelmilch, Bohlen, and Diamantopoulos 1896} factor for
participation in programs like Cash for Clunkers. Lastly, | explore how participation in such
programs may, or may not, have behavioral carryover into other areas of environmyentall
friendly consumer practicesThis 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 witreen issues. Due to the amount of money that will be spent on
future programs to address sustainability, | believe it is better to design programs with lasting
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change in mind, rather than going after a etimae response that will have little, if any, carr
over into other ecologically friendly behaviors. Therefore, knowing what kind of programs will
encourage longerm green consumption, as well as how and why consumers react to them, will
be beneficial.

For business this research will be important asllw 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 lze 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 ducts 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 andrpsotyy
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.

SELECTED REFERENCES

Blattberg, R., Buesing, T., Peacock, P., & Sen, S. (1978) "ldentifying the Deal Prone Segment,”
Journal of Marketing Research (JMR),(3h 369377.

Bradmore, D. (Ed.) (2009&)jarketing DictionaryMonash University, Business and Economics.

Bradmore, D(Ed.) (2009cMarketingDictionary, Monash University, Business and Economics.

DelVecchio, D. (2005) "Degbrone consumers' response to promotion: The effects of relative
and absolute promotion valuePsychology & Marketing, Z8), 373391. doi:
10.1002mar.20064

Hendricks, B., & Goldstein, B. (2008) "A Strategy for Green Recovery, Stimulating the
Economy Today by Rebuilding for Future Prosperity,” (pp. 14): Center for American
Progress Action Fund.

Kinnear, T. C., Taylor, J. R., & Ahmed, S. A. (1974 ctiogically Concerned Consumers: Who
Are They?"Journal of Marketing, 3&), 20-24.

Puzzanghera, J., & Zimmerman, M. (2009) "Senate OKs more cash for 'clurikessAhgeles
Times Retrieved from http://articles.latimes.com/2009/aug/07/business/fi
clunkes7?pg=3

Schlegelmilch, B. B., Bohlen, G. M., & Diamantopoulos, A. (1996) "The link between green
purchasing decisions and measures of environmental conscioudfie®géan Journal
of Marketing, 30(5), 35.

Tat, P., Cunningham Ill, W. A., & Babakus, E.98B) "Consumer Perceptions of Rebates,"
Journal of Advertising Research, (28, 4550.

38



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

THE EFFECTS OF PERSONAL INVOLVEMENT ON T HE
RELATIONSHIP BETWEEN MARKET ORIENTATION A ND
PRODUCT INNOVATION

Kevin J. Cumiskey, Oklahoma State University
Gary L. Frankw ick, Oklahoma State University

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 ptact 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 relptionsh
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 protéss.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
guestions: How does MO affect product inamtbxeness? 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 alimensonal 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 organizatioparformance 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 theanovativeness 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 ineient (EI) and situational involvement (SI). El
occurs when the focus lies within the consumer (Huang 2006) and Sl exists when the focus is on
the situation or the current state of the person (Huang 2006). El is intrinsically motivated while
Sl is motivéed extrinsically (Houston and Rothschild, 1978; Huang, 2006). Therefore, we define
El for this study as an intrinsically high level of ongoing interest in an object, person, or place
t hat i's central to that i ndi walws aMcGisnisagilo 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. file & 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 NPiDcess, 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 tlegree 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 produceldy 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 explanatiorhdor t
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 i@sydut 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 moderats 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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IMPLEMENTATION OF RF 1D IN AIRCRAFT AND H ANGAR
MAINTENANCE WITH INV_ENTORY TRACKING

Jonathan Davis,Purdue University
Dan Bowman,Purdue University
Edie Schmidt, Purdue University

INTRODUCTION

Radio Frequencldentification (RFID) has for several years threatened to revolutionize
supply chain operations. Major organizations like ¥Walrt and Federal Express have made
serious efforts to integrate the technology into their workflow, hoping that the beneféalof
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, informasbaring,
thoroughness, premptive 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 difficutyabpg 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 tag) 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 maintenamg 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 somewher
between expensive and tragic. For WHrt 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 stamdp of technology and policy.

The authors intend to test RFID signal clarity and reliability against samples of cormnsexaly

aircraft materials, such as wood, aluminum, steel, titanium, various plastics, and various textiles
to determine which, if anyRFID 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 bestase tagging scenarios on RFID use in a working hangar maintenance operation.
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LITERATURE REVIEW

Radio Frequency Identification (RFID) is an-apdcoming technology intended to help
track and manage inventories, warehouses, and supply chains in geaena¢ & Martin, 2003;
Weinstein, 2005) Research suggests that RFID can provide competitive advantages and cost
savings into aircraft maintenance as wWeélllickson, 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. Primarilye ®RID systems do not
work well on conductive surfacéBrothro, Durgin, & Griffin, 2006; Ukkonen, Sydanheimo, &
Kivikoski, 2005) Tests run in Purdue Universityos
Laboratory with aluminum parts and passive RFID taggircorthat signal is completely lost on
many conductive surfaces. Ukkonen, ef{2005)mention that for ultra high fremncy 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 productgWeinstein, 2005)

It is possible to use passive tags on metallic surfaces {Canductive barriers are used
in between the tag and the metallic surfé@acheldor, 2006) Low-frequency passive tags (125
kHz range) may also be used with condeetsurfaces as we{Lampe, Strassner, & Fleisch,
2004) Similarly, tests performed in the Supply Chain Management Technology Laboratory at
Purdue University preliminarily show that passive tag reaithaincreases with distance from a
conductive surface. The authors will run further tests with differentcoaductive materials in
between the conductive surfaces and the tag itself.

It is useful to note that active tags, which generate signal ing pewer 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. &ihey require batteries, however, active tags are much
larger and much more expensi¥&@odrum, McLaren, & Durfee, 2006)

METHODOLOGY

Unfortunately, due to funding and resource limitations, active tage not used for this
research. However, the testing done on various materials and aircraft parts is as follows:

1 Carpeting material, rolled up, various thicknesses

T 0.1250 plastic covering, tag underneath

1 Landing gear door, various angles, various dstanfrom surface, two different tags,
Styrofoam barrier

1 Bleed air tube from jet, various angles, various distances from surface, two different tags,
Styrofoam barrier
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1 Decommissioned black box, various angles, various distances from surface, two different
tags

1 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 sigithlsin Alien RFID reader
and Alien passive tags. First, a |l ong, flat,
gear door. The tag was placed on the top of the landing gear door and tested for readability
between the four different Alien RFIBntennae. 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 wit
the tube, just outside thelte (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 squarestagedan 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 tagulebfall 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
ASqui ggled and ol der model square tag.

Fourthly, the extruded piece of aluminum was used in various anglae 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 ASquitgapflgeadonsverg still lsedwyeharelr , di f f e

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 againthethn ng gear door. The ASquiggleo t
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 oflaé origi
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 wi t h
sqguare and ASquiggl ed tags Mmogtidentidals Campetiwvas wer
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 pads ¢ was put over the ASquiggl eo
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 ASquiggled tag to t hwotapeiloeations Farr i gi n
example, the largest, flattest part of the landiegrgloor (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 mgerials 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/Styrafeacatraption 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 noppear exactly the same to others. Furthermore, it was apparent by
the end of the experiment that interference f
primarily, lack thereof) in different configurations. This is why the usage of 20n8tyadfoam
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 idgdator
properties and its very low density.

When t he A Square gD tags warenhdld agjainst 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 rearded. When the tags were held above the landing gear door by several inches, a
signal was recorded most of the ti me, but c
Speculation and further testing determined for most of these experiments, haiath piesyed 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 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 |
tags, again) were held against the tube asilé 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 idadhesbleed 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 heldirssgjathe 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 ta
older square model). When headaly 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 signal.

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 pbéy eole. 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 al | squaetagi ng t |
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 tle 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 beirg 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 notlaentil 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 onthe 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 hori zol
However, when results came back for holding the RFID tags away from tiveduad units
tested, It was clear a consensus of #Ahow far
reached. Sometimes, it would work from an inch away, and sometimes it would not work from
two inches away.

These results do not seem corenstwith 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 ties. Due to time and resource constraintdeséng 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 boxas 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 A486s0 across them, b
of different daracters. 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 nearimowesl
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 fuburteis 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 theure, 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 presuagsdcould 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 perforitie 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), analydetefor
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 @aleascenario 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 tegdinof 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
A S qui tggandkan older model square tag were used for the testing. Both tags performed
equally well in testing, so the ASquiggleod ta
awkward for the square tag. Results displayed similar results to lieeratuhat 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 a txperiment, 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 fughshows 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 een 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.

REFERENCES

Bacheldor, B. (2006). New RFID products for coping with mefakrnal. Retrieved from
http://www.rfidjournal.com/article/articleview/2467/1/1/

Ellickson, S. (2006)An analysis of the potential application of RFID to helicopter maintenance
operations Simon Fraser University, Burnaby, British Columbia, Canada.

Goodrum, P. M., McLaren, M. A., & Durfee, A. (2006). The application of active radio
frequency identification technology for tool tracking on construction job sites.
Automation in Construction, {5), 292302.

Lampe, M., & Matrtin, S. (2003)The potential of RFIDdr moveable asset managemd®aper
presented at the Workshop on Ubiquitous Commerce at Ubicomp 2003, Seattle,
Washington.

Lampe, M., Strassner, M., & Fleisch, E. (2004)ubiquitous computing environment for aircraft
maintenance Paper presented at theoBeedings of the 2004 ACM symposium on
Applied computing.

Prothro, J. T., Durgin, G. D., & Griffin, J. D. (2006)he effects of a metal ground plane on
RFID tag antennasPaper presented at the Antennas and Propogation Society Int. Symp.

Ukkonen, L., Sganheimo, L., & Kivikoski, M. (2005). Effects of size and shape of metallic
objects on performance of passive radio frequency identificalitwe. International
Journal of Advanced Manufacturing Technology(9300), 897905.

Weinstein, R. (2005). RFID: Aethnical overview and its application to the enterpiifePro,
27-33.

47



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

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 rasized university. The paper highlights differencesemagraphics,
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 satigfac(i.e., expected vs. perceived
actual performance) along a range of 14 items related to university offerings and services.
Implications for universitywide programs, as well as specific curriculum and pedagogical
approaches, are discussed.
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ORGANIZATI ONAL CULTURE AND EMP LOYEE
PERFORMANCE: AN INVE STIGATION OF THE MED IATING
EFFECT OF CUSTOMER ORIENTATION

Turkan Dursun, West Texas A&M University
Ceyhan Kilic, New York Institute of Technology

ABSTRACT

The purpose of this study is to investigate the@dent 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 spectrambusinesses. 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 custmeeted, more
committed to their company and job, and more satisfied with their job (Kohli andskad680;
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 mankented, it
is more likely to take a planned action to train its salepleyees to make them more
market/customeoriented. Since the marketing concept requires a firm to direct all of its
activities toward providing customer satisfaction and establishing -temg customer
relationships (Kotler 1980; Tadepalli 1991), thex@imandate for marketiented firms to adopt
customer orientation at the individual level. The term custariented selling was defined as
Athe practice of the marketing concept at t he
(Saxe and Weitz 982, p.343). Customariented 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. Custorr@rted marketerkelp the
organization reach its customer satisfactielated objectives and goals.

LITERATURE REVIEW

Past research on custormrented selling has focused on measuring and/or modifying
the effectiveness of customeriented selling and examining thelationship betweeaustomer
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; Thomasit&oand Ryan 2001). To date, few studies have
examined possible determinants of individlealel customer orientation. These potential
determinants include role ambiguity, role conflict (Hoffman and Ingram 1991; Siguaw, Brown,
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and Widing, Il 1994), job ¢mfaction (Hoffman and Ingram 1991; Pettijohn, Pettijohn, and

Tayl or 2002; Siguaw, Brown, and Widing, 1 ]
Johnston 1991), internalization of service excellence, job competence, job autonomy (Peggei,
Riccardo, andiko s ent all 2001) , organi zational commi t me
Pettijohn, Pettijohn, and Taylor 2002; Siguaw, Brown, and Widing, Il 1994), sales training, sales
skills (Pettijohn, Pettijohn, andJohhstonll9®1). 200 2

In spite of its high importance, the number of studies on custorierted selling or
individuatlevel customer orientation has been limited (e.g., Brown, Mowen, Donavan, and
Licita 2002; Ob6Har e, Bol es a(nld9 829 h nssttaotne d1 9t9h]
empirical work has examined the effectiveness of customer oriented selling and the factors
influencing the extent to which salespeopl e e
(1991) wurged t hat tddAskllindis an@dknowledget pramtece, a complegen

understanding of is |l ackingo (p.61). Ob6Har e,
work in the area of selling orientation/customer orientation indicates only limited research has

examinedth antecedents of this selling styleodo (p
research has investigated customer orientatio
and Ingram (1991), ALIittle is karowmtaidolbwtehth
(p.31). Recently, Brown et al. (2002) noted t

customer orientation to the implementation of the marketing concept in the rdeviest
company, research on t (p.&ll)cAd of théese sclootars agedriedbte e n |
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 e nt ed sel |l i ng con
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 ante@ukotmsequences 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 caht@he 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
individuaklevel customer oentation 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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Figure 1: Antecedents and Consequences of Individeraél Customer Orientation from Organization Related Factors
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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 relatiships between organizational culture and markettated
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 obrganizational culture among researchers and practitioners (Deshpande and
Webster 1989). Deshpande and Webster (1989) d
beliefs that help individuals understand organizational functioning and thus providedhes
for behavior in the organizationo (Deshpande
concept, organizational <culture is defined as
put the customer in the creanteegry aafn dt hoep efriart mdéosn !
and Webster 1989, p.3). Recently, the increasing efforts to develop a cust@nerd work
environment within organizations have raised the scholarly interest in organizational culture as a
critical organizational varide (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).
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Deshpande, Farley, anWebster (1993) used a more comprehensive typology of
organizational cultures. They identified four classes of organizational cultures (refer to
Deshpande, Farley, and Webster [1993, 2@Ufor detailed explanations for each class). These
are market, adicracy, clan, and hierarchical cultures. This study will adopt Deshpande, Farley,
and Webster (1993)6s classification of organi:

On the basis of the arguments presented above about each culture type, the following
hypotheses can be sugted to express the link between organizational culture and customer
orientation:

The market culture st rategically emphasi zes Acompet
superiorityo (Deshpande, Farl ey, and Wasbster
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 orientaifaa market culture makes it compatible
with the customeoriented 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 custometergion 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 formahzatid centralization might be
high in this type of culture. Boles et al. (2001) reported a negative and significant relationship
between centralized decision making and custesniented selling. Also, Jaworski and Kohli
(1993) showed empirically that dealization 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
hierarchcal 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 agonganizational
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 traditibpsactices / 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
customeyorientedthinking 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 custer 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 1R9®rforms 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 customeoriented. Morever, 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
therebre, they are more prone to be custooreented.

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 relationshiyglolement has been
explored by only a few studies (e.g., Williams and Attaway 1996). Williams and Attaway (1996)

argued that #Aindividual sales representatives
by utilizing a customeoriented approach iestablishing and maintaining relationships with
customerso (p.39). Williams and Attaway (1996

connection between a custorarnented approach and the establishment and maintenance of

good relationships witkkustomers. Moreover, Rush, Zahorik, and Keiningham (1996) indicated

t hat HApersonal i nteraction component of servi
overall satisfactionodo (p.391). | f t hz#d asmpl oy
being customeoriented or customdpbcused, overall customer satisfaction may be increased. In

turn, better customer satisfaction may lead to better-temg relations with customers.
Empirically, Williams and Attaway (1996) found out that theseai positive and significant
relationship between the salespersonodsllecust om
relationship. Maci ntosh et al . (1992) cl ai me (
process of relationship developmesitpractically nore x i st ent 0 (p.23). There
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 | evel of the marketerdés ¢
of relationship development.

Customer Orientation and Performance

MacKenzie (1993) hi nks t hat performance i s a repre
contribution to the success of an organizatio
the salespersonédés abilities or apt iidt199e s , s k

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 relselaund a positive and significant
relationship between customer orientation and sales performance (Boles et al. 2001; Brown et al.
2002; Mcintyre et al. 200@5rizzleet al . ). According to Williams
selling depends on sucse$ u | i nterpersonal communi cationo
to communicate and interact with their customers better are more likely to score high on sales
performance. Customeriented 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. Therb®riellowing hypothesis

appears to be appropriate in defining the customer orierdadidarmance link:

H6: The higher the | evel of the marketer ds ¢
/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 gst taespondents. 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 wedne targest 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 thereewm 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 factortrsicture (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 Crobac h Al pha (U) . The reliability of weac
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 hypothedissting. 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) danthke 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. Gaxfeffiessdex (GFI)

was 0.94 (greater than 0.90); CFI was 0.95 (greaen 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 associatedvalues. In terms of the antecedents aftomer 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 smificant positive relationship betweemarket culture and customer
orientation. The research findings indicate that the type of organizational culture may not
determine the manager 6s | evel of customer ori
and adhocracy cultures encourage their marketing personnel to be more cwusiented. It
was argued that these organizational cultures generate a work environment which instills and
promotes customariented values in all employees within the organaratiThe 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 employe&he 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 havhad 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. Paramet 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 developme H5* 0.4920* 7.269*
(+)customer orientation to performance H6* 0.3160* 4.311*
(*) Significant in hypothesized direction, twailed 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 Wil |l i anmgtha there i®\a positiveaaynd s(gifi@adté ) 6 s
relationship between the salespersonodsllecust om
relationship. Based on this finding, it is possible to argue that a strong customer orientation (i.e.,
personal intraction with customers) leads to better overall customer satisfaction (Rush, Zahorik,
and Keiningham 1996) which, in turn, results in improved bsgder relationship. It was also
found that there is a significant positive relationship between custamentation 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 Bavgher 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 compangestutly 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 increasingitear k et er s cust ome-oriented i ent a
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 toontinuously gather and evaluate current information on customer satisfaction,
customer complaints, market trends, and so on. They try to make accurate assessments and

predictions on customersod future needs, want
sensitivity and responsiveness toward customer demands may significantly influence the
companyos busi ness perfor mance. Their attitu

perceptions of the organization and its products and services. Marketing pexgibimraestrong
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 wiled that employees with market culture tend to be more
customeror i ent ed. I n order t o Il ncrease their {
organizations should help their employees bond and identify with the organization. Establishing
and maintaining ariendly, 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, customeo r i ent ed mar keters perform better a
devdoping excellent buyeseller relationships. Therefore, firms should emphasize on promoting
customeyoriented values and behaviors among their employees at all levels. They should
periodically assess the | evel o f shouhll edlésign e mp | ¢
training programs and establish reward systems to promote the levels of customer orientation of
their employees.
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USING B2B BUY-SIDE E-COMMERCE SYSTEMS IN THE
SUPPLY CHAIN: DOES IT AFFECT FINANCIAL
PERFORMANCE?

Jap Efendi, University of Texas at Arlington
Michael R. Kinney, Texas A&M University

Katherine T. Smith, Texas A&M University
L. Murph y Smith, Texas A&M University

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 amampany 6s bottom | i ne. Further,
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 busiodsssiness
(B2B) buyside ecommerce systems. Analyses show that early adopters outperform their non
adopting industry peers in the pastoption period. Superior performance in adopters' return on
assets (ROA) is driven by increases in profit margins rather than by impassetturnover. The
results are consistent with the claim that B2B-bigde improves company performance through
lower purchasing and administrative costs. Early adopters of B2Bidaysystems received a
competitive advantage over industry counterpaitteast 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

Thi s research examines t h e e and fnVolveenent en o f c
consumer s6 deci si ons. Ingdhe praesent gapey | adgpt tlee traddonal ant vy

val ance approach of i ndividual sd6 mood state
subsequent judgment. This is cardinal at this pointirmé due to the conflicting and mixed
evidence found in the I|literature regarding th

Previous research suggests that positive
positively and, therefore, reduce the level of risk @etion 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 personianvolvement and level of resources available may qualify the effect mood on
purchase intention.

Swinyard (1993 x ami ned how individual s6 mood and
shopping intention. The results indicated a significant two way inferadtetween 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 consistenh whie involvement theories, as involved
consumers are more active processors of information cues.

| believe the conclusion that positive mood effect is greater when individuals are more
involved in the shopping experience is incomplete. It is possibte tha ndi vi dual sdo n
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 cognitiveorces consumers have to process the information,
which in turn, may influence their subsequent decisions. In this research, | account for such
possibility by measuring mood after the mood treatment as well as at the end of the study. If
mood changed ahte end of the study compared to the s
amount of cognitive recourses for information processing will be less, which may have an effect

on i ndividual s6 decision to buy the wdarrant
influences purchase likelihood when subjects are highly involved in the purchase situation
(Swinyard 1993) . My argument is that individ

interaction of mood and involvement and that the change in thdiva | s & mood wi | |
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 effeciodfand involvement in
consumersd6 decision to purchase a car warrant
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change, sad mood individuals who are less involved in the purchase situation will show higher
likelihood to purchase the warranty comparedindividuals 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 significantviay interaction between mood and
involvement. That is, bjects 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 ofetretical implications. The findings extend the
involvement and affect literature by providing evidence indicating sad mood as a driving factor
for consumerso6é purchase. This result iIs count
assertsthe mport ance of happy mood to increase cons

In addition to focusing the attention on the role of indirect affect and involvement in

affecting consumerso decision, the finding fr
with framework to increase their sales of protective products (i.e. warranties). Because
individual s6 mood is |likely to decline during

sale people, it is recommended to: (1) keep the consumers in a imagolystate 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 PRESCRIPTION DRUG INSERTS ON
CONSUMER AWARENESS OF THE SIDE EFFECTS

Dennis Emmett Marshall University
Ashish Chandra, University of Houstoni Clear Lake

ABSTRACT

This paper examines diretd-marketing of pharmaceutical products and the impact that
this has on consumer awareness of side effddig. 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 includeavith 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 usualthe age of consumerism has redefined the outlook of
marketng 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 servicesiceGif drug typically
relied on the physiciands prescription and su
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 direeto-consumer advertising of prescription medications. éwnera of a
consumed r i ven mar keting approach IS born, mor e
healthcare world. Exponential growth in direct consumer marketing of medications, products
and services quickly followed this deregulation move by the FDA.

Preeri ption drugs are a major topic in toda)
underMedicare to rising costs, everyone is concerned with these issues. The rate of inflation of
prescription drugs is roughly triples that of overall health carealtHcare 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 eachkiedtsement, there are disclaimers concerning
possible side effects of the particular drug. In fact, recently one proiNazd, made an
advertisement completely based on the side effects. This advertisement was in response to a
variety of concerns brgit 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 gpide. In January, 2006, the Food and Drug Administration
revised the format of the package insert that will provideéoegiate information in an eagg-

read format (FDA Consumer, 2006). The reason for these revisido save time and reduce
adversalrug eventgFass et al., 2007). The content of the insert will start with the highlights of
the prescribing information and makes the order of the sectiondrieselly (American Journal

of HealthSystem Pharmacy, 2007). Also, the new insert will eactisting the risks and
benefits of the drug along with a tdike number and internet reporting information for
suspected adverse effects (The Brown University Geriatric Psychopharmacology Update, 2006).

ANALYSIS OF DATA

The main problem with packagnserts 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
missingdata, 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
nonprobability samples. The rationale for adopting this type of samgals that despite its
minor drawbacks all the respondents were legitimate consumers. The respondents were asked
guestiongelating to inserts. Questions were about whether they had seen, read, and understood
the insert. Additional questions were askbdwt 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 groufB- 25 were 260 respondentsin the age class 246 there were 249
people, and over 45 there wei€7. There were 397 single individuals and 287 married
individuals. Education level was as follows, 274 with less than college degree andtid02
college degree and above.

The majority of the people (87.7%) of the people saw the inserts. A smajtaitynaf
the people (62.0%) felt that there wast too much information on the inserts. Table 1 provides
these results.

Table 1

Basic Frequencies
Question Yes No Total
Was the insert seen? 594 83 677

87.7% | 12.3% | 100%
Was there too much information| 192 313 505
38.0% | 62.0% | 100%

Table 2 provides the basic responses to the questions. Over %2 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 eitb@metimes 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 Some | Rarely | Never | Total
Times Times
How often have you read th 191 165 154 72 35 617

patient package insert thl 31.0% 26.7% 25.0% |11.7% |5.7% | 100%
comes with your mdicine?
How often does th¢ 32 79 251 183 70 615

information of the packag| 5.2% 12.8% 40.8% |29.8% |10.1% | 100%
insert confuse you?

Are the package inser| 467 119 20 7 4 617
written in English? 75.7% 19.3% 3.2% 1.1% 0.6% | 100%
Are the package inser| 75 105 199 76 142 597
written in Spanish? 12.6% 17.6% 33.3% | 12.7% | 23.8% | 100%

When it comes to the insert being confusing, only 18% of the respondents said that it was
confusing always or most times. dlpercentage 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 aldivaduals 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 remaimg 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 alwest or
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, sifntige 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
Demographicvariables were analyzed to see if there was any relationship. Table 3
provides the results of the cresdbulations. The palues are given. The eleven significant

results are examined here. Gender was related to all of the variables except orith, tgeeay
marital status with one, and education with two.
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Table 3

CrossTabulationdJsing Demographic Variables
Question Gender | Age Marital | Education

Class Status

Was the insert seen? .000*** | .001*** | .013** 197
Was there too much information? | .870 .052* .806 .003***
How often have you read the pati¢ .000*** | .000*** | .230 192
package insert that comes with yc
medicine?
How often does the information ( .088* .650 .800 170
the package insert confuse you?
Are the package inserts written | .020** A17 .037** 399
English?
Are the package insertsvritten in| .046** 124 .057* .007***
Spanish?

* - Significant at .10 level
** - Significant at .05 level
*** - Significant at .01 level

The first question is whether the insert was seen. Femades 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, amaore 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 oiddividuals 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 a@e, 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 45 and 46 and over, were more like to relag inserts most or all of the
time than those between-23.

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 counterarts. 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, femdes were more likely to read them.

99



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

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 knoechuse 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 han those with college degree and above.

IMPLICATIONS FOR MAR KETING

One of the basic tenets of dirdotconsumer advertising was that people want to be more
involved in their health care. The package insert would be one way to be better inforeted abo
the medicines and how they impact health. Based upon this study, the majority of the people saw
the inserts, but only orealf of the individuals read the insert most or all the time. The revisions
required by the FDA may have helped to make the tmseore usefriendly, 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 understoodhayf afdhe
people. The dilemmis 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. Tdesigning of the
inserts by the FDA has probably helped in this matter, but more needs to be done.

Directto-consumer advertising is increasing. The question is how one carthgain
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 aregwing 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. Themust make every effort to inform the public of the dangers.
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THE EFFECTIVENESS OF VISUAL METAPHORS IN
BUSINESSTO-BUSINESS ADVERTISING: A RESEARCH
PROPOSAL

Robert O. Fabrize, University of North Texas, College of Business

ABSTRACT

Though rhetorical figures such as visual metaghare common in consumer advertising,
their appearance in business-business advertising raises questions regarding their
effectiveness. This proposal investigates whether the use of visual rhetorical figures in
advertising can effectively persuade inuliag 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 bwyers 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 pheducts 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 rhetoricafjfires 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 emiai evidence is yet available, this trend toward the use of
rhetorical figures is evident in busingssbusiness (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 oldtime safe (Rockspace Hosting), outsourcing services depicted as a boxer
(CompuCom), and cars moving across a spanless bridge (Sungard Elpt Site

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 wvgéers to be straightforward
e.g., (Bly 1985). It also appears counterintuitive because technical personnel and purchasing
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agents are Ano nonsenseodo people who communi c.
advertisers are using more indirect stgae 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 infeegnces
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 directake this into account and create ads for a
heterogeneous audience thas baly one level of meaning for the reader to discover (Phillips
1997). The decoding of this single meaning st
a concept borroweddm 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, peopba rely
context clues such as place, manner, time, or mode of communication to overcome ambiguities
in the message and determine the messageds me
Implicatures, suggest the meaning of the message rather thansexgpieslirectly. 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 raring.

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 ¢hdieems of rhetorical figures let
the viewer seligenerated 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 adverts (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 busingsgusiness advertising.

Thus the intended contribution of this study to the body of knowledge is to
1 Demonstrate that visual rhetorical figures are effective in bustodsgsiness

advertising
1 Show that ads with visual rhetorical figures create a favorthbtede toward the

ad
1 Show that ads with visual rhetorical figures create more favorable brand attitudes
1 Show that ads with visual rhetorical figures have greater ad recall

The effect of the result of this investigation will be to provide academicpracttioners
with a better understanding of how B2B readers are influenced by rhetorical figures in print
advertising in a businegs-business context.
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INDIRECT CLAIMS AND RHETORICAL FIGURES | N TEXT AND VISUALS

Communication in print advertising hés 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 exarad 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 megsé#ue 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 anchgestl962). 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 varyn 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
attempttouse the consumer 6s ability to draw infer
the ad (Johar 1995). This method has proven effective enough to raise regulatory policy concerns
regarding what inferences a reasonable person would draw from cigaletegl, and cosmetic
ads. I n these ads, readers receive two messa.
beneath it (Stern 1992).

Rhetorical Figures in Texts as Indirect Claims

A common type of indirect claim is the rhetorical figure becaa#eer than using a direct
and literal method of communication, the rhetorical figure does so figuratively. It is the
i ncongruity between the expression6s form and
the recipient of the ad to decode (Mothergiiaet 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 t he meerhen)thesconeept ofiftfetorigalfyqeeso f s
has transferred to text and to visuals. Textual rhetorical figures have been well studied in the
marketing literature. In a study of headlines of-fadige consumer advertisements, McQuarrie
and Mick found that 8% 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 cds)sand
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 ofsahases. 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 symboleomponents.

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 featuringiaéixjglaims (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 ananare favorable attitude toward the ad. Tropes are
effective because much of the lomvolvement 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 flially 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 thaassd¥fie@uarrie
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. substitutibrone object for another).
Destabilization tropes include paradox (i.e. a-selitradictory 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). Degtedation 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 nagthor 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 fAbusiness is war. o The reader asciI
because the reader transfers onto business all of the qualities of war: chaos, danger, death,
triumph, and loss onto business. Business figuratively becomes edtenthbat. Metaphor is
similar to simile which uses #@Aliked or faso
comparative word Ali keo in a metaphor causes
figurative nAtrut ho rtherclassities metaphorasibeipngesindle, exténdesl,r n  f
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
openended netaphor 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 appliesual images.
|l nterpretive theory postul ates that rhetoric
terms of the sender 6s argument, articulation,
of the message. These same elements can hedipp 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 ofhie 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 commtiaicaequires 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 applicationthat mbi nes Scott és views of
Mc Crackends shared system of conventions i s s
semiotics to study the issue. Semiotics is the study of the processes of signs and communication.
Relying on a suliéld 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 competeok can
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 imagemy 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 @asure in viewing the ad. This elaboration takes place because the reader must take
apart the dartful deviationo of the rhetorica
of pleasure from decoding the meaning which the sender has artfullyede(ddcQuarrie 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 @wdturally
determined knowledge structure which determialed 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 backgund 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
whyit had deviated (McQuarrie and Mick 1999).

Visual and Textual Rhetorical Figures inCombination as Indirect Claims

Combining of visual and textual metaphors can create powerful effect. One such effect is
advertising resonance. Resonance is defined
pictorial o play on wo9R)dThe aluthes Qasa thair ideinitiannod theMi ¢ k
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 thaould 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. Tigsignitrces 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 greatsrall for headlines.
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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 underdental 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 singleexposure design in a magae 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 strongestraor 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 darPhillips studied how weak implicatures generate
inferences for readers to grasp the advertise
viewers must hold at one time, the more likely the readers are to create their own general claims;
the reseachers 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 prtdc the ads with verbal
indirect claims (McQuarrie and Phillips 2005).

ADVERTISING IN THE B USINESS TO BUSINESSNVORLD

Though the effect of metaphor in consumer advertising has been examined, its
effect in the B2B context has not. As a whole, B2B atibiag 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 weadamined topics in advertising
academia. Yaleral 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 (I88)ears 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 dstgpercentage 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 integanizational relationships (1998). B2B advertising may be the
sleeping giant of advertising academia. In the busiteebsisiness market it is estimated that
over US$3 billion are spent annually on advertising (Johnston 1994). While B2B advertising
may besignificantly 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 actof faogerchasing 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 producingnfirits 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 congxt, 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 effectivenessg allhddvertising 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 saleecesff 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 s&s. 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 resutsothieth

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 typeesearch 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 difficylis 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 justlganitkanumber 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 bot 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 frosumers.

Industrial buyers more often have a group decismaking 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 gsodte more often much more
expensive and are often customized to the buy
by many stimuli; and their behavior has both rational and emotional motives just like consumers
(Patti 1979). But unlike consumse 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
businesgo-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 beg
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 nonréddezsinteresting 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 industadvVertising 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 salespeoplget 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 compuounsybés i d
industrial advertising Iis necessary because t
the buyer (Kohlman 1960).

Business Context: Life Cycle of the Buying Process

For this reason, Patti contends that advertising is more effectikie gatly 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
reader 6s r espons esmoc ratioma theanre diffetentistesl the praductwas
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 thei 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 thahe B2BO6s
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 thetegréhe 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 avdgato 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 onlg get th
salesperson a first hearing among the compet
advertising is not likely to sway the industrial purchaser. However, the source effect can sway the
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technical personnel , wh o ar meritb. Pdrticigarly whem @rgfe s o f
examining complex new materials in sales presentations, technical personnel are influenced by
the sellerds advertised reputation provi ded

However in high risk situations,eichnical 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 couldd 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 (Chofttdylian

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 foul 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 Eymaists 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 ldbdy 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 layoig 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 indatatbanges 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 atrifiiuthe brand in the minds
of industrial readers (Lamons 2004) . These sy
help readers understand the brand better. The symbol builds corporate image by focusing the
reader 6s 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 tefmlayout 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 thetefmess 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 \asand textual metaphors affect how industrial buyers
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make decisions, how do they do so?

Thus it is hypothesized
H1l: 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 tdreatment 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 informatbndegy
security applications, system analysis software, power management equipment, servers, emalil
management systems, and web site management software that contained visual metaphors. The
ads will be scanned by a professional artist and duplicatedebgrtist 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 presentationaéh 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 willcontain 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. Rsadé 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 websitetoa ke t he survey. The website wild.l
how much incentive money is left for disbursement. Readers who have not responded after two
weeks will be recontacted by email and asked to participate. As a motivator, the email will als
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 infonat i on technol ogy to support their
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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 dead tra
journals, how they are influenced by trade journals, what articles and topics they would like to
see, etc.

Then they wil/ |l ook through a Avirtual 06 co
the magazine for as long as they wish before clotegsection 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 abodive 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 ofTreatment Effect

Attitude-towardthe-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 reliabil ity i sThategpointacale ibhanchoredby nb ac
good/bad, dislike very much/like very much, favorable/unfavorable, and worthless/valuable.

Attitude-towardthe-ad, or Aad, will be measured using a semantic differential scale
developed by Coulter (1998). Inthisstudyn st r ument rel i abil ity i s hi
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 stdjeave
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 thgomeses by judging the accuracy of the
subjectsdé recall of the ad. The judges wil/l k
recall will be defined as an approximate reproduction of the headline including the differentiating
graphic (McQuarrie ashMick 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 selgabios 0
and design programs that wi || attract, ret ai
education are wrestling with the notion of adjusting their offerings to give students greater
choice in course selection (Ackerman and Gross, 2006). ngavbnesizefits-all model may be
too restrictive to be adequate in addressing the different needs of the st@&ledents usually
prefer to have alternative from which to choose so that they can individualize their university
experience and include ases 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, 2008)ile having a choice is
generallyviewed 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., 2003h tdoeding
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 ar dadeluation (Ackerman and Gross,
2006). Students have expressed that their main purpose is to graduate, and they are concerned
about making course selection mistakéfhile students appreciate the opportunity to follow
individual interests (e.g., interngds, 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 procéssdudes the use of published student
evaluations of teachers and instructor attributes. Theésdesit evaluations gauge instructor
popularity or reputation and appear to have a major impact on course choices (Wilhem, 2004).
With teacher evaluations, stuas 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, andverdd applications
(Davis et. al., 2000). Since students have preferred learningsstylatching 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. Thegrefer uppetlevel 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 melp
students make selections from multiple sections of the same course. To better understand how
students make these decisidmistresearch was undertaken to better understand the selection
process that students go through when determining their ematsedule for a semester.

The instrument designed for this research was a-aghtfinistered, structured,
undisguised questionnaire. Seyamwint Likert scales were used extensively to assess the
following: theInstructor (teaching style, homework givernymber and types of exams, power
points used, extra credit opportunity provided, etc.);dberse(time of the day, day of the week,
location, type of course, etc.pther factors (building, facilities, syllabus, elective versus
mandatory, etc.)satisfacton with the institution along witldemographicquestions were also
included on the instrument. The study was conducted among a projectable sample of the student
population at a miesized 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 instrcabdmolled factors such
as the kind of assignments, availability of guest lectures tfegsionals, and the quantity of
lecture material directed toward re&lorld 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 theinse of control. Conversely, presenting a great deal of course
choice may also be countproductive (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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USING A SALES PROMOTION PLANNING SPREADSHEET TO
TEACH STUDENTS TO INTEGRATE CHANNEL STRA TEGY,
FINANCIAL GOALS, CON SUMER DEMAND AND BRAND
LOYALTY

PJ Forrest, Alcorn State University
Kimball P. Marshall, Alcorn State University

EXTENDED ABSTRACT

With increasing retailer demands on suppliers for Temporary Price Reduction promotions
(TPRs), it is important for students to umnstand 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
preparat on and uses class discussions. Thi s ex
requiring only basic computer skills, with producir brandmanager roleplaying and a
business memo format written assignmendf to ac
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 In@spirameters, 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 coas 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 pattens, 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, etail@isuppliers.

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, studentsldp 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 skarges
required by the retailer. Studes 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
studentdefined 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 salkesne 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 Wibecome regular buyers, and whether Aeguyer 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 TR 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 providetem Justification of the
recommendati on. Questions in the assignment
analysis. The assignment questions also serve as a basis for class discussion after the
assignment is given but before it is duetlsat confused students can ask questions and gain
understanding.

Student Assessments of the Assignmemhe Assignment was presented to four different
classes (undergraduate and MBA) at two universities using two professors during the academic
years D07-2009. Each professor taught two classes. The first class at the first university
included twelve undergraduates and four MBAGOGS
All of these students were used in the analysis of all classes combined)ybuhdergraduate
results are reported for class specific analysis. The second class weplieed marketing
metrics MBA course with ten students. The second professor, located at a different university,
taught two sections of a required MBA marketstigategy 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. Holearning 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 gratbsdra
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 askedetdis 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)to5 (®$trn gl y Agree) with 3 as ANeutral . o
comparisons-tests. Ondail tests were used because expected changes for all objectives were in
the direction of improvement. Taking all classes together, average studestvaieHtins
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. Irspbasiic assessments, all learning
objectives also showed statistically significant improvements regardless of teacher.

Limitations and Further Work. A presented, the assignment is limited to a retailer
channel and does not consider letggm TPR effets. 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 islso a need for further testing with more professors and the authors
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request volunteers.
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MODERATING EFFECT OF ORGANIZATIONAL CLIMA _TE
ON THE RELATIONSHIP BETWEEN NEW PRDUCT
DEVELOPMENT CAPABILI TIES AND NEW PRODUCT
PERFORAMCE

Gary L. Frankwick, Oklahoma State University
Kevin E. Voss Oklahoma State University
Jay J. Yoq Oklahoma State University

EXTENDED ABSTRACT

Corporate cultureplays a key role in determining the working climate, leadership style,
strategy formulation, organization behayi@nd processes of the firm (Saffold 1988). Culture
mu st per meate an organization to make a diff
valuable organizational resource because it is created over time, is intangible, is difficult to
imitate, and has the pential 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 investigatganizationalclimate factor§(innovativeness
and operAmindness) moderating role in the variowationships between NP&apabilitiesand
NPD performance. @ understand the specific role of organizational climate factors in the
various NPD processesye suggest NPD capabilities as a composition of vargiaps(idea
generation, idea screening, tectal development, market tesaind commercializationand
various NPD performancemeasureqsales change, sales growth, profit performance, market
share performance, ROI, ROA, and cash flow).

We surveye®4 U.S. firms (originally from the list of the Higfechnology 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.

Theresults of theamain-effectsbetween newproductcapabilities and NPD performance
show thatmost of new product capabilities, except technical developmeat peasitively
associated withvarious measures ofNPD performance For example,idea generation is
positively associated witkales growth, market shareperation profit, ROl and ROA. Idea
screening is significantlpssociated witlsales growth, market share, operation profit, ROI and
ROA. Commercialization also showed positive relatiorskujpph sales growth, market share,
operation profit, ROl and ROA. keever, all of the relationshgbetween technical development
and new product performance are sagnificant Market test also has magnificantrelationship
with operation profit and ROA.

Based on the moderated regression analysis results, we #oaigdificant moderating
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role of an operminded cultureon the link between NPD capabilitieedNPD performance. For
instance, opemindness moderates the effects of idea generation on sales growth, market share,
operation profit, ROI, and ROA. Openindnesslso 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 -wpainess. For market test and
commercialization, opemindness hassignificant moderating effect only on sales growth and
market share.

For innovative culture, the findings indicate thatinnovativenessinfluences the
relationship betweerdeagenerationand 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 $mmficant
interaction effects to sales growth, market share, operation profitaROROA performance

Although, not all of performance dimensions are supported in our hypotheses, the results
suggest that researchers must understand the research context and choose meneaxyftds
of NPD performance for suggesting appropriate empteons.Additional research is needed to
test other type 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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HEALTHCARE ALLIANCE S: IMPACT
ON EACH PARTMEIROS BR

William R. Gombeski, University of Kentucky
Jason Britt, University of Kentucky
Joe Claypool, University of Kentucky
Tanya Wray, University of Kentucky

ABSTRACT

Most companies including healthcare organizations iamef 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 vertle 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 angdpat
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 bettet customer or
market needs that might be difficult to meet on their own. It allows each organization to take
advantage of its partnersé complementary stre
markets and improve market position. One effirst steps generally introduced in any alliance,
affiliation or partnership is marketing initiatives that arebcanded. Cdoranding involves two
or more organizations placing their brands on a product or service in an attempt to project a
desired imge to the consumer. The objective is to create arusad 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 towand a bra
alliance were affected by four factors: fattitude towards Brand A, prattitude 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 eiclividual 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
Brand Alliance
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Keller (2003) also created a model to explain how brand alliances were impacted. Figure
2 shows the four broad categorieplaces, things, people and other brands. He concluded that
in an increasingly networ ked e c dheroemyes islai nki n
crucial skill for marketers to understand to optimally position their organizations. In addition, he
noted that cdoranding may be more effective than what can be achieved through traditional
product marketing programs. Baumgarth (2004t est ed Kel |l er 6s model on
at a German university. Hi s study confir med
important than brand attitudes towards the individual brands were less important.
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Figure 2
What Contributes to Perceptions of a Brand

[Ingredients] [ Company ]

Other
Brands

Brand

Employees

Country of
Origin

Third Party
Endorsements

Endorsers

Events
Causes

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 t@mpanies were more likely to rate
the cebranded entity as better than those less familiar.

Figure 3 Evaluating Brand Alliances

Pre-existing
attitude towards
Brand A and i
Brand Alliance
Brand B \ Perceived
Cobrand fit l
Post brand attitudes
Familiarity of (individual Brand A
Brand A and B and Brand B)

Figure 4, Helmig et al (2008) introduce a theoretical model 4fraaoded products where
thetwo end objectives of a doranding effort are affected by five clusters of factors and three
clusters of spilover affects. The end objective of economic success is affected by the
characteristics of constituent brand/products, characteristics of aeasded product, fit
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between the constituent brands/products, fit between the constituent brands -mtnaed
product and personal specific behaviors. The end objective of positive effects on constituent

brands is affected by characteristic of cdnstnt brands, characteristics ofla@nded products
and fit constituent brands/product.

The authors note that communication regarding -arended launch should emphasize

the functional benefits of the dwanded product and highlight the emotional padsonal 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 comiplexf co-branding a service. In particular, they

emphasi ze the i mportance of wunderstanding the
the success of the dvanded initiative.

Figure 4
Theoretical model of cbranded products
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constituent
brands/products

Characteristics of
co-branded/product
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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. AFakt Godiva Cake Mix was
rated as significanglmore preferred over just a SkRast Cake Mix or a Godiva Cake Mix. The
higher rating was attributed to the good brand fit between the two brands. (See Figure 6)

Figure6

Likelihood to Purchase Cake Mix

on 1 to 7 Scale

Slim-Fast

Slim-Fast Godiva Cake Mix

Cake Mix Cake Mix by Godiva
4.08 5.11* 5.32%*

Godiva Cake-Mix
by Slim-Fast
5.13

* Significant difference between Godvia and Slim-Fast p<05

** Significant difference between Slim-Fast by Godiva and Godiva Cake Mix

p<05

So what can we take away from this review of the literature. First, prior atttwlasds

each brand affect the perceptions of the alliance.

Second, brand fits seems to be the most

important factor in generating a successfubcanded effort. Third, when two highly familiar
brands form an alliance, both should positively benefithd Aourth, the more experience
consumers have with each brand, the greater likelihood that previous experience will impact the

success of the eoranded effort.
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Research Study

Referral Center (RC) located in a large rural state had decided to reachasumany
community hospitals as were interested to find ways to help each become financially stronger.
RCb6s competitors hadmimdemg oe mmplpayiarch & oi sturriagd
doctors to small towns to bring the patients with goaliiance 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 losgrofitable volume they were reducing staff to stay financially afloat.

RCb6s strategy to keep financially appropriat e
specialists to see patients at community hospitals and to train local physicians andshaspita

how to treat and manage lemsute 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 siggeand 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 %A
D 2,231 2,701 +21%
C 1,287 1,511 +17%
B 1,830 1,960 + 7% 10%
E 2,577 2,688 + 4%
A 5,361 5,336 0
Referral Center 25,884 32,090 +24%
13 Other Area 67,431 63,981 - 5%
Hospitals
As part of this strategy, for mal affiliati
Care andstroke; as well as, less formal arrangements in ENT, digestive diseases, neurosciences
and pul monary. Il n the for mal affiliations,

provided.

After several years of forming and implementing the strategy, itdsagled 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 VR conducting a consumer study regarding if
consumers in their markets were aware of the partnership and likelihood to use both
organi zations in the future. Five CEOO0s resp
survey of 401 interviews stified 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 ore in its county. Total sample error was 90% confidence range 4tl% 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 househola&afd or older, the
healthcare decisiemaker 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 thkesigawareness 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

70%

4%
60% -
9 51%
50%
Overall: Mean 42%
40%
0,
30% - =
20%
10%

0%
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?

Figure 9 showshat 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 consumersd needs ranged from 6
%

One of the interestingesults of the cdranding 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)
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Figure9
Expected Change Patient Experience

Improve a Great Deal/Improve a Little

93%
87%
78% 799%
74% a0 7506 (LBY0
66% 65%
61% 60%
Mean 66%
Total D B A E c

[0 Awareof RC Partnership [l 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?

Aware of partnership Mean =4.24 SD =.
Informed of partnership  Mean =4.07 SD = .!

Figurell )
Expected Change
Available Health Care Services

Improve a Great Deal/lImprove a Little

90% 87%
84% 820
78% 7504 © 78%
73% ° 72% 75%0
65%0
60%0
Total B D A E C
O 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?

Aware of partnership Mean =4.31 SD =.92
Informed of partnership  Mean =4.13 SD =.89
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The two major cébranding 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 mosmamewhat 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%.

Figurel2

Likelihood to Use Community Hospital

Aoverall, 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.

15% : £ 9% 169
16% 269
180 200
2094 230
199 [ Much/Somewnhat Less Likely
[J No More or Less Likely
o 669 649 [ Much/Somewhat More Likely
Somewhat more likely: 29% 59% 4 599
Much more likely: 30% 469
Mean = 3.70 SD =1.25 -
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?

Figure 13 shows that 53% of the respondenis ey 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%.

130



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

Figurel3

Likelihood to Use Referral Center

Aoverall, 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.

11% 15% 0
19% 15% 230 249
18% 22%
0
22%) 26% [CIMuch/Somewhat Less Likely
25% 18%
O] No More or Less Likely
- [CIMuch/Somewhat More Likely
Somewhat more likely: 29% 539 9 62% 194
Much more likely: 24% 0 5 50% 48%
|
Total A B D E C

(n=401) (n=80) (n=81) (n=80) (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 a RC facility in the future now that (Hospital) and Referral Center have formed a partnership?

Mean = 3.51 SD =1.28

In addition, further analysis (see Figure 14) d¢fiethh 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.

Figurel4

Impact of CeBranding on RCrad Community Hospitals
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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 fitetween the brands and supported by the clinical and operational
programs created. It appears in this case that tHeacwling approach is a wimin 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-hranding is the increased expectations from
consumers regarding medical care. Making sure both the community hospitate dXeferral
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 adlbospit
and other entities as opposed to competition between individual firms. While there are many
configurations of alliances/networks, simple-lmanding 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 alwm@nded service. However, preus experience with each
brand had a noticeable effect on likelihood to use that organization in the future but experience
with the partneroés brand did not affect futur

MANAGERIAL IMPLICATI ONS

Identifying which cebrandedproducts 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
comunity hospital, patientsd needs were better

It appears when there is a good fit (like in this study), bothraading organizations can
improve their market position. @wranding is a corporate strategy worth pursing.

Recognize that expectationbthe cebranded 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 sukspecialty 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 organizationiebration 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 fpyvorgisessed by a eo
branded effort. Better understanding what factors contribute to this negative attitude would be
useful. In addition, the advantages and disadvantages of delongcebranded relationship
would provide useful managerial information.
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POST-PURCHASE RETURN INTENT: THE INFLUENCE
OF UTILITARIAN AND H EDONIC UTILITIES

Darrell Goudge, University of Central Oklahoma
Thanh Tran, University of Central Oklahoma
Stefan Genchev, University of Central Oklahoma

ABSTRACT

Postpur chase return intent plays an i mportan
Interestingly enough, the literature lacksebretical 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 ppsirchase return intent within the
broade 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 researchdmsdi

INTRODUCTION

Supply chain management is often defined as the art andtseieno f A pr oacti vel
and coordinating the flow of products, services, and information among connected firms
focusing on creating an cCavithaol 1092 e.r2B85Hgweveg hou e t o
all buyerseller 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 neatisfied with the value receivede selleroften allows the buyer to
returnthe 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 Rbgers
and Leuschner (2004) point out that the management of resuome of the distinct dimensions
of the supply chain concept as compared to the traditional logistmsted perspectiveRather
than be considered as two independent flows sugin management treats each flow as a part
of a continuous supply chain loop. Understandablyet questi on of how to

chain |l oopd in terms of extr act raddgd fa allcthea | , b
participants in the qaply chain takes center stage in returns management research agenda (Wells
and Seitz 2005).The f ol l owing definition is illustrat

chain management process by which activities associated with returns, reverses|ogaséic
keeping, and avoidance are managed within the firm and across key members of the supply
chain. 0(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 amas 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 intettes 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 returnsenastscelated
literature, Rubio et al. (2008) state that the main streams characterizing research in the area are
focused ororganizational (firracentered) efforts related @sset recovery, production planning
and related returns inventory management, eexerse 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 Tibbeembke 1998). Tis predominant firmcentered focus is
justified because, da every relatively young business discipline, showing the effect of returns
on the bottom line is a necessity (Stock 1998dwever, focusing only on the firm kexcluding

the customer from the returnslated value equation may prove myopic (King e2@08). They

i ntroduced t he tdescrive effogtsably #rmskcemeopitor maagivity at tloe point of
return toillustrate the importance of the interaction between companies and final consumers in
reducing returns.

Developing and instituticadizing policies and procedures that both facilitate and control
returns is the focal point of investigation when retulated consumer behavior is discussed
(O6Brien et al. 2009) . Whet her these policies
guestions as k-MatoSciargttp 8003) or keed toNpose certain limitations on
returnsrelated refunds to prevent fraudulent intent (Hess et al. 1996), they remain substantially
different across firms, products, and industries, illustratiegchallenging nature of the business
to customer relationships in returns setifiyood 2001).

Consider the following, returns policies and returns processingeangly influenced by
reasons stated by customers for retufsrien et al. 2009). Heever, these companies do not
trust these same customers to be hoft€sig et al. 2008) On one handfirms operate on the
basic assumption that consumers tend to exhibit fraudulent behaviors, with terms like
Adi shonestyo, ides hwgpea ch gtoqg ialnldu ditr rea taatolvkrde rr manie oy
customers who return produdg€ing et al. 2008). On the other hand, customare equally
suspicious of firms andoice their frustration with inferior product quality, price gimmicks, and
frmscons antl y tryi ng anhyexchange ps the maimreasohd far consamers to
take advantage of returns proces@idant and Nevin 1981 This apparent paradox deserves
further attention. While the organizational perspective has been largely asfiirggsugh 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 gapirtmprporating the theory of hedonic and utilitarian
satisfaction in more <closely investigating t
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 facterrnrstof 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 e@fturn 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 formakima pgoer is organized as
follows: A literature review to establish thieeoretical background is presented focused on the
applicability of hedonic and utilitarian theory drawn from the field of economics toward returns
behavior. Following the literature reviethe 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 folbwed by outlining some managerial implications. Finally, research limitations are
acknowledged, concluding with future research directions.

LITERATURE REVIEW
Studi es of Returns Policies from Firmsoé Pe

Previous studiesof returns policies inclde two streams of relevant research
manufacturersd returns and consumer returns.
quite extensive and examines the impact of a variety of factors. Marvel and Peck (1995), for
instance, show that the asion to accept returns by manufacturers dependhe®mature of
demand uncertainty.Uncertainty over customer arrivals favors accepting returns since these
induce retailers to hold risky inventory and result in optimal stock lewatsen the uncertaig
is over consumer's valuatitmowever, a ngeturns 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 tmeshare 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 padis

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 arengakal. The channeoodination 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 guality 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 respnsibility 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, f&karing, incentives to provide matkng 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 Consumer s

The second stream of literature foougson consumebehavior basedeturns policiess
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more limited Che (1996) investigates the role of consums@urns policy in screening for high
valuation customers. He finds that when the retail cost is high andrmersare rislaverse, the
retailer can protect its margin by selling only to higtluation customers under a returns policy.
Next, from a signaling perspective, Moorthy and Srinivasan (1995) argue that -tvaiey
guaranteesyith liberal returns policie for consumers, can credibly signal product quality. MS
identify conditions under which mondgack guarantees are necessary to signal quality; they also
identify conditions under which these guarantees serve as a useful supplement to price in
signaling auality.

Hess et al. (1996) investigate the role of a-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 returnafiger extracting some free value
out of it. They find that the retailer is better off imposing a-refandable charge when the trial
value, the overall valuation, or the probability of consumer finding a matched product is high.
Such a charge is alsecommended when consumers' transaction cost or the salvage value of the
returned product is low.

HYPOTHESES
Utilitarian Dissatisfaction

Past research in marketing and economics h
making processs based on th 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 1998)itarian dissatisfactions the
negative feeling experienced by consumers when preéutibit a relatively low level (below
the consumersdé expectation) of performance r e

H1: A higher level of utilitarian dissatisfaction leads to a higher rate of coasteturns.

Hedonic Satisfaction

In contrast, hedonic satisfaction is defined as the positive feeling that consumers
experience when the product provides a relati
of nonfunctional features (e.g., affemh). Specifically, consumers may evaluate a product
based on its functionalitfutilitarian evaluatiohoft he pr oduct 6s wamlerfthel nes s
experiential affect associated with (iedonic evaluation; e.g., how pleas#éimose 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 dimsions 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 utilitf@s.instance, Dhar and Wertenbroch
(2000) investigatethe relative importance of hedonic and utilitarian considerations in an
acquisition conditio(when consumers choose which of the many alternatives to agcgndea
forfeiture condition(when consumers choose which of the alternatives to givebpy ind that
relative preferences for hedonic as compared to utilitarian goods are stronger in forfeiture
conditionsthan in acquisition choiceonditions

This finding suggests that when making the decision to return the product, a forfeiture
condition, cosumers 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 cansumers
dissatisfaction with the product functionality (i.e., utilitarian dissatisfaction) would be moderated
by the consumersdé hedonic satisfaction.

H3: Hedonic satisfaction moderates the impact of utilitarian dissatisfaction on the rate of
returns: a higherelel 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) betwesnbjectsfactorial design. The subjects,wo hundred twenty
five students from a middisized urban university were randomly ssigned to one of four
conditions. A high percentage of this student population works eitligimhe or paritime 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 (basethe Global Positioning System) or as it is
commonly known as fAa GPSo.

The subjects are presented one of four possbnaris (Appendix) in whichthe GPS
that he (she) has purchasedas disappointing performance characteristics (utilitarian
dissatsfaction), but also appears to provide emotional satisfaction (hedonic satisfaction) as
perceived by the buyer and by peers. The performance characteristics are clagssifikalias
(i.e., either high or low utilitarian dissatisfaction) and hedone, (either high or low hedonic
satisfaction) performance of the product. Giveme of four possible randomly assigned
scenarig, participants are asked to report the likelihood that they will return the GPS to the store.
To reflect the reaWorld pracice of imposing a nowefundable charge when the trial value or the
overall valuation of the product is high (Hess et18196, we inform respondents in dibur
scenarioghat a 15% restocking fes imposed on each returned item.

Accordingly, we maniplate the independent variables, including utilitarian
dissatisfaction and hedonic satisfaction and measure the dependent variable, which is the
consumerso6 intention (i.e., |likeli hdooedspyret o r e
that we have successfully manipulatethe respectiveindependent variable§.e., utilitarian
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dissatisfaction and hedonic satisfaction), we measure the level of utilitarian dissatisfaction and
hedonicsatisfaction perceived by the respondents in each of the fourtiomsdiWe employ
four-item Likert scales to measureeach of these two variablesbpted fromBabin, Darden, and
Griffin 1994.

As an additional manipulation check a second set of scenarios was used substituting
utilitarian satisfaction for utilitarian dsatisfaction in each of the four scenarios. In the utilitarian
di ssatisfaction scenario subjects were told t
|l i ked, whereas in the wutilitarian sati sk actio
as wel |l as you would Iikeo. As expected, i n
each of the respective parallel scenarios, which confirmed the dissatisfaction/satisfaction
manipulation was working.

Construct Validity

When instrument itesh 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 itemguledito 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/arimax 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
dissatigaction 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 Ster -.832
All Features Looking Fo 761
Accomplish What Wain .710
Having GPS a Jo .650
Valuable Investmen .59
Friends Enjoy GPS Feel Goo 762
Friends Travel with M 748
Sense of Adventer .700
Travel Because Want To @

Extraction Method: Pricipal 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
Di ssati sfacti on alphaefOBe and the tiCae adembsat aneaswing 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 Figuredrdikgly, we
find that the simple effect of utilitarian dissatisfaction on the rate of returns as hypothesized in
H1 is supportedp=0.002) as is the simple effect of hedonic satisfaction on the rate of returns as
hypothesized in H2 is supporte@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 Betweetsubjects Effects
Dependent Variable: Return GPS

Type lI

Sum  of Mean
Source Squares | df 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
ubD 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 rggafn83) and the shape
of these relationships (i.e., the simple effect of UD and the moderating effect of HS) asrshown
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), thouglpful in creating the value of the product, do
not eliminate the negative effect (s) of the
features on the intention to return the product. The influence of peers is also shown to influence
hedonic sasifaction which influences likelihood of return.
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Figure 1
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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 inforpratoous
disregaded 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 returnghis information has the potentital reduce the amount of
returns byidentifying and theraddressinghiose 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 tcollection 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 peeptions (utilitarian satisfaction/dissatisfactioh)f f r i endsé percept
i mportant, then firms should incorporate frie
Firmsdé employees wil/l need add cettheompartncetof ai ni r
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 tteturn.

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 generaability of this study is limited. Future studies should include a random sample of
consumers from the actual marketplace.
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Reverse logisticshould not be viewed as a costly sgt®w to normal operations, rather
as an opportunity to build competitive agitage (Stock, Speh, and Shear 200B6ompetitive
advantage for any organization is centered on its ability to provide supareds lof customer
satisfaction.

REFERENCES
Babin, Barry J. William R. Dar den Measuring Mi t c |
Hedoni c nd Ut i | i tJeurnal afrConSumer lResearck) (Maech),u e , 0
644-656.
Batr a, Rajeev and OI I T. Ahtola (1990), N Me

Consumer Attitudes, 0 -MArketing Letters, (2
Blanhhar d, Dave (2005), i MogisiicaTpdayp/o.iaylo Yppih Rever
Cavinat o, Joseph L. (1992), AA Tot al Cost/ Val

Journal of Business Logistiod3) 2, 285301.

Che, onKuo. ( 199 6mer Refur@ Palities for Experience Good$he Journal of

Industrial Economics44(1) 17-24.

Dhar, RaviandKlaus Wertenbroch (2000 , AConsumer Choice Between
G o0 o dJsubnal of Marketing ResearcB7(February), 601.

Foss,Bryan] ai n Hender son, Peter Johnson, Don Murr e
the Quality and Co mpl JeunalrnkeDatabase Markétingld)o mer L
2, 139158.

Guide, Daniel R. V, Jr., Gilvan C. Souza, Luk N. Van Wassenhove, and JosephcRbiBh
(2006), ATi me Val ue of MamagementrSciengebl. 5PN duct |
8, pp. 12001214.

Hess, JamesWujin Chu and Han Ger st ner (1996) , AControlling
Marketing”,Marketing Letters7(4) 307-317.

Hunt, Shéby D. and John R. Nevin (1981), AWhy Cus
Of fBustness Horizon24:3 (May/June), 482.

Kandel, Rigene( 1 9 96 ) , AThe XRurmlotlLaw and BRanomic890ADril), 329
356.

King, Tamira, Charles Dennis, ahden Ti u Wri ght (2008), AMyopi a,
Theory of Pl douma o MBketmaManagemer®4) 12, 185203.

Marvel, Howard and Ames P e ¢ k (1995) , ADemand Uncertaint
InternationalEconomic Revieyws6(3) 691-714.

Moorthy, Sidhar and KannenSr i ni vasan (1995), ASi gBaekl i ng (

Guarantee: The Role of Transaction Cos#drketing Sciencel4(4) 442-466.

Nunnally, Jum C. and Ira H. Bernstein (1998%ychometric Theory New York: McGrawHill
Inc.

Obri en, Mat hew, Donna J. Hil |, and Chad W Au
Retail Episodes: Effects on Retail Salesperson Role Condamrnal of Marketing
Theory and Practicel7:3(Summer), 25266.

Padmanabhan, V. dnl. P.L . Png ReturaOPwljcies: Miake Money by Making Good",
Sloan Management Reviet995(Fall) 65-72.

Pasternack, &ry A. (1985) , AOpti mal Pricing and R €
Commodities"Marketing Sciencet(2), 166-176.

142



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

Pellegrini L. (198 ) $Sale or Return Agreements vs. Outright Salésarketing ChannelsL.
Pellegrini and S. Reddy (edsBoston, MALexington Books, 592.

Petersen, J. Andrew and V. Kumar (2009), nAre
and Cons eaumna of Marketing(7) 3, 3551.

Rogers, Dale S. (1999%;0ing Backwards: Reverse Logistics Trends and PractkReso, NV:
Reverse Logistics Executive Council.

Roger s, Dal e S. and Rudol f Leuschner (2004),
Pros p e ¢ tJauma of Marketing Theory and Practiog-all), 6G65.

Rubi o, Sergi o, Antoni o Chamorro and Francisc
Research on Reverse Logistics (199 0 S5lhtermational Journal of Production
Research46:4 (Febuary 15) 10991120.

Sarvary, Mklosa nd V. Padmanabhan (2001), AThe I nfor mi
Policies: How They Can Help in Learning the Demamdarketing Letters12(4) 341-
350.

Shiv, Babaand AexanderFedor i khi n ( 1 ®iadin ConflittHEha Interplag afd
Affect and Cognition in Consumer Decision Makingournal of Consumer Resear@6

278292.

Smith, Alan D. (2005) , AfReverse Logistics Pro
B e h a vMINEr ThedJournal of Inforation and Knowledge Management SystdBts)
3, 166181.

Stigler,George( 1 950) , A The Devel ophméouarnal obHolitiddltEcohomy v Th e
58(5), 373396.

Stock, James R. (1998pevelopment and Implementation of Reverse Logistics Progréns
Petersburg: Council of Logistics Management.

Stock, James, Thomas Speh, and Her bert Shea
Competiti v eMITAStbanaviartagement, Revievol. 48, No. 1, pp. 5B2.

Tsay, AdyA . (2002), N Ri sributidh €haaneltParwarshipgs: Impticatibnis for
Manufacturer Returns Policieslpurnal of Retailing72, 147-160.

Wo o d, Stacey (2001) , ARemot e Pur chase Envir
Leniency on TweSt ag e De ci s i dournalP of oMaketing eResearch
XXXVIII:1 (May), 152-169.

Zajonc, Robert B and thzelMar kus (1982) , AAffective and Cog
Journal of Consumer Resear¢h123131.

143



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

APPENDIX
Hedonic Satisfactioni Utilitarian Dissatisfaction Scenarios

Low HS Low UD

You have been |l ooking at GPS06s for some ti
ago. You are not pleased with how it looks. Some of your friends ask to see it and also tell you
they donét care for its | akoakwell asyou would iikel iThei o n ,
screen is sometimes hard to read in bright I

missing streets. You can return the product for 30 days with no questions asked, but there is a
15% restocking fee.

High HS LowUD

You have been |l ooking at GPS6s for some ti
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 galdwke. The screen is
someti mes hard to read in bright Il i ght and
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 beeh oo ki ng at GPS6s for some time and
ago. You are not pleased with how it looks. Some of your friends ask to see it and also tell you
they dondét care for its |l ooks. | n bBkd.dThet i on,
screen is wusually hard to read in bright l i g
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 atRlsS6s f or some time and you fin
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
usual y hard to read in bright |light and youdve
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 | have all thedg¢ures | was looking for.

Strongly Agree Agree Disagree Strongly Disagree
1 2 3 4 5

With this GPS | travel notdrause | have to, but because | want to.
My friends will travel with me because | have this GPS.

| can accomplish what | want to with this GPS.

Having this GPS gives me a sense of adventure.

My friends enjoy this GPSwvhich makes me feel good

This GPSs a valuable investment.

Having this GPS is truly a joy.

| would return this GPS.
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THE ROLE OF COMMUNIC ATION IN NURSING JOB
SATISFACTION AND PER FORMANCE FOLLOWING A
SIGNIFICANT CHANGE | N LEADERSHIP: IMPLI CATIONS
FOR HEALTH CARE MANA GEMENT

Eric G. Harris
Kristen Maceli

ABSTRACT

It has been weltlocumented 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 reirgopulation, 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 avtable 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 ret&igimg
guality nursing professionals.

INTRODUCTION

One important aspect of health care success general,is obtaining the right
combination of talent, leadership, and support (Scott, 20@yong leaders understand the
importance of getting to knotheir team in order to build trydb establistconnedons, and to
lead through turbulent timedg-ew changes that occur in the hospital setting are as turbulent as
when CEO turnover occurs. Establishing strong communication ties is especially mhjporta
these situationsGGood communication is essential forderstanding the different learning styles
and need®f employeesthe result of which is tduild trust and foster connectivity. Leaders
mustalsobe able to communicate expectations and tieewployees to achiewvarganizational
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 ighlight 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 oveoaimsunication atmosphere. The researcher
examined three specific types of communication flows that are particularly relevant:
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communication withsupervisorswith co-workers and with theCEQO. His results indicated that

both communication with top managent (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 commnication with thesupervisorthat 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 satisfaetign Frone and
Major, 1988). These effects, which can be explained in part by L-&&slaber Exchange
Theory (LMX), are an important part of the overall organizational climate (Yrle et al. 2003;
Mueller 2002).

Given that ithasbeen over 20 years sintlee studies cited hereirgnd thatchanges in
hospital | eader shi p -aompetiticecheatthocare indastrys thecetheptdd hy p
communication following a significant change in hospital leadership warrants attention. Indeed,
it has been eshated that CEO turnover in hospitals has ranged froin 1186 per year over the
last decade (Khalig et al., 2006). The results of the Khalig and colleagues (2006) study on CEO
turnover indicate both positive and negative effects of CEO turnover in afeasployee
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 relativienpact of communication with superioeter a
significart change in leadership occurs. As such we addnessdpecific research questions:

Following a significant change in hospital leadership, what is the relative impact of
communication with supervisor, CEO, andworkers on nurse satisfaction?

Do the ommunication 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 frelme 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 éGEO a little over one year prior to
data collection.A sample of 143 fronline nurses \@sgiven 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 udalform for a response rate of exactly 778éthough relatively small,
this sample size well exceeds common guidelines of at least 15 responses per construct (Hair,
Anderson, Tatham, and Black, 1998)he average age of the nurses waydars, the avegee
tenure at the hospital wapproximately6 years, and the average tenure in health care was
nearly b years. Eightfour percent (8%) of the repondents were female and sixtgercent
(16%) of the respondents were male. A fresponse analysis reved that respondents did not
differ from nonrespondents 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 sHiglm measures. While singkem
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.

Opeainess of Communication The openness of communication measures for CEO,
coworkers, and supervisors were op 9 . single item scales assess
satisfaction with each of the following communication issues: openness of communidgétion
CEO (CEO), openness of communication with your coworkers (CO), openness of

communication with your I mThé dconatituct castwed dhev i s o r
perceived tweway communication between nurses, their coworkers, and their supefibes.
response ranges were from fil= extremely dissat

Job Satisfaction The job satisfaction measure was a multifgen, composite measure
that assessed job satisfaction with: overall job, supervisor, hospital policies,tqupopated by
the hospital, and opportunities for advancen
di ssatisfied and 9 = extremely satisfied. o )
average score across the individual items.

Job PerformanceJob performance was measured by utilizing three independent {single

item) measures, including fAoverall job perfor

of work performed. o T ipte caes hangiegrfiom We re ame ags § ¢

worst in the hospitalo to A9 = among the best
ANALYSIS

Research Question #1.:

Our first research question askedafléwing a significant change in hospital leadership,
what is the relative impact of communication with supervisorQC&nd ceworkers on nurse
satisfaction? We utilized stepwise regression to explore the relative impact of the three
independent variables (CEO, CO, and SUPER) on JOBSAIhis procedure is useful for
assessing the relative impact of independent vasgHkr, 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 @ @&s stronger than that of
SUPER (b = .44, p < . 05 an-squafe was 41%3 3mportantly<s . 05
however, the confidence intervals for the betakoverlap (CEO = [.20, .43], SUPER = [.13,

.37]). The table reveals the stepwiseules with the higher betas revealing a stronger impact on

the dependent variable$Ve 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
communicamn with the CEO following a leadership changeaisleastas important as the
previously noted effect of openness of communication with the supervisor on nursing job
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satisfaction. This finding addresd 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 leadershipHteself.
the issue was if the change in job satisfaction of nurses oveasite/ear was due to the actual
change in leadership or if the level of comnuaion with the new CEO also playedde.
Her e, we regressed Achange in jJjob satisfact.i
Asatisfaction with itphg SALMHNG) On amelwilopadarsils
with the CE®OSAITCOEPvariahle wasTreasured on g9 scale bounded by 1=
Amuch | ess satisfied than one year agoo to 9
average satisfaction changevlas 96, whi ch was significantly hi
t he s ame @< (0%). Assuch,.wk €an say that the nurses were more satisfied than they
were one year previous to the survey administration (and CEO chainge).results of the
aralysis revealed that the change in job satisfactediTCOMP) was significantly influenced
both by the openness of communication with the new GEEOD = p< DY) and the actual
change in leadershifself (SATCHNGb = p< ®3)., Thes results ee 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 oomunication 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 wsigmiticant (F =
1.20, p = .31), as were all of the beta coefficients. The same results were found when the both
selfrated quantity of work performed (QUANT), [F = 1.25, p = .29], andrseéfd quality of
work performed (QUAL), [F = 1.76, p = .16)] were regressed on the indepemdriables.
JOBSAT did, however, inflence all three aspects of thegelat ed per f or mance (S
=.19,p<. 05 QUALpP< b. 0=5;. 2QU A NK,.05)b While the2sttiGt 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 prewods has
highlighted the importance of communication with immediate supervisors, our work reveals that
following a change in hospital leadershgpencommunication with the CE@ critical. As
CEO turnover continues to occur, it is vital that upper rganeent is cognizant of the role that
they play after coming in to a new leadership positi@ur 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, brdther, 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 timesdoefarenay 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 siagie
measure These measures are often criticized in the social sciences. Also, we relied on a single
site in what is essentially a caseidy format. Furthermore, established scales need to be used,
when possible.Future studies should address these issiigég time riod 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 frantiestrmore,
our study specifically examines th@fluence 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
communi@tion with the CEO is particularly important following a change in leadership.

Table 1
Correlation Matrix
CEO SUPER | JOBSAT SELFOVER | QUANT | QUAL

CEO 1.00
CO 45 1.00
Sign. .00
SUPER 43 57 1.00
Sign. .00 .00
JOBSAT .60 A7 .54 1.00
Sign. .00 .00 .00
SELFOVER| .14 .19 .09 .19
Sign. A7 .07 37 .04
QUAL 13 22 21 27
Sign. 22 .04 .04 .00
QUANT .09 .20 14 .24
Sign. .38 .05 .20 .01

Note: CEO = communication with CEO; CO = communaratwith ceworkers;
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

\Y DV
(1) b p
JOBSAT
CEO 44 .00
SUPER .33 .00
Excluded variable:
CO
Adjusted f 41
F-Statistic 39.24 .00
(Model)
Stepwise (gn .05;
p-out .10
(2) SATCOMP
SATCHNG .34 .00
CEO 37 .00
Adjusted f 34
F-Statistic 20.41 .00
(Model)
(3) SELFOVER*
CEO .07 .50
SUPER -.03 .78
CO 15 20
Adjusted f .005
F-Statistic 1.20 .32
(Model)
SELFOVER
JOBSAT 19 .04
Adjusted f .03
F-Statistic 421 .04
(Model)
Variables:

Job satisfacti oant:i sifPalcetaisoen rwaitteh yeoaucrh sof t h
dissatisfied, 9 = extremely satisfied)

Job performance: APl ease rate your job pe
among the worst in the hospital o, 9 = Aamong
Communicat o n : AHow do you rate your sati sfac
communication i ssues: (openness with CEO, cow

9 = extremely satisfied).
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(Note: n=111; *in section 3, the regressions on QUANT and QUAIlttechto simplify
presentation. These regressions weresignificant)
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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 tter cust omer s. The e xcapabltetof existpngwhi ¢ h
performing in harmonious, agreeabl e, or cong

referred to as compatibility (freedictionary.com). This paper examines the role of contyatibil
within the context of higher education and evaluates the importance of compatibility in higher
education in accordance with the seven compatibiditgvant characteristics identified by
Martin and Pranter (1989). The potential impact on student feation (or dissatisfaction) is
examined and recommendations for compatibility management are presented.
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