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Preface

The fourth Association for Consumer Research Latin America Conference was held from July 5-8, 2017, in Cali, Colombia. The Pon-
tificia Universidad Javeriana Cali co-sponsored and hosted the conference.

Conference theme was “From Magical Realism to Realizing Magic in the Market Place,” aiming to highlight Latin American consumer
behavior research and researchers, and to provide networking research opportunities for Latin American researchers. We had two invited
speakers, Drs. Eduardo B. Andrade and Manuel E. Sevilla Pefiuela; Dr. Andrade spoke of the challenges and opportunities for Latin American
researchers during the conference plenary session and Dr. Sevilla presented his research on Colombia’s culture and its association with music.

The conference had a total of ninety-seven (97) participants from twenty-one (21) different countries, reaffirming the interest in Latin
America and indicating a diverse group of participants. Forty-six (46) of them were based in Latin American, with the majority coming from
Brazil (21) and Colombia (20).

Seventeen (17) PhD students, all Latin Americans and mostly based in Latin America, participated, indicating importance of this type
of conferences for development of academics in Latin America. We held three workshops at no cost to participants to aid Latin American-
based researchers, and are quite grateful for time and effort provide by Dr. Pallavi Chitturi, who led the Conjoint Analysis workshop, Dr. Lisa
Pefialoza, who led the qualitative research workshops, and Drs. Steven Rayburn, Linda Nasr, and Mario Giraldo, who led the transformative
service research workshop. All three workshops were very well received.

The conference also held a Meet the Editors session, which was well received. We are very grateful for time and effort of following
editors: Drs. Darren Dahl, Salvador Ruiz de Maya, P. Sergius Koku, Ajay Marai, and Jose Alejandro Aristizabal Cuellar.

We received a total of one-hundred-and-twenty (120) proposals and accepted eighty-nine (89) submissions, including four (4) special
sessions; four (4) accepted submissions were withdrawn. This proceeding contains abstracts and/or complete manuscripts of eighty-one (81)
presentations, including competitive and working papers. It also includes abstracts from four (4) special sessions. Participants were quite
pleased with the diversity of topics and quality of presentations. Overall, quality of presentations indicate Latin American researcher is mov-
ing in the right direction.

The conference highlighted the following submissions:

e Best Conference Paper:
“An Upbeat Crowd: Fast In-Store Music Attenuates the Negative Effects of High Density on Customers” Spending”
Klemens Knoferle, BI Norwegian Business School
Carlos Velasco, BI Norwegian Business School
Alexander Vossen, University of Siegen

e Best Conference Theme Paper:
“Patanjali Ayurved: The Guru and the Myth-Making”
Bhupesh Manoharan, Indian Institute of Management Calcuta
Krishanu Rakshit, Indian Institute of Management Calcuta

e Best Conference Paper by or with a Latin America Based Author:
“Frugality: Antecedents, Consequences and Implication for Consumer Welfare’
Leticia Boccomini Marselha EAESP- FGV
Delane Botelho, EAESP- FGV

e Best Conference Paper by or with a Student Author:
“Can Guilt Be Repaired by Consumption? An Analysis of Brazilian Mothers”
Suzana Valente Battistella-Lima EAESP-FGV
Delane Botelho EAESP- FGV

>

This conference would not have been possible without the support of Association for Consumer Research and its board, the advice and
encouragement of its Director Dr. Rajiv Vaidyanathan and the support of Brenda Monahan, its Executive Assistant. The support and guidance
of the planning committee was invaluable, in particular the help of Drs. Salvador Ruiz de Maya, Lisa Pefialoza, Maria Petrescu, and Daiane
Scaraboto during the conference planning and submission review process.

We also liked to highlight the support provided by the Pontificia Universidad Javeriana Cali, in particular the support of Dean of
College of Economics and Business Administration Dr. Alberto Arias Sandoval, the graphic designers Patricia Mejia and William F. Yela,
the communication team of Juan Carlos Prado Caicedo and Diana Milena Lopez Duque, and the music and dancing troop of the Center for
Cultural Expression.

On behalf of the Pontificia Universidad Javeriana Cali, we are quite grateful and proud to have been able to chair the Association for
Consumer Research Latin America Conference 2017 edition.

Enrique P. Becerra

Ravindra Chitturi

Maria Cecilia Henriquez Daza
Juan Carlos Londoilo Roldan
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From left to right:
Dr. Salvador Ruiz de Maya, Dr. Enrique P. Becerra, Dr. Maria Cecilia Henriquez Daza;
Dr. Ravindra Chitturi; and Dr. Juan Carlos Londofio
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SESSION OVERVIEW

This session will discuss the challenges posed by the growing
size and complexity of consumer research data as well as suggest so-
lutions with a focus on understanding these issues through carefully
motivated methodology and application to case studies. Paper #1
and Paper #2 provide guidance on the opportunities provided by tak-
ing a big data view for experimental data while Paper #3 and Paper
#4 provide similar guidance for observational data. All four papers
demonstrate how the growing size and complexity of consumer re-
search data can be exploited to yield new insights for theory develop-
ment and theory testing.

More specifically in terms of experimental data, when the num-
ber of subjects per study, the number of studies per paper, and the
number of papers are all increasing, the importance of synthesizing
a single paper in order to distill the results in a digestible format is
increasingly important. Paper #1 discusses novel single paper meta-
analysis methodology that achieves exactly this and illustrates it via
application to papers recently published in JCR and JMR. Paper
#2 goes an important step beyond Paper #1 and introduces novel
meta-analytic methodology that accommodates the increasing com-
plexity of consumer research data that include multiple dependent
measures, moderators, effects of interest, study designs, contexts,
manipulations, and measurement scale. It applies this technique to
data from fifty-seven studies of choice overload, an important area
of consumer research inquiry, yielding both new findings as well as
implications for future studies.

Focusing on observational unstructured data, Paper #3 proposes
a framework for deconstructing hedonic experiences based on us-
ers’ subjective descriptions of experiences (in the form of text). Tra-
ditionally, in the ethnographic consumer research, scholars did this
manually by simply reading the transcript. This paper shows how
modern computational techniques empower researchers to automate
this process in order to achieve massive scale and illustrates this with
an application to the travel experiences of over 50,000 individuals.
Paper #4 analyzes over 80 million amazon.com reviews. The focus
of this paper is determining what makes reviews helpful to other

consumers. Theory suggests that negative information is more diag-
nostic and helpful than positive information. The paper also explores
the effect of expertise, review length and other characteristics on the
perceived helpfulness of the review.

Single Paper Meta-analysis:
Benefits for Study Summary, Theory-testing,
and Replicability

Meta-analysis is a well-established statistical technique that
synthesizes two or more studies of a common phenomenon. Be-
cause multiple studies provide more information about the common
phenomenon than any single one of them, meta-analysis can offer a
number of benefits. For example, insofar as the studies measure the
common phenomenon with some degree of error, a meta-analysis,
which pools the results from the studies via a weighted average, will
yield an estimate that is on average more accurate than that of any
individual study. In addition, the uncertainty in the meta-analytic es-
timate will typically be smaller than the uncertainty in the estimate
of any individual study thereby inter alia increasing statistical power
relative to individual studies and providing a means of resolution
when individual studies yield so-called conflicting results. Further,
meta-analysis allows for the investigation of differences among stud-
ies, for example by quantifying the impact of study- level covariates
or the degree of between-study variation.

These benefits have been widely realized in behavioral research
in traditional meta- analyses of studies that appear in multiple papers.
However, they have only very seldom been realized in meta-analyses
of studies that appear in a single paper. Indeed, a typical behavioral
research paper features multiple studies of a common phenomenon
that are analyzed solely in isolation. Because the studies are of a
common phenomenon, this practice is inefficient and foregoes im-
portant benefits that can be obtained only by analyzing them jointly
in a single paper meta-analysis (SPM).

In this paper, we introduce meta-analytic methodology that is
specially tailored to the SPM of the set of studies that appear in a
typical behavioral research paper. Our SPM methodology is user-
friendly because it requires only basic summary information (e.g.,
means, standard deviations, and sample sizes); importantly, despite
requiring only this basic summary information, the model underly-
ing our SPM methodology is equivalent, by a principle known as
statistical sufficiency, to that underlying the “gold standard” meta-
analytic approach, namely an appropriately-specified hierarchical
(or multilevel) model fit to the individual-level observations [Stew-
art and Tierney, 2002, Simmonds et al., 2005, Cooper and Patall,
2009, Haidich, 2010]. In addition, our SPM methodology is widely-
applicable; indeed, a literature review reveals that it could have been
used in 86% of the behavioral research papers published in the three
most recent volumes of the Journal of Consumer Research (Volumes
40-42).

Our SPM methodology provides important benefits for study
summary, theory-testing, and replicability that we illustrate via three
case studies that include papers recently published in the Journal of
Consumer Research and the Journal of Marketing Research and that,
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as we further note in our discussion, are either not provided by or
are provided only in part by alternative approaches. Specifically, it
provides a graphical and quantitative summary of the studies. The
graphical summary facilitates the communication and comparison
of results within and across studies thus simplifying assessments of
convergence while the quantitative summary provides a more pre-
cise estimate of each effect of interest as well as the uncertainty in
this estimate. This increased precision is important for theory-testing
because it allows for more powerful tests of posited effects. Further,
these more powerful tests can deepen theory-testing by motivating
new decompositions of the effects that investigate alternative expla-
nations. Additionally, it provides an estimate of and accounts for be-
tween-study variation. This estimate of between-study variation can
suggest unaccounted for moderators that have the potential to enrich
theory while accounting for between-study variation improves cali-
bration of Type I and Type II error. Finally, it provides sample size
analyses for future studies and future sets of studies that account for
the uncertainty associated with effect estimates as well as between-
study variation thus enhancing replicability.

Our SPM methodology has two additional benefits. First, be-
cause it requires only basic summary information and this informa-
tion is often reported in papers, it allows readers as well as authors to
conduct an SPM and obtain the benefits for study summary, theory-
testing, and replicability discussed above. Second, because the re-
porting of an SPM is extremely concise, it allows authors to, if they
desire, include in the SPM studies they have that are related to those
reported in the paper but which themselves were not reported in the
paper; this allows authors to provide further evidence about the phe-
nomenon of interest without taking up a great deal of journal space
and thus should enhance replicability.

Because our SPM methodology is user-friendly, widely appli-
cable, and provides these manifold benefits, we advocate that au-
thors of typical behavioral research papers use it to supplement the
single-study analyses that independently discuss the multiple studies
in the body of their papers as well as the “qualitative meta-analysis”
that verbally synthesizes the studies in the general discussion of their
papers. When used as such, this requires only a minor modification
of current practice.

To facilitate this, we provide an easy-to-use website that imple-
ments our SPM method- ology. The website is available at

http://www.singlepapermetaanalysis.com/

It includes a detailed tutorial that shows how to replicate the
case studies presented in this paper and how to apply it to new pa-
pers.

Multilevel Multivariate Meta-analysis
with Application to Choice Overload
Contemporary psychological research can be dizzying in its
complexity, and this complexity results in patterns of variation and
covariation among the observations from a set of studies that re-
quires careful treatment in meta-analysis. For example, individual
studies in a given domain can vary considerably in terms of their de-
pendent measures and moderators; examine multiple conditions that
result from the experimental manipulation of those moderators and
give rise to multiple dependent effects of interest (e.g., simple effects
and interaction effects); employ a mix of study designs (e.g., unmod-
erated versus moderated, between-subjects versus within-subjects,
univariate versus multivariate); and feature different contexts, treat-
ment manipulations, and measurement scales. Further, individual
papers feature multiple studies that, while different, are quite similar
particularly in comparison to studies featured in other papers.

However, the meta-analytic techniques typically employed in
practice introduce a host of simplifications that fail to account for
this complexity. For example, a common approach involves collaps-
ing the observations from multiple conditions to form a single effect
of interest; converting the effects to a common, standardized scale
such as the Cohen’s d scale (i.e., the difference between two means
divided by the pooled standard deviation of the individual- level ob-
servations); and modeling the standardized effects via a linear mixed
model with one or two variance component parameters. If differ-
ences in dependent measures or moderators are accounted for, this is
typically done only via fixed main effects. These simplifications can
result in among other things the neglect of differences in dependent
measures and moderators and miscalibrated inference.

In this paper, we introduce multilevel multivariate meta-analy-
sis methodology that better accounts for the complexity of contem-
porary psychological research data. In particular, our methodology
directly models the observations from a set of studies in a manner
that accounts for the variation and covariation induced by the facts
that observations differ in their dependent measures and modera-
tors and are nested within, for example, papers, studies, groups of
subjects, and study conditions. We also introduce two theoretically
interesting and extremely parsimonious special cases of our meth-
odology.

Our methodology generalizes prior multivariate meta-analysis
models in three important respects, namely to simultaneously ac-
commodate (i) not two dependent measures but an arbitrary number
of dependent measures; (ii) not a single effect of interest (arising
from, for example, a two condition study) but an arbitrary number
of study conditions that result from the experimental manipulation
of moderators and give rise to multiple dependent effects of interest;
and (iii) not two levels but an arbitrary number of levels that account
for the variation and covariation induced by the fact that the observa-
tions are nested (e.g., within papers, studies, groups of subjects, and
study conditions).

These extensions are important because they are motivated by
and respectful of key features of contemporary psychological re-
search data—in particular data from papers and studies of the choice
overload hypothesis—and thereby allow our methodology to better
account for the variation and covariation induced by the facts that
observations differ in their dependent measures and moderators and
are nested. Choice overload has already been the subject of two
prominent meta-analyses [Scheibehenne et al., 2010, Chernev et al.,
2015]. These meta- analyses employed different variations of the
simplifications to the data and model discussed above and arrived
at contradictory conclusions: Scheibehenne et al. [2010] “found a
mean effect size of virtually zero” whereas Chernev et al. [2015]
found that “the overall effect of assortment size on choice overload
is significant.”

To resolve this difference, we apply our methodology to the set
of fifty-seven studies from twenty-one papers originally examined
by Chernev et al. [2015]. By avoiding the simplifications employed
in the two prior meta-analyses, our methodology more fully accounts
for the complexity of choice overload data and provides richer in-
sight.

For example, it shows that choice overload varies substantially
as a function of the six dependent measures (i.e., assortment choice,
choice deferral, option selection, regret, satisfaction, and switching
likelihood) and four moderators (i.e., choice set complexity, decision
task difficulty, preference uncertainty, and decision goal) examined
in the domain and that there are potentially interesting and theoreti-
cally important interactions among them. For example, choice over-
load occurs for the high level of the decision task difficulty modera-
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tor when option selection or satisfaction is the dependent measure;
however, it is reversed for the low level of the decision task difficulty
moderator when option selection is the dependent measure while it is
nullified when satisfaction is the dependent measure. It also occurs
when there are no moderators regardless of the dependent measure
while it fails to occur when there are moderators—regardless of the
moderator level-when choice deferral is the dependent measure. In
sum, while choice overload reliably occurs for some dependent mea-
sure / moderator combinations and it is reliably reversed for others,
for still others the evidence is quite mixed.

It also shows that the various dependent measures have differing
levels of variation (het- erogeneity). Specifically, choice deferral— a
prominent and important dependent measure in the choice overload
literature (e.g., it was the primary dependent measure featured in the
original studies of choice overload by Iyengar and Lepper [2000])—is
the dependent measure with by far the largest level of variation.

Finally, it shows levels up to and including the highest (i.c.,
the fifth, or paper, level) are necessary to capture the variation and
covariation induced by the nesting structure. Failure to account for
this results in miscalibrated inference.

Because our methodology is motivated by and respectful of
key features of contemporary psychological research data—specifi-
cally in that it accommodates an arbitrary number of de- pendent
measures, study conditions, and levels in the nesting structure—it is
quite general and widely applicable and we expect it to yield rich
insight in future applications. To facilitate its application, we pro-
vide an easy-to-use website that implements our methodology. The
website is available at

https://blakemcshane.shinyapps.io/mlmvmeta/

It includes a detailed tutorial that shows how to replicate the
choice overload analysis presented in this paper.

Deconstructing Hedonic Experiences using Tensor
Factorization

In this talk we propose to use tensor factorization to the problem
of deconstructing users” hedonic experiences. This involves (i) delin-
eating the number of unique experiences, (ii) qualitatively describ-
ing each experience, and (iii) finding the valence of each experience
(positive, negative or neutral). We also show how to link user charac-
teristics to the likelihood of undergoing each experience.

While the proposed framework is general enough to include a
wide variety of different data types, this talk will focus on text data.
In other words, the source data is a corpus of documents where each
document contains a given user’s experience. For example, a docu-
ment could be a user writing about a vacation to Hawaii or staying
at a Las Vegas resort.

Tensor factorization — or more precisely non-negative tensor
factorization - is based on a simple idea, namely that the whole is the
sum of the parts and the parts are non-negative. The non-negative
aspect of the deconstruction turns out to lead to decompositions that
have much cleaner interpretations than traditional data reduction
techniques such as principal components analysis or factor analysis.
This has proven to be an extremely useful approach in areas such
as image reconstruction, computer vision, music analytics, and text/
document classification.

In our proposed framework “the whole” is a (text) description
of a user’s experiences in a certain context (e.g., travel, product us-
age, personal reflection, etc.). The “parts” are constituent experienc-
es making up the total. For example, a person might write an online
review for travel web site of a visit to a resort in Mexico, detailing
the various elements of the overall experience. Alternatively, it could
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be a recent college graduate reflecting on the experience of spending
four years in college.

How exactly should one delineate the individual component ex-
periences and their associated valence? This can be done manually
by simply reading the text and interpreting the underlying themes.
This is the standard practice in the qualitative or ethnographic con-
sumer research tradition. In the travel scenario, examples of themes
might be product and service related characteristics like the quality
of the food at the resort or the rooms, but also more subjective expe-
riences such as reflecting on spending time with loved ones or walk-
ing in nature. Extracting underlying themes or “base”-experiences
from an overall description is, however, not possible when a larger
number of user experiences are involved.

In this work, we document the usefulness of the proposed
framework by deconstructing the experiences of over 50,000 users,
each writing about their travel experience to a certain destination.
This involves (i) quantifying the total number of unique experiences,
(i1) the qualitative nature/interpretation of each experience (i.e., what
is the experience?), and (iii) the valence of each unique experience
(does it tend to increase or decrease the valuation of the overall ex-
perience). We should how users naturally can be clustered based on
their propensity to write about the constituent experiences and how
user characteristics (such as demographics, location or attitudes) af-
fect this propensity.

This analysis allows us to address questions such as: Are there
more negative than positive hedonic experiences? Do users agree on
what the positive and negative experiences are? For example, there
might be consensus among users on what the negative experiences
are, but wild disagreement about the nature of the positive experi-
ences. Broader implications for consumer behavior research and
usefulness for managerial decision-making are also discussed. We
also discuss various extensions to the framework such as allowing
for changes in experiences over time and how to incorporate experi-
mental variation in the framework.

Online Reviews: Some Empirical Generalizations

Online consumer reviews (OCR) provide opportunities for
consumers to share their experiences and opinions about products/
services and are regarded among potential buyers as one of the most
trusted sources of information. In this article, we analyze the infor-
mation content in over 80 million reviews from amazon.com. The
database is the universe of all reviews on the site (e.g., books, elec-
tronics, music, etc.) and spans over 15 years (1997-2014).

Building on previous literature, we construct a wide array of
attributes to quantify the information content of reviews: length and
timing of review, its syntactic and semantic features, star rating, as
well as price and other characteristic of the product. Our analysis
focuses on analyzing the ‘helpfulness’ of review based on votes by
readers. In particular, we focus attention on the helpfulness ratio of a
review, defined as the number of helpful votes (“I found this review
helpful”) divided by the number of total votes.

Theory suggests that consumers perceive negative information
as more diagnostic and persuasive. For example, Rozin & Royzman
[2001] argues that giving greater weight to negative information and
experience is a bias that both humans and animals share. However,
we find the helpfulness of a review to increase monotonically with
the “star” rating of the review. With minor exceptions (e.g. sub-
category ‘electronic warranties’), this pattern is consistent across all
product categories at amazon.com.

Interestingly, we find that this effect is strongly moderated by
the overall quality of the product — the effect of star rating is much
stronger for high-quality products than for low quality products. This


https://blakemcshane.shinyapps.io/mlmvmeta/

4/ Big Data and Consumer Behavior: Challenges & Solutions for Experimental and Observational Analyses

means that a one-star review of a product that in general is highly
rated is considered extremely unhelpful. On the other hand, a five-
star review of an overall poorly rated product doesn’t impact the
perceived helpfulness of the review very much.

A more detailed analysis highlights important asymmetries
when users deviate from the “consensus” review. Previous research-
ers have argued that deviation from the consensus rating is consid-
ered unhelpful for both positive and negative deviations — with a
more or less symmetric effect. For example, Danescu-Niculescu-
Mizil, Cristian, et al. [2009] finds symmetric effects of deviating for
the “norm” review in amazon.com book reviews. However, their
analysis does not control for underlying product quality. When con-
trolling for product quality, we find strong asymmetries when com-
paring helpfulness effects of positive and negative deviations. This is
contrary to Danescu-Niculescu-Mizil, Cristian, et al. [2009].

In addition, we find that long reviews are in general considered
more helpful than short reviews. Furthermore, we use information on
the top 100K reviewers at amazon.com that provides us information
on reviewer name (used for coding gender), location (city/state), and
their reviews for all other products at amazon.com. We find system-
atic differences between heavy vs. occasional reviewers (what one
might call “experts” vs. “novices”) and between males vs. females in
their language use, ratings, and length of reviews.

Implications for online retailers and service providers are dis-
cussed. More broadly, we discuss the use of large commercial data-
bases for research on consumer behavior. We argue that many im-
portant questions and theories in consumer behavior and psychology
can be tested and analyzed using non-experimental methods and
data. This provides an important addition to existing methodologies
in consumer behavior such as surveys and, of course, experimental
methods.
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SESSION OVERVIEW

The Transformative Consumer Research movement was born
around 12 years ago as an initiative to develop a scholarly agenda
for improving “life in relation to the myriad conditions, demands,
potentialities, and effects of consumption” (Mick 2006, p. 2). Al-
though the initiative started with a focus on individuals’ vulnerability
in the marketplace, recent changes in the world have brought several
pressing social problems (e.g. terrorism, online violence, migration,
among others) highlighting the need for a broader research agenda
(Davis et al 2016).

Over the last 12 years, TCR has evolved to become an academic
movement that is inspiring other business areas such as services, with
the “Transformative Service Research” movement (Rosenbaum et
al. 2011). Nowadays, TCR develops an ambitious rigorous research
agenda to improve individuals’ well-being using different topics and
different theoretical and methodological lenses (please see TCR’s
2017 website for an example of the list of current themes covered).

The evolution of the TCR agenda has also internationalized the
dialogue, especially at times when worldwide academic researchers
are increasingly expected to demonstrate productive engagement
with external constituencies (Davis, Ozanne, and Hill 2016). This
also resonates with calls for the identification of the macro forces,
such as the environmental and sociocultural context of a region,
which provide the resources that can be leveraged to improve peo-
ple’s well-being (Mick et al. 2012, Shultz et al. 2012). Given the
importance of the topic, we propose a double session to provide a
geopolitical lens on the TCR research agenda:

Session 1 assembles four papers to discuss one of the traditional
challenges faced by Latin American consumers: poverty. These pa-
pers analyze how consumers develop different legal and illegal prac-
tices to cope with their lack of resources. Session 2 assembles three
papers to discuss an emergent but important issue worldwide: sus-
tainability. These papers analyze alternatives to promote consumers’
environmentally friendly practices at an individual and community
levels.

Although consumers’ culture is not limited by regional borders,
it is shaped by the sociohistorical context (Chelekis and Figueiredo

2015). These research experiences currently developed in three Latin
American countries (Colombia, Peru, and Brazil) highlight the rel-
evance of the TCR movement for the region. Two general questions
will be presented to the audience for discussion: 1) how do consum-
ers cope with the current most pressing social problems faced by
the region? And 2) how can academia build upon Latin American
sociocultural elements to contribute to improve consumers’ well-be-
ing? We expect these sessions to become a platform for: 1) Gaining
insights for those interested in the intersection of social problems and
academia; 2) Raising awareness about the challenges and opportuni-
ties for researchers pursuing TCR in Latin America; and 3) Building
an informal network of researchers to continue developing the TCR
research agenda.

Micro-borrowing:
Navigating the Responsibilities of an Indebted Life

“... But down here, down
Near the roots
Is where memory
Omits no remembrance
And there are those who devote themselves
And those who work hard
And thus together achieve
What used to be an impossible
That everybody knows
That the South also exists.”
From: El Sur También Existe, Mario Benedetti!

Drawing on a larger ongoing investigation in the outskirts of
Lima and in the Amazonian plain, informed by interviews with micro-
borrowers and employees from microfinance institutions, this manu-
script illustrates how micro-borrowers handle the multiple sources
of credit at their disposition (such as commercial banks, NGOs, mi-
crofinance institutions, private lenders, communitarian lenders, etc.).
In most cases, these credit alternatives come with minimum require-
ments, guidance, or institutional support. Facing a growing number
of credit offers, consumers at the bottom of the pyramid are particu-
larly vulnerable. Conflicting desires, unchecked consumption, and
the need for financial resources to combat tragic events or chronic
illnesses can negatively transform micro-borrowers’ financial well-
being overnight, putting them at risk of over-indebtedness.

In contemporary societies, secure access to credit — guarantee-
ing a positive impact of the credit while at the same time protecting
the credit-takers from its potential damaging effects — is considered
to be a fundamental pillar in overcoming poverty (Hamilton et al.
2014; Hudon 2008). An important support on guaranteeing secure
access to credit involves promoting a culture of responsibility among
borrowers. The manuscript elaborates on this culture of responsibil-
ity, demonstrating how the success of well-being transformations,
via these financial services, not only depends on institutional logics
and neoliberal governance, but also on collective caring and solidar-
ity, as well as on individual and communitarian capacity to overcome

1 “...pero aqui abajo abajo/ cerca de las raices/ es donde
la memoria/ ningun recuerdo omite/ y hay quienes se desmueren/
y hay quienes se desviven/ y asi entre todos logran/ lo que era un
imposible/ que todo el mundo sepa/ que el Sur también existe”
[Original text, base for free translation]
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daily challenges with creative solutions. The manuscript shows how
these well-being transformations get constructed on the basis of
these three intersecting logics of responsibility:

(i) Self-responsibility for one’s own destiny, advanced
through practices of self-discipline and emotional control
mechanisms such as praise, shame, or blame. These prac-
tices and mechanisms advance a responsibilization logic,
commonly associated with neoliberal governance (Giesler
and Veresiu 2014);

(i) The collective responsibility embedded in relations of de-
pendency and reciprocity. Micro-borrowers leverage on
pre-existing and new networks of support in which trust,
care and solidarity are cultivated. These responsibility
networks are theorized in anthropology of responsibility
(Trnka and Trundle 2014); and

(iii) The generative responsibility in which individuals and
societies feel responsible for generating value. Micro-
borrowers foster, through creativity in a context of vul-
nerability (Giaccardi and Magatti 2014), their capacity to
imagine a better future (Arjun 2004), striving towards it
in a generative manner by cultivating social hope, cour-
age, resilience and stubbornness. Being at the same time
creative and vulnerable, micro-borrowers take the respon-
sibility to contribute with their own ideas and resources.

The co-existence of generative responsibility (Giaccardi and
Magatti 2014), collective responsibility (Trnka and Trundle 2014)
as well as self-responsibility (Giesler and Veresiu 2014) recreates
the necessary conditions for the performance of responsible micro-
borrowing. This pluralistic approach to responsibility challenges the
dominant social representation of poverty alleviation in which “the
route out of poverty is positioned and represented as an individual
responsibility” (Hamilton et al. 2014, 1841). The pluralistic view on
responsibility, here exposed, coincides with Hamilton et al. (2014)’s
call for developing more transformative representations of poverty
in consumer culture.

The pluralistic and transformative approach to responsibility,
offered in the manuscript, also extends previous research on con-
sumer responsabilization (Giesler and Veresieu 2014). Thus, the
manuscript illustrates how a closer look at the mechanics of mi-
croborrowing, reveals that micro-borrowing does not merely rely on
the poor learning to act as self-responsible economic agents, who
rationally take credit and dutifully repay their debts. Instead, micro-
borrowing also relies upon local networks of solidarity and care,
which are sometimes strategically set up by financial institutions
(e.g., Alcancias Comunales), and at other times extend well-beyond
the realm of finance (kin and local community networks). Together,
micro-borrowers learn to play the game and follow many rules, but
also find ways to creatively negotiate them. Collectively, they try to
survive the day while responsibly managing the current and future
burdens of their financial debts. In this way, the pluralistic view on
consumer responsibility offers a more transformative perspective on
poverty by showing how local realities and social resources also take
an active role in the understanding and negotiation of what a respon-
sible behaviour should be.

In a nutshell, the manuscript argues in favour of extending
our understanding of human responsibility beyond the mechanic
conceptualization of responsibility through the prism of self-blame
and self-praise. This reconceptualization will better account for the
varied forms and collective networks of responsibility in which in-
dividuals are embedded. It will push further our understanding of
responsibility, offering a more accurate view of the experience un-
dergone by those who are to be responsible, and of their social re-

sources and contributions for negotiating their way out of poverty.
This more holistic reconceptualization will also be of utility to local
and global institutions willing to investigate alternative forms of so-
ciety through promoting a culture of responsibility and improving
collective well-being.

Inclusive Food Distribution Network at Subsistence
Markets: Kiteiras Project Research Experience

Taking people out of poverty has been a global aim for many
years. Since the new millennium, the private sector has been called
to develop new initiatives combining market principles with social
and environmental factors that help poor communities (United Na-
tions, 2000). One initiative is the business model known as the “bot-
tom of the pyramid,” which considers poor communities as a market
segment with a high potential for returns (Prahalad & Hart, 2002).

However, after 15 years of the advent of the model, a number of
studies have found some red flags. Deficiencies on the management
side have made these businesses fail in developing their full potential
(London, 2016), sometimes even taking advantage of the poor con-
sumers’ vulnerability (Viswanathan & Sridharan, 2009; Kirchgeorg
& Winn, 2006), while promoting a consumption ideology with nega-
tive social and environmental consequences (Karnani, 2007; David-
son, 2009). Studies suggest that the cause of these problems lies in
approaching these marketplaces with strategies that are traditionally
used in affluent markets, without really understanding subsistence-
marketing peculiarities (Viswanathan, Rosa, & Ruth, 2010). A busi-
ness response to the previous situation has been instead implement-
ing an “inclusive business” model whereby subsistence marketplace
are not seen as a segment to which to sell, but rather, as a strategic
partner to cooperate (Viswanathan & Sridharan, 2009).

This study analyzes a case of an “inclusive business” model for
food distribution. In particular, the Kiteiras initiative developed by
the French multinational company Danone in Brazil. This initiative
objective is to develop an inclusive distribution channel to increase
Danone’s dairy products consumption in Brazil low-income house-
hold. The distribution channel employs women from low-income
neighborhoods to promote, sell, and distribute Danone products
door-to-door in the communities they reside.

The case shows the challenges in developing a customer driven
food distribution system that harmoniously aligns the emerging con-
sumers’ food purchasing preferences (Ali, J., Kapoor, S., & Moor-
thy, J. 2010), the region marketplace offer (Wrigley, N., Guy, C., &
Lowe, M. 2002), and the company logistic skill set (Baindur, D.,
& Macirio, R. M. (2013).The Kiteiras’ business model involves the
alliance between Danone and local organizations for promoting, sell-
ing, and distributing their products by, and for, the low income con-
sumers. Six processes (Mobilization, Recruitment, Development,
Sales, Payment, and Product delivery), involving four main actors
(Danone, Local Organizations, Distributors, Sellers, and Consum-
ers), take place for Kiteiras’ initiative to work.

The initiative results include providing: a) Danone with a grow-
ing door-to-door sales and distribution channel. This distribution
channel has continuously grown incorporating new women and in-
creasing product sales, even at times of economic downturn in Bra-
zil. The initiative started selling around 22 tons of dairy products per
month in Salvador city, and currently sells 148 tons of dairy products
each month across Brazil. b) Local organization and their benefi-
ciaries with work opportunities. Many employment programs have
been developed by NGOs in Brazil’s vulnerable regions but country
economic situation limited their of job opportunities. The initiative
started with 210 entrepreneurs in Salvador, and currently 2100 wom-
en are working across the country. ¢) Consumers with access to new



nutritional products. The distribution channel has benefited around
80,000 people who now have access not only to nutritious products,
but also to information about how to improve nutrition habits and
health. Many of these people have incorporated the products to their
diet, in some cases changing unhealthy nutritional habits in healthy
ones.

Social Ties and Improved Well-Being:
The Role of Wikimujeres in Colombian Women’s
Business Development

In some cultures, women have historically taken care of chil-
dren or old adults at their households, bearing with this role of care-
givers other responsibilities like buying groceries and paying bills.
For example, in a city like Bogota (Colombia), it is estimated that
86% of caregivers are women (Guerrero Arciniegas, 2017). The
roles played by women and socially accepted norms about their be-
havior can have large effects on the type of economic activities they
can get involved with (e.g. entrepreneurial activities), and the indi-
viduals and agencies they can interact with (e.g. health facilities)
(Fletschner & Kenney, 2011; Guerrero Arciniegas, 2017). Compared
to men, women in developing countries tend to have access to jobs
that pay less, demand lower levels of qualification, are more unstable
in nature, and require only part-time dedication (Baquero, Guataqui,
& Sarmiento, 2000; Fernandez, 2006; Winchester, 2008).

Past research has shown that giving women access to, and
control of, financial resources can bring about positive benefits for
them, their families, and their communities (e.g. better fed children,
more income allocated to health care and education) (Doss, 2006;
Smith, Ramakrishnan, Ndiaye, Haddad, & Martorell, 2003; Thomas,
1997). In this sense, information and communication technologies
(ICT) play an important role in developing countries in improving
women’s access to employment (e.g. through telework), income (e.g.
through e-commerce transactions), and education (e.g. through on-
line courses) (Hilbert, 2011). For example, ICTs can provide women
entrepreneurs with e-business channels that have worldwide reach,
have no time restrictions and can be operated while women are at
home (Brodman & Berazneva, 2007; Morgan, Heeks, & Arun, 2004;
Schaefer, 2007). In addition to the economic benefits brought about
by ICTs, these technologies can also be used by women to build
communities (Hilbert, 2011; Ng & Mitter, 2005).

Among the ICTs with the potential to empower women in de-
veloping countries, online communities (e.g. those found in social
media) represent an opportunity that women can exploit to enlarge
their networks and create or expand business opportunities. Social
media are used by organizations to share information with their
stakeholders and as tool for relationship building (Jansen, Zhang,
Sobel, & Chowdury, 2009; Waters, Burnett, Lamm, & Lucas, 2009).
For example, Lovejoy and Saxton (2012) found that non-profit or-
ganizations use microblogging services like Twitter for three major
purposes: to provide information (e.g., news or reports), to facilitate
the creation of an online community with their stakeholders (e.g.
giving recognition, acknowledging local and current events), and
to prompt action from the organizations’ followers (e.g. promoting
events, selling products).

Considering the limitations faced by women in developing
countries and the opportunities offered by online communities to
overcome such limitations, this study seeks to analyze how online
communities can help women develop their businesses. The study
uses the lens of Social Capital Theory, which relates to the benefits
obtained from an individual’s position in a social network (Granovet-
ter, 1973; Putnam, 1993). Social capital has been shown to provide
entrepreneurs with resources, support, and motivation (Bates, 1997,
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Manning, Birley, & Norburn, 1989; Weinstein, 1999), as well as
with business capabilities and information (Gnyawali & Fogel,
1994; Peredo & Chrisman, 2006). With this theoretical framework
in mind, this study aims to understand how the active participation
in an online community contributes to the development of women’s
entrepreneurships.

In order to achieve the proposed research objective, a netnog-
raphy of a women’s online community —Wikimujeres- is currently
under development. Wikimujeres is a Facebook-based community
that was created in April of 2015 in Colombia. It is estimated that
it had about 22 thousand members in Colombia and 45 thousand
around the globe by the end of 2016 (Rios Lopez, 2016). The group
was created with the goal of exchanging useful information and sup-
porting entrepreneurships (Jet-set, 2016). In terms of businesses,
women can: (1) promote and sell their products, (2) obtain discounts
in products of other members’ businesses, (3) obtain training at lo-
cal universities (e.g. courses) that are partners of the group, and (4)
attend events where an expert speaks of a topic of interest to the
members (e.g. starting a business) (La Republica, 2016).

Preliminary results show that the number and the type of ties
obtained in this community promote not only participants’ bonding
social capital (i.e., related to close relationships that provide emo-
tional support and enable reciprocity), but also bridging social capi-
tal (i.e., related to distant relationships that provide access to novel
and external information) (Granovetter, 1973; Wellman & Wortley,
1990). These results will be further discussed, aiming to provide a
framework to understand how bridging social capital formed through
the active participation in an online community contributes to the de-
velopment of women’s entrepreneurships.

Out in the Open: Understanding Consumer Acceptance
or Rejection of Colombia’s Black Market

Black market analysts note that the United States is the larg-
est black market in the world, representing a $625.5 billion market
within a $1.81 trillion global market. Today’s global black market
represents the selling of 50 contraband products (e.g., counterfeit
drugs, electronics, foods, cigarettes, toys, auto parts, purses, batter-
ies, and drugs, such as marijuana, cocaine, heroin) and illegal activi-
ties, (prostitution, human trafficking, human smuggling, and illegal
gambling). Interestingly, black markets are typically clandestine,
mobile, and temporal markets, which operate in informal places
such as street corners, automobile trunks, back rooms, temporary
“pop-up” shops (e.g., warechouses), private homes, or couched in the
background of consumer-to-consumer markets; most notably, tem-
porary marketplaces, such as those denoted as flea or night markets.
However, in one country the black market flourishes as typical urban
marketplaces, essentially discount malls, referred to as San Andresi-
tos (Mattelart, 2012), despite their well-known association with sell-
ing contraband, smuggled, pirated, and counterfeit products, as well
as being connected to illicit drug money--this country is Colombia.

To date, marketing academics have explored unethical shopping
behaviors; primarily by investing consumer shoplifting, the abusing
of liberal retailer return policies, and the purchasing of counterfeit
products. Building upon this paradigm, we investigate why some
consumers willingly opt to engage in business with, or refrain from
doing with, “black market” retailers. By black market retailing, we
refer to organized retail crime that involves the selling of merchan-
dise that is prone to piracy, to counterfeiting, to cargo theft, or to tax
evasion.

To explore the phenomenon of black market retailing, we hone
in on present day Colombia. The country’s black market retailers are
referred to as “San Andresitos.” Although black marketing involves
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criminal activity, its acceptance began as a political decision in 1955.
At that time, the Colombian government demarcated San Andres Is-
land as a tax-free port to stimulate island tourism. However, Colom-
bian retailers began to buy their products in this tax haven and to sell
them in major cities. These retailers set up shop in specific zones
of each city which became known as San Andresitos. Although San
Andresitos actively engage in tax evasion, as well as in well-known
and publicized smuggling and counterfeiting activities, black market
retailers survive today in every major Colombia city.

Given the sensitivity of this topic in Colombia, we opted to ana-
lyze 800 responses to newspaper articles (El Tiempo, El Espectador
and Revista Semana) between January 2015 and July of 2016 that
discussed the topic of San Andresitos. Then, using grounded theory
methodology, and treating each customer response as a unique piece
of data, we put together an original theory that explores why con-
sumers willingly do business with or refrain from doing with San
Andresitos. The conceptual categories that explain why consumers
purchase black products include:

*  Humanistic: Consumers see black retailers as doing honest
work for themselves and families, even though the prod-
ucts they sell are illegal.

*  Source of value: Consumers enjoy the value obtained in
the purchasing of black products, including counterfeits,
piracy music, and products that bypass normal taxation.

*  Revenge against government. Consumers see the success
of San Andresitos as a means of taking revenge against
the current Colombian government. Consumers see their
purchases as helping workers who are fighting government
corruption.

*  Revenge against big stores. Consumers see major retail-
ers as engaging in price gouging and of malfeasance, even
though these stores are simply following national laws.

*  Appear legal. Consumers see the fact that San Andresitos
exist as evident that they are legal, despite the way they
obtain and sell products.

Reasons why consumers refrain from doing business with San

Andresitos include:

*  Increase corruption. Given that many San Andresitos
bribe local officials, many consumers view doing business
with black retailers as fueling corruption.

+  Tax evasion. Because black market retailers refrain from
paying taxes, some customers see them as exploiting social
systems, including pension funds and medical insurance.

*  Retail nationalism. Some consumers see San Andresitos
as impeding real retail expansion in Colombia.

*  Support criminal activity. Given that San Andresitos are
linked to criminal activities, including money launder-
ing, kidnapping, and drugs, some consumers refrain from
doing with them because of their concern for supporting
crime.

*  Selling danger. Some consumers refrain from doing busi-
ness with black retailers because of real health dangers
associated with buying inferior, including mislabeled,
medicines, shampoo, food, and liquor. A consumer even
mentioned how someone he knows went blind from fake
medicine.

Reasons why consumers are mixed:

*  Sometimes. Some consumers noted that they strategically
purchase items from San Andresitos that will not harm
them, such as fake clothes or designer apparel. However,
they will not purchase health products, liquor, or food.

The presentation concludes with a discussion of public policy
implications and with the knowledge that black retailing is likely a
mainstay in many developing countries. Although we cannot solve
the problems inherent in black retailing, we can expose reasons why
consumers willingly accept or reject this illegal and even dangerous
retail consumption.
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SESSION OVERVIEW

The Transformative Consumer Research movement was born
around 12 years ago as an initiative to develop a scholarly agenda
for improving “life in relation to the myriad conditions, demands,
potentialities, and effects of consumption” (Mick 2006, p. 2). Al-
though the initiative started with a focus on individuals’ vulnerability
in the marketplace, recent changes in the world have brought several
pressing social problems (e.g. terrorism, online violence, migration,
among others) highlighting the need for a broader research agenda
(Davis et al 2016).

Over the last 12 years, TCR has evolved to become an academic
movement that is inspiring other business areas such as services, with
the “Transformative Service Research” movement (Rosenbaum et
al. 2011). Nowadays, TCR develops an ambitious rigorous research
agenda to improve individuals’ well-being using different topics and
different theoretical and methodological lenses (please see TCR’s
2017 website for an example of the list of current themes covered).

The evolution of the TCR agenda has also internationalized the
dialogue, especially at times when worldwide academic researchers
are increasingly expected to demonstrate productive engagement
with external constituencies (Davis, Ozanne, and Hill 2016). This
also resonates with calls for the identification of the macro forces,
such as the environmental and sociocultural context of a region,
which provide the resources that can be leveraged to improve peo-
ple’s well-being (Mick et al. 2012, Shultz et al. 2012). Given the
importance of the topic, we propose a double session to provide a
geopolitical lens on the TCR research agenda:

Session 1 assembles four papers to discuss one of the traditional
challenges faced by Latin American consumers: poverty. These pa-
pers analyze how consumers develop different legal and illegal prac-
tices to cope with their lack of resources. Session 2 assembles three
papers to discuss an emergent but important issue worldwide: sus-
tainability. These papers analyze alternatives to promote consumers’
environmentally friendly practices at an individual and community
levels.

Although consumers’ culture is not limited by regional borders,
it is shaped by the sociohistorical context (Chelekis and Figueiredo
2015). These research experiences currently developed in three Latin
American countries (Colombia, Peru, and Brazil) highlight the rel-
evance of the TCR movement for the region. Two general questions
will be presented to the audience for discussion: 1) how do consum-

ers cope with the current most pressing social problems faced by
the region? And 2) how can academia build upon Latin American
sociocultural elements to contribute to improve consumers’ well-be-
ing? We expect these sessions to become a platform for: 1) Gaining
insights for those interested in the intersection of social problems and
academia; 2) Raising awareness about the challenges and opportuni-
ties for researchers pursuing TCR in Latin America; and 3) Building
an informal network of researchers to continue developing the TCR
research agenda.

Choice architecture, norms and sustainable consumption

Environmental problems are caused not only by industrial pro-
duction but also by consumption patterns and behaviors of consum-
ers (World Wildlife Fund, 2012; Popescu & losim, 2015; DuNann
Winter & Koger, 2004; Gardner & Stern, 2002; Vlek & Steg, 2007).
Many Latin American countries are experiencing significant pro-
gresses in their economies and it is expected that this will yield an
increase in citizens’ available income and consumption levels. How-
ever, such advancement may negatively impact environmental con-
ditions in these countries.

Therefore, studying how we can promote pro-environmental
behavior and sustainable consumption is of crucial importance for
Latin America. It has been shown that people in Latin American
countries are generally very concerned about the environment. How-
ever, to attain sustainability in the environment, it is the commit-
ment to consume in a sustainable manner - rather than the concern
or short-term actions - that are important to achieve long-term social
changes. This paper advances knowledge about mechanisms that af-
fect pro-environmental behavior and sustainable consumption, and
identify simple and actionable interventions that promote these virtu-
ous behaviors.

We investigate the extent to which consumers are likely to en-
gage in pro-environmental behavior and sustainable consumption
when social and/or moral norms activate those behaviors. Consum-
ers often experience conflict when they have to decide whether to
consume in a sustainable way (Lindenberg & Steg, 2007; Nordlund
& Garvill, 2003; Samuelson, 1990; Steg, Dreijerink, & Abrahamse,
2005; Steg & Nordlund, 2012). Sustainable consumption is intended
to benefit others (including future generations) and nature. However,
acting in sustainable ways can be costly (in time, effort and money)
for the consumer (Steg & Nordlund, 2012). We propose that con-
sumers use social and/or moral norms to solve these conflicts. Spe-
cifically, they use the information from the norm to decide about the
appropriate behavior. Imagine that you are in a hotel room and are
unsure of whether you should reuse the towel or not. How do you
know what to do? A well-known study showed that guests in a hotel
were more likely to reuse the towel when they were informed that a
certain percentage of guests in that room reused that towel (Gold-
stein, Cialdini, & Griskevicius, 2008). This study exemplifies how
the activation of a social norm was used to motivate people to reuse
the towel.

However, we further propose that some pro-environmental be-
haviors and sustainable consumption decisions are better explained
by the activation of moral norms instead of social norms. One of the
consequences of this is that the behavior no longer depends on what
the others are doing but on personal considerations. In the first part
of the paper we investigate whether choosing non-environmentally-
friendly products or services, and behaving in ways that can poten-
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tially damage the environment are perceived as moral or social trans-
gressions. We ask participants to determine the moral and/or social
dimension of different hypothetical situations (e.g., not closing the
water while you brush your teeth; throw garbage in a river). We also
ask them to report the emotions they would experience if they were
the transgressors and the emotions they would experience if they
observe someone committing the transgression.

Next, drawing on literature on choice architecture we explore
whether cues in the decision environment can activate either moral
or social norms. Choice architecture refers to the physical and sym-
bolic environment that decision-makers face at the point where they
make a decision (Thaler & Sunstein, 2008). Moreover, interventions
using choice architecture (e.g., changing the conditions and informa-
tion that people have to make decisions) have shown to be a valu-
able tool to influence behavior (Thaler & Sunstein, 2008). We ex-
plore whether choice architecture may be directed to activate social
norms in some cases and moral norms in other cases, and the effect
of these two different norms on people’s behaviors. To investigate
these mechanisms we design lab experiments manipulating choice
environments and testing for differences in both the decisions and
in the observed mechanism (activation of moral norms or social
norms). We use different behavioral measures to better understand
the effect of choice architecture and norm activation on consumers’
pro-environmental behavior and sustainable consumption.

Our findings provide important insights on whether and how
the choice environments in which consumers make decisions affect
pro-environmental behavior and sustainable consumption. Also, it
expands our understanding on which norms (social or moral) affect
sustainable consumption. Finally, these results reveal how choice
architecture can be used by policy makers to promote pro-environ-
mental behavior and sustainable consumption, in order to improve
consumers’ well-being.

Sustainability in Subsistence Marketplaces, a
Community Challenge

Nature and biodiversity are essential to human life. However,
man’s excessive use of natural resources for economic development
has fostered undesirable changes (McDonough & Braungart, 2002),
threatening even the world’s future survival (Millennium Ecosys-
tem Assessment, 2005). The Brundtland report defines sustainable
development as the use of resources to satisfy the needs of present
generations, without compromising the possibilities for future ones
to meet theirs (Brundtland, 1987). This intergenerational perspective
of sustainability has been complemented by viewpoints that set out
the effects of such environmental problems on present generations,
especially when it comes to the most vulnerable communities (Mati-
nez, 2004).

Webster’s dictionary defines a vulnerable person as one who is
“capable of being physically or emotionally wounded.” Within this
definition, poverty is a factor of vulnerability, whereby people’s so-
cio-economic situation makes them likely to be hurt by environmen-
tal degradation. For example, in developing countries, most of the
poor live in regions subject to environmental risks (Leach & Mearns,
1991). This creates a paradox, because those people or communities
with the smallest ecological footprint are the ones suffering the most
of the global environmental effects (Thomas & Twyman, 2005).

Currently, both poverty and environmental degradation have
increased in developing countries fostering a need to understand this
relationship and to propose alternatives for its mitigation. However,
this is much like the chicken and the egg situation: In some cases,
poverty has been seen as causing environmental degradation due to
people’s development of non-environmental sustainable practices in

order to survive. Illegal mining in Colombia (Cordy et al., 2011)
and deforestation in India (Angelsen & Kaimowitz, 1999) are some
examples of this situation. In other cases, environmental degrada-
tion has been considered to cause poverty due to a lack of resources
needed for people’s survival. The diminishment of water sources in
China (Lonergan, 1998) and “El nifio” climate phenomenon in Latin
America (Myers, 1997) have contributed to people’s displacement,
which in turn causes the migrants’ socio-economic destabilization.
In any of those views, it is undeniable the interrelationship between
living in a vulnerable community and facing negative consequences
for the environment. Therefore, and following the UN Vice Secre-
tary’s advice, in order to fight climate change (and its consequences),
it is necessary to understand first the importance of the environment
for the culture and economies of the communities and, in particular,
for the most vulnerable that depend on these natural resources for
their survival (United Nations, 2015)

Over the last 15 years, community based initiatives (CBI) have
emerged as a positive bottom-up alternative for reaching a sustain-
able development of subsistence marketplaces. This type of initiative
takes place wherein individuals cooperate with one another to obtain
mutually beneficial arrangements in the short and long term, making
communities both the agents and objects of their economic devel-
opment (Gau et al., 2014). Although different disciplines, including
marketing, have studied the benefits of CBIs for the development
of social programs (Conning and Kevane, 2002; Gau et al., 2014),
the literature has not addressed the managerial and policy challenges
these initiatives face when implemented in subsistence marketplaces.

This study aims to a) analyze how Community Based Initia-
tives could be an effective management approach for promoting
sustainable development in subsistence marketplaces, b) identify the
challenges for the implementation of these initiatives, and c) discuss
the public policy alternatives to overcome them. To achieve this, the
study follows an interpretative approach focusing on twelve project
managers of community based initiatives within Colombia. The re-
sults of this study will provide practitioners and policy makers the
benefits and challenges of community strategies for promoting sus-
tainable practices in subsistence marketplaces.

Sustainable Consumption: Driven by Purpose,

Redirected by Emotions, Compromised by Income

This research focuses on sustainable consumption decisions
made by consumers, and seeks to identify differences across social
boundaries that may have geopolitical implications. The overarching
objective is to understand how enduring values and context-induced
emotions influence decision consistency and persistence. The inves-
tigation contrasts samples from Colombia and the US as distinct so-
cial environments, and will query consumers in each social milieu
across socio-economic levels. Affluent consumers in both settings
are used as a benchmark for identifying salient differences among
low income consumers. Understanding these differences contributes
to the development of plausible interventions that would help make
consumption decisions, be they done by affluent or poor consum-
ers, more economically, socially, and ecologically sustainable, and
salutary to long term well-being. Increased sustainability and im-
proved well-being are both important global objectives in contempo-
rary consumer research. Under the well-being umbrella, the project
touches on two topic areas identified by Transformative Consumer
Research: reduction of social and ecological degradation and disad-
vantaged (vulnerable) consumers.

Consumer behavior scholars across several disciplines seek to
understand sustainable consumption well enough to inform institu-
tional policies and marketing practice. Dispositional factors (e.g.,



Harlan, Staats, & Wilkie 2007), self-concept (e.g., Griskevicius,
Tybur, & Van den Bergh 2010), self-monitoring (Peloza, White, &
Shang 2013), validating past behaviors (e.g., Longoni, Gollwitzer, &
Oettingen, 2014), and enduring values (e.g., Cornelissen, Banshur,
Rode, & LeMenestrel, 2013) have been found to exert modest in-
fluence on ecologically, socially, and economically sustainable con-
sumption; and investigations continue around the world. In addition,
it has been highlighted that human values play an important role on
sustainable consumption behaviors, but the triggering of such values
requires the concurrent activation of select situational factors in or-
der to elicit desired sustainable behaviors (Steg et al., 2014).

Building on Steg et al. (2014), this project explores the interac-
tion between value networks (in which sustainability is ingrained)
and situationally activated emotions. Cultural and context specific
factors are expected to determine the way in which such relation-
ships are manifest. The first project stage focuses on the influence
of context induced emotions on pro-environmental behavior (Kot-
ler, 2014) in samples of students from Colombia and the US. We
expect no differences between the country samples when it comes
to the main effects of induced emotions. We anticipate that positive
emotions (hope, happiness) will increase engagement and allocated
cognitive resources that lead to enhanced compliance with desired
sustainable practices, while negative emotions (anxiety, sadness, an-
ger) reduce attention, drain cognitive capacity, and will likely reduce
compliance with desirable sustainable consumption. Moreover, three
effects are expected from negative emotions: increased intertemporal
discounting (from sadness), increased information search and will-
ingness to comply (from anxiety), and decreased prosocial behavior
(from anger).

Early exploration looked at whether or not incidental discrete
negative emotions have an influence on peoples reported sustainable
behaviors and attitudes. Two hundred fifty-two students from a U.S.
university (mean age = 21.2, 30% female) completed the experi-
ment for course credit. The study randomly assigned participants to
view film clips that induced anger, sadness, anxiety or a neutral state
(Fredrickson & Branigan, 2005; Gross & Levenson, 1995). Manipu-
lation checks reveal that the four manipulations worked as intended,
with participants’ emotional scores being higher on target emotions
than in non-target emotions. Statistical significance was achieved at
the p <.05 level with the exception of sadness and neutral conditions
in the “neutral” score.

Immediately after viewing the film clips, participants re-
sponded to questions from scales related to sustainable consump-
tion practices, attitudes, and beliefs (Balderjahn et al., 2013; Trujillo
& Unda, 2015). As predicted, participants in the anxiety condition
reported higher willingness to engage and displayed more concern
with sustainability practices than participants in the neutral or anger
conditions. Participants in an anxious state reported consuming more
sustainability related information (e.g. “I read news articles about
sustainability.”) than participants in other conditions (all p’s < .05).
Anxious participants also believe that individuals have more respon-
sibility over economic prosperity and reported knowing about social,
economic and environmental sustainability more than participants in
the neutral condition (all p’s <.05).

On the other hand, participants in the anger condition display
lower levels of prosocial behavior, especially when compared to
anxious participants. Angry participants believe less strongly that the
world need to change to ensure quality of life for individuals than
anxious participants (p < .05). Angry participants also report pur-
chasing products when absolutely required less than participants in
the anxious condition (p <.05). Interestingly, participants in the anx-
iety condition also display a fairly instrumental view of sustainable
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practices, and report more interest in sustainable products when they
are easy to find and durable than participants in the anger condition.

Our initial results suggest that negative emotions can influence
sustainability intentions and practices in various ways. Whether or
not the increased interest in sustainable practices identified in anx-
ious participants generates behavioral effects on sustainable con-
sumption downstream remains an empirical question that will be ad-
dressed in future research. Subsequent project stages will also collect
data from subsistence consumers, where cultural differences in both
value networks and the influence of emotions are likely. The preva-
lence of emotional distress among subsistence consumers (Cohen et
al., 20006) suggests that sadness, anxiety, and anger may be abundant,
which in turn suggests that consumers living in poverty may be more
easily swayed away from their own goal-directed behavior even in
areas that would have a direct impact on family well-being, such as
economic, social, and ecological domains.

REFERENCES

Angelsen, A. & Kaimowitz, D. (1999) Rethinking the Causes of
Deforestation: Lessons from Economic Models. The World
Bank Research Observer, 14, 73-98.

Arjun, A. (2004). The Capacity to Aspire: Culture and the Terms of
Recognition. In Culture and Public Action, ed. Vijayendra Rao
and Michael Walton, Stanford, California: Stanford University
Press, 59-84.

Balderjahn, 1., Buerke, A., Kirchgeorg, M., Peyer, M., Seegebarth,
B., & Wiedmann, K. P. (2013). Consciousness for sustainable
consumption: scale development and new insights in the
economic dimension of consumers’ sustainability. AMS
Review, 3(4), 181-192.

Baquero, J., Guataqui, J. C., & Sarmiento, L. (2000). Un marco
analitico de la discriminacion laboral. Teorias, Modalidades
y Estudios para Colombia. Borradores de Investigacion
Economia, (8), 1-31.

Bates, T. (1997). Financing small business creation: The case of
Chinese and Korean immigrant entrepreneurs. Journal of
Business Venturing, 12(2), 109-124.

Brodman, J., & Berazneva, J. (2007). Transforming Opportunities
for Women Entrepreneurs. Information Technologies and
International Development, 4(2), 3-10.

Brundtland, G. H. (1987). Our Common Future. Oxford: Oxford
University Press.

Chelekis, J. A., & Figueiredo, B. (2015). Regions and archipelagos
of consumer culture: A reflexive approach to analytical scales
and boundaries. Marketing Theory, 15(3), 321-345.

Cohen, S., Doyle, W. J., & Baum, A. (2006). Socioeconomic
status is associated with stress hormones. Psychosomatic
medicine, 68(3), 414-420.

Conning, J., & Kevane, M. (2002). Community-based targeting
mechanisms for social safety nets: A critical review. World
Development, 30(3), 375-394.

Cordy, P., Veiga M., Salih I., Al-Saadi M., Console S., Garcia O.,
Mesa L., Velasquez-Lopez P., and Roeser M. (2011). Mercury
contamination from artisanal gold mining in Antioquia,
Colombia: The world’s highest per capita mercury pollution.
Science of the Total Environment, 410, 154-160.

Cornelissen, G., Bashshur, M. R., Rode, J., & Le Menestrel, M.
(2013). Rules or consequences? The role of ethical mind-sets
in moral dynamics. Psychological Science, 24(4), 482-488.

Davidson, K. (2009). Ethical Concerns at the Bottom of the
Pyramid. Journal of International Business Ethics, 22-32.



14/ TCR Scholarship for the Latin American Context—Session 2

Davis, B., Ozanne, J. L., & Hill, R. P. (2016). The Transformative
Consumer Research Movement. Journal of Public Policy &
Marketing, 35(2), 159-169.

Doss, C. (2006). The effects of intrahousehold property ownership
on expenditure patterns in Ghana. Journal of African
Economies, 15(1), 149-180.

DuNann Winter, D., & Koger, S. M. (2004). The psychology of
environmental problems. Mahwah, NJ: Lawrence Erlbaum.

Fernandez, M. (2006). Determinantes del diferencial por género en
Colombia, 1997-2003. Desarrollo y Sociedad, 58(2), 165-208.

Fletschner, D., & Kenney, L. (2011). Rural women’s access to
financial services: Credit, savings and insurance. The Food and
Agriculture Organization of the United Nations.

Fredrickson, B. L., & Branigan, C. (2005). Positive emotions
broaden the scope of attention and thought-action
repertoires. Cognition & Emotion, 19(3), 313-332.

Gardner, G. T., & Stern, P. C. (2002). Environmental problems
and human behavior (2nd ed.). Boston, MA: Pearson Custom
Publishing.

Gau, R., Ramirez, E., Barua, M. E., & Gonzalez, R. (2014).
Community-based initiatives and poverty alleviation in
subsistence marketplaces. Journal of Macromarketing, 34(2),
160-170.

Magatti, M., & Giaccardi, C. (2014). Generativi di tutto il mondo
unitevi! Manifesto per la societa dei liberi. Feltrinelli.

Giesler, M., & Veresiu, E. (2014). Creating the responsible
consumer: Moralistic governance regimes and consumer
subjectivity. Journal of Consumer Research, 41(3), 840-857.

Gnyawali, D. R., & Fogel, D. S. (1994). Environments
for entrepreneurship development: Key dimension.
Entrepreneurship Theory and Practice, 18(4), 43-63.

Goldstein, N.J., Cialdini, R.B., & Griskevicius, V. (2008). A
room with a viewpoint: Using social norms to motivate
environmental conservation in hotels. Journal of Consumer
Research, 35, 472-482.

Granovetter, M. S. (1973). The strength of weak ties. American
Journal of Sociology, 78(6), 1360.

Griskevicius, V., Tybur, J. M., & Van den Bergh, B. (2010).

Going green to be seen: status, reputation, and conspicuous
conservation. Journal of Personality and Social
Psychology, 98(3), 392.

Gross, J. J., & Levenson, R. W. (1995). Emotion elicitation using
films. Cognition & Emotion, 9(1), 87-108.

Guerrero Arciniegas, C. (January 12, 2017). Un POT con enfoque
de género para las mujeres de Bogotd. Obtenido de El
Espectador: http://www.elespectador.com/noticias/bogota/un-
pot-enfoque-de-genero-mujeres-de-bogota-articulo-674422

Hamilton, K., Piacentini, M. G., Banister, E., Barrios, A., Blocker,
C. P, Coleman, C. A., Ekici, A., Gorge, H., Hutton, M.,
Passerard, F., & Saatcioglu, B. (2014). Poverty in Consumer
Culture: Towards a Transformative Social Representation.
Journal of Marketing Management, 30 (17-18), 1833-57.

Harland, P., Staats, H., & Wilke, H. A. (2007). Situational and
personality factors as direct or personal norm mediated
predictors of pro-environmental behavior: Questions derived
from norm-activation theory. Basic and Applied Social
Psychology, 29(4), 323-334.

Hart, S., & Sharma, S. (2004). Engaging fringe stakeholders for
competitive imagination. Academy of Management Executive,
18(1), 7-18.

Hilbert, M. (2011). Digital gender divide or technologically
empowered women in developing countries? A typical case of
lies, damned lies, and statistics. Women s Studies International
Forum, 34(6), 479-489.

Hiibner, A., Holzapfel, A., & Kuhn, H. (2016). Distribution systems
in omni-channel retailing. Business Research, 9(2), 255-296.

Hudon, M. (2008). Should Access to Credit Be a Right?. Journal of
Business Ethics, 84 (1), 17-28.

Jansen, B. J., Zhang, M., Sobel, K., & Chowdury, A. (2009). Twitter
Power: Tweets as Electronic Word of Mouth. Journal of the
American Society for Information Science and Technology,
60(11), 2169-2188.

Jet-set. (March 10, 2016). Wikimujeres, el poder femenino online.
Obtenido de http://www.jetset.com.co/edicion-impresa/
temas-revista-jetset/articulo/jet-set-entrevisto-a-mujeres-
colombianas-que-hacen-parte-de-wikimujeres-el-poder-
femenino-online/145774

Karnani, A. (2007). The mirage of marketing to the bottom of the
pyramid: How the private sector can help alleviate poverty.
California Management Review, 90-111.

Kirchgeorg, M., & Winn, M. (2006). Sustainability Marketing
for the Poorest of the Poor. Business Strategy and the
Environment, 15, 171-184.

La Republica. (April 25, 2016). Las practicas detras de la
‘fraternidad’ de WikiMujeres’. Obtenido de http:/www.
larepublica.co/las-pr%C3%A 1 cticas-detr%C3%A1s-
de-1a-%E2%80%98fraternidad%E2%80%99-de-
wikimujeres 372116

Leach, M. & Mearns, R. (1991). Poverty and Environment in
Developing Countries: An Overview Study, UK: ESRC.

Lindenberg, S., & Steg, L. (2007). Normative, Gain and Hedonic
Goal Frames Guiding Environmental Behavior. Journal of
Social Issues, 63, 117-137.

London, T. (2016). The Base of the Pyramid Promise. Stanford:
Stanford University Press.

Lonergan, S. (1998). The Role of Environmental Degradation in
Population Displacement. Environmental Change and Security
Project Report, 4(Spring), 5-15.

Longoni, C., Gollwitzer, P. M., & Oettingen, G. (2014). A green
paradox: Validating green choices has ironic effects on
behavior, cognition, and perception. Journal of Experimental
Social Psychology, 50, 158-165.

Lovejoy, K., & Saxton, G. D. (2012). Information, Community,
and Action: How Nonprofit Organizations Use Social Media.
Journal of Computer-Mediated Communication, 17, 337-353.

Macharis, C., & Kin, B. (2017). The 4 A’s of sustainable city
distribution: Innovative solutions and challenges ahead.
International Journal of Sustainable Transportation, 11(2),
59-71.

Manning, K., Birley, S., & Norburn, D. (1989). Developing a new
ventures strategy. Entrepreneurship Theory and Practice,
14(1), 68-80.

Martinez, J., (2004). El Ecologismo de los Pobres. Cheltenham,
UK: Edward Elgar.

Mattelart, T. 2012. Audiovisual Piracy, Informal Economy,
and Cultural Globalization.” International Journal of
Communication, 6, 735-750.

McDonough, W. & Braungart, M. (2002). Cradle to Cradle:
Remaking the Way We Make Things. New York: North Point
Press.


http://www.elespectador.com/noticias/bogota/un-pot-enfoque-de-genero-mujeres-de-bogota-articulo-674422
http://www.elespectador.com/noticias/bogota/un-pot-enfoque-de-genero-mujeres-de-bogota-articulo-674422
http://www.jetset.com.co/edicion-impresa/temas-revista-jetset/articulo/jet-set-entrevisto-a-mujeres-colombianas-que-hacen-parte-de-wikimujeres-el-poder-femenino-online/145774
http://www.jetset.com.co/edicion-impresa/temas-revista-jetset/articulo/jet-set-entrevisto-a-mujeres-colombianas-que-hacen-parte-de-wikimujeres-el-poder-femenino-online/145774
http://www.jetset.com.co/edicion-impresa/temas-revista-jetset/articulo/jet-set-entrevisto-a-mujeres-colombianas-que-hacen-parte-de-wikimujeres-el-poder-femenino-online/145774
http://www.jetset.com.co/edicion-impresa/temas-revista-jetset/articulo/jet-set-entrevisto-a-mujeres-colombianas-que-hacen-parte-de-wikimujeres-el-poder-femenino-online/145774
http://www.larepublica.co/las-pr%C3%A1cticas-detr%C3%A1s-de-la-%E2%80%98fraternidad%E2%80%99-de-wikimujeres_372116
http://www.larepublica.co/las-pr%C3%A1cticas-detr%C3%A1s-de-la-%E2%80%98fraternidad%E2%80%99-de-wikimujeres_372116
http://www.larepublica.co/las-pr%C3%A1cticas-detr%C3%A1s-de-la-%E2%80%98fraternidad%E2%80%99-de-wikimujeres_372116
http://www.larepublica.co/las-pr%C3%A1cticas-detr%C3%A1s-de-la-%E2%80%98fraternidad%E2%80%99-de-wikimujeres_372116

Mick, D. (2006). Presidential Address: Meaning and Mattering
Through Transformative Consumer Research, in Advances
in Consumer Research Volume 33, eds. Connie Pechmann
and Linda Price, Duluth, MN : Association for Consumer
Research, 1-4.

Mick, D. G., Pettigrew, S., Pechmann, C. C., & Ozanne, J. L.
(Eds.). (2012). Transformative consumer research for personal
and collective well-being. Routledge.

Millennium Ecosystem Assessment (2005). Ecosystems and Human
Well-Being: Synthesis. Washington D.C: Island Press.

Morgan, S., Heeks, R., & Arun, S. (2004). Researching ICT-based
enterprise for women in developing countries: A gender
perspective. Manchester: Institute for Development Policy and
Management (IDPM).

Myers, N. (1997). Environmental refugees. Population and
Environment, 19 (2), 167-182.

Ng, C., & Mitter, M. S. (2005). Gender and the Digital Economy:
Perspectives from the Developing World. SAGE Publications.

Nordlund, A. M., & Garvill, J. (2003). Effects of values, problem
awareness, and personal norm on willingness to reduce
personal car use. Journal of Environmental Psychology, 23,
339-347.

Peloza, J., White, K., & Shang, J. (2013). Good and guilt-free:
The role of self-accountability in influencing preferences for
products with ethical attributes. Journal of Marketing, 77(1),
104-119.

Peredo, A. M., & Chrisman, J. J. (2006). Toward a theory of
community-based enterprise. Academy of Management
Review, 31(2), 309-328.

Popescu, G., & losim, L. (2015). The role of consumer behavior
in issues related to the environment. Research Journal of
Agricultural Science, 47, 121-126.

Prahalad, C. (2004). The Fortune at the Bottom of the Pyramid:
Eradicating Poverty through Profits. Upper Saddle, NJ:
Wharton School Publishing.

Prahalad, C., & Hart, S. (2002). The Fortune at the Bottom of the
Pyramid. Strategy+Business (26).

Putnam, R. (1993). The prosperous community. The American
Prospect, 4(13), 35-42.

Rios Lopez, L. (December 15, 2016). Wikimujeres, una comunidad
mas alla de un grupo de Facebook. Obtenido de El Heraldo:
http://www.elheraldo.co/entretenimiento/wikimujeres-una-
comunidad-mas-alla-de-un-grupo-de-facebook-311376

Rosenbaum, Mark, Corus, C., Ostrom, A., Anderson, L., Fisk, R.,
Gallan, A., Giraldo, M., Mende, M., Mulder, M., Rayburn, S.,
Shirahada, K., & Williams, J. (2011). Conceptualization And
Aspirations Of Transformative Service Research. Journal of
Research for Consumers, 19, 1-6.

Samuelson, C. D. (1990). Energy conservation: A social dilemma
approach. Social Behaviour, 5,207-230.

Schaefer, D. (2007). Empowering Women Weavers? The Internet in
Rural Morocco. Information Technologies and International
Development, 4(2), 17-23.

Shultz, C., Deshpandé, R., Cornwell, T.B., Ekici, A.,
Kothandaraman, P., Peterson, M., Shapiro, S., Talukdar,

D., & Veeck, A. (2012). Marketing And Public Policy:
Transformative Research In Developing Markets. Journal of
Public Policy & Marketing, 31(2), 178-184.

Smith, L., Ramakrishnan, U., Ndiaye, A., Haddad, L., &
Martorell, R. (2003). The importance of women’s status for
child nutrition in developing countries. Washington, D.C.:
International Food Policy Research Institute.

Latin America Advances in Consumer Research (Volume 4) | 15

Steg, L., Dreijerink, L., & Abrahamse, W. (2005). Factors
influencing the acceptability of energy policies: Testing VBN
theory. Journal of Environmental Psychology, 25(4), 415-425.

Steg, L., Bolderdijk, J. W., Keizer, K., & Perlaviciute, G. (2014).
An integrated framework for encouraging pro-environmental
behaviour: The role of values, situational factors and
goals. Journal of Environmental Psychology, 38, 104-115.

Steg, L., & Nordlund, A. (2012). Models to explain environmental
behaviour. In L. Steg, A. E. van den Berg, & J. I. M. de Groot
(Eds.), Environmental psychology: An introduction (pp.
185¢195). Oxford, UK: John Wiley & Sons.

Thaler, R. H., & Sunstein, C. R. (2008). Nudge: Improving
decisions about health, wealth, and happiness. New Haven,
CT: Yale University Press.

Thomas, D. (1997). Incomes, expenditures and health outcomes:
Evidence on intrahousehold resource allocation. En L.
Haddad, J. Hoddinott, & H. Alderman, Intrahousehold
resource allocation in developing countries: Models, methods,
and policy (pags. 142-164). Baltimore, ML: The Johns
Hopkins University Press.

Thomas, D. & Twyman, C. (2005). Equity and Justice in Climate
Change Adaptation amongst Natural-Resource-Dependent
Societies. Global Environmental Change, 15(2), 115-124.

Trnka, S., & Trundle, C. (2014, April). Competing responsibilities:
Moving beyond neoliberal responsibilisation.

In Anthropological Forum (Vol. 24, No. 2, pp. 136-153).
Routledge.

Trujillo, C.A., & Unda, J (2015), Estudio de Consumo Sostenible
y Conocimientos Sobre Biodiversidad, Facultad de
Administracion, Universidad de los Andes.

United Nations. (2000). Millenium Development Goals.
Washington D.C: United Nations.

United Nations, 2015. Sustainable Development Summit 2015. [En
linea]

Available at: http://www.un.org/sustainabledevelopment/
es/2015/05/1os-bosques-jugaran-un-papel-fundamental-en-la-
agenda-de-desarrollo-sostenible/

Viswanathan, M. (2013). Subsistence Marketplaces. Urbana-
Champaing, IL: Etext Inc.

Viswanathan, M., & Sridharan, S. (2009). From Subsistence
Marketplaces to Sustainable Marketplaces: A Bottom-Up
Perspective of the Role of Business in Poverty Alleviation.
Ivey Business Journal (On line), March-April.

Viswanathan, M., Rosa, J., & Ruth, J. (2010). Exchanges in
marketing systems: The case of subsistence consumer-
merchants in: Chennai, India. Journal of Marketing, 74, 1-17.

Viek, C., & Steg, L. (2007). Human behavior and environmental
sustainability: Problems, driving forces and research topics.
Journal of Social Issues, 63(1), 1-19.

Waters, R. D., Burnett, E., Lamm, A., & Lucas, J. (2009). Engaging
stakeholders through social networking: How nonprofit
organizations are using Facebook. Public Relations Review,
35(2), 102-106.

Weinstein, M. (1999). Railbirds, scouts, and independent
booksellers: Towards a constructivist interpretation of new
business formation. lrish Marketing Review, 12(1), 3-17.

Wellman, B., & Wortley, S. (1990). Different strokes from different
folks: Community ties and social support. American Journal of
Sociology, 96(3), 558-588.


http://www.elheraldo.co/entretenimiento/wikimujeres-una-comunidad-mas-alla-de-un-grupo-de-facebook-311376
http://www.elheraldo.co/entretenimiento/wikimujeres-una-comunidad-mas-alla-de-un-grupo-de-facebook-311376
http://www.un.org/sustainabledevelopment/es/2015/05/los-bosques-jugaran-un-papel-fundamental-en-la-agenda-de-desarrollo-sostenible/
http://www.un.org/sustainabledevelopment/es/2015/05/los-bosques-jugaran-un-papel-fundamental-en-la-agenda-de-desarrollo-sostenible/
http://www.un.org/sustainabledevelopment/es/2015/05/los-bosques-jugaran-un-papel-fundamental-en-la-agenda-de-desarrollo-sostenible/

16 / TCR Scholarship for the Latin American Context—Session 2

Winchester, L. (2008). La dimensioén econdmica de la pobreza World Wildlife Fund. (2012). Living planet report 2012:
y precariedad urbana en las ciudades latinoamericanas: Biodiversity, biocapacity, and better choices. Gland,
Implicaciones para las politicas del habitat. EURE, 34(103), Switzerland: WWF International.

27-47.



Neuromarketing, Brain Emotions, and Decision Making
Angelika Dimoka, Temple University, USA

Paper #1: The Brain’s Role in Decision making: Responses to
Online and Printed Ad Campaigns

Angelika Dimoka, Temple University, USA

Vinod Venkatraman, Temple University, USA

Paper #2: Single Administration of Testosterone
Cognitive Reflection in Men
Gideon Nave, University of Pennsylvania, USA
Amos Nadler, University of Western Ontario, Canada
David Zavs, ZRT Laboratories, USA
Colin Camerer, Caltech, USA

Impairs

Paper #3: Design, Emotions, and Willingness-to-Pay
Ravindra Chitturi, Lehigh University, USA

SESSION OVERVIEW

In this special session, we investigate how physiological re-
sponses affect consumers’ decision making. Since the early 2000’s,
there has been a rapid growth in the area of Decision Neurosci-
ence; neuroscience research and use of neurophysiological methods,
genes, and hormones to the study of how humans make decisions.
This growth is largely due to the demonstrated value of neurophysi-
ological tools to study marketing and other practical phenomena,
advances in functional Magnetic Resonance Imaging (fMRI), elec-
troencephalography (EEG), eye tracking, and other neurophysiologi-
cal tools (i.e., biometrics), gene and hormone expression, and the
accessibility of these methods with decreased costs.

One of the areas on Decision Neuroscience with applications
to Marketing - Neuromarketing - can reveal how consumers con-
sciously and subconsciously process and engage with advertisements
to test products, packaging, and marketing messages, as well as the
efficacy of various aesthetics. Researchers can measure brain, physi-
ological, and sensory responses to stimuli to learn what influences
consumers, and to understand why individuals make the decisions
they do.

The first paper discusses how brain studies can help us under-
stand how consumers make purchasing decisions and specifically
how memory and willingness to pay are affected when subjects are
exposed to digital and/or printed advertisement campaigns. This
paper shows the impact of the two different media on consumer’s
memory of the ads and preferences at a subsequent point of purchase.

The second paper looks into deeper how hormones such as the
androgenic hormone testosterone (abbreviated “T”) affects human
cognition and decision making. More specifically, it investigates in
a placebo-controlled experiment, how testosterone biases decision
making towards rapid intuitive judgments as opposed to deliberate
analytical judgments.

The final paper investigates the effect of aesthetics in decision
making, and particularly, how aesthetics increases willingness to
pay by improving anticipated promotion and prevention emotions of
confidence, excitement, and pride. And, collectively these emotions
explain why consumers are willing to pay more for a product with
superior aesthetics.

The Brain’s Role in Decision making: Responses to
Online and Printed Ad Campaigns
Considering the complexity of managing marketing and adver-
tising communications across physical and digital media (often re-
ferred to as mixed media marketing campaigns), this study seeks to

understand how to increase the effectiveness of marketing strategies
by identifying, testing, and prescribing when it is better to use only
one medium, such as physical or digital (a “unimodal” sequence), or
a combination of both media (a “crossmodal” sequence). This study
builds upon the demonstrated value of neurophysiological tools to
shed light into marketing phenomena, and explores (1) when digital
advertising, such as email, or physical advertising, such as mail, is
more effective at engaging consumers in terms of ad recognition,
brand recall, memory, desirability, and willingness to pay (WTP), (2)
what the complementary effect is if both media are used in sequence,
and (3) if a certain sequence of these two media (physical and digital)
has a stronger role in engaging consumers in mixed media marketing
campaigns.

We used a multi-methodological framework, including tradi-
tional self-reports together with fMRI, to capture multiple cognitive
and affective processes (these included familiarity, liking, memory/
recall, choice, desirability, and WTP) associated with mixed media
marketing campaigns. The use of multiple methods aims to provide
a comprehensive understanding of how consumers perceive adver-
tising messages when presented in a combination of physical and
digital media (Millward Brown 2009; Royal Mail Market Research
2015; Dimoka et. Al. 2015).

The experimental study had two phases. During the lab study
phase, we measured neurophysiological and traditional self-reported
responses, including ad recognition, brand recall, memory, desirabil-
ity, and willingness to pay (WTP) when participants interacted with
various advertisements (ads). For the field study phase, two mixed
media marketing campaigns were conducted at a major university.
Implications for using each medium (i.e., physical or digital) or a
combination of both in marketing campaigns are discussed.

There were two parts in the lab study phase. In the first part, par-
ticipants viewed sets of ads in physical and digital formats across two
weeks and offered traditional, self-reported responses. In the second
part of the lab study, participants’ brain activity was recorded using
functional magnetic resonance imaging (fMRI) when reviewing new
and previously viewed ad snippets and images of their corresponding
advertised products.

The main finding from the self-reported measures in the lab
phase was that seeing ads in only the same format (physical or digi-
tal) twice was generally more effective than if the ads were seen in
two different formats. Notably, participants who viewed the physical
format twice demonstrated stronger ad recognition and brand recall.
Counter to the other findings in the study, self-reported WTP for the
advertised products was significantly stronger for products adver-
tised in the crossmodal sequence. Within just unimodal sequences,
WTP was higher for products shown twice in the digital format. The
WTP was not explicitly incentivized, in that participants were not
given the opportunity to actually buy the products advertised, poten-
tially weakening its reliability.

When using fMRI in the second part of the lab study, we found
differential activation in brain regions associated with specialized
processing of different types of snippets (faces, scenes, and words
extracted from the ad), consistent with existing literature. Critical-
ly, face snippets activated the left anterior hippocampus more than
scenes or words, consistent with greater memory recall for these
stimuli. This was particularly true for stimuli that were exposed in
physical format twice. Combining these findings with those from the
first part of the study, there is evidence that the same format shown

Latin America Advances in Consumer Research
Volume 4, © 2017



18 / Neuromarketing, Brain Emotions, and Decision Making

twice, particularly with the physical format, is associated with higher
memory (especially for faces depicted in ads). Lastly, greater activa-
tion in the ventromedial prefrontal cortex (vmPFC) and ventral stria-
tum (vSTR) was found for products advertised twice in the physical
format, denoting greater engagement of these regions in the compu-
tations of the underlying subjective value and desirability.

These findings complement the findings from our previous
studies, which found that physical advertising was associated with
stronger memory of ads, as well as higher desirability and subjective
value. In this study, we find that exposing participants to ads shown
in a unimodal sequence has a stronger memory recall compared to
crossmodal sequences, particularly in the physical format.

Across two exploratory, independent field studies, we found
that higher click through rates were observed when a digital stimuli
follows a physical ad than when ads were presented in just the digi-
tal format. We discuss how this finding, coupled with findings from
the lab study, create a complex relationship between purchase intent,
observed desirability, and consumer action. In sum, this study exam-
ines when, how, and why physical media are a valuable complement
in sequenced advertising campaigns.

Based on the findings of this study, we seek to cautiously pre-
scribe when, how, and why physical media can be a valuable com-
plement in mixed media campaigns and when physical and digital
media should be used in sequence. Extending the prescriptions from
our previous studies, we seek to prescribe the sequence of physi-
cal and digital media in mixed media marketing for advertisers to
engage their consumers. Our findings suggest that using the same
medium twice, particularly physical media, can result in higher ad
and brand recognition. Whether or not consumers remember an ad
and its contents is important for marketers to enhance advertising
effectiveness, even if in this lab/fMRI study we did not seek to test
for long-term brand recognition that many marketers seek to develop
over time. We also show that ads that contain faces are remembered
more than those that contain scenes or words, particularly when the
physical medium is used in sequence.
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Single Administration of Testosterone Impairs Cognitive
Reflection in Men

The androgenic hormone testosterone (abbreviated “T”) is pro-
duced in the adrenal glands, the male testes, and in smaller quantities
in the female ovaries. T affects physiology, brain development, and
behavior throughout life. T is released into the bloodstream and in
the brain in response to external stimuli, such as the presence of an
attractive mate or winning competitions, modulating physiological
and cognitive processes context-sensitively (Archer, 2006; Eiseneg-
ger, Haushofer, & Fehr, 2011) . In many non-human species, T levels
rise amid the breeding season to facilitate reproductive behaviors
such as fighting and mating. Laboratory studies have shown that T
administration induces aggression, mating, and behavioral disinhibi-
tion in rodents and birds (Archer, 2006; Bing et al., 1998; Edwards,
1969; Svensson, Akesson, Engel, & Soderpalm, 2003; Wingfield et
al., 1990).

A largely open question is how T affects human cognition and
decision-making. Studies reported correlations between endogenous
T and physical aggression, sensation seeking, and impulse control
disorders such as drug abuse, bulimia, and borderline personality
disorder (Campbell et al., 2010; Cotrufo et al., 2000; Dabbs, Carr,
Frady, & Riad, 1995; Daitzman & Zuckerman, 1980; Janowsky,
2006; Martin et al., 2002; Reynolds et al., 2007). Moreover, prefron-
tal brain regions involved in impulse control contain androgen re-
ceptors (Finley & Kritzer, 1999), and an imaging study showed that
decreased prefrontal activity mediated the correlation of endogenous
T with rejections of unfair ultimatum bargaining offers (Mehta &
Beer, 2010), a behavior that can be interpreted as impulsive (Grimm
& Mengel, 2011).

Due to the bi-directional relationship between hormone levels
and organisms’ environment and behavior, cause and effect are con-
flated in correlational studies. Recent research addressed this limi-
tation by administering T under a placebo-controlled protocol, and
observing its influence on behavior. Although the hypotheses and be-
havioral measures vary among studies, many findings are consistent
with the presumption that T biases decision-making towards rapid,
intuitive responses. For example, T increased reactive aggression
(Carré et al., 2016; Pope, Kouri, & Hudson, 2000) but on the other
hand reduced lying and strategic deception (van Honk et al., 2016;
Wibral, Dohmen, Klingmiiller, Weber, & Falk, 2012), behaviors that
are associated with slow response times and cognitively effortful ex-
ecutive processes (Gombos, 2006).

The current study aims to formally test how T influences de-
cision-making processes in humans. We build on the dual-process
framework (Evans, 2003), according to which humans employ two
types of information processing during decision-making: “System
17 (intuitive) processes occur automatically, rapidly and effortlessly,
but might provide less accurate responses. “System 2” (deliberate)
processes are relatively slow and computationally demanding, but
are more likely to produce accurate responses. An important function
of system 2 is monitoring system 1 responses and overriding them
when needed (akin to ‘checking work’ on an algebra problem).

Given the findings discussed above, we hypothesize that T bi-
ases decision-making towards rapid, system 1 processing. We tested
this hypothesis by randomly administering a single dose of either
T or placebo to a sample of 243 males, and measuring its influence
on performance in a task specifically designed to identify one’s ten-
dency towards either intuitive or deliberate information processing,
the Cognitive Reflection Test (CRT, (Frederick, 2005)). The CRT is a
3-item questionnaire that assesses the capacity to monitor one’s own
intuitive judgments and override them when appropriate. CRT scores
predict diverse behaviors, including the display of various decision-
making biases such as the conjunction fallacy (Toplak, West, & Sta-
novich, 2014).

Here is an illustrative CRT question:

A bat and a ball cost $1.10 in total. The bat costs $1.00 more
than the ball. How much does the ball cost?

When faced with this question, an immediate incorrect answer
($0.10) automatically arises in most people’s minds. Responding
with the correct answer ($0.05) requires inhibiting this prepotent in-
tuitive response and detecting that it is incorrect. This requires cog-
nitively reflecting on the verity of the intuitive answer by engaging
in deliberate, yet easy to perform calculations (i.e., checking that the
bat — ball difference is $1.00 and their sum is $1.10) (Oldrati, Patri-
celli, Colombo, & Antonietti, 2016).

We hypothesized that T administration would increase par-
ticipants’ tendency to rely on their intuitive judgments, reduce in-
hibition of incorrect prepotent response, and therefore impair CRT



performance relative to placebo. To rule out various confounding
factors, namely T’s potential influences on engagement, motivation,
or arithmetic skills, participants took part in an additional math task
as a control. Participants also provided pre- and post-treatment saliva
samples that were assayed by liquid chromatography tandem mass
spectrometry (LC-MS/MS) as manipulation checks, and to control
for levels of other hormones that might influence cognition and be-
havior.

In line with our prediction, we found that the T group had sig-
nificantly lower scores in the CRT compared to placebo (20% less
correct answers on average, p<.003), and that T treatment had no
impact on arithmetic skills (p>.80). Crucially, math scores strongly
predicted participants’ CRT scores, and T’s effects were robust to
controlling for math skill, age, mood and the levels of 14 other hor-
mones measured using post-treatment saliva samples. Finally, the
effect was significant for each of the three CRT questions in isola-
tion, and T participants responded faster when providing incorrect
answers - demonstrating that participants adopted their incorrect in-
tuitive answers more rapidly under T treatment.

Taken together, our results provide converging evidence that
heightened T levels are causally associated with reduced deliberative
decision-making in humans, illuminating on a cognitive mechanism
underlying the context-sensitive influence of T on human behavior.
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Design, Emotions, and Willingness-to-Pay

Previous research has shown that customers are willing to pay
more for hedonic benefits than for utilitarian benefits. However, we
don’t know why. This research demonstrates how aesthetics increas-
es willingness-to-pay by improving three types of perceived bene-
fits—functional, experiential, and self-expressive. Specifically, good
aesthetics improves anticipated promotion and prevention emotions
of confidence, excitement, and pride. And, collectively these emo-
tions explain why consumers are willing to pay more for a product
with superior aesthetics.

The primary insights provided by this research are: 1) improve-
ment in aesthetics improves perceived functional benefits offered by
the product leading to a greater anticipatory feeling of confidence;
2) superior aesthetics improve perceived experiential benefits of-
fered by the product leading to a greater anticipatory feeling of ex-
citement; 3) superior aesthetics improve perceived self-expressive
benefits leading to a greater anticipatory feeling of pride; 4) these
improved feelings of confidence, excitement, and pride significantly
influence customers’ willingness-to-pay; and, 5) improving self-ex-
pressive benefits by improving aesthetic pride leads to greater in-
crease in willingness-to-pay than improving experiential benefits by
improving aesthetic excitement and aesthetic confidence.

The results from this research show that superior aesthetics
improve feelings of functional confidence, experiential excitement,
and self-expressive pride leading to greater willingness-to-pay. In
conclusion, we show how and why good aesthetics is great business.
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Can the Brand Make Us Beautiful: A Study on Brand Transference
Enrique P. Becerra, Texas State University, USA
Juan Carlos Londofio-Roldan, Pontificia Universidad Javeriana Cali, Colombia
Maria Cecilia Henriquez-Daza, Pontificia Universidad Javeriana Cali, Colombia

EXTENDED ABSTRACT

Brand extension literature indicates perceived characteristics
of existing product/brand combination transfer, to certain extend, to
a new product/brand combination. We aim to understand if brand
perceptions transfer to the individual that uses the brand. Specifi-
cally, we study if individuals wearing a t-shirt with brand perceived
as likeable (not likeable) may become more (less) likeable. In other
words, can the brand transfer its likeability and enhance individual’s
appearance or likeability?

From an economics perspective, consumers that purchase a
good such as clothing are looking for a benefit of wearing it, and
they are willing to pay a cost to get this benefit. Form a psychologi-
cal perspective, consumers buy brands that improve their personal
self-esteem. Self-esteem is an important motivational drive for con-
sumption involving both the acceptance and rejection/avoidance of
symbolic goods. However, self-esteem gains have been until now a
subjective added value that brands have not been able to demonstrate
or capture. It has been found that physical attractiveness is positively
correlated with self-esteem (Mathes & Kahn, 1975), therefore brands
that can increase appearance could have a positive influence on peo-
ples self-esteem.

Previous research has shown that overall ratings of attractive-
ness are created by diverse components such as facial beauty, body
attractiveness, dress attractiveness or dynamic expressive style (Rig-
gio, Widaman, Tucker, & Salinas, 1991). This research explores how
the interaction effect that exists between two of these components
(facial beauty and attractiveness of dress) becomes of particular in-
terest in the field of marketing where psychological advances need
to be incorporated. For example, advances have been made in un-
derstanding physical attractiveness (Berscheid & Walster, 1974) and
how interpersonal attraction is created (Huston & Levinger, 1978)
but more research is needed to understand how this physical attrac-
tiveness is related to brands. Beauty perception is related to the phys-
ical characteristics of the human body, but it could also be enhanced
by clothing (Fan, Yu, & Hunter, 2004). Perceptions of attractiveness
are important because they can have an effect on how people are
judged in terms of employment, social opportunities, friendship,
sexual behavior and marriage (Perrin, 1921).

When someone wears a branded t-shirt or other kind of cloth-
ing, there is an “association transference” (De Mooij, 2013) between
the person and the brand. Transference occurs when the knowledge
acquired in one type of situation influences the performance of other
(Postman, 1971). Thus a branded t-shirt may transfer its qualities,
including likeability, to a person.

We tested our premise using young Colombia consumers. Both
young men and women are more fashion oriented than older counter-
parts (Evans, 1989) as well as more sensitive to fashionable products
or brands (Thompson & Haytko, 1997). Pre-tested brands based on
levels of likeability were selected. A white t-shirt was selected as

a clothing item to be evaluated because it its helps to reduce non-
physiognomic cues (Malpass & Kravitz, 1969). In a series of pre-
tests, we selected pictures of individuals based on level of likeability.
Study 1, a 2 (likeable brand on t-shirt/unlikeable brand on t-shirt)
x 1 (plain t-shirt) indicate that likeable brand on t-shirt is more ap-
pealing than plain t-shirt and that unlikable brand on t-shirt is less
appealing than plain t-shirt. Study 2, a 2 (attractive/unattractive) x
2 (man/woman), x 3 (likeable brand on t-shirt/unlikeable brand on
t-shirt/plain t-shirt) indicate that attractive individuals wearing like-
able brand are nor more attractive than when wearing a plain t-shirt.
Attractiveness did not diminish when wearing t-shirt with unlikeable
brand. Similarly, the type of t-shirt worn did not affect level of at-
tractiveness for those perceived to be less attractive.

While our findings are not conclusive, they indicate that brands
worn may transfer some of their characteristics to the wearer but
likeability is not one of them. Perhaps, the brand worn enhancement
on wearer is not enough to increase perceptions of attractiveness but
signals that wearers has some sense of fashion and belongs to group
that has a high opinion of such brand.
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A Dilemma with Height:
A Critical Review of Body Image and Clothing Choice for Men of Shorter Stature

Osmud Rahman, Ryerson University, Canada
Henry Navarro Delgado, Ryerson University, Canada

EXTENDED ABSTRACT

Previous research (Andrew, 2005; Markee et al., 1990; Rudd
& Lennon, 2000) has shown that many women are concerned about
how they are perceived through the medium of dress and adornment
by the public in general and significant others in particular. Tunaley
et al. (1999: 743) points out that female sexual attractiveness is
often perceived and judged by a culturally constructed ideal of
beauty. With such perspective, it is important to understand the
complex relationship between body image and clothing practice in
different socio-cultural contexts. However, the majority of existing
literature on body image (e.g., Borland and Akram, 2007; Davis,
1985; Howarton and Lee, 2010; Rahman, 2015) is primarily or
exclusively focused on women. This could be due to the fact that
men are perceived to be relatively less interested in clothing, and
thus, less involved in shopping activities. Nevertheless, some studies
(McCaulay et al., 1988; Mishkind et al., 1986) have found that
male consumers are increasingly becoming more involved in their
appearance and body physique. For example, they have expressed
dissatisfactions and frustrations with parts of their bodies such as
their biceps, shoulders, and chest (Cash et al., 1986; Furnham and
Greaves, 1994). Furthermore, a number of studies (Bergeron and
Tylka 2007; Martins et al. 2008; Tylka et al., 2005) report that
muscularity and body fat indeed play a significant role in how men’s
body images are judged in the United States and Australia. In order to
conform to the muscular ideal, men often adopt various appearance-
management strategies such as intensive exercise and weight
training, cosmetic surgery, dietary regimes and daily grooming (Frith
and Gleeson, 2004). All in order to change their present body image.

Other than muscularity, body height is also considered as an
important indicator of masculinity, attractiveness, and health (Blaker
et al., 2013). There is a considerable amount of research examining
the perceived connections between height and various other
variables of male attractiveness in different contexts. For example,
height is often correlated with authority or social status (Gawley et
al., 2009; Roberts and Herman, 1987), worth and leadership (Murray
and Schmitz, 2011), political success (McCann, 2001), competence
(Cann, 1991), higher income (Judge and Cable, 2004), physical
strength (Lundborg et al., 2009), and dating preference (Walster et al.,
1966). Nevertheless, although many prior studies have investigated
the relational effects of men’s height, very little empirical research
has focused on relational effect of clothing choices (Chattaraman
et al., 2013; Hogge et al., 1988; Oliver et al., 1993). Surprisingly,
only two apparel studies (Shim and Kotsiopulos, 1991; Shim et al.,
1990) have specifically done so but focused on big and tall male
apparel shoppers. Thus, the present study attempts to fill the research
void by studying the body perceptions, consumer behaviour, and fit
preferences of shorter men.

According to several studies, height may be used consciously or
unconsciously to judge the ability, competence, and intelligence of an
individual male. Indeed, “heightism” or prejudice and discrimination
against shorter men, does exist in our society (Melamed and
Bozionelos, 1992). For example, taller men are more likely to be
hired or promoted than their shorter counterparts (Keyes, 1980).
In terms of clothing consumption, it is a challenge for short male
consumers to find a well-fitting and/or desirable garment. Frith and
Gleeson (2004) report in their study, “The fact is that physical size
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imposes limitations on finding suitable clothes [12]. The frustration
of trying to fit into average-sized clothing was tangible for unusually
tall, broad-shouldered, or short men.” In other words, short men
have been ignored or underserved by the fashion industry. Thus, it
is imperative to understand the needs and challenges faced by this
demographic group.

Based on the preceding discussion, a number of questions will
be posed to guide and direct this study: Does “heightism” still exist
in today’s society? Are tall men perceived more positively than short
men? Is body height linked to psychological disposition? What
challenges do short male consumers encounter when it comes to
apparel shopping? What kind of clothing the fashion practitioners
should develop to meet the needs of short men?

In order to address the aforementioned questions, visual and
textual data will be collected from short men in actual public settings,
and also through social media. This study consists of two stages.
In the first stage, men who are under 5’ 8” (based on Shim et al.’s
classification, 1990) will be recruited to participate in this study. With
their consent, short interviews will be conducted and “street-style”
photographs of them will be taken. These visual and textual data
will then be used to create two interactive social media sites — (1) a
website, and (2) a Facebook page both named Sastro Man Circle. In
stage two, articles related to men’s height, “heightism,” body image,
public perceptions of short men, self-esteem, clothing choice and
sizing systems will be posted on our website and Facebook to collect
public opinions and comments. Readers will be encouraged to post
their responses, reflections and comments about the content of our
articles. After the process of data collection, content analysis will
be employed to code and analyze the interview contents (from stage
1) and online posted comments (from stage 2). Through content
analysis, themes will be identified from the data, and the procedure
as described by Zimmer and Golden (1988) will be adopted and
followed. The reason why we chose content analysis for this study is
because this type of analytical method can provide an objective and
systematic procedure to code our collected data and form the basis
for interpretive analysis.

Through the data collection from stage 1 and 2, some of the
concerns and challenges related to men’s body height will be
revealed, and possibly some practices or suggestions to mitigate the
lack of clothing choice for short men will be identified. We believe
that this study will provide new insights, meaningful information,
and also extend our current knowledge and understanding of the
relationship between men’s height and fashion consumption. In all,
the results of the present study are essential for academicians and
practitioners invested in promoting fashion diversity.
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A Conceptual Framework to Understand Responsible Consumption Behavior
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INTRODUCTION

World Watch Institute in its report in 2015 stated that private
consumption expenditure exceeded $20 trillion at the start of 21
century which is a fourfold rise compared to the expenditure in
the year 1960. It also mentioned that although people are gaining
access to a variety of consumer items like television sets, phones and
Internet, there is a wide disparity between different classes of people
worldwide. Although only 12 percent of world’s population resides
in North America and Western Europe, they account for 60 percent of
spending on the private consumption. There is also a greater disparity
in terms of sharing of the ecological foot prints across the world,
which is evident from the fact that an average American uses 9.7
hectares of the ecological footprints as against merely 0.47 hectares
by an average citizen of Mozambique. All these facts provide a clear
picture of the degree of disparity in terms of consumption pattern
worldwide. The grim side of all these facts and figures percolate
down to the real issue of unbalanced resource utilization by different
stakeholders of the societies including corporates and consumers
as well. Under such scenario, if the current generation strives for
a liveable and better future for the future generations, some of the
solutions lie in behaving in a responsible manner with regard to the
resource utilization and consumption. These alarming facts have
also compelled the apex bodies like United Nations, which in its
agenda for sustainable development goals (SDG), has emphasized on
moving towards sustainable management and efficient use of natural
resources. Its agenda includes reducing per capita food waste to half
and minimize the impact of waste chemicals on the environment by
the year 2030. All these mandates point towards consuming different
resources more wisely and in more responsible manner. This very
narrative brings the pivotal role of responsible consumption by all
stakeholders including corporates and the consumers as well.

As per Roberts (1993), responsible consumption behaviour
is displayed by those consumers “who purchase products and
services perceived to have a positive (or less negative) influence
on the environment or who patronize businesses that attempt to
effect related positive social change”. In light of this definition of
responsible consumption behavior and the elaboration on this subject
in the literature, it is important to understand different contextual
factors affecting it. Knowing about such contextual factors may help
in controlling some of them with fair degree of understanding to reap
the benefits of responsible consumption behaviour to a larger extent.
Such understandings have some important implications for marketers
in the societies which are evolving with responsibility towards their
consumption pattern.

Building on the literature on responsible consumption and
social marketing, this study examines some of the factors which
shape responsible consumption behaviour. Based on in-depth
literature review and theoretical underpinning of Social Cognitive
Theory, this study finds that there is a mediating role of self-efficacy
towards environmental and social issues on the relationship between
motivational learning and responsible consumption behavior. The
study also concludes that social protectionism, which is mostly
related to the concept of prevention and management of situations
adversely affecting individual’s well-being in a society, moderates the
relationship between motivational learning and self-efficacy. Further
the study also finds that the cultural values moderate the relationship

between self-efficacy and responsible consumption behaviour. The
findings of this study have important implications for marketers with
regard to their understanding on responsible consumption practices.
The findings also have pertinent outcomes for the policy makers.

GAPIN LITERATURE AND OBJECTIVE OF
RESEARCH

Many researchers discussed and elaborated upon some of the
factors aiding to responsible consumption. Based on the theory of
planned behaviour, Strong (1996) discussed about individual beliefs
as precursor to the responsible behaviour. Shaw and Clarke (1999)
suggested product labels, influence of peers and religion in some
cases as the factors contributing towards responsible consumption.
Ethical obligation and self-identity were also described as some of
factors contributing towards responsible consumption (Sparks and
Guthrie, 1998).

Looking holistically, there are fewer discussion in the literature
about contextual factors such as mediating and moderating factors
which shape the responsible consumption behaviour. In view of the
probable gaps in the literature, this study intends to explore some
of the direct, mediating and moderating factors contributing towards
responsible consumption.

THEORETICAL BACKGROUND

Social Cognitive Theory (Bandura 1986) was used in this study
to understand some of the relevant factors. Social cognitive theory
is a broad effort to understand and explain the human behavior
(Baranowski, Perry, & Parcel, 1997). As per social cognitive theory,
it is not only the intrinsic factors that determine the behavioral change
but individual’s response to its environment and shift in any of the
three components tends to produce change in the others (Bandura
1986).

In this study, it is intended to elaborate upon the motivational
learning as one of the factors leading to responsible consumption.
The theory visualizes modelling new anticipated behaviours for the
target audience, and calls for addressing all elements encompassing
attention, retention, production and motivational processes for
effective learning and performance of new behaviours.

METHODOLOGICAL APPROACH AND
PROPOSITIONS
This study used in-depth literature review approach under the
backdrop of Social Cognitive Theory to develop propositions leading
to a conceptual framework showing some of the factors contributing
towards responsible consumption behavior. Following are the propo-
sitions developed based on the literature.

Propositions 1: Self-efficacy of the consumers towards social
and environmental issues is likely to mediate the
relationship between motivational learning and
responsible consumption behaviour.

Propositions 2: Social protectionism is likely to moderate the
relationship between motivational learning and

self-efficacy.
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Propositions 3: Cultural values are likely to moderate the rela-
tionships between self-efficacy and responsible
consumption behaviour.

Propositions 4: Motivational learning is directly and positively
related to the responsible consumption behav-
iour.

CONCEPTUAL FRAMEWORK

Based on the literature and theoretical underpinning of Social
Cognitive Theory.

PRACTICAL IMPLICATIONS
Marketers and policy makers may draw some important inputs
from factors like social protectionism, self-efficacy, and cultural val-
ues for devising their respective strategies to deal with responsible
consumption behaviour.

SCOPE FOR FUTURE WORK AND LIMITATIONS

The constructs identified in the model needs to be operational-
ized and the conceptual model tested using appropriate sampling in
the future works. There is also scope for testing and comparing the
model performance in cross-cultural settings.
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Changing Moral Judgments of Short and Long Speculation: The Role of Moral versus

Economic Arguments and the Consumer’s Motivational Orientation
Subimal Chatterjee, Binghamton University, SUNY, USA
M. Deniz Dalman, Saint Petersburg State University, Russia

EXTENDED ABSTRACT

Research suggests that consumers regard short selling less
moral than long selling (short sellers make money when other suf-
fer whereas long sellers make money when others prosper). This is
contrary to normative/descriptive tenets of moral judgments because
neither the short seller nor the long seller directly causes the misfor-
tune/fortune of others (Lotz and Fix 2013). The accepted explana-
tion is that consumers blame short sellers for holding wicked desires
and deem that morally wrong (Inbar, Pizarro, and Cushman 2012).

In this paper, we propose that we can alter the asymmetric mor-
al judgments of long/short speculation in three ways. First, we can
provide explicit moral arguments as to why speculation (either long
or short) is bad for society by describing long/short speculation as
alternate forms of gambling (Borna and Lowry 1987; Ryan 1902).
We expect that invoking a gambling frame should equate the moral
judgments of the two by making long selling look just as bad as short
selling.

Second, we can provide economic arguments as to why spec-
ulation (either long or short) is good for society by justifying that
speculation improves market efficiency (Angel and McCabe 2009).
We expect that invoking an efficiency frame should also equate the
moral judgments of the two practices, but now making short selling
look just as good as long selling.

Finally, and third, we can frame the economic justifications in
a way that fits with the two main motivational orientations of con-
sumers (seeking gains versus avoiding losses or promotion versus
prevention orientations; Higgins 1997, 1998). For example, the ar-
gument that short selling signals assets are overpriced and thereby
enable others to avoid losses (by not investing in overpriced assets)
fits with a prevention mindset. Similarly, the argument that long sell-
ing signals assets are underpriced and thereby enable others to make
gains (by investing in underpriced assets) fits with a promotion mind-
set. The upshot is that whereas promotion oriented consumers will
judge long selling as morally superior to sort selling (the traditional
asymmetry), prevention oriented consumers will judge short selling
as moral as long selling (see also Cornwell and Higgins 2016).

We conducted two studies to test our hypotheses. Deviating
from current research that focuses on the moral judgments of a third
person (the long/short agent), we ask participants about their own
intentions to engage in speculation based on the recommendations of
an agent. We propose that how consumers judge the recommending
agent (moral/immoral) will indirectly affect their intentions to en-
gage in speculation (a mediation process). However, the description
frame (gambling versus efficiency) and the consumer’s motivational
orientation will moderate the morality judgments (a moderated me-
diation process).

In Study 1, we recruit two hundred M-Turk participants (83 fe-
males) and randomly assign them to the six experimental conditions
(31 to 35 per cell) of a 2 (short selling, long selling) by 3 (control,
gambling frame, efficiency frame) between subjects design.

The participants read a scenario where an agent recommends
the purchase of derivatives (short versus long) linked to the fortunes
of a target company. In the short (long) condition, the derivatives
make money if the stock price of the company goes down (up). In
the control conditions, we give the basic explanation of short and
long trades. In the other two conditions, we add that (1) long/short

trades are like betting heads or tails on the stock price of the focal
company going up or down (gambling frame) or that (2) long/short
trades improve market efficiency by revealing whether the current
stock price of the focal company is overvalued or undervalued (ef-
ficiency frame).

The participants judged the moral character of the agent (9-point
scales, good/bad person, holding good/bad moral standards; Inbar et
al., 2012). They indicated their intention to participate in long/short
trades by rating how attractive/unattractive they found the trades, and
how likely/unlikely they were to engage in them (all 9-point scales).
We controlled for the participant’s moral philosophy (idealism ver-
sus relativism; Forsyth 1980, 1992) as well as their experience with
financial investments (Baron and Kemp 2004). We found the indi-
rect effect of long/short recommendations on intentions to engage in
long/short trades (operating via moral judgments) to be significant
in the control conditions but not so when we framed speculation as
gambling. The indirect effect remained significant, however, when
we framed speculation as improving market efficiency.

We draw one important conclusion from Study 1. Whereas
framing long selling as an alternate form of gambling is able to de-
grade the moral judgment of long sellers, framing short selling as
improving market efficiency is unable to elevate the moral judgment
of short sellers.

In Study 2, we recruit 113 M-Turk participants (48 females) and
randomly assign them to the four experimental conditions (24 to 35
per cell) of a 2 (short agent, long agent) by 2 (regulatory orientation)
between subjects design. The main scenario is similar to Study 1’s
control condition except that we add that short trades can help other
investors to avoid losses (by not investing in overpriced assets) and
long trades can help other investors to make gains (by investing in
underpriced assets).

We temporally induced promotion and prevention orienta-
tions across participants using a well-established regulatory focus
induction protocol (Cornwell and Higgins, 2016; Freitas and Hig-
gins, 2002). We asked participants to write an essay describing their
hopes and aspirations (promotion focus) or their duties and obliga-
tions (prevention focus) both when they were growing up and now.
We found the indirect effect of long/short recommendations on in-
tentions to engage in long/short trades (operating via moral judg-
ments) to be significant among promotion-oriented participants but
not among prevention-oriented participants.

Study 2 shows that we can elevate the moral judgments of short
sellers among prevention-oriented consumers by using an efficiency
argument, as long as the frame fits with their prevention orientation
(short sellers help others avoid losses). This has important implica-
tions on how financial institutions can alter their marketing commu-
nications so that the public can identify with the institution at a moral
level (Choi and Winterich 2013). Such framing, in turn, might lessen
the bad reputation of these organizations in the mind of the public.

Adjusted Cell Means for Moral Judgments and Intention to En-
gage in Speculation
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STUDY 1

Intention to Engage in

Moral Jud, t
oral Judgments Speculation

Long Selling Short Selling Long Selling Short Selling

Control 6.82 5.92 6.87 5.92
Gambling 5.81 5.97 5.08 5.97
Frame
Effici
creney 6.4 5.26 6.52 5.73
Frame
STUDY 2
Intention to E i
Moral Judgments fention fo rllgage n
Speculation
Long Selling Short Selling Long Selling Short Selling
Prevention 6.08 6.25 6.35 5.26
Focus
Promotion
6.07 6.01 6.53 5.71
Focus
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Magical Machines Meet Magical People
Russell Belk, York University, Canada

ABSTRACT
Ever since ancient autonoma and medieval alchemy, we have
attempted to create artificial humans. Computer-driven Al robotics
is now producing humanoid creatures with near-human intelligence.
In response, more machine-like and enhanced human cyborgs may
be necessary as future dueling magical systems compete for survival.

MAGICAL MACHINES

Various cultures have envisioned their gods as having created
humans by shaping them from clay, dust, wood, brass, bronze, gold,
stones, pollens, grasses, excrement, sand, or water scum (Simmons
1992). Humans since ancient times have sought to imitate such
miracles by creating machines that mimic people. Early automata
were mechanical moving imitations of humans, animals, or gods,
like the water-and cam-driven hydraulic drinking, singing, and
moving birds created by the Greek inventor Ctesibius (c. 270 BCE),
the spring-driven magpie and horse created for Chinese king Shu Tse
(c. 500 BCE), and the lever-driven articulated human figurines found
in ancient Egyptian tombs (c. 2000 BCE) (During 2002; Nelson
2001; Riskin 2010; Simmons 1992). Some of the Greek automata
were located at temples and spoke as oracular priests or priestesses.
People, including those who were aware of their internal mechanisms,
attributed minds and souls to these machines (McCorduck 1979;
Suchman 2007).

In Medieval Europe attempts to create life via alchemy
flourished using combinations of science, magic, and religion, such
as combining human vital fluids with horse manure and adding
sacred incantations in an attempt to create a homunculus (Nelson
2001). A related practice within the Jewish mystical tradition of
kabbalah involved bringing a clay figure to life using the Hebrew
letters for the name of God. The most famous Golem was supposedly
created by Rabbi Loew of Prague. It was initially protective of the
people, but grew increasingly uncontrollable. Eventually it killed the
Rabbi (Campbell 2010; Simons 1992), suggesting that playing God
is very dangerous.

Automata led to questioning whether artificial and natural life
are similar or different (Riskin 2007). With each new accomplishment
in simulating humans and animals, the assumption that machine
life is an oxymoron was challenged and the belief that humans are
totally unique was weakened. This questioning continues in the
present age of robots, with computers adding to the sophistication of
these machines. Recent robots include Honda’s ASIMO, Google’s
self-driving cars, Roomba’s semi-autonomous vacuum cleaners,
and Sony’s AIBO robotic dogs, as well as armed and surveillance
drones, smart bombs, smart homes, and smart cars (see Belk 2016).
The robots in these contexts may or may not be humanoid (android
if male, gynoid if female), but regardless, they are likely to be
anthropomorphized and regarded as human-like (e.g., Aggarwal,
and McGill 2007; Goudey and Bonnin 2016; Landwehr, McGill, and
Herrmann 2011).

Robot selves frame two changes in the notion of extended self
in “The Age of Robots” (Moravec 1994). The first is the prospect
that as we acquire personal robots to serve us, we will begin to think
of these devices as surrogates, continuing a progression from the
extended self (Belk 1988) to the digital extended self (Belk 2013)
to the robotic extended self (Groom, Takayama, Ochi, and Nass
2009; Nishio, Watanab, Ogawa, and Ishiguro 2013). The second, and
potentially more profound prospect is that these robots will evolve

from programmed tools to semi-autonomous and autonomous beings
that can become non-human legal persons and perhaps moral persons
with selves of their own (Belk forthcoming). Robots, whether as a
special object or an emerging subject, prompt us to re-examine our
fundamental existential concepts.

Prior consumer research on technology consumption (e.g., Belk
2013; Kozinets 2008; Mick and Fournier 1998) has employed an
instrumental view of technology much like that of Heidegger (1977)
who regarded it as axiomatic that technology is a tool for humankind
to use — a means to an end (Lewin 2015). Heidegger (1977, 5) does,
however, introduced a cautionary note that our control of these
creations may be tenuous:

We will, as we say, ‘get’ technology ‘spiritually in hand.” We
will master it. The will to mastery becomes all the more urgent the
more technology threatens to slip from human control (Heidegger
1977, 5).

This fear is also implicit in the ambivalent feelings experienced
by Mick and Fourier’s (1998) technology consumers and Kozinet’s
(2008) “Green Luddite” consumers. Even Sherry (2000), who sees
the sacred and magical potential of technology, worries about tech-
nology’s potentially inhumane effects. But the fear in these accounts
is still with the consumer’s and society’s lack of mastery of techng,
rather than with the agency of the technological object, the possibil-
ity that such an object might have rights and responsibilities, or the
worry that we are beginning to dangerously tamper with nature as we
seek to merge with the machine.

MAGICAL PEOPLE

As robotic devices become more autonomous, it is possible that
we will be less able to regard them as selfextensions and more apt to see
them as our Other. With the Singularity when Artificially Intelligent
(AI) robots become autonomous and exceed our intelligence, humans
may become expendable. To prevent extinction, we may need to
become cyborgs. Cyborgs (cybernetic organisms) are machine-like
humans (Clynes and Kline 1960). As machines become more super-
human and as we become more hybridized human-machines, even
once-sharp boundaries like that between persons and things begin to
dissolve if they have not already.

The figure of the cyborg was brought to prominence by Donna
Haraway (1985, 1991). Although Haraway defines the cyborg as
“a hybrid of machine and organism,” she also notes that it is “a
creature of social reality as well as a creature of fiction” (149). That
is, Haraway was more concerned with considering the cyborg as a
metaphor than a material reality (Best and Kelner 2001; Lenoir 2007;
Ranisch and Sorgner 2014). As a metaphoric boundary-straddler, the
cyborg that Haraway celebrates is one that collapses dualisms such
as “self/other, mind/body, and male/female (Kang 2011, 304).

Cyborg modifications include not only be mechanical
prostheses but also biological alterations like the Botox injections
studied by Giesler (2012). These modifications may or may not be
benign (e.g., Rembold 2014). Still most modifications seek to make
us smarter, happier, more attractive, more physically powerful, more
sexually capable, more long-lived, or even better able to follow our
moral intentions such as helping others (Hughes 2014), or being
more spiritual (Cole-Turner 2011). Other non-mechanical cyborgian
modifications include organ transplants, artificial organs, and drug-
aided alterations like those suggested by Clynes and Kline (1960)
to slow astronaut metabolism and heartbeat, maintain muscle tone,
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and regulate sleep. Performance enhancing drugs, plastic surgery,
bionic limbs, and chip-enhanced cognition are other non-mechanical
cyborgian technologies (Barfield 2015).

During the 1990s as the human genome was being mapped and
sequenced, there was palpable excitement that the secret to life was
being revealed. As Nelkin and Lindee (1995) summarize: “DNA has
taken on the social and cultural functions of the soul. It is the essential
entity—the location of the true self—in the narratives of biological
determinism” (41). DNA was seen as immortal, sacred, and largely
independent of the body. As Noble (1999) observed, “DNA spelled
God, and the scientists’ knowledge of DNA was a mark of their
divinity” (181). Modifying DNA through gene therapies or more
profound modifications to germ line inheritable traits and abilities
are also now possible or on the horizon (Mehlman 2009), although
the specter of eugenics remains a significant concern (Nelkin and
Lindee 1995). But Kurzweil (2003, 2012) argues that if the cyborg is
in a race to keep up with robotic development in order to avoid being
eclipsed or eliminated, genetic engineering is too slow. He suggests
that future nanotechnology may provide a more rapid shortcut
through reinventing our cells.

In the non-biological realm of the computer, Alan Turing
(1950) suggested that, “Perhaps this [consolation for those fearful
of jeopardizing mankind’s privileged position] should be sought in
the transmigration of souls” (442). What Turing had in mind was
not Hindu or Buddhist reincarnation or ancient Greek or Kabbalistic
Metempsychosis, but the transfer of human souls to machines, a
prospect now referred to as upnloading consciousness to a computer
(Corabi and Schneider 2012; Best and Kelner 2001). In both the
biological realm of DNA decoding and the digital realm of uploaded
intelligence encoding, we can see nothing less than a search for the
secrets of life and immortality. It is a fervent search that is both
ancient and on-going. Throughout this search there is an ever-present
undercurrent of religion, a quest for transcending everyday life and
nearing the sacred (Belk, Wallendorf, and Sherry 1989; Rinallo,
Scott, and Maclaran 2013). There are both triumphalist and fearful
charges of playing God, creating life, and attempting to become
gods. And there are corresponding high-tech narratives of salvation,
sin, redemption, resurrection, paradise, slavery, rebellion, warfare,
human rights, machine rights, perfection, doom, monsters, and more.
Clearly this is the realm where the drama of future life is increasingly
played out both in fact and in magical fiction.

Humans, as both consumers and citizens, play a key role in all
of this. As consumers, we are increasingly invited to modify and
transform ourselves in ways that promise or threaten our becoming
cyborgs —either human-machine hybrids or pharmacologically
and genetically modified humans. We have begun to rely on
Internet-based device-enabled extensions of our memories and
representations of our selves (Belk 2013). We can avail ourselves
of in-vitro fertility enhancements and are close to realizing the
possibility of human cloning, “designer babies,” and human genetic
engineering (David-Floyd and Dumit 1998; Mehlman 2009; Nelkin
and Lindee 1995). Some ardently believe that we will soon have the
option to become transhuman beings capable of living indefinitely.
And transhumans are seen as a waypoint in creating a new species
-- truly posthuman beings. Hayles (2005, 1) describes this trajectory
as the move from “Homo sapiens to Robo sapiens, from humans to
intelligent machines.”

CONCLUSION
It is all too easy to dismiss some of these concerns as mere
science fiction. But given the present rate of technological
development, they are imminent concerns for our century. Consumer
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research is needed both to gauge or modify the acceptance of robots,

cyborgs, and superintelligent Al, as well as to examine the potential

consequences of these developments. As robotic devices become
smarter and more autonomous they may see obeying less intelligent

humans as a form of slavery. Becoming better cyborgs may be a

necessary response. As machines become more human-like or super-

human and as we become more hybridized human-machines, once-
sharp distinctions between persons and things are becoming fuzzier.

Ironically, achieving human and robot transcendence through such a

merger may mark the end of humanity as we have known it.

There are two opposing thrusts in technological development
that have been labeled Al (artificial intelligence) and IA (intelligence
augmentation). The distinction between the two first emerged in
the 1960s in two research laboratories near Stanford University. In
one John McCarthy, who coined the term “artificial intelligence,”
began designing technologies to simulate human capabilities. At the
other, Douglas Engelbart began designing technologies to augment
rather than replace human capabilities. The Al movement led in the
direction of autonomous robots, while the IA movement led in the
direction of cyborgs. The Al route has given us Google’s self-driving
car which lacks steering wheels, brake pedals, and accelerator
pedals (Markoff 2015). Tesla’s self-driving car, in contrast, requires
that the human remain at the wheel and ready to take over driving
whenever an alarm sounds. This is the IA approach and it is also seen
in Apple’s Siri, Amazon’s Echo, Microsoft’s Cortana, and Google’s
Home, which are designed to interact with humans and to personify
the computer, smartphone, and Internet of Things.

There are opportunities for IA and Al to work together
however. Some personal care applications involve autonomous
or semi-autonomous robots, while others like the exoskeletons
of HAL (Hybrid Assistive Limb) are meant to augment human
performance. And despite Google’s Al approach to self-driving cars,
Markoff (2015) calls Google’s search engine “the most significant
‘augmentation’ tool in human history” (185). But the design
philosophy and consumer impact of the two approaches is quite
different. This leads to debates like those concerning the morality of
autonomous battlefield robots that can kill without a human decision
maker being involved. Consumers and consumer research can play a
role in influencing at least some of the decisions about IA versus Al
Ultimately it is not directly about the machine or about the human;
it is about the consumer and what he or she will accept, support, and
purchase.

REFERENCES

Aggarwal, Pankaj and Ann McGill (2007), “Is That Car Smiling
at Me? Schema Congruity as a Basis for Evaluating
Anthropomorphized Products,” Journal of Consumer
Research, 34 (4), 468-79.

Barfield, Woodrow (2015). Cyber-Humans: Our Future with
Machines, Cham, Switzerland: Springer.

Belk, Russell (2013), “Extended Self in a Digital World,” Journal
of Consumer Research, 40 (October), 477-500.

Belk, Russell (2016), “Understanding the Robot: Comments
on Goudey and Bonnin,” Recherche et Applications en
Marketing, 31 (4), 89-97.

Belk, Russell (forthcoming), “Consumers in an Age of Autonomous
and Semi-Autonomous Machines,” in John Sherry, Jr. and
Eileen Fischer, ed., Currents in Consumer Culture Theory,
London: Routledge.

Belk, Russell, Melanie Wallendorf, and John F. Sherry, Jr. (1989),
“The Sacred and The Profane in Consumer Behavior:
Theodicy on the Odyssey,” Journal of Consumer Research, 15
(1), 1-38.



30/ Magical Machines Meet Magical People

Best, Steven and Douglas Kellner (2001), The Postmodern
Adventure: Science, Technology, and Cultural Studies, New
York: Guilford Press.

Campbell, Norah (2010), “Future Sex: Cyborg Bodies and the
Politics of Meaning,” Advertising and Society Review, 11 (1),
https://www.academia.edu/6761036/Future_Sex_Cyborg_
Bodies_and_the Politics of Meaning_Advertising and
Society Review vol. 11 Issue 1, last accessed July 2, 2016

Clynes, Manfred and Nathan Kline (1960),”Cyborgs and Space,”
Astonautics, September, 26-27, 75-76.

Cole-Turner, Ronald (2011), “Spiritual Enhancement,”
in Calvin Mercer and Tracy J. Trothen, ed., Religion
and Transhumanism: The Unknown Future of Human
Enhancement, Santa Barbara, CA: Praeger, 369-383.

Corabi, Joe and Susan Schneider (2012), “The Metaphysics of
Uploading,” Journal of Consciousness Studies, 19 (7-8), 26-
44.

Davis-Floyd, Robbie and Joseph Dumit, ed. (1998), Cyborg Babies:
From Techno-Sex to Techno Tots, New York: Routledge.

During, Simon (2002), Modern Enchantments, Cambridge, MA
Harvard University Press.

Giesler, Markus (2012), “How Doppelgénger Brand Images
Influence the Market Creation Process: Longitudinal Insights
from the Rise of Botox Cosmetic,” Journal of Marketing, 76
(November), 55-68.

Goudey, Alain and Gael Bonnin (2016), “Must Smart Objects Look
Human? Study of the Impact of Anthropomorphism on the
Acceptance of Companion Robots,” Recherche et Applications
en Marketing, 31 (2).

Groom, Victoria, Leila Takayama, Paloma Ochi, and Clifford Nass
(2009), “I Am My Robot: The Impact of Robot-building and
Robot Form on Operators,” Proceedings of the 4" ACM/IEEE
International Conference on Human Robot Interaction, March
9,31-36.

Haraway, Donna (1985) “A Manifesto for Cyborgs: Science,
Technology, and Socialist Feminism in the 1980s,” Socialist
Review, 80, 65-107.

Haraway, Donna (1991), “A Cyborg Manifesto: Science,
Technology and Socialist-Feminist in the Late Twentieth
Century,” Simians, Cyborgs, and Women: The Reinvention of
Nature, New York: Routledge, 149-81.

Hughes, James (2014), “How Conscience Apps and Caring
Computers Will [lluminate and Strengthen Human Morality,”
in Russell Blackford and Daien Broderick, ed., Intelligence
Unbound: The Future of Uploaded and Machine Minds,
Chichester, UK: John Wiley & Sons, 26-34

Kang, Minoo (2011), Sublime Dreams of Living Machines: The
Automaton in the European Imagination, Cambridge, MA:
Harvard University Press.

Kurzweil, Ray (2003), “The Human Machine Merger: Are we
Headed for the Matrix?” http://www.kurzweilai.net/the-
human-machine-merger-are-we-headed-for-the-matrix, last
accessed July 2, 2016.

Kurzweil, Ray (2012), How to Create a Mind: The Secret of Human
Thought Revealed, New York: Penguin.

Landwehr, Jan, Ann McGill, and Andreas Herrmann (2011),

“It’s got the Look: The Effect of Friendly and Aggressive
‘Facial’ Expressions on Product Liking and Sales.” Journal of
Marketing, 75 (3), 132-46.

Lenoir, Timothy (2010), “Techno-Humanism: Requiem for a
Cyborg,” in Jessica Riskin, ed., Genesis Redux, Chicago:
University of Chicago Press, 196-220.

Lewin, David (2015), “Technology,” in Nicholas Adams, George
Pattison, and Graham Ward, ed., The Oxford Handbook of
Theology and Modern European Thought, Oxford: Oxford
University Press. 457-76.

Markoff, John (2015), Machines of Loving Grace: The Quest for
Common Ground Between Humans and Robots, New York:
HarperCollins.

Mehlman, Maxwell (2009), The Price of Perfection: Individualism
and Society in the Era of Biomedical Enhancement, Baltimore,
MBD: Johns Hopkins University Press.

Mick, David and Susan Fournier (1998), ““Paradoxes of
Technology: Consumer Cognizance, Emotions, and Coping
Strategies,” Journal of Consumer Research, 25 (2), 123-43.

Moravec, Hans (1994), “The Age of Robots,” Extro 1, Proceedings
of the First Extropy Institute Conference on TransHumanist
Thought, 84-100, http://www.ri.cmu.edupublication_view.
html?pub _id=1810, last accessed April 18, 2015.

Nelkin, Dorothy and M. Susan Lindee (1995), The DNA Mystique:
The Gene as a Cultural Icon, Ann Arbor, MI: University of
Michigan Press.

Nishio, Shuichi, Tetsuya Watanabe, Kohei Ogawa, and Hiroshi
Ishiguro (2013), “Body Ownership Transfer to Teleoperated
Android Robot,” Journal of the Robotics Society of Japan, 31
(9), 854-57.

Noble, David (1999), The Religion of Technology: The Divinity of
Man and the Spirit of Invention, New York: Penguin.

Ranisch, Robert and Stefan Sorgner (2014), “Introducing Post- and
Transhumanism,” in Robert Ranisch and Stevan Sorgner, ed.,
Post- and Transhumanism: An Introduction, Frankfurt: Peter
Lang, 7-27.

Rinallo, Diego, Linda Scott, and Pauline Maclaran, ed., (2013),
Consumption and Spirituality, London: Routledge.

Rembold, Stefanie (2014), “’Human Enhancement’? It’s all
about ‘Body Modification’! Why We Should Replace the
Term ‘Human Enhancement’ with ‘Body Modificastion’,”
Nanoethics, 8, 307-15.

Riskin, Jessica (2007), Genesis Redux: Essays in the History and
Philosophy of Artificial Life, Chicago: University of Chicago
Press.

Riskin, Jessica (2010), “Machines in the Garden,” Republics of
Letters, 1 (2), http://arcade.stanford.edu/rofl/atificial-men-
alchemy-transubstantiation-and-homunculus, last accessed:
May 2, 2015.

Sherry, John (2000), “Place, Technology, and Representation,”
Journal of Consumer Research, 27 (2), 273-78.

Simmons, Geoft (1992), Robots: The Quest for Living Machines,
London: Cassell.

Suchman, Lucy (2007), Human-Machine Reconfigurations:
Plans and Situated Actions, 2™ ed., Cambridge: Cambridge
University Press.

Turing, Alan (1950), “Computing Machines and Intelligence,”
Mind, 49, 433-60.



https://www.academia.edu/6761036/Future_Sex_Cyborg_Bodies_and_the_Politics_of_Meaning_Advertising_and_Society_Review_vol._11_Issue_1
https://www.academia.edu/6761036/Future_Sex_Cyborg_Bodies_and_the_Politics_of_Meaning_Advertising_and_Society_Review_vol._11_Issue_1
https://www.academia.edu/6761036/Future_Sex_Cyborg_Bodies_and_the_Politics_of_Meaning_Advertising_and_Society_Review_vol._11_Issue_1
http://www.kurzweilai.net/the-human-machine-merger-are-we-headed-for-the-matrix
http://www.kurzweilai.net/the-human-machine-merger-are-we-headed-for-the-matrix
http://www.ri.cmu.edupublication_view.html?pub_id=1810
http://www.ri.cmu.edupublication_view.html?pub_id=1810
http://arcade.stanford.edu/rofl/atificial-men-alchemy-transubstantiation-and-homunculus
http://arcade.stanford.edu/rofl/atificial-men-alchemy-transubstantiation-and-homunculus
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EXTENDED ABSTRACT

Trust violation on suppliers is a problem facing operations and
marketing managers. However, sometimes this kind of problem has
nothing to do with company’s capacity to deal with adversities but,
instead, from individuals characteristcs like buyer’s levels of anxiety
or regret.

So, how can some individuals characteristcs influence compa-
ny’s level of confidence on a supplier? We investigate how different
levels of anxiety and regret can influence buyer’s trust on suppliers.
We also address the difference of trust levels for those individuals af-
ter suffering a double deviation (i.e., unsatisfactory service recovery,
DD) from supplier and its propensity to change supplier.

Trust violation occurs when the individual (i.e., buyer) realizes
that the recipient of that trust (i.e., supplier) is acting in a manner
contrary to the individual’s expectations (Tomlinson, Dineen, and
Lewicki 2004). According to Basso and Pizzutti (2016), as a conse-
quence, suppliers must strive to restore buyer trust to maintain rela-
tionships and to prevent them from avoiding or retaliating against the
supplier (Grégoire, Tripp, and Legoux 2009).

Many individual characteristics may influence on confidence or
trust levels in any part of business routines. However little is known
about the influence of personal charateristics on procurement and
operations. Trying to explain the impact of some personality traces
regarding trust on suppliers, we use the Regret Scale (Schwartz et
al., 2012) and the Beck Anxiety Inventory (1991).

A total of 138 participants (MTurk) went through a role-playing
situation created according to Rungtusanatham, Wallin and Eckerd
(2011). In the proposed task, participants were asked to assume the
role of a Procurement Manager and briefed of the importance of the
procurement process within companies.

Participants were informed that they worked for an automaker
and needed to buy break disks. We proposed that after analyzing a
list of suppliers they opted to buy from Supplier A. Next participants
were informed of the success (products arrived on time as expected)
or failure (delay on product arrival) in the transaction. They were
also informed of the new demand and the need of a new purchase,
also from Supplier A. The next slide showed the success or failure of
this new purchase and a new demand. In this purchase participants
were given a choice to continue buying from Supplier A or to switch
to Supplier B. A final result of the purchase process was given.

Four conditions were created in order to test trust violation after
DD. Conditions were randomly assigned between-subjects as fol-
lows: 1: success in all purchases; 2: failure in the first purchase and
success in all others; 3: failure in the first two purchases (DD) and
success in the third purchase; and 4: failure in all purchases. After,
participants were asked to state their level of confidence in Supplier
A and Supplier B (if applicable), and to answer the psychological
instruments.

In DD conditions (3 and 4) 87,5% and 91,4% of participants
respectively decided to switch to Supplier B. Levels of confidence
were presented as a 6-point Likert scale from “Totally not confident”
to “Totally confident”. The mean stated confidence levels for Sup-
plier A in DD situations was 2.07 (SD = 1.16) and 4.12 (SD = 1.34)
for Supplier B.

We found statistically significant effects for the interaction be-
tween conditions and anxiety results on levels of confidence on Suppli-
er A (F=5.84, p<0.001), specifically for condition 3 (p<0.001). We also
found main effects of different conditions (F=107.29, p<0.001) and
anxiety results (F=4.31, p<0.05) on confidence level on Supplier A.

Similarly, we found statistically significant effects for the inter-
action between conditions and regret scale results on levels of con-
fidence on Supplier A (F=2.88, p<0.05), specially for condition 3.
The effect of different levels of trust violation on confidence level on
Supplier A was also statistically significant at levels p<0.001, specifi-
cally for conditions 1, 3 and 4.

In this experiment we could address part of an important situ-
ation that occurs in many supply chain environments, the effects of
behavioral carachteristics on trust violation. We confirmed some pre-
vious research as the one from Basso and Pizzutti (2016) where after
a double deviation an unsatisfactory service recovery may lead to a
change between suppliers.

We also extended those findings when bringing into discussion
the important moderating roles of anxiety and regret on different lev-
els of confidence on suppliers previously designated, e.g., the more
anxious is the buyer’s state at decision point, less confidence this
individual will input on suppliers. As next steps in our research we
are already carrying two other studies, specifically in our moderation
hypothesis, which will bring more sensitive data.
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EXTENDED ABSTRACT

Brands are complex symbols that become powerful narrative
resources to express identity and national belongingness (Holt, 2002,
Holt, 2004, Dong & Tian, 2009, Luedicke, Thompson, & Giesler,
2010). However, few have been said on dysfunctional cases on the
relationship building between a brand and its consumers (Arsel &
Stewart, 2016). On a noteworthy exception, Thompson, Rindfleisch
e Arsel (20006) use the term doppelgdnger to diagnose the vulnerabil-
ities of the cultural history of a brand. Recently, Geisler (2012) also
used the concept of doppelgdnger to analyze the dramas in the brand
legitimation process, demonstrating that brands are subjected to the
circulation of negative images and stories on the cultural universe in
which they participate, promoted by other stakeholders, resulting in
the contestation of the narrative desired by the brand owners.

In this specific study, we shed light on the political and territo-
rial aspects involved in the building of a brand, aiming at understand
the process of local belongingness legitimation of a brand in a given
community. Using the concept of social drama (Turner, 1988) that
recognize that social processes are negotiated inside a social system
and become visible mainly when there’s an infraction of social norms
by one of the involved actors, the study analyzed the conflicts in-
volved in Fiat brand legitimation in Italy.

A netnography was carried out to analyze the information flow
on the internet - Youtube three websites that congregates car lovers,
in which we follow 60 pre-existent discussion forums and we cre-
ated three specific forums on the theme of our study - to understand
the narratives involved in a marketing campaign of the Fiat brand in
Italy entitled ‘Questa ¢ I’Italia che piace’ (This is the Italy we make).
Release in 2012, this campaign represented a change in the com-
munication of the brand in Italy, aiming at becoming a protagonist
in a period of evolution and growth after the economic crisis of the
previous years, through a strong nationalist assertion. Fiat is the main
motor company in Italy and it’s considered a symbol of the coun-
try. However, the attempt of strengthening the local belongingness
of the brand was developed along with an attempt of strengthening
the global position of the brand (Vergine, 2014). Our data analyzes
resulted in four themes, involving a process the started with the brand
deterritorialization, a drama personalization around the Fiat presi-
dent figure, an inflexion around the mutual perception of guilt and
gain, closing with the doppelgénger of the brand doppelgédnger.

In this sense, our results emphasize the social drama involved in
the judgment of consumers regarding the performance that the brand
should have in a given community. Inspired on the idea of social
drama of Turner (1988), analyzing the case of the Fiat brand in Italy,
we can observe that the dramas on constructing and legitimating the
local belongingness of the brand follow the aesthetical form of the
Ancient Greek tragedy, involving phases of rupture, crisis intensifi-
cation, restorative action and the denouement.

Our research demonstrates that brands incorporate a local com-
mitment in its historical construction in a given community (such
as a country), similar to the commitment of s citizen, involving no-
tions of self-governance and rights and aware of the values and social
norms (Turner, 1997). The dramas are constituted on the tension be-
tween what is expected of a ‘citizenship brand’ and the economic and
market dynamics. This tension includes questionings and reinforce-

ment of the political constructions, such as the neoliberal practices
globally disseminated, in which the companies would have complete
freedom to find locals that provide more profitability as a counter-
point for the conception that it’s the citizen duty to defend the nation,
reinforcing a nationalist duty of the brand.

Consonant with the findings of Geisler (2008), Luedicke et al.
(2010), Humphreys and Latour (2013), the main contribution of our
paper resides in demonstrating that the dramas on the construction
and legitimation of the local belongingness of a brand is oriented
by moral evaluation of the brand narratives. The consumers moral
frame direct the attention to particular aspects of the brand, making,
for instance, that someone guided by a nationalist frame question
the deterritorialization of the brand, while others guided by a liberal
frame praise this deterritorialization.

Therefore, this paper demonstrate that the brand local belong-
ingness is not constructed in a singular and universal form, but inter-
preted and reinterpreted through the lenses of the consumers’ moral
frames. These findings allow us to broaden the complex analysis of
the relationship between brands and consumers, by considering no-
tions of local belongingness as a key element on the brand narratives
construction, even in globalized markets. Equally, the results have
potential implications to the comprehension of dilemmas of con-
temporary society in the search for political models intermediated
by the market, recognizing that the brands are seen as citizens of a
determined community and evaluated under the aegis of its moral
behavior in that community.
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Branded Urban Spaces and Exclusion in Post-Industrial Cities
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EXTENDED ABSTRACT

Recent studies on space and place in consumer research ana-
lyze how consumers and producers negotiate meanings and ideolo-
gies in various spaces, how market actors create spaces for resistance
against mainstream markets, and how they temporarily appropriate
public spaces through consumption practices. Although conflict
and negotiation between multiple stakeholders are more or less ex-
plicit in these studies, we still lack thorough empirical accounts of
the relations between the production of space and exclusion in con-
sumer research. Previous sociological studies called attention to the
exclusionary features of the development model of post-industrial
cities, where public- private partnerships privileges the production
or revitalization of consumption-oriented spaces that cater to the dis-
positions and aspirations of elite groups, while actively excluding
undesirable others that may undermine the image of such spaces or
subtlety displacing vulnerable consumers who can’t afford to partici-
pate in such consumption- oriented spaces. In most of these studies,
however, the mechanisms that lead to exclusion are either relegated
in favour of a macro-level analysis of the political and economic con-
ditions behind the emergence of the post-industrial city or concealed
by an emphasis in the materiality, progressive transformation, and
daily life of specific spaces. To adress the shortcomings in these re-
search streams I analyze the process through which dominant market
actors concur to produce urban spaces that cater to the aspirations
and ways of life of local elites in the city and how this process in-
trinsically generates objective and subjective forms of exclusion. To
do so, I conducted an extended qualitative study of the implemen-
tation of Jardim Europa Neighbourhood in Porto Alegre, south of
Brazil. Initially developed by a single firm, JEN’s was positioned as
the “first planned district” in the city. Drawing on Lefebvre’s spa-
tial triad, I distinguish three main elements of in the production of
branded urban spaces: architecture and urbanism, brand narrative,
and spatial governance. Taken together, architecture and urbanism,
brand narrative, and spatial governance contributed to successfully
legitimate JEN as an upper-middle-class neighborhood in the city. In
doing so, it creates a shared identity among condo residents and also
originates a classification that opposes residents and non-residents
of the branded space according to the principles of classification of
upper-class consumers, marketers, and regulators in alliance. Con-
sumers and marketers alike concur to stigmatize (and criminalize)
the behaviors of poor residents from the surroundings, contributing
to increasing the fear of the different other. While the condos are the
space for well-off, sophisticated people to enjoy pleasurable expe-
riences in complete security along with like-minded neighbors, the
outside is the space of the dangerous and uneducated rabble. This
process generates exclusion of the lower-classes in at least four in-
tertwined ways: difficulting access to portions of the city, making
daily life more expensive, framing their dominated subjectivity, and
enhancing the possibility of displacement. This study answers con-
vergent calls for critical spatially grounded research by showing how
market-mediated “spatial dynamics may result in processes such as
market exclusion, spatial control or the oppression of marginalized
groups” (Saatcioglu and Corus 2015, 16).

INTRODUCTION
Pioneer studies on space and place in consumer research ac-
count for the relations between the managed materiality of servic-
escapes and consumer experiences within a variety retail spaces

(Sherry 1998). These studies show how places materialize market
meanings, frame consumers’ experiences and are conducive to the
creation of bonds between market actors (Castilhos, Dolbec, and
Veresiu 2017), paving the ground for more political analyses of the
production of space that go beyond the phenomenological accounts
of consumer experiences in retail settings. Recent research shows
how consumers and producers negotiate meanings and ideologies in
market (Maclaran and Brown 2005) and public spaces (Visconti et al.
2010), how market actors create spaces for resistance against main-
stream markets (Chatzidakis, Maclaran, and Bradshaw 2012), and
how they temporarily appropriate public spaces through domestic
consumption practices (Bradford and Sherry 2015). Although con-
flict and negotiation between multiple stakeholders are more or less
explicit in these studies, we still lack thorough empirical accounts of
the relations between the production of space and marketplace exclu-
sion in consumer research (Saatcioglu and Ozanne 2013a; Saatcioglu
and Corus 2015). To address this shortcoming I ask the following
research questions: how dominant market actors concur to produce
urban spaces that cater to the aspirations and ways of life of local
elites in the city? More important, how this process intrinsically gen-
erates objective and subjective forms of exclusion?

To answer these questions, I conducted an extended qualitative
study of the implementation of Jardim Europa Neighbourhood —here-
after JEN— in Porto Alegre, south of Brazil. Initially developed by a
single firm, JEN’s was positioned as the “first planned district” in the
city. Consisting of a complex of upscale condominiums encompass-
ing private (highly securitized condominiums) and public (a park and
urban infrastructure) spaces, the development is located in an urban
frontier, simultaneously close to upscale and lower-class neighbor-
hoods. Through a combination of observation, interviews, and archi-
val data, I unveil a process through which the company, in alliance
with regulators and targeted consumers, concur to conceive, repre-
sent, and practice (Lefebvre 1991; Soja 1996) a dwelling space that
reflects the aspirations of a local elite while actively excluding lower-
class groups that are deemed as undesirable to its brand narrative.

This study adresses convergent calls for critical spatially ground-
ed research (Castilhos, Dolbec, and Veresiu 2017; Saatcioglu and
Corus 2015) I show how market- mediated “spatial dynamics may
result in processes such as market exclusion, spatial control or the
oppression of marginalized groups” (Saatcioglu and Corus 2015, 16).

URBAN SPACE AND SPATIAL EXCLUSION

Saatcioglu and Corus (2015) identify two main intertwining
mechanisms of spatialized marketplace exclusion in the city. First,
marketing practices, and specifically target marketing techniques, con-
tribute to the shaping of market offers according to the characteristics
of distinct city areas. For example, retailers tend to locate their busi-
nesses in more affluent neighborhoods, which are believed to ensure
higher sales revenues and profits (Durvasula, Sharma, and Andrews
1992). Associated with real estate market dynamics, which pushes
lower income consumers away from these areas (Lago 2000), this pro-
cess intensifies objective inequality as poor neighborhoods face lim-
ited consumption choices (Ustiiner and Holt 2007) and inferior goods
and services offerings (Crockett and Wallendorf 2004) for which they
end up paying higher prices (Chung and Myers 1999). Second, spaces
for consumption such as shopping malls, department stores, and flag-
ship stores seek to create a retail atmospherics that appeals to the sensi-
bilities of targeted middle-class consumers in detriment of those of the
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lower-classes (Saatcioglu and Corus 2015, 9). Such spaces are intrinsi-
cally exclusionary, being “available to those who can afford to be there
or who have the proper cultural capital to participate adequately. [...]
market spaces are homogeneous spaces, concerned with keeping out
unwanted elements that don’t fit in the definition constructed by the
market space owners.” (Castilhos and Dolbec 2017, 10).

Recent studies have called attention to an increasing tendency
of the marketization of public spaces (Castilhos and Dolbec 2017),
which generates branded urban spaces. To the purpose of my analy-
sis, branded urban spaces are complex spatial entities, comprehend-
ing private (shops, residences, and offices) and public (parks, streets,
and natural resources) spaces, which are bounded by brand narratives.
Such brand narratives can spontaneously emerge from consumers (Il-
kucan and Sandikci 2005) or be carefully curated by firms and/or city
officials (Cooper 1993). Branded urban spaces can also vary in scale,
from a park (Zukin 1995) to an entire city (Greenberg 2008; Lucarelli
and Berg 2011). Research shows that marketers use places such as
flagship stores to materialize brand ideologies as they “construct
carefully curated environments” to turn “the symbolic, discursive,
normative, regulative, and so on, elements of market systems into
palpable, material ones” (Castilhos, Dolbec, and Veresiu 2017, 5). In
branded urban spaces this process implies a broader control over pub-
lic space and much complex negotiation with multiple stakeholders in
the city (Miiller and Sonnenburg 2013). Although consumer research
has showed how consumers and producers negotiate and experience
public and market spaces (Bradford and Sherry 2015; Chatzidakis,
Maclaran, and Bradshaw 2012; Kozinets et al. 2004;Varman and Belk
2011; Visconti et al. 2010) we still lack a thorough account of how
multiple stakeholders, including regulators, coproduce more complex
types of urban spaces while actively contributing to generate spatial
exclusion of unfited consumer groups in the process.

METHOD

I conducted an extended case study of the development of JEN,
in Porto Alegre, Brazil (Burawoy 1998). JEN is an extensive private
urban development, consisting of a complex of upscale condomini-
ums surrounding a large public park. The development is located on
the frontier between upscale, on the West, and lower-class neigh-
bourhoods, including squatter areas, on the East. As a legal compen-
sation for the right to develop in such a big area, the company was
obliged to build a public park and to urbanize its surroundings. The
park, which is the first gated park in the city, is until today main-
tained and managed by the company, partially with resources from
condominium fees. Along with the amenities of each condominium,
the park was one of the main anchors of JEN’s value proposition.

I collected three main types of data: first, I interviewed eight
developer’s employees, one representative of the municipality, the
president of the association representing the poor neighborhood
dwellers, 20 park users. I also interviewed ten families from the con-
dominiums and ten families from the surrounding areas. Interviews
totalized 37 hours of audio recording and 518 pages of transcription;
second, I conducted participant observation in the neighborhood, es-
pecially at the park; third, I collected archival data, especially from
the municipality, the local media, and the developer.

FINDINGS
Table 1 provides an overview of my findings. I first identify
three key intertwined components that concur to constitute branded
space: architecture and urbanism, brand narrative, and spatial gover-
nance. I then demonstrate how the resultant branded space dialecti-
cally produces physical, symbolic, and social boundaries between
richer and poorer residents of the neighbourhood.
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Table 1: Summary of the Findings

Dimension Forms of
of Space Exclusion
(Lefebvre (of lower
Constituent Characteristics 1991) classes)
Architecture Architectural and material Material Difficulting
and elements at the comunal and access; making
Urbanism  (condos) and public level Imagined  daily life more
(neighborhood) expensive;
Brand Concept of “planned Imagined framing
Narrative district”: exclusivity, and lived dominated
convenience, quality of subjectivity;
life, and security increasing
Spatial Orchestration of Material displacement
Governance stakeholders to control and lived

activities and behaviors in
comunal and public spaces

Key Components of JEN as a Branded Space

Architecture and Urbanism

Architecture and urbanism relate to the material dimension of
space (Lefebvre 1991) as it contributes to order the daily life of resi-
dents by assembling and linking private spaces of family exclusiv-
ity with communal and public spaces of leisure, consumption, and
contemplation to enable access to a self-rewarding, quality-of-life-
oriented lifestyle. It also relates to the imagined dimension of space
(Lefebvre 1991) as its materiality constantly and carefully evokes
sophistication, cosmopolitanism, and privilege as I show bellow.

At the private level, each of the condominiums was conceived
to appeal to specific age cohorts among middle- and upper-middle-
class targeted consumers, while the communal level comprises life
inside each condominium, which was conceived to be a self-sufficient
entertaining and leisure space (Tanulku 2012). JEN condominiums
have a broad range of common amenities, such as outdoor and ther-
mal pools, gourmet areas, party saloons, kid’s space, fitness center,
tennis court, and game rooms among others. To Silvio, a senior sales
manager from the developer, such amenities are the most important
recent innovation in Brazilian real estate market and became crucial
to the commercial realization of condos targeting different fractions
of the middle-class. Additionally, they contribute to the development
of communal bonds between fellow residents.

Every condominium is also equipped with a full security sys-
tem that involves a visible architecture of fences and electric fences,
(sometimes sealed) security cabins, cameras, double door garage
entrance, double door entrance, among others. Besides, gardens,
fences, and walls prevent common areas to be seen from the outside,
providing what most developer representatives called “privacy” and
“safeness” to residents. These security systems, which are wide-
spread in Brazil, effectively isolate insiders from outsiders, reinforc-
ing the communal feelings among self-segregated residents, which
tend to privilege sociability inside the walls (Caldeira 1996).

Brand Narrative

JEN’s brand narrative relate to the imagined dimension of space
(Lefebvre 1991) as it assigns meanings and ideals to the built forms
of the neighborhood. It also provides the discursive system that
links material reality to practices (Arsel and Bean 2013), offering
prescriptions and normative cues that orient consumers’ spatialized
experiences therefore helping to frame the lived dimension of space
(Lefebvre 1991).

JEN’s brand narrative gravitates around the concept of “planned
district”, a place that was carefully conceived to offer “sophistica-
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tion, comfort, and unique well- being” to its residents (JEN’s web-
site). To the developer, the concept of planned district contrasts with
the more spontaneous and unsystematic urban development of the
city. Specifically, there are four main dimensions under the umbrella
of the concept of “planned district”: exclusivity, convenience, qual-
ity of life, and security.

First, exclusivity consists of a sharp distinction between JEN’s
“concept” and the alleged lack of planning of other upscale areas,
which makes the development a unique dwelling option in the city.
Such characteristic is conveyed to prospect consumers through the
emotional language of advertising and the more rational sales pitch-
es of real estate agents. Websites and brochures constantly deploy
terms such as “taste,” “sophistication,” and “style” to distinct JEN’s
condos from traditional offers in the city. Here, the usual real estate
advertising practice of creating an abstract, idealized space and dis-
tancing it from the actual and less charming daily life (Collins and
Kearns 2008; Perkins, Thorns, and Newton 2008) is emphasized.

JEN’s brand narrative extrapolates the boundaries of the condo-
miniums and deliberately incorporates public spaces into it (Sieber
1993; Castilhos and Dolbec 2017). As the advertisings suggest and
the real estate agents confirm, the park is a core element of this ap-
propriation, especially to the dimension of exclusivity. Moreover, the
developer also carefully incorporates the positive features of the lo-
cation into JEN’s brand narrative through the notion of convenience,
which refers to the valorization of easy access to services and experi-
ences afforded JEN’s “privileged” location. This requires a simulta-
neous association to the affluent surroundings and a denial and isola-
tion from the poor ones to hide the proximity to undesirable others
(Low 2003; Tanulku 2012). Advertising, in this case, constructs a
relative notion of geographic proximity, complementing the spatial
orientation of the neighborhood urbanization, whose condos form a
semi-circle open towards the most affluent areas at West.

Quality of life is the third dimension of JEN’s brand narrative. It
echoes the dispositions of middle-classes throughout the world, par-
ticularly in Brazil, for dwelling spaces that provide privatized alter-
natives of leisure, sports, and family life (Caldeira 1996; Low 2003;
Le Goix 2005; Goix and Webster 2008). In the specific case of JEN,
it concerns the explicit association between private condominium
amenities and the public park with increasing access to a relaxing,
healthy, pleasant, and self-rewarding life. Vitra s —the last and most
premium condo released by the developer— print brochure exempli-
fies such construction. It presents the condominium as “a place con-
ceived for you to enjoy only the bright side of life”, depicting the
park as a safe option to enjoy public space and contemplate nature.

Security, the last dimension of JEN’s brand narrative, concerns
the representation of the neighborhood as a “safe” place to enjoy
life. The offer of securitized spaces in gated communities and condos
meets the socially constructed fears of urban violence and crime of
middle-classes in Brazil (Caldeira 1996; Caldeira 2000; Lago 2000)
and around the world (Salcedo and Torres 2004; Bagaeen and Uduku
2008; Roitman and Phelps 2011; Tanulku 2012; Cséfalvay and Web-
ster 2012; Zwick and Ozalp 2012; Rosen and Walks 2013). As real
estate agent Maria testifies, “today, there is this anxiety for security
that we didn’t see so present earlier on.” At JEN, security devices
such as “24-hour security concierge”, “closed-circuit security cam-
eras,” “gated park™ are advertised as enablers of the realization of the
other dimensions of JEN’s brand narrative, especially quality of life.
That is, such devices allegedly allow residents to safely enjoy leisure
and family life in and outside their condominiums.

Spatial Governance
Studies on condominium and gated communities emphasize
that such dwelling forms create mechanisms of internal governance

through condo boards and associations. Such mechanisms produce
and enforce consensual rules of conduct (Castilhos and Dolbec
2017) aiming at normalizing behaviors and amenity uses, provid-
ing patrimonial maintenance, reassuring isolation from the outside
via integration between security systems and residents’ conduct, and,
importantly, creating a sense of community among unit residents. As
such, spatial governance in these residential arrangements concurs to
establish a link between the dimensions of material and lived space
(Lefebvre 1991) to fully realize imagined space.

At the communal level, JEN’s spatial governance resembles those
of documented gated communities and condos throughout the world.
In JEN’s case, each condominium has its own administration that usu-
ally adopts a similar model, having a professional manager as the main
responsible for the daily operation of the condo. Her/his responsibility
is to “make sure that everything is working for the resident” (Claudia,
condo manager). However, as I showed above, the full realization of
JEN’s brand narrative requires a broader control over public spaces.
To do so, the developer conceived a system of public governance that
involves a network of stakeholders. The system was born in the first
years of development with the clear goal of managing potential threats
to JEN’s value proposition that could arise due to the proximity with
the popular surroundings. To sum up, the residents associations (an
institution created and maintained by the developer) centralizes JEN’s
spatial governance of the public level. It relates to the condominiums
through their syndics and managers. It also develops effective chan-
nels of communication and lobby with public services and authori-
ties, directly manages the neighborhood’s private security system, and
supervises the park administration. I identified three main dimensions
of the influence of spatial governance on public space: enforcement
of acceptable behaviors, materialization of reassuring elements, and
dematerialization of undermining elements.

First, JEN’s brand narrative produces an idealized imagined
space that is in consonance with the dispositions and aspirations of
Brazilian middle- and upper- middle-classes. As in other instances of
class interaction in Brazil (Freeman 2002; Pinheiro-Machado 2014),
the stereotyped looks and noisy behaviors of the lower- classes causes
an embodied feeling of unease and danger among different fractions
of established middle-classes. Knowledgeable of its target market,
the developer anticipated such concerns and conceived a complex
security system that involves a “ground control base [that] is linked
via radio to the condos’ security concierge and the park manage-
ment [and] two cars to patrol the area.” (Karl, residents association’s
president). At first, the developer’s alleged main concern was with
the possibility of drug traffic, robbery, and potential gang fights at
the park during the weekends. Although it is supposed to be discrete,
most of my informants’ acknowledge their existence. Especially the
younger ones from the squatter areas complain that security guards
are always with their eyes on them and that they “can’t do anything”
at the Park (Jaderson, surrounding resident). JEN’s managers were
proud to have a close connection with the state police so they can as-
sure a close response if anything goes wrong at the park.

Second, spatial governance also seeks to materialize targeted
consumers’ dispositions through the addition of valued amenities,
physical, and symbolic features to the public areas. Such interven-
tions at public space are made in alliance with public authority. The
main example of the ability of JEN’s spatial governance to represent
residents’ interests to the public authority to materialize their dispo-
sitions and aspirations comes from a successful campaign to change
the name of the district. According to the president of the residents
association, “the demand departed from the residents four years ago
[2008]. So, we collected about 900 signatures, and we took to our
[close] city councilman, but another councilman vetoed it because



he thought this was something driven by the developer, who wanted
the valorization of the condos. It was not, but the thing didn’t prog-
ress. But now [2012] there is a new opportunity [official revision of
district limits], and we came back.” In December of 2015, the city
council finally approved the bylaw of the new district limits, which
made Jardim Europa official. The limits of the new district comprise
exactly the complex of allotments, encompassing very few squatter
areas, which are under contention and some of which were recently
bought by the residents to give place to another luxury condomin-
ium. For the first time in the history of the city, a branded space
became an official district of the city, clearly distinguishing from the
immediate surroundings.

Last, spatial governance also seeks to mobilize stakeholders to
dematerialize undermining elements to JEN’s brand narrative. Dur-
ing the building of one of the condos, the developer company ap-
proached the representatives of a popular apartment building at its
side and successfully proposed to paint the building’s fagade if they
agreed to take off the external cloth hangers, which gave a lower-
class aspect to the building. In a compelling case, one of the condo-
miniums mobilized to remove a skate track located in a square at the
back of the condo, which was “bringing a lot of trouble [because of]
the skates’ noise (condo manager). Following condo dwellers’ peti-
tion, the residents association requested to public authorities that the
track be removed. Condo managers and developer representatives
told me that they promised to build an open gym at the place and
another track further away in trade for its removal. The skate track
was eventually removed in 2014, and so far neither the open air gym
nor the newly located skate track was built.

Taken together, architecture and urbanism, brand narrative, and
spatial governance contributed to successfully legitimate JEN as an
upper-middle-class neighborhood in the city. In doing so, it creates a
shared identity among condo residents and also originates a classifi-
cation that opposes residents and non-residents of the branded space
according to the principles of classification of upper-class consumers,
marketers, and regulators in alliance. Consumers and marketers alike
concur to stigmatize (and criminalize) the behaviors of poor residents
from the surroundings, contributing to increasing the fear of the dif-
ferent other. While the condos are the space for well-off, sophisticated
people to enjoy pleasurable experiences in complete security along
with like-minded neighbors, the outside is the space of the dangerous
and uneducated rabble. This process generates exclusion of the lower-
classes in at least four intertwined ways: difficulting access to portions
of the city, making daily life more expensive, framing their dominated
subjectivity, and enhancing the possibility of displacement.

DISCUSSION AND CONCLUSION

Previous studies called attention to the exclusionary features
of the development model of post-industrial cities, where public-
private partnerships privileges the production or revitalization of
consumption-oriented spaces that cater to the dispositions and as-
pirations of elite groups occupying central positions in consumption
fields (Harvey 1989; Miles 2012; Saatcioglu and Ozanne 2013a),
while actively excluding undesirable others that may undermine the
image of such spaces (Sieber 1993; Zukin 2010) or subtlety displac-
ing vulnerable consumers who can’t afford to participate in such
consumption-oriented spaces (Atkinson 2000; Palen and London
1984). In most of these studies, however, the mechanisms that lead
to exclusion are either relegated in favour of a macro-level analysis
of the political and economic conditions behind the emergence of the
post-industrial city (e.g. Harvey 1989) or analytically concealed by
the very description of the materiality (e.g. Sieber 1993), progressive
transformation (e.g. llkucan and Sandikci 2005), and daily dynamics
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of specific spaces (e.g. Zukin 2010). My analysis of JEN shows how
spatial exclusion is performed processually through the very micro-
practices of producers, consumers, and regulators in alliance. Far
from a self-fulfilled economic prophecy, displacement of undermin-
ing consumers is produced through a carefully managed process that
stigmatizes, shatters spatial references, and makes the daily life of
such groups less practical in the presence of the affluent neighbors.
Rather than benefiting from the arrival of new services and public
equipment, proximity with affluence becomes a real threat to these
consumers’ modes of life and territorial references.

Branded urban spaces add a new layer of complexity to the ex-
clusionary inclinations of the production of space in the city. While
self-segregating spaces such as gated communities create a sharp
division between insiders and outsiders, making exclusion explicit,
branded urban spaces colonize public spaces, gradually monopoliz-
ing the spatial narrative and imposing the realm of acceptable behav-
iors to scale up the type of sanitized, safe, and ordered experience
once limited to these former bounded spaces, which makes exclusion
more subtle, hence harder to resist, but no less inexorable.
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EXTENDED ABSTRACT

Companies are increasingly forced to respond to various moral-
ity concerns of consumers and stakeholders to “do good” and behave
ethically. Our study focuses on a specific method to do good, known
as Cause-Marketing (CM). CM consists of “marketing activities that
are characterized by an offer from the firm to contribute a specified
amount to a designated philanthropic cause” (Varadarajan & Menon,
1988, p. 60). CM both enables consumers to contribute to a cause
while the firm acts morally and gains profit (Pracejus & Olsen, 2004).

CM seems a promising marketing strategy (Nielsen 2015). But
is it effective irrespective of firm size? And what role do feelings of
gratitude play? The great majority of CM research has focused on
big firms (File & Prince, 1998; Lepoutre & Heene, 2006), produc-
ing little insight into the effectiveness of CM campaigns for smaller
firms. This gap in knowledge is particularly relevant as the propor-
tion of firms that is small lies around 99% across Europe and the
United States (European Commission, 2015; Grover & Suominen,
2014). And even more important, research into the affective response
of consumers to CM campaigns is lacking. The current research ad-
dresses both issues.

THEORETICAL BACKGROUND

Research has shown that small firms are perceived as more
authentic (Kovacs, Carroll, & Lehman, 2013) and less likely than
big firms to create unfounded perceptions of high involvement in
ethical initiatives (Baumann-Pauly et al., 2013). We build on these
authors’ notions and propose that it is the way small firms are morally
perceived that makes CM campaigns particularly effective for small
compared to big organizations.

An obvious shortcoming of small compared to big businesses
is the more limited cash budgets and access to external financial
resources. This implies that, even if small businesses may want to
engage in CM campaigns to support a philanthropic cause, they may
need to dedicate their capital to more immediate needs.

Another shortcoming for small firms is their lack of visibility.
When spending time and effort on social causes, they should rela-
tively heavily invest in marketing expenditures to make consumers
aware of their campaign. This means a further increase in costs for
small firms, required to capitalize on their responsible actions (Spen-
ce, Jeurissen, & Rutherfoord, 2000).

Taking these arguments together, we hypothesize that small
firms, disadvantaged compared to big firms in terms of financial and
human resources necessary to engage in charitable donations, are
perceived as doing a bigger effort and hence are perceived as more
moral once they do contribute to a worthy cause. More specifically,
we posit that consumers will infer from the company’s perceived ef-
fort put into contributing to a cause, the company’s marketplace mo-
rality (Morales 2005). With higher levels of effort perceived as more
sincere and trustworthy, signaling a real societal concern and genuine
intention to support the cause.

We further argue that the perceived marketplace morality of a
firm engaging in CM is particularly relevant for CM effectiveness, as
consumers who are skeptical about the company’s underlying mo-
tives to engage in the charitable behavior, will not experience feel-

ings of gratitude, and so will not feel motivated to reciprocate the
company for its efforts (McCullough et al., 2001; Morales, 2005).

Feelings of gratitude have been defined as a “positive emotion
that typically flows from the perception that one has benefited from
the costly, intentional, voluntary action of another person” (Mc-
cullough, Kimeldorf, & Cohen, 2008, p. 4). They motivate to behave
pro-socially towards the benefactor (McCullough et al., 2001).

Feelings of gratitude arise even if consumers do not directly or
tangibly benefit from the action (Fredrickson, 2004). Within the con-
text of CM campaigns, the tangible benefit goes to the philanthropic
cause. But on top of the firm’s contribution to the cause, consum-
ers may be grateful towards companies engaging in CM campaigns
as buying their products provides a way to contribute to the cause
themselves and to satisfy their own social goals (Romani, Grappi, &
Bagozzi, 2013).

Our reasoning implies that, if we are right that smaller firms
engaging in CM are perceived as doing a bigger effort than larger
firms, and hence are perceived as more moral, consumers will ex-
perience stronger feelings of gratitude towards small firms engaging
in CM and hence are more likely to reciprocate by purchasing the
CM-promoted product, translating into greater CM effectiveness for
small compared to larger firms.

METHODS, RESULTS AND DISCUSSION

In Experiment 1 we examined the impact of firm size (small/
big) on CM effectiveness (purchase intention of CM-promoted prod-
uct) and the role of perceived marketplace morality, in a scenario
study describing a CM initiative.

Regression analyses showed a higher purchase intention with
smaller firms, and higher perceived marketplace morality with small-
er firms. A mediation analysis (Hayes, 2013) confirmed that the in-
fluence of firm size on purchase intention is mediated by perceived
marketplace morality. These findings (see Table 1) directly support
our hypotheses that the effectiveness of CM may be higher for small
than for big firms, as small firms enjoy higher perceptions of market-
place morality.

In Experiment 2 we delved deeper into the underlying
reasons. Participants got the same scenario as in Experiment 1. We
expected and found that the effect of firm size (small/big) on CM
effectiveness (purchase intention) is first mediated by perceived ef-
fort, then by perceived marketplace morality and then by feelings of
gratitude (Model 6, Hayes 2013; see Figure 1). These results con-
firm our hypotheses. Compared to big firms, small firms engaging in
CM are perceived as doing a bigger effort and hence score higher on
perceived marketplace morality. As a result of these morality percep-
tions, consumers experience stronger feelings of gratitude towards
small firms engaging in CM, translating into greater purchase inten-
tions of CM-promoted products of small compared to big firms.

In conclusion, the current research is of academic and manage-
rial relevance by being the first that examines the impact of firm size
on CM effectiveness, identifying the important role of gratitude that
consumers feel towards small firms for providing a charitable dona-
tion opportunity.

Latin America Advances in Consumer Research
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Table 1. Results Regression Analyses Experiment 1

DV I\ B, df, t, p, 1V, B, df, A p,
Purchase Firm size 3.40 186 2.05 0.04 -
intention (0 =big/
1 = small)
Perceived Firm size 0.70 186 4.70 <0.0001 -
marketplace (0 =Dbig/
morality 1 = small)
Purchase Firm size 0.13 185 0.85 0.57 Perceived 0.47 185 4.49 <0.001
intention (0 =big/ marketplace
1 = small) morality
y1e 044"
447 £ 18
) pge . Percerved _ 0,35
y Perceived Effort [= Marketplace P | Feeling of Gratimnde 368
huforalin,
b.0i .
145 b
Fam Size Purchase Intention

CA effeceneness

Mote. Coefficients marked with a * are significant at p < .05, f-statistics are reporied in parentheses.

Figure 1. Results Multiple-Mediation Analysis Experiment 2
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EXTENDED ABSTRACT

Based on ethnographic data from the Camino de Santiago pilgrim-
age in Spain, we find a pilgrimage is an oasis of deceleration, with decel-
eration happening in three ways: embodied, technological and episodic.
This allows consumers to experience meaningful relationships to them-
selves, to others, to materiality, to the environment, and to the sacred.

Drawing from Rosa’s (2013) theory of social acceleration that
argues that one key reason for loss and instability of relationships in
modern Western society is the speed underlying people’s individual
daily life and broader social transformations, we explore the role of
deceleration in consumers’ efforts to deal with the challenges in lig-
uid consumption (Bardhi and Eckhardt 2017). On an individual lev-
el, people can seek out territorial and social niches that resist forces
of acceleration and that allow people a slower experience of time.
Rosa (2013) calls these spaces oases of deceleration.

We study the nature of consumption along the Camino de Santi-
ago pilgrimage route. We find that consumers decelerate on three di-
mensions: embodied, technological and episodic. This deceleration,
rather than solidifying consumption practice, allows them to experi-
ence “resonating relationships” to themselves, to others, to material-
ity, to nature, and to the sacred - relationships which are strong and
meaningful to them (Rosa et al. 2016) and that have been identified
as being more difficult to achieve in liquid consumption.

We take an ethnographic approach to understanding how con-
sumers experience the Camino de Santiago (Scott, Cayla and Cova
2017). We conducted interviews with pilgrims, walked the pilgrim-
age ourselves (the Portuguese route), kept extensive fieldnotes, took
photos, and engaged in a wide variety of informal conversations.

On the Camino pilgrims experience a decelerated reality that is
in stark contrast to their busy, stressful, speeded up everyday life. The
phrase “It’s not a race, it’s a reset” (Josh) are typical sayings that pil-
grims keep telling each other on the Camino. These mantras remind pil-
grims that ‘speed’ is not a criterion that defines a successful pilgrimage
(compared to everyday life where speed is valued). Instead pilgrimage
is about slowing down, and finding your own pace and rhythm. Thus,
pilgrims create oases of deceleration, which they do on three different
dimensions: embodied, technological and episodic (see Table 1).

In decelerated liquidity, pilgrims are able to experience mean-
ingful relationships that Rosa (2016 et al., 15) calls “resonating” or
“responsive”. Building up meaningful relationships poses difficulties
in an accelerated society. Pilgrims on the Camino de Santiago, how-
ever, are able to form resonating relationships to the self, the others,
to materiality, to the environment and to the sacred (see Table 1).

This study contributes to consumer research by highlighting
the role of pace and speed in managing the challenges of liquid
consumption. Rosa (2013) has identified social acceleration as the
defining aspect of contemporary consumer culture, yet no one has
explored how consumers experience or manage this until now.
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Table 1 — Data

Deceleration

Embodied Personally I think walking slows you down and gives you
more time to reflect as you re walking along like this,
rather than rushing [ ...] I think there is a certain rhythm
with walking that you need. ‘Cause when I think of it as
a Christian, I think of how Jesus lived his life. [ ...] He
would visit a town or a village, but he would spend a lot
of time walking between the two. And there would have
been time to reflect and talk and so on. (Nathan)

Technological | I had a phone call from my daughter and I should not
have taken that phone call. Because with emails and
with a blog, okay, you can choose when and how much
you can respond. Much harder to do that with a phone
call [...] The phone call put me right back into that
mindset [he refers to his responsibilities waiting at
home]. And it took me 3 quarters of the rest of that day
to get back into that [pilgrimage] mindset again [ ...] So
1 should not have taken the phone call. [...] Email s fine
because you can choose. But not a phone call. (Josh).

Episodic 1t'’s a simple life. Fairly routine [...] Only 3 or 4
decisions that you need to make. Nice simple one. [...]
1 think thats one of the big attractions of the Camino
that many people like just that simple life. [...] [You
decide] where you 're gonna finish, what you re gonna
have for breakfast. And where you re going to sleep
and what you're gonna have for dinner that night.
That’s about it. (Josh)

Resonance

To the self And the thing that really spoke to me was, [and] what
was more important, not so much getting here, but
it was about the journey. And in effect, the journey

continues internally. (Nathan)

To others The thing that really spoke to me was investing in
relationships, both friendships and family. That really
is powerful. [...] one of the things that makes Camino
so special, are the relationships that you form on the
route. [...] I think these last 5 days [..] have been very
profound. I can think of several sort of meetings with
people that have been really special. And how we 've
sort of connected. You feel you re really connecting at
a deeper level.[...](Luis)

To materiality | Nico also showed me his passports with all the stamps.
He is very proud of this and he perceives this as a very
good souvenir. He did not only collect stamps from the
villages but also from the hotels and restaurants he

has been to. One stamp is missing unfortunately. That
happened in Porto. But Nico left a space in this passport
for this stamp. Since he is going back to Porto anyway
and wants to ask to get it then. (Excerpt from field notes
relating to the importance of the pilgrimage passport)

To the
environment

There's something magic in the air. Nature. [...] This is
beautiful, walking in the nature. You are hearing, birds,
they are singing, that’s beautiful. [...] They give me
peace. Sounds of nature give me peace, [peace] to my
mind. (Piedro)

To the sacred | I'm Catholic [...] When I walk, I speak with Him in
silence. In every [day life] we are not prepared to see
Him. [...] On the Camino you see Him, every step you

see Him. He's always looking for you. (Piedro)

Latin America Advances in Consumer Research
Volume 4, © 2017



Technology Readiness and E-Loyalty in B2C E-Commerce
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EXTENDED ABSTRACT

On the frame of “Information Society, E-commerce has be-
come a strong technology that has modified buying and consump-
tion habits of people (Castells, 1996; d’ Alos-Moner & Ferran, 2001).
E-commerce is a widely treated research field because it supposes
many changes that impact the social, material and personal worlds.
(Habermas, 1987).

Nevertheless, E-commerce also has introduced some variations
in infrastructure, culture and in traditional business models. Particu-
larly, in B2C E-commerce (Business-to-customer) this changes has
generated changes on people conducts around transactions, which
has been conducted to develop more strength marketing relation-
ships, based on mutual confidence between business and customers,
new communication channels and detailed analysis and interactions
beyond of simple buying (Frasquet Deltoro, Molla Descals, & Euge-
nia Ruiz Molina, 2012).

E-commerce has been exposed also to negative implications.
Security issues related with e-commerce technologies and people
willingness to use and pay with electronic methods emerge as poten-
tial threats (Rodriguez, 2003). Uzoka, Shemi & Seleka (2007) shows
a list of potential problems that restrict the adequate development
of e-commerce initiatives. In this list some aspects are highlighted,
as risk perception, transactional distrust, customer potential frustra-
tion to acquire an undesired product and people’s slow technology
adoption depending of demographical aspects. Authors as Rodri-
guez (2003), Reichheld & Schefter, (2000), Teo (2002) and Swin-
yard & Smith (2003) adds to this list other aspects as insecurity
perceptions, inertia and loyalty to traditional channels and lack of
human interaction.

In this way, relationship between people and e-commerce tech-
nologies represents important challenges. This research is focused to
analyze key aspects related with people willingness to use internet
for commercial transactions. Based on this, two variables emerge
for understand in a better way why people develop resistance to e-
commerce. First, Technology Readiness (TR) emerges as a variable
related with people’s propensity to use technology-based products
(Parasuraman, 2000). But, what is the effect of TR on buying and
consumption process associated to e-commerce?. In second place,
E-loyalty appears as a variable that studies how people develop buy-
ing and consumption relationships with e-commerce. Loyalty is de-
fined as the strength of the relationship between people and firms,

based on positive attitudes and repeated buying patterns (Dick
& Basu, 1994).

Literature review about TR and E-loyalty and its relationships
allow to identify other important related variables (Da-Hai, Sheng-
nan, Yu-fang, & Hui, 2010; Lai, 2007; Liljander, Gillberg, Gum-
merus, & van Riel, 2006; Lin, 2007; Purani & Sahadev, 2013). This
variables are Task-Technology Fit and Acceptance Model (TTF/
TAM) (Klopping & McKinney, 2004) and e-commerce service qual-
ity (E-S-QUAL) (Parasuraman, Zeithaml, & Malhotra, 2005). TTF/
TAM explains two different customer tasks during e-commerce
buying: (1) buying activity as itself and (2) product information
search. Klopping & McKinney (2004) builds the TTF/TAM model
as a way to measure users perceptions about ease of use, perceived
usefulness, intentions of use, actual usage and user experience in e-
commerce websites. On the other hand, E-S-QUAL is defined as the
customer evaluation about excellence and superiority of e-commerce
websites, measured by efficiency, availability, fulfillment and priva-
cy in Internet based transactions.

With this review, a conceptual model designed to evaluate the
relationship between TR and E-loyalty, with TTF/TAM and E-S-
QUAL as mediation variables was proposed. This model derives
on formulation of an electronic survey with 82 items that measures
variables presented. Survey was double translated to English and
Spanish and applied to a database with 250.000 e-commerce users
e-mails. As a result of this application, 982 valid answers from 30
countries around the world were obtained. Considering the concep-
tual model proposed, double mediation structural equation modeling
was used to analyze obtained data (Holbert & Stephenson, 2003).

Results on table 1 shows that obtained model has good fit, ex-
cept for proposed relationship between TTF/TAM and E-loyalty
(H4) (Hayes, 2009).

Model suggests positive relationship between TR and E-Loy-
alty. This result implies that better people’s technology readiness is
reflected as increased loyalty to e-commerce. Improving TR could
work as a way to build positive beliefs around e-commerce, aligned
also with best practices to get task-technology fit and better service
quality. Investing time and resources to design attractive experiences
will impact and generate best e-commerce service quality percep-
tions. This factors together work as a form to improve e-commerce
loyalty which generates best results for firms and users.

This research also allow to propose some important conclusions
and recommendations to academics, government, e-commerce based
firms and users. A better comprehension of key factors associated

Table 1
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to e-commerce loyalty formation enable stakeholders to improve e-
commerce adoption. As a result, e-commerce enable communities to
get more fair access to goods and services offered in this platforms.
For firms, understand detailed behaviors, beliefs and attitudes of us-
ers could be translated in potential opportunities for make business
more competitive and to enable firm to take advantage off the wide
range of opportunities available in digital environments.
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EXTENDED ABSTRACT

Logos are important and visually salient brand elements. Con-
sumers would infer much information from the first sight of logos
and make brand judgments even simply from the shapes of logos (Ji-
ang et al., 2016). Logos represent the brands’ images and consumers
may choose or abandon brands based on the logos. In recent years,
companies and brands would want to persuade consumers to buy
their products or services via inspirational elements such as innova-
tive products, thought-provoking advertisements, and even charming
CEOs. Companies and brands could benefit from the inspirational
images when consumers are seeking for changes, for hopes, and/or
for better future, because of the fit between the brand images and the
needs and wants of consumers.

Inspiration has been developed as a new psychological con-
struct and defined as a motivation state that energizes and directs
one’s behavior (Thrash and Elliot, 2003, 2004). A trigger object (e.g.,
ideas or achievement; nature or music) could make people inspired
(the “inspired by” process); inspired people may “express, actual-
ize, concretize, or transmit” what is being inspired (the “inspired to”
process) (Thrash and Elliot, 2004; p. 958, p. 971). Liang, Chen and
Lei (2016) found that victims in donation appeals could inspire con-
sumers to make better evaluation of the donation appeals and even
donate more to the victims by eliciting a combination of sadness and
strength emotions.

Researchers (e.g., Zhang et al. 2006; Zhu and Argo 2013, Jiang
et al., 2016) have identified that visual shapes of brand logo (angular
or circular) influence consumer attitude and behavior. In product de-
sign, Veryzer and Hutchinson (1998) manipulate different combina-
tions of product parts (round or angular), and show that consumers
prefer the same product shapes in the whole and the parts (vs. the
different-shape combination), which they called the “Unity effect”.
In the logo shape context, we propose a similar unity effect that can
impact consumers’ perceptions and evaluations.

In this study, we attempt to test whether the shapes (i.e., circu-
lar and/or angular) in the same logo would interact with each other,
which then influence the dimensions of brand personality (e.g., rug-
gedness; Aaker, 1997). Moreover, we propose that the use of same
(vs. different) logo shapes would make a brand more (vs. less) inspi-
rational and increase (vs. decrease) the brand evaluations because
of the higher (vs. lower) perception on certain dimensions of brand
personality (e.g., excitement).

The attention focus is another important factor and one key
characteristics of the analytic—holistic thinking style (or high and low
holism). For holistic processor, attention tends to be oriented toward
the relationship between objects and the field to which those objects
belong. In contrast, the analytic processor tends to focus attention
more on an object itself rather than on the field to which it belongs (Ji
etal., 2000; Masuda and Nisbett, 2001). Some researchers categorize
these thinking styles to be high and low holism (Choi et al, 2003,
Choi et al., 2007). Therefore, we propose that the cognitive processes
(i.e., high vs. low holistic processor) moderate the impacts of differ-
ent logo shapes so that high holistic (low) processor would be influ-
enced more (less) by different combinations of logo shapes, because
high (low) holistic processors are more (less) concerned about the
congruency of logo shapes.

METHOD

We manipulate two logo shapes in the same logo: circular and
angular. Meanwhile, all the logo shapes have two difference sizes
(i.e., small and large) and the logo always has a small logo shape in-
side a large logo shape. Hence, we establish four different logo con-
ditions in a 2 (circular-small vs. angular-small) X 2 (circular-large vs.
angular-large) design and 118 university students participated.

We choose the sport shoes as the experimental stimuli based
on Jiang et al. (2016). Participants are shown a picture of a branded
shoe with one of the four logos in each condition, as well as some
description about the brand (the same in all conditions). They then
answer questions on their perceptions about attitude toward the shoe,
product comfortableness and durability.

Participants then complete a set of scales measuring the five
dimensions of brand personality (i.e., sincerity, excitement, compe-
tence, sophistication, and ruggedness, adapted from Aaker 1997) and
the extent to which the brand is inspirational, as well as the circular
and angular evaluations. Finally, they finish demographic questions
on gender, age and profession.

RESULTS AND DISCUSSION

Inspirational Brand. We test whether logo shapes could interact
to influence the extent to which a brand is considered inspirational.
Using similar 2 X 2 ANOVA with the inspirational brand evalua-
tion as the DV, we found a marginally significant effect of small
logo shape and a significant interaction effect, but not the large logo
shape effect. Data plot analysis showed that when large and small
logo shapes are congruent, consumers think that the brands are more
inspirational than the brands with incongruent shapes in the logos.

Mediations of Dimensions of Brand Personality on Inspira-
tional Brand. Using PROCESS model 7 (Hayes 2013), we found
significant moderated mediation effects for three brand personality
dimensions, i.e., excitement, sophistication, and ruggedness, but not
the other two dimensions, i.e., sincerity and competence.

Further examinations indicate that when both small and large
logos are congruent (either both in angular or both in circular), the
three brand personality dimensions mediate the effects of the logo
shapes on brand inspiration in different ways. In particular, when
small logos are angular, if large logos are also angular (vs. circu-
lar), excitement, sophistication, and ruggedness mediate the effects
of logo shape on brand inspiration. Meanwhile, when large logos
are circular, if small logos are also circular (vs. angular), excitement
and sophistication are significant mediators between logo shapes and
brand inspiration.

Mediation of Brand Inspiration on Product Quality Evaluation.
Using PROCESS model 7 (Hayes 2013), we found significant mod-
erated mediation effects for brand inspiration. Further examinations
indicate that when both small and large logos are congruent (either
both in angular or both in circular), the brand inspiration mediate
the effects of the logo shapes on product quality perception. In par-
ticular, when small logos are angular, if large logos are also angular
(vs. circular), brand inspiration mediate the effects of logo shape on
quality perception.

Moderations of Holism on Logo Shape Effect. Using PROCESS
model 3 (Hayes 2013), we found significant moderated effects for
holism. Further examinations indicate that when both small and large
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logos are congruent (either both in angular or both in circular), high
holism moderate the effects of logo shape on brand inspiration, that
is, for high holism individuals, they are more likely to evaluate brand
inspiration higher when the large and small logo shape are both in
angular or both in circular.

GENERAL DISCUSSION

This paper contributes to the logo shape literature on how
different combinations of logo shapes could impact the brand per-
ceptions (particularly the brand inspiration), and influence product
quality evaluations. Specifically, when different sizes of logo shapes
are congruent (either both circular or both angular), the products
are considered to be more comfortable, more durable and the brand
is perceived more inspirational than the condition with incongru-
ent logo shapes (circular and angular shapes). Further, we found a
significant moderated mediation effects for three brand personality
dimensions, i.e., excitement, sophistication, and ruggedness, and
a significant moderated effect for holism on this logo shape effect.
Finally, this is the first study to introduce the important construct
of inspiration into the literature of the brand logo shape and brand
perceptions. Acknowledgement: The authors acknowledge financial
support from National Natural Science Foundation of China Re-
search Grant (71102099, 71672201).
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EXTENDED ABSTRACT

This paper analysis “How micro and small enterprises that de-
velop and produce consumable goods to the Base of the Pyramid
(BOP) face the challenges related to product development and dis-
tribution?”. In Brazil, small and medium-sized enterprises (SMEs)
contribute with 30% of the GDP and 60% of the formal jobs (IBGE
2010). These enterprises face severe difficulties to provide goods to
the BOP market such as lack of access to capital, weak networks,
poor working conditions, limited resources and marketing. One fa-
vorable aspect is that SMEs are more flexible than large corpora-
tions, being more familiar to their communities, which will ensure
they protect their reputation and relationships among neighbors and
customers (Reijonen et al. 2012).

The relevance of the BOP market should be considered as well.
There is no consensus about the range of income per day that com-
prises the BOP: from US$1.00 to U$2.00, or up to US$8.00 (Gue-
salaga and Marshall 2008). The BOP in Brazil — where this research
has been held - represents about 149 million people (approximately
75% of the population) that live with an income as equal as or below
U$8.00 per day (IBGE 2010).

Understanding how SMEs compete in increasingly competitive
emerging economies and how these enterprises have been devel-
oping products remain extremely limited (Sok, O’Cass and Miles
2015). The presented research question is linked to an ongoing re-
search project. The results pointed out are based on the analysis of
how micro and small enterprises that develop and provide consum-
able goods to the BOP are facing the challenges related to products
development, distribution, and marketing strategies.

LITERATURE REVIEW

The literature analysis regarding the BOP’s products develop-
ment, considering the micro and SMEs (small and middle compa-
nies), allowed the identification of constructs presented herein. The
construct Product Development (DP) comprises the products adapt-
ability to the BOP’s market by means of packages modifications and
the products characteristics and the possible demand, when it comes
to the micro and SMEs, regarding new technologies (Schrader, Frei-
mann and Seuring 2012). ‘Organizational Reconfiguration (RO)’
considers the aspects associated with the processes, human, technol-
ogy and capital resources, access and use of public policies in the
function of limited SMES resources (Rajagopal 2009). ‘Marketing
Strategies (MS)’ points out the necessity of knowing the social, cul-
tural, regulatory and competition characteristics so that enterprises
can establish in which market they will act (Schrader, Freimann and
Seuring 2012). ‘Sustainability (S)’ highlights the importance of de-
veloping products with the implementation of sustainable concepts
and cleaner technologies (Pereira and Borchardt 2013). ‘The Supply
and Distribution Chain (CSD)’ contemplates the existence of chan-
nels of supply and distribution systems to operate in the BOP market
so segmented and pulverized, based on trust, without the accuracy
of the information concerning the demand (Pereira and Borchardt
2013).
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RESEARCH METHODOLOGY

This research uses a qualitative method based on in-deep explo-
ration. A multiple case studies have been conducted. The sample was
comprised by seven micro and small enterprises that produce food.
Data collection was based on a protocol with semi-structured ques-
tions considering the presented constructs. As limitations, it can be
mentioned that all surveyed enterprises are located in one geographic
region of the Rio Grande do Sul State; the sample comprises only
food producers; only micro and small enterprises are being surveyed
in this phase.

FINDINGS AND FINAL REMARKS

The key challenges identified by the companies surveyed re-
late to scarcity of resources, the difficulty of access to cutting-edge
technology, the transport of inputs and materials, the threat from im-
ported products and major brands leaders in the market. The sup-
port from development organs and universities is considered by the
respondents as relevant to the initial business organization (construct
RO). There is the search for incremental innovations, which reduce
the product cost and production and radical innovations in products
so that the same arouse the consumers’ attention (construct DP).
There is an in-depth knowledge and insertion in BOP market but it
also remains a look to the middle class market that requires products
a little better elaborated (construct MS). Local suppliers are essential
to provide inputs within the required deadline and the relationships
of trust and mutual dependence are very relevant. The same occurs
with distribution (construct CSD). The actions for reducing environ-
mental impact occur as a result of seeking to reduce costs (energy,
water, transport) (Construct S).

This research advances in terms of academic contribution to
the point that the producers set the product price and decrease the
amount of packaging in a context of economic instability and infla-
tion. It also points out that the enterprises focus also on the BOP
segment with a purchase power a little better than the really poor. For
these consumers, they make distinctions in basic products such as
homemade or rural taste and such aspects could be better explored by
marketing strategies. This market generates more margin by product
although in terms of volume it represents fewer sales.
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Decision Continuum of Consumers’ Product Choice
Zoltan, Veres, Universidad de Pannonia, Hungria
Orhidea Edit, Kiss, Universidad E6tvos Lorand, Hungria

INTRODUCTION

Measurement of preferences determining consumer product
choice has a long history in consumer research (chronologically
Jain, Mahajan and Malhotra 1979; Hauser and Shugan 1980; Walsh
and Roe 1987; Moore and Semenik 1988; Srinivasan 1988; Green
and Srinivasan 1990; Green et al. 1993; Torres and Greenacre 2002;
Netzer et al. 2007; Bond, Carlson and Keeney 2008; Scholz, Meiss-
ner and Decker 2010; Netzer and Srinivasan 2011 etc.). In the multi-
attribute consumer decision making both regularities and irregulari-
ties can be observed. There exist many competing points of view
among the various theoretical approaches dealing with this topic, but
none of them has become dominant [see a review of Russel (2014)
on brand choice].

In the case of conscious choice consumer evaluates the avail-
able alternatives based on certain criteria, and applying a decision
rule selects one of the options (in a so-called rule-based decision).
All existing rankings and assessment of alternatives are impossible,
in fact, it is simply not possible to know all the options (Hastie and
Dawes 2001). Consumer’s choices can be placed in a decision con-
tinuum. One end of the continuum represents the conscious buyer
who is able

* to fully control his/her decision,

*  to perceive the attribute utilities in a contradiction-free

way,
consequently, in any situation, he/she is able to make consistent, say
transitive decision. To the other end of the continuum that imagi-
nary consumer is placed who makes his/her decision without any
consideration, in a fully random way. The real decision-making i.c.
the non-extreme behavior is located between the two endpoints. The
actual position of this maximum likelihood point is a function of nu-
merous factors.

MULTIDISCIPLINARY ANTECEDENTS ON
PREFERENCES

At this point it is necessary to reflect on how the motion of the
choice position in the decision interval defined above in the introduc-
tion is caused by the circumstances, the dominant and moderating
factors of decision. The common characteristics of preference fea-
tures is that they can refine explanation of choice as compared to the
simplifying discrete utility approach.

Attribute importance

Expression of preferences is significantly influenced by the fact
that an attribute is very important or very unimportant (say: posi-
tive and negative robust attributes), or they are situated somewhere
between these two extremes (let them call: quasi neutral attributes).
A logical assumption is that a more robust importance assists and
strengthens decision consciousness, and vice versa.

Indifferent preferences

The concept of preferences presupposes by definition the diver-
sity of the objects to be compared, or it allows equal (say: indifferent)
utilities in consumer’s choice based on principle of completeness.
Indifference of the attribute preferences is imaginable in more ways.
It is reasonable that such an eventuality of the decision is shifting the
choice towards the random end of the decision continuum.

Discrete utility values vs. intervals

A basic assumption of microeconomics is that individuals are
aware of their preferences and have the ability to recognize the vari-
ant for providing maximum utility to choose (Freeman 2003). The
utility - as a preference explaining term - and the utility models im-
plicitly assume the attribute utilities to be discrete values (levels).
However, this has never been proved. Thus the logical (lifelike) as-
sumption is that utilities of the attributes, for the consumer’s mind
form intervals of different range instead of fixed levels, in which
utilities are accidentally/randomly “floating”. This supports the as-
sumption that strengthening interval character of utility values shifts
consumer choice decision toward the random extreme.

Preference instability

With a simple classification context-based, time-based and
immanent instabilities can be distinguished. As regards the context
preference instability can be detected when we compare preference
system formulation prior to the buying situation with that preference
system which is revealed in the buying decision. Beside the context
instability can equally be modelled as time function of the individual
preference system. Beyond context and time based ones, preference
instability by nature (immanent instability) has to be taken into ac-
count, as well. Naturally any form of preference instability may shift
the consumer decision towards the random range.

Memory effect (learning experience)

Any re-purchase can be considered as a learning process. Expe-
rience and the remembrance of it, is a moderating factor. Experience
has a positive impact on preference stability (Hoeffler and Ariely
1999). As the consumer relies heavily on memory it has a decisive
role in decision-making (Mantonakis, Whittlesea and Yoon 2008).
Learning by experience gives rise to a preference development,
which is likely to weaken the random decision behavior.

Degree of complexity

Numerous relevant publications demonstrate the complexity
of the system attributes (e.g. from the past Bettman 1979). Also on
the basis of the Dijksterhuis (2006) experiment it can be assumed
that product complexity has a significant role in the purchase deci-
sion. In situations with incomplete (i.e. real) or complex information
maximum utility behavior can not be objectively determined (Simon
1986). Decision complexity can also be interpreted by volume of
information that is at hand of the consumer during the choice. Due
to mental load on consumers increasing product complexity can
strengthen the random character of the decision.

PROBLEM STATEMENT

Choice inconsistency can be considered as limits of the deci-
sion task, like e.g. completeness of attribute-system; measurability
of attributes; conflicting utilities; comparison of alternative utilities;
multiattributive decision etc. The mechanism of the above factors is
hardly quantifiable but their aggregate influence on choice decision
can be well simulated and detected in an experimental research de-
sign. In fact decision continuum model supposes a limited conscious-
ness of decision. Based on the research antecedents and the model
the following research questions are worth investigating: in the case
of sequential choice between products of different complexity where
is the typical position in the decision continuum of the preference-
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based product attribute choices between the fully self-controlled and
fully random extremes? In other words
1) Where is the position of the average sequential transitive
choice-steps between the two extremes (controlled vs.
random)?
2) What is the relationship between product complexity and
ability to choose in a consistent way?
3) Is the decision influenced by the amount of attribute
information to compare?
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Motivational Characteristics of Online Shopping and Buying:

Impulsive and Compulsive Buying in E-Stores
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INTRODUCTION

Online shopping has been treated for a long time as a task-ori-
ented, rational experience and emotional aspects have been neglect-
ed. However, researchers emphasize that satisfaction, entertainment,
pleasure, aesthetics, emotions and enjoyment could be motivating as
well. Based on exploratory studies, our purpose is to investigate con-
sumers’ motivation using offline and online survey methods as well
as to study online impulsive and compulsive behavior.

LITERATURE REVIEW AND FRAMEWORK
DEVELOPMENT

The focus of studies has shifted from utilitarian needs to hedon-
ic motivations. Previous research confirmed that utilitarian values
regulate online shopping decisions, therefore the content of the most
visited e-commerce sites had a utilitarian character. Morganosky and
Cude (2000) concluded that in this interaction search for pleasure
and aesthetics can be seen as important values as well. To, Liao and
Lin (2007) suggested an integrated model for understanding online
shopping motivations. Their results show that hedonic motivations
have a direct impact on the search for products and services, but
they have only an indirect impact on buying intention. Utilitarian
motivations are stronger predictors of buying and can be triggered
by the need for comfort, savings, data collection and product selec-
tion. On the other hand, hedonic motivations are maintained by the
need for adventure, status and prestige. These results were confirmed
by Bridges and Florsheim (2008), furthermore; they demonstrated
that hedonic motivations show a positive correlation with the patho-
logical use of the Internet. A lot of studies confirm the utilitarian and
hedonic motivational factors, but the question is how we can define
their determining role in online shopping and buying.

Higgins formulated the self-regulatory focus theory (RFT). RFT
examines the relationship between people’s motivation and goal
achievement process (Higgins, 1997). He established that promotion
orientation implies the achievement of an idealistic self, and thus it
makes people more susceptible to the absence or existence of posi-
tive outcomes. By contrast, prevention orientation carries on efforts
to avoid negative events and makes people vulnerable to the presence
or absence of negative consequences. Those who are prevention ori-
ented pay more attention to information which helps them to meet
obligations and gratify their need for security. In contrast to this,
promotion oriented people are more sensitive to information which
helps them in achieving the desired objectives. According to Pham
and Avnet (2004), prevention oriented consumers tend to decide on
the basis of financial evidence, reliability and product properties,
while promotion oriented consumers tend to rely on their emotional
responses.

Furthermore, on the basis of Bridges and Florsheim’s confirma-
tion (2008), our goal is to study online impulsive and compulsive
behavior. Compulsive buying is characterized by an irresistible inter-
nal need which often causes buying unnecessary items. The buying
process is usually preceded by a feeling of tension and is followed
by relief. After buying something, the person may feel remorse and
in the background of that some internal factors can be identified. Re-
searchers have shown that there is a connection between compulsive
buying and low self-esteem, depression, materialism, impulsivity,
loneliness and obsessive-compulsive disorder. Furthermore, it was

found that low self-regulation correlates with online compulsive
shopping habits. Impulsive buying appears when a consumer feels
a strong and irresistible need for immediately buying something, but
this motivation is usually triggered by external stimuli. The buying
process is automatic and contains unconscious decision sequences, it
is not preceded by a rational deliberation, and it is associated with a
positive feeling, happiness during and after buying the item (Kukar-
Kinney, Ridgway and Monroe 2009).

Lee et al. (2009) found a positive relationship between compul-
sive buying behavior and hedonistic motivations. Bridges and Flor-
sheim (2008) confirm that compulsive buyers prefer online “pres-
ence”. Their goal is usually to avoid social interactions, to remain
unobserved and to experience immediate positive feelings. Kukar-
Kinney et al. (2009) determine four motivational factors: buying
unobserved, avoiding social interaction, product and information
variety, immediate positive feelings. Positive feelings depend on sat-
isfaction of hedonic needs. By testing the online shopping and buy-
ing motivation by a questionnaire, they identified four homogeneous
consumer groups: bricks-and-mortar buyers, compulsive buyers,
product and information seekers and anti-social information seekers.
Although the literature identified numerous online customer groups,
we applied the conception and items of Kukar-Kinney et al. (2009)
for testing impulsive and compulsive buying.

HYPOTHESES AND RESEARCH QUESTIONS OF
THE STUDY

In this study we try to find answers related to the role and weight
of hedonic and utilitarian motivations. Our goal is to rethink the
above-mentioned contradictory results. Moreover, our research ques-
tion is the following: 1) Can those motivational factors and customer
groups known from the relevant literature be identified? 2) Can we
describe online compulsive and impulsive buyers on the basis of mo-
tivational aspects and psychological characteristics?

Utilitarian motivations have a stronger effect on
online shopping than hedonic motivations.

Hypothesis 1

Hypothesis 2 Compulsive buyers show higher scores com-
pared with other groups in the following motiva-
tional factors: buying unobserved, avoiding so-
cial interaction, product and information variety

and immediate positive feelings.

Hypothesis 3 Compulsive buyers show higher scores in he-

donic motivations than other groups.

Hypothesis 4 Compulsive buyers show a higher prevention fo-

cus compared with other groups.

Compulsive buyers show higher scores in well-
defined aspects of compulsive behavior and in
psychological characteristics related to the com-
pulsive buying behavior.

Hypothesis 5
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METHOD

Participants

In this study we took two samples. In the first phase 536 online
buyers filled out our questionnaire (44% male, 56% female) in the
second phase 160 online buyers (37% male, 63% female). In both
samples 50 to 60% of participants were between 18-30 years of age.
40 to 43% of both samples had completed graduate education. More
than half of both samples claimed to have average living standards.
Measures — Sample 1.

Study of hedonic vs. utilitarian motivations: self-made item
list, hedonic scale a=0.84, utilitarian scale 0=0.82. (2) Motivations
to Shop and Buy on the Internet (Kukar-Kinney et al 2009): buying
unobserved scale 0=0.86, avoiding social interaction scale 0=0.68,
product and information variety scale a=0.78, immedite positive
feelings scale 0=0.82. (3) Richmond Compulsive Buying Scale
(Ridgway, Kukar-Kinney and Monroe 2008): 0=0.80. (4) Question-
naire About Buying Behavior (Lejoyeux et al 1997): bricks-and mor-
tar shopping scale 0=0.81, online shopping scale 04=0.77. (5) Gen-
eral Regulatory Focus Measure (Lockwood et al 2002): promotion
scale 0=0.81, prevention scale 0=0.85.

Measures — Sample 2.

(1) WHO Well-Being Scale (Heun et al, 1999): 0=0.81. (2)
Brief Symptom Inventory (Rose 2007): a=0.96. (3) Rosenberg Self-
Esteem Scale (Rosenberg 1965): 0=0.86. (4) Contingent self-esteem
(Johnson and Blom 2007): competency-based scale a=0.89, relation-
based scale 0=0.90. (4) Brief Sensation Seeking Scale (Hoyle et al
2002): 0=0.80. (6) Barratt Impulsiveness Scale (Sansone et al 2011):
self-controll scale a=0.74, impulsive behavior scale a=0.77, impa-
tience scale 0=0.67. (7) Borderline Personality Disorder (Zanarini
et al 2003): a=0.75.

The results were calculated with SPSS 22.0 statistical soft-
ware package and all SEM analyses were performed with MPlus 7.3
(Muthén and Muthén 1998-2012).

RESULTS
Results on Sample 1.

ad H1: We demonstrated that the utilitarian motivations have
a stronger effect on online shopping than hedonic motivations
(%2=261.436, p<0.001, utilitarian M=3.51, Std.d=0.62, hedonic
M=2.86, Std.d= 0.79). Motivations did not have a significant ef-
fect on the purchase frequency, on the time spent shopping, on the
amount spent during the purchase and on the type of the product
chosen.

The results obtained from the cluster analysis on the Sample
1. show that the first cluster has the highest scores in every shop-
ping motivation (average cluster>4.5 in all motivations). We call
this group Compulsive buyers. The second group is called Antisocial
product and information seekers, and they show the highest value in
the product and information variety motivation (cluster average>5),
a moderately high score in buying unobserved motivation (cluster
average>4.5) and low scores in the other two motivations (cluster
average<3.5). The third group is called Products and information
seekers because they show a high score in the product and informa-
tion variety motivation (average cluster>5.5), but in the other three
they have low scores (cluster average<2). The fourth group is called
Bricks-and mortar buyers, they show lower scores than 3.5 in all
motivations. We regained the groups and cluster values described in
the literature.

56 persons (10.5% of total sample) were included in the Com-
pulsive buyer group. 30.4% of them claim to have an average stan-
dard of living and 23.6% of them claim to have spent small amounts
in e-stores. 1% of the total sample go to shop online daily and 9.6%
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of them shops weekly, while 9% of the compulsive buyers shop daily
and 18% of them shop weekly. Their interest in the buying process is
not to buy expensive products. In this group people use mainly Pay-
Pal for payment and they use electronic payment methods more fre-
quently than other consumers. 51.8% of them are female and 64.9%
were between 18-30 years of age.

ad H2. We demonstrate that compulsive buyers show higher
scores compared with other groups in the following motivational fac-
tors: buying unobserved, avoiding social interaction, product and
information variety and immediate positive feelings. Compulsive
buyers show significantly higher scores in all motivations compared
with other buyers: unobserved buying (U=776, p<0.001, compulsive
buyers M=5.58, Std.d=1.38; normal group M=2.79, Std.d=1.55),
avoiding social interaction (U=391.5, p<0.001, compulsive buyers
M=3.33, Std.d=1.67; normal group M=1.70, Std.d=1.06), products
and information variety (U=2542, p<0.001, compulsive buyers
M=5.90, Std.d=0.92; normal group M=4.38, Std.d=1.37) and the im-
mediate positive feelings ( U=352.5, p<0.001, compulsive buyers
M=4.42, Std.d=1.43, normal group M=1.97, Std.d=1.02).

ad H3. It is partially confirmed that Compulsive buyers show
higher scores in hedonic motivations than other groups. Compulsive
buyers show significantly higher scores in both utilitarian (U=7902,
p<0.001, compulsive buyers M=4.32, Std.d=0.47; normal group
M=3.82, Std.d=0.76) and hedonic motivations (U=5.805, p<0.001,
compulsive buyers M=3.46, Std.d=0.71, normal group M=2.61, Std.
d=0.82) than the normal group. In hedonic motivation we find more
significant differences. Although compulsive buyers typically give
stronger response in both categories of motivation, the hedonic items
gain more positive evaluation in this group than in the normal group.

ad H4. We demonstrate that Compulsive buyers show a higher
prevention focus compared with other groups. Our results show that
compulsive buyers have significantly higher scores in prevention
focus compared with the normal group (U=3.582, p<0.01, com-
pulsive buyers M=6.37, Std.d=2.12, normal group M=5.07, Std.
d=2.18), whereas there is no significant difference in promotion fo-
cus (p=0.960).

Results on Sample 2.

With the aim of identifying compulsive buyers more precisely
we performed Latent Profile Analyses (Collins and Lanza 2010) and
on the basis of the values of the test we accepted the three-group
solution. Figure 1 shows that the most differential factor is the un-
observed buying (differential values of the Factor 1: Class 1 - 1,452,
Class 2 -4,131, Class 3 - 6,311) and then avoiding social interaction
(differential values of the Factor 2: Class 1 - 1,718, Class 2 - 3,146,
Class 3 - 3,867).

Figure 1
The results of the Latent Profile Analyses
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The identified groups using the differentiating factors are the
following: Product and information seekers (56.1% of sample), Un-
observed product and information seekers (33.4% of sample) and
Compulsive buyers (10.5% of sample, 16 persons). The three groups
show significant differences in the three motivational factors: the
unobserved buying (KW=121.751, p<0.001, product and informa-
tion seekers: M=1.45, Std.d =0.52, unobserved product and informa-
tion seekers: M=4.11, Std.d=0.61; compulsive buyers: M=6.28, Std.
d=0.64), the avoidance of social interaction (KW=57.725, p<0.001,
product and information seekers: M=1.71, Std.d=1.00; unobserved
product and information seekers: M=3.16, Std.d=1.19; compul-
sive buyers: M=3.93, Std.d=1.55), and immediate positive feelings
(KW=15.417, p<0.001, product and information seekers: M=1.89,
Std.d=1.16; unobserved product and information seekers: M=2.50,
Std.d=1,27; compulsive buyers: M=2.92, Std.d=1.47). It can be seen
that compulsive buyers have the highest values in all three moti-
vational factors (product and information seekers: M=5.31, Std.
d=1.25, unobserved product and information seekers: M=5.52, Std.
d=1.07; compulsive buyers: M=5.21, Std.d=1.29).

Demographic characteristics of the Compulsive buyers: 68.8%
are between 18-30 years of age, 10 persons are women (62.5% of
sample) and 6 are men. 10 persons have completed graduate educa-
tion (62.5% of sample). 10 persons claimed to live below the average
standard of living and they did not take credit for buying products.

ad H5. We cannot confirm that compulsive buyers show higher
scores in other spectrums of compulsive behavior and in psycho-
logical characteristics related to compulsive buying behavior. Using
Edwards’s ECBS-R scale we have found significant differences be-
tween the three groups (KW=8.681, p<0.05, product and information
seekers: M=26.47, Std.d=8.85; unobserved product and information
seekers: M=30.65, Std.d=9.89; compulsive buyers M=29.31, Std.
d=6.83), however the unobserved product and information seekers
have shown the highest average value. We have found a significant
difference in the ECBS-R mood modification factor, and again the
unobserved seekers show the highest value (KW=10.388, p<0.01,
product and information seekers: M=13.61, Std.d=5.06; unobserved
product and information seekers: M=16.58, Std.d=5.64; compulsive
buyers: M=15.18, Std.d=4.80). Compulsive buyers have significant-

ly the highest value in one of the three items of ECBS-R guilt factor:
“I hide my spending habits and the things that I buy from family
or friends” (KW=6.145, p<0.05, product and information seekers:
M=1.18, Std.d=0.43, unobserved product and information seekers:
M=1.41, Std.d=0.75; compulsive buyers: M=1.50, Std.d=0.73).
Along with personality characteristics the three groups differ sig-
nificantly in two traits: BSI interpersonal sensitivity (KW=8.967,
p<0.05, product and information seekers: M=1.73, Std.d =2.60;
unobserved product and information seekers: M=2.88, Std.d=2.94;
compulsive buyers: M=3.50, Std.d=4.30), BSI paranoid ideation
(KW=11.078, p<0.01, product and information seekers: M=2.50;
Std.d=3.34; unobserved product and information seekers: M=3.36,
Std.d=3.69; compulsive buyers: M=4.50, Std.d=4.30). Our results
show that compulsive buyers have significantly the highest value in
Contingent relationship-based self-esteem scale (F (2.150)=4.439,
p<0.05, product and information seekers: M=8.24, Std.d=2.69; un-
observed product and information seekers: M=8.70, Std.d=2.61;
compulsive buyers: M=8.93, Std.d=2.34). H5 hypothesis has not
been confirmed. Furthermore, we could not find evidence for lower
dissatisfaction with life, for higher sensation seeking, for obsessive-
compulsive characteristics or signs of borderline personality disor-
der in the compulsive buyer group. The main results are presented
in Table 1.

DISCUSSION AND CONCLUSIONS

In line with the results of To, Liao and Lin (2007) we have
found that the utilitarian motivations have a stronger effect on on-
line shopping than hedonic motivations; furthermore, we regained
the consumer groups conforming to the results of Kukar-Kinney et
al. (2009). Compulsive buyers can be characterised by unobserved
buying, avoiding social interaction, seeking for information on prod-
uct variety, the need for experiencing positive emotions immediately,
and searching for more the enjoyment than profit. This means that
compulsive buyers really often buy unnecessary products and less
necessary things, they enjoy the process instead of enjoying obtain-
ing specific products, and they often go to buy something unac-
companied. Compulsive buyers therefore can be characterised by
the need for remaining unobserved and avoiding social interactions.

Table 1
Main result of the study

Research questions of the study

Methods

Results

What kind of effect do hedonic and
utilitarian motivations have on online shop-

ping?

Can motivational factors and customer
groups known from the relevant literature
be identified? Which are their main charac-
teristics?

What kind of motivational aspects and
psychological characteristics are related to
online compulsive buying behavior?

Questionnaires with items related to
motivations and general regulatory focus
filled out by 536 online buyers,

+
Cluster Analyses;

Latent Profile Analyses;
+
Questionnaires with items related to
well-being, self-esteem, impulsiveness,
personality disorders, sensation seeking and
other psychological aspects filled out by
160 online buyers.

Utilitarian motivations have a signifi-
cantly stronger effect on online shopping
than hedonic motivations.

We regained the groups and cluster
values described in the literature.

Compulsive buyers show significantly
higher scores in motivational factors and in
prevention focus as compared with other

groups.
We cannot confirm that compulsive

buyers show higher scores in other spec-
trum of compulsive behavior and in psycho-
logical characteristics related to the compul-
sive buying behavior (unless in three items
of the guilt factor: in interpersonal sensitiv-
ity, in paranoid ideation and in contingent
relationship-based self-esteem).




Apart from this, they are prevention focused and they achieved the
highest value along one item of the ECBS-R guilt factor. However,
we failed to demonstrate that we could definitely identify compulsive
buyers, perhaps the impulsive and compulsive buying “goes on in
different ways” in bricks-and mortar and online stores and might be
described well by different constructs. The results indicate that com-
pulsive buyers show clinical symptoms in only three psychological
aspects. The BSI interpersonal sensitivity is attached to a feeling of
inadequacy and worthlessness in comparison with others. Given the
high level of interpersonal sensitivity — conforming to the exit theory
— compulsive buyers are trying to focus their attention towards exter-
nal things, which in turn can reduce their self-regulation. As a result
of decreased self-regulation, they lose control and will start shop-
ping, trying to compensate for their instability by external objects. A
high value achieved on BSI paranoid ideation confirms the results of
Villardefrancos Otero-Lopez (2015) that the obsessive thoughts ap-
pear as often as symptoms of compulsive buying behavior. The lack
of self-control can cause distress symptoms: the person loses self-
control, therefore they become suspicious, hostile, afraid of losing
their autonomy; however, they try to control the events by avoiding
anticipated potential losses. For example, compulsive buyers try to
avoid the feeling of remorse by buying unobserved and avoiding in-
teractions with others, and remaining in continuous purchase to keep
the positive feelings associated with the process. The high value of
the contingent relationship-based self-esteem is in close and positive
relationship with depressive attitudes and with the need for being in
a relationship, and it leads to interpersonal problems. Unobserved
buying and avoiding interactions indicates that the compulsive group
has interpersonal problems, even if they remain unobserved, and the
avoidance of interactions might indicate that compulsive buyers can-
not be confronted with the feeling of inadequacy. This is associated
with the need to be loved, which means that compulsive buying may
originate from the need for strengthening social identity and the fear
of negative feedback.

We have determined online customer groups on the basis of
motivational characteristics, but we could not clearly confirm that
online compulsive buyers really show clinical symptoms of compul-
sive buying behavior; however, more results pointed to the fact that
our compulsive buyers are sensitized to online shopping. It is impor-
tant to include eudemonic motivations in further investigations, and
to capture the group of compulsive buyers more precisely as well
as to make distinctions between different compulsive uses of online
interfaces.
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Por Qué El Consumidor Cambia de Decision.
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(Why Consumer Change Their Minds: Experimental Evidence of presentation Effect)
José A. Aristizabal, Fundacion Universitaria Konrad Lorenz, Colombia
M. Sandoval, Fundacién Universitaria Konrad Lorenz, Colombia
Pedro M. y Ogallar, Universidad de Jaén, Espaiia

DOCUMENTO DE TRABAJO

El objetivo de este estudio fue explorar como la decision del con-
sumidor puede verse afectada por el efecto de posicion si previamente
se ha presentado el producto y posteriormente se muestra en un lineal
comercial. Para ello se utiliz6 un disefio 2 x 2 factorial donde uno de
los factores fue el formato de presentacion del producto (secuencial
vs lineal) y el otro factor es la posicion (inicio vs final) de 8 tipos de
botellas de aceite de oliva que se encontraban en el mercado. En la
primera fase o tarea de preferencia en cada uno de los ensayos los
participantes tenian que observar la botella de forma libre e individual
y a continuacion en la segunda pantalla, sin la presencia de la botel-
la, tenian que emitir su juicio sobre cudl era el grado de preferencia
a través de una escala del 0 al 100. En la segunda fase o eleccion
forzada se les presentaron las 8 botellas en un lineal comercial de
forma aleatorizada y los participantes debian elegir un producto de
preferencia. Los resultados mostraron que los sujetos que emitieron
una mayor puntuacion al producto preferido entre las posiciones 1
y 4 en la primera fase, en la fase de eleccion forzada escogieron el
mismo producto. Sin embargo, los participantes que otorgaron una
mayor puntuacion al producto en la primera fase entre las posiciones
5y 8, en la segunda fase cambiaron de decision. Demostrando asi, que
a mayor presentacion de estimulos o productos la preferencia de los
participantes puede verse afectada por el efecto de mera presentacion,
independientemente de las caracteristicas fisicas del producto, otor-
gando una mayor puntuacion al nuevo producto en la segunda fase.
Estos hallazgos permitieron establecer que la mera presentacion de
los productos al consumidor puede afectar su eleccion de preferencia
cuando su evaluacion se alarga en el tiempo, es decir a mayor presen-
tacion de productos a los consumidores tienen mayor probabilidad de
cambiar su decision debido al efecto de mera exposicion.

Keywords. Evaluacion de la Preferencia, eleccion forzada, in-
certidumbre, mera presentacion al producto

En los ultimos afos el estudio del procesamiento de la infor-
macion, unido al estudio sobre la toma de decisiones, ha despertado
un gran interés en diversos sectores econémicos, como el marketing,
la publicidad y la alimentacion. Las aplicaciones mas frecuentes se
desarrollan en el ambito del marketing tradicional, disefio de pro-
ductos y servicios, lanzamiento de campaiias publicitarias, comu-
nicaciéon de marca, precios, branding, posicionamiento, targeting,
packaging, estudio de canales y ventas.

Concretamente, el desarrollo de nuestras investigaciones se ha
focalizado en el estudio de los procesos psicologicos basicos de apre-
ndizaje, atencion y memoria implicados en el procesamiento de la in-
formacion desde una triple perspectiva: cognitiva, metodologica y de
analisis de los mecanismos neurales que subyacen a estos procesos
psicologicos basicos, tomando una perspectiva comparada tanto con
seres humanos (e.g., Aristizabal, Ramos-Alvarez, Callejas-Aguilera
y Rosas. 2016, 2017; Callejas-Aguilera & Rosas, 2010; Leon, Abad
y Rosas, 2010, 2011;Paredes-Olay y Rosas, 1999), como con ani-
males (e.g., Aristizabal, Callejas-Aguilera, Ogallar, Pellon, y Rosas,

2015; Bernal-Gamboa, Callejas-Aguilera, Nieto, y Rosas, 2013; Ro-
sas'y Bouton, 1996).

Seglin la propuesta tedrica de partida, la teoria atencional del
procesamiento contextual (TAPC, Rosas, Callejas-Aguilera et al.,
2006; véase también, Rosas, Garcia-Gutiérrez y Callejas-Aguilera,
2006), sostiene que una vez que el contexto es codificado, la recu-
peracion de cualquier informacion que se aprenda en él se conver-
tira en dependiente del contexto, independientemente de que se trate
de informacion ambigua o no, interferida o interferente, excitatoria
o inhibitoria (c.f. Bouton, 1993; Nelson, 2002). Siguiendo este ra-
zonamiento, los efectos de cambio de contexto no sélo dependen de
las caracteristicas de la informacion, sino de las caracteristicas de la
situacion, la cual llevara a los participantes a prestar o no atencion al
contexto mientras se aprende la informacion. Esta atencion depend-
era de la ambigiiedad que produce la situacion nueva pero no sélo
de ella. Cualquier situacion que favorezca la atencion al contexto
llevara a que la informacién aprendida en ese contexto se recupere
con mas facilidad cuando la prueba de aprendizaje se realice en el
mismo contexto de aprendizaje que cuando se realice en uno dis-
tinto. En linea con lo sefialado, esta teoria amplia a cinco los facto-
res que modulan la atencion al contexto, extendiéndose mas alla de
la ambigiiedad propuesta por Bouton (1993) como factor esencial
determinante de la dependencia contextual de la informacion extin-
guida: a) la ambigiiedad en el significado de una clave causada por
un procedimiento de interferencia (e.g., Callejas-Aguilera & Rosas,
2010; Rosas, y Callejas-Aguilera, 2006), b) la saliencia relativa del
contexto (e.g., Abad, Ramos-Alvarez y Rosas, 2009), ¢) el valor in-
formativo del contexto (e.g., Ledn et al., 2010), d) la experiencia con
el contexto (e.g., Ledn et al., 2010, 2011) y, e) las instrucciones en
participantes humanos (e.g., Callejas-Aguilera, Cubillas, y Rosas,
2015).

Teniendo en cuenta la importancia de estas variables dentro de
las investigaciones de la conducta del consumidor hay una acuerdo
tacito de que la ambigiiedad que se produce durante los primeras pre-
sentaciones de los productos al consumidor, estos le prestan atencion
a todos lo estimulos que estan a su alrededor como por ejemplo el
contexto, por lo que este proceso es de gran importancia en la for-
macion de preferencias, debido a que esta incertidumbre produce un
nuevo aprendizaje y los sujetos recuerdan esta informacion como de-
pendiente del contexto debido al efecto de ambigiiedad, pero una vez
que avanza la presentacion de los productos o estimulos en sucesi-
vas presentaciones se reduce la competicion entre las caracteristicas
y va disminuyendo la ambigiiedad o incertidumbre. Sin embargo,
aunque este efecto se reduzca aparece otro efecto como es el de mera
presentacion, que se refiere a una presentacion repetida de estimulos
que es suficiente para que las personas aumenten o disminuyan sus
respuestas hacia dicho objeto (Zajonc, 1986). Sobre este efecto se
han encontrado estudios que a medida que avanza la presentacion de
los productos fomentan una valoracion favorable hacia un producto
o marca (e.g., Janiszewski, 1993). Pero, también se han encontrado
estudios que ponen en duda que este mecanismo de exposicion sea el
responsable de la formacion de preferencias positivas hacia la marca
o productos (e.g., Cohen y Areni, 1991).

Latin America Advances in Consumer Research
Volume 4, © 2017



OBJETIVOS E HIPOTESIS.

Por lo tanto tal y como se avanzaba en apartado previo, el ob-
jetivo de este estudio fue explorar el procesamiento atencional de
la informacion que se presenta en participantes humanos en una
situacion de consumo. En la cual la mera presentacion del producto
puede afectar la formacion de preferencias por parte del consumi-
dor. De acuerdo con los resultados previos, el procesamiento de la
informacion que reciben los distintos estimulos en una situacion de
aprendizaje sera el maximo al comienzo de la situacién de consumo.
A partir de ahi, cuando avanza la presentacion de varios estimulos o
productos la preferencia puede verse afectada por el efecto de mera
presentacion independientemente de las caracteristicas fisicas del
mismo.

De esta forma, el primer objetivo especifico es replicar el efec-
to de ambigiiedad del producto en la formacion de preferencias de
los participantes (Aristizabal, et al., 2016; Bouton, 1993).

El segundo objetivo especifico fue evaluar si el efecto de mera
presentacion relacionado con la posicion en la cual es presentado el
producto, afecta la preferencia del participante sobre el producto ya
sea a nivel positivo o negativo.

Para lograr los objetivos propuestos se realizé un estudio ex-
perimental en el que se procedi6 a un entrenamiento corto con una
tarea de evaluacion de aprendizaje de preferencias en humanos.

METODO

MUESTRA
En este experimento participaron 16 estudiantes de la Univer-
sidad de Jaén (Espaiia) con una edad comprendida entre los 18 y los
45 afios y sin experiencia previa con la tarea. Los participantes reci-
bieron una pequefla compensacion académica por su participacion.

PROCEDIMIENTO Y ESTIMULOS

Los participantes en el experimento realizaron la tarea en ca-
binas individuales. Cada puesto estaba equipado con un ordenador
Pentium y una pantalla de 1280 x 800 pixeles donde fue presentada
la tarea. Para su implementacion se utiliz6 la el software Eprime 2.0
version profesional (Psychology Software Tools Inc:www.psnet.
com).

Como estimulos se emplearon 8 botellas reales de aceite de
oliva. Cada uno de los ensayos durante el entrenamiento se compuso
de 4 pantallas que se presentaban de manera secuencial: la pantalla
inicio de evaluacion, donde se le presentaba un mensaje que con-
tenia “evalua el producto que se te presentara a continuacion” que se
mantenia fijo en pantalla hasta que el participante pulsaba en el boton
de continuar que se encontraba en la parte inferior de la pantalla. A
continuacion, aparecia la pantalla de presentacion del producto, en
la que el participante tenia un tiempo libre para evaluar el producto.
Finalmente, en la ultima pantalla se le presentaba una frase en el
centro de la pantalla “Indica el grado de satisfaccion o preferencia
sobre el producto. Debajo de esta frase aparecia una escala de 0 a
100, compuesta por 21 botones de color verde. Cada botén contenia
un numero de la escala a intervalos de 5. En la parte superior de la
escala, y de manera equidistante, aparecian las etiquetas: “nada”,
“poco”, “bastante”, y “mucho”, escritas en color negro. Una vez
finalizado el entrenamiento, en la fase 2 o de eleccion forzada) se le
presentaba en una sola pantalla en forma de lineal comercial el total
de las 8 botellas previamente evaluadas. Los sujetos tenian emitir un
juicio de preferencia sobre la botella, en otras palabras, escoger la
botella preferida.
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Variable dependiente

Tarea de evaluacién en escala: En esta fase se registraron los
juicios de preferencia en cada ensayo de forma secuencial para las
8 productos a través de una escala de preferencia tipo likert del 0 al
100 donde 0 es nada y 100 mucho (nada, poco, bastante mucho).

Tarea de eleccion forzada. Durante la segunda fase o prueba
se le pedia a los sujetos que eligieran un producto de los presentados
en la fase de evaluacion en escala y estos eran presentados en forma
de lineal comercial aletorizada.

RESULTADOS PRELIMINARES

Se realizo un analisis de los juicios de preferencia promedio
para cada uno de los 8 ensayos durante la fase evaluacion de escala.
Igualmente se analizé la preferencia sobre el producto cuando se
presentaba en un lineal comercial en una tarea de eleccion forzada.
Finalmente para un analisis mas especifico se analiz6 cada juicio del
participante para cada producto en la fase de evaluacion de escala,
considerandose cual fue el producto con mayor puntacion entre las
8 botellas. De acuerdo a esto durante la tarea de evaluacion en escala
los resultados mostraron que en los primeros ensayos de presenta-
cion las valoraciones promedio de preferencia de los participantes
entre las posiciones 1-4 fueron mayores que las presentadas entre las
posiciones 5-8. Es decir, se presentaron puntaciones mas altas en las
primeras posiciones con respecto a la valoracion de las botellas que
se encontraban entre las posiciones 5-8. (Véase, figura 1)
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Figura 1
Juicios de preferencia promedio durante la fase secuencial

Nota. La figura representa los juicios o eleccién promedios
emitidos por los participantes durante la tarea de evaluacion de pref-
erencia de las botellas de aceite oliva que se presentaron de forma
secuencial y aleotorizada. G 1-4 se refiere al grupo de sujetos que
emitieron una mayor valoracion a las botellas que se encontraban
entre la posicion 1 y 4 de la presentacion secuencial. G 5-8 refiere al
grupo de sujetos que emitieron una mayor puntacion a las botellas
que se encontraban entre la posicion en las ultimas posiciones 5-8 de
la presentacion secuencial.

Teniendo en cuenta lo anterior, lo interesante de este estudio
radica en el analisis de la preferencia cuando se compara el producto
elegido en la tarea de eleccion forzada con el producto que obtuvo
mayor valoracion durante la tarea de valoracion en escala. Los resul-
tados mostraron que los sujetos que otorgaron una puntaciéon mayor
a los productos encontrados entre las posiciones 1-4 en la tarea de
valoracion, en la la tarea de eleccion forzada volvieron a escoger ese
mismo producto aunque el producto estuviera en diferente posicion,
es decir, no cambiaron de decision. Sin embargo, los sujetos que
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emitieron una mayor puntuacion a los productos presentados entre
la posicion 5-8 en la tarea de valoracion de escala, en la tarea de
eleccion forzada cambiaron de decision, escogiendo otro producto
diferente. (Véase, Figura 2)
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Figura 2
Comparacion entre posiciones promedio durante la tarea de evalu-
acion de escala vs eleccion forzada.

Nota. G 1-4 se refiere al grupo de sujetos que en la fase de
evaluacion de escala eligieron las botellas con mayor puntuacion en-
tre las posiciones 1 y 4. G 5-8 se refiere al grupo de sujetos que en la
tarea de evaluacion eligieron las botellas con mayor puntuacion entre
las posiciones 5 y 8, y que durante la fase de eleccion forzada aunque
la presentacion estuviera aleatorizada las posiciones escogidas fuer-
on diferentes a las elegidas en la fase de preferencia, escogiendo otro
tipo de botellas en diferentes posiciones.

DISCUSION BREVE

Estos resultados preliminares nos muestran como la mera pre-
sentacion o preexposicion a los productos produce un cambio en
la preferencia de los participantes independientemente de las car-
acteristicas fisicas del producto. Debido a que segun las teorias de
procesamiento de la informacion al inicio del entrenamiento los par-
ticipantes le prestan atencion a todas las caracteristicas del producto,
donde al inicio de la tarea la situacion es ambigua (Aristizabal, et al.,
2016, 2017; Bouton, 1993; Callejas-Aguilera y Rosas, 2010; Ledn,
et al., 2010). Una vez que avanza la presentacion de los productos el
efecto de incertudumbre desaparece, apareciendo el efecto de mera
presentacion en el que una simple presentacion de un producto es
suficiente para que los sujetos disminuyan su preferencia por dicho
estimulo, dado que a medida de que avanza la presentacion con
otros estimulos la decision puede verse afectada cambiando la elec-
cion de producto, (Véase, Zajonc, 1968). Corroborando que la mera
exposicion de un producto fomentan en este caso un actitud desfa-
vorable hacia el producto en el consumidor una vez que desaperece
el efecto de incertidumbre.

El efecto de incertidumbre se observa al inicio de la tarea cu-
ando los sujetos le otorgan una puntaciéon mayor a los productos
encontrados entre las posiciones 1-4 en la tarea de valoracion, y una
vez que avanza la presentacion la puntuacion disminuye, reducié-
ndose también el efecto de ambigiiedad y apareciendo el efecto de
mera exposicion. Este efecto se observa en los sujetos que emitieron
una mayor puntuacion a los productos presentados entre las posicio-
nes 5-8 en la tarea de valoracion de escala, y en la tarea de eleccion
forzada cambiaron de decision, escogiendo otro producto diferente.

De esta manera los resultados pueden ayudar a mejorar los pro-
cesos de presentacion de productos al consumidor, ya sea a nivel de

evaluacion de productos o su comercializacion final. Por ejemplo,
cuando se presentan un sin numero de comerciales de TV con una
secuencia concreta, los primeros comerciales que se encuentran en-
tre las posiciones 1- 4, tienen mayor probabilidad de ser mejor valo-
rados por los consumidores, debido a que al inicio se le presenta mas
atencion a todos los estimulos que estan alrededor del producto y
evita que el efecto de mera presentacion aparezca, ya que posterior-
mente cuando se le solicita al sujeto que elija un producto utilizado
en otro formato de presentacion, es mas probable que elija el mismo
producto preferido inicialmente. Igualmente, se puede utilizar estos
resultados cuando se evaltian productos antes de salir al mercado,
dado que si durante un fase de evaluacion de productos se presentan
sin un control del numero de presentaciones, la evaluacion puede
verse afectada por el efecto de mera exposicion, por tanto la secuen-
cia de presentacion debe ser corta y estar determinada por bloques de
ensayos con pocas presentaciones.
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International Marketing Strategies:
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EXTENDED ABSTRACT

Internationalization of Small and Medium Enterprises (SME’s)
has been deeply analysed in the business field focusing on two dif-
ferent streams. The first is the “global or progressive approach”
(Johanson & Vahlne, 1977), (Cavusgil, 1980); the second is the
“International new venture approach” also known as Born Global
Companies (BGC) presented by Oviatt & McDougall (1994) and
Matiusinaite & Sekliuckiene (2013), Matiusinaite, et al. (2015).

Previous research, has been developed focusing on large firms,
it is rare that studies focus on international marketing strategies of
SME’s (Gabrielsson & Gabrielsson, 2003). This research has used
large firms and concentrated mainly in standardization and adapta-
tion strategies and its relation with performance, a consensus has
not been made in terms of this relation (Brei, D’Avila, Camargo &
Engels, 2011). Market orientation can impact organizational perfor-
mance, customer and employee behaviour and innovation (Kohli &
Jaworski 1990), (Narver & Slater 1990), (Narver, Slater, & MacLa-
chlan, 2004), (Kira, H. et al., 2016). This is study aims to include an
additional element: international performance.

The latest research on the topic has focused in a contingency
perspective, pointing that the international marketing strategy has to
be constructed from the analysis of the degree of adaptation needed
for each market, depending on companies’ resources, commitment
level, international experience, market demand, industry competi-
tiveness, regulations and technology (Alimiené, Kuvykaite, 2008).

PROPOSED HYPOTHESES

The higher the degree of marketing strategies
adaptation, the better the export performance
for SME's.

Hypothesis 1

Hypothesis la  The higher the degree of product adaptation, the

better the export performance for SME's.

Hypothesis 1b The higher the degree of price strategy adap-
tation, the better the export performance for

SME's.

Hypothesis 1c  The higher the degree of promotional activities
adaptation, the better the export performance

for SME's.

A greater market orientation in the international
market generates a better export performance
for SME's.

Hypothesis 2

METHODOLOGY
The following study follows the structure of an analytical re-
search using the scales: (1) Export performance: developed by Zou
et al. (1998); (2) Market orientation: developed by Narver & Slater
(1990) and validated by Deshpande and Farley (1996) and Ospina &

Pérez (2013); and (3) Adaptation: Using the developed the STRAT-
ADAP scale built by Lages et al. (2008).

In order to analyze the relation between the three concepts, ex-
porters’ data from Colombian SME's! was collected from DIAN?
data base. Online surveys were sent by e-mail to 2.000 companies
approximately, obtaining only 70 valid answers.

RESULTS

Regarding export performance, the results show that for SME’s,
exports has been a successful and profitable venture, and companies
have increased their competitiveness, they also indicate that exports
activities have not increase their global market share, due to the size
of the company, their offer, and resources capacity.

In the product strategy, Colombian SME’s are implementing
a standardization strategy. Product features, quality, brand and war-
ranty are standard in international markets; this is the consequence of
lacking financial capacity, international experience, and similar con-
sumption patterns. Regarding price, there is a tendency to adapt it, due
to international currency fluctuations and tariffs. In the promotional
strategy, there’s no inclination towards adaptation or standardization,
this elements are highly affected by the distribution channels and the
financial capability, for this reason further research needs to be done.
Regarding place strategy, SME’s seem not to be oriented towards the
markets, this could have a negative impact on the operationalization
and implementation of marketing strategies, and affect their interna-
tionalization expansion and performance (Ospina & Pérez, 2013).

Hypothesis H1, Hla, Hlb, Hlc, are rejected because results
show a weak relationship between the analysed elements of the mar-
keting mix (see table 1), concluding that in this case a higher degree
of adaptation in the marketing mix will represent a better export per-
formance of Colombian SME'’s. This results prove the thesis of the
contingency theory, claiming that neither standardization or adap-
tation are the key for international success, rather than a mix both
strategies and approaches to foreign markets are valid. The results
show that in terms of H2 there is a weak correlation between market
orientation and export performance (see table 1), it may demonstrate
that if a company is successful in the process of applying marketing
strategies it may have a positive effect on the performance on inter-
national marketing; therefore H2 is accepted.

Table 1. Correlation of export performance
and adaptation of the marketing mix.

Export Export Export E)::foo r:mance /
performance/ | performance/Product | performance/Promotion P
. . . . Market
Price variables | variables variables . .
orientation
Correlation 0,081 -0,10 0,095 0,342
coefficient
Bilateral 0,517 0,934 0,444 0,005
significance
Source: Own elaboration.
1 According to the Colombian government an SME is a middle and

small Company that has assets between 500 and 30.000 minimum wages or
employees between 11 and 200 people.

2 Colombian agency in charge of customs and duties, DIAN:
Spanish acronym: “Direccion de Impuestos y Aduanas Nacionales”.
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This study reaffirms the importance of the contingency theory,
there is no single formula to a successful export performance of Co-
lombian SME’s, a deep understanding of the market and the compa-
nies ‘marketing strategies is needed to have a proper expansion pro-
cess abroad. It also confirms that companies oriented to the market
may have a better export performance, even though further research
needs to be done.
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EXTENDED ABSTRACT

The present research carried out a study about decision making
process that occurs in the context of the individual credit buying,
from theories and studies of economic psychology and consumer be-
havior. The main objective was to verify the effect that the type of
product and payment conditions have in the decision-making process
of credit purchasing. During the research it was sought to recognize
if changing the type of product (from hedonic to utility) and the pay-
ment conditions (with or without discount and interest rate) there
would be a change in the propensity of credit purchasing. Therefore,
it aimed to identify how rational and behavioral variables influenced
the individual decision. Also it was intended to observe if people
with the same characteristics maintain or not their payment decision
in each scenario. Finally, it was asked which variables are used to
better explain the credit purchase decision.

The role of marketing and economic psychology in the con-
sumer decision-making process was discussed based on the theory of
Kamleitner, Hoelzl and Kirchler (2012) that pointed the credit con-
sumption a cognitive process. Therefore, the individual differences
would assume an explanatory power that was used as moderator of
the main effect. The method used was experimental carried out by
three experiments in order to test the hypotheses constructed.

In Experiment 1 with 8 experimental groups and a sample of
279 people it was identified that there has a negative effect on the
credit buying propensity where there is a discount, regardless of the
income term. If there is no discount the buying intention increases.
In addition, it was concluded that individuals who exhibit high ma-
terialism and impulsivity tend to buy more. Analyzing the scenarios
it was obtained the same results for the interactions of materialism
and impulsivity. For the financial knowledge the same results were
found to the discount increasing the credit buying regardless of the
payment condition.

The results validated many studies such as de Brougham et al
(2011) and Ponchio (2007) considering that individuals with high
materialism and impulsivity tend to buy more in the long term dif-
ferently from those with high financial knowledge, as suggested by
Gathergood (2012).

In Experiment 2 with 8 experimental groups and 314 respon-
dents the data collected was similar to the first one, modifying some
manipulations. As results for discount situations, the lower tends to
be the propensity to credit buying. In addition, it has been proved
that the type of product has an effect on the purchase in installments.

Subsequently a third experiment was carried in order to evalu-
ate the main effect of the type of product in the forward buying inten-
tion. It was aimed, through the manipulation of two new products
in utilitarian or hedonic characteristics, to analyze how the type of
product influences the main effect on the propensity to buy in the
long term.

It was perceived a cross-effect to product and the type of prod-
uct, so the hedonic computer presented a higher average of choice of
credit payment option while the lower average occurs with a utilitar-
ian book. So in situations where the type of product is hedonic larger
are the variations in the intention to buy the product than when it is
utilitarian.

Therefore, from the above findings, it was concluded that the
interaction of the factors related to individual differences have great-
er influence on consuming decisions potentialized by the expected
effects, and only manipulations of payment conditions or types of
products. In that way the individual differences have the power to
inflate the decision of credit purchasing.

Firstly, the most obvious theoretical contribution was to the
studies of credit purchase decision-making and possible factors that
come before indebtedness. In this way, it was concluded that the pre-
sentation of the discount or not can strongly influence their credit
purchase intention, as well as high levels of materialism and impul-
sivity, which may or may not intensify the purchase intention. In ad-
dition, it was perceived that the type of product also has an effect on
the purchase intention and the utility product tends to increase such
propensity, as well as financial knowledge, which reduces the inten-
tion to a credit payment.
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EXTENDED ABSTRACT

Consumer-to-consumer online auction experiences have
become part of the daily lives of many consumers. Millions of
consumers worldwide participate in C2C online auctions to browse,
compete, win, buy, and sell goods. There appears something in the
online auction experience that is especially engaging and drives
ongoing use by many consumers. Research has yet to fully explain
what consumer engagement is; an understanding of consumer
experiences may help in this regard.

The experiences of the consumer in a C2C marketplace such
as an online auction include experiences of the consumer as both
a buyer and a seller (Belk, Sherry, & Wallendorf, 1988; Lastovicka
& Fernandez, 2005; Lee, Kim, & Fairhurst, 2009). The consumer’s
online auction experience includes activities before, during, and after
interaction with the auction site. Prior to going online, the consumer
as seller prepares the goods for sale and decides on a promotional
strategy (Chu, 2013). The consumer as buyer may have purchase
priorities such as finding the perfect gift for a loved one that pre-
empt their participation in the auction. Anticipated emotions, such
as anticipated elation, may play a role in these auction experiences
(Sierra & Hyman, 2011). While logged in to the auction site, the
consumer as buyer or seller may experience the excitement of bids
escalating and buyers competing for possession of an item (Chang
& Chen, 2015). After the auction has closed, buyers and sellers
communicate with each other and perhaps meet and socialise, sharing
common interests (Chu, 2013). Something about the consumer’s
online auction experience appears to drive consumer engagement
with that experience.

A phenomenological enquiry was undertaken with a sample
of C2C online auction users, to gain insights into the essence of
engagement and the role experiences play as the basis of consumer
engagement with the C2C online auction experience.

This research adopted an experiential view of the consumer
(Hirschman & Holbrook, 1982; Holbrook & Hirschman, 1982).
The experiential view is not constrained to just considering acts of
purchase but considers all experiences of the consumer, including
pre-purchase and post-purchase experiences, and interactions
with other consumers (Arnould, Price, & Zinkhan, 2002). As the
underlying context for this research is consumer-to-consumer
interactions, with minimal interaction with the firm or the brand, the
experiential view provides an appropriate basis for understanding
consumer engagement in this context (Caru & Cova, 2003).

A phenomenological enquiry was undertaken. The researcher
sought to interview consumers in-depth, one-on-one, about
their idiosyncratic experiences with online auctions and the role
engagement might play in their auction use. A purposive sample of
17 online auction users was recruited for interviewing, representing
both genders, a mix of ages from the twenties to the seventies, and
a variety of years of experience in the use of auction sites. After 17
interviews, no substantially new information was obtained from
interviewees; theoretical saturation was reached (Glaser & Strauss,
1967). All interviewees were residents of Auckland, New Zealand
and users of the Trade Me auction site.

Interviewees’ stories were narrative accounts that provided
a rich description of some of their memorable, lived, subjective
experiences relating to online auction use (Lopez & Willis, 2004).
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The narratives were examined with a descriptive phenomenological
approach to analysis. Descriptive phenomenology secks an objective
account of consumers’ experiences and perceptions free from
researcher bias (Dowling, 2004). Descriptive phenomenological
analysis proceeds by first examining each consumer individually,
and seeks to understand the significance of experiences for that
individual. Analysis then seeks to describe the common meanings a
group of consumers who experience the phenomenon have, in other
words, to describe the ‘essence’ of a phenomenon (Creswell, 2013;
van Manen, 1997).

Eleven research participants related stories of their auction
experiences. In this paper, two examples of rich stories are presented
and analysed. Each story concludes with an intrapersonal analysis of
why the experience is meaningful for that individual, and why the
experience might be a basis for this individual’s engagement.

An experiential view of the consumer emphasises the importance
of examining consumer experiences as a worthy subject of research
in its own right; that is, experiences are central to a consumer’s life
and thus should be studied. This research shows how consumer
experiences can play a key role in shaping consumer engagement.

The phenomenological analysis of consumers’ stories of their
auction experiences helped understand what typical online auction
experiences are and why remembered, valued experiences are
important; helped understand the essence of consumer engagement,
and why online auction users become engaged. The phenomenological
analysis revealed the basis of consumer engagement is the rewarding
auction experiences of interviewees.

The essence of engagement derived from these stories is that
engagement appears to be about being emotionally connected with
the auction experience (“I love it so much”), identifying with the
experience (“it’s a big part of me now”), being highly interested (“it
captured my interest”), passionate (“I am passionate”), motivated
(“it’s motivating to have a look on there all the time”) and enthusiastic
to repeat the auction experience (“so I’m enthusiastic and that’s why
I know I'll use it again”). It all begins with a magical experience!

The research makes a theoretical contribution to knowledge
by suggesting the dimensions of engagement in a C2C context. The
research also proffers consumption value as a potential mediator
explaining the relationship between experiences and engagement.
Further research will quantify measures of experience, value and
engagement in a C2C context, and test the relationships between
these constructs quantitatively.
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EXTENDED ABSTRACT

Evolutions in the concept of marketing, especially with regard
to the return of the concept of exchanges - not necessarily monetary
- as central proposition, provided changes in consumers’ behavior
and contributed to the emergence of new consumer relations. In this
scenario, experiential marketing emerges from the view that indi-
viduals make decisions based on their experiences and expectations.
Tools such as technology have provided greater interaction and have
facilitated the emergence of many of these changes, and so various
organizations and sectors have sought to adapt to these new devel-
opments. The service sector is one of those who has understood the
most this new perception of consumers and, from this new reality,
interactive museums have emerged, allowing the visitor an environ-
ment where they have more autonomy and feel more inserted experi-
ences. Given that the consumer seeks more and more extraordinary
experiences and experiences situations that go beyond of what he
is already used to (Barbosa, Souza, Kovacs, & Melo, 2011), new
technologies play an important part in the contribution and popu-
larization of marketing experiences, giving consumers greater pos-
sibility of interaction between the real and the virtual, for example
(McWilliam, 2000). Thus, Mondo, Silva and Martins (2016) em-
phasize the importance of museum services as spaces with a social
function to enable knowledge, experience and transformation for the
population and not only as memorial houses providing moments of
learning and fun at the same time. Based on this perception, the pres-
ent study sought to analyze the consumption experience of visitors
of Cais do Sertdo Museum, characterized as an interactive museum,
located in the neighborhood of Recife Antigo, a tourist attraction
in the city of Recife, in Pernambuco. This museum was voted the
18th best in South America by the TripAdvisor trip portal (2015), it
has, in its collection, the historical and cultural richness of the north-
eastern backlands, as well as the work of the singer and composer
from Pernambuco, Luiz Gonzaga. In order to carry out this analysis,
a qualitative case study was conducted in November 2016, based
on semi-structured interviews with eleven visitors to the museum,
in which the questions refer to the dimensions proposed by Mondo
(2014) in the TOURQUAL model, which are: access, environment,
human element, safety, technical quality and experience. This model
was qualitatively and quantitatively tested and validated and has the
objective of deepening the perception of satisfaction in the evalua-
tion of the quality of services in tourist attractions using the six basic
characteristics mentioned above, which, subdivided, are presented
in twenty-six indicators. Seven women and four men were inter-
viewed, the majority of the respondents being single, with complete
higher education, with a minimum age of 18 years and a maximum
of 29 years. Based on the respondents’ statements, all the categories
presented by Mondo (2014) were identified, and the dimensions of
human element and safety were presented in lesser degrees of rel-
evance, which is justified by the fact that the respondents did not af-
firm that they did not follow any official or guide within the museum
space and also did not pay attention to the presence of security or
safety signs in the environment. Only one respondent said he saw
the museum as a security concern and had noticed the presence of a
security guard, a firefighter, emergency exit signs and fire extinguish-

ers. Both aspects can be understood from the concept of interactive
museum, since, according to the academic literature, the environ-
ment for this type of museum is all designed so that the individual
feels free to do the course, therefore not urging for, the company of
a museum official, because from the freedom and autonomy of the
visitor to go treading his route inside the museum, he can go having
his own discoveries and living their experiences. In terms of access,
there was much praise from the respondents, although they did not
identify the presence of access for wheelchair users to reach the first
floor. Regarding the environment, technical quality and experience,
all of them said they found a pleasant and comfortable environment,
with a lot of beauty, digital interactivity, mixing with the old and the
northeastern culture, a lot of creativity and emotion for their visitors.
Thus, the statements affirmed having had their expectations reached
or exceeded, which generated satisfaction in all the respondents. Af-
ter analyzing the results, it is possible to conclude that interactive
museums have become a pleasant service to consumers because they
have elements strategically thought to be able to please the visiting
public. In the case of Cais do Sertdo Museum, specifically, the whole
technological apparatus and the real possibility of interaction with
the exhibited pieces creates unique experiences in its visitors bring-
ing satisfaction to those who know it. A final point to emphasize is
that interactive museums seek to offer a pleasant and comfortable
environment to their visitors and, therefore, all the choice of lighting
and colors, brings very peculiar aspects and arouse quite personal
feelings in those who are consuming this service.
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EXTENDED ABSTRACT

In this paper we expand on recent research on hybrid business
models (Scaraboto 2015) as we study a context where consumers
buy into products and services when they still are ideas. In doing so
we conduct a revelatory case-study to explore types of commercial-
social paradoxes that emerge when consumers participate in the cre-
ation of future market offerings via reward-based crowdfunding.

In a way, funders in a reward-based crowdfunding project invest
in a promise of a desired future market offering. The project call must
sell this future promise to the crowd. In the beginning crowdfunding
projects were typically run by artists who found it difficult to finance
their projects through traditional ways of financing. With the intro-
duction of reward-based crowdfunding platforms and even more
commercialized equity-based crowdfunding platforms, crowdfund-
ing as a phenomenon has evolved from being a movement by artists
in opposition to big music labels into a popular mainstream business
model. The blend of rebel ideology and commercial logics compli-
cates the funders-founder relation very. Funders provide finance for
a commercially oriented project while they typically contribute on a
social/communal shared rebel vision or idea.

We therefore introduce the concept of paradox to analyze the
funders-founder relation that at the same time is economically and
socially founded.

THEORY

Lewis defines paradoxes as contradictory yet interrelated ele-
ments — ‘elements that seem logical in isolation but absurd and ir-
rational when appearing simultaneously in an organization’ (2000,
p. 760). Paradox theory offers a framework for understanding the
complexity of the hybrid context. Lewis (2000) suggests that the
paradox framework consists of three dynamic elements: tensions,
reinforcing cycles, and management. Tensions are cognitive and/or
socially constructed polarities that obscure the interrelatedness if the
contradictions. Reinforcing cycles are paralyzing defenses, which
initially reduce discomfort and anxiety, yet eventually intensify ten-
sions. Management is attempts to explore tensions and thereby tap
the potential energy, insight, and power of paradox that enable dra-
matic change. The paradoxes in and of themselves are not negative
and can have potential for change and innovation if managed.

Oculus Rift — a Revelatory Case Study

We conduct an in-depth case study of a seminal crowdfund-
ing project - the case of Oculus Rift. Oculus Rift is a virtual reality
head-mounted display headset used in video games and in industries
that need this technology to create virtual reality experiences. Oculus
Rift was successfully crowdfunded on the Kickstarter platform in
2012 and raised $ 2.5 million. A short time after the project start in
2013 Facebook acquired Oculus Rift for § 2 billion. This created a
major stir among the funders in the crowdfunding community. In
the course of the study, we analyze 2505 comments from the proj-
ects’ commentary starting from August 2012 until December 2016.
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2475 out of 9522 funders participated in the commentary. In analyz-
ing online and printed media discourses, we rely on the premise that
paradoxes are both recognizable and socially constructed through
actors’ rhetoric and conversation. In this study, we focus specifically
on tensions and paradoxes signified by contradictory definitions of
success and purpose of the project. In doing so we identified three
paradox themes: the strategic paradox; the paradox of ownership;
and the paradox of performance.

FINDINGS

The commercialization of crowdfunding platforms is an ongo-
ing process. In equity-based crowdfunding all relations between the
main actors (funders and founders) are purely commercial in nature.
Reward-based crowdfunding platforms, on the other hand, build on
a blend of social and commercial logics. Such a blend of different
or contradictory logics can be defined as a paradox. In this paper we
explore three types of paradoxes that can emerge in reward-based
crowdfunding: a strategic paradox, a paradox of performing, and a
paradox of ownership. A strategic paradox can be defined as inher-
ent contradictions in the objectives of an organization (Lewis, 2000).
The paradox of performing is the ambiguity about whether certain
organizational outcomes represent success or failure (Jay, 2013). The
paradox of ownership reflects contradictions regarding who owns the
project.

DISCUSSION

In reward-based crowdfunding social tensions and voice are
likely to arise during reformative stages, such a commercial take-
overs of a project. These social tensions can evolve into reinforcing
cycles that give power to the crowd and hurt the project brand, which
requires a response from the funders. In this way, the social and com-
mercial become a certain type of intertwined marketplace logic that
is worth unpacking. In many cases of reward-based crowdfunding,
funders are engaged consumers who want to help to bring the tech-
nology they desire to the market place. Thus, managing of the perfor-
mance paradox within the consumers seems to be important step for
the project’s development.

In the next part of the work, we will focus on the exploration
of reinforcing cycles and managing of the paradox in the context of
reward-based crowdfunding.
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EXTENDED ABSTRACT

Confinement is a highly relevant concept for consumer re-
searchers because many consumption situations, such as getting a
haircut or taking a flight, have an element of confinement whereby
they keep consumers physically restricted to a space. For example,
the passenger airline industry is worth $623 billion alone, transport-
ing some 3,530 million passengers a year (IATA 2015), while in re-
tail, manipulated spatial confinement by varying ceiling height and
demonstrated that a low ceiling can prime the concept of confine-
ment. Previous research has demonstrated that space constraint influ-
ences consumers’ behavior toward hedonistic consumption and react
against an incursion to their personal space by making more varied
and unique choices. However, these works have not fully explored
the confinement concept, nor developed robust measures of it and
shown how it relates to other constructs. As a result, we focus on
the follow research questions: What is consumer confinement in a
service context, and how does it relate to other constructs? To ad-
dress these research questions, we; 1) define and measure consumer
confinement and 2) examine how confinement relates to a) individual
characteristics such as fear of flying and claustrophobia, b) service
characteristics such as the objective duration of the flight and per-
ceived duration of the flight, c) related constructs, such as crowding
and waiting, and d) consumer outcomes, i.e. emotional responses and
empowerment. We begin by defining consumer confinement as the
consumer’s perception of being physically restricted to a space as
part of a service experience. Next we hypothesize that confinement
will be positively associated with waiting within the service experi-
ence (H1) and with crowding (H2), negatively associated with expe-
rience with flying (H3), positively associated with fear of flying (H4)
and with claustrophobia (HS), negatively associated with perceived
flight duration (H6), positively associated with objective flight dura-
tion (H7), and negatively associated with positive emotional response
(H8) and with empowerment (H9). To test these, 370 respondents
were recruited via an online panel; all of whom had been on a long-
haul flight (6 hours or above) in economy class over the previous
month. The final sample included 370 participants. 47% of survey
respondents were women and the median age was 47. All partici-
pants completed two separate surveys and responses were collected
using two separate instruments in order to reduce common method
bias (Podsakoff, MacKenzie, and Podsakoff 2012). The first survey
measured confinement (0=.957), crowding, waiting, perceived flight
duration (Gorn et al., 2004, 0=.969), emotional response (Larsen and
Diener (1992, 0=.857), objective flight duration and empowerment
(Kull and Heath, 2016, 0=.928). The second survey measured fear of
flying (0=.860), claustrophobia (0=.832) and experience with flying
(0=.881). As hypothesised in H1-2, confinement correlates positively
with waiting within the service experience (r = .266, p < .001) and
crowding (r =.368, p < .001). Interestingly, it does not correlate sig-
nificantly with experience with flying (r = -.083, p = .110), so we
must reject H3. One reason may be that even though these frequent
flyers are more experienced with flying, they may not have learned
from their experiences and acquired the expertise needed to engage
in certain strategies, such as packing specific items or engaging in
positive thinking, to improve their flight experience. Confinement
correlates positively with fear of flying (r = .151, p < .01, H4) and
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claustrophobia (r = .106, p < .05, HS5). However, confinement cor-
relates negatively with perceived flight duration (r = .307, p <.001,
Ho6), but positively with objective flight duration (r = -.046, p = .380,
H7). This is a meaningful finding which suggests that the duration of
the flight, e.g. 6 or 15 hours, only has a limited relationship with per-
ceived confinement. What truly matters is perceived flight duration
and consumers’ subjective perception of the passage of time. Finally,
confinement correlates negatively with positive emotional response
(r=-290, p <.001, H8) and (r = -.317, p < .001, H9). The objec-
tive of the research was to further current understanding of consumer
confinement concept. First, While prior works greatly contribute to
our understanding of consumer confinement by manipulating spa-
tial constraints, limited efforts have been made to examine perceived
confinement inherent to a service consumption experience, such as a
long-haul flight. We contribute to theory development in consumer
research and consumer psychology by conceptualizing confinement
inherent to a service context. Second, we contribute to prior work
which has examined the effect of overbooking service capacity on
the evolution of consumer transactions with the company and flight
delays (Prahalad and Ramaswamy 2004), and how service failure
affects consumers’ attributions, affect and behavioral responses (Fol-
kes, Koletsky, and Graham 1987) by focusing on consumers and
understanding how they respond to confined consumption contexts
rather than a producer-centric view seeing consumers as the recipient
of the company’s activities. Third, we complement the travel litera-
ture which has researched travel anxiety and physical health prob-
lems resulting from flying phobias (McIntosh et al. 1998), with a
focus on the more common confinement as experienced by the large
majority of long-haul flyers. Future work will endeavor to examine
which strategies are most effective in lessening perceived confine-
ment, and ultimately enhance consumer well-being.
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EXTENDED ABSTRACT

The emergence of the Internet is one of the most important
changes in the lifestyle of consumer’s behavior. Latin America rep-
resents 10.5% of Internet users of the world population; being con-
sidered a market of great opportunities because of evidence of an
accelerated growth in all the region (Stats, 2015). The purpose of this
paper is to contribute to the explanation of consumers’ intention to
purchase online, based on the adapted version of the Technological
Acceptance Model (TAM).

The TAM analyzes the effect of beliefs as perceived utility (PU)
and ease of use (EU) on the attitudes (ATT) and intentions (INT)
to adopt or use a new technology (Davis, 1993; Davis, Bagozzi, &
Warshaw, 1989). Perceived Trust (PT) is the perception of customers
about the expectations that sellers will behave responsibly and will
not take advantage of the customer (Lee & Lin, 2005). Perceived
Security (PS) involves the user’s perception of the vendor’s ability to
satisfy the security needs of the client or client’s beliefs about the pri-
vacy of personal information (Musleh, Marthandan, & Aziz, 2015).

Several studies show that the PS is strongly related to PT. Tav-
era Mesias, Sanchéz Giraldo, and Ballesteros Diaz (2011), refers an
indirect effect of PU on intention, as opposed to the EU in Bogota
and Medellin (Colombia). Another empirical evidence in Colombia
is the research carried out by Tavera and Londofio (2014), in which
the variables proposed by the TAM, as well as the effect of additional
external variables - orientation to innovation, security, and confi-
dence - on the intention to buy online. The results of the study al-
lowed confirming the established relationships of all study variables,
except for EU and innovation.

Recent theoretical models and previous studies suggest the in-
corporation of experience with e-commerce as a moderating vari-
able between external variables and attitude, which contribute to and
strengthen the prediction of the intention and use of e-commerce
(Venkatesh, 2012).

Based on the empirical evidence and the theoretical framework
of the TAM, in the present investigation, an extension of the TAM
was used to explain the intention to shop online in Colombia, incor-
porating the moderating effects of the experience. Figure 1 summa-
rized the hypothesis model:
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Figure 1.
Research model of hypothesis

The sample consisted of 413 internet users aged 18 - 56 years
old, with 46% female and 54% male non-probabilistically selected.

67

The survey was sent by e-mail to undergraduate and graduate stu-
dents from four higher education institutions located in Bogota.

The instrument was adapted from previous research on e-com-
merce (Davis, 1993; Karahanna & Straub, 1999; Taylor & Todd,
1995). All scales consist of statements in which people agreed on a
6-point Likert scale, where 1 meant completely disagreement and 6
strongly agreed. All the measured variables explain the variance of
latent constructs and support the validity and reliability of the mea-
surement model. A path analysis was conducted to evaluate the re-
search model of hypothesis. Table 1 summarized this results:

Table 1
Regression coefficients of the research variables

Variable b Error p t p Results
B,, Att —Int ,073 ,046 ,086 1,580  ,115  Not support

B, PU—Int 642 054 649 1193 000  Support

Bz,] PU —Att ,464 ,035 ,543 13,29 ,000 Support

BZ.I EU —Att 216 ,049 ,187 4,402 ,000 Support
[3271 PS —Att 115 ,052 ,083 2,184 ,030  Nos support
[32'1 PT —Att ,163 ,047 ,139 3,454,001  Not support

B,, EU—-PU 887 ,052 ,656 17,15 ,000 Support

The moderating effect of the experience was evaluated with
hierarchical regression of the proposed relationships. The results al-
lowed to confirm all predicted relations of moderation, evidencing in
all the cases that the joint effect of the experience with each one of
the variables of the model, exerts a positive and significant effect on
the prediction of the attitude towards e-commerce.

The results show that the most relevant variables were PU and
EU, on PS and PT; which implies into a utilitarian perception of Co-
lombian buyers against the Internet as a buying alternative. In other
words, those interviewed who are more willing to make purchases
in this medium are those that attribute to this channel functional ad-
vantages such as simplicity, little effort and relative advantages over
traditional stores.

Thus, these following characteristics could be considered as
relevant benefits that could be integrated into the digital marketing
strategy to promote the acceptance and adoption of this medium.
Similarly, experience has a significant effect on the moderation of
relationships; it is recommended the implementation of consumer
instructions and technical assistance that facilitate the initial experi-
ence of the customer with the channel.
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EXTENDED ABSTRACT

When consumers perceive that a product is popular, they are
more likely to choose that product. Informed by the naive theories
they hold (Deval, Mantel, Kardes, & Posavac, 2013), consumers
assume that the popular product is popular for a good reason
(Surowiecki, 2004). One strand of literature, based on information
cascades, emphasizes product (quality) inferences as explanatory
mechanism (Bikhchandani, Hirshleifer, & Welch, 1998a). Yet, prior
research shows that consumers do not always infer higher quality
when something is popular (Becker, 1991). Inferences of quality
appear to mainly arise when additional quality cues are linked to
popularity cues. So, it appears it is not the popularity cue, rather
the additional quality cue that drives the inferences (Muchnik, Aral,
& Taylor, 2013). Indeed, there may be other mechanisms through
which popularity by itself triggers choice (Parker & Lehmann, 2011).
We propose a complementary mechanism, currently overlooked
in literature, namely that consumers use popularity to reduce
uncertainty that revolves around product quality. Consumers value a
product’s performance that does not disappoint and aim to reduce the
probability of disappointment before purchase (Rust, Inman, Jia, &
Zahorik, 1999). When risk is high, they will forego choice because
they are too uncertain about the outcome (Dowling & Staelin, 1994).
Thus, a product may be preferred for a performance that does not
disappoint, even if it is not the highest quality (Meyer, 1981; Rust
et al., 1999). Given that consumers look at, and follow others, out
of reasons of safety and certainty (Griskevicius et al., 2009; Raafat
et al., 2009), we propose that the effect of popularity on choice is
largely driven by uncertainty reduction.

Consumers may however draw on multiple naive theories,
as inferences are contextually influenced (Loersch & Payne,
2011). Hence, consumers may also use popularity to assess the
moral, societal value of an action (Gigerenzer, 2010), driven by
considerations reflecting right or wrong human conduct (Reidenbach
& Robin, 1990). The primary objective of this study is to explicate
the process through which popularity exerts influence on choice
through product-quality related inferential mechanisms. Yet, in
doing so, we take into account, and measure the extent to which
popularity may be used to draw socially-related inferences where we
distinguish between inferences of social approval, and inferences of
societal value.

Three studies (1A: N=47/1B: N=39/ 1C: N= 36 students), in
which participants evaluate a popular product (wine / cheese / beer),
demonstrate the existence of four types of inferences. As predicted,
participants inferred, across the studies, that the popular product
would be less likely to disappoint (zs > 2.80, ps < .01), indicating
uncertainty reduction. Additionally, participants inferred the popular
product to have a higher societal value (s > 2.45, ps <.05. Inferences
of quality were only made for cheese (¢, (38) = 7.63, p <.001), and
inferences of social value only for beer (¢,. (35) = 3.97, p < .001).
Across three experiments, participants consistently made inferences
of uncertainty reduction. This supports our theory that the proposed
route of uncertainty reduction indeed offers valuable additional
insights and needs to be considered as a process mechanism. In
study 2 we examine this mechanism in a mixed-design choice
experiment (N = 120 students). Participants overwhelmingly chose
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the popular wine (70% — 78%), and the results show that inferences
of uncertainty reduction and quality perception mediate (f’s <.05)
the effect of popularity on intention (5, ns) and choice (8 <.05).
Although popularity evoked inferences of social and societal
value, these did not mediate. Study 2 demonstrates the relevance of
uncertainty reduction as an inference that predicts choice over and
above the effect of quality inferences.

Study 3 (N=290) further demonstrates the relevance of
inferences of uncertainty reduction. We propose that, in a product
context, a popular product’s profile reflects properties of product
quality and the uncertainty around that quality, whereas, in a
social context, the profile reflects social and societal values. In a
4-group between subjects design we manipulate four contexts (c.f.
Ma & Roese, 2014) in which participants choose products (across
categories) and evaluate the inferential properties. We find that,
specifically in a context focussed on product-properties, participants
overwhelmingly use popularity to reduce uncertainties revolving
the quality of a product (zs > 3.85, ps<.001), and even in a societal
context (t=4.11, p<.001).

The present study adds to scientific literature by identifying
a new inference making route for popularity: quality uncertainty
reduction within the product-related context. Consumers
consistently make inferences of uncertainty reduction with the help
of a popularity cue, even in an unrelated (societal) context, and this
influences product choice. We demonstrate that uncertainty reduction
is a relevant, impactful inference resulting from product popularity.
Consumers appear to look at others to gather information about
product performance (Bikhchandani, Hirshleifer, & Welch, 1998b),
yet not only to infer higher quality, but to diminish uncertainty about
product performance. This resembles biological tendencies to follow
the crowd out of reasons of safety (Griskevicius et al., 2009; Raafat et
al., 2009). In addition, across studies, we demonstrate that consumers
draw upon different naive theories, as evidenced by the inferences
of societal value. These inferences offer explanations for popularity
beyond current perspectives that emphasize social inferences as
explanatory mechanism (Cialdini et al., 1990).

This papers offers new insights on the effects of popularity
beyond current perspectives on the mechanisms. The results have
important implications for practitioners. Consider for example the
introduction of foreign products to new markets. Consumers on
new markets are likely unfamiliar with, and uncertain about such
products. Communicating local popularity would aid to reduce
uncertainty and increase purchase. In addition, our results could
benefit social marketing campaigns. The fact that the popular choice
is not one to disappoint could counteract beliefs as ‘healthy foods
are less tasty than unhealthy foods’ (Raghunathan et al., 2006).
Presenting foods as popular, may lead consumers to infer that the
taste will not disappoint.
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EXTENDED ABSTRACT

The ambience of stores has become an important success fac-
tor for retailers in recent years. One ambient factor that has received
considerable research interest is social density—the number of
shoppers per store area size. Social density presents retailers with
an interesting dilemma: On the one hand, a busy store is desirable
from a shop owner’s perspective, as more customers typically lead
to higher sales. On the other hand, high social density often results
in perceived crowding—shoppers’ subjective experience of limited
personal space and control (Stokols, 1972), which is known to have
negative psychological effects on customers in utilitarian settings
(for a review, see Mehta, 2013). Consequently, retailers will be in-
terested in ways to mitigate negative effects of high social density.

Consequently, and following repeated calls for research, we in-
vestigate whether the negative effect of crowding on retail outcomes
can be compensated by additional, supplementary store ambience
factors. Existing conceptualizations of crowding suggest that per-
ceived crowding and associated negative downstream effects can be
reduced by an arousal misattribution mechanism (“attribution mod-
el of crowding”, e.g., Worchel & Teddie, 1976; Worchel & Yohai,
1979). Specifically, when individuals that are aroused by violations
of their personal space are exposed to additional cues that are plau-
sible causes for arousal, they tend to misattribute at least some of
the crowding-induced arousal to these additional cues (Worchel &
Brown, 1984; Worchel & Yohai, 1979). This misattribution results in
a reinterpretation of the original, crowding-induced arousal and thus
a reduction of perceived crowding. In a store setting, such a reduc-
tion of perceived crowding should alleviate the negative effects of
high density on spending. Thus, we propose that music tempo (i.e.,
the speed of a detectable pulse in music; Bruner, 1990) will moderate
the impact of social density on spending, such that fast (i.e., arous-
ing) music alleviates the negative effects of high social density.

In order to test whether the tempo of in-store music moderates
the influence of social density on sales, we conducted a large-scale
field experiment in which we manipulated in-store music (slow, fast,
no music) and measured social density. Shopping baskets from over
40’000 customers were analyzed. The results confirm the hypoth-
esized moderating influence of music tempo on the effect of social
density on spending. When social density was low to medium, in-
store music tempo did not impact the effect of social density on shop-
ping basket value. However, when density was high, fast in-store
music had a strong positive effect on basket value. Thus, consistent
with an arousal misattribution account, (3) fast music is able to miti-
gate the negative effect of high density on individual shopping basket
value.

While the field experiment reported in the current study did not
directly probe the proposed misattribution process, the observed pat-
tern of results enables us to rule out several alternative explanations:
For instance, the data are inconsistent with (1) conventional wisdom
claiming that slow music should be more effective in crowded stores
due to its calming effects, (2) a schema incongruity account positing
that moderately incongruent combinations of ambient factors (e.g.,
high crowding-induced arousal and low music-induced arousal)
should lead to the most favorable outcomes (Eroglu, Machleit, &

Chebat, 2005), and (3) an arousal congruency account that would
predict that matching density and music tempo in terms of their
arousal value increases customers’ perception of the overall shop-
ping environment (Mattila & Wirtz, 2001)

As alternative explanations cannot account for the significant
positive effects of fast music at high levels of social density, and
the null effects of non-arousing music, arousal misattribution thus
seems to be the most plausible and parsimonious explanation for our
findings. Customers likely attributed the arousal experienced due to
violations of their personal space to the arousing music, which re-
duced their subjective feeling of crowding and alleviated the associ-
ated negative downstream consequences (e.g., reduced approach and
exploration behavior, shopping duration, and spending).

Our results advance the literature on social density and retail
crowding by (1) analyzing objective data rather than customer self-
reports, (2) confirming an inverted-u-shaped effect of social density
on sales, and (3) identifying ambient factors that mitigate negative
effects of high density. We contribute to the literature on in-store
music by describing, for the first time, shopping conditions under
which fast music is more effective than slow music (cf. Knoferle,
Spangenberg, Herrmann, & Landwehr, 2012; Milliman, 1982). Our
results also have clear implications for management practice, as they
show that music is a useful tool to counter the negative effects of high
social density.
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EXTENDED ABSTRACT

In order to contribute to a discussion of the influence of con-
sumer rituals on the construction of individuals’ personal and social
identity and, consequently, on their behavior and symbolic consump-
tion (Rook, 1984), the aim of this study was to understand the mean-
ings of the ritual of consumption of the Tea Ceremony in the South-
ern region of Brazil.

Ritual is a typology for social action dedicated to the manipu-
lation of cultural meaning, for the purpose of communication and
individual and collective categorization, also a way of affirming the
symbols and meanings of the cultural order (McCracken, 2003). An-
alyzing consumer rituals is a way to understand symbolic meanings
that surround market environments that are of fundamental impor-
tance for the understanding of consumer behavior (Cupollilo, Casotti
& Campos, 2013). In this context, the Tea Ceremony assumes im-
portance in maintaining the traditional Japanese culture, character-
ized by serving and drinking matcha, a green tea powdered in an
environment of humility, reciprocity, willingness to serve others. The
Tea Ceremony is a ritual known as Chanoyu, articulated in values
of Japanese tradition: Wa - peace and harmony; Kei - respect and
reverence; Sei - material and spiritual purity; and Jaku - tranquility
(Bleiler, 1963; Hirose, 2011; Sadler, 2011).

In Brazil, the ceremony contributed to the process of adapta-
tion of the immigrants, as a form of articulation and integration with
Brazilians (Jhun, 2012). Rocha (1996) observes that the ceremony
became a way of representing the Japanese ethos by the immigrants
and their Brazilian descendants, maintaining the cultural traditions.

In order to achieve the objective of this research, a qualitative
and descriptive research was adopted. As procedures of data collec-
tion, observations took place during three Tea Ceremonies, at the
Nature and Tea Ceremony Festival held in October 2016, in Mar-
inga Japan Park whose participants were from Urasenke tea schools
in different locations in Brazil. In addition ten interviews were per-
formed with guests, masters and teachers of the Tea Ceremony, who
participated in the same festival. In terms of data analysis, content
analysis was adopted (Bardin, 1977).

As results, the interviewees participate in the Tea Ceremony fol-
lowing the cultural, religious and family traditions. Respect for the
traditions of the Tea Ceremony in Brazil is so strong that it draws
the attention of Japanese living in Japan and seeks in Brazil a way
of trying to live the practice of the Japanese traditions in the millen-
nial period before wars. The ceremony is also considered to be the
catalyst for the Nipponese cultural tradition. It is the ritual that most
represents the meaning of the traditions and rescues the memories of
previous generations.

Likewise, there are those interviewees who participate in the
ceremony even though they are not Japanese descendants, who knew

the ceremony for curiosity and study interest, which reinforces the
influence of the Japanese culture on the consumption of Brazilian
people. Regarding the meanings of the Tea Ceremony, it was possi-
ble to point out: to serve the other, the exchange and the preservation
of the values of the Japanese tradition. Regarding the meanings of the
Tea Ceremony, it is possible to conclude that, even though the Japa-
nese immigration is more than one hundred years old, once it started
in 1908 (Bahl & Murad, 2013), this ritual remains rooted in tradition
and the original meanings of harmony, respect, purity and tranquility.

As main management contributions it is possible to point out
the sacredness of the artifacts of the Tea Ceremony, leading to the
reflection on how giving meaning to a product can make it valuable.
This is reflected in the price of tea used in the ceremony in the Japan
Park, with a tea package which comes from Japan having the cost of
around one hundred and fifty reais, while the national tea have prices
starting from around three reais in the Markets. Finally, it is per-
ceived how rituals, as being intrinsic to the nations, help the societies
be organized, and also how they influence the societies” consuming
habits.
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EXTENDED ABSTRACT

The current use of digital social networks has changed the way
people interact, cluster and act (Algesheimer, Utpal and Andreas
2005; Xiang and Gretzel 2010). Online brand communities (OBCs)
were chosen as the focus of this research, as research has demon-
strated that members’ judgments can greatly influence brand prefer-
ence and purchase decisions (Hoffman and Novak 1996; Kozinets et
al 2010). In an OBC, consumers share interests, needs, experiences
and knowledge which lead the creation of social ties that support pur-
chase behaviours (Wellman and Frank 2001; Hansen, Lee and Lee
2014) and help develop long-term relationships between brands and
consumers (Dholakia, Bagozzi and Pearo 2004; Brodie et al 2011).

Based on these facts, it becomes fundamental for academics and
practitioners to understand the dynamics taking place in OBCs, how
social ties around a brand are built and how these can lead to long-
term relationships and financial growth (Granovetter 1973, Thom-
son, Maclnnis and Park 2005).

The effects of having ‘friends’ in the OBC amplifies the effect
of posted brand content, which at the same time acquires the viral
features intrinsic in these platforms (Turri, Smith, and Kempt 2013;
Wirtz et al., 2013). However, current academic literature does not
distinguish whether it is brand-generated-content or user-generated-
content that is ultimately influencing the members of the OBC and,
therefore, this research is centered on analyzing how social ties be-
tween members of OBCs impact brand awareness, purchases, cus-
tomer satisfaction (Evanschitzky et al 2004; Cali and Kandampully
2013). In order to achieve this, the moderating factor of social ties
between OBC members and the brand was measured; along with the
strength of the effects generated by these on brand identity, eWOM,
brand advocacy and customer loyalty (Oliver 1999; Muniz O’Guinn
2001; Lawer and Knox 2006).

An inductive ontology with an interpretive approach and conve-
nience sampling (non-probability sampling) was used in this research
(Couper 2000; Hair, Bush and Ortinau 2009). A BOS questionnaire
(University of Bristol 2016) was developed as it allows the measure-
ment of quantifiable data such as the social tie strength, reach, and
relationships taking place in OBC’s (Marsden and Campbell 1984;
Oppenheim 1992; Skitka and Sargis 2006).

Results from the data collected corroborated this theoretical
concept as it demonstrated that friends are the foremost influential
force for learning, joining and engaging in OBCs as these provide
advice and support while brand content was the main driver of pur-
chases. Furthermore, members who joined the OBC because they
had previous social ties with other members exhibited a stronger at-
tachment to the OBC and the brand than those who did not.

This research found that while relationships and belongings in
OBC are driven by its members, awareness and eWOM are driven by
both the brand and its members. Thus, a strong relationship between
brand identity, loyalty and advocacy in members of online brand
communities was confirmed.

Future research arising from this research could expand on the
role of frequency of access and customer-engagement as moderating
factors in the development of ties between consumers and the brand.
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INTRODUCTION

An increasing number of firms have recently begun to use cus-
tomer experience (CX) as a key element outside the classic variables
of product and price that differentiates them from their competition.
Both marketing academics and practitioners insist that a largely posi-
tive CX will create a unique, sustainable advantage over time for any
firm that can create it.

Berry et al. (2002) indicate that CX is the most important value
proposition in an exchange relationship, as it encourages customer
loyalty and willingness to pay a higher price. Along these lines, Gen-
tile et al. (2007) argue that having a positive CX can promote cre-
ation of a unique emotional connection between brand and customer
and thus favor higher levels of loyalty.

CX has been widely conceptualized as the result of customer
perception of and contact with all aspects of the store’s offerings,
including not only the obvious characteristics and quality of cus-
tomer service but also product characteristics—ease of use, advertis-
ing, and reliability (Meyer and Schwager, 2007). CX occurs when
customers interact with products (product experience) and a store’s
physical environment (shopping experience), and consume its prod-
ucts (consumption experience) (Brakus et al., 2009). It thus extends
from the early formation of expectations to subsequent evaluation of
a consumption situation and occurs in different retail channels (Ver-
hoef et al., 2009).

This broad conceptualization of CX has produced a vaguely
defined concept, for which there is little empirical evidence to de-
termine measurement, reach, and implications (Verhoef et al., 2009).
Research on empirical validation of the CX highlights the work of
Brakus et al. (2009), who developed a scale to measure CX with
the product, specifically with the brand. The authors propose four
dimensions of CX with brand: (1) intellectual, (2) sensory, (3) affec-
tive, and (4) behavioral. Other studies emerge subsequently to tackle
construction of a scale to measure CX of services (Bagdare and Ra-
jnish, 2013; Klaus and Maklan, 2013; Seung-Hyun et al., 2011), but
these studies use antecedents and consequences of CX (quality of
service, trust, and experience using the product, among others) in
defining the scale’s components.

To avoid the ambiguity currently involved in measuring CX,
institutions and researchers advocate more scholarly research. In the
retail context, Verhoef et al. (2009) propose a conceptual framework
for CX and call for development of a scale to measure in-store cus-
tomer experience (ISCX) broadly, going beyond classical cognitive
evaluations and affective responses to shopping stimuli. The Market-
ing Science Institute (MSI)’s research priorities for 2012-2014 and
2014-2016 also indicate the need for more in-depth research related
to CX in a shopping environment and measurement of this experi-
ence.

Based on the foregoing, this paper proposes a first approxima-
tion in the construction of a scale for measure ISCX. To do so, it
takes the conceptual model developed by Verhoef et al. (2009) in
the retail environment as a reference for the four possible compo-
nents that define ISCX: (1) cognitive, (2) affective, (3) social, and
(4) physical. These components constitute the current study’s basis
for developing the scale for ISCX. The study is structured as fol-
lows: First, an extensive review of the specialized literature in areas
such as marketing, social and cognitive psychology, and ergonom-
ics is performed to define and conceptualize each of the components

of ISCX. The review determines the content to be assigned to the
components of ISCX and enables creation of an initial set of items
sufficiently inclusive to construct the scale. A qualitative investiga-
tion is then performed to better understand the different experiences
that occur in the retail store, how they occur, and how they affect
judgments, attitudes, and other aspects of customer behavior. Then
an exploratory factorial analysis is applied to reduce the initial set of
items to obtain a first approximation to an ISCX scale. Finally, the
theoretical-practical implications of the research are developed and
the limitations and future lines of research presented.

THEORETICAL FRAMEWORK

One of the first research papers to show the importance of in-
cluding the “experiential view” in studies of customer behavior is
Holbrook and Hirschman (1982). These authors understand con-
sumption “as [a] primarily subjective state of consciousness with a
variety of symbolic meaning, hedonic responses and esthetic crite-
ria” (p. 132). It is not until Pine and Gilmore (1998), however, that
CX begins to be conceived as a relevant issue in the marketing lit-
erature. Pine and Gilmore glimpse what would become a new era in
the economy, “the Experience Economy,” in which customers seek
situations of consumption with high symbolic and affective charges
that combine amongst themselves to create a holistic, lasting per-
sonal experience. According to these authors, customers want more
than high-quality products and services; they want satisfying con-
sumption experiences.

The field of psychology defines experiences as the individual’s
internal, subjective responses to a stimulus. Experiences can be of
different kinds, each with its own inherent structures and processes
(Schmitt, 1999). Based on this assumption, Schmitt’s defines expe-
riential marketing as the interaction of five kinds of experience: sen-
sory, affective, cognitive, physical, and social, all of which are the
product of specific marketing stimuli. Experiences can occur in any
direct or indirect contact between customers and firm (Meyer and
Schwager, 2007). Direct contact generally occurs in the process of
buying and using the product/service and is usually initiated by the
customer. Indirect contact typically involves unplanned encounters
with representations of a firm’s products, services, or brands and is
expressed in other customers’ recommendations or criticism, news,
reviews, etc.

In retail services, CX can be created both by elements controlled
by the retailer (service interface, atmosphere, variety, price, store
brand) and by elements outside his/her control (influence of third
parties, reason for buying, situational factors) (Verhoef et al., 2009).
These authors conceive CX as a holistic construct that includes the
customer’s cognitive, affective, social, and physical responses to the
retailer.

Components of customer experience

Based on the foregoing, this article analyzes CX in the retail set-
ting, specifically, the ISCX. It conceives this experience as a holistic
construct that includes cognitive, affective, social, and physical cus-
tomer response to the store environment (Verhoef et al., 2009). Each
of the following sections develops one of these responses.

Cognitive experience

In its most generally accepted form, the concept of cognition
indicates the faculty people use to process information from percep-
tion, knowledge acquired, and subjective characteristics that permit

Latin America Advances in Consumer Research
Volume 4, © 2017



them to evaluate and consider some issues to the detriment of others
(Da Silva and Syed, 2006; Dimofte, 2010). This definition concurs
with the approach developed from the marketing perspective in Gar-
barino and Edell (1997), who indicate that cognition is nothing but
the knowledge acquired through a combination of direct experience
of the object that enables cognition and information related to vari-
ous sources.

In this respect, the cognitive component is defined as the ca-
pability of marketing stimuli to activate the customer mentally,
whether through direct experience with the object that provides the
cognition, or by combining an object with related information from
diverse sources to foster novelty, relevance, and learning.

Affective experience

The affective system is conceptualized as a “valenced feeling
state,” with mood and emotion integral to its composition (Erevelles,
1998; Richins, 1997). Affective responses vary in intensity, from
slightly positive or negative moods to intense positive or negative
emotions (Schmitt, 1999). In studying of CX, it is more appropriate
to focus on emotions than on moods, since emotions are associated
with an object that stimulates them and are more intense, whereas
moods are not generally associated with an object that stimulates
them and are lower in intensity (Erevelles, 1998).

This difference explains why emotions play a constructive role
in human experience (Cacioppo and Gardner, 1999). They refer to
a mental state that emerges as a result of the cognitive evaluations
of events or thoughts. Emotions are phenomenological in tone, are
accompanied by physiological processes often expressed physi-
cally (for example, gestures, postures, and facial expressions), and
can give rise to specific actions that reaffirm or come to terms with
the emotion, depending on its nature and meaning for the person
(Bagozzi et al., 1999).

An affective experience is thus defined as the intrinsic attrac-
tion or aversion to an event, object, or situation. It is included in
the components of customer experience because marketing stimuli
can provoke feelings and emotions in customers. These feelings and
emotions contribute to creating affective experiences that in turn
affect customer behavior toward the brand/store that causes them.
These experiences range from slightly positive moods connected
with a brand/store to influence on the emotional value of aspects of
the brand/store.

Social experience

The social component of ISCX is based on the quality and in-
tensity of the relationships that can arise between the individual’s
ideal, the “Self” and other people with whom he/she interacts. It is
thus interpreted as the individual’s relationship with a broader so-
cial system, where relationships with the members who compose the
system can be established with different degrees of strength (Ouwer-
sloot and Odekerken, 2008). These relationships range from relative-
ly simple identification with a reference group, in which customers
feel connections with other users, to the formation of more complex
human interactions around a brand that acts as the center of the social
organization, termed brand community (Schmitt, 1999).

Under this approach, the social component of ISCX is grounded
in the quality and intensity of the relationships that can emerge be-
tween the individual and other people who interact in a social envi-
ronment (retail store). The social component is thus interpreted as
the relationship a customer can achieve with a social system (store)
in which he or she interacts with the members who compose it. This
interaction is established between two groups of members: (1) cus-
tomer - employees (Menon and Dubé, 2000; Hu and Jasper, 2006;
Pan and Zinkhan, 2006), and (2) customer - customer (Parker and
Ward; 2000; Yoo et al., 2012; Moore et al., 2005).
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3.4. Physical experience

The physical component of customer experience refers to the
customer’s physiological responses in his or her interaction with the
environment (Bitner, 1992). A physical experience is cemented in
the customer’s physiological response to a specific environment.
This response can be described in terms of well-being/comfort or
lack of well-being/discomfort (Kuiji-Evers et al., 2004; deLooze et
al., 2003). Comfort is a state of physiological pleasure and physical
harmony between individual and environment. It is the individual’s
subjective sensation of well-being in response to his/her environ-
ment (deLooze et al., 2003; Kuijt-Evers et al., 2004). The contrasting
state of discomfort is a general state of ill-being or malaise perceived
mainly on the muscular level (generates tension, fatigue, exhaustion,
and pain, among other responses) in reaction to the environment
(Frey et al., 2010; Lan et al., 2010).

In this sense, the physical component of customer experience is
thus grounded in the customer’s internal physiological response to
the store environment. This response is described in terms of well-
being/comfort or physical ill-being/discomfort fostered by the store
atmosphere (Bitner, 1992; Skandrani et al., 2011).

METHODOLOGY

From what has been discussed in Jarvis et al. (2003) and Mack-
enzie et al. (2011), it is considered that the best configuration that
can take the ISCX scale, is that of a second order formative con-
struct. Consequently, construction of the scale follows the method-
ology proposed by Diamantopoulos and Winklhofer (2005), which
includes two phases: (1) Item generation and selection; (2) Initial
purification and dimensionality of the scale.

Item generation and selection

Generating the initial set of items for each component of the
scale—cognitive, affective, social, and physical—requires both a re-
view of the specialized literature and qualitative research. The items
to capture the cognitive component of ISCX attempt to determine
the mental responses to the marketing stimuli that the retailer store
uses. The items thus arise from adaptations of the scales designed
by Brakus et al. (2009), and Garbarino and Edell (1997). The items
of the affective component of ISCX are constructed using scales de-
signed by Laros and Steenkamp (2005) and Richins (1997). These
scales represent the variety of emotions that customers experience
with greatest frequency as a response to marketing stimuli in shop-
ping situations.

The items for the social component of ISCX are adapted from
scales developed by Moore and Moore (2005), Hu and Jasper
(2006), and Pan and Zinkhan (2006). The items are written to en-
able determination of social experience in customer-customer and
customer-employee interaction. Finally, the items of the physical ex-
perience are adapted from studies by De Looze et al. (2003), Lan et
al. (2010), and Skandrianni et al. (2011). These items seek capture
the customer's physiological response in his/her interactions with
the servicescape.

Immediately after, a qualitative research with 14 shoppers (Uni-
versity undergraduates in business administration from the Autono-
mous University of Madrid in Spain) is performed to confirm the
applicability and/or adaptability of the items obtained in the theoreti-
cal review to the specific study context and to identify appropriate
stores for evaluating customer experience in the retail environment.
The goal was to explore how well the theory reviewed on ISCX and
its components fit shopping situations in retail stores in Spain. The
participants in the qualitative research write a diary recounting in the
greatest detail possible all aspects of their ISCX (thoughts, feelings,
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emotions, and sensations experienced with the different stimuli, ac-
tivities, and spaces provided by the retailer in its store).

The results of both theoretical review and qualitative research
yield an initial refined data set of 86 items and 6 store chains, those
most highly valued in some components of purchasing experience.
The chains are Decathlon (sporting goods retailer), Fnac (retailer of
leisure and culture products), Sephora (retailer of beauty and per-
sonal hygiene products), Abercrombie & Fitch (clothing retailer),
Apple Store (technology products retailer), and lkea (furniture re-
tailer). The first three chains commercialize a variety of brands in
their stores, whereas the last three sell only their store brand.

Finally, a pre-test of the initial questionnaire is performed on 15
shoppers in the chains mentioned above. The shoppers evaluate the
86 items on an 11-point Likert-type scale from 0 (totally disagree) to
10 (totally agree). Redundant items are eliminated, reducing the set
to 60 items, of which 11 measure cognitive experience, 19 affective
experience, 12 social experience, and 18 physical experience.

Phase 2: Initial purification and dimensionality of the scale

A personal interview at the store exit was used to determine
shoppers’ perceptions of the items in the proposed scale for ISCX. A
total of 850 completed questionnaires were obtained, of which 800
were valid. The distribution of questionnaires by store was: Fnac
(176), Sephora (101), Decathlon (160), Ikea (155), Abercrombie
(106), and Apple Store (102). The sociodemographic profile of the
interviewees was 56.6% women and 43.4% men. The majority were
18-30 years old (57.6%), worked outside the home (70.1%), had
studied at the university (63.9%), and had a medium-low income
(82.2%).

An initial exploratory factor analysis of the data was per-
formed to eliminate the items with factor loadings lower than
0.60 (Hair et al., 1999). This analysis reduced the set of items to
32, and five components that explain 71.56% of the variance in the
data. It was employed a factor extraction method called principal
components analysis, and a factor analysis rotation denominate
varimax method. The measure of sampling adequacy Kaiser-Mey-
er-Olkin (KMO) showed a value of 0.94. and the Barlett Spheric-
ity test takes a value of X7no: = 35579.02;p < 0.001
X12.081 = 35579.02; p < 0.001, proving to be statistically
significant. The results obtained support the components of ISCX
proposed in the theoretical review, indicating five factors: (1) Cog-
nitive experience, (2) Affective experiences, (3) Social experiences
with customers, (4) Social experiences with employees, and (5)
Physical experiences. Table 1 shows the factor loadings of the items
on the components, percentage of the variance explain per factor,
and the internal consistency of each component (Alpha Cronbach).

The correlations between components of the ISCX are present-
ed in the table 2. All correlations were significant (P < 0.01), demon-
strating the fact that ISCX components share common factors. This
result, together with the results of the exploratory factorial analysis,
allows us to point out with certainty the goodness-of-fit of the model
in the initial reduction of items.

DISCUSSION

This study shows a first approximation to the measurement of
an ISCX scale. Therefore, in a first section a part of the extensive
theoretical revision is shown, and in the second one it is taught the
methodology used to make a first sifting of items.

In relation to the conceptual framework, we would like to point
out that constructing the conceptual framework developed in the re-
search was a complex task due to the significant gaps in the market-
ing literature’s conceptualization and generalization of each compo-
nent involved in ISCX. Other scholarly disciplines were required to

approach the topic from different directions—hence the frequency of
multiple references from the fields of cognitive, social, and environ-
mental psychology and ergonomics.

The results indicate that an ISCX scale has a clear multidi-
mensional character. With an initial composition of five factors: (1)
cognitive, (2) affective, (3) social with employees, (4) social with
other consumers, and (5) physical. Each factor has a high internal
consistency, which together with the psychometric qualities of EFA
make the first and second stage in the measurement of an ISCX scale
is more than satisfactory.

Each level of aggregation observed in this first approach of
construction of the scale ISCX has great theoretical importance, spe-
cifically at the level of the observable variables, with the following
significant implications. The cognitive items refer to a specific pat-
tern of neuronal activation (thoughts). These activation patterns must
in principal can be stored, and in some cases even reproduced, in
the absence of the stimulus that caused them (Garbarino and Edell,
1997; Smith and Swinyar, 1988). Only so can the information they
contribute be recovered and used in different contexts.

The affective items reflect important emotional descriptors with
a positive valence, which can in themselves cause greater activation
in the region of the brain involved in decision making, among other
processes (Davidson et al., 1999). If a stimulus is well designed to
awaken emotions such as happiness, optimism, etc, a customer will
be more likely to choose that stimulus, as well as its meaning and
what the meaning implies. This insight is fundamental. It helps to
restrict the number of options, reduce the time required to make deci-
sions, and simplify the evaluation of options.

Some items of the social component are related to social expe-
rience with customer’s. Other items are related to social experience
with employees. The two groups of items reflect the level of plea-
sure and importance a customer grants the social experience with
the retailer. This means that the customer wants not only the func-
tional benefits inherent in interaction with customers and employees
but also the social benefits (Hu and Jasper, 2006; Pan and Zinkhan,
2006), which range from casual conversation with employees to a
deep feeling of social involvement with the retail store.

Finally, the items of the physical component represent the im-
portance of physiological well-being during the shopping experi-
ence. Experiencing a physical response of energy, vitality, comfort,
relaxation, etc, during the store visit reveals the customer’s state of
physiological well-being and physical harmony with the store envi-
ronment (Kuijt-Evers et al., 2004). Such well-being translates into
greater attraction to the retail store, which also influences feelings
and beliefs about it and about the people who interact there (Baker
et al., 1992). A neglected, unattractive environment that causes the
customer physical discomfort, will generally have a negative effect
on the shopping experience.

The ISCX scale proposed here (Still missing validation stages)
provides a useful tool for academics and practitioners to continue re-
search on the possible stimuli to improve ISCX and its components,
as well as to analyze the economic and relational consequences of
obtaining better levels of ISCX.

The research performed is not without the limitations explained
here. It is necessary from the results shown make a confirmatory
analysis to have a final purification process items. Once a definitive
scale of ISCX is obtained, it should be validated in different coun-
tries and commercial contexts, to obtain a check of its generality.
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Table 1
Exploratory factor analysis and internal consistency

Items of the ISCX scale

Factor load

Factor 1

Factor 2

Factor 3

Factor 4

Factor 5

The environment of this retail store, the display of its products,
services, etc.:

Makes me think and reflect (CE2)

Teaches me interesting things (CE4)

Awakens my curiosity (CES)

Awakens my creativity (CE6)

Brings interesting ideas to mind (CE7)

Inspires me (CE9)

Interests me (CE10)

0.67
0.66
0.63
0.74
0.73
0.69
0.62

The environment of this retail store, the display of its products,
services, etc., make me feel:
In a good mood (AE1)
Contented (AE2)

Happy (AE3)

Optimistic (AE4)

Hopeful (AES)

Enthusiastic (AE6)

Thrilled (AE7)

Surprised (AE8)

Amazed (AE9)

Astonished (AE10)

0.77
0.81
0.82
0.82
0.77
0.78
0.80
0.66
0.68
0.69

Of social interaction in this store, I would say that:

I like to advice customers who ask my opinion on this store’s products/
services (SEC1)

I am interested in the opinions of customers who shop at this store (SEC3)

I like to share opinions with this store’s customers (SECS5)

1 like to interact with this store’s customers (SEC6)

I like being a member of the community of customers who shop at this store
(SECT)

0.82
0.81
0.78
0.85

0.84

Of social interaction in this store, I would say that:

I like to give my opinion to this store’s employees (SEE1)

I like to receive advice from this store’s employees (SEE2)

I am interested in the opinions of this store’s employees (SEE3)
I like to share my opinions with this store’s employees (SEE4)
I like to interact with this store’s employees (SEES)

0.61
0.83
0.83
0.78
0.79

The environment of this retail store, the display of its products, services,
etc., make me feel:

Energy (PE1)

Vitality (PE2)

Comfort (PE3)

Relaxation (PE4)

Well-being (PES5)

0.70
0.70
0.93
0.90
0.62

Eigenvalue

12.36

9.25

6.32

4.76

2.92

Variance per factor (%)

26.02

17.13

11.32

6.87

5.03

Cronbach'’s alpha

0.92

0.96

0.90

0.91

0.93

*p<0.001

Table 2. Pearson's correlation between components of the ISCX.

Affective SEE

SEC

Physical

Total scale

Cognitive 0.584 0.32

0.31

0.54

0.64

Affective 0.29

0.24

0.63

0.73

SEE

0.56

0.39

0.69

SEC

0.35

0.71

Physical

0.67

Note: SEE= Social experience with employees; SEC= Social experience with customers.

**% p-valor < 0,01; ** p-valor < 0,05; * p-valor <0,10.
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Beyond Emotional Labor in Hedonic Servicescapes
Nacima Ourahmoune, KEDGE Business School, France

INTRODUCTION AND FRAMEWORK
DEVELOPMENT

Consumer culture theory has tackled the topic of service pro-
viders of hedonic experiences for consumers (Deighton, 1992; Ar-
nould and Price 1993; Penaloza and Gilly 1999; Borghini et al.
2009; Goulding et al. 2009; Kozinets et al. 2004; Sherry et al. 2004;
Thompson and Arsel 2004; Joy and Sherry 2003, Ustuner and
Thompson 2012). Yet are missing the sexualized aspects as per-
formed by service providers and consumed on site.” The role of the
body in these performances is central. CCT engaged in conceptu-
alization of the body through consumer reprezentations and brand-
ing strategies mainly. In this paper we look at how the workers
in touristic resort display bodily performances and how it affects
them as well as the touristic experience. The Body related to work
purposes differs from consumption: it is erased for factory work-
ers (body as tool), it is prominent in services (consider the fash-
ion shopping experience for instance). Organization studies refer
to Emotional Labor in servicescapes. ‘Emotional labor’ (Hoschild
1983) is emotion management within the workplace according to
employer expectations. It creates a situation in which this emotion
management can be exchanged in the marketplace. According to
Hochschild (1983), jobs involving emotional labor require face-to-
face or voice-to-voice contact with the public; require the worker to
produce an emotional state in another person; allow the employer,
through training and supervision, to exercise a degree of control
over the emotional activities of employees. This theory of Emo-
tional Labor discussed in term of style of management, leadership
is also recently questioned in terms of Ethics (Smith, 2005; Lut and
Guyz, 2015). We argue in this research that ‘emotional labor’ does
not capture the full process of employees’ bodily performances, and
especially the aspects of eroticization. Moreover, most research oc-
curs in the West and does not address post-colonial contexts. We
investigate a Latin-American context, the Dominican Republic as
the leading touristic destination in the Caribbean.

METHOD

This research builds on a longitudinal ethnographic research:
10 years= over 40 weeks in the field. A group of Dominican people
part of the staff in a resort representative of the local offer were en-
countered multiple times from a stay to another enriching the data
collection. I did share activities with informants (local dance, disco,
visit of native towns/family...). I performed observations, informal/
formal interviews; hundreds photographs were also taken. Some in-
formants stay in contact via social media allowing on-going discus-
sions. In depth Interviews took place in Punta Cana, lasted 40min-
2h. I interviewed (17 Dominican men working in Punta Cana; 12
Dominican women working in Punta Cana). The interviews followed
McCracken’s (1988) recommendations and allowed freedom to the
informants to tell their stories without setting a structured agenda for
the interview. The role of the interviewer is to ask for descriptions
and prompt for details while the major themes under-investigation
appeared spontaneously during a “natural conversation” (Thompson,
Locander and Pollio 1989). Several interviews with the same infor-
mant over time and discussions of preliminary results with some oth-
ers enrich the research design.

RESULTS

Leveraging Eroticization scripts in post-colonial hedonic ser-
vicescapes

Resorts management teams do build on uniforms to display the
language of erotics and status (tight cuts, short skirts, transparent
pants...). Most of resorts do also play the confusion of the native
body with nature through tropical prints and cuts that exaggerate
some body features (and re-update the colonial fascination of the
mestizo bodyshape). The selection of bodies and light skinned work-
er for functions of representation is common. When dark skinned
bodies are involved (animation staff) the scripts are sexualized. In
the recent years the researcher and the informants noticed some fam-
ily resorts that claim being far from sex tourism yet have intensified
the narrative of eroticization in the disco choregraphy for instance
yet maintaining prohibition of close contact between clients and
staff. This actually leads to informal prostitution as a response from
employees under-subordination; it also feeds tourists’ frustration at-
tracted by the sensualized atmosphere constructed by means of mar-
keting. Locating the micro in the macro, we can show the tourism
industry portrays these places as “paradise,” “unspoiled” “sensuous”
or other distortions, presumably to compensate for the obvious pov-
erty beyond the hotel or sightseeing bus. Kempadoo (2004) mentions
how the tourism industry extends the colonial narrative of the sensu-
ous Caribbean (the myth of the unchanged, the myth of the unre-
strained, the myth of the uncivilized) that ultimately leads locals to
sell their bodies to transnational consumers.

Eroticscape: behind the scene

Most of my informants met about 8 to 10 years ago do smoke
now, drink sometimes heavily (Jackson became alcoholic, he was
fired), and do experience mental and physical health issues: dimin-
ished self-esteem, sexual permissiveness and an increased propensity
for high-risk sexual activity among others; unhealthy dieting, eating
disorders, and surgical procedures to remedy their perceived inad-
equacies; sleep issues (pills, drugs)

My informants are self-reflexive and confide about a more de-
manding management in terms of attractiveness and eroticization: in
this context some embody the neoliberal vision and use their body
to earn a living; for some of them this became a gate to informal
prostitution, for others this has created a moral conflict. To escape
this reality some took heavy life decisions: Melvin went back to the
difficult « Dominican Life » earning less in his hometown; Michael
Angelo is a priest now (radical transformation), Miguel left the job,
his country and his family, this was possible thanks to a marriage
with an Italian tourist he was not yet in love with. These narratives
demonstrate a subtle use of erotic capital as we discuss next going
beyond emotional labor, yet without further upward mobility as a
compensation for the display of erotic capital by workers.

DISCUSSION AND CONCLUSIONS

We contribute a discussion of erotic capital (Hakim, 2010).
Erotic capital is the “fourth personal asset” (Hakim, 2010: 500),
which, together with social, cultural and economic capital, completes
Bourdieu’s (1984, 1997) formulation of the resources that organize
systems of stratification. Our findings seem to confirm beyond emo-
tional labor, servicescapes do deal with issues of erotic capital. Ha-
kim focuses on women, I extend the evidence of the phenomenon
to men in a Latin-American context. Beyond moral judgement, our
field questions the ability of erotic capital to address gender in-
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equality and the ability to empower staff through erotic capital. I
suggest that the central problem with Hakim’s analysis is that she
appropriates Bourdieu’s concept of capital but ignores the broader
framework in which he embedded it—field theory. Hakim’s theory
overestimates individual agency to the expense of a more nuanced

attention to structure. By contrast, we propose the erotic capital if it
allows individuals to access work it rarely equates social promotion,
it can also alter self-esteem and reinforce major (structural) social
and racial binary oppositions.



The Cultural Agenda And Leisure Time In Medellin,

From The Perspective Of The Online Content Experiences Shared
Laura Rojas De Francisco, Universidad EAFIT, Colombia
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EXTENDED ABSTRACT

The offer of the cultural agenda to attend museums, perform-
ing arts events, galleries, literary encounters, narration or any event
related to the production of creators of the cultural industry, projects
related aspects that can show what a city like Medellin, can represent
for the solution of leisure needs of both its inhabitants and visitors.

The organization in which culture is produced, managed and
promoted must be centered on reaching out users, consumers, public
or customers of cultural products and also guide creators and manag-
ers to reach them. This requires promotional efforts, which in many
cases may be easier to implement, when individuals and organiza-
tions use information and communication technologies - ICT, to
publicly share content in social networks like the wall on Facebook,
or by Twitter, Instagram or other microblogging services and appli-
cations.

Also, is important to have in mind that this services, facilitate
not only information, but also make possible the interaction between
users, so this provides an opportunity to announce the cultural prod-
ucts and events and also to research what consumers want in their
interactions and thus, determine the aspects in which can be neces-
sary to focus the cultural production in its promotion.

The study from which this article arose, is framed in the stud-
ies of leisure from the cultural perspective, that comprises the cul-
tural production and cultural creations and products that people can
choose to do leisure activities and enjoy cultural events during their
free time. Also finds fundaments in the creative industries perspec-
tive, to understand the processes in which the creativity joins cultural
manifestations, to produce cultural products and services of econom-
ic importance.

Inside the creative industries, cultural productions and events
there is an option to enjoy cultural activities experimented in a social
context, in which socio-economic aspects, have implications in the
constitution of a place reputation or brand.

The study finds data considering cultural agenda and possibili-
ties in the city of Medellin and thus seeks the shared contents about
topics of music, poetry, painting, sculpture, dance, photography,
body and theatrical expression, or all those that contribute to the ex-
pression of identity, in online interaction between creators, managers
and cultural organizations. This document shows how information
about the cultural offer is explored and the content published online
is analyzed, in order to detect or understand how ICT users interact
and share their opinions about cultural products and events happen-
ing in the city.

To achieve this, the study uses a methodology that includes the
use of web analytics, web scrapping and data mining using the IBM
Bluemix’s API; tools that provide data and information that once fil-
tered through refine software, can establish the sources where infor-
mation about cultural leisure is shared by users and cultural organiza-
tions in digital contents. Those contents considered as small data, are
extracted, filtered and analyzed using CADQAS software, in order to
establish social actors, networks, nodes and subjects.

In addition, when analyzing the complexity in social networks
and its relationships, it is sought to have a preliminary view on the
degree of effectiveness of the strategies thus implemented. To do
that, the contents of the messages are codified and classified to obtain
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thematic categories that can be interpreted and analyzed to under-
stand what is the subject of the conversation.

Findings show that the contents management don’t have a con-
stant flow, have an occasional character and are dispersed, there is
not a center in which converges or articulate the efforts. Thus, rather
than seeing it as a problem, is good news, as that provides evidence
that these strategies exist and there is interest in using these channels
of communication and that suppose a chance to find more efficient
ways to formulate strategies for cultural marketing promotion.

There are also examples of good practices of nodes and origi-
nators of information. What is required is to join efforts to improve
dissemination, following marketing strategies throughout the year,
strengthening those made by the different cultural actors detected
and monitoring content management to get in touch with actors and
organizations found.

The information found allowed the identification of initiatives,
social actors and trends related to the promotion and cultural agenda
of Medellin, in social networks; which can be seen as an input for
the design of marketing strategies that both creators and cultural or-
ganizations can use in their plans and tactics of communication and
promotion.

This exploration and the subsequent analysis that can be done
on what is found can support the identification of the city cultural
agenda and understand the promotion mechanisms and strategies
used, as well as the responses of users of digital social networks and
consumers of cultural creations and artistic activities. It also reflects
aspects that outline the identity of the city and contribute to the cre-
ation of a city-brand for Medellin.

Keywords: cultural marketing, communication strategy, social
network analysis

REFERENCES

Boorsma, M., & Chiaravalloti, F. (2010). Arts Marketing
Performance: An Artistic-Mission-Led Approach to
Evaluation. The Journal of Arts Management, Law, and
Society, 40(4), 297-317. http://doi.org/10.1080/10632921.201
0.525067

Coalter, F. (1997). Leisure sciences and leisure studies:

Different concept, same crisis? Leisure Sciences. http://doi.
org/10.1080/01490409709512254

De Grazia, S. (1994.). Oftime, work, and leisure. New York:
Vintage Books ed.

Glancy, M. (1995). Studying the social aspects of leisure:
Development of the multiple-method field investigation model
(MMF]I). Journal of Leisure Research, 27(4), 305-323.

Haworth, J., & Lewis, S. (2005). Work, leisure and well-being.
British Journal of Guidance & Counselling, 33(1), 67-79.
http://doi.org/10.1080/03069880412331335902

Hesmondhalgh, D. (2010). User-generated content, free labour and
the cultural industries. Ephemera: Theory and Politics 10(3/4),
267-284.

Hesmondhalgh, D. (2013). The Cultural Industries: (3rd ed.).
Leeds: Sage.

Latin America Advances in Consumer Research
Volume 4, © 2017



84 / The Cultural Agenda And Leisure Time In Medellin, From The Perspective Of The Online Content Experiences Shared

Hills, P., Argyle, M., & Reeves, R. (2000). Individual differences in
leisure satisfactions: an investigation of four theories of leisure
motivation. Personality and Individual Differences, 28(4),
763-779.

Iso-Ahola, S. E. (1980). The social psychology of leisure and
recreation. In D. Gray, R. Kaplan, & A. Lockhart (Eds.), Social
Psychology. Toledo, OH: C.Brown Company Publishers.

Kamara, Y. (2004). Keys to Successful Cultural Enterprise
Development in Developing Countries. UNESCO Arts and
Cultural Enterprise Division. New York

Kaplan, A. M., & Haenlein, M. (2010). Users of the world,
unite! The challenges and opportunities of Social Media.
Business Horizons, 53(1), 59—68. http://doi.org/10.1016/j.
bushor.2009.09.003

Kyle, G., & Chick, G. (2002). The social nature of leisure
involvement. Journal of Leisure Research, 34(4), 426—448.

Lingo, E. L., & Tepper, S. J. (2013). Looking Back, Looking
Forward: Arts-Based Careers and Creative Work.

Work and Occupations, 40(4), 337-363. http://doi.
org/10.1177/0730888413505229

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new
hybrid element of the promotion mix. Business Horizons,
52(4), 357-365. http://doi.org/10.1016/j.bushor.2009.03.002

Mannell, R., & Kleiber, D. (1997). 4 social psychology of leisure.
Social Psychology. State College, PA: Venture Publishing inc.

Miettinen, S. (2011). Service Design: New Methods for Innovating
Digital User Experiences for Leisure. In Lytras M (Ed) Digital
Culture and E-Tourism: Technologies, (pp. 36-38). http://doi.
org/10.4018/978-1-61520-867-8.ch003

Miller, T. (2009). From Creative to Cultural Industries.

Cultural Studies, 23(1), 88-99. http://doi.
org/10.1080/09502380802326660

Parker, S. (1998). The future of leisure: making leisure work: a
rejoinder. Leisure Studies, 17(1), 53-55.

Ravenscroft, N., & Gilchrist, P. (2008). The emergent working
society of leisure. Journal of Leisure Research, 41(September),
1-35. Retrieved from

Shahhosseini, A., & Tohidy Ardahaey, F. (2011). Marketing Mix
Practices in the Cultural Industry. International Journal of
Business and Management. 6(8) 230-234

UNESCO. (2013). Informe sobre la economia creativa: ampliar
cauces de desarrollo local. New York - Paris. UNESCO



The Role of Perceived Consumer Effectiveness in Recycling Behavior:

an Indirect Pathway Through Another Pro-environmental Behavior
Claudia Arias, Universidad de Los Andes, Colombia

EXTENDED ABSTRACT

Sustainable development requires encouraging a responsible
consumption that involves the adoption of pro-environmental be-
haviors. Unfortunately, although people want to act sustainably, they
do not always do so. This phenomenon called behavioral gap has
encouraged the study of factors which influence the adoption of pro-
environmental behaviors. This study explores the role of Perceived
Consumer Effectiveness (PCE) in one of these behaviors: recycling.
We propose an approach in which PCE, defined as the individuals’
perception of the impact of their actions to solve problems (Kinnear,
Taylor, & Ahmed, 1974; Allen, 1982; Ellen et al., 1991), encourages
recycling through another pro-environmental behavior: reusing bags.

Recycling is an important behavior whose analysis in fifty years
has involved multiple factors that influence its adoption. These
variables involve motivators (volition) and facilitators (structures),
which can be both internal and external (Hornik et al, 1995; Mia-
fodzyeva y Brandt, 2013). The study of this multifaceted concept
requires the analysis of both the different factors and the interactions
among them. Few studies have addressed the interactions between
these variables to better understand how and why people choose to
recycle (e.g. individualism, collectivism and internal Locus of Con-
trol influence beliefs about recycling and these beliefs influence re-
cycling behavior (McCarty and Shrum, 2001). Moreover, attitudinal
variables could increase the likelihood of adopting recycling behav-
ior in the long term (Hornik et al, 1995). One of these variables is
PCE which has had remarkable value in the analysis of pro-environ-
mental behaviors, but little attention has received in relation to recy-
cling. Because PCE has explanatory power in sustainable conducts,
and because it could be even more effective in explaining specific
behaviors (Gill, Crosby & Taylor, 1986; Wiener y Doescher, 1991;
Rothbaum, Weisz, & Snyder, 1982), the study of PCE in relationship
with the specific behavior of recycling is relevant.

We propose two models to analyze this relationship. Because
PCE has shown significant and positive relationships with attitudes,
knowledge and aggregated behaviors related to environmental sus-
tainability (Webster, 1975; Ellen et al, 1991; Berger y Corbin, 1992),
we hypothesize that this variable will have the same relationship with
the specific behavior of recycling. We propose a first model of the
relationship between an aggregate index of PCE (perceived effec-
tiveness on the world, people and environment), and an aggregate

Graphic 1. Models

Muodel 1: Relationship between PCE index and Recyeling index
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index of recycling, composed of perceived knowledge, importance
of the recyclable attribute and recycling conduct (H1). However,
because neither the elements of the PCE index nor the elements of
the recycling index are sufficiently correlated to support the valid-
ity of a construct', we propose a second model focused directly on
the specific relationship between environmental PCE and recycling
behavior. In this model, we state the possibility of involving reuse
behavior as a mediating variable between PCE and recycling (H2).
Although other behaviors have not been involved in the analysis of
recycling, we suggest this idea since literature has highlighted the
importance of environmental experience in the adoption of sustain-
able consumption behaviors (Cherrier, 2006). Moreover, we decided
that using reusable bags could be a mediating behavior because it
is related to waste management like recycling; however, reducing,
reusing and recycling are different behaviors whose relationship de-
serves attention.

We use data from a wide study on sustainable consumption un-
dertaken in Colombia in 2015. A representative sample of 1286 peo-
ple was surveyed about biodiversity, consumption habits and opin-
ions on sustainability issues. Through multiple regression analysis by
OLS and using the Plug in PROCESS 2.11 in SPSS (Hayes, 2013),
we tested both hypotheses. The results show that there is a positive
and direct relationship between the indexes of PCE and recycling.
This finding supports H1, is consistent with the literature and high-
lights the importance of PCE in the analysis of recycling behavior.
For the second model, findings reveal that PCE influences reuse be-
havior and this in turn explains the adoption of recycling behavior.

Accordingly, this research suggests a possible path to explain
the adoption of recycling involving new factors like the individual’s
perceived effectiveness and other related behaviors; additionally, this
study opens a research agenda focused on the influences between pro-
environmental behaviors, the adoption of these behaviors in stages,
and the interaction of behaviors with attitudinal variables. Organi-
zations could increase the PCE to encourage sustainable conduct in
waste management; however, working on perceived effectiveness is
not enough. Organizations need to understand the behaviors’ charac-
teristics and differences if they are interested in fostering real adop-
tion of pro-environmental behaviors and closing the behavioral gap.

1 Cronbach’s Alpha: <0,5
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Financial Knowledge and Well-Being of Vulnerable Consumers:

The Financial Education Process of Low-Income Older People
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EXTENDED ABSTRACT

Having the research problem “how the financial education of
low-income older people is related to their well-being”, the litera-
ture review was based on several studies in a way they were con-
sidered to be those over 60 years-old (Moschis, Mosteller & Fatt,
2011; Szmigin & Carrigan; 2001; Yoon, Cole & Lee, 2009); financial
education (Parrotta & Johnson, 1998; Pham, Yap & Dowling, 2012;
Savoia, Saito e Santana, 2007; Tatzel, 2002; Williams, 2007) relied
on money/ credit/risk management, planning, savings and social wel-
fare; and well-being summarized into happiness, depression, and life
satisfaction (Burroughs & Rindfleisch, 2002; Diener, Oishi & Lucas,
2003; Hsee e Hastie, 2006; Martin & Hill, 2012).

Herein, in this current qualitative and exploratory study, respon-
dents were conveniently selected in Sdo Paulo, Brazil, reaching an
amount of 14 interviewees with 12 valid ones, in which 6 were female
and 6 male, between the ages of 60 and 82. It is important to men-
tion that for the selection of a low-income group, retired/financial-aided
interviewees were selected. Interviews had the total of 10 hours and
10 minutes of recorded content, and were transcribed by means of the
software Nvivo© 11, in a two phases: July 0of 2016 and January of 2017.

By these methodological proceedings (Flick, 2009; Gibbs, 2009;
Rubin & Rubin, 1995; Sampieri, Collado, & Lucio, 2006), fifteen codes
were identified: ten aimed at categorizing the financial knowledge of the
interviewees, called “awareness” (opportunity, resource management,
negotiation, credit, priority, ownership, investment, risk, planning, con-
trolling and results awareness); five aimed at the constructs related to
the financial education of the low-income olders (popular opinion, reli-
gious orientation, motivations, personal values, and barriers).

By way of explanation, these interviewees seemed to have a
more accurate opportunity awareness than the other financial knowl-
edge codes, since they did not know when they would have another
financial opportunity to acquire what they wanted/needed. By that,
the optimization of their yield resources, the investment on their chil-
dren’s education, the financial planning, and the usage of formal/ in-
formal credit were somehow consequences of the opportunities they
had, meanwhile risks were forgotten by the interviewees.

Furthermore, these awareness codes were guided by the ones
related to the financial education process (religious orientation might
change the priority awareness, for instance), which not only contrib-
uted to the interviewees’ awareness about finances, but also to their
well-being, which, in turn, was related to their most recent achieve-
ments rather than to its whole process defined by the literature (life
satisfaction as a combination of happy moments). In other words,
purchasing a meat would be as expressive as finishing paying a
house, if it was the last acquisition.

That is, it was seen that although the low-income aged people of
this study were somehow aware of finance, they might be based on
fallacies; and that despite the fact they wished they improved their
financial decisions, they saw themselves as dependents on opportuni-
ties, which were few. In addition, their financial knowledge and their
well-being seemed to be dependent on the financial education fac-
tors, fact that increased their vulnerability. Thus, these findings sug-
gest private or public practices that provide low-income older with
structured information/education, and also protection from financial
blows and frauds (i.e. they are not familiarized with technology just
as the case of digital banking services).

Besides that, it is relevant to remember that this study is lim-
ited in its literature review; in the selection criteria of the research
subjects (for the age and yield); in the places in where the subjects
could be found (Catholic churches and Christian congregations); as
well as in its data-collection technique and analysis. Hence, not only
future researches that take into consideration other age groups and
other older social classes but also studies with different research ap-
proaches and techniques are recommended.
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(Religious) Scapular and Devotion: Extended Self and Sacralization
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EXTENDED ABSTRACT

Accordingly to the study of Park and Baker (2007), goods
consumption is determining in order to mark consumers identity, one
of this identity marking occurs in religion, because it’s throughout
sacred symbols that individuals exteriorize and materialize their
faith. Meanwhile, Belk, Wallendorf and Serry (1989) set that a
gradual religion secularization and a secular sacralization. This study
aims to comprehend the process of the object (religious)scapular for
Catholics who wear it daily.

Belk (1988) developed theory of the extended self being an
important aspect of the relation between people and possessions in
which the meaning assigned for the individual to possession reflects
their own identity. Ahuvia (2005) contributes to Belk's findings
adding to material goods more than the possession idea, where one is
more important than the other due to the way it is treated and loved by
their owner. Among the goods taken into account as very important,
were found those related to religion. Religious consumption brings
in its essence a matter of individual spirituality, hence, individuals
chooses to consume some religious objects or activities which
in addition to their beliefs, values and meanings, are capable of
providing evidence and commitment to religiosity (Cosgel & Minkler,
2004), also, demonstrating societal belonging (Tajfel,1978). Araujo,
Vieira and Turano (2013) ratify this view specifically on Catholicism
when assuring the active impact of religion on consumer during
the process of acquiring a certain good or service. Considering the
sacred-profane analysis by Belk, Wallendorf and Sherry (1989), the
items which are considered sacred are represented by transcendental
experiences, those happen with specific religious objects and show
the six existing forms already identified of sacralization of goods in
consumption culture: rituals, quintessence, gift giving, collection,
heritage and for external sanction.

A qualitative research took place for this study, 15 semi-
structured interviews with Catholic scapular users from the city
of Maringa, located in the south of Brazil where 64.75% of the
population is catholic (IBGE, 2010). Interviews length were around
30 minutes and took place from October to November 2016; they
were recorded, transcribed and analyzed using category content
analysis (Bardin, 2008/1997).

It was possible to identify that the religious scapular has power
on social action of Catholics, due to it being a special possession
for owners who also give it a supernatural power. This protection
meaning is given to the scapular object for its sacralization that
occurs not only for religious beliefs but also for the act of gift
giving. All respondents related receiving the scapular as a gift from
a close family member (mother, grandmother) who recommended
it to be used daily as a mean of protection, and, onwards of this
gift giving ritual, the object was noticed as sacred and imbued with
protection meaning. The respondents showed clear affective memory
and the feeling transference related to “the Mother who protects”
to the scapular, which substituted the mother on protection act, as
the main function of the person who loves towards the loved one.

Ahuvia (2005) contributed to the understanding of this sacralization
that in addition to the religious strength it also carries the family
affection. The object demonstrates being the mother (birth mother)
presence transferred from her to the celestial mother, present in the
scapular. The scapular is therefore, an object socially constructed of
love, trough relationships and experiences shared, such as personal
matters, rituals and places. Possession is the physical evidence of
prior experiences, feelings and family relations (Ahuvia, 2005).

When possessing a scapular, people stated feeling capable of
acts that were considered impossible before possessing the object;
the strength was therefore attributed to the object. The scapular is
important for individual identification as part of a group, in order to
externalize one’s belief, and to feel protected and with the necessary
strength to achieve what wouldn't be possible without the scapular.

This study demonstrates its theoretical contributions about
sacred religious objects trough gift giving process, not only for
religious beliefs, the sacralization is done by the person who gives
the gift, transforming it in a loved and sacred object for double
protection meaning: religion and family. Because those who love
protect... and who would not want to feel loved?
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How Different Nutrition Information Formats

May Lead to Less Calorie Dense Food Choices
Julio Sevilla, University of Georgia, USA
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EXTENDED ABSTRACT

Past research has shown that consumers tend to make unhealthy
food choices even when they attend to caloric information and intend
to make healthy decisions (e.g. Balasubramanian & Cole 2002). One
of the factors responsible for such problem may be manufacturers’
lenient following of the regulations provided by the Nutritional La-
bel and Education Act (NLEA) of 1990, which establishes the por-
tion size that constitutes one serving of food. Despite this regulation,
manufacturers regularly report smaller serving sizes than established
by the NLEA, often with the intention to lead consumers to believe
their products have fewer calories and are healthier than they ac-
tually are (Mohr, Lichtenstein & Janiszewski 2011). Given eating
restrained consumers’ (Herman & Polivy 1980) tendency to look for
licenses to indulge (e.g. Fitzsimons, Nunes & Williams 2007; Wilcox
et al. 2009), it is not surprising that they tend to interpret the ambigu-
ity of such caloric information in a way that allows them to maximize
consumption (e.g. Aydinoglu & Krishna 2011). Furthermore, serving
size issue aside, consumers often overvalue the importance of con-
suming a product containing an absolute lower number of calories
(e.g. a small donut vs. a large bagel) to the detriment of attending to
other important food attributes such as caloric density (e.g. Wansink
2004), that is, the relationship between the size of a food item and
the absolute number of calories it contains. Caloric density has been
shown to be an important predictor of caloric consumption (Rolls et
al. 2004), as people become more full by the weight of a food than
by the amount of calories it contains (Rolls, Bell & Waugh 2000;
Rolls et al. 1998; Rolls, Morris & Roe 2002). Thus, this suggests that
consuming foods that are high on caloric density often results in an
overall higher amount of calories ingested.

These past findings suggest that consumers may benefit from
cues or instruments that hint them towards consuming foods that
have a lower calories per gram ratio or a lower caloric density, even
if they contain a larger amount of calories due to their higher volume
(e.g. a large bagel vs. a small donut), since these will be more fill-
ing and will likely decrease subsequent consumption. The current
work aims to introduce and test the effectiveness of one such tool: the
“Calories per gram ratio” label. By introducing this instrument, we
aim to teach consumers to make more informed and healthier food
choices that will lead them to reduce their total caloric intake. We
argue that this metric achieves this objective by allowing consumers
to easily compare the caloric density across different types of foods
that may vary on their weight and absolute number of calories.

In four studies we show that the use of the Calories per gram ra-
tio label leads consumers to reverse their choices in favor of healthier
options that have a lower caloric density (fewer calories per gram)
even in cases when these have an absolute higher number of calories.
Study 1 (N=288) showed initial evidence in favor of the effectiveness

89

of' the label in a design where participants selected a bagel or a donut.
In this study the bagel had a higher number of calories than the donut
but a lower calories per gram ratio. We obtained that when partici-
pants only had access to the traditional nutritional information they
were more likely to pick the donut (M, =52.8%) and believed this
item was healthier (M, =53.5%). However, this pattern reversed
in the presence of the label, as people were more likely to pick the
bagel (Mbagd:61 .8%; z=2.49, p =.01) and believed it was healthier
(Mbagcl:62.5%; z=2.72, p <.01). This suggests that using the label
nudges consumers towards making healthier choices and helps them
realize which item is healthier even if it has an absolute higher num-
ber of calories.

Study 2 (N=160) used a similar paradigm and replicated the ef-
fect with the use of packaged products: granola bars and chocolates.
As expected, we obtained that the healthier item, the granola bar, was
more likely to be chosen (M =65.5% vs. M =34.2%; z = 3.95, p <
.0001) and was perceived to be healthier (M=90.5% vs. 68.4%; z =
3.48, p <.001) when presented with the calories per gram ratio than
when only featured with the traditional nutrition information. Fur-
thermore, we showed that the effect of the label on choice was me-
diated by healthiness perceptions associated to the products [LLCI:
.11 to ULCI: .82].

Study 3 (N=274) showed that merely featuring the label can
improve a manufacturer’s choice share and healthiness perceptions.
Specifically, in this design we compared two potato chips products
that had the same nutritional information: Cape Cod and Kettle.
We showed that while Cape Cod was more likely to be chosen and
was perceived as healthier when only calories and grams (M
=63.0% vs. M
presented (MCape_Cod =64.8% vs. M. =35.2%; z = 4.00, p < .05),
this effect was neutralized in the presence of the label, as in these
cases Kettle was perceived to be similar to Cape Cod in terms of
choice share (M, =47.3% vs. Mpe-cod =52.7%; z = .74, p = .46)
and perceived healthiness (M, . =54.9% vs. Mpecoa =45.1%; z =
1.33,p=".18).

While the initial studies showed the effect in a computer-based
setting, study 4 (N=162) replicated the findings in a set-up where
consumers had to make a real consumption choice between a ba-
gel and a donut. Furthermore, this study confirmed our prediction
that picking healthier items that have an absolute higher number of
calories but a lower calories per gram ratio due to the presence of
the Calories per gram ratio label leads consumers to ingest fewer
calories in subsequent consumption opportunities. Besides replicat-
ing the same effect as in past studies, we also demonstrated that those
that picked and consumed the bagel against the donut subsequently
ate less granola trail mix when invited to consume such item freely.

Cape-Cod

=37.0%; z = 3.54, p < .005) or only calories were

Kettle

Kettle -C
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Street Vending: Exploring the Transformative Impact of ‘Forgotten’ Services
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EXTENDED ABSTRACT

Over a decade ago there was a call to explore less “developed”
markets and economies (Bolton 2003, Steenkamp 2005); under-
standing how marketing and service phenomena manifest in emerg-
ing markets and economies is the only way to develop truly gen-
eralizable knowledge (Burgess & Steenkamp 2006). However, the
majority of service research remains focused on the most affluent
while two thirds of the world’s population live in poverty (Fisk et al.
2016). Service researchers need to better understand what is going
on in the rest of the world to be able to move beyond the historically
narrow versions of economic and market realities. Additionally, ser-
vice researchers have been called on to apply their skill and effort to
explore how and when service can be transformative — for provid-
ers, consumers; individuals and collectives (Anderson et al. 2013).
This research fulfills both calls. It explores service, and services, at
the base of the pyramid (Gebauer & Reynoso 2013); street vend-
ing as a creative, entrepreneurial art (Williams & Gurtoo 2013); and
shows how these relate to individual, collective, and societal well-
being (Anderson et al. 2013). Specifically, this research explores the
‘forgotten’ service street vending to understand how such businesses
operate as service to multiple people and groups.

Street vending is small scale, often informal and sometimes il-
legal, business efforts. Street vending takes many forms but always
happens on the street - in traffic, along the street, and inside and out-
side of ‘formal’ markets. It occurs in every economy and has likely
existed forever (Jhabvala 2012). Street vending is entrepreneurship
for the marginalized and working poor; often its operators are perse-
cuted, oppressed, and victimized (Bhowmik 2012; Jhabvala 2012).
We propose and support how the view of street vending globally as a
nuisance and blight on cities that should to be removed is wrong and
expose how street vending is a creative, entrepreneurial art serving
not only entrepreneurs but also broader circles of consumers. This
research establishes how street vending, in its many manifestations,
is service for vendors, consumers, collectives, and their networks.
Moreover, this research exposes how street vending offers well-be-
ing uplift for consumers, vendors, families, communities, and society
in ways that transcend typical economic arguments.

To explore these phenomena, a qualitative research pro-
gram is undertaken that combines a grounded theory approach with
phenomenological understanding. A multicultural field study of
street vending in multiple communities in Kenya, Colombia, Peru,
and Lebanon is undertaken. Primary data includes individual and
collective interviews with vendors inquiring of their daily, lived ex-
periences; who they serve; and who benefits from their work. Ad-
ditional interviews are conducted with consumers of street vendor’s
products and services. This data is complemented with observations
of street vending; including vendors and consumers. This multicul-
tural, multi-locale approach permits a more robust and holistic view
of street vending as a service.

Based on our data and situated in current understanding of street
vending in diverse literature, we propose a new conceptualization of
street vending as a complex and unique service. Our findings reveal a
ripple effect starting at the micro level of individual interactions affect-
ing the well-being of the involved actors and transcending these dyadic
relationships to encompass higher levels of collective well-being.
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Findings in the data support claims made in literature and in this
research. Service and serving manifest in multiple ways. First, street
vending serves economically by offering a livelihood otherwise non-
existent. Vendors live self-determined and more financially secure
lives rather than being destitute and street vending provides gainful
employment in many developing, and some developed, economies.
Second, street vending provides consumers access to products and
services in markets, in route, and in neighborhoods; making avail-
able goods and services so consumers save time, money, and effort.
Third, street vending serves to uplift vendor, family, and community
well-being. Vendors are sustained and their families consume at a
higher level, both for subsistence and for growth in areas like school-
ing and healthcare. Finally, street vendors expand their businesses,
open other businesses, and hire workers in their communities. In to-
tal, these benefits bubble up to the community level and across the
city and nation as groups experience enhanced well-being.

Our findings show that viewing street vending as a nuisance
and something to eliminate is shortsighted. Street vendors are en-
trepreneurs, reaping economic benefits from calculated efforts; ben-
efits that extend to families, communities, cities, and society large.
Finally, we conclude that most of the current research trends are not
necessarily applicable in developing settings and therefore propose
a number of future research directions hoping to stimulate further
interest in these “forgotten” services.
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Counterfeit Luxury Brand Consumption:

Morality vs. Pleasure
Rosa Chun, UCD Michael Smurfit Graduate Business School, Ireland

EXTENDED ABSTRACT

Over the years luxury market has grown dramatically. Counter-
feits flourished in pace with global marketing efforts of luxury brands
and people’s desire for luxury. Existing studies on counterfeits fo-
cused on moral values and regulatory framework and rarely com-
pared if the same factors, affective and cognitive, drive both authen-
tic and counterfeit buyers of luxury brands. For the purpose of the
study, independent and interdependent self-construals, self-directed
pleasure, self gift-giving, and brand identification were chosen to
represent emotional dimensions, and product, social and moral pur-
chasing factors were chosen to examine the rational aspect of luxury
brand consumption.

RESEARCH QUESTIONS
Interdependent self-construals governed one’s behaviors with
regard to his or her consciousness of others’ thoughts, feelings and
actions. On the other hand, the independent self-construals empha-
sized on the ego, separateness and uniqueness of an individual, lead-
ing to luxury consumption.

Hypothesis 1 Consumers with independent self-construals are
more likely to buy authentic luxury brands while
consumers with interdependent self-construals

are more likely to buy counterfeit luxury brands.

Emotions, such as quest for sensations or pleasure, the desire
to escape or relax, constitute an integral part of the shopping experi-
ence. More consumers go shopping for the sake of private pleasures
rather than social interactions (Cox, Cox and Anderson 2005).

Authentic luxury brand buyers (and counterfeit
luxury brand buyers) are more likely to seek for
self directed pleasure in luxury brands, com-
pared to non-buyers

Hypothesis 2:

Self-gifts differ from day-to-day personal acquisitions by their
motivational and situational circumstances and have the capability to
elicit gleeful experiences through choosing luxury products (clothing
and jewelry) or luxury experience (spa or tour packages), something
they would not normally buy for themselves otherwise.

Hypothesis 3: Self gift giving behavior is significantly higher
for authentic luxury brand buyers (and counter-

feit brand buyers) than it is for non-buyers.

We would expect brand identification is expected to be higher
amongst luxury brand buyers (for both authentic and counterfeit buy-
ers) than amongst non-buyers,

Hypothesis 4:  Authentic luxury brand buyers (and counterfeit
luxury brand buyers) have stronger identifica-
tion with the brand they purchase, than non-

buyers

Price and quality are probably two most frequently associated
purchasing criteria in the marketing literature. Luxury consump-
tion was associated with conspicuous consumption (Mason 1983),
which entailed paying exceedingly high prices in order to make a

good impression on others and to boast their wealth and attain a more
prestigious social status (Braun and Wicklund, 1989; Giacomo and
Olivier, 1997).

There are contradicting literatures about morality on purchas-
ing counterfeit products. Previous research discovered that authen-
tic product users would hardly consider the options of knock-offs
(Green and Smith, 2002) because they believe it is immoral to buy
counterfeits. Others argue people buy counterfeit products knowing
they are illegal and therefore they buy counterfeits for fun regardless
of morality. Feeling of guilty is often associated more with luxury
brand purchases in certain countries.

HS: Product, social, moral purchasing factors are more likely
to drive purchasing behavior for authentic luxury brand buyers (and
counterfeit product buyers) than for non-buyers of such product.

METHODS

A total of 473 questionnaires were collected: 363 through cus-
tomers from eight flagship luxury brand stores in Hong Kong (Cha-
nel, Chopard, Gucci, Hermes, Jaeger-LeCoultre, Lane Crawford,
Louis Vuitton and Tiffany); and 110 questionnaires from consumers
from the five major shopping malls which house luxury brand stores.
12 independence items and 14 interdependence items (Gudykunst
and Lee, 2003) were used. Self directed pleasure was measured
using 4 items (Tsai 2005): e.g., I can enjoy luxury brands entirely on
my own terms no matter what others may feel about them. Self gift
giving was measured using 5 items (Tsai 2005, eg., ‘On the whole, I
may regard luxury brands as gifts I buy for treating myself’). Brand
identification was measured using 2items (Sirgy et al., 1997): e.g.,
My self-image is similar to the luxury brand which I own. Alpha
was above the acceptable level at 0.8 for all four variables. A 13
item rational purchasing factor was taken from Prendergast, Chuen
and Phau (2002). 1): Product purchasing factor included price, qual-
ity, material physical appearance design and durability. Alphas were
0.873 for authentic brands and 0.938 for counterfeit brands; 2) Social
purchasing factor included large supply, brand status, friends/family
opinion, and popularity. Alphas were 0.744 for authentic brands and
0.876 for counterfeit brands; 3) Moral purchasing factor included
morality and legality. Alphas were 0.745 for authentic brand and
0.917 for counterfeit brands.

FINDINGS

Authentic brand consumption

For authentic luxury brand owners, the effect of emotional fac-
tors such as self-directed pleasure, self gift-giving, and brand iden-
tification were significant, supporting Hypotheses 2-4. Neither inde-
pendent nor interdependent self construals had significant effect on
authentic brand buying; the influence of independent self construals
was bigger than that of interdependent self construals, but not sig-
nificant. Hypothesis 1 was not supported. Three rational purchasing
factors (price, social, moral) had no significant influence on the au-
thentic luxury brand consumers, so rejecting Hypothesis 5.

Counterfeit brand consumption

Similarly with the authentic product buyers, neither indepen-
dent nor interdependent self construal had significant impact on con-
sumption, so rejecting Hypothesis1. All the other emotional factors
(self directed pleasure, self gift giving, and brand identification) had
significant effect on counterfeit purchasing behavior. However the
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effect was negative. Contrary to the authentic luxury brand buyers,
consumers with lower self directed pleasure, lower self gift giving,
and lower brand identification were more likely to buy counterfeit
luxury products. Therefore Hypotheses 2-4 were also rejected. In-
stead, product purchasing and social purchasing factors exceeded
three emotional factors in their influence on counterfeit product own-
ership. Moral purchasing factor has significant but the least effect on
counterfeit brand consumption. Counterfeit product owners tend to
actually have higher morality than non-owners. In other words, the
product-related features (price, quality, design and material) and so-
cial factors (popularity of the brand, and friend’s opinion) outweigh
moral factors for counterfeit luxury brand buyers. This was not the
case for the authentic luxury brand buyers. In summary, Hypothesis
1 was not supported. Hypotheses 2-4 were supported only for the
authentic brand buyers. Hypothesis 5 was supported only for the
counterfeit brand buyers.

DISCUSSION AND CONCLUSION
Authentic brand buyers were more driven by high self
directed pleasure in shopping and by high brand identification.

Consumers who buy counterfeit products, they had lower brand
identification. Instead, counterfeit luxury brand buyers are keen
on product features such as price, quality, and brand social status,
while these factors perhaps were taken for granted in authentic
consumption. Moral values of consumers do not seem to play

a major role when counterfeit consumption takes place. In fact
counterfeit brand buyers had higher moral awareness and less
self-directed pleasure than non-buyers when they considered
buying counterfeit luxury brands. This could mean that anti-
counterfeit initiatives appealing to consumers’ own morality alone
is not the most effective.

To summarize, building emotional attachment to the luxury
brand, rather than emphasizing particular product features and
brand status, will be much more efficient of communicating luxury
brands to consumers, hence sales growth. The insignificant role of
the product purchasing factors (price, quality, design) for luxury
brand buyers may mean that excellent quality, design or material is
somewhat expected or taken for granted for the premium price they
pay for the luxury brands.



Forgetting to Remember OQur Experiences:

People Overestimate How Much They Will Retrospect About Personal Events
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EXTENDED ABSTRACT

People enjoy retrospecting about past experiences and appear
to do it quite often. Past research suggests that we spend upwards of
50% of relaxed, social conversation talking about our experiences
(Dunbar, Marriott, and Duncan 1997) and that sharing information
about ourselves and our experiences is intrinsically rewarding (Tamir
and Mitchell 2012). It also appears to be one of the reasons why
consumers are happier with their experiences than with their mate-
rial goods (Van Boven and Gilovich 2003). Furthermore, consumers
seem to anticipate the future retrospection that experiences provide
as they sometimes choose experiences as a function of their retro-
spective value (Keinan and Kivetz 2011; Ratner, Kahn, and Kahne-
man 1999). But how accurate are consumers at predicting the extent
of their retrospection?

Because sharing one’s experiences is intrinsically rewarding,
people should want to talk about their experiences. However, given
the abundance of experiences people live through, people cannot
and do not continue to talk about all of their experiences indefinite-
ly. Memories of experiences are less likely to come to mind over
time. Indeed, the majority of memories that people remember and
think about have recently occurred (Crovitz and Schiffman 1974).
Yet, since consumers have a strong desire to retrospect about their
experiences, they may underestimate the difficulty of bringing past
experiences to mind. In support of this idea, a recent study found that
people were not able to remember details of a previous conversa-
tion despite a previous belief that they would be able to (Zhang et
al. 2014). We therefore expect consumers to systematically overes-
timate how much they will retrospect about an experience. We show
that this overestimation is not the result of misconstrual of the event
(it persists after the experience occurred), is moderated by the posi-
tivity of the experience, and is attenuated when physical reminders
are present to facilitate retrospection.

In a first study, participants were asked to consider an experi-
ence that had occurred 3-6 months in the past or that would occur
3-6 months in the future. After describing the experience, partici-
pants indicated how often they did (past condition) or would (future
condition) think about and talk about the experience during the two
months following the experience. Next, they rated the experience
on a number of dimensions. As expected, participants in the future
condition predicted greater retrospection than participants in the past
condition actually recalled (£(1,157) = 15.08, p < .001). This result
held when adjusting for differences in participants’ perception of
their experience (F(1, 154) = 8.18, p = .005) and when adjusting
for the type of experiences people wrote about (F(1,117) =8.79, p =
.004). Thus, people considering a future experience predict more fre-
quent retrospection than participants report having actually engaged
in after a past experience.

Study 2 was identical to Study 1 except that participants were
constrained to write about a summer trip, either a trip that they had
taken last summer (past condition) or one that they planned to take
the following summer (future condition). Consistent with the results
of the first study, participants expected to retrospect more after a fu-
ture trip than they reported having actually engaged in after a past
trip (Retrospection Index: M, = 0.41, M , =-0.41, F(1, 82) =
24.50, p < .001). This effect persisted after controlling for any per-
ceived differences between future and past summer trips.
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In study 3 we contacted people afier the event instead, thus rul-
ing out misconstrual of the future experience as an alternative expla-
nation. Participants were approached a day affer they attended the
US Open tennis tournament and were asked to predict their future
retrospection. Two months later, we measured their actual retrospec-
tion. As expected, participants predicted they would talk about their
U.S. Open experience more often than they reported having done at
time 2 (F(1,139) = 259.62, p < .001). This overestimation was mod-
erated by their willingness to recommend the experience (£(1,138)
=10.46, p = .002). These findings indicate that the overestimation is
not simply misconstrual of a future, unknown experience, and that it
is more pronounced for people who feel more positively about the
experience—suggesting a motivated reasoning process.

In study 4, we replicated the results of study 3 with an expe-
rience for which retrospection should be a particularly important
contributor to the value of the experience. A group going on an Afri-
can safari completed the survey days after returning to the U.S. and
completed a follow-up survey two months later. In this study, we
measured the estimated frequency of looking at pictures of the event
rather than the estimated frequency of thinking about the event, since
the former should be easier to objectively recall at time 2. Replicat-
ing earlier studies, participants overestimated how much they would
retrospect about the safari (F(1,26) = 21.42, p <.001). In line with a
motivational explanation, this overestimation was moderated by how
much participants reported wanting to talk about the trip at time 1
(F(1,25)=6.078, p=.021).

We have proposed that the overestimation of retrospection oc-
curs because people want to recall experiences, but do not recognize
the difficulty of spontaneously recalling previous experiences. In the
last study, we examined this latter proposition by demonstrating that
overestimation is attenuated when physical objects serve as remind-
ers to cue retrospection.

In study 5, participants in an obstacle course fun run completed
a survey in the days following the run and completed a follow-up
survey two months later. In addition to indicating their frequency of
talking and looking at pictures, respondents indicated whether they
had purchased a souvenir. Replicating previous studies, people over-
estimated how much they would retrospect about the race (#(1,152)
=97.24, p < .001). However, a significant time by souvenir inter-
action showed that this overestimation was attenuated for people
who purchased a souvenir (F(1,152) = 4.32, p = .039): souvenirs
increased actual, but not predicted retrospection (people do not intuit
their impact).
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EXTENDED ABSTRACT

Consumers prefer brands that match their own personalities
(Parker, 2009). This poses a challenge when retailers attempt to at-
tract new customers whose personalities are incongruent with the
brand. Brand’s alliances with visual artists may prove effective here
as artists bring their own symbolic personalities to a partnership and
also help alter consumer perceptions by stimulating a cognitive flex-
ibility (Hagtvedt & Patrick, 2008). Our research focused on whether
customers whose personality is incongruent with the existing per-
sonality of a retail brand can be brought into the fold by partner-
ing with an artist whose personality is congruent to the consumer’s
personality.

Consumer and brand personality congruence leads to stronger
brand attachment (Thomson, Maclnnis, & Park, 2005), which pro-
motes selective processing of information that impacts the brand
(Ahluwalia, Burnkrant, & Unnava, 2000). Consumers whose per-
sonalities match to the personality of the brand (“core consumers”)
exhibit strong brand attachment, thus their perceptions of the brand’s
personality is likely to be resilient to changes. These consumers are
unlikely to abandon a brand based on that brand’s alliance with an
artist regardless of congruent or incongruent artist personality to the
brand. Subsequently, the valuation of a brand’s product will be con-
stant as no structural changes in brand personality occurs.

Allying with a visual artist having a different personality than
the retail brand will not result in H1) changing perceptions of the re-
tail brand and H2) changing purchase intentions of the retail brand
for “core” consumers.

“Cognitive flexibility” can be stimulated by the mere presence
of visual art (Hagtvedt & Patrick, 2008), which allows one to foresee
greater relatedness amongst divergent stimuli (Isen, Daubman, &
Nowicki, 1987). Given this cognitive flexibility prompted by visual
art, potential new consumers (“non-core consumers”) may then be
equipped with a capacity to assimilate the artist’s personality into the
brand. When a brand partners with an artist with incongruent per-
sonality to the brand, cognitive flexibility can remove the conflicts
in assimilating different personalities and allows consumers to alter
the brand’s personality. Then, changes in brand personality should
subsequently affect behavioral responses toward the brand.

Allying with a visual artist having a personality distinct from
the retail brand (but consistent with the target consumer) will result
in H3) changed perceptions of the retail brand to be more consistent
with the visual artist personality and H4) will change purchase inten-
tions of the retail brand for “non-core” consumers.

Study 1 used Rolex, known to have a “competent” personality.
203 participants (43% male; 19-79 years) were randomly assigned to
one of the two conditions using artists whose personalities were ei-
ther congruent (Pablo Picasso with competent personality) or incon-
gruent (Norman Rockwell with sincere personality) to Rolex. Then
participants were told that Rolex was promoting a special campaign
involving Picasso (congruent match) or Rockwell (incongruent
match). Afterwards, participants indicated their perceptions of Ro-
lex’s personality, purchase intent, their own self-perceived personal-
ity selection out of the Big Five. We segmented participants by “core
consumers” (conscientious personality matched to competent brand)
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and “non-core consumers” (agreeableness personality matched to
sincere brand; Mulyanegara, Tsarenko, & Anderson, 2009). Rolex
and artists (in)congruence level was confirmed with a manipulation
check.

As hypothesized, core consumers were resistant to brand per-
sonality changes regardless of partnering artists. Both effects of

artist-brand congruency on sincerity (Minco“gnlcnl:2.84, Mcongmcm:2.81,
F L s .03, p = .86) and on competf:nge (Mi“mngruem=4.01, Mm“gm_
WA 13, F . .93, p = .34) were insignificant. However, non-core

consumers perceived Rolex somewhat sincere when it allied with an
incongruent artist (Mimngmu=3.44, M, rmen=3-105 F 4, =275, p =
.10). Next, purchase intent of non-core consumers across (in)congru-
ent artist-retailer match was insignificant (Mimngmcm: 4.90, |\ S——
475, F L= .07, p = .80). However, core consumers indicated their
lower purchase intent for Rolex products when allied with an incon-
gruent artist (M, ... =377, M =475 F, , =438 p<.05).
Thus only H1 and H3 were supported.

In Study 2 (321 participants; 43% male; 18-80 years) we used
H&M, which is perceived as “exciting”, along with Keith Haring
who also conveys an “exciting” personality (congruent match) and
Norman Rockwell who conveys a “sincere” personality (incongruent
match). The experiment was identical to Study 1 except participants’
personality was measured using the BFI-10 items (Rammstedt &
John, 2007). Core consumers were again resistant to H&M’s person-
ality changes, indicated by insignificant results on both sincere and
exciting personality. Non-core consumers perceive H&M more sin-
cere (Mm“gmem=3.53, Mcongmem=3.30; F Lo s 4.21, p < .05) or more
excitingM, .. =361, M_ =3.90,F, ., =829,p<.0l) when
allied with incongruent and congruent artists. The purchase intent
of non-core consumers was different across matches (angmcmz4.07,

inmgmcm:335, FL’231 =431, p < .05), which was not the case for
core consumers (Mim“gmem=3.4l, M =3.58, F s A1, p =.74).
All hypotheses were supported.

Our results provide evidence that visual artists possessing dis-
tinctive personalities and enable cognitive flexibility among consum-
ers can add value to commercial brand through partnership. Allianc-
ing with an artist whose brand personality contrasts with that of the
brand can attract the brand’s non-core customers without damaging

the existing relationship with the core customers.

1,122

congruent
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EXTENDED ABSTRACT

Little empirical research currently exists on the marketing im-
plications of heterosexual consumers’ service encounters with front-
line employees perceived as homosexual, particularly in the Carib-
bean where attitudes toward homosexuality are still predominantly
negative (Naurath 2007). This study thus extends existing research in
this area in three important ways. First, the current research applies
similarity-attraction theory to investigate the effect of service em-
ployees’ nonverbal sexual signals on consumer intentions to transmit
word-of-mouth (WOM) information. Second, it focuses on an em-
ployee characteristic (perceived homosexuality) that has often been
overlooked in the services marketing literature but may influence the
outcome of the service encounter. Third, the present research pro-
vides preliminary evidence that the gender of the consumer and em-
ployees in a service interaction might play a critical role in determin-
ing WOM intentions when the employee is perceived as homosexual.

LITERATURE REVIEW

Similarity Attraction Theory

Similarity attraction theory (Pennington 1986) posits that
people are attracted to, and will make more favorable assessments
of referent others who are similar to them. Brown and colleagues
(2005) provided evidence that the perception of increased congru-
ence between the retailer and consumer’s identity consumer can
result in more positive WOM transmittal. Theoretically, consumers
who identify with an organization may use WOM as an avenue to
express their own self-identity (Arnett, German & Hunt, 2003) with
higher degrees of similarity resulting in increased positive WOM.
In similar fashion, we propose that the employee’s perceived sexual
orientation may serve as a signal of similarity between the consumer
and employee and affect WOM intentions.

Hypothesis 1
sexual orientation as heterosexual (homosexual)
leads to more positive (negative) word-of-mouth
intentions.

The Effect of Gender

Bem’s (1993) gender belief system holds that men are expected
to possess qualities that are masculine and women, qualities that are
feminine. Violation of gender norms has been shown to lead to so-
cial/economic punishment as demonstrated in research by Rudman
and Phelan (2008) whereby women were rated less likable than men
when they exhibited attributes that are considered to be counter-ste-
reotypical of women. In the current context, consumers should focus
more on stigmatizing attributes and be more likely to form a negative
judgment of the stigmatized employee, when their outward appear-
ance suggests the employee is similar to the consumer but the sexual
signals they provide are inconsistent with that evaluation.

Hypothesis 2 When the customer and service employee per-
ceived to be homosexual are of the same gender,
the customer is less likely to transmit positive

word-of-mouth information.

Previous research has found that men usually possess greater
negativity than women toward homosexuality (Norton & Herek,

Customers’ perception of service employees’

2013). This gender difference may be explained by heterosexual men
and women’s different conceptualizations of homosexuality (Cuddy
et al. 2015). There are also asymmetries in the societal penalties
for women versus men who either associate with, or are identified
as homosexual, with disproportionate negative consequences for
men (Herek 2002). Consequently, in a service setting, we anticipate
higher levels of prejudice by men than women toward male employ-
ees perceived to be homosexual resulting in differential tendencies
to transmit WOM information. Thus the following hypothesis is pro-
posed:

Hypothesis 3 Male customers are likely to have more negative
WOM intentions than female customers toward
homosexual service employees of the same ver-

sus different gender.

METHODOLOGY

The hypotheses were tested via an experimental design which
orthogonally manipulated the gender (male/female) and nonverbal
sexual signal (hetero/ homosexual) of the employee. The gender of
the respondent was a measured variable and participants were ran-
domly assigned to the various treatment groups. The sample con-
sisted of 325 male and female undergraduate students roughly evenly
divided along gender lines (179 female; 146 male).

Respondents were exposed to a video showing a customer be-
ing greeted by either a male or female service employee exhibiting
non verbal homosexual or heterosexual behaviors (body posture and
walk). After viewing the video, word-of-mouth intention was mea-
sured using the 5-point WOM scale reported by Liang, Tseng, and
Lee (2010). Tolerance of homosexuality was included as a covariate
and measured by nine items with high factor loadings selected from
Herek’s (1984) condemnation-tolerance (C-T) scale. The effect of
this covariate was not significant (p > .8) and is thus excluded from
further discussion.

RESULTS

As expected, customers who perceived the service employee
to be homosexual (M = 2.46) versus heterosexual(M = 4.01) were
less likely to transmit positive WOM information about the service
provider (F (1, 316) = 374.729, p<.001). This fully supports Hy-
pothesis 1.

There was also a significantly lower intention to transmit posi-
tive WOM information (F (3, 316) =5.491, p<.01) when the con-
sumer was the same gender as the perceived homosexual employee
(M = 2.25) than when the employee was of the opposite sex (M =
2.63). This is consistent with hypothesis 2.

Additionally, men (M = 1.69) had lower WOM intentions than
women (M = 2.81) when the employee was the same gender as the
customer. Somewhat surprisingly however, male customers were
more likely to transmit positive WOM intentions for homosexual
employees of the opposite gender (M =2.96) than female respondents
(M =2.29). There is thus mixed support for hypothesis 3.

DISCUSSION
This study provides evidence that nonverbal sexual signals
displayed by service employees that violate traditional gender roles
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prompts heterosexual consumers to associate the employee with a
stigmatized social identity and makes them less likely to transmit
positive WOM information. At a global level, there was support for
the supposition that gender congruence between the consumer and
homosexual employee would result in more negative WOM inten-
tions. A closer examination of the results however, revealed that
while male respondents reacted more positively to gay employees of
the opposite gender, female respondents had more positive WOM in-
tention for female employees perceived as homosexual. This finding
is inconsistent with previous research by Brown, Barry, Dacin and
Gunst (2005), who found that increased levels of similarity results in
more positive WOM. It does however, support prior research (Good-
man & Moradi 2008) which suggests that men compared to women
have more negative attitudes towards homosexuality in general, es-
pecially when the target is male.
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EXTENDED ABSTRACT

Emerging markets (EMs) represent an important business op-
portunity for international firms (Fidelity, 2013). Local brands in
emerging markets often face tough competition from foreign brands
(Holt, Quelch, & Taylor, 2004; Moslehpour & Yumnu, 2014), It is
critical therefore to understand what makes one local brand more
attractive for consumers than others (Batra, Ramaswamy, Alden,
Steenkamp, & Ramachande, 2000; Ozsomer, 2012); the reasons be-
hind this are largely unknown and this paper therefore aims to ad-
dress this phenomenon. We draw upon the extant literature on Con-
sumer Culture theory and Signalling theory, to develop a theoretical
framework for studies 1 & 2.

Two empirical studies were conducted for this tis research
work, study 1, analyses some key antecedents that may influence the
success of local consumer food brands and study 2, analyses some
key antecedents that may influence the success of local clothing
brands, among consumers in emerging markets. Selected leading lo-
cal brands on the two categories, the survey questionnaire was devel-
oped with items drawn from extant literature and was administered
to the target respondents via face-to- face personal interviews via a
marketing research agency.

Following Sekaran’s (1983) suggestions for establishing sample
comparability, a matched representative sample was used, based on
the population of Mexico, and using statistics supplied by the Na-
tional Institute of Geography and Statistics (INEGI, in Spanish). A
third survey was conducted among younger consumers for the food
brands.

RESULTS

In the two sets of samples the factors used for the survey show
Cronbach alpha values higher than 0.7, KMO values superior to 0.5
and Bartlett’s sphericity test significant at 99%, which validates the
measures used in the resulting factors for the tests of the hypotheses.

Test of hypotheses

A SEM process was conducted for the matched samples of the
food and clothing surveys (679 data) and for the younger 15-29 seg-
ment sample (731 data). All of the Goodness-of-Fit Indicators for the
Tested Models meet the established criteria.

Study 1 Food Brands

As shown in table 1, results suggest three of the four ante-
cedents, For H2, brand quality and prestige, bias in favour of local
brands and brand familiarity are positively related to brand purchase
likelihood. Interestingly, results for the younger segment sample sug-
gest that PBL and brand purchase likelihood are positively related.

Study 2: Local clothing brands.

Results of the SEM analysis shown in table 1, suggest that all
five factors (Brand Attitude (BA), Brand Image (BI), Bias in favour
of local Brands (BFLB), Susceptibility to Normative Influence (SNI)
and Brand as Social Signalling Value (BSSV) are positively related
with Local Brand Purchase Likelihood (LBPL).

These studies contribute to the knowledge of consumer prefer-
ence for local brands in EMs; the literature does not deliver similar
works focused on local food and clothing brands in EMs. The key
contribution of this studies is to determine the antecedents for local
and clothing brands that increase consumer preference.

CONCLUSIONS AND IMPLICATIONS

These studies contribute to the knowledge of consumer prefer-
ence for local brands in EMs; the literature does not deliver similar
works focused on local food and clothing brands in EMs. The key
contribution of this studies is to determine the antecedents for local
and clothing brands that increase consumer preference.

Implications for local brand managers: Local brand managers
can build marketing strategies based on these antecedents to increase
consumer preference and purchase.

Figure 1

Study 1- Antecedents that influence the local food
brands purchase likelihood

Perceived Brand
Localness

Brand Quality and Local Brand

Prestige

Purchase

Bias in Favour of
Local Brands

Brand
Familiarity

Study 2 - Antecedents that influence the local
clothing brands purchase likelihood

Brand Attitude

Brand Image

) Local Brand
Brand as Social
e Purchase
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Source: Self-Devised
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Table: Standardised paths and significance
of factors for Studies 1 & 2

LBPL | <-- PBL 057 056 1.022 N.S LBPL |<---| PBL .196 047 | 4.196 | ***
LBPL | <-- BQP 411 095 4.326 e LBPL |<---| BQP .162 037 4.361 | ***
LBPL | <--- | BFLB 226 058 3.926 ok LBPL |<---| BFLB 231 039 5.850 | ***
LBPL | <--- BF 109 .061 1.793 * LBPL |<--| BF 331 052 6.376 | ***
LBPL |<-- |BA 203 021 9.649 ek
LBPL |<-- |BI 314 .026 12.253 ek
LBPL |<-- |BFLB 182 .029 6.178 ek
LBPL |<-- |SNI 331 .039 8.458 ek
LBPL |<-- |BSSV 236 .029 8.152 ek

LBPL |<--- |BA 203 021 9.649 e

Source: Self-Devised. Correlations are statistically significant at : *** = 01; ** =05, * =10 / N.S. = not significant

Limitations and future research directions: This work was con-
ducted in Mexico; a wider study in other emerging markets in Latin
America or worldwide is suggested to validate generalisation of the
results (Steenkamp, Batra, & Alden, 2003).

REFERENCES

Batra, R., Ramaswamy, V., Alden, D. L., Steenkamp, J. B., &
Ramachande, S. (2000). Effects of brand local and nonlocal
origin on consumer attitudes in developing countries. Journal
of Consumer Psychology, 9(2), 83-95

Fidelity. (2013). Emerging markets insight, Fidelity
Worldwide Investment. Retrieved from https://www.
fidelityworldwideinvestment.com/turkey/news-insight/

emerging-markets-insight/default.page
Holt, D. B., Quelch, J. A., & Taylor, E. L. (2004). How Global

Brands Compete. Harvard Business Review, 82(9 ), 68-75.

Moslehpour, M., & Yumnu, S. (2014). The mediating effect
of quality and prestige on the relationship between brand
globalness and purchase likelihood of HTC mobile phone.
International Business Research, 7(1), 94.

Ozsomer, A. (2012). The interplay between global and local brands:
a closer look at perceived brand globalness and local iconness.
Journal of International Marketing, 20(2), 72-95.

Sekaran, U. (1983). Methodological and theoretical issues
and advancements in cross-cultural research. Journal of
International Business Studies, 14(2), 61-73.

Steenkamp, J.-B. E. M., Batra, R., & Alden, D. L. (2003). How
perceived brand globalness creates brand value. Journal of
International Business Studies, 34(1), 53-65.



EXTENDED ABSTRACT

Juan C. Correa, Fundacion Universitaria Konrad Lorenz, Colombia
Diana E. Forero, Fundacion Universitaria Konrad Lorenz, Colombia

mode choice models (Aarts

et al.,, 1997; Bamberg,

The Relevance of Urban Mobility for Consumer Research: An Interdisciplinary

Ajzen, &

How often people combine transportation means for commuting?
Is this a relevant question for consumer research? According to
Anderson et al. (2013) rethinking the ways transportation services are
delivered and consumed in cities is a relevant topic for the consumer
research movement known as “Transformative Consumer Research”.
Such topic entails the study of urban mobility which refers to how
individuals move in their city, which in turn is closely related to
transportation networks (Chen et al., 2017) and the transportation
mode choice of individuals (Aarts, Verplanken, & van Knippenberg,
1997). Several factors affect this choice; from the physical ones
related with distances from home to workplace (Gonzalez, Hidalgo,
& Barabasi, 2008), to the economic ones related with the perceived
advantages of commuting with bicycles (Jakovcevic, Franco, Dalla
Pozza, & Ledesma, 2016) or motorcycles (Correa, 2017) rather than
using other transportation means. Although urban mobility is an
interdisciplinary catching topic, it has been neglected in consumer
research, with few recent exceptions (Brembech, Hansson, Lalane,
& Vayre, 2015).

More than a decade ago the average one-way commute in
cities like Bogota was 90 minutes (Gakenheimer, 1999) and recent
reports indicate that this is worsening. The increasing vehicle
sales is a consequence of both the economic growth and the social
pressure of owning a car as an essential asset (Gakenheimer, 1999).
Between 1995 and 2000 citizens of Bogota faced several changes in
their urban mobility. For instance, Montezuma (2005) described
some of the achievements that were met by investing on road
infrastructure, especially the implementation of paths reserved
exclusively for bicycles, the revitalization of parks and sidewalks,
and the implementation of the “Transmilenio” bus rapid transit
system. Despite such achievements, the city of Bogota is still
facing problems in their urban mobility, specially when it comes to
transforming its decentralized bus transit services into its integrated
transit systems (Kash & Hidalgo, 2014). In order to achieve such a
transformation, transportation planners must integrate the concerns
of the community in the planning process which deals with
identifying incompatibilities between users’ self-identified needs
and project goals. This is a complex task that is not tackled here.
Instead, our aim in this paper is to show how consumer researchers in
general and consumer psychologists in particular might contribute in
this direction by analyzing urban mobility as a consumer behavioral
choice under restriction (Botti et al., 2008).

URBAN MOBILITY AS A RELEVANT TOPIC FOR
CONSUMER RESEARCH

According to Swait and Adamowicz (2001) most models of
choice in economics and consumer research assume that people
assess all alternatives in an almost perfect information-processing
sense. These assumptions, however, are quite restrictive. In fact, the
omission of more realistic assumptions relates to 1) the difficulty of
including most of the real-world complexities in formal models and
2) the fact that the data used in economics and consumer research
studies tend to be somewhat different from the data structures
used in the literature. For instance, the complexity of the choice
environment, understood as the number of transportation means
required for commuting in a city remains neglected in transportation

Schmidt, 2003).

One solution to the problem of modeling consumer’s complex
choices in urban mobility might be based on perspectives outside
the realm of social sciences that are susceptible of being integrated
in our approaches. This solution demands a re-orientation in doing
consumer research, which has been criticized as one with narrow
scope, lenses and epistemology (Pham, 2013). We propose an
interdisciplinary approach that exploits the knowledge of more basic
sciences like physics (Gonzalez et al., 2008), computer sciences
(Giannotti et al., 2011) or geographical information sciences (Chen
et al., 2017) to re-orient our endeavors. Let us illustrate. From
the physical point of view, it is well-known that urban mobility
can be described by the so-called “dispersal curves” (e.g. Gaussian
distribution, Exponential distribution) which quantify the relative
frequency of travel distances of individuals as a function of
geographical distance (Brockmann, Hufnagel, & Geisel, 20006).
A related metric, known as travel time uncertainty, is the most
important or the second-most important factor for commuters’ travel
decision-making (Chen et al., 2017) which has been deemed as a
type of choice under restriction (Botti et al., 2008).

The formal description of how humans move in a city can
then be done in terms of diffusion equations on large spatiotemporal
scales (e.g., at the scale of a whole city). In a similar vein, approaches
of computer sciences regard human mobility as a complex pattern
emerging from the detailed trajectories of tens of thousands
private cars with on-board GPS receivers, tracked during weeks
of ordinary mobile activity (Giannotti et al., 2011). The inclusion
of some of these ideas are already available in psychological
research dealing with decisions of drivers and motorcyclists while
commuting on the road (Correa, 2016). However, approaches of
this sort are very rare, perhaps because their methods have more to
do with artificial intelligence rather than traditional methodologies
employed in consumer research. In any case, the idea of adopting an
interdisciplinary approach for studying urban mobility as a relevant
topic for consumer research invites our disposition to rethink the
variables we use to model consumers’ choices as well as the tools and
methods we employ for data analysis.

In highly dense Latin American cities such as Bogota, Caracas
or Mexico the use of several transportation means is the standard
practice given the costs of commuting with only one transportation
mode. As obvious as it is, the analysis of this fact has been ignored
in consumer research. How people combine different transportation
means for commuting from home to work and back? What other
variables might serve as predictors of this behavior? These
questions can be answered with spatial analyses and decision
trees. Given the prominent role of distances in urban mobility
the application of spatial analysis is well-suited. Spatial analysis
deals with the “relationship between geographic reality and how that
reality is captured in a digital database in the form of a data matrix
containing both attribute data and data on locations” (Haining,
2003, p. xv). Here the use of geographic coordinates to identify
the exact locations of specific points within cities is a key ingredient
in the analysis. The use of these coordinates can be integrated
into the decision tree analysis. According to Rokach and Maimon
(2014) a decision tree can be understood as a classifier or regression
model. When they are used for classification purposes, it is more
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appropriately referred to as a classification tree and when they are
employed for regression tasks, it is known as regression tree. The
key difference between the former and the later relates to the nature
of the target or dependent variable (i.e., classification trees are
applied for nominal or categorical variables, while regression trees
are applied for continuous variables). Trees work as a recursive
partition of the instance space (the dependent variable). Its nodes
form a rooted tree with a “root” node that has no incoming edges.
Other nodes have exactly one incoming edge. The “internal nodes”
are those with outgoing edges. All other nodes are called “leaves”,
“terminal” or “decision” nodes. Each internal node splits the
instance space into two or more sub-spaces according to a certain
discrete function of independent variables. The simplest case is the
one in which each test considers a single categorical attribute, such
that the instance space is partitioned according to the attributes
value. In the case of numeric attributes, the condition refers to a
range of values. The researcher can also specify in advanced the
minimum number of observations in a node as well as the decrease
in the overall lack of fit that has to be met before attempting a new
split for the tree. As an exploratory technique, decision trees are
quite useful in indicating the most important predictors/classifiers
for our target variables.

MATERIALS AND METHOD

A field survey was conducted to explore commute practices by
inhabitants of Bogota city and its surroundings. Subjects were asked
to report the health program affiliation they belonged to, as well as
their places of residence and work and its corresponding commute
duration. Subjects were also asked to report their weekly frequency
of using different transportation means in Bogota including Uber
services, public taxies, busses, private cars, Transmilenio, bicycles,
motorcyles and/or walking. A total of 2,135 subjects participated in
this study. The geographical coordinates for every reported place of
residence and work were looked by using the geobatch geocode tool
available at https://www.mapdevelopers.com/batch _geocode_tool.
php. Unemployed participants as well as those who did not respond
their home and work places were discarded from the spatial analysis
which was conducted in R (R Core Team, 2016) with the aid of
the ggmap package (Kahle & Wickham, 2013). The decision tree
analysis for predicting travel times from other socio-economic
variables collected in the survey was also conducted in the R
environment with the aid of the rpart package (Therneau, Atkinson,
& Ripley, 2015). The resulting sample after discarding missing
values consisted of 2,130 subjects. The analysis that is present
in this paper can be absolutely reproduced with an easy-to-use R
script that we also developed for those interested in replicating the
results. This script is available under request.

RESULTS

The regression decision tree (Figure 1A) revealed the health
program affiliation type as the first criteria to predict commuters’
travel time. Consumers can be split into those with a “contributive”
health affiliation and those without it (subsidized or without health
affiliation). People in this latter category are also split into those
who have the main economic responsibility and those who do not.
In contrast, people affiliated to a contributive health program can
be split according to their workplace longitude location (inside
Bogota or not); sex and home latitude location (Bogota or Northern
Surroundings).

Figure 1B depicts the geographic distribution of commuters.
By analyzing commuting practices, we noticed that the majority
of citizens use at least five different transportation modes per travel

(bubble size indicates the amount of different transportation means
needed to travel in Bogota city). Particularly, people living in
southern localities such as Soacha, Tunjuelito and San Cristobal (at
the bottom of the map) tend to use at least four different transportation
modes for each travel between home and work. Commuting time
between home and work proved to be highly skewed ranging from
virtually zero minutes (i.e., people who worked at their homes)
to three hours (i.e., people living out of Bogota). In general and
regardless their health program affiliation, women’s travel time
is 13.38 minutes longer than men’s one (F = 58.32; p <0.001).
Commuters’ travel time proved to be mildly associated with their
educational attainment, with longer times for people with higher
levels of formal education (r=0.17; p <0.01). Commuters with the
main economic responsibility for their families travel almost 14
minutes slower compared with those without this charge (F =61.26;
p< 0.001), but the association between socio-economic status and
commuters’ travel time proved to be almost zero and non-significant
(r=0.04; p=0.101).

CONCLUDING REMARKS

The aim of this paper was to illustrate how consumer
researchers in general and consumer psychologists in particular
might contribute in urban planning tasks as interdisciplinary data
analysts. Such a contribution has already been foreseen by previous
consumer researchers involved in the “Transformative Consumer
Research” movement (Anderson et al., 2013). The key idea of this
paper was to advocate the benefits of exploiting the potential of
data analytical tools that are not typically taught in courses of
consumer research methods, but are more typical in other sciences
like physics, geographic information sciences or computer sciences.

In particular, we showed the usefulness of obtaining and
analyzing the geographic coordinates of consumers’ homes and
workplaces to classify them for eventual purposes of transformative
consumer research (Anderson et al.,, 2013). Our results showed
that people who work and pay for their own health program
travel slower than those who do not completely pay their health
program. As consumer researchers, the recognition of this mobility
difference might be used for policy-making purposes, like planning
suitable schedules for workers. Despite the fact that our focus
was on mobility patterns of Bogotd, this approach is naturally
extensible to other cities and countries. It is clear that our work,
as consumer researchers, might be benefited from the use of these
tools that urge us to collect data (i.e., geographic coordinates) not
commonly known in our field. Perhaps a good leap to jump into this
interdisciplinary approach might be facilitated with the use of data
mining techniques already available in the Renvironment. The R
script that we developed as a supplementary material for this paper
might be handy for both interested researchers and students.

A final observation relates to the possibilities of using
classifications of mobility patterns for advancing our knowledge
of consumer choices under transportation restrictions (Botti et al.,
2008). This is indeed a promising topic where consumer researchers
might meet with colleagues of other fields to collaborate in
interdisciplinary research projects committed to identify complex
relationships between transportation and consumption.
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EXTENDED ABSTRACT

The global increase in the number of mobile device, smart-
phone, and tablet users has generated an important opportunity for
marketing specialists to get closer to consumers in ways that were
not possible to have with traditional marketing methods. This is par-
ticularly evident for the market of smartphones. According to Portio
Research (2013), the number of devices to be sold at global level will
be 1,095 billion units in 2016. In the case of Latin America, the firm
projected that the increase in the number of smartphone units sold
will be 23.6% for the period between 2011 and 2016. In addition, the
number of smartphone users globally could reach 3,067 billion by
2016, compared to the 770 million that existed in 2011, representing
an increase of 398%.

The study of mobile marketing has been characterized so far to
address the mechanisms of adoption and use of mobile technologies,
because unlike desktop computer, and even laptop, mobile devices
are considered as personal items of private use, which suggests that
consumers have a very particular attitudes toward mobile communi-
cation compared to traditional media such as print, radio or television
(Park, Shenoy and Salvendy, 2008).

For over a decade the potential benefits of mobile marketing
has been observed, through the development of promotions, event
marketing or experiential marketing, sending relevant content and
relational marketing actions, all based on the properties of real-time
connectivity and various forms of interaction that allows mobile plat-
forms (Zoller, 2003).

Throughout this process, mobile marketing has become for
companies in a two-way or multi-way communication tool, in order
to create closer connections with customers. The increase in the pen-
etration of mobile devices combined with the fast growth of market
applications has made companies want to accelerate the incorpora-
tion of these tools into their mix of marketing tactics, seeking thereby
to maintain a high level of competitiveness (Sultan and Rohm, 2005;
Shankar and Malthouse, 2007; Shankar and Balasubramanian, 2009).

Mobile marketing research is only in its emergence stage, and
although existing studies have provided some useful results, several
aspects are still being developed on theoretical and empirical level
(Deighton and Kornfeld, 2009). In this new field of academic re-
search, one of the main approaches was aimed at examining a variety
of factors that can influence the acceptance of mobile marketing from
the perspective of both consumers and organizations (Roach, 2009).
However, literature shows a high fragmentation in terms of the is-
sues addressed. One of the main aspects has focused on the study
of acceptance and consumer adoption of mobile services in general,
such as multimedia messaging and online games (Foulds and Burton,
2006).

Another field of study, perhaps more specific, has been directed
to investigate the attitudes and perceptions of consumers towards
commercial applications and marketing on mobile devices (Leppéni-
emi and Karjaluoto, 2005). Moreover, in one hand there is no evi-
dence in the literature of studies that have focused on the usage pat-
terns of mobile marketing tactics and the establishment of functional
relationships between contextual factors, usage behaviours and utili-
tarian and informational reinforcement changes. On the other hand,
there is a lack of studies that deepen in that kind of technological
mediation, and its role in management science.
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In order to do this, in this project it will keep into account the
purchase and usage behaviour within a set of mobile apps and mobile
marketing tactics. In addition, it will consider the results of research-
es carried out during several decades by authors like Ehrenberg
(1972-1988) that show there are certain regularities and consistent
purchase patterns that come from data analysis, collected through
consumer panels that range from months to a year.

From that point of view, this project aims to investigate the
functional relationships there are among different behavioural class-
es, context factors, and precedent elements as well as their conse-
quences in the mobile marketing environment. In particular, the fol-
lowing question is going to be addressed:

(What is the functional relationship between the con-
sumption pattern of mobile marketing tactics under differ-
ent contextual conditions and different levels of utilitarian
and informational reinforcement?

To answer this question, the following general objective arises:
establish what functional relationships exists between the consump-
tion pattern of mobile marketing tactics under different contextual
conditions and different levels of utilitarian and informational rein-
forcement. The following specific objectives are also proposed:

Identifying indicators and metrics for the use of mobile market-
ing tactics, from the literature review and a panel of industry experts.

Describe the usage patterns of mobile marketing tactics in dif-
ferent contexts, including advertising, promotions, location based
communications and mobile shopping apps.

Establish the functional relationships between the consumption
patterns of mobile marketing tactics under different contextual con-
ditions and different levels of utilitarian and informational reinforce-
ment.
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EXTENDED ABSTRACT

The influence of packaging on consumer behavior has been an
object of study in the past. However, how to define color and shape
to create desired aesthetics remains a challenge for marketers. An
experiment demonstrated that blue was the dominant color related to
water (Ngo, Piqueras-Fiszman, & Spence, 2012). Similarly, blue cre-
ates a sense of coolness and airiness (Cheskin, 1957). As a result, this
study expects to find a positive influence on preference if color blue
is selected for the design of the cap of a product such as bottled water.

Some studies have demonstrated there is a tendency to prefer
rounded objects as opposed to sharp angular shaped objects. The
tendency to prefer rounded objects is based on a fear response that
angular contoured objects generate as they activate the amygdala
(Bar & Neta, 2007). Therefore, we expect that consumers will prefer
rounded shapes more than angular bottle shapes for water bottles.
Similarly, anthropomorphic designs can generate approach, engag-
ing consumers with the product and thus enhance brand performance
(Puzakova, Kwak, & Rocereto, 2013). We expect that the water bot-
tle with more anthropomorphic characteristics will be preferred more
than non-anthropomorphic characteristics.

Perceived quality is understood as the overall judgment of the
product’s excellence (Anselmsson, Johansson, & Persson, 2007). We
expect that the water bottle with blue color cap to have the highest
influence on quality compared to bottles with white, black or red
colored caps. Water is predominantly a utilitarian product because
it serves a basic need so we expect a blue bottled water with anthro-
pomorphic characteristics to inspire greater confidence and a sense
of safety with the consumption of the water. Therefore, choice of the
blue caped water bottle with anthropomorphic characteristics is asso-
ciated more with primarily prevention emotions of safety, confidence
and satisfaction.

A higher level of perceived product value is reflected in a higher
expected price and other aspects (T. Erdem & Swait, 1998; Tiilin
Erdem & Swait, 2004). However, higher price could result in less
preference, therefore, it is expected that preference for the product
with the best combination of color and shape will decrease as price
increases.

STUDY 1: COLOR

90 students, and university staff participated an experiment that
consisted in presenting the subjects with four bottles of water, with
the same cylindrical shape (round), without labels or brands, each
bottle was presented with a different color cap: blue, white, black and
red. The participants’ were informed that all the bottles had the same
price and amount of water. The participants were asked to choose
the bottle of their preference. The blue color cap bottle achieved the
highest preference (68.9%)
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STUDY 2: SHAPES
The second study was performed with 33 subjects (different to
those recruited for study 1), from the same conditions described for
study 1. The respondents were presented with three bottles of water
of different shapes: rounded, squared, and anthropomorphic. Partici-
pants were informed that all shapes had the same content of water.
The anthropomorphic bottle achieved a superior preference (72.7%).

STUDY 3. TWO BOTTLES AND PRICE.

This study used only two bottles: anthropomorphic shape bottle
with blue cap and a squared shape bottle with red cap. Participants
were asked to select one of the two bottles in different price situa-
tions: Same price (control), 5%, 10% and 20% more in the price of
the blue-curved bottle. The preference was higher for the curve-blue
bottle (84.9%) as expected. As the price increased, the consumers
started to change their preference and the percentage that selects
curve-blue bottle deceases to 71.8% (5%) and 57.1% (10%). How-
ever, as the price gap increased to 20%, the preference for the anthro-
pomorphic-blue bottle increased to 71.4%.

REFERENCES

Anselmsson, J., Johansson, U., & Persson, N. (2007).
Understanding price premium for grocery products: a
conceptual model of customer-based brand equity. Journal of
Product & Brand Management, 16(6), 401-414.

Bar, M., & Neta, M. (2007). Visual elements of subjective
preference modulate amygdala activation. Neuropsychologia,
45(10), 2191-2200. doi:http://dx.doi.org/10.1016/j.
neuropsychologia.2007.03.008

Cheskin, L. (1957). How to predict what people will buy.

Erdem, T., & Swait, J. (1998). Brand equity as a signaling
phenomenon. Journal of Consumer Psychology, 7(2), 131.

Erdem, T., & Swait, J. (2004). Brand credibility, brand
consideration, and choice. Journal of consumer research,
31(1), 191-198.

Ngo, M. K., Piqueras-Fiszman, B., & Spence, C. (2012). On
the colour and shape of still and sparkling water: Insights
from online and laboratory-based testing. Food Quality and
Preference, 24(2), 260-268. doi:http://dx.doi.org/10.1016/].
foodqual.2011.11.004

Puzakova, M., Kwak, H., & Rocereto, J. F. (2013). When
humanizing brands goes wrong: the detrimental effect of brand
anthropomorphization amid product wrongdoings. Journal of
Marketing, 77(3), 81-100.

Latin America Advances in Consumer Research
Volume 4, © 2017


http://dx.doi.org/10.1016/j.neuropsychologia.2007.03.008
http://dx.doi.org/10.1016/j.neuropsychologia.2007.03.008
http://dx.doi.org/10.1016/j.foodqual.2011.11.004
http://dx.doi.org/10.1016/j.foodqual.2011.11.004

Edgar Morin — The Uniduality of the Magical and the Real

Seren Askegaard, University of Southern Denmark, Denmark

EXTENDED ABSTRACT

Society — a complexus

Edgar Morin is a sociologist of modernity and mass culture The
most important thing to underline is that Morin’s goal is not merely
to deliver a cultural critique of the trivial and banal forms of mass
culture. It represents an attempt to grasp both the systemic logic
between culture production and modern capitalism but also how both
this system and its products is formed by and forming the human
imaginary and that this forming, beyond a simple alienation also
represents a profound humanness — the stuff that dreams are made of.
If mass culture is filled with nonsense, it is exactly because humanity
is filled with it, not only in a negative but also a positive way:

One of the central conclusions of Morin’s sociology is the
significance of the “event”, the fact that a single fantasmatic
production of a narrative can produce a long chain of consequences.
The event contributes to questioning even multi-causal and multi-
rational explanatory frameworks for social and institutional change
and provides a foundation for a fundamental critique of social
prediction.

Homo Demens

Morin (1974) argues against one the one hand a biologistic
reductionism that neglects cultural and communicative dimensions
of humanity or reduces cultural forms to reflect simple evolutionary
advantages. On the other hand, he accuses anthropology for neglecting
the fact, that humans are not only cultural but also biological beings.
Human nature and human culture are not “separate layers” of human
existence but mutually constitutive. Homo Sapiens is not separate
from nature and human order is not in opposition to natural (dis)
order, at the same time as disorder is a fundamental and constitutive
element in the formation of humanity

Behind the reassuring name of Sapiens, Morin writes, the true
face of the human being appears. It is an animal of hubris, of strong
and unstable feelings, an animal that invents demons and chimera
and who is always caught in the dilemma of deciding what is real
and what is unreal; an animal that is ecstatic, loving and violent;
who knows death without being able to believe in it, an animal
of delirium and pleasure, myth, magic and illusions. And since
we, Morin concludes, by madness understand the combination
of illusion, exaggeration, instability, hesitance between real and
unreal, subjective and objective, error and disorder, a more correct
denomination for the human species might be homo demens.
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The uniduality of the magic and the real

Morin’s most important legacy may be his opus major, the search
for a scienza nouva as unfolded in the six volumes of La Méthode. In
the two first volumes (Morin 1977, 1980), he applies the perspective
of complex, open systems on the physical world and the biological
world respectively. This he does in order to provide a general
foundation for his real concern — the discussion of the complexity
of the human knowledge (Morin 1986, 1991) and human societies
(2001, 2004). It is noteworthy, that Morin with this work aims at the
establishment of a certain unity of science. However, instead of the
logical-empiricist goal of analytical and logical reductionism that has
served as an unattainable goal for much social science, Morin’s unity
of science is based on principles of self-organization and complexity
in physical, biological and anthropological systems.

Morin himself highlights three principles that characterize
a complex epistemology: The principle of dialogic, the principle
of recursiveness and the hologrammatic principle (Morin 1986).
The consumer research interest in such an epistemology is first
and foremost the acknowledgment of what Morin would call the
uniduality of concepts. For example, it generates an ability to see not
the opposition between the rational and the magic but their mutual
dependence and their deep ingraining in the formation of the human
subject.
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INTRODUCTION

In contemporary society, we are surrounded by people display-
ing, online or offline, their possessions, talents and new acquisitions,
tempting us to want the things that they have and we do not. And
when we start asking ourselves why they have it and not we, envy
may arise. Envy is a negative emotion that occurs when one wants
what someone else has (Lazarus, 1991; Parrott & Smith, 1993). Re-
cent consumer researches demonstrate that a more benign form of
envy is a consumption motivator and highlight the differences be-
tween the two subtypes of the emotion. However, a literature review
on envy reveals that we are far from understanding this emotion in
the consumer behavior area. In this study, we investigate how the
envy concept is defined within different perspectives, its core fea-
tures, coping strategies that may or may not drive consumption, and
the resulting positive and negative consequences. Our objective is to
develop a theoretical framework with a series of propositions, sug-
gesting that both subtypes of envy may occur simultaneously and
that benign envy may also motivate less unnecessary consumption.

WHAT IS ENVY?

Envy is a negative emotion that results from goal incongruence,
occurring when one does not have what someone else has, “a su-
perior quality, achievement or possession”, which leads to a desire
to have it and/or a wish that the other person does not have it, or
even loses it (Lazarus, 1991; Parrott & Smith, 1993, p. 906). In a
negative emotion experience, a state of impermanence is established
and to return to a normal state, one is motivated to act to cope with
the emotion (Lazarus 1991; Bagozzi, Gopinath, & Nyer 1999). The
coping strategies of envy vary accordingly to how the emotion is
experienced; in an upward social comparison, a gap between an envi-
ous person and an envied superior other is created, and to reduce this
gap, the envious one may be motivated to improve herself, driven by
benign envy, or to pull down the superior other, moved by malicious
envy (Belk, 2011; Lamberton, Kristofferson, & Dahl, 2013; Van de
Ven, Zeelenberg, & Pieters, 2009). For Kant, envy is a propensity to
view the well-being of others with distress, even though it does not
detract from one’s own. It is a reluctance to see our own well-being
overshadowed by another’s because the standard we use to see how
well off we are is not the intrinsic worth of our own well-being but
how it compares with that of others (Kant, 1785/1996).

In the traditional view of envy, malicious envy is an unpleasant
and painful emotion caused by an upward social comparison, with
hostile feelings that may lead to hostile actions (Smith & Kim, 2007).
A person may experience a feeling of pain when she discovers that
someone else owns something that she desires but does not have,
and if she realizes that she is unable to obtain it, she wishes that
the other person loses it and may do anything to make it happen,
eliciting a “malicious ill will” toward the envied other (Belk, 2011,
p- 121; Schimmel, 2008). Most often, the malicious envious person
does not make use of violence against the envied other or compete
directly for the desired object, instead she wishes that the other loses
the advantage or suffer (Clanton, 2006; Schoeck, 1969). Malicious
envy consumers may be motivated to follow two paths to cope with
the emotion: i) a destructive one to pull the envied other down to the
level of the envious self, driving harming behaviors (Smith, Parrott,
Ozer, & Moniz, 1994; Van de Ven et al., 2009; Van de Ven, Zeelen-
berg, & Pieters, 2011), such as one sabotaging a friend gossiping that
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her beautiful coveted Chanel bag is not original; ii) finding alterna-
tive options to make the envied option less desirable, aiming social
differentiation to reduce the gap (Lamberton et al., 2013; Van de Ven
et al., 2011), such as one buying a Gucci bag to differentiate herself
from the envied Chanel bag that a friend has.

On the other hand, benign envy is free of hostile feelings or
harming behaviors; its focus is “I wish I had what you have” and not
“I wish you did not have what you do” (Neu, 1980; Parrot, 1991, p.
10). Benign envy inspires people to improve themselves, to level up
through consumption buying desired objects or even to consume to
provoke envy; it is a consumption motivator (Belk, 2011). A benign
envious person identifies something of value in an envied other that
she wants, and become motivated to take actions. One person feeling
benign envy of a friend’s fit body may be driven to buy a gym mem-
bership and shop healthier foods. Both subtypes of envy are intense
and negative; the essential appraisal that determines which one of
them is elicited is the perception of the deservingness of the envied
person: if she deserves the coveted object, benign envy occurs, if she
does not, a subjective perception of injustice is felt and malicious
envy may arise (Smith, Parrott, Diener, Hoyle, & Kim, 1999a; Smith
et al., 1994; Van de Ven et al., 2011).

Some scholars have argued that benign envy should not be con-
sidered as pure envy (Miceli & Castelfranchi, 2007; Rawls, 1971;
Schoeck, 1969; Silver and Sabini, 1978). Benign envy may lack hos-
tile feelings that are essential for the “envy proper” definition, so it
may be described as “closer to admiration and longing” (Smith &
Kim, 2007, p. 49). However, many authors consider benign envy as
a subtype of envy (Belk, 2011; Crusius & Lange, 2014; Foster et al.,
1972; Neu, 1980; Parrott, 1991; Van de Ven et al., 2009; Ven, 2016).
Following this view, we believe that there is a general type of envy
with essential conditions that elicit the emotion, and two subtypes,
benign and malicious, that may provide a more detailed level of the
emotion and may occur simultaneously.

THEORETICAL FRAMEWORK
Our theoretical framework depicts some essential conditions of
general envy, motivations that divide the emotion into two subtypes,
envy coping strategies that drive consumption and the resulting posi-
tive and negative consequences. A series of propositions is also of-
fered to provide insights for further studies in the consumption con-
text. Figure 1 illustrates the relations to be discussed.

Antecedents

Upward social comparison.

Envy starts with an upward social comparison, when one no-
tices that someone else has a desired advantage (Parrott, 1991; Smith
et al., 1999). Individuals compare themselves to assess their own
abilities and opinions, self-evaluation processes are accomplished
by comparisons with others and social comparisons are mainly with
those perceived as similar or slightly superior (Festinger, 1954). The
more similar the compared one is to the person, the more intense
are expected to be the comparison and the envy feeling if the other
one is superior (Festinger, 1954; Salovey & Rodin, 1984). For envy
to arise, not only the compared person should be similar or slightly
superior on characteristics related to the comparison, but also the de-
sired advantage should be important to the self, so people envy what
they value (Lazarus, 1991; Salovey & Rodin, 1984; Smith, 2000;
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Figure 1. Integrative Framework

Tesser 1991). For example, an actress may compare herself to an-
other one when both are auditioning to a movie, and may become
envious if the other gets the part that she desperately wanted to play.

Sense of inferiority

From an upward social comparison, a person may realize that
a close one is better than her in something that she values, and a
complex range of emotions may be produced, which may be positive
experiences, such as admiration and inspiration, or negative ones,
such as envy and shame (Salovey & Rodin, 1984; Smith, 2000; van
de Ven, 2015). When a person makes a self-evaluation comparing
herself to another and recognizes that the other is superior in some-
thing that she lacks, she may analyze this deficit as self-caused;
which may decrease self-esteem giving rise to feelings of inferiority,
eliciting discontent and frustration, and provoking envy (Festinger,
1954; Parrott & Smith, 1993; Smith et al., 1999).

According to social comparison theory (Festinger, 1954; Wood,
1989), people select others who have similar characteristics related
to the aspect under comparison to compare themselves. However,
we propose that the more similar the characteristics in a variety of
domains between a person and a compared other are, and the more
related these are to the comparison, the stronger will be a sense of
inferiority resulted from an upward social comparison. When an
actress loses a movie part to another actress and starts a compari-
son process, the more similarities she perceives between both, more
likely her self-esteem will decrease. If she perceives that both have
similar acting experience, the same type of personality, similar age,
race and sex, and even look like each other, having similar char-
acteristics necessary to play the part, the more likely she will start
questioning herself “why does she have it and not [?”” and/or “What
am I doing wrong?”. She may not find any differences between their
characteristics to justify why the other actress is superior and has this
coveted part, and a sense of inferiority will emerge. So, the following
proposition is posited:

Proposition 1:  In an upward social comparison, the more simi-
larity (concerning characteristics in a variety
of domains that are related to the comparison
object), the more likely a sense of inferiority will
arise in the one who makes the comparison (and
who perceives him/herself as inferior).

Sense of Ego Threat

In the self-evaluation maintenance model (SEM), when one
feels inferior on an important characteristic to one’s self-concept to
another, the closer the other person, the greater will be the threats to
self-evaluation, being outperformed by a close one results in greater
arousal than by a distant other (Tesser, Millar, & Moore, 1988). Stu-
dents in the same classroom frequently compare their grades and
presentations with each other; a student comparing her performance
with an outstanding achievement of another student may start per-
ceiving her work as low, affecting her self-evaluation and making her
feel worse about herself. As envy arises from an upward social com-
parison, ego threat is a critical element of the emotion (Lamberton et
al., 2013); when a person compares herself with another and an un-
favorable comparison emerges, the other becomes “superior” in the
desired compared aspect, and as a sense of inferiority may arise with
a decrease in self-esteem, she becomes “inferior”, and a gap between
herself and the other may be created with a sense of ego threat. The
higher the degree of inferiority a person feels about another that has a
desired advantage, the bigger will be the gap between them and more
likely she will feel a sense of ego threat. Thus:

Proposition 2:  When a person perceives that a superior other
has a desired comparable advantage and she
feels inferior, the relationship between sense of
inferiority and sense of ego threat will be posi-

tive.

Types of envy

General envy is a discrete emotion which in a higher level is
“the pain over good fortune of others” (Aristotle, 350BC/1954). It
starts with an upward social comparison and with the recognition
that a similar other is superior in a desired advantage, evolving to
a sense of inferiority and a sense of ego threat (Lamberton et al.,
2013; Parrott, 1991; Smith et al., 1999; van de Ven et al., 2015). If
the person thinks that the envied peer does not deserve the desired
advantage and starts resenting the unfairness, a subjective percep-
tion of injustice may occur, generating hostile affective behaviors
toward the envied one, as anger and ill will, giving rise to a more
detailed level of the emotion: the malicious envy (Smith et al., 1994;
Smith et al., 1999). The perception that the envious person has of
the deservingness of the envied one is essential to determine which
subtype of envy is elicited (Van de Ven et al., 2011). Benign envy is
more likely to occur when one thinks that the envied one deserves



the advantage, and malicious envy occurs when she does not. We
agree that there are two subtypes of envy; however, we propose that
there are situations that they may occur simultaneously. For exam-
ple, a person with benign envy toward a friend’s fit body, may be
motivated to improve herself and start exercising, she may also think
that it is unfair that her friend may have a genetic predisposition to
build muscles, which may elicit malicious envy. But this perception
may not be strong enough to reduce the benign envy and its coping
strategy of self-improvement to malicious envy and ill will; she may
still be motivated to have a fitted body driven by benign envy, even
still thinking that it is unfair that her friend easily builds muscles. So,
the following propositions are suggested:

The higher the subjective perception of injustice,
the more strongly malicious envy will arise.

Proposition 3:

Under conditions of subjective perception of in-

Jjustice, both benign and malicious envy occur
simultaneously, if malicious envy is not strong
enough.

Proposition 4:

Coping strategies

Regardless the type of envy a person is feeling, she may be mo-
tivated to reduce the pain of the negative emotion and to decrease the
gap between herself and an envied other, developing coping strat-
egies. These strategies may vary and lead to a constructive or de-
structive motivation; benign envy may drive individuals to improve
themselves to “level up” buying products, and malicious envy may
drive harming behaviors to pull the envied one down or to choose al-
ternative options aiming social differentiation (Belk, 2011; Lamber-
ton et al., 2013; Van de Ven et al., 2009; Van de Ven et al., 2011). Be-
nign envy of other’s possessions drives consumption (Belk, 2011),
which may bring positive and negative consequences as will be de-
tailed next. However, benign envy may also reduce consumption in
some situations, especially regarding coveted superior qualities or
achievements of others. For example, a compulsive consumer who
buys far beyond her means (O’Guinn & Faber, 1989) may feel be-
nign envy not toward other’s possession, but toward a frugal friend
lifestyle and may be motivated to improve herself by reducing her
consumption habits. So, when consumers feel benign envy of others”
possessions, superior qualities or achievements, they are more likely
to improve themselves to reduce the gap between their inferiority
and the envied others” superiority. So,

When consumers feel benign envy of others’
possessions, they are more likely to improve
themselves by acquiring possessions.

Proposition 5:

When consumers feel benign envy toward oth-
ers’ superior qualities or achievements, they are
more likely to improve themselves by acquiring
possessions only if such acquisition helps them
to achieve the desired advantage. In contrast,
if the desired advantage requires fewer posses-
sions, they are more likely to improve themselves
by reducing acquisitions (for example, in cases
when consumers envy those who achieved fru-
gality status).

Proposition 6:

A malicious envious consumer may be motivated to pull the
other down with hostile behaviors or may turn to social differentia-
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tion as a coping strategy to reduce the negative emotion. Social dif-
ferentiation occurs when in a competition or comparison, someone
else is better off in a decisive aspect; to be different, a consumer
seeks out an alternative option searching for some new criteria to
outperform the superior one (Lemaine, 1974). Van de Ven et al
(2011) found that when an envied other was described as owing an
iPhone, those who felt malicious envy were willing to pay more to
buy a Blackberry. For example, instead of buying an envied Adidas
shoe that a friend has, a consumer may buy a New Balance shoe to
differentiate herself aiming “originality” (Lemaine, 1974) or “cool-
ness” (Belk, Tian & Paavola, 2010). Thus:

Proposition 7:  Alternative product consumption reduces mali-
cious envy toward others’ possessions, for those

seeking social differentiation.

Consequences

The benign envy coping strategy of self-improvement may
bring positive and negative consequences to an envious person. If
a benign envious person wishing what the other owns, acquires the
desired object, she reduces her envy and increases happiness (Acker-
man, Maclnnis, & Folkes, 2000). However, if she struggles to buy
the desired object to improve herself, negative consequences may
arise such as consumer debt or overwork. Wooten et al (2011) dis-
cuss that although benign envy is free of hostile feelings, it may
bring harm for consumers making them more vulnerable, especially
low income ones. Some scholars argue that the acquisition of goods
and emulation of envied other’s consumption habits may develop
unhappiness (Belk, 1985; Belk, Ger, & Askegaard, 2003). We be-
lieve that when one experiences a negative emotion as envy, a state
of impermanence is established and coping strategies are produced
to reduce the unpleasant feeling, and the most positive consequence
of these strategies is the cease of the emotion. But if this positive
consequence brings further negative consequences to the envious
person, we consider the final outcome as a negative one and not posi-
tive. Thus, we propose:

Proposition 8:  When consumers feel benign envy, consumption
has positive consequences (only when the con-
sumption of a desired possession does not bring

personal negative consequences and reduces the
envy feeling).

Proposition 9:  When consumers feel benign envy, consump-
tion has negative consequences (only when the
consumption of a desired possession requires
strong sacrifices, e.g.; excessive debt, bringing
personal negative consequences, even when the

envy feeling is reduced).

The malicious envy coping strategy of alternative product
choices may also bring positive and negative consequences to an
envious person. Following the same reasoning of self-improvement,
if one buys an alternative product that does not bring further negative
consequences, we may say that consumption of an alternative op-
tion of an envied product brings positive consequences to an envious
person. But, if a person envying a friend’s Prada sunglasses buys
an alternative option that causes herself harm (such as a counterfeit
Prada option), negative consequences emerge. Accordingly, the fol-
lowing propositions are projected:
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Proposition 10: When consumers feel malicious envy and con-
sider alternative product choices, consump-
tion has positive consequences (only when the
consumption of an alternative product does not
bring personal negative consequences and re-
duces the envy feeling).

Proposition 11:  When consumers feel malicious envy and con-
sider alternative product choices, consumption
has negative consequences (only when the con-
sumption of a desired possession requires strong
sacrifices, e.g.; excessive debt, bringing person-
al negative consequences, even when the envy

feeling is reduced).

The most probable negative outcome of envy occurs when ma-
licious envy motivates hostile behaviors resulting in negative con-
sequences for the envious person and/or the envied other. This is
envy in its pure form, a painful feeling that someone has something
that one is unable to obtain, resulting in a wish that the other loses
it, probably leading to hostile behaviors (Epstein, 2003; Schimmel,
2008; Smith & Kim, 2007). In this situation, envy is directed to the
envied person, there is no consumption involved in the emotion
coping process. This hostile nature of envy brings various negative
consequences: some envious people spend their own money to hurt
other people (Oswald & Zizzo, 2001), feel pleasure when the envied
one suffers (Smith et al., 1996), and may suffer from mental health
disorders, such as depression (Salovey & Rodin, 1984; Smith et al.,
1994).

FINAL REMARKS

Though envy is a negative emotion and unpleasant experience,
with feelings of inferiority and a sense of ego threat, its coping strat-
egies may lead to constructive or destructive motivations resulting in
positives or negatives consequences for envious consumers as pre-
sented in our framework and propositions. In our contemporary soci-
ety, consumers are constantly tempted by envy, especially nowadays
where online social networks promote social comparisons. So, it is
critical to understand this construct from a consumption perspective
and its positive and negative consequences to consumers. Envy has
a powerful influence in everyday social interactions and in shaping
societal norms, and its effects on consumption need to be further
explored (Miceli and Castelfranchi, 2007; Smith & Kim, 2007). Our
framework is comprehensive in that it integrates antecedents, types,
coping strategies and consequences of envy, and our propositions
attempt to provide a starting point for future inquiry and to insti-
gate researchers to study this emotion in a consumption context. And
maybe, with a deeper understanding of this condemned and hidden
negative emotion, we can better educate ourselves and other con-
sumers, to recognize and acknowledge envy feelings, to be able to
transform them in positive consequences for consumer’s well-being.

ACKNOWLEDGEMENT
This research was conducted during a scholarship supported by
CAPES - Brazilian Federal Agency for Support and Evaluation of
Graduate Education, at EAESP-FGV.

REFERENCES
Ackerman, D., Maclnnis, D., & Folkes, F. (2000). Social
comparisons of possessions: when it feels good and when it
feels bad. Advances in Consumer Research, 27, 173-178.

Aristotle. (1954). The rhetoric and the poetics of Aristotle (W. R.
Roberts, Trans.). New York, NY: Modern Library. (Original
work published 350 BC)

Bagozzi, R. P., Gopinath, M., & Nyer, P. U. (1999). The role of
emotions in marketing. Journal of the academy of marketing
science, 27(2), 184-206.

Belk, R. W. (1985). Materialism: Trait aspects of living in the
material world. Journal of Consumer research, 12(3), 265-280.

Belk, R. (2011). Benign envy. AMS review, 1(3-4), 117-134.

Belk, R. W,, Ger, G., & Askegaard, S. (2003). The fire of desire: A
multisited inquiry into consumer passion. Journal of consumer
research, 30(3), 326-351.

Belk, R. W., Tian, K., & Paavola, H. (2010). Consuming cool:
behind the unemotional mask. In R. Belk (Ed.), Research
in consumer behavior, Vol 12 (pp. 183-208). Bingley, UK:
Emerald.

Clanton, G. (2007). Jealousy and Envy. In J.E. Stets & J.H. Turner
(Eds.) Handbook of the Sociology of Emotions (pp. 410-442).
New York, NY: Springer.

Crusius, J., & Lange, J. (2014). What catches the envious eye?
Attentional biases within malicious and benign envy. Journal
of Experimental Social Psychology, 55, 1-11.

Epstein, J. (2003). Envy: The seven deadly sins. New York, NY:
Oxford University Press.

Festinger, L. (1954). A theory of social comparison
processes. Human relations, 7(2), 117-140.

Foster, G. M., Apthorpe, R. J., Bernard, H. R., Bock, B., Brogger,
J., Brown, J. K., ... & Freeman, S. T. (1972). The anatomy
of envy: A study in symbolic behavior [and comments and
reply]. Current anthropology, 13(2), 165-202.

Kant, 1. (1996). Foundations of the metaphysics of morals (M.
Gregor, Trans.). New York, NY: Cambridge University Press.
(Original work published 1785)

Lamberton, C., Kristofferson, K., & Dahl, D. W. (2013). TAKING
THE JONESES (AND THEIR STUFF) DOWN ANOTCH
OR TWO: CONSUMER ENVY, HARMING BEHAVIORS,
AND OUTCOME VALUATION. http://public-prod-acquia.
gsb. stanford. edu/sites/default/files/documents/mktg 11 13
Lamberton. pdf.

Lazarus, R. S. (1991). Emotion and adaptation. New York, NY:
Oxford University Press.

Lemaine, G. (1974). Social differentiation and social
originality. European Journal of Social Psychology, 4(1),
17-52.

Miceli, M., & Castelfranchi, C. (2007). The envious
mind. Cognition and emotion, 21(3), 449-479.

Neu, J. (1980). Jealous thoughts. In R. Rorty (Ed.), Explaining
emotions (pp. 425-463). Berkeley, CA: University of
California Press.

O’Guinn, T. C., & Faber, R. J. (1989). Compulsive buying:

A phenomenological exploration. Journal of consumer
research, 16(2), 147-157.

Parrott, W. G. (1991). The emotional experiences of envy and
jealousy. In P. Salovey (Ed.), The psychology of jealousy and
envy (pp. 3-30). New York, NY: Guilford.

Parrott, W. G., & Smith, R. H. (1993). Distinguishing the
experiences of envy and jealousy. Journal of personality and
social psychology, 64(6), 906-920.

Rawls, J. (1971). 4 theory of justice. Cambridge, MA: Belknap
Press.



Salovey, P., & Rodin, J. (1984). Some antecedents and
consequences of social-comparison jealousy. Journal of
Personality and Social Psychology, 47(4), 780-792.

Schimmel, S. (2008). Envy in Jewish thought and literature. In R.
H. Smith (Ed.), Envy: Theory and research (pp. 17-38). New
York, NY: Oxford University Press.

Schoeck, H. (1969). Envy: A theory of social behavior (D. Neid,
Tans.). New York, NY: Harcourt, Brace, and World.

Silver, M., & Sabini, J. (1978). The social construction of
envy. Journal for the Theory of Social Behaviour, 8(3), 313-
332.

Smith, R. H. (2000). Assimilative and contrastive emotional
reactions to upward and downward social comparisons. In J.
Suls & L. Wheeler (Eds.), Handbook of social comparison:
Theory and research (pp. 173—200). New York, NY: Kluwer
Academic/Plenum.

Smith, R. H., & Kim, S. H. (2007). Comprehending
envy. Psychological bulletin, 133, 46—64.

Smith, R. H., Parrott, W. G., Diener, E. F., Hoyle, R. H., & Kim,
S. H. (1999). Dispositional envy. Personality and Social
Psychology Bulletin, 25(8), 1007-1020.

Smith, R. H., Parrott, W. G., Ozer, D., & Moniz, A. (1994).
Subjective injustice and inferiority as predictors of hostile and
depressive feelings in envy. Personality and Social Psychology
Bulletin, 20(6), 705-711.

Smith, R. H., Turner, T. J., Garonzik, R., Leach, C. W.,
Urch-Druskat, V., & Weston, C. M. (1996). Envy and
schadenfreude. Personality and Social Psychology
Bulletin, 22(2), 158-168.

Tesser, A. (1991). Emotion in social comparison and reflection
processes. In J. Suls & T. A.Wills (Eds.), Social comparison:
Contemporary theory and research (pp. 115-145). Hillsdale,
NJ: Lawrence Erlbaum.

Latin America Advances in Consumer Research (Volume 4) / 113

Tesser, A., Millar, M., & Moore, J. (1988). Some affective
consequences of social comparison and reflection processes:
the pain and pleasure of being close. Journal of personality
and social psychology, 54(1), 49-61.

Van de Ven, N. (2015). Envy and admiration: Emotion and
motivation following upward social comparison. Cognition
and Emotion, 31(1), 193-200.

Van de Ven, N., Hoogland, C. E., Smith, R. H., van Dijk, W. W.,
Breugelmans, S. M., & Zeelenberg, M. (2015). When envy
leads to schadenfreude. Cognition and Emotion, 29(6), 1007-
1025.

Van de Ven, N., Zeelenberg, M., & Pieters, R. (2009). Leveling
up and down: the experiences of benign and malicious
envy. Emotion, 9(3), 419-429.

Van de Ven, N., Zeelenberg, M., & Pieters, R. (2011). The envy
premium in product evaluation. Journal of Consumer
Research, 37(6), 984-998.

Ven, N. (2016). Envy and its consequences: Why it is useful to
distinguish between benign and malicious envy. Social and
Personality Psychology Compass, 10(6), 337-349.

Wood, J. V. (1989). Theory and research concerning social
comparisons of personal attributes. Psychological
bulletin, 106(2), 231-248.

Wooten, D. B., Harrison, R. L., & Mitchell, N. (2011). Benign
envy: is there a dark side of light green?. AMS review, 1(3-4),
137-139.

Zizzo, D. J., & Oswald, A. J. (2001). Are people willing to pay
to reduce others’s incomes?. Annales d’Economie et de
Statistique, 39-65.



The Impact of Consumer Mood on Use of Mobile Payment
Sahar Karimi, University of Liverpool Management School, UK
Yu-Lun Liu, Coventry University, UK

EXTENDED ABSTRACT

Current studies of m-payment usage have predominantly
focused on the technology acceptance model (TAM). Although
TAM’s antecedent constructs (e.g., ease of use and usefulness)
can shed light on the adoption of m-payment services, they do not
adequately explain consumers’ usage behaviour. Therefore, other
factors that can explain m-payment adoption behaviour of consumers
should be examined (Djamasbi et al., 2010). Drawing on the Mood-
Behaviour Model (MBM), proposed by Gendolla (2000), we suggest
that affective states of consumers can influence their m-payment
adoption by having a) an informational impact and b) a directive
impact. Mood is, therefore, a strong determinant of consumer usage
behaviour that could be evoked by retailers to increase penetration of
m-payment services.

Mood is a long-lasting affective state that can be associated
with a positive or negative valence (Biss, et al., 2010). Compared to
emotions and feelings, moods are more holistically experienced and
are not affective reactions to specific events (Gendolla, 2000). Prior
research (e.g. Djamasbia et al., 2010) has demonstrated that moods
have significant effect on individuals’ cognitive processing and can
effectively influence their decisions and reactions. According to the
mood-behaviour model (MBM), moods can have two types of impact
on human behaviour: informational and directive impacts (Gendolla,
2000). The informational impact of mood changes the behaviour by
influencing judgments. People use their mood as an input to their
decision making by asking themselves how they feel about a decision
problem (Schwarz and Clore, 1983). Directive impact of the mood,
on the other hand, influences behavioural preferences by triggering
hedonic motives. In this situation, people who are hedonically
oriented seek to maintain their positive mood and repair a negative
mood by changing their decisions and behaviour. Therefore, mood
affects actions by influencing cognitive processing and hedonic
motivations in individuals. It is able to prompt certain behaviour in
consumers such as their m-payment usage intention.

Positive mood leads to a more optimistic evaluation and
assessment of expectations and has a positive influence on intention
to adopt a new technology (Djamasbia et al., 2010). Consequently,
positive mood can enhance consumers’ intention to use m-payment
as they will assess its value more optimistically, while negative mood
may decrease the willingness of using m-payment. However, moods
can affect individuals differently (Salovey et al. 1995). This research
considers two individual characteristics of decision-making style and
shopping gratification motives that closely relate to the two impacts
of mood.

Consumer’s decision-making style may be a factor that
moderates the effect of mood on m-payment adoption. Schwartz
et al. (2002) propose that individuals have different maximisation
tendencies and can be classified into maximisers or satisficers.
Maximisers are careful decision-makers and engage with intensive
cognitive processing; they cautiously weigh and evaluate the
information. Satisficers do not spend as much time and effort on
information evaluation (Karimi et al., 2015) and tend to use heuristics
(Liu etal., 2016) that simplify their choice behaviour such as instincts
and feelings. They are inclined to use what they feel as information
in order to make a decision. Therefore, satisficers are more affected
by informational mood impacts, compared with maximisers.
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On the other hand, directive impact of mood suggests that
individuals are motivated to sustain positive and avoid negative
affective states (Gendolla, 2000). They perform certain behaviour
to serve this purpose. However, not all consumers have the same
level of motivation to maintain or repair their mood. The Uses and
Gratification (U&G) theory proposes that the level of gratification
affects an individual’s motivation towards an action. In a purchase
situation, ‘gratification shopping motives’ refer to purchase related
behaviour that help consumers to escape from a negative state
(Arnold and Reynolds, 2003). Consumers, who are high in level
of gratification shopping motives, have a stronger motivation to
release their tension when experiencing negative mood. This leads
to prompting a behaviour that can repair their mood. Provoked
behaviour can simply act as a distraction from the negative mood
(Wegener and Petty 1994). The decision to use m-payment, an
opportunity to distracts the consumer from negative feelings, can be
used as a way to repair their mood. This research examines a three-
way interaction between mood valence, consumer decision-making
style and level of gratification shopping motives.

A scenario-based experiment has been designed to examine
the impact of mood valence on m-payment adoption and to explore
the moderating effects of decision-making style and gratification
shopping motives. A pre-test with 30 participants verified the
experimental manipulations (mood valence). The study was
conducted with a sample of 125 participants (68 male and 57
female) in September 2016. Participants were randomly assigned
to a positive mood or negative mood scenario and their individual
characteristics (i.e. decision-making style and gratification shopping
motives) were measured using previously developed scales (Dalal
et al., 2015 and Arnold and Reynolds, 2003). After experiencing the
mood manipulation, they were asked about their intention to use
m-payment for paying their order.

Results indicate that consumers’ mood alters their m-payment
usage intention. The effect of mood varies according to customer’s
decision-making style and gratification shopping motive. Satisficers
are demonstrated to be influenced by the informational impact of
mood; they use their mood as information when making decisions.
On the contrary, maximisers are influenced by the directive impact of
mood; they try to repair their negative feelings through the choices.
Findings suggest that mood state is an influential variable that should
not be ignored and underestimated when examining m-payment
usage decisions.
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EXTENDED ABSTRACT

More than 80% of new product introductions are extensions
(Simms 2005). Brand extensions are cheaper to develop and far
less risky than radically new products (Keller 2003). An extension’s
success or failure depends in part on how it is positioned and, if the
extension is introduced globally, how it is received across multiple
cultures.

An extension can be positioned as an exemplar fit—the level
of consistency between a brand extension and an existing product of
the brand”—or a prototype fit—"“the level of consistency between
a brand extension and the generalized imagery of the brand” (Mao
and Krishnan 2006, p. 42). Which of these two positionings is more
likely to succeed depends on the accessibility of existing brand
associations (e.g., the concrete image of the baby shampoo bottle
versus the prototypical softness of Johnson & Johnson products) held
in the target customer’s memory (Ng and Houston 2006). The answer
may lie in the customer’s cultural background, which governs a
person’s self-view or self-construal (Ahluwalia 2008; Monga and
John 2007). Self-construal is how one sees oneself with respect to
others (Markus and Kitayama 1991). North Americans generally
have an independent self-construal, which means they tend to
perceive themselves as separate and unique from others. East Asians,
on the other hand, tend to define their selves as “inextricably and
fundamentally embedded within a larger social network™ (Gardner,
Gabriel, and Lee 1999, p. 321) of roles and relationships, in line with
their interdependent self-construal.

Self-construal predisposes people to process information in a
characteristic way, such that certain types of information are more
salient and readily accessible in memory. Consequently, they should
be more receptive to a particular type of extension—either prototype-
or exemplar-based. In view of the staggering size of brand extension
efforts—both the number of extensions and the costs associated with
them—and failure rates of 50% to 60% (Vasek 2002), these issues
are of pivotal strategic importance. Resolving them could not only
shape an extension’s introduction strategy, including the choice of
extension type (exemplar versus prototype) but also pinpoint the
markets where an extension type is more likely to succeed.

We study the interaction between the extension type and the
customers’ cultural background as manifest in self-construal. Noting
differences in the characteristic modes of cognition across people
with different self-construals, we expect that failure or success of an
extension redound only on the attitude toward the parent brand for
independents, but it affects the most accessible exemplar (flagship
product) for interdependents.

RESULTS

The results of Study 1 demonstrate that the dilution of overall
attitude toward the parent brand and the most accessible exemplar
of the brand depend on the accessibility of brand associations. For
independents, the prototype associations were more accessible than
the exemplar associations, resulting in dilution of only attitude to
the brand, A . For interdependents, the greater accessibility of the
exemplar associations led to the dilution of only attitude to the
exemplar, A_ . Effect sizes in both studies are large (Cohen 1988)
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suggesting that self-construal had a very strong impact on A, and
A

Moreover, consistent with Ahluwalia and Giirhan-Canli
(2000), the results of Study 1 also showed in conditions of high
accessibility—when the parent brand and the exemplar were
evaluated immediately after getting exposed to the extension news—
it was only the valence of the extension news (negative) and not the
nature of the extension failure (prototype versus exemplar-based)
that participants considered for evaluative purposes. Consequently,
the negative impact of extension failure did not vary with the nature
of extension.

In Study 2, also, the most accessible brand associations drove
the evaluation process. Consequently, the greater accessibility of the
prototype associations for independents led to the enhancement of
only attitude toward the parent brand. In contrast, for interdependents,
the greater accessibility of the exemplar associations led to the
enhancement of only attitude toward the most accessible exemplar of
the brand—its flagship product. The significant effect sizes measured
by Cohen’s d were greater than .8 (“large” effects, Cohen 1988, p.
22) and mirrored the brand dilution results from Study 1.

IMPLICATIONS

Results attest to the role of brand association accessibility in
brand dilution and enhancement. The findings of both these studies
follow a similar pattern, with the most accessible brand association
determining the negative (dilution) and positive (enhancement)
effects of extension failure and success. The significant effects in
both studies were large in magnitude, which suggested that self-
construal was a major determinant of participants’ evaluations of the
parent brand and the flagship product.

We also found that information about the failure of an
extension had a greater impact on the evaluation of the parent brand
and the flagship product than information about the success of an
extension. This result is consistent with previous findings—that is,
negative information is more diagnostic or informative than positive
information (Fiske 1980; Maheswaran and Meyers-Levy 1990). It
is also interesting to note that the extent of dilution (enhancement)
of the parent brand for independents was similar to the dilution
(enhancement) of the flagship product for interdependents. Thus,
the differential accessibility of the abstract and concrete associations
of a brand across forms of self-construal not only determined the
pattern of the reciprocal effects of extension failure (success) but also
the magnitude of the effects; the most accessible representations—
parent brand versus the flagship product—underwent similar levels
of dilution (approximately 35% on average) and enhancement
(approximately 23% on average).
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EXTENDED ABSTRACT

The decision by companies to reintroduce previously
discontinued products is typically motivated by a desire to capitalize
on the nostalgic appeal and lingering equity of their brands while
mitigating the cost associated with developing new products. Brown,
Kozinets and Sherry Jr. (2003) define this activity as retro-marketing.
Although this strategy is becoming increasingly prevalent, academic
interest in retro marketing has been sparse and largely conceptual in
nature. It is thus important in the first instance, to examine the factors
related to the discontinuation aspect of this activity, such as switching
costs, the quality of the discontinuation implementation process and
product type, which can significantly affect retro-marketing success
but have not been examined in detail. Additionally, this study applies
the appraisal theory of emotion to demonstrate how consumers’
emotional responses to product discontinuation affect their purchase
intentions for the brand upon re-launch.

Appraisal theory suggests that emotions are referent and arise
when evaluative judgments are made about the relevance of an
event or incident to one’s personal wellbeing or after processing
personally relevant information (Frijda, 1993). In any given situation
an individual’s emotional response and resulting behavioral outcome
is based on two main processes; (1) the antecedents of the appraisal
process (prior knowledge and experiences) and (2) the appraisal
of personally relevant information (the degree of goal congruence,
agency, normative/moral compatibility and goal importance).
Therefore, personally relevant elements of the retro-marketing
process such as switching costs, the quality of the discontinuation
implementation process and the type of product involved are likely
to be assessed by customers, which would inform their resulting
emotional and behavioral reactions.

Switching costs can be defined as the various costs involved
in changing between alternatives (Heide & Weiss, 1995) and can be
grouped into three categories, namely continuity, learning, and sunk
costs. When switching costs are perceived to be substantial, consumers
will respond more negatively to the discontinuation of the product
because they are likely to feel as though they are being punished rather
than rewarded for their continuous loyalty by having their benefits
removed (continuity costs) and have to engage in extensive search and
evaluation (learning costs). As a result it was expected that:

Hypothesis 1:  Higher perceived switching costs lead to a stron-
ger negative emotional response by consumers

to product discontinuation.

The hypothesized effect of switching costs is likely to be
moderated by the quality of the implementation process. According
to Homburg, Fiirst and Prigge (2010) this is the degree to which
customers perceive that the firm has considered the impact on
consumers when discontinuing a product. Failure to do so leads to
a significant psychological costs that strain the company-customer
relationship. Therefore, improving this process allows the company
to offset the costs associated with product discontinuation and
moderate the negative emotions experienced by consumers.

Hypothesis 2:  The quality of the discontinuation implementa-
tion process moderates the relationship between
perceived switching costs and a consumers

emotional response.
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Product type was also expected to influence consumer
response because hedonic products are generally more affect-
rich in nature and provide a greater sensory appeal as compared
to utilitarian products which are consumed mainly for functional
purposes. Additionally, hedonic products are associated with higher
anticipation utility suggesting a greater expectation to consume these
types of products (Lowenstein, 1987). Violation of this expectation
due to discontinuation will therefore negatively affect consumers’
emotions since it is contrary to their emotional desires. This led to
the following hypothesis:

Hypothesis 3:  Discontinuation of hedonic products elicits a
stronger negative emotional response than dis-

continuation of utilitarian products.

Since emotional response has been shown to influence thinking,
judgment and decisions (Forgas, 2003), negative emotions arising
from product discontinuation were thought to reduce consumers’
desire to remain loyal to the organization and the probability of
purchase on re-introduction. We thus anticipated that efforts by the
firm to persuade customers to purchase the discontinued product
when reintroduced were likely to be less successful when directed
at customers who were emotionally traumatized by the product’s
removal. As such, the following relationship was hypothesized.

Hypothesis 4:  The more negative consumers’ emotional re-
sponse after product discontinuation, the lower
their purchase intention on reintroduction of the

product.

Data was collected via a survey randomly administered to 200
adult shoppers in face-to-face mall intercepts. Respondents were
asked to identify a discontinued product that they were previously
loyal to and indicate their emotional reactions after discontinuation
and how likely they were to purchase the product if it was re-
introduced. The products identified by respondents were classified
by the researchers as either hedonic or utilitarian based on the
extent to which the discontinued product was purchased for its
functional usefulness (utilitarian) or its experiential value (hedonic
product). The survey also included several questions to ascertain the
perceived quality of the implementation process and switching costs
faced by consumers. Information on consumer brand loyalty and
demographics was recorded in order to control for the influence of
these possible confounding factors.

Switching costs were found to be a strong predictor of the
negative emotions experienced by customers (f=-.56, t=-9.544 and
p=-000). However, the strength of this relationship was moderated by
the quality of the discontinuation implementation process (f=-.175,
t=2.573 and p=.011) to the extent that negative emotions experienced
were not as strong when the quality was perceived to be high. These
findings were consistent for both utilitarian and hedonic products.
Counter intuitively, however, the negative emotions experienced
due to product discontinuation and its associated switching costs
only served to strengthen the consumers’ purchase intention upon
reintroduction (f=-.45, t=-7.149 p=.000).

Our findings suggest that negative emotions associated with
discontinuation may eventually be overshadowed by the positive
emotions evoked by the brand’s reintroduction. This supports the
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view that brand attachment is a strong predictor of both current and
future purchase intentions (Esch, Langner, Schmitt & Geus, 2006).
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EXTENDED ABSTRACT

The continuous rise of shopping centers (SC) competition in
Latin America has increased the pressure to attract new consumers,
and to preserve actual customers. Previous marketing studies suggest
that, in order to attract customers and obtain greater profitability,
the SC must generate a fulfilling experience (LeHew, Burgess, and
Wesley, 2002) and relevant differentiation (Kasulis and Lusch, 1981;
Williams, Slama, and Rogers, 1985). The literature suggests that
positive experiences generate satisfaction, and consumer satisfaction
translates into loyal customers.

The purpose of this study is to analyze how SC attractiveness
impacts consumers’ satisfaction. In addition, it is important to know
if this relationship can be moderated by other factors such as the
frequency or the motivations that the consumers have to visit the SC.
In order to achieve these objectives, we started with a deep review
of the literature to define theoretical concepts such SC attractiveness
(Orozco-Gomez, 2016), customer satisfaction in terms of SC (Burns
and Neisner, 2006; Terblanche and Boshoff, 2006), as well as the
motivations to visit (Babin, Darden, and Griffin, 1994; Bellenger,
Robertson, and Greenberg, 1977; Patel and Sharma, 2009), and
frequency of visit (Iksuk, Christiansen, Feinberg, and Choi, 2005;
Kuruvilla and Ranjan, 2008; Roy, 1994).

Specifically, the hypotheses that were tested in this study are
the following:

Hypothesis 1:  The SC attractiveness has a positive impact on

its consumers’ satisfaction.

Hypothesis 2:  The impact of the SC attractiveness on its con-
sumers’ satisfaction is higher in hedonic con-
sumers than in utilitarian ones.

Hypothesis 3: The impact of SC attractiveness on its consum-

ers’ satisfaction is higher in those consumers
who have higher frequency of visits.

A national sample of 1,033 Mexican SC consumers participated
in the study; an electronic questionnaire was distributed in January
2015. Data was processed using IBM SPSS Statistics and IBM SPSS
Amos.

The hypotheses were supported by a multi-group structural
equation model (Hair, Black, Babin, and Anderson, 2010). Reliability
(Nunnally and Bernstein, 1994), convergent validity (Bagozzi and
Yi, 2012; Fornell and Larcker, 1981), and tests on discriminant
validity (Anderson and Gerbing, 1988), of the data were also
conducted. Additionally, the fit of the measurements and structural
models for attractiveness and satisfaction were evaluated using the
following criteria: chi-square, normalized chi-square, GFI, IFC, NFI
and RMSA. Finally, the invariability of the measurement model
across customers groups was also tested, hedonic vs utilitarian and
high vs low frequency of visits (Steenkamp and Baumgartner, 1998).
(See Tablel for details)
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Table 1: Measurement invariance test.

Visiting motivation groups.
Model

Single Group solution
Hedonic shopping motivations (n=323) 138.537 85
Utilitarian shopping motivations (n=710) 273.089 85
Measurement invariance

Chi*2 _df. ” Chi*2 "df _p RMSEA _CFI __ NFI

0.044
0.056

0.981
0.963

0.952
0.948

Equal form 411.642 170 0.037 0.970  0.950
Equal factor loadings 423.642 180 1200 10 0.285 0.036 0.969 0.948
Visit frequency groups.

Model Chi*2 df »Chi*2 "df p RMSEA  CFI _ NFI
Single Group solution

Low frequency of visits (n=628) 261.736 85 0.058 0.963  0.947
High frequency of visits (n=405) 178.263 85 0.052 0.971 0.946
Measurement invariance

Equal form 440.004 170 0.038 0.962  0.938
Equal factor loadings 456.203 180 1620 10 0.094  0.037 0.961 0.936

The SC attractiveness dimensions are presented in Figure 1,
where the results indicate positive and significant standardized
factor loadings for all of them. Starting with atmosphere (0.838),
followed by offer (0.769), service (0.769), and entertainment (0.745).
Subsequently, H1 is supported, the SC attractiveness is positively
related with consumer satisfaction (0.707***).

Figure 1: Strwctural Moadd

Compumes
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Fhe 1Esrdurdired regreion weigths are s in Bold

The results of the multi-group structural model indicate that the
difference between the structural model with equal factor loadings
and the structural model of equal structural loadings are significant
for both variables, motivations for visiting (AX"2 = 35.00, Adf =
4, p <0.001) and frequency of visits (AX"2 = 12,513, Adf = 4, p
<0.05). Thus, SC attractiveness has a greater impact on hedonic
consumer’s satisfaction than utilitarian (t = 3,824, p <0.001), which
supports H2. In the same way, results indicate that the impact of a
SC attractiveness was higher for consumers who visit frequently SC
than for those who visit it less frequently (t =-2.753, p <0.01). These
results support H3. Table 2 presents the results of the multi-group
structural model in detail.
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Table 2. Multi-group structural equation model . Standardized Regression Weights.

Moderator variable:
Frequency of visits

Moderator variable:
Shopping motivations

Hedonic Utilitarian Low frequency High frequency
Offer 0.802 0.758 0.771 0.760
Service 0.809 0.741 0.761 0.769
Atmosphere 0.866 0.818 0.843 0.828
Entertainment 0.705 0.770 0.775 0.706
Satisfaction 0.822 0.636 0.631 0.803

Chi"2 = 423.642; d.f. = 180
Chi®2/d.f. = 2.354;
GFI=0.949; CFI = 0.969
NFI = 0.948; RMSEA = 0.036

Chi®2 = 456.203; d.f. = 180
Chi”2/d f. = 2.534;
GFI=0.945; CFI = 0.965
NFI = 0.944; RMSEA = 0.039

From academic and managerial perspectives, the relevance of
this study lies in evaluating the overall impact of a SC attractiveness
on consumers’ satisfaction, and the moderating role of motivations
for visit and frequency of visit.

Findings suggest that the consumer who visits more frequently
a SC is less difficult to be satisfied with the SC, which in terms of
SC strategy, implies a higher profitability of frequent customers.
Likewise, a conclusion of this study is, that a SC should be at the
same time practical enough to satisfy the utilitarian needs of its
consumers, and also innovative and appealing to satisfy the needs
of its hedonic consumers. Therefore, a customizable experience
would help to increase the satisfaction of the different segments of
SC consumers.
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EXTENDED ABSTRACT

This paper focuses on the use of magic and spirit possession in
a highly competitive Brazilian religious landscape involving Neo-
Pentecostal, Catholic Charismatic Renewal (CCR), Spiritist and
Afro-Atlantic churches. Their competing magical appeals are part
of a wider shift in belief systems away from traditional Catholicism
toward pneumacentric religions (centered on the spirit and faith
healing) and mysticism taking place across Latin America (Chestnut,
2003). Besides organized religion, the need for magic in modern
lives is apparent in medicine. Recent clinical studies have shown the
power of medical faith healing on physical recovery and wellness
in general (Bragdon 2012; Vance 2016). Although previous studies
have explained spiritual consumption as arising in the lower classes
as a means to cope with the “pathogens of poverty” (Chestnut 1997,
48; Mariz 1992), it is clear that magical discourses and practices
are spreading into the middle and upper classes of Latin American
society, led by celebrities, footballers, and politicians who have
converted (Mariano 2004). Our paper responds to calls for further
research on the consumption of religion, particularly in emerging
economies (Richelieu & Korai, 2012). Although there have been
other consumer research studies of Pentecostal churches (e.g., Bonsu
and Belk 2010; Crocket and Davies 2016; O’Guinn and Belk 1998),
little attention has been given to the magical and spirit possession
aspects of these churches, which we see as key to their popularity.

Religious organizations are not immune to market forces and
must compete with one another to offer more compelling packages
of services and ideologies to potential consumers (see Miller 2004;
Einstein 2007; Hoover 2000; Moore 1994; Roof 1999; Twitchell
2005; Shachar, et al. 2011). Berger (1967; 1969) demonstrates
that churches and their belief systems must now be ‘marketed’ as
commodities rather than being imposed on the consuming public.
Previously Catholicism had ruled the roost across Latin America
including Brazil, enjoying a largely uncontested spiritual, political,
and commercial monopoly for four centuries. Introduced by the
Portuguese during colonization, Brazilian Catholicism enjoyed an
unrivaled authority and remains “enmeshed with national culture
and society” (Chestnut 1997, 70). However, one in three Brazilians
today have converted from their former faiths (Almeida (2004;
2009) in search of a more spiritually satisfying, socially relevant,
and up-to-date alternative. In the resulting highly competitive
religious economy we show how magic has become instrumental
in precipitating this shift to pneumatic (spirit-based) churches. We
demonstrate how carefully packaged magical discourses and rituals
help to differentiate one supernatural belief system from another by
providing solutions for specific everyday problems.

Spiritual identity is of central significance in many people’s
lives, providing them with a set of beliefs, meanings, rituals,
values, and community that helps them make sense of the world
(Mathras et al., 2016). In the present cases spirit possession is also
involved (Johnson 2014). The rapid growth of these pneumacentric
religions needs unpacking and in order to do so we adopted an
ethnographic approach consisting of observations, introspection
and depth interviews. We found that these churches focus on two
key practices -- materialization and commodification of the spirit --
in order to compete for legitimacy and power. Spirits and spiritual
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forces lack materiality so they must inhabit people or possessions
such as clothing in order to perform their magical roles. The churches
commoditize these spirits through religious paraphernalia offered
for specific purposes. Afro-Atlantic churches are distinguished
from their Protestant and Catholic rivals in their use of mediums
and drums to work their benign (or in some cases malicious) spirit
magic, invoking the agency of spirits for specific ailments and needs.
In Neo-Pentecostalism and CCR, by contrast, spirit possession is
always seen as the work of the Devil and therefore as an evil to
be driven out through exorcism (Bledsoe 2012; Lehmann 2001).
Spiritism and Afro-Atlantic religions offer individual consultations
so as to diagnose spiritual, emotional, and physical afflictions. In
Neo-Pentecostal and CCR services, on the other hand, individual
testimonies act as evidence of the efficacy of the faith healing on
offer and individual as well as collective blessings and exorcisms are
carried out in the services. Evincing the instrumentality of the magic,
adherents of each of these faiths are expected to pay for the healing
services rendered, either through offerings or tithes. In the Afro-
Brazilian faiths, clients are expected to make animal sacrifices and
offer monetary and other gifts to mediums. Without their offerings,
the Neo-Pentecostal and CCR adherent remains unable to access the
church’s magic. The financial commitment demonstrates faith and
the more you sow, the more you reap (Mulholland 2001).

The instrumentality of this magic therefore allows for more
relevant, active, purpose-motivated, individual goals rather than
the passive, intangible, collective, long-term goals of traditional
Western religions. This is part of a more general shift from focusing
on afterlife salvation to concentrating on the everyday problems of
church-goers. It is also part of the appeal of these religions to the
middle class. Spiritual healing provides a concrete benefit rather than
offering general comfort from a higher power. Adherents are buying
solutions to specific problems as a form of self-help for problems
such as physical and mental illness, divorce and unemployment.
When one belief system does not work, the consumer can switch to
another ‘package.’ Brazilians are multifarious spiritual consumers,
converting easily and often (Almeida 2004). Individualizing and
commoditizing the magic provides an illusion of hope in a precarious
political and economic environment. This includes money magic
through the gospel of prosperity. Although the churches studied
clearly compete, the Afro-Atlantic and Spiritist churches seek to
empower believers who strive to be possessed by spirits, while the
Neo-Pentecostal and CCR churches seek to heal by exorcizing these
same spirits. One’s meat is the other’s poison. Magic is not only
employed to achieve concrete, individual goals, but is also used to
make the religious experience more participatory and co-created
(Vargo & Lusch, 2004) rather than submitting to outside powers. As
such, these religions are seen as more relevant in a contemporary
consumer culture characterized by purchasable instant consumption
solutions (Driessens, 2013).
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INTRODUCTION

Clicks are more than just computer actions — they can tell entire
stories about consumers and their personalities. As consumers click
through various websites, their navigation patterns are captured to
form clickstreams. When these clickstreams are analyzed to measure
webpage click locations and times, online consumer journey maps are
formed. In this research, we apply sophisticated statistical analyses
to thousands of these maps, whereby several key clusters emerge.
Each cluster describes a typical consumer type — a persona — in terms
of related online purchases, how/where they search for information,
duration of pre-purchase activities, etc. Importantly, based on our
clickstream analyses and using mathematical modeling, our research
shows how we can predict future click locations.

Too many firms neglect focused CB analyses in their consumer-
related decision-making. Paradoxically, while 88% of companies
recognize the benefits of consumer-centrism, only 37% believe that
they have the online tools needed to deliver the desired consumer
experience (Silverpop 2015). The need to mine consumer insights
from big data was recognized by 57.9% of US marketers as a top
priority (eMarketer 2015). To assist industry, consumer researchers
need to focus on: (1) enhancing detailed “understanding” of online
CB; and (2) determining how to improve online consumer experience
(Wedel and Kannan 2016). Recognizing that the latter depends on the
former, our research enriches understanding of the online consumer
by employing important, yet under-researched topics: consumer
journeys, and consumer personas.

In order to enhance understanding of consumers, can we
predict future clicks by using journey maps (clickstreams), and
can clickstreams be used to construct consumer personas? Using
the individual consumer as the unit of analysis, we address these
research questions by employing big data from a major vacation
travel provider accessed through the Wharton Customer Analytics
Initiative. In so doing, we support the ACR’s Mission to “facilitate
the exchange of scholarly information among members of academia,
industry, and government worldwide.” Here, we link, conceptually,
the domain of data-rich marketing with consumer-focused, big data
analysis — our emphasis in this research, which is recognized as being
in need of research attention (Wedel and Kannan 2016).

Consumers are met with a vast amount of online travel
information as they engage in their purchase decision process
(Jordan et al. 2013); 65% of American adults buy or make travel
reservations online (Pew 2014). Lacking sufficient knowledge of
online CB, destination marketing organisations are facing challenges
in providing useful information to consumers, resulting in ineffective
information management (Choi et al. 2007), and compromised
consumer experience (Lemon and Verhoef 2016). To help, CB
researchers must understand the online consumer (Belk 2013).

The consumer research literature is somewhat limited in
detailed understanding of online CB. Recognizing this, more
empirical attention is needed in order to gain insights as to how
online consumer journey mapping can be leveraged to predict online
behavior (captured by clicks), as well as to construct consumer
personas. These areas have recently emerged as “some of the
hottest trends in marketing” (Silverpop 2015, 2). Further, analysis
of big data to enhance consumer experience has been identified as a
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pressing research priority in marketing (Ostrom et al. 2015; Lemon
and Verhoef 2016). The present research represents an initial attempt
to use big data consumers’ clickstreams to build personas resulting in
insights into their personalities, which in turn, can enhance consumer
knowledge and predict clicks.

In addressing the above research questions, this research is
positioned within the CB literature on personality, specifically,
the motivational research stream. Key contributions are made:
understanding of online CB is enhanced; we develop consumer
personas from clickstreams; we predict online behavior (clicks);
and the enhanced understandings and personas can be leveraged
to enhance the online consumer experience. Adopting a multi-
disciplinary perspective, this research is informed by literatures from
management science, CB, marketing, and psychology.

THEORETICAL FOUNDATIONS AND RESEARCH
HYPOTHESES

Research Setting

Considering the traditional five-stage consumer decision making
model, our analysis concentrates on three fundamental stages: (1)
information search; (2) alternative evaluation; and (3) purchase
decision (Javadi et al. 2012; Solomon et al. 2017). We use data from
an online vacation travel site in our analysis since vacation decision
making is complex and often subject to budgetary constraints, as well
as prior travel experience (Walsh and Gwinner 2007). Consumers’
journey maps developed through the analysis of clickstreams have
the potential to yield consumer behavioral insights.

Journey Maps — Relevance to CB

Understanding consumer journeys (clickstreams) can facilitate
a consumer-centric approach to marketing. The sequence of clicks
that a consumer undertakes while formulating purchase alternatives
ultimately forms an online consumer journey map, which captures
multiple touchpoints with the firm, channels, and devices. Together,
this data encompasses the multitude of steps that a consumer goes
through leading to purchase (Norton and Pine 2013; Lemon and
Verhoef 2016). A consumer searches for information by visiting
various web pages and sites. In so doing she expands her knowledge-
base, resulting in the formation of an evoked/consideration set — the
suite of alternatives from which the ultimate purchase will be made.
Once alternatives have been evaluated, purchase (conversion) is
potentially completed. This online CB is influenced by numerous
internal and external factors such as the consumer’s information
processing ability (Beldona et al. 2004), as well as her past related
experience and knowledge, intelligence, education, and marketing
message complexity (Jaworski and MacInnis 1989).

Personas — Definition, Theoretical Basis and Relevance to
CB

Consumer personas are examples or archetypes of real
consumers, which enable marketers to develop marketing strategies
for products aimed at the consumers who might purchase these
products (Revella 2015); they serve as models of consumers
(Blomquist and Arvola 2002). Observed during research, personas
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are specific descriptions that are archetypical representations of
current or potential consumers, and typically include consumption
patterns, motivations, goals, and likes/dislikes (Calde et al. 2002;
Thoma and Williams 2009). Theoretically, personas are grounded in
the motivational research stream of personality theory. Motivational
research has attempted to apply Freudian ideas of personality,
including psychoanalytic theory, to CB. This has included a focus
on the deeper meaning of products-motive links (Dichter 1964).
Relatively little dedicated scholarly CB research has been devoted
to consumer personas as they relate to marketing applications, thus,
reinforcing the importance of the current research in marketing and
e-commerce.

Developing Personas Using Big Data in e-Commerce

Appropriately constructed and applied, consumer personas can
be powerful tools since they are built around consumers’ purchase
decisions and reveal insights into their expectations, concerns, and
desires (Revella 2015). Building personas complements other CB
research methods, and as Brangier and Bornet (2011) note: “there
is no scientific method behind the construction of personas” (p.
40). Initially, developing consumer personas requires gathering
both qualitative and quantitative data, related to consumer needs,
behaviors, and preferences (Thoma and Williams 2009). This macro
level, preliminary step, resulting in broad persona themes, is designed
to attain a general understanding of consumers. Subsequently,
these persona themes are then developed in greater detail to better
understand target consumers through comprehensive descriptions
(Thoma and Williams 2009). Hence, we hypothesize:

Hypothesis 1:  Macro level data [demographic and lifestyle,
coupled with online journey mapping (click-
stream locations and times)] will facilitate de-

velopment of broad consumer persona themes.

As Walsh and Gwinner (2007) note, micro level, consumer-
oriented, cluster analysis (as a statistical technique) has been used
to better understand online CB. In fact, Rohm and Swaminathan
(2004) identified four distinct online shopping personality clusters,
and found that travel purchase activity varied across each of these
clusters. This matching of clusters and personas is consistent
with prior research suggesting that cluster analysis techniques are
ideal for persona analysis and development because they identify
and distinguish behavioral patterns (Thoma and Williams 2009).
Thoma and Williams (2009) also posit that clickstream analysis is
a suitable way to understand and validate persona themes. Hence,
we hypothesize:

Hypothesis 2:  Individual level online journey mapping (click-
streams that capture locations, times, return vis-
its, and purchase decisions) will uncover broad
behavioral clusters, which when combined with
lifestyle data, will facilitate development of con-

sumer personas.

Prediction and Validation of Personas

Prediction is critical. The persona, by virtue of its very nature,
is intended to convey predictive CB to marketers (Brangier and
Bornet 2011). Behavioral prediction has received considerable
CB research attention. Past behavior is a good predictor of future
behavior (Bentler and Speckart 1981). Knowing that online behavior
is captured by clickstream information, it is reasonable to believe
that future online behavior — future clicks — should be predicted
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by known journey maps (clickstreams) — past clicks. Knowledge
of future clickstream behavior could be used to inform persona
construction by providing a critical knowledge of potential future
online behavior. Therefore, we hypothesize:

Hypothesis 3:  Journey mapping will facilitate prediction of fu-

ture clicks (clickstream behavior).

RESEARCH DESIGN, METHOD, AND RESULTS
Three studies were used to assess the hypotheses. Studies 1
and 2 sought to determine if online journey mapping (macro- and
individual-level) could be used to develop consumer personas.
Extending these ideas, Study 3 attempted to predict future clickstream
behavior based on known prior clickstreams.

Study 1 — Hitwise Study: Macro-level Analysis

Aim, Data and Measures

Our aim in Study 1 was to assess H1. We examined journey
maps (clickstreams) using Experian Hitwise data, which tracks daily
web traffic for 10 million Americans. Our sample consisted of data
for a particular all-inclusive vacation website spanning December
2014 to January 2015 (Daily M, = 3217.9, SD = 691.6),
including clickstream and lifestyle information [M__ > 45, F = 44%,
annual individual income > $60,000 (58.5% of cases)].

Analysis and Findings

Consumers were analyzed using the PRIZM (Potential
Rating Index for ZIP Markets) geodemographic clustering system
— aggregate data developed by combining US Census data with
consumer surveys. PRIZM provides 40 mutually exclusive lifestyle
clusters for all 36,000 US SIP codes (for details see Burrows and
Gane 2006). Upper Income Family and Mature individuals were
extremely active in our focal website activity (55.79% of visits),
though High Income Young Families were also active (17.48%).
Our focal website visits were dominated by high earning Suburban
and Town & Rural individuals (58.0%). The Urban Social group
had relatively low website activity (11.96% of all traffic, across all
income levels).

The top 20 websites (by traffic volume) that were visited
immediately prior to our focal vacation website represented 71.86%
of (our focal website) visitors, where (of this portion) 65.68% visited
non-vacation-specific websites (e.g. Google). Other between-
site. movement focused exclusively on vacation websites. The
top 20 websites visited immediately following our focal website
represented 51.56% of downstream traffic, where 69.72% (of this
portion) moved to non-travel sites.

Conclusions

This macro-level analysis supports H1. Journey mapping,
combined with lifestyle data, provides general consumer persona
insight (broad persona themes). This macro-level of data, however,
prevents us from understanding the relationship between clickstream
data and available lifestyle or demographic data. Study 2 will
address this limitation.

Study 2 — Consumer Personas: Individual-level Analysis

Aim, Data and Measures

Our aim in Study 2 was to assess H2. Data from two major
sources were used: an online all-inclusive vacation provider; and a
financial (credit card) company. All data was accessed through the
Wharton Customer Analytics Initiative. These data included 2305
individual consumers’ journey maps (each with a minimum of 10
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clicks) that resulted in vacation purchase. The clickstreams captured
the type of page visited (information-oriented or alternative/package-
oriented) and the times between each click.

Analysis and Results

Clusters were developed using two variables: type of activity
in the clicks prior to purchase (information seeking vs. alternative
evaluation), and the total time between the clicks. A two-stage cluster
analysis was employed since the dataset was large, and we used both
categorical (activity) and continuous (time) variables (Dolnicar
and Leisch 2008). A four-click history with a five-cluster structure
provided the strongest result (S(i) = .90) and will be described next.

The analysis showed that four clusters were particularly
meaningful and clickstream activity occurred within a single
day. Two clusters were highly transactional — consumers actively
evaluated vacation alternatives (as measured by % of total clicks
devoted to vacation alternative pages vs. informational pages):
Cluster A (28.1% of sample, 100% of clicks), and Cluster B (32.1%
of sample, 75% of clicks). Two other clusters were less inclined
to evaluate alternatives, and instead, were focused on vacation
information seeking (% of clicks devoted to information yielding
pages): Cluster C (25.2% of sample, 50% of clicks), and Cluster
D (10.5% of the sample, 25% of clicks). Vacation information
includes (for example): destination attributes, accommodation,
related tourist sites, etc. A final, small cluster (0.04% of the sample)
consisted of 97 consumers whose clickstream occurred over a 12 day

period. This cluster displayed outlier behavior and was discarded.
From the foregoing, a persona space was developed (see figure 1).
Additional cluster differences coupled with lifestyle data from the
financial company, were then integrated into the clusters to enhance
their explanatory power with behavioral descriptions. Results yield
consumer personas and are described in figure 1.

Conclusions

H2 was supported. The analyses identified statistically
significant clusters, each representing a consumer persona. This
supports the use of online big data as a means of analyzing consumer
journey maps (clickstreams) and in turn, developing consumer
personas.

Note on Cluster Analysis — Study 2:

A two-stage cluster analyses was run on two to eight click
histories. The silhouette statistic, S(i), is a measure of the distance
within a cluster as a function of distances between clusters.
Specifically: S(i) = [b(i) — a(i)]/max{a(i), b(i)} where a(i) is the
average dissimilarity of objects 7 within the cluster, b(7) is the average
dissimilarity between objects i and other clusters, and -1 < S(i) < 1.
As values of S(7) approach 1, the within cluster dissimilarity is very
small in comparison to the between cluster dissimilarity (Rousseeuw
1987). Using the silhouette criterion of cluster quality, a four-click
history with a five-cluster structure provided the strongest result (S(7)
=.90).

Figure 1. The Behavioral Persona Space & Descriptions of Travel Purchasers (Study 2)

Cluster A: Luxury Vacationer

Profile:

e Tend to spend time and money on specific purchases (e.g.,
fine dining, organic grocery items, coffee, car rentals, and
shopping at megastores.

¢ High-end purchasers who enjoy luxury travel.

e Experienced travelers, less price-sensitive than other clusters.

e Avoid store loyalty cards, furniture shopping, home
construction projects, and going out to movies.

e Concerned with transactional vacation attributes such as,
dates, timings, room availability, price, etc. (like Cluster B).

(28.1% of sample, 100% of clicks)

Cluster B: Cost-efficient Vacationer

Profile:

e Tend to frequent casinos and economy hotels, purchase
cruise vacations and appliances, and shop at megastores.

¢ Frequent economy travelers who are likely more price-
sensitive than other clusters.

e Experienced travelers, concerned with transactional vacation
attributes such as, dates, timings, room availability, price, etc.,
(like Cluster A).

(32.1% of sample, 75% of clicks)

Experienced Vacationers — Alternative evaluation is the dominant stage (in the consumer purchase process) for these two
personas. Extensive experience allows these consumers to rapidly progress to this stage.

Cluster D: Business Traveller’s Escape

Profile:

e Tend to use loyalty cards, go out to movies, eat at mid-range
and non-fast-food restaurants, often buy home furnishings,
lead uneventful lives centered at home, and frequently visit
casinos.

¢ Unique consumers — engage in frequent international
business travel.

e Avoid: domestic train travel, spending large amounts of
money; fine dining restaurants; and coffee shops.

e Vacation travel is an irregular and regarded as a special
event.

(10.5% of the sample, 25% of clicks)

VACATION TRAVEL EXPERIENCE

Cluster C: Family Vacationer

Profile:

e Tend to spend more time at home, spend disposable income
on home TV/video services, home construction projects, and
mid-range and non-fast-food restaurants — vs. other clusters.

e Avoid: fine dining, international air travel, casinos, and organic
grocery stores and megastores.

e Vacation travel is infrequent and treated as a special
occurrence.

(25.2% of sample, 50% of clicks)

Infrequent Vacationers — Information seeking is the dominant stage requiring much time, and dedicated effort. Careful assessment
of potential benefits, and detailed evaluation of alternatives is seminal in the purchase decision process. Importantly, for these
consumers, the process of information seeking constitutes a key benefit of a vacation; planning is seen as part of the vacation fun.




Study 3 — Consumer Personas — Predicting Clickstream
Behavior
Aim

To assess H3, a two-stage mathematical modeling process was
developed: (1) we focused on consumer cognitive dimensions using
Markov chain analyses; and (2) we focused on consumer behavioral
aspects using Association analyses as a basis for developing our
model.

Data and Rationale

Our sample, provided through the Wharton Customer Analytics
Initiative, contained 48,170 consumer journey maps; a total of
346,297 clicks [(17,389 mobile (5%) and 328,908 non-mobile
(95%)], suggesting a preference for non-mobile devices. Journey
maps (clickstreams from decision making processes) possess
cognitive, behavioral, and affective dimensions (Bhandari and
Hassanein 2012); here we consider the first two dimensions. In
typical clickstream analysis, each click is construed as an exclusive
event, unrelated to the immediately preceding, and subsequent,
click. In contrast, here we posit that clicks are related, and that
they can be construed as possessing human-like “memory.” Using
this “memory,” we suggest that it should be possible to predict the
next, subsequent, click. We can understand and model consumers’
bipartite dimensions via various analytical techniques described
herein.

Analysis I — Cognitive Focus

Initially we focus on predictive modeling emphasizing
consumers’ cognitive dimensions using Markov chain analysis.
Journeys, manifest as clickstreams, can be modelled as a Markov
process (Xu et al. 2014). A Markov chain of order k is a process
(Ui);” such that for each t >k and v ,V,, it holds that Pr [X =
Vk+1 | Xk:Vk’ ’Xl :VI] =Pr [)(Hl :Vk+l )(t:Vk’ ’th-kﬂ :VI]
(Chierichetti et al. 2012). This model enables us to understand the
cognitive dimension; we can determine if clicks have “memories.”
A zero order Markov process is “memoryless,” whereas a first order
process retains a “memory” from one state earlier (the previous
click); a higher order can be interpreted similarly. We analyzed the
clickstreams from the order of zero to five. Model goodness of fit
was based on Log Likelihood (highest), AIC (Akaike’s Information
Criterion — lowest), and BIC (Bayesian Information Criterion —
lowest), suggesting the first order Markov process as the best model.

K+

Findings

The top five predicted probabilities ranged from .5 to .98 when
a click point is known; with these probabilities the subsequent click
can be predicted. This indicates that clicking is relatively short-term
(in terms of memory); consumers are guided by the immediate past.
This suggests that the loss of information due to a broken chain of
cookies may not be as severe as one might expect — what matters is
the immediate past only. Clicks have “memories.”

Analysis Il — Behavioral Focus using Association analysis

Above we considered click temporal order. Here, we use a
non-temporal approach; an aggregation of clicks. Marketers use
association rules for “shopping basket” analysis when researching
multi-category purchases (Manchanda et al. 1999). Mathematical
analytical procedures are at the Addendum — figure 1.

Conclusions

No meaningful Association rules existed for clickstream data.
Implications of this finding are similar to the above Markov analysis
and thus, validates it. Consumers are goal-oriented and they are not
necessarily constrained by their chain of clicks. Findings suggest
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support for H3. Our contribution to the motivational research
literature stream within the theoretical domain of personality is
reinforced.

Major analytical findings are summarized in table 1.

Description of Mathematical Analysis for Analysis Il — Study
3

First, we converted clickstreams into transactions. Then we ran
the apriori algorithm to compute the support and confidence of the
derived association rules. A brief mathematical definition of these
terms (based on Tan et al. 2006) follows: let C = {c,, c,, ..., ¢,} be
the set of all clicks in the clickstream, and let S = {5, s,, ...,s,} be
the set of all clickstreams. Each stream s, contains a subset of clicks
chosen from C. The stream length is defined as the number of clicks
present in a stream. A stream s is said to contain a click set X if X'
is a subset of s, Support count refers to the number of streams that
contain a particular click set. Mathematically, the support count,
o(X), for a click set X can be defined as, o(X) = | {c, |X Cc,ces
} | where the symbol | . | denotes the number of elements in a set.
The Association rule is the implementation of X — Y where, X and ¥
are disjoint click sets, i.e., XNY = &. The strength of an association
rule is measured in terms of its support and confidence which are
defined as: Support, s(X—7Y) = o(XUY)/N; and Confidence, c(X—7Y)
= o(XUY)/o(X). We set out to extract the Association rules using
standard values for Support and Confidence such as, 30% and
80% respectively. No such rules could be found with these values.
Consequently, we lowered these values until an Association rule
could be found.

Outcome. Since the observed values of Support and Confidence
were so low, no meaningful Association rules existed for clickstream
data. This is similar to Analysis I (Markov) analysis and validates it.

GENERAL DISCUSSION, IMPLICATIONS AND
LIMITATIONS

Much consumer information is captured by their clicks (web
locations, times, touchpoints, etc.). Leveraging the hidden potential
richness of big data, our research has shown that consumer journey
maps, captured by clickstreams, can be harvested and analyzed
to yield personas, resulting in robust insights into consumers’
personalities. Further, attesting to the veiled power of clickstreams,
we have unlocked the predictive capability of clickstreams by
showing that clicks can be thought of as possessing “memory,” and
knowing this memory, future clicks can be predicted. Therefore,
we can forecast future points in consumers’ online journeys, which
is especially important for marketers since online shopping mainly
occurs as self-directed search prior to purchase.

By predicting clicks, practitioners would be able to tap into
the self-directed nature of online shopping and introduce marketing
efforts to influence the consumer in a desired direction. Applied to
clickstreams, our Markov chain analyses, showed that we can bridge
the gap between technology/touchpoints/clicks and the consumer
experience by potentially crafting specific and tailored messages to
particular consumers. By providing sage, dedicated, information to
the consumer during the journey process, practitioners can enhance
the likelihood of purchase. This was confirmed by managers from
the company that provided the data for our research, as they believe
that they could use this knowledge to enhance their consumers’
online experience. Using big data isn’t a panacea. Depending
on the state of data warehousing, mining from big datasets can be
extremely effortful and time-consuming. Thus, as mentioned, it is
important to develop automated means of tapping into big datasets.
Notwithstanding, we suggest that our methodology can be extended
to a variety of online contexts where clicks can be tracked.
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Table 1. Summary of Major Analytical Findings

Hypotheses

Data Source and Details Method of Analysis

Main Results

H1: Macro level data
[demographic and lifestyle,
coupled with online journey
mapping (clickstream
locations and times)] will
facilitate development of broad
consumer persona themes.

Source: Experian/Hitwise:
December 2014 to January 2015

Between Group Analysis

Details: (Daily M, =3217.9,8D =
691.6), including clickstream and lifestyle
information [Magc> 45, F = 44%, annual
individual income > $60,000 (58.5% of

cases)].

H1 was supported.

Journey mapping, coupled with
lifestyle data, can facilitate
insight into consumer personas.
This macro-level of data,
however, prevents us from
understanding the relationship
between clickstream data

and available lifestyle or
demographic data.

H2: Individual level online Source: Data from a major vacation Cluster Analysis H2 was supported.
Jjourney mapping (clickstreams provider was accessed through the Wharton Through cluster analysis,
that capture locations, times,  Customer Analytics Initiative: four consumer personas were
return visits, and purchase December 2014 to January 2015 developed.
decisions) will uncover Cross-tabulating those clusters
broad behavioral clusters, Details: 2305 individual consumers’ with purchasing data provided
which when combined with journey maps (clickstreams each with meaningful personas.
lifestyle data, will facilitate a minimum of 10 clicks) spanning two
development of consumer months, which resulted in purchase. The
personas. clickstreams captured: type of page visited
(information-oriented, option/package-
oriented, etc.); time between clicks; and
conversion.
H3: Journey mapping will Source: Data from a major vacation Markov Chain Analysis ~ H3 was supported.
facilitate prediction of future  provider was accessed through the Wharton Consumers are goal-oriented
clicks (clickstream behavior)  Customer Analytics Initiative: and they are not necessarily
December 2014 to January 2015 constrained by their chain of
clicks.
Details: 48,170 consumers’ journey maps; Our contribution to the
a total of 346,297 clicks [17,389 mobile motivational research literature
(5%) and 328,908 non-mobile (95%)] stream within the theoretical
domain of personality is
reinforced.
From a scholarly perspective, our research has contributed to REFERENCES
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Can Guilt be Repaired by Consumption?

An Experimental Analysis of Brazilian Mothers
Suzana Valente Battistella-Lima, EAESP-FGV, Brazil
Delane Botelho, EAESP-FGV, Brazil

EXTENDED ABSTRACT

In this research we propose that consumption to benefit children
can become a mechanism to mitigate mother’s guilt due to feeling of
being absent from the child’s life. To alleviate feelings of guilt, the
individual can adopt behaviors to repair the damage caused by the
transgression (Sukhdial & Boush, 2004). In the case of the mother
who feels guilty, she may adopt behaviors to repair the damage she
believes she has caused to her children. We hypothesize that allowing
the child to influence consumer decisions is a way to grant the child
a moment of fulfillment and, therefore, repair the guilt experienced.
Hence, our first hypothesis is:

Hypothesis 1:  Guilt experienced by the mother (GEM) (due to
feeling of being absent from the child s life) leads
to greater influence of the child in buying deci-

sions (CBD).

Meeting the child’s request (Bruner & Hensel, 1992) refers to
the degree to which parents confess to buying a specific product for
their children when they ask for it. We assumed that the mother’s need
to repair guilt is related to the fact that she yields to her children’s
requests. Thus:

Hypothesis 2: GEM leads to greater yielding to the child's re-

quests (YCR).

Often, the child’s requests are related to a superfluous product
from the perspective of the parents; superfluous can be defined as too
much, useless due to being excessive, or unnecessary. The purchase
of superfluous items is related to the satisfaction of desires. Thus, the
mother would seek ways to provide moments of pleasure to the child
to repair guilt. Therefore:

GEM increases the frequency the mother buys
superfluous products for the child (SPC).

Hypothesis 3:

We propose that the relationship between GEM and YCR is
moderated by the mother’s consumption style (MCS) (H2a) and
by the mother’s purchasing impulsiveness (MPI) (H2b). We also
propose that the relationship between GEM and SPC is moderated
by the mother’s consumption style (H3a) and by the mother’s
purchasing impulsiveness (H3b).

To test the hypothesis, we performed two experimental studies.
Our first study tested H1, H2 and H3, as well as H2a and H3a with
manipulation of GEM and MCS (mother’s consumer style) with a 2x2
between-subjects factorial experimental design. The manipulation
was conducted using the projective technique. A total of 122 valid
questionnaires were collected. To measure the dependent variable
CBD, we adapted a scale from Foxman and Tansuhaj (1998), and
YCR was measured by a five-item scale adapted from Carlson and
Grossbart’s (1988). SPC was measured by one item. The second
study tested hypotheses H1, H2, H3, as well as H2b and H3b, with a
2x2 (GEM high versus low; MPI high versus low), between-subjects
factorial experimental design. The dependent variables were the same
as those in study 1. Data was collected through online questionnaires,
the link to which was sent by e-mail to a group of mothers. A total
of 154 valid questionnaires were obtained. The manipulation was
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conducted by means of autobiographical memory, as the respondents
were asked to recall a situation in which they felt guilty for being
absent at some point in their children’s life. In the control condition,
the mothers were asked to think about any situational routine they
have with their child. The scales used for the dependent variables
were the same as those in Study 1.

Both studies confirmed H1 and H2, indicating that, in the
sample studied and based on the way the experiment was conducted,
mothers who feel more guilty are more permissive in relation to their
child’s consumption requests and allow their child to influence their
consumer decision, compared to mothers that feel little to no guilt.
The first study confirmed H3, indicating that on average, guilt leads
the mother to buy more superfluous products for the child. There
was no verifiable effect of an interaction between GEM and MPI
or GEM and MCS. The results of this research demonstrate that, in
the studied samples, mothers who feel more guilty are more tolerant
and permissive with regard to consumer requests from their children.
This confirms that guilt propels them to perform a reparatory action
(Dahl et al., 2005), and that this reparation can be achieved through
consumption.

Here, we have contributed to the discussion on child consumption
by highlighting another factor that leads to its excess. Educating
parents on the subject seems crucial, especially when purchasing
out of guilt occurs unconsciously. Compensating the feeling of guilt
through consumption is a solution that gives a short feeling of well-
being, but this guilt soon re-emerges and new compensation will be
required.
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The Shopping Experience of the Middle Class Consumer of an

Emerging Country In Two Retail Formats
Giuseppina Marcazzo, Pontifcia Universidad Javeriana-Cali, Colombia

EXTENDED ABSTRACT

Introduccion

Lo que desean los clientes va mas alld de las caracteristicas
funcionales que derivan en beneficios, el cliente busca experiencias
(Schmitt, 2006); Bianchi y Mena (2008, p.20) afirman: “El futuro
hara relacion a la venta de experiencias, de esta forma productores y
comerciantes deberan pensar mas alla de las caracteristicas y benefi-
cios de los productos y servicios que esta vendiendo, debera conocer
que elementos soportan o mejoran la experiencia del cliente”.

Se indaga la experiencia de compra en tiendas de barrioy su-
permercados dada su participacion de mercado, enfocando la inves-
tigacion en el estrato socio-econémico 3, que hace parte de la “clase
media colombiana”.

Revision de Literatura

Pine II y Gilmore en 1999, plantean el ingreso de una nueva
oferta econdmica, la oferta de la “experiencia”, concepto que invo-
lucré los aspectos no racionales implicitos en las transacciones, y que
fueron aportados por Holbrook y Hirshman en 1982, quienes expo-
nen que algunas actividades de consumo se explican mejor desde la
perspectiva “experiencial”.

Mascarenhas, Kassavan & Bernacchi (2006) sefialan que, desde
la perspectiva de mercadeo la experiencia se puede definir como: “lo
que el consumidor gana, siente, aprende, memoriza y genera a partir
de la accion resultante de la interaccion de la empresa y el cliente”;
Meyer y Schwager (2007), presentan la experiencia como la respu-
esta interna y subjetiva que tiene el consumidor frente a un contacto
directo o indirecto con la compaiiia; para Verhoef et al. (2009), la
experiencia es un constructo de naturaleza holistica y envuelve el
conocimiento, los afectos, las emociones y las respuestas fisicas y
sociales dirigidas al detallista.

Los atributos de la experiencia

Hansen y Deutscher (1977) presentan los diez atributos mas
relevantes y los cinco menos importantes, en una tienda por depar-
tamentos y una tienda de viveres. Para Terblanch y Boshoff (2004,
2006), la experiencia del consumidor dentro de la tienda tiene cin-
co dimensiones bésicas; Bianchi y Mena (2008) en Chile, presen-
tan doce atributos e identifican uno nuevo: “ambiente seguro de la
tienda”.

No se registraron estudios concluyentes de la experiencia de
compra en la tienda de barrio, aunque si se aborda su estudio con
otros objetivos: 1) Pisani y Yoskowitz (2012), investigan la tienda
en Nicaragua y Salvador, dirigiendo su atencion al dinamismo, infor-
malidad y competitividad; 2) Flexor (2014) estudia las tiendas en Rio
de Janeiro frente a la “revolucion de los supermercados”; 3) Duhau
y Giglia (2007), resaltan la coexistencia-complementariedad de las
grandes cadenas globalizadas y el micro comercio.

Metodologia
La investigacion se desarrolld desde una perspectiva mixta,
aplicando 12 entrevistas, 1 grupo focal y 760 encuestas.

Analisis y Resultados
En la fase exploratoria se identificaron 24 atributos que confor-
maron el instrumento cuyos resultados fueron procesados identifi-
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cando 8 componentes. En el supermercado los componentes confor-
mados por los factores comodidad, tranquilidad y variedad explican
la experiencia de compra del consumidor estudiado. Para la tienda de
barrio, el componente producto y mas especificamente la posibilidad
de encontrar diferentes referencias (tamafios) de productos es el fac-
tor que mas aporta a explicar la experiencia en este formato. En este
contexto econémico, en el que la capacidad adquisitiva de la clase
media tiende a reducirse, la posibilidad de encontrar calidad y varie-
dad de productos, marcas y, en especial referencias de menor tamatio
de productos y marcas bien posicionadas y de calidad reconocida,
es el aspecto que incide en la experiencia de manera protagonica en
la tienda de barrio y de forma complementaria en el supermercado.

Discusién y Conclusiones.

Como variables que explican la experiencia del consumidor en
el supermercado se sefialan: variedad de productos y marcas; limpie-
za; orden y exhibicion. Para el formato tienda de barrio, el encontrar
referencias ajustadas a las necesidades del consumidor determina la
experiencia en este formato.

Los resultados sefialan variables diferentes al precio ganando
espacio en la mente de los consumidores ratificando la “nueva oferta
econdmica” presentada por Pine y Gilmore a finales del siglo pasado.
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Differentiation Based on the Value of Business Relations: How to Reach and Maintain the

Provider Status. An Analysis of the Buyer-Seller Relationship in an Emerging Economy
Guillermo, Buenaventura, Universidad ICESI, Colombia
Juan Antonio, Gudziol-Vidal, Universidad ICESI, Colombia

INTRODUCTION

It is an undeniable fact that, in the current context, companies
from emerging countries strive to adapt to the dynamics of the envi-
ronment and to compete efficiently based on the unique characteris-
tics they possess (Gudziol, 2015). These characteristics are essential
for the construction and consolidation of profitable relationships be-
tween buyers and sellers.

This paper aims to establish the main aspects considered by Co-
lombian importers-buyers when they select their foreign suppliers
and that facilitate them to consolidate profitable relationships that in
the future allow them to compete with greater efficiency. We focused
specifically on trade relations between Colombia (buyers / emerg-
ing country) and France (country / developed vendors). We focused
specifically on trade relations between Colombia (buyers / emerging
country) and France (country / developed vendors).

This article has four parts: the first one presents a review of
the relevant literature; the objectives of the study and their justifica-
tion presented in the second part. In the third part, we propose the
hypothetical model and the respective hypotheses on the relations
between the variables and the methodology to test them; and finally
we explain the conclusions, future lines of research and the limita-
tions of the study.

LITERATURE REVIEW AND FRAMEWORK
DEVELOPMENT

Trust

Defined in many ways (Gefen, Karahanna and Straub, 2003).
The field of relations between buyers / importers and sellers / sup-
pliers has been extensively studied (Poon, Albaum and Yin, 2017)
and particularly with regard to international marketing and business
(Jiang, Henneberg and Naudé, 2011; Lander and Konning, 2013).

In addition, the literature emphasizes the importance of trust-
based relationships between buyers and sellers, as Ratnasingam
(2005) argues, trust is the subjective probability with which members
of the organization collectively evaluate how a particular transaction
will occur in accordance with their expectations of trust. The cogni-
tive and affective components of trust (Akrout, Diallo, Akrout and
Chandon, 2016) studied in the business-to-business (B2B) literature,
are considered, also, in the model proposed in this study.

In the study, we also consider the definition of Wang and Huff
(2007) who argue that it is crucial for sellers to gain the trust of buy-
ers, and that trust facilitates the buyer economy in efforts to reduce
uncertainty present in Cross-border transactions. According to this
approach, trust consists in the willingness to trust the seller in a situ-
ation of uncertainty, based on the expectation of confidence that the
seller will satisfactorily perform a major activity for the buyer.

Reputation

The complexity of the relations of exchange between seller-
buyer has been rising due to the increasing degree of specialization,
intensity of knowledge and service, and obviously by the complex-
ity that permeates these relations (Nordin and Kawalkowski, 2010;
Aarikka and Sakari, 2014). Reputation is an important indicator of
trust in the seller-buyer relationship as it reduces uncertainty in new
exchange situations while building and strengthening the relation-
ship.
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Loyalty

Loyalty refers to a deeply held commitment to rebuy a preferred
product or service consistently in the future, thereby causing same-
brand or same organization purchasing, despite influences and mar-
keting efforts having the potential to cause switching (Oliver, 1997).

Value Perception and Competitiveness

The value perceived by the customer is a crucial aspect that fa-
cilitates the forecasting of their buying behavior and attain the com-
petitive advantage (Landroguez, Castro and Cepeda, 2013). As we
have previously pointed out, companies compete in a highly dynamic
and competitive environment where customers demand high levels
of value added, which means that organizations must strive to create
and deliver superior value to their customers (Smith and Colgate,
2007). Therefore, in this study we propose that focusing to the clients
brings with it the creation of value, and accordingly will facilitate the
obtaining of competitive advantage and later gains.

Ethnocentrism

Several aspects analyzed and relating to the international trade
framed a markedly cultural and immersed in this sphere is ethnocen-
trism that has re-emerged with unusual force, as examples cited what
happens today with “Brexit” and “America First”. The tendency of
people to be ethnocentric represents their beliefs about the appro-
priateness and moral legitimacy of the purchase of foreign products
(Shim y Sharma, 1987).

Conceptual framework

In the field of seller-buyer relationships, building and strength-
ening trust leads the seller to be more competitive vis-a-vis other
market players (Ganesan, 1994). Trust facilitates, strengthening in-
terpersonal relationships, between organizations and within the or-
ganization (Svensson, 2004), reducing transaction costs (Rousseau,
1998) and achieving high levels of loyalty that improve profitabil-
ity by being an incentive for seller-buyer to work cooperatively to
achieve long-term benefits for both (Kottila and Ronni, 2008).

In business and academia, it is in the interest of academics and
practitioners to study interpersonal trust, which refers to the rela-
tionship between two people representing their respective companies
(buyer / seller, buyer / retailer, retailer / seller, etc.). Interpersonal
trust was studied as an expectation (Dwyer et al., 1987; Zaheer et al.,
1998) as a partner / partner belief (Schurr and Ozane, 1985; Kum-
mar et al., 1995), and / or as disposition or intention of behavior
(Shou et al., 2011). On the other hand, as the seller / buyer trust is
strengthened, the buyer’ value perception rises. Competitiveness in
the buyer-seller relationship improves as confidence builds and part-
ners combine capabilities in order to extend competitive advantage
(Hammervol and Toften, 2010). These authors also establish that as
the competitive advantage grows and confidence develops the per-
ception of value for the parties’ increases. Given the above argu-
ments, we propose Hypothesis 1.

The level of trust of the relationship vendor -
purchaser positively affects the perception of
value of the relationship of the importer with the
supplier.

Hypothesis 1:

Latin America Advances in Consumer Research
Volume 4, © 2017



134DifferentiationBasedontheValueofBusinessRelations:HowtoReachandMaintaintheProviderStatusAnAnalysisoftheBuyer-SellerRelationshipinanEmergingEcononty

On the other hand, trust in collaborative relationships greatly
influences the future relationship between seller-buyer and has
greater impact than fair rewards and reputation (Wagner, Coley and
Lindemann, 2011).

Consequently, to the extent that the seller has a reputation, the
buyer’s trust will be the same. Likewise, to the extent that the seller
has a reputation, the buyer will value the existing or projected re-
lationship. Buyers have optimistic feelings about the future of the
buyer-seller relationship, as they perceive a certain degree of com-
mitment from the parties and in particular increase the buyer’s confi-
dence level to the extent that the perception of the seller’s reputation
is high. In consequence, to the previous arguments, we propose the
following hypotheses:

Hypothesis 2:  Reputation of the seller is related positively with
the level of trust of the relationship, perceived by
the buyer.

Hypothesis 3:  Reputation of the seller level positively affects

the value of the relationship perceived by the
buyer.

Likewise, companies driven by the competitive environment
strive to improve their capabilities, product supply and skills to
increase value for customers/buyers and shareholders (Feurer and
Chaharbaghi, 1994). However, by increasing their competitiveness,
companies adapt more easily to a very dynamic and demanding en-
vironment, and to achieve greater competitiveness, companies will
commit more resources in the long term, which will invest in human
capital and technology. In B2B relationships, reputation plays an im-
portant role in building trust in the long run, which has a solid foun-
dation in the image of the seller, the quality of the product he sells,
and the perceived value of the product (Cretu and Brodie, 2007).

In the international business context, there is great uncertainty
when making transactions between parties that are unknown, which
makes the process of buying and selling quite complex, this is one
of the reasons why the reputation of both, the supplier and or the
buyer, is of great value for the construction of reliable relationships
(Aarikka-Stenroos and Makkonen, 2014). Therefore, we can propose
the following two hypotheses:

Hypothesis 4:  The degree of competitiveness of the seller com-
pany, perceived by the buyer, is positively relat-
ed to perceptions of trust on the relationship by
the importer.

Hypothesis 5: The degree of competitiveness of the seller com-

pany, perceived by the buyer, positively affects
the perception of value by the importer.

Following the line of argument, the value perception of RCS'
affects the degree of commitment between the parties (Simpson et
al., 2005), and there is empirical evidence of the positive effect of the
perceived value on the degree of commitment between the parties
(Barry and Terry, 2008; Ulaga and Eggert, 2006). Other authors such
as Moller (2006) point to the empirical evidence of the relationship
between the degree of commitment and perceived value (Moller,
2006).

The ex-ante literature emphasizes that the degree of commit-
ment between the parties is a duration determinant of the RCS (An-
daleeb, 1996: Morgan and Hunt, 1994), which will probably result
1 RCS: the relationship between customer and seller.

in the degree of loyalty to the resulting compromise (Evanschitzky
et al., 2006). Considering the aspects discussed in the previous para-
graphs we propose the following hypotheses

Hypothesis 6:  The level of trust in the seller/buyer relationship
positively affects the loyalty of the importer to

your provider.

Hypothesis 7:  The perception of value in the buyer/seller rela-
tionship positively affects the loyalty of the im-

porter to your provider.

Ethnocentric consumers prefer the products of their own coun-
try because they consider that they are better (Klein et al., 1998,
Wang and Chen, 2004). The greater the importance that individuals
place on production or non-production in the country of origin, the
greater their ethnocentric tendency (Huddleston, Good and Stoel,
2001).

Research in developed countries shows that ethnocentric indi-
viduals overestimate the country’s products and undervalue those of
foreign countries, have a preference and feel a moral obligation to
buy products from the country (Sharma et al., 1995). For these rea-
sons, it can be deduced that a buyer with a marked ethnocentrism
will have a low confidence and perception of value of the foreign
seller. Therefore, and taking into account what we have argued in the
previous paragraphs, we propose the following hypotheses

Hypothesis 8:  The degree of ethnocentrism of the buyer nega-
tively affects the trust in the relationship whit the
foreign seller.

Hypothesis 9:  The degree of ethnocentrism of the buyer ad-

versely affects the perceived value of the seller
by the importer.

In consideration of the arguments raised up to this part of the
discussion, we will now discuss the methodology developed.

METHOD

In order to test the hypotheses, a questionnaire of 53 questions
was applied to 5 employees from different areas of the company in
order to control the response bias, obtaining 200 valid questionnaires
obtained in a database of importing companies from Colombia, and
who voluntarily pledged to respond to the survey.

The model considers: “trust”, “reputation”, “commitment”,
“loyalty”, “ethnocentrism”, and “perceived value” constructs. A
S-point Likert scale is used for its measurement, where 5 is *“ “And
17 Absolutely Disagree “. To test the relationship between the vari-
ables and the goodness of fit of the model (SEM) and the goodness
of fit of the model we used AMOS.

However, in terms of measurement, “Trust” is measured by
the scale developed by Arnolds and Reynolds (2003), and Ding, Ng
and Wang (2014). “Perceived value” is measured using the 30-item
scale of Gallarza-Saura (2006), Ralston (1999), Sanchez et al., 2006,
and Otto and Ritchie (1996). “Competitiveness” has been measured
with the 7-item scale validated by Terblanche (2014), the “Reputa-
tion” with the 2-item scale validated by Walsh and Beatty (2007),
“Loyalty” is measured by the 3-item scale Morgan and Hunt (1994),
and “Etconcentrism” with the 6-item scale validated by Shimp and
Sharma (1987).



RESULTS

For purposes of the hypotheses set forth, Table 1 below shows
the results of the test. Hypotheses 2, 3, 4, 5, 6, 7 and 8 were con-
firmed; hypotheses 1 and 9 were not confirmed, as indicates Figure 1

However, the reliability of the measures observed and the num-
ber of indicators per factor determine the fit of the model, which is
why it is advisable to work on 200 questionnaires valid for any SEM
(Jackson, 2003). The goodness of fit of the model is analyzed from
several indicators: CEMIN / DF: 1,966 — close to 2,00; CFI: 0.925;
IF1: 0.926, TLI: 0.912, and RMSEA: 0.07 <0.08, the above indexes
are indicators of a very good adjustment (Cupani, 2012).

Figure 1. Contrast of purposed model.
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Table 1. Summary of statistical testing to the purposed model.
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DISCUSSION AND CONCLUSIONS

The direct effect of the trust in the perceived value has not_es-
tablished, since the results indicated non-significant effect in their re-
lationship. We conjecture that the perception of value by Colombian
buyers (small business) is independent of the development of trust
in the seller, probably because they consider other factors (i.e. low
price) in a cultural media where trust in not precisely a great value
(i.e. Odebrecht, an actual State corruption case in Latin America).

However, the indirect effect of trust on the perceived value
through the mediation of competitiveness and reputation is evident.
It indicates that the small business claims for external suppliers per-
ceived with high level of reputation and competitiveness.

The degree of ethnocentrism of the buyer has no significant ef-
fect on the perception of the value of the seller, and this probably
is because the local offer is perceived as of lesser economic value
relative to foreign supply.
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Trust in the supplier/buyer and perceived value of the relation-
ship supplier/buyer are certainly drivers for getting the loyalty of
the buyer.

The model results in an important instrument to accelerate the
international trade (sales) from external suppliers to small business
buyer in Colombia.

For futures investigations is desirable to incorporate new vari-
ables (i.e. cost of the product, difficulty for import, number of al-
ternatives of external suppliers, cultural distance), and conducts the
study in other sizes (medium, large). In addition, it will be interesting
making the investigation in other Latin-America countries.
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EXTENDED ABSTRACT

Consumers frequently experience negative feelings toward
brands. Indeed, research has shown that a majority of consumers
have experienced negative feelings toward brands, including worry,
dissatisfaction, and hatred (Fournier and Alvarez 2013; Romani,
Grappi, and Dalli 2012). A recent campaign by Spirit Airlines suggests
that companies are aware of such intensely negative feelings towards
brands. In 2014, Spirit invited consumers to visit its website and
express their hatred for Spirit or other airline brands. Spirit marketers
rejoiced that “60% of the total hate [of the 30,000 consumers who
participated] went to other airlines”. Presumably, Spirit’s managers
believed that consumers’ hatred for competitors would be beneficial
for their brand. Such a belief appears to be consistent with managerial
wisdom. We contacted twenty-two restaurant managers and asked
them whether their brand would profit, suffer, or be unaffected
if consumers hated one of their close competitors. The majority
indicated that hatred toward a close competitor would not cause
their brand to suffer. Indeed, 41% believed it would be beneficial and
41% believed it would not affect their brand. This begs the question:
do companies really remain unaffected or even benefit from hatred
directed at their close competitors?

The current research examines how hatred toward one brand
influences consumer preferences toward competing brands. Brand
hatred is characterized by “intense feelings of dislike, animosity,
hostility and aversion” (Matsumoto 2009, p. 230) and may result
from the combination of experiences of anger, contempt, and disgust
toward the hated object (Sternberg 2003). Because of these emotional
markers and its negativity, the effects of brand hatred may reach
beyond the focal brand that is the target of these feelings. Relative
to neutral (i.e., indifference) and other negative (i.e., dissatisfaction)
feelings, hatred toward a brand shifts consumer preferences for
competing brands. We predict that hatred for a brand activates
self-protection concerns, which in turn lead consumers to prefer
competitors from a different subcategory to close competitors from
the same subcategory. Thus, whether a brand profits or suffers from
hatred toward a competitor depends on whether the brand is in the
same or a different subcategory as the hated brand.

We test our predictions in six studies providing converging
correlational and experimental evidence. Studies 1a (n = 198), 1b (n
=136), and 2 (n = 244) test our central prediction that brand hatred
shifts consumer preferences for competing brands toward brands
from another subcategory. Specifically, studies 1a and 1b provide
correlational and experimental evidence from several industries that
hatred relative to neutral feelings for one brand sways consumer
choice toward a competitor from a different subcategory. Study 2
demonstrates that these shifts in consumer preferences are unique to
brand hatred and do not emerge for other negative feelings toward
brands such as dissatisfaction. By way of mediation and moderated
mediation, studies 3 (n = 154) and 4 (n = 329) provide evidence
that self-protection concerns as hypothesized in H, explain these
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shifts in consumer preferences. Specifically, study 3 shows that
hatred activates self-protection concerns, which in turn result in
greater purchase likelihood for the brand from the other (vs. same)
subcategory. Study 4 tests the effectiveness of intervention strategies
(i.e., a reputation for superior quality and money-back guarantees)
that brands can employ in order to prevent being negatively impacted
by consumer hatred for another brand in their subcategory. Finally,
study 5 (n = 1092) provides field data to further corroborate that
hatred for a brand leads consumers to eschew same-subcategory
competitors. Specifically, we analyze restaurant reviews by more
than 1,000 consumers from the online review portal Yelp to test how
hatred-evoking dining experiences affect consumers’ propensity to
return and review other restaurants from the same subcategory as the
focal brand.

By demonstrating effects of brand hatred on consumer
preferences for competing brands we make several contributions.
First, we identify the potential of brand hatred to exert strong and
predictable effects beyond avoidance of the focal object of these
feelings. Brand hatred shifts consumer preferences for competing
brands in choice sets that do not even feature the hated brand.
We also identify self-protection concerns as a driver of consumer
preferences when feelings of hatred are activated. We show that
brand hatred is distinct in its tendency to produce such preference
shifts for competitors. Our account of how hatred triggers self-
protection concerns can deepen our understanding of how actions
and corresponding perceptions of a focal brand affect other brands as
demonstrated in research on brand crises.

From a practical perspective, we highlight the importance of
monitoring consumer perceptions not only of a company’s own
brand but also of its competitors. Our work shows that merely
having a reputation for superior quality is not sufficient to prevent
consumers who hate a close competitor from avoiding a brand. While
a quality reputation certainly offers some protection, only marketing
instruments that directly assuage consumers’ self-protection concerns
enable brands to insulate themselves from hatred toward other brands
in the same subcategory.
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EXTENDED ABSTRACT

Destination image is one of the most popular topics in tour-
ism. The concept of image is a quite losing construction since there
is a huge diversity of definitions and it incorporates both concrete
and abstract content not clearly rooted on fundamental theories of
psychology. The current methods impose a structure such as multi-
attribute rating of some destinations, in many cases he/she hardly
ever had considered and using attributes not relevant to them. There
are particularly two publications with a relatively high number of
citations (in January 2017): Echtner and Ritchie (1993) with 1871,
and Baloglu and McCleary (1999), quoted 2805 times. These au-
thors and probably many of their followers propose lists of attributes
to measure image. In the case of the first authors, that set of attri-
butes was designed aiming to help clarify the dichotomy in destina-
tion characteristics: between functional/psychological components
and between holistic/attributes dimensions. Specifically the holistic
dimension and the characteristics considered unique, as opposed to
the common indexed in attributes lists, deserve further attention in
those articles. The method proposed in the research by Echtner and
Ritchie (1993) consisted in the development of three open questions
designed to define the holistic element in its functional/psychological
and unique dimension.

The works of these reference authors deserve the following
comments:

* Even the designated functional attributes necessarily contain
psychological dimensions insofar as they are likely to gener-
ate feelings and preferences. The semantics (adjectives) used
is revealing. Hence, such a division is somewhat artificial. Cat-
egorization in natural versus human attributes, put forward by
other authors has more theoretical substance and consistency;

* The term applied to the open question used by these researchers
already limits the scope of the response. Respondents tend to
focus on their interpretation of atmosphere and mood.

» Each attribute may have different meanings, not only because
the can evoke (through the communication performed by their
promoter), but also by specific experiences from the tourist. For
example, the same tropical beach destination can be classified
totally differently depending on the context of the visit, alone/
with company or for business /leisure.

* Finally, what are unique attributes? And for whom? For the
tourist, if it is a first visit to the destination or if there is nothing
similar in the world. But even if technically (due to the history,
culture, etc.) there is nothing unique for the tourist, his experi-
ence in that place may be unique. No matter how technically
unique a destination may be, a tourist may classify it as very
similar to other destinations.

What are the attributes (and terminology used), feelings, needs/
motivations and contexts associated with destinations the respon-
dents freely indicate, following a narrative whose logic and construc-
tion is entirely their responsibility and autonomy?

At this early stage of the empirical data collection, the goal was
to get from the respondents the description of the main characteris-
tics of their dream destination. We started with a general question
and encouraged the respondent to speak freely about the subject.
The purpose is to record the order in which the individual expresses
something about the concept of dream, afterwards characterizing
and classifying such elements. The characterization will be based
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on categories. They include an attribute; the expression of a need/
feeling; an attitudinal provision; among other forms of knowledge
representation: hence an almost phenomenological characterization
of the referenced elements.

Relying on Spreading Activation Theory of Memory, Theory
of Mental Schemas and Retrieval Theory of Priming in Memory
Thorndyke, 1984; Komatsu, 1992: Nelson et al., 1993; Romaniuk
and Sharp, 2004), we designed a research instrument to capture un-
der a phenomenological approach the authentic meaning of image
for tourists. We left our 220 Brazilian respondents unconstrained to
spontaneously express anything that comes to her/his mind about
whatever place she/he dreams to visit. Then we obtained her/his per-
sonal narrative. The content produced was coded allowing to depict
not only the nature of elements verbalized — attributes, needs, feel-
ings and context — but also the order under which they mentioned.
Such structure represented their mental schemas — network of mean-
ingful concepts.

We found that most of natural and human attributes used in the
literature were meaningful to tourists still they portrayed an idiosyn-
cratic sequential combination of attributes, needs and feelings in their
personal conceptualization of image. Secondly just a very restricted
number of attributes proved relevant. We demonstrated the inaccura-
cy of current methods taking for granted one-fits-all approaches. The
application Schema theory almost implied reading people’s minds,
since that under the effect of ‘priming’ we have an extensive and
complex neuronal network, available almost simultaneously and in a
few thousandths of a second in the mind of the receiver. The opera-
tionalization of that concept implied the development of procedures
to obtain the sequential verbalized nodes of each network. Both at a
theoretical and methodological level our research calls for a recon-
ceptualization of image of destination. The major limitation lies in
geographical/cultural context. In the future it would be interesting
to apply this research in other countries and compare the nature and
amount/proportion of verbalized elements among a more diversified
cultural settings. A bigger sample would allow a tourists’ segmenta-
tion based on their mental schema elaborations. The application of
sentiment analysis procedures (software) associated with researchers
content analysis could allow deeper insights about some emotional
linguistic specificity of the tourists discourse. Advertisers will get
more effective with accurate information about what is meaningful
and how image elements are intertwined in the construction of the
desired tourist experience.
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Giving Away The Data of Others: An Exploration of an Ownership Ambiguity Framework
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EXTENDED ABSTRACT

When registering to use apps or websites, consumers regularly
pass on the personal data of others online (Litt & Hargittai, 2014;
Sarigol, Garcia, & Schweitzer, 2014). So why do people pass on vast
amounts of information about others to unknown recipients, disre-
specting deeply ingrained norms of respect for others privacy, in-
formation and possessions (Goodwin, 1991; Kelvin, 1973; Rudmin,
1991)? The paper begins by establishing the ownership framework
and explores the elements of ambiguity at 3 steps by drawing on
qualitative data from a range of sources.

Data from several sources were used in conjunction with litera-
ture on perceptions of ownership and personal data, namely, consum-
er attitudes to giving away the data of others as well as comments
and online chatrooms such as the Facebook community webpages.
Secondly, 113 subjects were asked to write down their thoughts on
a scenario. Thirdly, the researchers engaged in introspection of their
own behavior regarding the phenomenon.

The first step entails the realization of data transfer. For people
to react to any transfer of ownership they need to be aware of it.
Transfer ambiguity can result from; Hidden decision, i.e. the actual
decision to give away is ‘hidden’ within the decision to use the app,
and not made explicit. Ignorance concerns consumers’ inability or
unwillingness to actually read and engage with what is being re-
quested (Dommeyer & Gross, 2003; Jensen, Potts, & Jensen, 2005).
(Motivated) Inattention is a failure to pay attention inadvertently or
being motivated.

Object ambiguity refers to the possibility that consumers may
have difficulty grasping what the entity of (others’) data is and what
value it has. Several factors contribute to this. Elusive nature of data
is the idea that data in our phones are complex and largely invisible,
we may find it difficult to understand them as an entity that can be
owned (Kamleitner & Mitchell, 2017). Bundled sales is the fact that
apps do not request permission for specific, meaningful and easily
identifiable points of data, such as a specific picture or phone num-
ber, but for a whole class of data such as all files or contacts. Lack of
value results from consumers struggling to understand value of data
for many reasons (Kamleitner & Mitchell, 2017).

The second step of passing on ownership assumes awareness of
transfer and tackles the question as to who may hold a claim to the
thing being transferred. Here, consumers realize that they are giv-
ing away something, but fail to realize that others may (also) hold
a claim to it'. Several factors contribute to this. Being asked means
consumers may fail to question their entitlements because they au-
tomatically react to signals of ownership brought about by the situ-
ation. Container effect concerns the question of where the data are
stored or located. Creator effect signald control and thus potential
ownership is the question of who has created the data (Fuchs, Pran-
delli, & Schreier, 2010; Levene, Starmans, & Friedman, 2015). Con-
veyed ownership is the idea that most of the data about others have
been obtained directly from the other with their permission or at least
with their acquiescence. Public good is where data has been shared
a lot and is common knowledge to many, means they treat it like a

1 Note that our exploratory interviews can only deliver
insights on this step because participants had been made aware that
the data transferred concern other people.
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public good (cf. Feeny, Berkes, McCay, & Acheson, 1990; Hardin,
1968).

In the third step consumers understand others’ data have value
and recognize that others have rights to it, but they fail to respect
the rights of others. Several factors contribute to this. Diffusion of
responsibility relates to the fact that personal data rights and respon-
sibilities are rarely explicitly discussed and thus it is very difficult
to draw clear boundary lines that show where each party’s responsi-
bilities begin and end. Nothing to hide is an underlying assumption
held by some that sharing data only harms those how have something
to hide. Little harm comes from consumers not knowing for certain
whether there is any harm in the action. Blind trust in the app pro-
vider seemed to play a role in making the need to respect the rights
of others less clear. Reciprocity norms means consumers may use
signals from others to infer what they are and are not allowed to do
(Lin & McFerran, 2016; Ratner & Hamilton, 2015). Privacy is dead
means whatever one does no longer makes a difference because the
dice of privacy have fallen. You are me suggests that the passing on
of intimate information to others is also a matter of the relationship
between the person the information is about and the consumers the
information is about (Vangelisti & Caughlin, 1997).

First, we have shown that the framework provides a useful
starting point for the identification of specific reasons causing the
(inadvertent) disclosure of others’ data which is saturated with am-
biguities. Second, the phenomenological decomposition of the phe-
nomenon of the transfer of others data has brought to light that there
are still substantial gaps in ownership research. Third, the framework
is one of very few frameworks in marketing that explicitly recog-
nizes the social nature of ownership and adds to a steadily growing
stream of research across disciplines (Aryee, Seidu, Sacramento, &
Martinaityte, 2015; Ashby & Burgoyne, 2009). Fourth are the practi-
cal implications of our findings with regards to public policy because
interventions geared at reasons and ambiguities arising at step 3 will
only be effective if there is not also a problem at step 1 and 2. For
example, for step 1, where the consumer is unaware there is anything
being transferred, companies could alert consumers to the transfer of
other’s data and app providers could make this more salient by using
personalisation, e.g., ‘the emails of your best friends’ to overcome
the incomprehensibility of ‘all your contacts’.
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Diving and Sustainability: Does The Consumer Perceive Sacrifice In This Experience?
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EXTENDED ABSTRACT

The complexity that involves consumer behavior studies, in-
cluding the individual’s perception of what is received and what is
given in an exchange (Sanchez-Fernandez & Iniesta-Bonillo, 2007),
what they need to give up and what they get in the establishment
of their consumer relations is a highlighted issue that has been in-
vestigated in different contexts. Here we are interested in the diving
experience in sites where a sustainable behavior is required from the
consumer side.

As stated by Cayolla and Loureiro (2014), the strong connec-
tion process and the willingness to sacrifice that happens in the re-
lationship between a consumer and a brand are not yet understood.
In this perspective, the sacrifice that the individual can perform to
consume a product is associated with aspects of choice, and relates
to the attachment, the strength of the emotional and cognitive con-
nection between the brand and the consumer’s self (Park, Maclnnis
& Priester, 2006).

In tourism, the hedonic experience is a relevant aspect and in-
cludes a complex mix of functional, objective and tangible compo-
nents, as well as subjective, hedonic, emotional and symbolic com-
ponents (Willians & Soutar, 2009). It is thought that the individuals
who choose a tourist adventure trip are buying a hedonic experience
unlinked to their daily lives, in which they will experience different
aspects of a local culture, such as local scenarios, new excitements,
etc., and will probably need to have obligations with schedules or
policed behavior.

Thus, if the individual chooses a scuba diving trip, where he/
she needs to behave in a sustainable way and preserve the local en-
vironment, culture and economy, is this perceived as a sacrifice?
Considering that those are more rational behaviors than the expected
hedonic context of a service like this (scuba diving business). This
way, we are interested in knowing: How do consumers perceive the
sacrifice in the diving experiences where the practice of sustain-
ability is required?

This study adopted a qualitative approach considering that
qualitative research seeks the capture of subjective meanings of the
issues studied from the perspectives of the participants (Flick, 2013).
Seeking a better understanding of the research problem, we used data
collected through the semi-structured interviews with divers: nine
Brazilians, fifteen Italians and fourteen Dutch divers. The data was
analyzed according to content analysis.

The individuals of three countries have different behavior re-
lated to the diving consumption, especially regarding the diving
frequency, Brazilian and Italian respondents, in general, dive more
often than the Dutch participants. These last, practice the activity
only on holidays, the Brazilians and Italians respondents, often, go
diving in the region they live.

The diving experience is evaluated according different perspec-
tives by the informants; all of them reported a positive experience
with the activity. It was possible to understand, all the speeches were
always imbued with feelings (as passion, love, freedom, well-being,
emotion and addiction) and sensations (as good, very good, differ-
ent). Moreover, it was possible to identify behavior of strong attach-
ment with diving and devotion to the aquatic environment. The ex-
perience is for them a sacred one, even for those that are experienced
on the activity.
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During the interviews the informants were asked about what
they understood by sustainability. According to UNWTO (2005),
there are three dimensions of sustainable development: economic,
social and environmental. Data analysis showed that the environ-
mental dimension of sustainability was the main concept that respon-
dents identified, the further aspects such as preservation; awareness
and environmental education, were highlighted by the respondents.

Although the divers’ perspective of sustainability is limited,
they demonstrated a large concern with the environment, all the in-
formants highlighted the importance to take care of and preserve the
environment.

Sacrifice is perceived from different perspectives by the respon-
dents of the three countries: the act of giving up something aiming
to conquer another; aspects related to currency or time. However,
for the sustainability practice in diving, three dimensions of sacri-
fice emerged: giving up leisure time, comfort and spending (more)
monetary resources, to contribute financially to keep a safe diving
environment.

Although sacrifice is present in diving, especially when it in-
volves issues related to adoption of sustainable behavior it was found
that the informants believe that any sacrifice is valid to continue
practicing the activity. The preservation of the environment and the
search for balance of the aquatic ecosystem is revealed as an indis-
pensable factor for the informants to continue diving.

The adoption of a sustainable behavior despite being rated by
most informants, sacrifice is seen as something positive and essential
in the diving practice, considering that the high affective and emo-
tional involvement with the activity makes them wanting to continue
practicing the activity for the rest of their lives, as well as finding a
healthy aquatic environment, full of color, rich in fauna and flora.

This study has limitations in terms of methodological nature
and some difficulties experienced during the research. We stress the
following: the variation in the number of respondents per country,
this may hinder the process of comparison between the country’s be-
havior, even using the saturation criterion; because it is a qualitative
research, subjectivity in interpreting the responses of respondents at
the time of the analysis can be placed as a research bias.

This study contributed to the understanding of sacrifice in the
diving experience when the practice of sustainability is required. In
this section, based on the findings of this research some questions for
future studies to corroborate with the expansion of knowledge about
sacrifice in consumption and sustainability practices are suggested:

Sacrifice is still a relatively unexplored subject in consumer
behavior, it is suggested that further studies will be conducted to ex-
plore this concept more deeply, related to the willingness to sacrifice,
the impact it may cause in consumer attitude and the emergence of
new ways to consume.

New studies that relate the sacrifice and sustainability to other
consumer activities or different diving services and are more associ-
ated with the individual’s daily life. These studies can confirm the
construction of new perspectives for Marketing associated with sus-
tainable consumption.
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EXTENDED ABSTRACT

The street fairs are common in several cities in Brazil. They are
culturally rich spaces and represent more than simple trades. They
reveal the society dynamics at a given moment and are places of
diverse experiences shared by consumers and other individuals that
are part of them, being a crucial part of local economy (Zhang &
Pelechrinis, 2016).

Despite being one of the most primitive forms of commerce,
street fair still has elements not yet explored in the consumer behavior
area, especially when the established approaches are analyzed.
Among them, it’s possible to emphasize the notion of sacred and
profane that Belk, Wallendorf and Sherry Jr (1989) discussed in the
sphere of consumption. They consider that consumed objects and
experiences become sacred when bring unique, special, authentic
and pleasure-related aspects. In the other hand, since this idea is a
binary categorization, the profane in consumption involves common
and routine products and actions.

This perspective helps to understand the deep consumption
aspects in a street fair. Is it possible to categorize it as profane,
because going to the fair is a common activity? Or sacred, since
this kind of trade presents a historical and cultural relationship with
the city and generates meanings for the people? These questions
reinforce the need for studies that return to analyze the environments
that are still little explored, such as street fairs. This article seeks to
narrow this gap.

Among the street fairs in different Brazilian regions, the one
with the most notoriety, size and diversity is Caruaru Fair, located in
Pernambuco state. It has gained national notoriety since the middle of
the last century and became in 2006 an immaterial cultural patrimony
of the country by the Brazilian National Institute of Historical and
Artistic Patrimony [IPHAN] (2006). Caruaru Fair is composed of
several sectors, but the one that has always been functioning since
the beginning of the fair in the 18th century is the Fruit and Vegetable
Fair (Ferreira, 2001). It highlights the origins of Caruaru fair and
what is more traditional in it. For this, it was chosen as research locus
due to its symbolic contribution to its patrons.

Because it is considered an immaterial patrimony, it is assumed
that Fruit and Vegetable Fair has sacred elements. Therefore, the
purpose of this research is to discern which domains of the sacred are
present on it, how the profane aspects interact with such sacredness
and what process of sacralization has made this fair to be considered
an immaterial patrimony of Brazil’s rich culture.

THE STREET FAIRS

The street fair is described as a weekly street market modality
that locally distributes food and other basic goods (Mascarenhas &
Doilzani, 2008). It belongs to the marginal circuit of the economy,
with low labor qualification and low technological level, having in its
activities the purpose of subsistence (Santos, 1979).

Fairs represent the space of restructuring of the small farmer
in face of large retail chains that suit the need for speed, so-called
modern business models of society. With the emergence of these new
formats of retail, the street fairs try to compete with establishments
with greater hygiene, convenience, and that offer fresh products
every day with convenience (Cazane, Machado, & Sampaio, 2014).
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However, as a rebellious daughter of modernity (Mascarenhas &
Doilzani, 2008), the fair survives.

The economic significance of the street fair is expressed for
vendors (they are the farmers too) as the main source of income
and for consumers as a place to find goods at more affordable prices
(Almeida & Pena, 2011). Besides the economic aspect, other elements
(social, cultural and symbolic meanings) help in the continuity of
this space of exchanges. As D’Angelo (2011, p. 22) states, the street
fair “brings us back to the essential and offers food for body and for
human desire: the encounter among colors, textures, people [...]; a
sociability that feeds the senses and still goes to the table”.

SACRED AND PROFANE CONSUMPTION

Belk, Wallendorf and Sherry Jr (1989) developed the notion of
sacred as a characteristic not only found in the religious field, but
also in various consumption contexts that involve expression rooted
in cultural and symbolic values. In general, the sacred consumption
involves different objects and actions treated with respect and
reverence, taking people to transcend physical matter, leading them to
an otherworldly experience (Celsi, 1992), signifying an individual’s
attempt to develop a deeper relationship with nature (Kunchamboo,
Lee, & Brace-Govan, 2017).

The choice of the sacred object involves an emotional connection
between the individual and the sacred thing (Tynan & McKechnie,
2006). On the other hand, profane consumption involves common
activities and objects, which don’t deserve prominence compared to
other experiences in daily life (Belk, Wallendorf, & Sherry Jr., 1989).
In practice, however, the boundaries between sacred and profane are
already recognized as diffuse, existing places that combine sacred
and profane elements (Higgins & Hamilton, 2011).

Domains as places, time, tangible things, intangible things,
people and/or beings, and experiences may acquire profane or/and
sacred characteristics by means processes such as rituals, pilgrimages,
quintessence, gift given, collecting, objects or practices inheritance,
and external sanction (Belk, Wallendorf, & Sherry Jr, 1989; Durayski
& Fonseca, 2014). Two of them are especially related with tradition;
they are: ritual and inheritance. They enable collective (re)creation
and reinforcement of behaviors and identities through traditions,
popular beliefs, eating habits, languages, festivities and various
manifestations orally or gesturally transmitted (Miiller, Amaral, &
Pelaez, 2013).

METHODOLOGY CHOICE

Considering the locus investigated in this article, it was clear to
use more naturalistic methods of data collection. This way it was used
a qualitative research method, considering it the most appropriate for
analysis and interpretation of social realities (Bloomberg & Volpe
2008). Observation and semi-structured interviews were used as
data collection tools. Initially, two Saturdays (the day that the fair
happens) of direct observation were carried out as a preliminary
study in order to familiarize researchers with the phenomenon to be
investigated (Theodorson & Theodorson, 1970). They were held in
June 2014.

During the observation time, semi-structured interviews were
performed with consumers who were walking the fair. Therefore,
the researchers had an interview guide with a list of questions to
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be asked related to the like for the fair, to the positive and negative
points perceived by the consumer, but it was possible to follow up on
interesting issues that appeared during the conversation.

In the first observation, ten consumers were interviewed; in the
second, another seven. They were chosen randomly, during their
purchases at Fruit and Vegetable Fair in Caruaru. The interviews
were recorded with the aid of appropriate equipment and with the
authorization of the participant. At the end we had 17 participants
and a total of 192 minutes of interview.

After the data collection, interviews were transcribed and
analyzed according to the Content Analysis, performing it based on
three phases proposed by Bardin (2011); they are: 1) Pre-analysis,
2) exploration of the material and 3) Treatment of results, inference
and interpretation.

ANALYSIS AND DISCUSSION

The three categories analyzed are: 1) profane aspects of the
fair, including subcategories of product quality and variety, price
and space hygiene; 2) sacred aspects of this place, encompassing
time, place and experience; and 3) its processes of sacralization. The
decision to have previously established the categories was based on
the literature review and on the suggestions of Bardin (2011) when
conducting content analysis.

Profane Aspects

In Caruaru Fair, purchase choices were associated with the
ability to touch the fruits and vegetables offered in the tents.
Consumers also smelled these items to ensure they carried the
freshness necessary for their decision. Thus, the analyzed requisites
emerged to measure the quality of goods. Consumers may use more
time to choose products, resorting to their senses, going against the
speed of modern times to which supermarkets fit (Santos, 1979).

Because the fair is considered a space for restructuring the
small farmer, its products are viewed by some consumers as holders
of “real farm freshness™:

Here the quality is very good, because here is more
who is from the countryside [...]. They plant, reap in
their little farms and sell here (Informant 10).

Since products are seen as truly “rural goods”, involving a
low level of technology, fruits and vegetables have their qualities
influenced by the season and by the harvest, in the opinion of other
respondents.

The product is by season, right?! At the time,
everything is good, but there is a season that it is
weak (Informant 1).

The quality is variable. The choice of this fair is
precisely because you have choice, it has variety
(Informant 5).

As Informant 5 reveals, it’s precisely this variety of products
that makes the fair an environment rich in choices. With many
tents placed in a single perimeter, consumers have the possibility of
finding goods they want. Caruaru Fair “has everything” (Informant
9). So, variety impacts on the choice of this place for purchase.

This category invades the diffuse boundaries of the sacredness
(Higgins & Hamilton, 2011). Caruaru Fair is described as a patrimony
because of its variety. Therefore, the profane criterion considered for
choosing the place of purchase also becomes a sacred element.

Informants also highlighted in their speeches the affordable
price of the goods at this fair:
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It’s cheap! It is one of the main factors (Informant
16).

It doesn’t compare to the supermarket. At the fair,
goods are much cheaper (Informant 11).

In fact, prices at fairs are cheaper than prices of fruits and
vegetables in supermarkets. This feature reinforces the economic
significance of fairs in offering goods at more affordable prices
(Almeida & Pena, 2011) in an attempt to survive in front of
supermarkets (Mascarenhas & Dolzani, 2008).

The last category identified was the hygiene. Despite the
diversity of tents and products, and the low price, peels and scraps
of fruits and vegetables, and other dirt on the floor, are noticed by
consumers. So, the lack of hygiene is highlighted as a negative factor
of this activity:

[...] hygiene does not have, never had (Informant 4)!

I think this place isn’t so clean, but we have to
understand that it’s fair (Informant 9).

The outdoor place where the fair takes place brings less
amenities and hygiene when compared to the daily air-conditioned
and organized supermarket (Cazane, Machado, & Sampaio, 2014).
In fact, the problems encountered at fairs are often related to the poor
hygienic-sanitary conditions of the marketing points (Alcantara &
Kato, 2016). Even with this inadequate site, consumers recognize the
difficulty of organizing in an open place, and turn their attention to
the economic and symbolic importance of this trade for local people
and little farmers.

Sacred Aspects

The consumer experience was held amidst of many tents covered
by canvasses of various colors around the simple and rustic space of
Fruit and Vegetable Fair. There, individuals walked quietly, analyzed
the products and made their choices of consumption (Figure 1).

Figure 1. Consumers and vendors at Fruit and
Vegetable Fair in Caruaru

Known as a place that sells everything, Caruaru Fair gained
fame from the music sung by Luiz Gonzaga, characterizing it as
a fair you feel pleasure to see because of its variety. Such variety
made Caruaru Fair to be recognized by the world as immaterial
patrimony of Brazil (IPHAN, 2006). Consumers who buy at this
fair also consider it a patrimony, sacralizing it through their unique
experiences of the variety that the fair offers:

The variety is excellent, it has no way to compare with
any other place. It’s a patrimony, right (Informant 4)?!

This experience is also linked to the contemplation of the
different forms of exchange, of the historical and cultural meanings;
it doesn’t mean something totally extraordinary, but contemplative
(Caru & Cova, 2003). The mere fact of being at the fair refers to past
experiences that bring with them two other categories sacralized by
the consumers interviewed; they are place and time.
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Although dirty, the fair environment is described as a sacred
place that portrays the experiences of informants in this atmosphere
during their childhoods:

My parents worked at this fair. I was very little and I
was coming (Informant 10).

Good heavens! Ever since I can remember, I buy
here, I come here (Informant 12).

Therefore, this space is associated with the identity of a social
group (Dion & Borraz, 2015) because it’s connected with a family
practice of legitimate power that influences in the origin of the
decision to buy at this fair. So, this activity in Fruit and Vegetable
Fair of Caruaru represents an inheritance that is still practiced.

The time dimension permeates the other two dimensions
already mentioned. This aspect reinforces that the sacredness of time
is related with all domains described as sacred (Belk, Wallendorf
& Sherry Jr., 1989). This time in Caruaru Fair is cyclic, occurring
every Saturday, from the childhood of the interviewees to the present
period.

Since 18 years ago I come to the fair. I already came
with my parents (Informant 15).

I come to the fair every week. It’s the only thing I
wake up early. I got here it was still dark, I like fair
(Informant 17)!

As the informant 17 points out, the time at the fair is pleasant.
Since early in the day, vendors are ready in place to serve their
customers. It’s possible to bargain the price with producers and to
contemplate their strategies to attract attention. For this, relationships
between consumers and sellers are established amidst a regular
period of purchase. These elements can be observed in the following
quotes:

The difference here is the producers; they are more
open to trading (Informant 12).

I always shop in the same places. I buy are precisely
because of service, because of people who sell
(Informant 13).

In this way, it is understood that consumers seek to arrive at this
fair in time to find the best fruits and vegetables (profane aspects),
but also to enjoy the experience of dealing directly with the producer
of goods, to relive their childhood moments, and to feel a part of this
patrimony that offers a great goods and tents diversity.

Sacralization Processes

Some ritualistic aspects were identified in the practice of these
consumers at Caruaru Fair, such as the act of going to this place
every week and of acquiring the products in the same vendors.

Despite these characteristics, it is not possible to categorize
this consumption as a ritual, considering the inexistence of a set of
exactly identical practices among all informants, an element pointed
out by Rook (1985) as part of this activity. Some characteristics
reveal a habit rather than a completely ritualistic process. In this
context, the process of sacralization of consumption is inheritance,
an activity also recognized by Belk, Wallendorf and Sherry Jr (1989)
as responsible for the maintenance of the sacred.

This process makes the practice of going to the fair to be
seen as a patrimony to be managed. This process of sacralization
transfers the practice of shopping at the fair from father/mother
to son/daughter worshiping memory and reaffirms a legacy. The

discourses that support this process of sacralization can be observed
in the previous section, where most of the informants revealed that
they accompanied their parents during their childhood in this fair.
This heritage associates the fair to a place that emanates the cultural
tradition of the region and that offers a diversity of products that no
other place can offer. It is part of the locals imaginary that needs to
be preserved for the next generation.
All these results are summarized in Table 1:

Table 1. Findings of the analysis of categories
and sub-categories

Categories Sub-categories Findings

- Quality ascertained by touch and smell;

- Perception that products are truly rural
goods and have the real farm freshness;

- The product quality offered depends on
the harvest/season.

- The fair has varieties of price, quality
and tents.

- This fair offers goods at more affordable
prices.

- Caruaru Fair is a dirty and disorganized
space, without adequate structure and
with precarious cleaning.

- The profane aspect of variety is also
sacred by the unique experience of
consumers finding everything they desire
in one place, creating a symbolic aspect
from a utilitarian view;

- This experience is contemplative;

- Consumers can experience different
forms of exchange, of the historical and
cultural meanings in their purchases.

- It portrays the experiences that
informants lived in childhood in this fair;

- Space associated with the identity of a
group (family).

- Time fair is cyclic, pleasant and
connected to the place and experience.

- In this contemplative time, it’s possible
to establish a loyalty relationship
between consumer and vendor.

- Practice of shopping at the fair is
transferred from father to son.

- This heritage reaffirms a legacy and
enables the continuation of a cultural
practice based on tradition.

Quality of
goods

Profane

Aspects Variety

Price

Hygiene

Experience

Sacred
Aspects

Place

Time

Sacralization

Inheritance
Process

CONCLUSIONS

This paper aimed to identify the profane and sacred aspects of
the Fruit and Vegetable Fair of Caruaru, Pernambuco, Brazil, their
relations and the process of sacralization that makes this street fair an
environment of purchase where the culture and tradition of the people
emerges. In it, the boundaries of sacredness were diffused (Higgins
& Hamilton, 2011), revealing that this place combines sacred and
profane elements intertwined in the midst of the contemplative
experience of consumption.

As revealed this research, individuals see Fruit and Vegetable
Fair of Caruaru as a place sacred to the culture of a people; a patrimony
built from generation to generation that, consequently, accompanied
the development of the city. The fair has grown in size and the city
of Caruaru as well. This study revealed this fair is sacralized by the
inheritance of the habit of buying in this environment, by the memories
and transferred and experienced learning from father/mother to son/
daughter, reinforcing the influence of culture and, consequently, of



the social group in consumer practices. This is Caruaru Fair, resistant
to the problems of disorganization and hygiene, alive for its essence
of marginal economy circuit, characterized by the affordable price
and the deal directly with the farmer, and mainly, survivor by its
tradition.

Although carried out in only one of the fairs that make up Caruaru
Fair, this research highlighted a peculiar way of how consumers
sacralize a consumption phenomenon, suggesting a contribution
to this debate, reinforcing that there is space for the sacred in the
everyday and supposedly mundane practices of consumption. For
future research, it is suggested the applicability of this study in the
other fairs that make up Caruaru Fair with the aim of perceiving
whether sacrality is equally perceived, and if so, what domains and
processes to make them sacred in these atmospheres.
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EXTENDED ABSTRACT

The discussion on meat consumption has been the subject of
international academic concern. A debate permeates both the rela-
tionship of consumers with the meat itself, as well as the treatment
that the industry develops in the production and the treatment of the
animals. Consequently, the world’s demand for meat has fluctuated
a lot, with a greater decline in times when health and animal health
problems emerge, and end up achieving the credibility of this food
(Miele, 2010).

The reduction of meat consumption and adherence to vegetari-
anism have been highlighted as food consumption practices arising
from the rise of the discourse on the nutritional value of this food in
the context of healthy diets. In addition, various studies have shown
that consumer questions and consequent meat aversion stem from
the impact on human health, from the moral concerns of the meat
industry’s treatment of animals, and from the negative externalities
that affect the environment (Berdsen & Van der Pligt, 2005; Ruby &
Heine, 2011).

This study aims to analyze the motivations of people for the re-
duction of meat consumption. For this, it was defined stimuli related
to health, impact on the environment, suffering and animal rights, in
order to explore influential behaviors in reducing this consumption.

To verify the stimuli that influence the reduction of meat con-
sumption, a quantitative study was undertaken. A total of 179 online
questionnaires were applied, in which the first part of the question-
naire had questions related to the attitude of the respondents regard-
ing vegetarians, their attention in terms of food safety, general health
concern, and concern with relative aspects to meat consumption,
such scales were drawn from McCarthy’s (2003) study. The second
part of the questionnaire was composed of stimuli based on suffering,
environment, animal rights and health to identify the likelihood of
respondents to reduce meat consumption (Orsini, Barboza & Costa,
2015).

In order to analyze the data collected, Statistical Package for
the Social Sciences (SPSS) was used for exploratory data analysis
(descriptive measures analysis, Kruskal-Wallis test and ANOVA
tests). Initially, we looked at the attitude of the respondents towards
vegetarians, their attention in terms of food safety, general health
concerns, and concerns about meat consumption.

All variables, excepting the ‘possibility to stop eating meat’
and ‘likelihood of continuing to consume meat’ (which are single-
item), were aggregated by the mean of the scores of the respondents
weighted by the factorial score of the respective variables. Among
the constructs, those who obtained, in average and quartiles, the
highest values were ‘health concern’ (7.79) and ‘food safety atten-
tion’ (7.42). This indicates that respondents have a good level of con-
cern about the safety of the foods they consume, certainly because of
their health concerns (in effect, the two constructs have a good mea-
sure of association, as measured by Pearson’s parametric correlation
(0.595) and by the nonparametric Spearman (0.590)).

The mean values and the lowest quartiles values were observed
in the construct ‘possibility of stopping meat-eating’ (3,62), in which
it was revealed that the initial predisposition of the respondents
(without having been presented to the stimuli of the four appeals of
the study) to stop consuming meat is very small, reaching a moderate
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level only in the third quartile (that is, only 25% of the respondents).
The other constructs obtained averages that indicated a moderate
preoccupation with the consumption of meat, as well as a moderate
appreciation for the vegetarians.

The initial questions were answered before we presented the
respondent to the stimuli of the four appeals, along with the question
about the possibility of stopping eating meat. We asked
about the level of informative quality, the convincing power of the
advertisement, and the use of a good central argument of all four
stimuli announcements created in the study. By the obtained values,
we conclude say that the advertisement that used the appeal of suf-
fering, on average, was the best evaluated in terms of its informative
quality, its convincing power, and the use of a good central argument.

The central hypothesis of our study concerned the likelihood of
respondents being willing to continue to consume meat after being
exposed to one of the four appeals exposed in the announcements.
We sought to identify if there was any appeal that would diminish
the person’s intention to continue eating meat. For that, parametric
analysis of variance (ANOVA) and non-parametric Kruskal-Wallis
techniques were used, from which we extracted the descriptive mea-
sures as well as the reference measures in the tests to verify differ-
ences between groups.

According to the results presented in table 1, based on the tests
(both with p-value> 0.05), we cannot reject the null hypothesis that
there is equality in terms of probability of continuing to consume
meat, regardless of the appeal to which the respondent was exposed.
However, when we observed the magnitudes of the measures of po-
sition, there is a sign that those who responded to the health appeal
were those that showed a greater tendency to continue to consume
meat, by the arithmetic average, by the posts and by the median (sec-
ond quartile).

Table 1. Measures of the likelihood of
continuing to consume meat*

Appeal Arithmetic | Average Percentile
mean of posts 25 50 75
Suffering 6,87 88,14 5,00 7,00 8,75
Environmental |6,66 86,48 5,00 7,00 9,00
Rights 6,64 88,22 5,00 7,00 10,0
Health 7,28 97,62 5,00 8,00 9,00

*Tests: Kruskal-Wallis ¢>=1,287 (3 gl),
p=0,732; ANOVA F=0,489 (3, 175 gl), p=0,690

In order to analyze the motivators of the practice of reducing
meat consumption, it were selected some stimuli that present an im-
pact relation on the probability of the individual continuing to eat
meat. We believe that the knowledge generated in this study will col-
laborate to the exploration of influential behaviors in the reduction of
this consumption.

Thus, the approach adopted contributes to the analysis of other
studies on meat consumption, as well as new perspectives on the
subject when developing groups that expose different consumption
behaviors. It is desirable that this research be used in contexts of in-
terlocution of the academic scope with the public agents and of social
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impact. We propose as a suggestion the involvement of other statisti-
cal techniques and we recommend further improvement of sampling.
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EXTENDED ABSTRACT

Myth-making is the process by which a fictional or artificial
mythology is created around a product or brand. Marketing managers
have often taken the route of myth-making to create idiosyncratic
and competitively advantageous brand images (Johar, Holbrook, and
Stern 2001) and endear themselves to their customers. Researchers
(e.g. Hirschman 2000; Thompson 2004) point out that myths often
serve specific ideological purposes.

The globalized world of today, contrary to the expectations
of many has produced greater cultural heterogenization than
homogeneity (Wilk 1998). Though globalization has resulted in
hybridization of consumption practices in multiple contexts, for e.g.
reterritorialization of American yoga (Coskuner-Balli and Ertimur
2015) and creolization of youth culture (Kjeldgaard and Askegaard
2006), in many places it has resulted in consumer resistance to
global brands and preference to local alternatives (O’Guinn and Belk
1989; Varman and Belk 2009). In these emerging market contexts,
consumers have tried to invoke nationalistic and religious myths
to justify the anti-consumption of the global brands. Nationalistic
passions have led many to invoke cultural myths to demonize the
global players and project themselves as heroes who safeguard
national interests (Izberk-Bilgin 2012). While prominent researchers
had predicted that globalization would lead to a homogenous culture
(Belk, 1995), others pointed out that the experiences have been at best
mixed (Varman and Belk 2009; Izberk-Bilgin 2012). Even, Ger and
Belk (1996) found the local responses to the globalization process
is contextual and can be complex which may include returning to
the local cultural roots, resisting the global culture, appropriating the
global into the local or creolizing of the cultural thoughts resulting
in a hybrid culture.

In India, the firm Patanjali Ayurved was founded by the yoga
guru Swami Ramdev in 2006. Prior to the establishment of the firm,
Baba Ramdev conducted yoga-shivirs (interactive camps) across
multiple cities where he performed yoga on stage and taught yoga
to his followers (Ghosh 2015). Soon, the number of followers grew
and the firm started marketing its own branded consumer products
through exclusive outlets. The firm claims to produce most of its
products in-house at the Patanjali Food and Herbal Park at Haridwar
(North India) operated and managed by Patanjali Ayurved. Swami
Ramdev also oversees the Patanjali Yog Peeth and the Bharat (India)
Swabhimaan (Self-Respect) Trust, both of which claim grow many
endangered herbs on its farmland, thereby reviving the indigenous
species and protecting them from extinction (Acharya 2015). Apart
from Patanjali Ayurved, Ramdev also the pioneering person of Bharat
Swabhimaan Movement in 2009 and Anti-Corruption Movement in
2010 arousing nationalist feeling among the masses (Ghosh 2015).

We used qualitative methods to understand the myth-making
of Patanjali brand. The data for the research work was collected
between May and December 2016; from both primary and secondary
sources. One of the researchers participated in 2 yoga-shivirs
(camps) conducted by Baba Ramdev directly and observed the
Swami Ramdev and his consumers. Further eight (8) interviews
with the sales persons of Patanjali Ayurved products and 25 in-depth
interviews (1-2 hours each) were conducted with consumers of
Patanjali products.

We explored the process by which marketplace mythology was
constructed around an Indian herbal brand Patanjali Ayurved. Our
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findings suggest that yoga guru Ramdev revived the ancient Indian
archetype of the Guru-Shishya to establish a relationship between
himself and his disciples/consumers. We also found how the process
of “denaturalization” was used to demystify the MNC brands in
India. We define denaturalization as the process of making something
unnatural or alien. Our data indicated that denaturalization of the
foreign brands happens at three levels material/physical, cultural
and the national level. However, the most important contribution
of the brand was to unfurl an alternative mythology constructed by
“mystifying” the herbal and connecting it to the somatic-psycho and
cultural identity among his predominantly Indian consumers. By
emerging as the most influential proponent of “herbal” or “ayurvedic”
products, Swami Ramdev has through his congregations created a
discourse to link the herbal/ayurvedic way of life to the mythical
golden age. Further by linking the human body to the nation’s
polity and through his spiritual appeal, he has created a mythology
that consumption of the herbal (Patanjali products) will lead India
resurrect its golden past.
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EXTENDED ABSTRACT

In spite of being the subject of numerous studies, marketers’
understanding of price with regard to how it is perceived, interpreted
and used by consumers is far from complete (Dickson and Sawyer,
1990). The “pay what you want” approach in which instead of the
seller offering the product (good or services) for a posted price, buy-
ers are free to pay what they think the product is worth is now gain-
ing attention from practitioners and academics as evidenced in recent
research interests in the area. However, thus far, academic efforts on
the PWYW pricing scheme have only focused on those who have the
means (purchasing power) to purchase, as such the primary research
issues have revolved around price fairness and its associated topics
of distributive justice (Laczniak and Santos, 2011), and the examina-
tion of issues such as whether consumers exploit the PWYW scheme
and take advantage of sellers (Jang and Chu, 2012), or whether buy-
ers as economic agents behave opportunistically (Holmstron, 1979;
Camerer, 1995; Camerer and Thaler, 1997; Reynolds and Harris,
2005)? I argue that extending studies on the PWYW as a pricing
mechanism that brings into the mainstream of commerce, those who
have been “traditionally” marginalized (at the bottom of the pyra-
mid) could make a significant contribution to both society and our
knowledge base. To this end, the objective of this study is to exam-
ine how those who live at the bottom of the pyramid in developing
countries perceive the PWYW pricing scheme.

An exploratory focus group study which consisted of ten adults
(five men and five women) between the ages of 35 to 60 was con-
ducted. The participants resided in an area known to be occupied
by people living on the fringes of society in the capital city Ghana,
a progressive country in West Africa. All the participants “work” in
some form or the other, but earn what can be best described as “pre-
carious living”. For example, two of the women work as hair braid-
ers, but earn less than two dollars per day. One sells cooked rice
and beans by the roadside to laborers while the fourth and fifth sell
fruits, also by the roadside. Two of the five men work as farmers
who earn their living by selling what they grow. One is a carpenter
of sort who earns a living by selling small chairs (known as stools)
that he makes, the fourth works as a day laborer, and the fifth works
as a “watchman”.

The preliminary content analysis of the data shows that the par-
ticipants seemed confused by the PWYW pricing scheme. They did
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not believe that a seller would voluntarily defer to buyers to pay what
they wanted. The participants wanted to know whether the seller was
sponsored by a foreign charity organization. Furthermore, they did
not believe that a seller of a good quality product of any kind will use
the PWYW pricing scheme. According to Robert (a fifty year old
who works as a watchman), “We know that we will always get what
we pay for. Low quality products are sold at low prices”, and Abena,
a 35-year old female who sells fruits believes that buyers who do not
pay a fair price in the PWYW will be punished by God. This position
was shared by all the participants including the men who participated
in a separate study. These preliminary results which warrant further
analysis suggest a more expansive study that includes the role of cul-
ture and belief systems in the operations of PWYW pricing scheme
in developing countries.
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EXTENDED ABSTRACT

Customer retaliation is meant to punish a firm for perceived
grievances (Grégoire & Fisher, 2008), a topic of much practical
importance and yet that is understudied in marketing journals (Gré-
goire & Fisher, 2006, 2008). Customer advocacy websites and online
protection agencies are usual outlets for retaliation from dissatisfied
customers. The economic impact of dissatisfied customers is quite
substantial, as a one star increase in yelp.com ratings leads to a 5 to
9% increase in revenue (Luca, 2011).

Grégoire and Fisher (2006) propose that following a service
failure a customer can restore the balance of the relationship either
by demanding reparation from the firm or by retaliating against it.
Retaliation has a negative connotation and is defined as “a custom-
er’s effort to punish and make a service firm pay for the damages it
has caused” (Grégoire & Fisher, 2006, p. 32).

In the current work, we focus on sex differences in retaliatory
behaviors but more generally on its potential hormonal driver as cap-
tured by oxytocin colloquially referred to as the “love hormone.” Of
note, this hormone has greater neural effect on women, as it helps
lactation and facilitates attachment with offspring (Ellenbogen et al.,
2012; Kosfeld et al., 2005; Young & Alexander, 2012). Breastfeed-
ing women serve as a group of particular interest when studying the
effects of oxytocin, as they are under its influence. Breastfeeding sig-
nificantly alters the physiology and the psyche of women (Dermer,
1998). It is a common practice and according to the World Health
Organization (2014), 40% of Brazilian, 14,4% of Canadian and 14%
of American women (the selected sample for this study) exclusively
breastfeed their children until 6 months of age. Dermer (1998) adds
that breastfeeding increases women’s self-confidence and reduces
their responses to stress. For firms that specialize in baby products
or maternal care it is important to know whether or not breastfeeding
can affect their customers’ behaviors. More generally though, firms
stand to benefit in knowing the role that hormones play in the con-
sumer setting. As it stands, very little research has examined the
effects of oxytocin in the marketing or economic arena (but see Zak,
2011 for an exploration of how participants who were administered
oxytocin were less prone to punish a partner after trust violation dur-
ing an economic game).

METHODOLOGY AND FINDINGS

This research explores the effects of oxytocin on retaliatory be-
haviors using breastfeeding women as a “proxy” manipulation since
they are under the influence of oxytocin due to lactation. Participants
with this profile were recruited via Facebook groups that support
breastfeeding and/or deal with motherhood in Brazil, Canada and
United States of America. Furthermore, an online platform similar
to Amazon’s Mechanical Turk, Crowdflower (Crowdflower, 2014)
was used to collect data from participants originating from the same
three countries.

We recruited 362 participants. After excluding missing values
and following the Norwegian Social Sciences Data Services (2013)
protocol for excluding repeated measures (if more than 80% of the
answers of a given participant were the same, this data were ex-
cluded), the final sample consisted of 196 participants, of which 36
were breastfeeding women (BF), 59 were women (W) who were not
breastfeeding when they took the survey, and 101 men.
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Using a scenario-based vignette (Rungtusanatham, Wallin &
Eckerd, 2011) we tested if there were any differences in retaliatory
behaviors between these three groups. The vignette described a sce-
nario in which the participant had a long-term relationship with a
bank and one of its account managers. After the birth of his/her child,
he/she asked the account manager for advice regarding the child’s
education fund. The manager suggested a supposed guaranteed in-
vestment of $10,000, subsequent to which the participant trusted the
advice in question. But after one month, the participant and his/her
spouse found out that all the money had been lost.

Using previous work from Grégoire and Fisher (2006, 2008) we
selected seven measures to capture the multifaceted components of
retaliatory behavior. The attitudinal measures were: desire for retali-
ation (6 items, e.g., indicate to which extent you would want to do
something to the organization), patronage reduction (4 items, e.g.,
indicate to which extent you would want to spend less money in this
business), negative word-of-mouth (3 items, e.g., indicate to which
extent you would want to denigrate this organization to friends), and
third party complaining (3 items, e.g., indicate to which extent you
would want to take legal action against the firm). The emotional mea-
sures were: perceived betrayal (5 items, e.g., through the service fail-
ure I felt cheated), dissatisfaction (3 items, e.g., through the service
failure I felt displeased), and anger (3 items, e.g., through the service
failure I felt outraged). Scale end points ranged from 1 = strongly
disagree to 7 = strongly agree. We conducted a one-way ANOVA to
check for differences between the three groups. Table 1 summarizes
the findings.

Table 1. Results

Cronbach’s [Mean |Mean (Mean

Measures Alpha BF) |W) (Men) [P-value
Attitudinal

Desire for retaliation 0.887 3.33 3.88 4.03] 0.037*
Patronage Reduction 0.806 5.73 5.37 4.93]  0.006*
Negative WOM 0.808 4.80 4.86 4.39] 0.108
Third Party Complaining 0.789 3.50 3.76 3.78]  0.647
Emotional

Perceived Betrayal 0.882 5.35 5.19 4.53] 0.001*
Dissatisfaction 0.919 6.11 5.53 4.81] 0.000*
Anger 0.872 4.50 5.20 4.61] 0.016*

The Bonferroni method revealed that breastfeeding women are
less prone to retaliate than men even though the vignette recounted
financial harm to their children. On the other hand, they had greater
means than men for patronage reduction, perceived betrayal, and
dissatisfaction. Oxytocin may lead breastfeeding women to adopt a
flight instead of a fight strategy (Taylor et al, 2000) when facing a
service failure, as their strategy is to adopt an “indirect” strategy (pa-
tronage reduction) instead of retaliating directly as was the case for
men. Anger was the sole variable that yielded a difference between
the two groups of women (lesser for breastfeeding women). This
suggests that the “proxy” manipulation for oxytocin was perhaps not
very successful. The oxytocin effect could be more accurately and
directly tested in a more controlled environment. Accordingly the
next step is to conduct a laboratory experiment in which we will
present a series of vignettes to participants, whilst also administering
intranasal oxytocin in a double-blind manner, as has been done by
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Ellenbogen et al. (2012), Kosfeld et al. (2005), and Zak (2011), in
order to explore a possible causal relationship between oxytocin and
retaliatory behaviors.
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APPENDIX
Scales used in the survey (Grégoire & Fisher, 2006, 2008)

1. Attitudinal Measures: Indicate to which extent you would
want (scale end points: 1 = strongly disagree to 7 = strongly agree)

la. Desire for Retaliation
* To do something to the organization
 To take actions to get the organization in trouble
* To cause inconvenience to the organization
* To punish the organization in some way
» To make the organization get what it deserves
» To get even with the organization

1b. Patronage Reduction
To spend less money at this business
» To stop doing business with this firm
* To reduce the frequency of interaction with the firm
« To bring a significant part of my business to a competitor.

1c. Negative Word-of-Mouth
» To spread a negative word-of-mouth about the organization
* To denigrate this organization to friends
* To tell my friends to not do business with this firm, when they
are looking for a similar service

1d. Third Party Complaining
+ To take legal action against the firm
* To report their behavior to a consumer governmental agency
 To contact the media to denounce their behaviors.

2. Emotional Measures: Through the service fail I felt (scale
end points: 1 = strongly disagree to 7 = strongly agree)

2a. Perceived betrayal
* Cheated
* Betrayed
* Lied to
» The bank did not intend to take advantage of me. (Reverse)
* The bank tried to abuse me

2b. Dissatisfaction
 Dissatisfied
» Displeased
 Discontented

2c. Anger
* Qutraged
» Resentful

*+ Angry


http://www.crowdflower.com/
http://www.crowdflower.com/
http://essedunet.nsd.uib.no/cms/topics/1/4/2.html
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EXTENDED ABSTRACT

In recent years, research with a focus on fans and fandoms has
expanded, revealing important cultural character in societies that
study contemporary social behavior. Fan culture or fan subculture
refers to members belonging to a particular group with likes and
predilections of fiction and fantasy products and texts, engaging in
productive activities that result in the creation of new ‘texts’ (events,
books, discussions, drawings, movies, etc.) of object consumption
(Kozinets, 1997). Star Trek is one of the great consumer phenomena,
the most successful and lucrative Cult phenomenon in the history of
television (Kozinets, 2001), is the central figure in American culture
since the 1960s, crosses cultural boundaries and has a highly com-
plex fan culture (Frazetti, 2011), and is one of the main icons of pop
culture of the twentieth century.

Therefore, this research studies the subculture trekkie, fans of
the “Star Trek system” or “Universe Star Trek” (Kozinets, 2001),
because it is a group that surpasses other fandoms of pop culture
in terms of depth and breadth of official and not official creations
(Frazetti, 2011). Understanding that the meanings of consumption
can be constructed differently by subgroups of consumption, we seek
to investigate how the meaning of consumption related to Star Trek
is given by the group of editors of the site Trek Brasilis, with the ap-
plication of the theory of Metaphors of Consumption of Holt (1995).
The theory conceived by Douglas Holt (1995), the Metaphor of Con-
sumption, describes four currents of research that portray how con-
sumers buy, divided in: Consumption as experience, Consumption as
integration, Consumption as classification and Consumption as play.

About the method, is a qualitative research with a descriptive
character, Holt’s (1995) consumption metaphor was applied as a ba-
sic theory, adapting the Kozinets (1997), questionnaire data collec-
tion was carried out by the application of self-filled digital question-
naire and interview by Phone with four editors of the site, from 20
open questions. From the Star Trek sites in Brazil, Trekbrasilis, the
largest, most important and traditional online communication vehicle
dedicated to the Star Trek phenomenon in Portuguese (Trek Brasilis,
2015) was found. The content analysis proposed by Bardin (2006)
was used.

The results point to fans aged between 36 and 55, men, married,
with and without children, family income of more than 10 minimum
wages, full undergraduate and specialization, in the professions of
Journalism, Systems Analysis, Judicial Analysis and Engineering.
By classifying them according to Holt’s metaphors, the results are
shown in Figure 1:

Purpose of Action

o Autotelic actions Instrumental Actions
% Consumption as Consumption
< Action Experience: Online as integration:
G| Objects shopping; Purchase that | representatives of Star Trek
% gives positive satisfaction by Trek Brasilis
2 Consumption as game: Consumption as
= Interpersonal SUmpHIon as ame: | jassification: Trek brasilis
n . seek immersion in the Star .
action . is the reference; Group
Trek Universe . R TR
without internal distinction

Figure 1. Metaphors of Consumption of the Star Trek Universe
Fonte: Search results.

154

The metaphors identify the ‘integration’ by which consumers
improve the perception of a consume object as a constituent element
of their identity, and facilitates the symbolic use of this object or
group of objects (Reading and Jenkins, 2015). This research contrib-
utes to a better understanding of the behavior of new fan consump-
tion subcultures, since the entertainment industry has grown expo-
nentially in recent years.

The results compose with previous researches, pointing to simi-
lar results with fans of the Star Trek universe, with different profiles,
being intellectualized people from the area of exact and human sci-
ences with a high socioeconomic level. They point out that today
the experience with the consumption takes place of online form, in
search of positive reward with the acquisition; don’t existing con-
sumption as internal or external classification, as they are represented
by the site Trek brasilis; The integration occurs by the representation
of the site and not of the components, the site is the mechanism of
integration and; The participation is given by the defense of the Star
Trek universe, however the immersion by means of games does not
occur.

It is noticed that the consumption of the Star Trek universe, is
not only an end in itself, but a form of expression of the identity of
the fan, apprehended like philosophy of life that goes beyond the
own consumption of the products. The fans consume the idealiza-
tion of the perception of humanity conceived by Gene Rondenberry,
and as Robert Kozinets says: “Star Trek’s philosophy is more than a
merchandise”, Star Trek is our way of living!
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EXTENDED ABSTRACT

Content sharing is a way to exchange information, as is the case
with spoken language. This can also be referred to as word-of-mouth
(WOM) communication, which is a term used in marketing literature
to describe interpersonal communication about a specific subject,
product, person, and/or idea (Berger 2014). All WOM communica-
tion involves the sharing of information. Belk (2010) conceptualized
sharing in a broader manner, to encompass the allocation of resourc-
es in a non-reciprocal way, in which payment is irrelevant, and there
is an expression of love and affection from those who share to those
receiving the message, which suggests an altruistic bias. This differs
from the direct exchange of goods or the provision of gifts, because,
in these acts, reciprocity is expected (Belk 2010). On the other hand,
some authors have highlighted a selfish bias, and shown that sharing
by an individual — whether this relates to goods or ideas — gener-
ates (i) indirect economic gains, such as broadcasting to the world
the sharer’s personality or making them appear in a more positive
light to others (Berger 2014; Hennig-Thurau, Gwinner, Walsh and
Gremler 2004; Sundaram, Kaushik and Webster 1998); (ii) creation
of weak ties and maintenance of strong ones (Goldenberg, Libai and
Muller 2001; Granovetter 1973); and (iii) formation of connections,
reliable relationships, and social capital (Putnam 2000). Social me-
dia facilitates information sharing with large groups, but most of
this sharing is done offline. However, it remains unclear what leads
people to share content that is emotionally charged. People share and
pass along information to one another to, for example, reduce anxiety
(Sundaram et al., 1998) or to deal with negative feelings (Hennig-
Thurau et al., 2004). Thus, sharing has an intrinsic relationship with
emotions felt by the sharer. Emotions have been investigated in mar-
keting (Bagozzi et al., 1999) in terms of their impact on customer
satisfaction with the use of goods and services (Ladhari 2007; White
2010) and consumers’ intention to share; and their influence on social
interactions in general, since emotion conveyed by one person can
lead to a desired reaction in another (Andrade and Ho 2009). The
main goal of this paper is to evaluate the emotional determinants of
online content sharing about brands by consumers.

THEORETICAL BACKGROUND

Virtual social networks are environments in which online shar-
ing occurs. Content shared may comprise personal perceptions, opin-
ions, photos of the sharer and the places where they have been, or
videos and promotional material posted by businesses (Porter and
Golan 2006). Content that is shared by many people is referred to
as “viral,” in reference to way in which a virus disseminates through
environment until it reaches an entire population. This “viralization”
is therefore result of sharing. This is because it reduces marginal
costs of relaying a message, as (i) there are many “issuers” of the
information (any user in a network can potentially re-share content
that is of interest to Jcompany), and/or (ii) it increases the relevance
of the company in online searches, making the firm more discover-
able on the Web. Possible consequences of this include a reduction
in customer-acquisition cost, increased sales conversions (where
online or not), and lead generation. Viral content usually comes in
the form of videos, especially humor, music, or opinion pieces, for
example user empathy with content; shame for users who have done
socially considered social unacceptable; focus on controversial is
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sues; and use of obscene, ironic, or poor-taste humor, or content that
was offensive to a certain society group. Tucker (2015) pointed out
the existence of a negative relationship between viral content and
the persuasion power of online advertisements, especially in videos
containing humor or visual appeal. More specifically, by analyzing
a database of 400 advertisements in the form of online videos, and
measuring persuasion through questionnaires, Tucker (2015) found
that the more overtly persuasive video was, the fewer views it had.
On the other hand, more persuasive and exciting videos, which also
generated a large number of comments, were similarly highly shared.
For example, Dobele, Lindgreen, Beverland, Vanhamme, and Wijk
(2007) indicated that content that generates surprise, combined with
emotions such as disgust, anger, fear, sadness, or joy, tends to go vi-
ral more often. Berger (2014) and Dobele et al. (2007) specified that
emotions generated by content can lead individuals to share it: more
intense emotions — that is, those that generate more arousal — increase
chances that individuals will spread the word. Miniero, Rurale and
Addis (2014) corroborate this on hedonic, arts and cultural experi-
ences. Baumeister, Blatslavsky, Finkenauer, and Vohls (2001) found
that people feel negative emotions more intensely than positive ones.
Thus, two hypotheses are formulated here:

Hypothesis 1:  Content with positive valence generates a higher
likelihood of sharing compared to that with neg-
ative valence.

Hypothesis 2:  Content that generates high arousal has a higher

likelihood of being shared compared to that gen-
erating low arousal.

Berger (2013) additionally found that a perception that content
has practical usefulness can also lead individuals to share it. Warn-
ings, alerts, or content containing unfavorable reviews should be seen
as more useful than greetings or compliments, given that negative
content is rarer and can lead individuals to be identified as having
deep knowledge of a subject. Ho and Dempsey (2010) also showed
that usefulness is relevant to determine which content is more likely
to be shared, and that higher-usefulness content is more sharable by
individualistic people or by those who want to help others, since both
groups share to seek inclusion, affection, and control. This means
that sharing content with usefulness value can demonstrate altruism
and improve the image of those who share it. It can also help others
to reduce risk and search time for information, and support their de-
cisions (Hennig-Thurau et al. 2004; Sundaram et al. 1998). In other
words, useful content can help others, which leads to the sharing of
content containing this feature. Examples of this may include content
that aims to prevent diseases by reducing the consumption of certain
products; notices of store promotions; or communications regarding
a company’s poor customer service. However, the human tendency
to pursue pleasure also leads to the sharing of other types of content,
such as humor, music, and positive messages. A moment of pleasure
can be as useful to others as a news story related to health, or one
that generates economic benefits (Guerin and Miyazaki 2006, Yang
and Wang 2015, Miniero, Rurale and Addis 2014). Sibona (2014),
for example, found that people who are most excluded from friendly
connections in online social networks are those who post content
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considered as being of little or no importance to those who exclude
them. Therefore, usefulness appears to be subjective, and its lack
can lead to extreme actions, such as interrupting a friendship. Also,
usefulness of content may depend on its valence. Negative-valence
content generates greater emotional impact, is processed more slow-
ly (Ahluwalia 2002; Baumeister et al. 2001; Wang et al. 2009), and
can express care for the recipient, and the content is then considered
as more trustworthy and accurate (Sen and Lerman 2007). Positive-
valence content is more common (De Angelis et al. 2012; East et al.
2007, East et al. 2008) and therefore may be less useful. Chen and
Lurie (2013) found empirically that negative evaluations on restau-
rant review sites have higher perceived value for those who read
them than positive reviews, as positive assessments tend to generate
suspicion that the views of the person writing the evaluation are un-
reliable. The generates the following hypothesis:

Hypothesis 3:  Negative-valence content has greater usefulness

than positive-valence content.

METHOD

The study involves a factorial 2 (ads vs. news) x 2 (positive vs.
negative valence) design. The experiment used an between-subjects
approach, with respondents randomly allocated by means of a draw
via software to one of four scenarios with different simulated con-
tents.

Data was collected from October 1 to November 22, 2013, us-
ing the convenience sampling method. A total of 718 e-mails were
sent to undergraduate students in Sdo Paulo, Brazil. It resulted in a
total of 157 responses; i.e. a 21.8% response rate. The dependent
variables and scales used in this experiment are the following: (i)
Likelihood of sharing online; (ii) Likelihood of sharing offline;(iii)
usefulness; (iv) Arousal.

The independent variables used in this experiment are I) Emo-
tional valence, manipulated as positive or negative; and ii) Format,
manipulated as advertisements or news. The experiment used an ini-
tial database of 272 posts identified as comprising content that could
meet the experiment’s goal. Thus, these posts consisted of a set of
advertising campaigns on social networks, with different valences,
which had the purpose of stimulating or inhibiting the consumption
of different products or services. Manipulation was needed due to the
choice to use positive and negative content in different formats: ad-
vertisements and news. The same brand was chosen: Coca-Cola. The
choice was made based on both the availability of the pre-tested ma-
terial (news and advertisements), as well as brand recognition. While
the news content had been created by newspapers and reproduced
on social networks, the advertisements were developed by users of
social networks: the positive by a fan, which was later posted to the
official account of the brand on a social network, and the negative
by an activist opposed to the brand, and relayed on the network. All
content was adapted in order to make it suitable for the experiment,
and tested on marketing experts. The adaptation involved the scaling
of text and processing of image quality. These four scenarios are:
I) a positive ad: based on an ad made by a Coca-cola supporter, on
Instagram social network, and retransmitted by the Coca-cola ac-
count — a little dog asks, inside a Coca-Cola can: “Did you like my
new house? Coca-Cola says, after:”Lunch tastes better when it has
Coca Cola. Open happiness”; II) a negative ad: based on an ad made
by an activist against junk food, and published in social networks, a
Coca-Cola Zero can appears with these written on it: “The more you
avoid soda, the better”, and the account completes: “Do not drink
Coca-Cola. Coca-Cola is equivalent to 12 teaspoons of sugar. Obe-
sity, diabetes, stroke, arthritis, and even cancer may be caused by

it.”; I1I) a positive report on an online newspaper telling about a so-
cial action sponsored by Coca-Cola helping youngster living in poor
regions to get professional training to start working on retail, and IV)
a negative report in an online newspaper tells about a mouse found
inside a Coca-Cola bottle.

RESULTS

Respondent Profile

The 157 replies came from undergraduate students of a business
administration course. In terms of age, 67% were between 19 and
25, and the average age was 24 years. Regarding gender, 70% of the
sample was female. In terms of time spent on online social networks,
69% spent more than an hour a day online (56% of men, 74% wom-
en), and 32% said they accessed the internet through a mobile phone.

Verification Tests

The internal consistency of the scales used in this experiment
was verified using Cronbach’s alpha. All scales had values higher
than 0.8.

Manipulations Check

The manipulations check was performed using t-test average
differences. With regard to the manipulation, its valence was veri-
fied from the answers given to the statement: “This post stimulated
positive emotions in me.” The positive content showed an average
of around 3.53 (standard deviation of 1.32), while the average for
the negative was 2.17 (standard deviation of 1.39), which leads to
rejection of the hypothesis of equal averages (¢ =-6.148, p < 0.001).

Analysis of Variance

The first analysis was performed on likelihood to share. The
F-test of the average differences showed no statistical significance
between the dependent variable SHAREonline and the independent
variables valence and format (p > 0.05). Regarding to SHAREof-
fline, the F-test was not statistically significant relative to the iso-
lated variables, but there was a significant interaction (p = 0.005),
indicating that the format plays a moderating role in the relationship
between valence and likelihood of sharing offline: when the valence
is negative, advertising becomes more likely to be shared offline than
news; where the valence is positive, the opposite occurs. SHAREof-
fline presented a higher average for news in comparison to adver-
tising when both are positive (3.366 against 2.682). When they are
negative, the relationship is reversed: advertising has a higher aver-
age than news (3.156 vs. 2.857). Regarding to arousal, there was a
statistical significance in the relationship between format and arousal
and between valence and arousal, but there was no interaction among
the independent variables (p > 0.05). Content with negative valence
generated more arousal than positive-valence content (overall aver-
age 3.51 versus 2.90, p < 0.001), and news generated more arousal
than ads (overall average 3.46 versus 3.00, p = 0,004). Regarding
to usefulness, all tests were statistically significant, indicating a re-
lationship between valence (F = 22.342, p < 0.001) and format (F =
5.548, p =0.02), and an interaction between the dependent variables
(F = 6.985, p = 0.009): when the valence was positive, the useful-
ness of the news was greater than that of the advertisements (3.12
to 2.24); however, when the valence was negative, the advertising
usefulness was greater than that of the news (3.54 versus 3.49). The
findings show that format moderates relationship between valence
and usefulness. Content considered most useful (averaging in the
usefulness scale equal to or above 3) had a higher average likelihood
of being shared online (3.86, for high usefulness and 2.25 for low;
p <0.001) and offline (3.46 versus 2.24; p < 0,001). The usefulness



Table 1. Results Summary

Variable Content News Ads p-Value
Valence
Share Online POSltl.Ve ) ) . N 0
Negative - - significance
. Positive 3.366 2.682
Share Offline 1o oative 2.857 3.156 0005
Positive 3.46 3.00 0.004
Negative
Arousal* .
Positive 291
. <0.001
Negative 3.51
Positive 3.12 2.24
Usefulness— \iogative 3.49 3.54 0.009
. Share Share
Correlations Usefulness Arousal Offline Online
Usefulness -
Arousal 0.678 -
Share Offline 0.674 0.553 -
Share Online 0.646 0.610 0.772 -

* No significance on interplay

was correlated with dependent variables: sharing online (Pearson
correlation = 0.674, p < 0.001); sharing offline (Pearson correlation
= 0.646, p < 0.001) and arousal (Pearson correlation = 0.678, p <
0.001).

This experiment showed that with respect to format: (i) news
tends to be more useful and generate more arousal compared to ad-
vertisements; (ii) negative news and positive advertisements tend
to generate less likelihood of being shared than positive news and
negative advertisements do; and (iii) demarketing actions, which
discourage consumption via advertisements, are considered more
useful than common advertisements, generate more arousal, and are
more sharable compared to ordinary content or positive advertise-
ments.

DISCUSSION AND CONCLUSIONS

This paper supports the idea that in terms of sharing content,
items that are positive and useful are most commonly chosen by
the consumer. Furthermore, the study of arousal and its relationship
with user predisposition to engage in exchanges of information is in
line with findings from previous studies (Dobele et al. 2007, Berger
and Milkman 2012) regarding sharing. In addition, the usefulness is
determinant and should have a mediating effect on the relationship
between arousal, emotional valence, and likelihood to share. Find-
ings can direct the creation of communication campaigns, whether
in public relations — as considered in this study — or in other com-
munication tools. When managing institutional crises, organizations
can answer questions by order of arousal level generated in each
stakeholder group. The findings represent a major challenge for or-
ganizations, as well as a theoretical implication: the likelihood that
advertisements opposing a company will be shared spontaneously
appears to be larger than for positive news. An attempt should be
made to better qualify the different types of advertising; for example,
institutional advertising and related products and services. Elections
have been deeply influenced by the production of negative and posi-
tive content by journalists. Brands have been the target of campaigns
by activists who exhibit unfavorable characteristics of products. This
study helps to explain which content will be welcomed by consum-
ers, and highlights that consumers will share a message if they be-
lieve it to be exciting and useful to some extent. But is it the content’s
perceived usefulness that generates arousal, or is arousal a prerequi-
site for content to be considered useful? Finally, would content in
the form of advertising generated by a company be received differ-
ently from the content studied here? Among the limitations of this
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study are those relating to experimental research techniques, such as
the study’s external validity, which may have been compromised in
favor of the internal validity, and the use of a convenience sample,
which can lead to bias.
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EXTENDED ABSTRACT
Current society in industrialized countries is characterized as
one of hyperconsumption, which have generated: i) negative impacts
in terms of the environmental effect of production and disposal (Fu-
jii, 2006), ii) increase of social inequalities and constant consumer
dissatisfaction (Young, 1996), and iii) anxiety regarding the need to
buy more, with the purchase by itself not necessarily contributing to
consumer well-being. Frugality may be a response to reduce such
excessive levels of consumption and increase consumer awareness
about the side effects of this behavior. It is defined as an intentional
and voluntary behavior (Cherrier, 2009) and a rational virtue, which
consists in the reduction of acquisitions (Lastovicka et al., 1999) and
the efficient use of economic goods and services to achieve long-
term goals, based on a simplification of desires and the lifestyle ad-
opted (Sherry, 1990). Our objective is to investigate the antecedents
of frugality to understand what influences its emergence and what
leads consumers to adopt such behavior, as well as to understand the

relationship between frugality and its consequents.

Self-control of consumer spending

Frugal individuals prioritize long-term goals over immediate
satisfaction (Sherry, 1990), and are more conscious in the personal,
social, environmental and financial dimension. A highly influential
factor in the financial dimension is the self-control of consumer
spending (SCCS), and failures in self-control may lead to impulsive
buying, so we hypothesize that:

Hypothesis 1:  Consumers with low (high) levels of self-control

over spending are less (more) frugal.

Focus on hedonic purchase values

Buying experiences can have both utilitarian and hedonic val-
ues (Belk, 1987; Sherry, 1990), but it is common to associate hedonic
attributes with luxury, and utilitarian attributes with pragmatic needs
(Kivetz & Zheng, 2006). Frugality is, in fact, a rational virtue, and
therefore resembles the utilitarian values of consumption. Thus:

Consumers with a greater focus on hedonic pur-
chase values are less frugal compared to those
with a more utilitarian focus.

Hypothesis 2:

Susceptibility to interpersonal influence

Individuals who are most susceptible to interpersonal influence
are also more susceptible to behavioral changes, and may opt for
consumption of certain products and services appreciated by his or
her reference group, without necessarily considering his or her in-
dividual preferences. Frugal consumers are less willing to consume
things that they do not need, so they may be less seduced by their
interpersonal network. So, we hypothesize that:

Hypothesis 3:  Consumers who are more susceptible to inter-

personal influence are less frugal.

Tendency to repair products
Consumers replace a product when he or she evaluates it as ob-
solete in some way. This may be in the technical sense, if the product
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no longer fulfills the functions for which it was acquired, or in the
relative sense, when the consumer wishes to replace it on the basis
of a comparison of potential. Since repairing entails extending the
product life cycle, rather than increasing purchases and searching for
substitute products, the fourth hypothesis is:

Hypothesis4: The more (less) frugal consumers are, the great-

er (lesser) tendency to repair products they have.

Satisfaction with life

More materialistic individuals tend to have lower levels of sat-
isfaction, greater unhappiness (Belk, 1987), and lower levels of au-
tonomy, gratitude, and meaning in life and take less joy from their
relationships. In modern societies, happiness is promised through the
acquisition and consumption of goods and services; however, the
economic system built on this logic does not fully meet real needs.
So, H5 arises:

Hypothesis 5:  More frugal consumers have greater satisfaction

with life.

An online survey was conducted in October 2015 with 171 Bra-
zilian respondents. The data were analyzed using structural equation
modeling (SEM) via PLS (Partial Least Square) approach. In the
measurement model, all variables presented indexes greater than 0.8
for composite reliability, which indicates internal consistency. For
convergent validity two criteria were considered: (i) standard facto-
rial loadings of the indicators (outer loadings) and (ii) average vari-
ance extracted (AVE). The standardized root mean square residual
was was 0.079, indicating a good fit of the measurement model. Our
results support all hypotheses except H2.

Our research has implications for practitioners. Marketing com-
munications to frugal consumers should be more objective and infor-
mative, since such consumers (at least those in our sample) tend to
be less susceptible to interpersonal influence and have greater self-
control over spending. Conscious and efficient consumption may be
arelevant trend for years to come, so communications that value con-
sumer well-being over product attributes may be more effective for
audiences who are more conscious about the effects (both positive
and negative) of consumption. The fact that frugal consumers have a
greater tendency to repair products than do nonfrugals has implica-
tions for marketing management and for public policies. In terms of
environmental benefits, repair is one of the best options because it re-
quires less energy and much of the material is retained. Government
incentive mechanisms for product repair could be discussed with
companies, so that the habit of repairing (which was common in the
1960s and 1970s) again becomes part of our consumption culture.
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Mobility Factors for Reducing Self-Reported Travel Times to Health Services

EXTENDED ABSTRACT

The spatio-temporal dimension related to mobility and trans-
portation can facilitate or inhibit the physical access to health ser-
vices. The organization of transportation systems affects travel times
to health services as well as individuals’ desired mobility as it makes
less attractive for them to take additional routes for reaching health
center. Thus, transportation means, travel times and other factors
that affect the mobility in general, are said to be contextual aspects
that facilitate access or become barriers to the use of health services
(Arcury et al., 2005). As such, this is a topic of multidisciplinary
interest in the areas of transformative consumer research (Anderson
et al., 2013), public policy and management of health care services
(Syed, Gerber, & Sharp, 2013). Understanding the factors that facili-
tate mobility and access to health services enables the design of more
flexible, adaptable and integrated services in specific consumption
contexts, reducing both service barriers and consumers’ vulnerability
(Grabovschi, Loignon, & Fortin, 2013).

The study of access to health services calls the attention of dif-
ferent perspectives, including the geographic one. From the spatial
perspective, one subject of study consists of analyzing the impact of
residence areas on the development of morbidity and mortality. From
the temporal perspective, other topic entails the relationship between
travel times, environmental stress, and population health (Black &
Black, 2009; Linard, Gilbert, Snow, Noor, & Tatem, 2012). In particu-
lar, previous research have found that travel time to the care setting is
a barrier to health care delivery in different populations, especially for
the poor, children, the elderly and the young (Syed, Gerber, & Sharp,
2013). When travel time is too extended it is more likely that the per-
son decides not to go to the health service. These studies showed ex-
ternal factors (enabling factors) affecting access to health services that
increase health inequities among populations. However, there is less
knowledge about the factors that facilitate the reduction of commut-
ing time to health services, when there are mobility problems.

In Bogota there is a mobility problem that affects the access of
the population to health services. The identification of the most vul-
nerable populations and their associated travel times, as well as the
factors that contribute to their speeding, or slowing, can help health
service providers and policy-makers to facilitate the access to health
centers, especially in those populations with a greater risk of morbid-
ity and mortality. This study tackles this problem, by identifying fac-
tors that are good predictors of shorter travel times to health services,
from a population perspective.

FACILITATING FACTORS AND THE USE OF
HEALTH SERVICES

Travel time to health services can be affected by several factors.
Studies in health geography show that both predisposing and enabling
factors are the two central aspects affecting the access to health servic-
es. Among the predisposing factors are demographic characteristics
such as age, gender or ethnicity, and socio-familial characteristics,
such as the composition of the household or the number of people
with income. The enabling factors include the level of income, the
existence of public transport, the type of medical insurance (Arcury
et al., 2005), access to telecommunication media. In this context, the
transport and its associated dimensions are the enabling factors.

The people mobility is facilitated or restricted by the transport
type used, the number of different transportation means required and
the mode of transport: public, private, motorized or non-motorized.
Other geographical aspects such as home residence and workplace
locations, as well as the expense derived from the use of different
transportation means, also affect the access to the health center loca-
tion (Lilienthal, Possemato, Funderburk, & Bechler, 2016). In gener-
al, it can be said that enabling factors can include the means available
to individuals for the use of health services, they include resources,
structures, institutions, procedures and regulations through which
they can access or interact with health services (Levesque, Harris, &
Russell, 2013). Enabling factors can include individual’s resources to
access the services or to facilitate their own mobility. Thus, owning
a vehicle or consulting information online can also be considered
within this group.

Both predisposing and enabling factors have been extensively
studied as determinants of health (Kelly et al., 2016), but these fac-
tors can have an impact on travel times. In this regard, these factors
help to understand the reasons what decreases barriers to consumer
access to health services and the differences between populations, as
it is shown in the following.

METHOD

The study was conducted with a sample of 2130 habitants of
three towns (n=1745) and six small villages (n=385) in Cundinamar-
ca department of Colombia. The three cities included the capital city
(Bogota) and two nearby intermediate cities (Facatativa and Girar-
dot). The villages were in some cases with more urban characteristics
(Chia, Ubaté and Soacha) and, in other cases, they were populations
more distant of rural type (Pacho, Bituima and Villa Gémez). The re-
gions included in the sample were selected for their high rates of ma-
ternal and infant morbidity and mortality, according to statistics from
the Ministry of Health. Multi-stage sampling was used and a survey-
type questionnaire was developed with a section of predisposing
variables and other of enabling factors and the information about the
time that the person takes in the displacement from the house to the
health service. The first section included socio-demographic charac-
teristics and family features such as age, sex, income, family size and
composition, children in gestation and under five years of age. The
second section was about enabling factors related to transportation
and telecommunications systems used. Subjects were asked to report
the use of different modes of transport employed in a typical day
(i.e., the public and private motorized and non-motorized transport
and walking); the frequency of use and the total expenses per week
of each modality. In addition, sujects were asked to report their areas
of residence and workplace as well as the usual commuting time.
Finally, we inquired about the telecommunications systems used by
each person, whether they had text messaging systems, Internet at
home or near the residence and prepaid or postpaid cell phones.

In order to elaborate the model of the factors that predict shorter
travel times, a decision tree method was used, with the CART growth
method. It was employed the division into two halves of the model
validation sample. We took a sample of 100 cases as the minimum for
the filial node and 50 for the parental. We used for the pruning pro-
cess, a standard error of zero, so that the risk of error was minimized.
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RESULTS

Of the different variables included for the analysis in the pre-
dictive model, only three factors allowed to identify the populations
with different durations to attend the health services: i.) commuting
time between home residence and workplace, ii.) the access to Inter-
net near to home and iii) the weekly expense in transportation. The
importance of these variables was 100% in the time of travel, 47.2%
having Internet and 32.9% in weekly transportation expenditure. The
risk of the model obtained in the contrast sample was of 804.5, the
sample deviation of 28.4, leading to a coefficient of determination of
99.6%. This is a good predictive model of the commuting times to
the health service place.

The resulting hierarchical tree shows that the commuting time
between home and work is the best predictor of travel times to health
service. The first node indicates that travel times to the health ser-
vice improve when the workplace is less than 82.5 minutes away
from home. On average, the time of access to the health service de-
creases in 7 minutes in comparison with those who need to cover
longer distances to move from home to work. Those who reported
shorter commuting times from home to work and have Internet ac-
cess reduce travel time to health services by an average of 5 minutes.
Finally, those who have Internet near their homes and a transport
cost cheaper than US$ 12 in their weekly trips, showed the shortest
travel times to health services. As for the transport expenditure, this
is correlated in 43.6% with the number of public transport modali-
ties used, this result indicates that the greater public transport expen-
diture generates a greater expenditure on transport in general. The
results can be seen in figure 1.

On the other hand, it should be noted that none of the predispos-
ing variables was a good predictor of travel times to the health ser-
vice. Neither the individual characteristics nor the familiar aspects
facilitate the access time to health services. Living in rural areas or
towns close to cities is not a predictor of travel time to the health
service, nor social class. In addition, the correlations between these
factors and travel times between the residence and work sites are low
(Chi-square = 1291 sig., 0.000, Eta = 0.24 and Chi-square = 324 sig.
0.000, Eta= 0.23, respectively).

Tirne to health services (min,)

Mean: 37,1
1= 1004 100%

Travel between the area of residence and work

<= §2,5emin, » B2, 5min,
Mz 363 Mazncdl i
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Has internet nezr home
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Mean: 32,9 Mean: 38,5
fie 353 34)5% e 531 61,7%
Weekly trarsport 2ipense
4517 3512
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Figure 1. Predictors for the time of travel to the health service

DISCUSSION AND CONCLUSIONS

The results show that travel times to the health service are de-
termined by spatio-temporal factors and by access to information.
From the geographic variables, the commuting times from home to
workplace are the best predictors of travel times to the health ser-
vice. However, neither the place of residence nor the place of work
are predictors of travel times to health services, this suggests that
access to the health service is more related to time than to distance
from the source, this is a factor more related to mobility than to the
spatial location of the origin of the displacement. These findings are
consistent with transport studies that show the differential role of
spatial and temporal dimensions in explaining transport and mobility
phenomena (Janelle & Gillespie, 2004).

This result shows that health care policies and services should
consider the temporal logic of the service for their organizations.
Priority must be given to commuting time as well as spatial or social
class factors. The temporary convenience to access the service facili-
tates it in different populations, of all kinds of social classes and rural
or urban zones. In this particular case, the locations from the home
to the work that are superior to 84 minutes, generate populations
with greater vulnerability and with a greater risk of non-physical as-
sistance to the services, increasing the access barrier. Although each
case is particular, it is necessary to deepen both the distribution of
users’ journeys and the relationship between travel times from dif-
ferent areas of origin and the network of health care centers. This
information helps to create models of health care attention networks
which in turn are more sensitive to users’ needs as they capture travel
demand (Geurs & Van Wee, 2004). From the viewpoint of consumer
psychology, it is necessary to understand the time thresholds that
are convenient or inconvenient for different services and conditions,
so more objective measures can be established on the conditions in
which travel times become barriers to access.

Finally, mobility-facilitating factors are associated with in-
creased access to mobile information, such as that provided through
the internet, and the decrease in transportation costs. The proximity
to urban transport lines and information become facilitators of ac-
cess and mobility towards health services, these two aspects need
to be considered within the barriers to remove to increase access to
health services, in addition of others factors that have been studied
as financial barriers (Mcpake et al., 2013). The result also highlights
the need to increase access by mobile means such as telehealth and
health informatics, as well as services in homes.
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The Role of Brand Predisposed Preferences on the Effectiveness of Product Placement:

Comparing Hispanic and Non-Hispanic Moviegoers in the US
Sindy Chapa, Florida State University, USA
Alejandro Estrada, Florida State University, USA
Mengying Zhang, Florida State University, USA

ABSTRACT

The purpose of this study is to explore to what extent, the level
of brand familiarity and a positivity predisposition toward a brand
affects the implicit versus explicit product placement on Hispanic
moviegoers versus non-Hispanics. For the purpose of this study, the
movie “Deadpool” was selected with a total sample size of 616. A
national panel was utilized for data collection, and a SEM and ANO-
VA tests were conducted for Hypothesis testing. A proposed model
shows brand familiarity antecedes brand-recall and attitudes toward

164

the brand, which in turns affects the intention to purchase. A brand
“predisposed preference” was found to be a stronger antecedent of
brand-recall and attitudes, as well as a direct predictor of intention
to purchase. When comparing product placement forms, the results
showed an explicit brand placement has a greater brand-recall (48%)
than the implicit brand placement (26%). Further, it was found that
Hispanics were more likely to recall the explicit brand placement
when compared to African Americans, Whites, and Asians, in that
order.
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