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Foreword

Welcome to the 2021 AMA Winter Academic Conference! Though we are not able to meet in
person over research presentations or share good conversation over coffee and tea, we are still
grateful for the opportunity to meet virtually with friends and colleagues from around the world
and to continue sharing our passion for marketing scholarship. When conference co-chairs Alan
Malter, Stacey Menzel Baker, and Subin Im met in the bright sunshine last February to plan this
event at the 2020 Winter AMA conference in San Diego, there were already troubling signs on
the horizon, as Lunar New Year celebrations had been greatly curtailed in China and colleagues
from East Asia were unable to travel to the conference. But we never anticipated how the year
ahead would unfold and definitely could not foresee the impending global pandemic, political
turmoil, and civil unrest over issues of diversity, inclusion, and equity that would reverberate
throughout our society and challenge us in every way imaginable. This series of unprecedented
shocks has prompted all marketers to rethink our roles in academia and society.

Prior to the pandemic, marketing scholarship and practice were already shifting rapidly
toward digital technology and automation. We sensed that the human element in marketing was
getting lost in the excitement over the tantalizing possibilities offered by artificial intelligence
and Big Data. The theme we selected for the 2021 Winter AMA conference, “The Human Side
of Marketing in the Age of Digital Transformation,” aims to encourage our discipline to renew
its focus on the important and irreplaceable role that humans will continue to play in marketing
and society, even as our world becomes increasingly (but never completely) digital.

The digital revolution places marketing scholars center stage in a great transformation, as
recorders of change, developers of theoretical discourses to explain change, and contributors to
new waves of change. While many digital advances have expanded human potential, not all
changes have resulted in positive outcomes. The current global COVID-19 pandemic has
highlighted the sharp divide between the myriad benefits of digital technologies and the inherent
risks in overdependence on these technologies, exposing many points of weakness and
vulnerability in the marketplace.

Digital technology enables businesses and consumers to deliver and receive customized
solutions that address unmet needs, to work and engage in marketing exchanges 24 hours a day
from anywhere in the world, to experience endless opportunities for social interaction and
entertainment, to broaden possibilities for product innovation, to revolutionize marketing
research and teaching, and to increase productivity and performance. Yet the same digital
revolution has a dark side, as its myriad benefits are not shared by all individuals, groups, or
institutions in society. For example, the technology required for customized digital solutions is
not universally available or accessible, and productivity and performance can be hindered by
obsessive, and sometimes excessive, focus on automation. Therefore, the plenary, competitive
paper, special topic, and poster sessions at the 2021 AMA Winter Academic Conference explore
a broad range of potential benefits and costs of 21st-century technology. Overall, the conference
program renews our focus on the human side of marketing amidst accelerating digital
transformation.



As part of the renewed focus on the human side of marketing, the 2021 Winter AMA
Conference features the first-ever conference track on marketplace diversity. Additional tracks
focus on improving societal welfare, including tracks on sustainability and social responsibility,
and on public policy, macromarketing, and ethics. The conference also includes tracks on new
developments in traditional areas of managerial marketing, including marketing strategy;
channels and supply chain management; sales management and personal selling; product
development and innovation; branding and brand management; advertising, promotion, and
marketing communications; services, retailing and entertainment; and international and
cross-cultural marketing. Other tracks study the consumer experience using different
perspectives and research methods, including tracks on consumer psychology, as well as
consumption, markets, and culture. And though the conference theme calls for a renewed
emphasis on the human side of marketing, it remains important to continue to examine the
rapidly growing digital side of marketing and marketing research; thus, we include tracks on
digital and social media marketing, and on customer insights from data analytics, artificial
intelligence, and machine learning.

We would like to thank all of the track chairs who graciously organized the tracks, managed
the review process, and proposed unique special topic sessions. We are especially thankful to all
the volunteer reviewers, special session organizers, and hundreds of authors from around the
world who submitted their research to the conference. We also thank Aric Rindfleisch, president
of the AMA Academic Council, who entrusted us with the task of organizing this conference,
and supported and encouraged us throughout the process. We greatly appreciate the AMA
Academic Council, and we are especially indebted to Monica Gerhardt, Matt Weingarden, and
all the AMA staff who made this conference possible.

Though we would have preferred to see all of you in person, and on the beach, at the
original conference venue in St. Petersburg, Florida, we are grateful for the virtual opportunity to
continue the decades-long tradition of outstanding AMA Winter conferences. Thank you for
attending the virtual conference from your homes across the globe, and for continuing to build a
strong and vibrant academic community. We look forward to reconnecting with all of you in

person soon, as YOU are the human side of academic marketing that makes this event and our
discipline so exciting!

Sincerely,

The Conference Cochairs:

Alan J. Malter, University of Illinois at Chicago

Stacey Menzel Baker, Creighton University

Subin Im, Yonsei University
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Branding of Software Products:

Should we Specialize or Diversify?
Ashish Kakar

Texas Tech University
ashish.kakar@ttu.edu

Abstract

In this study, we investigate the salience of
providing utilitarian, hedonic and social features
on brand loyalty of three different types of
software products — Flow (a utilitarian software),
SnowRunner (a computer game) and TikTok (a
video sharing social networking software). We
found that while the focus on providing primary
value is important, diversifying the features to
provide secondary values such as hedonic and
social values in utilitarian software had a
significantly higher impact on brand loyalty due
to the multiplier effect.

Statement of Contribution

This findings of this study empirically
demonstrate that users are loyal to products that
are useful, exciting and also socially engaging.
Therefore, product managers should diversify
features that provide all three types of values HV,
UV and SV rather than specializing only on the
one pertinent to the product type as the various
values have additive as well as multiplicative
effect on brand loyalty.
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Introduction

Users of products and services seek a complete
experience, an experience that includes not only
achieving well-defined functional goals, but also
involves gratifying the senses and generating
positive affective response (Bly, Cook, Bickmore,
Churchill, and Sullivan, 1998; Venkatesh and
Brown, 2001). The stronger and more varied the
dimensions of their experience the more will be
its impacts on consumer outcomes such as their
loyalty to the brand (Fombrun, 2001; Brakus,
Schmitt and Zarantonello, 2009; Iglesias, Singh
and Batista-Foguet, 2011).

But can these propositions be empirically
validated? We investigated the question directly
in an experimental study with users of software
products. The findings of the study add to our
existing knowledge of how value provided by
products impact brand loyalty (BL). They also
provide some potentially useful implications for
product managers.

Literature Review

Software Products as Brands

A brand is traditionally defined as a name, term,
sign, symbol, or design, or combination of them
which is intended to identify the goods and
service of one seller or group of sellers and
differentiate them from those of competitors”
(Kotler, 1991; p. 442). However, brands also take
on metaphorical forms in addition to the material
form. Beyond tangibles such logo, name and
design, brands also incorporate intangibles such
as identity associations and personality (Bastos
and Levy, 2012).

Before the advent of branding as a business
practice, products were sold in bulk. Typically, for
example, general stores would sell commodities
stored in sacks of grains and coffee beans, barrels
of pickles, and slabs of cheese for consumers’
consumption. However, in the late nineteenth
century products for sale were packaged and
labelled, with the producers’ name and
reputation becoming associated with additional
value. However, with producers making similar
claims about their products, it was suggested that
a greater awareness should be created on the
social and psychological nature of the products
(Gardner and Levy, 1955, p. 34). And with the
advent of TV, radio, print advertising and e-
marketing in the twentieth century, branding

evolved from relying solely on producers’
reputation to projecting brand image, fantasy and
symbolic values (Moore and Reid, 2008, p. 429).

Brands today have become means of
communicating our values (Schulz and Stout,
2010) and devices for associating ourselves with
some groups and disassociating ourselves from
others (Han et al., 2010; White and Dahl, 2007).
They have become increasingly
anthropomorphized and are imbued with
distinctive personalities that consumers or users
would like to identify with (Aggarwal and McGill,
2010; Swaminathan et al., 2009; Yorkston et al.,
2010). For example, baby carrots were earlier
sold like commodities. However, now “baby-
carrot farmers are launching a campaign that
pitches the little, orange, crunchy snacks as
daring, fun and naughty — just like junk food. The
goal is to get people to think of baby carrots as a
brand they can get excited about.” (Fredrix,
2000).

Just as sophisticated brands evolved from over
time from commodities which had functional/
material benefits as the focus, the information
systems (IS) discipline had earlier focused largely
on utilitarian aspects of software products and
technologies. The reason may lie in the
computing disciplines’ origins in disciplines that
emphasize hard science, efficiency, and utility
(Tractinsky, 2006). Practitioners in general took
a narrow view of users’ experience by considering
only user requirements for work related activities
(Stelmaszewska, Fields, and Blanford, 2004).

However, employees desire a fun workplace. A
majority of workers under the age of 30 list
having coworkers who “make work fun” as an
important factor in their job search (Belkin,
2007). It has also been suggested that people who
have fun at work experience less stress (McGhee,
2000; Miller, 1996), demonstrate lower turnover
and absenteeism (Marriotti, 1999; Zbar, 1999),
and are more energized and motivated (Stern and
Borcia, 1999). People who have enjoyment at
work get along with others better (Meyer, 1999)
and provide better customer service (Berg, 2001).

In line with these expectations, organizations
have made numerous attempts to hedonize the
work place from the omnipresent college-campus
feel of the Googleplex (Schoeneman, 2006) to the
free gourmet bistros and cafes onsite (“There’s
always a free lunch”, 2007), Google embodies a
fun workplace. In a similar vein, Southwest
Airlines” “corporate culture of fun” encourages
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employees to engage in outrageous behaviors
with the goal of fostering a friendly and fun work
environment (Sunoo, 1995). The Kodak
headquarters office in New York allows
employees to go to a “humor room” to take a “fun
break” (Caudron, 1992).

The IS (Information Systems) literature perhaps
as a reflection of these trends recognized the need
to introduce perceived enjoyment in the core
TAM (Technology Acceptance Model) as one of
the determinants of behavioral intention of users
to use the system in addition to perceived
usefulness (Venkatesh, 1999). In fact, a recent
meta-analysis of TAM studies by Gerow,
Ayyagari, Thatcher and Roth, (2013) showed that
both perceived usefulness (utilitarian value) and
perceived enjoyment (hedonic value) are equally
important in behavioral intention of users to use
a system.

Yet, although the Hedonic Value (HV) and the
Utilitarian Value (UV) and their impact on user
outcomes are well researched in Human
Computer Interaction and Information Systems
literature, less attention has been focused on
symbolic or social value (SV) provided by
software products. Users are known to identify
themselves in relation to other users or group of
users (Bagozzi, 2007; Kelman, 1974). One can
expect software products will also provide self-
esteem and status benefits to its users. By sharing
their knowledge and expertise users can enhance
their own self esteem as well as status within the
desired community of users. Self-esteem and
status can provide immense psychological and
emotional benefits to the user. Status is often
pursued by users as an ego reward (Emerson,
1962), or a source of gratifying social contract
(Homans, 1950) and serves as a psychological
asset (Fornbrun, 2001). Consumer behavior
literature has shown that the strongest
attachment with the product is said to occur when
it provides personal meaning and when the
product is considered the extension of the self
(Park, MacInnis and Priester, 2006).

In this study, we therefore investigate the direct
and interactional impact of all three values on
users by first developing a model of the
relationships between HV, UV and SV and their
impacts on brand loyalty and then test them in an
experimental setting.

Theory Development

Consumers are '"value-maximizers" (Kotler,
2000, p. 32; Kakar 2015a,b,c,d,e; Kakar,
2016a,b,c,d; Kakar 2018 ab,c,d,e) and
accordingly pursue exchanges that provide the
greatest value. Across consumer behavior
literature the value provided by the product is
found to lead directly to favorable outcomes such
as behavioral intentions (BI) to purchase, use or
remain loyal to a product or service (e.g., Yang
and Peterson, 2004; Sweeney, Soutar, and
Johnson, 1999; Chang and Wildt, 1994; Cronin et
al., 1997; Gale, 1994; Sirohi, McLaughlin and
Wittink, 1998; Wakefield and Barnes, 1996;
Holbrook, 1994; Kakar 2012a,b,c; Kakar 2014;
Kakar, 2015; Kakar 2020a,b,c,d,e,f)).

The UV that the consumer derives from software
products is the degree to which it helps her
achieve functional and practical goals. The HV
that the consumer derives from software
products is the degree to which it gives her
pleasure, enjoyment or fun. The SV that
consumers derive from the product is the extent
to which it provides both self-esteem and status
benefits to the consumers. Thus, UV, SV and HV
are antecedents of consumer purchase action.
The greater the UV, SV and HV derived by the
consumer of the software product the greater will
be their impact on consumers’ purchase decision.
All three benefits provided by the software
product, SV, UV and HV, will therefore
significantly and positively impact the loyalty of
users, leading us to the following hypothesis:

Hypothesis 1: The user brand loyalty of a product
will be positively influenced by the perceived UV,
HV and SV derived from the product by the
consumer

Keller and Lehman (2006) postulated that the
success of branding and marketing activities
depends not “only on how well they work
singularly, but also on how they work in
combination, such that synergistic results occur.”
We agree with this argument. For example, dark
chocolates which not only provide pleasure
(hedonic value) but also health benefits
(utilitarian value) will not only have additive
effects on consumption but also synergistic
effects. Not only will health conscious people
start consuming dark chocolates but also the
pleasure loving people with do it more
enthusiastically.

We can generalize this argument to software
products too. In the context of software products
van der Heijden (2004) asked whether hedonic
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features can be provided in Utilitarian software to
make their use more enjoyable much like a parent
persuading a child to swallow a bitter pill by
administering it with a sweetener to make it go
down more easily. The answer is yes. Past
research shows that HV is known to provide
direct and immediate pleasure and enjoyment to
the user of even utilitarian software products
thereby lowering perception of effort and
promoting extensive use of even utilitarian
systems (Moon and Kim, 2001).

We expect irrespective of the type, utilitarian,
hedonic or social, software products will also
provide symbolic value to the user. Just as buying
clothes at Zara creates the impression of being
“cool”, users of Apple feel “creative” using Apple
products (Aaker, 2009). Thus, SV derived from
software products will enhance the impact of both
utility and fun on his loyalty, just exclusivity of a
restaurant can enhance the impact of good food
and atmospherics on consumer loyalty through
the symbolic value it provides to the consumer.

Therefore, all three values — UV, SV and HV - are
likely influence brad loyalty (BL) of software
products. Brand attachment literature reveals
that as in inter-personal relationships between
people, consumers seek a total experience with
brands, an experience not limited to the
functional but also but also emotional and social
(Fombrun, 2001; Brakus, Schmitt and
Zarantonello, 2009; Iglesias, Singh and Batista-
Foguet, 2011). The stronger and more varied the
dimensions of experience the more will be the
strength of brand attachment and greater will be
its impacts on user outcomes such as the
intention to use and continue to use the software
product. Thus,

Hypothesis 2: The user brand loyalty of a product
will be positively and multiplicatively influenced
by the perceived UV, HV and SV derived from the
product by the consumer.

Method
Study Setting and Design

Actual users of all three software products —
Flow, SnowRunner and TikTok participated in
the study. Each randomly chosen subject in the
study answered a questionnaire based survey that
captures data on demographics and relevant
independent variables, dependent variable and
control variables. Each user provided her
responses on a software product randomly
assigned to her from among the three types of

software products, utilitarian (Flow), hedonic
(SnowRunner) and social (TikTok), which she
has been using in the past 6 months. Although an
email was sent to 2432 students of a public
university, only 162 students who were users of
all three projects were selected for the study. Data
was first collected from the subjects on
demographics and independent variables, HV,
UV and SV derived by users from the use of the
software products, and on dependent variable BL
a week later. Previous research demonstrates that
the temporal separation between measures
reduces potential effects due to Common Method
Variance (Sharma, Yetton and Crawford, 2009).

Measures and Controls

Tested measures (see Appendix A) were used to
capture data pertaining to HV (Babi et al.,1994),
SV (Rintamaki et al., 2006), UV (Venkatesh and
Davis, 2000) and BL (Yoo and Donthu, 2001).
The subjects responded to each item in the scales
(SV1 to SV6 for SV, HV1 to HV5 for HV, UV1 to
UV5 for UV and BL1 to BL3 for BL) on a 9-point
Likert scale with anchors of g (strongly agree) and
1 (strongly disagree) in line with the
recommendation that increasing the number of
choice-points increases scale sensitivity without
damaging scale reliability (Cummins and
Gullone, 2000). Responses were coded such that
high levels of the constructs are represented by
high values. The overall value for each construct
was created by averaging the subject responses.
Extraneous variables such as age, gender and
length of use experience were controlled for in the
analysis of subject responses.

Results and Analyses

The results of the factor analysis using IBM©
SPSS© Statistics Version 19 (see Appendix B)
show that the factors extracted using Varimax
rotation represented the scales used in the study
(the UV scale represented by items U1 to U6, the
HYV scale represented by items Hi1 to H6, the SV
scale represented by items S1 to S6, and the BL
scale represented by items BL1 to BL3. The high
loadings (>.50) within factors demonstrated
convergent validity of items within scales, and the
no cross loadings (>.40) between factors
demonstrated discriminant validity between
scales. The internal reliabilities of all the scales
used in the study were greater than .70 (see Table
1). Further none of the inter-correlations between
the scales were greater than .65 (Tables 2, 3 and

4).
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Name of the scale Cronbach’s Number of Items
Alpha

Utilitarian Value (UV) 0.92 5

Hedonic Value (HV) 0.94 5

Social Value (SV) 0.87 6

Brand Loyalty (BL) 0.90 3

Table 1. Internal Reliability of Scales

UV | HV | SV | CL

UV | 1.00

HV .19 | 1.00

Sv .17 | .16% | 1.00

BL | .23* | a18* | .17* | 1.00

*p<.05
Table 2. Correlations between variables

Flow SnowRunner TikTok
Uv 6.5 2.1 2.3
HV 4.2 7.8 6.6
Sv 4.4 5.4 8.2

Table 3. Value derived from software products

Although analyzed after the study was completed,
the values derived by users of the three products
(Table 3) show that our manipulation of
independent variables through their random
assignment to the subjects was accurate. A t-test
for difference in means revealed that while Flow
provided maximum mean UV, SnowRunner
provided maximum mean HV and TikTok
provided maximum mean SV. Further, the mean
values were found to be significantly greater than
o indicating that all three products provided
statistically significant amounts of all three
values — UV, SV and HV.

Before analyzing the results of MHMR
(Moderated Hierarchical Multiple Regression) in

Table 4, the normal probability plot was
examined to ascertain normal distribution of
residuals. The Variance Inflation Factor (VIF)
option was included in the analyses to explore the
extent of multicollinearity in the results. All the
VIF values were less than 1.5 indicating a lack of
multicollinearity in results (Hair, Black, Babin,
Anderson & Tatham, 2006). The direct impacts of
all three values UV, HV and HV on BL was found
to be significant in MHMR analyses (see Table 4),
thereby supporting Hypothesis 1. The impact of
UV-HV-SV interaction on BL in Step 5 was also
found to be significant, thereby supporting
Hypothesis 2.

Change in Change in R- | Change in
Step Variables added in each step R- Square Square R- Square
Flow SnowRunner TikTok
Control: Gender, Age, Experience, 0.08* 0.07* 0.09*
Main Effect: UV 0.13*% 0.08* 0.10%
Main Effect: HV 0.11% 0.23%%* 0.13*
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4 Main Effect: SV 0.11% 0.14%* 0.27*%
Interaction Effect
5 (UV*HV*SV) 0.34%%% 0.27%%% 0.26%%*,

*P<.05* P<.01**p <.001

Table 4. MHMR for impacts of UV, HV and SV on BL

Discussion

The study findings show that the overall impact
of UV, HV and SV is greater than their individual
effects demonstrating their additive as well as
their multiplicative impact on BL. The additive
effects explained a total of 35% of variance in BL
and the multiplicative effect accounted for a
noteworthy 34 % of variance in BL in Flow; the
additive effects explained a total of 45% of
variance in BL and the multiplicative effect
accounted for a 27% of variance in BL in
SnowRunner; and the additive effects explained a
total of 50% of variance in BL and the
multiplicative effect accounted for a 26% of
variance in BL in TikTok.

It is rather interesting to note from these findings
that utilitarian software product appeared to
benefit the most from the interaction effects of
different types of value on brand loyalty. Deriving
functional benefits from products and services is
represented in consumer behavior studies by the
themes of consumption behavior “as work”
(Babin et al., 1994; Fischer and Arnold, 1990;
Sherry et al., 1993) versus the more enjoyable
aspects of consumption behavior “as fun” (Babin
et al.,, 1994; Lageat et al., 2003). Perhaps the
tedium of work aspects (UV) of software product
use is alleviated by the fun aspects of HV and
social benefits of SV. Thus, providers of all
software products should focus on providing all
three values to the users.

Contribution

This study demonstrates that product managers
need to focus on enhancing abstract values (HV
and SV) of even utilitarian products to develop
them into successful brands in future. While both
research and industry and practitioners have
realized the importance of HV of software
products, for not only users of hedonic software
but also for users of utilitarian software, they still
need to focus attention on SV. With the focus on
SV researchers and practitioners can usher in a
hitherto largely unexplored era of branding of
software products.

Norman (1998) suggested that once software
meets the functional requirements of the users,
considerations of convenience and reliability,
and, later, of appearance and symbolic ownership
will become more important. The watch industry
today, Norman (1998) noted, after having met the
consumer needs of accurate time keeping and
durability is focusing on styling and exclusivity
e.g. Rolex watches are purchased as a symbol of
status, image and prestige. Aaker (2009) in the
article “Beyond Functional Benefits” noted that
successful brands are those which focus beyond
providing functional benefits to providing
emotional and social benefits. The empirical
findings of this study support these observations
in the context of software products and provide
new avenues for future research to researchers
interested in the domain.

The findings of the study suggest that users are
loyal to products that are useful, exciting as well
as socially engaging. Therefore ,product
managers should diversify features that provide
all three types of values HV, UV and SV rather
than only focusing on enhancing one of them due
to their multiplier effect on brand loyalty in
addition to their additive impact. For example,
utilitarian software products should not just
focus on providing and upgrading utilitarian
features but also those that enhance the more
abstract SV and HV due to their synergistic effect
in enhancing brand loyalty.

References

Aaker, D. (2009). Beyond functional benefits.
Marketing news, (43), pp. 15-23.

Aarts, H., Verplanken, B., and van Knippenberg,
A. (1998). Predicting behavior from
actions in the past: Repeated decision
making or a matter of habit? Journal of
Applied Social Psychology (28), pp.
1355-1374.

Aiken, L. and West, S. (1991). Multiple
regression: Testing and interpreting
interactions, Thousand Oaks, CA: Sage.

Arnold, M.J. and Reynolds, K.E. (2003). Hedonic
shopping motivations, Journal of

Retailing (79: 2), pp. 77-95.




2021 AMA Winter Academic Conference

Babin, B. J., Darden, W. R., and Griffin, M.
(1994). “Work and/or Fun: Measuring
Hedonic and Utilitarian Shopping
Value,” Journal of Consumer Research
(20), pp. 644-56.

Bagozzi, R. P. (2007). The Legacy of the
Technology Acceptance Model and a
Proposal for a Paradigm Shift, Journal of
the association for information
systems (8:4), pp. 3.

Batra, R. and Ahtola, O. T. (1990). Measuring the
Hedonic and Utilitarian Sources of
Consumer Attitudes, Marketing Letters
(2:2), pp. 159-170.

Brakus, J. J., Schmitt, B. H., & Zarantonello, L.
(2009). Brand experience: what is it?
How is it measured? Does it affect
loyalty?. Journal of marketing (73:3),
pp. 52-68.

Belk, R.W. (1988). Possessions and the extended
self, Journal of Consumer Research (15),
pPp. 139-168.

Carver, C. S., & Scheier, M. F. (1990). Origins and
functions of positive and negative affect:
A control-process view. Psychological
review, 97(1), 19-35.

Block, P. (1995) “Seeking the Ideal Form: Product
Design and Consumer Response,”
Journal of Marketing (59), pp. 16-29.

Chandon, P., Wansink, B. and Laurent, G.
(2000). A benefit congruency framework
of sales promotion and effectiveness,
Journal of Marketing (64:4), pp. 65-81.

Chang, T. Z. and Wildt. A. R. (1994). “Price,
Product Information, and Purchase
Intention: An Empirical Study,” Journal
of the Academy of Marketing Science
(22:1): pp. 16—27.

Chau, P. Y. K. and Hui, K. L. (1998). “Identifying
Early Adopters of New IT Products: A
Case of Windows 95,” Information &
Management (33:5), pp- 225-230.

Chernev, A. (2004). Extremeness Aversion and
Attribute-Balance Effects in Choice,”
Journal of Consumer Research (31), pp.
249-63.

Chitturi, R., Raghunathan, R. and Mahajan, V.
(2007). Form Versus Function: How the
Intensities of Specific Emotions Evoked
in Functional Versus Hedonic Trade-Offs
Mediate Product Preferences, Journal of
Marketing Research (44), pp. 702—714.

Chitturi, R., Raghunathan, R. and Mahajan, V.
(2008). “Delight by Design:The Role of

Hedonic Versus Utilitarian Benefits,”
Journal of Marketing (72), pp. 48-63.

Cohen, J. (1978). Partialled products are
interactions: Partialled powers are curve
components, Psychological Bulletin
(85), pp. 858-866.

Cortina, J. M. (1993). Interaction, nonlinearity,
and multicollinearity: Implications for
multiple  regression, Journal of
Management (19:4), pp. 915-922.

Cronin, J. J. Brady, M. K. , Brand, R. R,
Hightower, R. and Shemwell, D. J.
(1997). A Cross-Sectional Test of the
Effect and Conceptualization of Service
Value, The Journal of Services
Marketing (11:6), pp. 375—391.

Cummins, R. A., and Gullone, E. (2000). “The
case for subjective quality of life
measurement,” In Proceedings, second
international conference on quality of
life in cities, pp. 74-93.

Dawson, J. F. and Richter. A. W. (2006). Probing
three-way interactions in moderated
multiple regression: Development and
application of a slope difference test,
Journal of Applied Psychology (91), pp.
917—926.

Dhar, R. and Wertenbroch, K. (2000). Consumer
choice between hedonic and utilitarian
goods, Journal of Marketing Research
(37:1), pp. 60-71.

Diefenbach, S and Hassenzahl, M. (2011). The
Dilemma of the Hedonic — Appreciated,
but Hard to Justify, Interacting with
Computers (23), pp. 461-472.

Diefenbach, S. and Hassenzahl, M. (2009). The
“Beauty Dilemma”: beauty is valued but
discounted in product choice. In:
Proceedings of the CHI 2009 Conference
on Human Factors in Computing
Systems. ACM, New York, pp. 1419-
1426.

Dunlap, W. P and Kemery, E. R. (1987). “Failure
to detect moderating effects: Is

multicollinearity the problem?”
Psychological Bulletin (102), pp. 418-
420.

Elliot, M. (1997) Fortroendet for medierna.
Institutionen for Journalistik och

Masskommunikation, Goteborgs
Universitet.
Emerson, R. (1962). Power-dependence
relations. American  Sociological
Review (27:1), pp. 31—40.
7




2021 AMA Winter Academic Conference

Fischer, E. and Arnold, S.J. (1990). More than a
labor of love: gender roles and Christmas
shopping, Journal of Consumer Research
(17), pp- 333-45.

Fournier, S. (1998). Consumers and their brands:
Developing relationship theory in
consumer research. Journal of consumer
research (24:4), pp. 343-373.

Fombrun, C. J. (2001). Corporate reputations as
economic assets. In M.Hitt, R.Freeman,

& J.Harrison (Eds.), The Blackuwell
Handbook of Strategic
Management (pp. 289—312).  Oxford:
Blackwell Publishers.

Gale, B.T. (1994), Managing Customer Value, The
Free Press, New York, NY.

Gefen, D. (2003). “TAM or just plain habit: Alook
at experienced online shoppers,” Journal
of End User Computing (15:3), pp. 1—13.

Gefen, D., and Straub, D. W. (1997). Gender
Difference in the Perception and Use of
E-mail: An Extension to the Technology
Acceptance Model, MIS Quarterly
(21:4), pp- 389-400.

Gerow, J. E., Ayyagari, R., Thatcher, J. B., and
Roth, P. L. (2013). “Can we have fun@
work; The role of intrinsic motivation for
utilitarian systems,” European Journal of
Information Systems (22:3), pp. 360-
380.

Gursoy, D., Spangenberg, E. R., & Rutherford, D.
G. (1996). “The hedonic and utilitarian
dimensions of attendees' attitudes
toward festivals,” Journal of Hospitality
& Tourism Research (30), pp. 279-294.

Hassenzahl, M. (2003). The thing and I:
understanding the relationship between
user and product. In Funology (pp. 31-
42). Springer Netherlands.

Hassenzahl, M., Diefenbach, S. and Goritz, A.
(2010). Needs, affect, interactive
products — facets of user experience,
Interacting with Computers (22), pp.
353—362.

Hassenzhal, M., Platz, A., Burmester, M. and
Lehner, K. (2000). Hedonic and
Ergonomic Quality Aspects Determine a
Software’s Appeal, In Proceedings of the
CHI 2000 conference on Human factors
in computing systems, pp. 201-208.

Higgins, E. T. (2001). Promotion and Prevention
Experiences: Relating Emotions to
Nonemotional Motivational States, in
Handbook of Affect and Social Cognition,

Joseph P. Forgas, ed. London: Lawrence
Erlbaum Associates, pp. 186—211.
Hirschman, E. and Holbrook, M. (1982). Hedonic
consumption emerging concepts,

methods and

prepositions, Journal of Marketing (46), pp. 92-
101.

Holbrook, M.B. (1994). The nature of customer
value: an axiology of services in the
consumption experience, in Rust, R.T.
and Oliver, R.L. (Eds), Service Quality.
New Directions in Theory and Practice,
Sage, Thousand Oaks, CA, pp. 21-71.

Holbrook, M.B. (1999). Introduction to
consumer value”, Consumer Value: A
Framework for Analysis and Research.
Routledge Kegan Paul, London.

Holbrook, M.B., and Hirschman, E.C. (1982).
“The experiential aspects of
consumption: Consumer fantasies,
feelings, and fun,” Journal of Consumer
Research (9), pp. 132-140.

Homans, G. (1950). The Human Group. New
York: Harcourt, Brace, and World.

Iglesias, O., Singh, J. J., & Batista-Foguet, J. M.
(2011). The role of brand experience and
affective commitment in determining
brand loyalty. Journal of Brand
Management (18:8), pp. 570-582.

Kakar, A. (2020). Analysis of Online Shoppers’
Wish List and the emergence of
Psychological Safety as a Salient Factor
in Online Shopping Intentions, in
Proceedings of American Marketing
Association Summer Academic
Conference, 31,1022-1030.

Kakar, A. K. S., & Carver, J. (2012a). Best
practices for managing the fuzzy front-
end of software development (sd):
Insights from a systematic review of new
product development (npd) literature.
In Proceedings of International
Research Workshop on IT Project
Management (p. 14).

Kakar, A. K. (2012b). Teaching the Fundamental
Attributes of IS Requirements. AMCIS

Kakar, A. K. (2014). When form and function
combine: Hedonizing business
information systems for enhanced ease
of wuse. 1In2014 47th Hawaii
International Conference on System
Sciences (pp. 432-441). IEEE.




2021 AMA Winter Academic Conference

Kakar, A. K. (2015a). Investigating the penalty
reward calculus of software users and its
impact on requirements
prioritization. Information and
Software Technology, 65, 56-68.

Kakar, A. K. (2015b). Why do users speak more
positively about Mac OS X but are more
loyal to Windows 7?. Computers in
Human Behavior, 44, 166-173.

Kakar, A. K. (2015¢). Software product features:
should we focus on the attractive or the
important?. Journal of  Decision
Systems, 24(4), 449-469.

Kakar, A. K. (2016a). Separating the Wheat from
the Chaff: Extracting Business Value
from Feature Requests Posted in User
Forums. Journal of Organizational and
End User Computing (JOEUC), 28(2),
124-141.

Kakar, A. K. (2016b). Can we Take User
Responses at Face Value? Exploring
Users’ “Self-stated” and “Derived”
Importance of Utilitarian versus Hedonic
Software Features. AIS Transactions on
Human-Computer Interaction, 8(4),
131-148.

Kakar, A. K. (2017). Investigating the
relationships between the use contexts,
user perceived values, and loyalty to a
software product. ACM Transactions on
Management Information  Systems
(TMIS), 8(1), 1-23.

Kakar, A. K. (2018a). How does the value
provided by a software product and
users’ psychological needs interact to
impact user loyalty. Information and
Software Technology, 97, 135-145.

Kakar, A. K., & Kakar, A. (2018¢). IS THE TIME
RIPE FOR BRANDING OF SOFTWARE
PRODUCTS. SAIS 2018 Proceedings, 21.

Kakar, A., & Kakar, A. K. (2018d). Assessing
Shopper's Penalty Reward Calculus in
Online versus Instore Shopping. E-
Service Journal, 10(3), 24-45.

Kakar, A. K. (2018e). How do team conflicts
impact knowledge sharing?. Knowledge
Management Research & Practice, 16(1),
21-31.

Kakar, A. K. (2020a). Investigating factors that
promote time banking for sustainable
community  based  socio-economic
growth and development. Computers in
Human Behavior, 107, 105623.

Kakar, A. and Kakar, A. K. (2020b). What is the
Psychological Needs Profile of Users of
Facebook?’AMA  Summer Academic
Conference

Kakar, A. and Kakar, A. K. (2020c¢). Is Social
Value relevant for Online Shoppers?
AMA Winter Academic Conference

Kakar, A. and Kakar, A. K. (20204d).
INTRODUCING SOCIAL AND HYBRID
PRODUCTS: A SURVEY OF THE
RELEVANCE OF A VALUE BASED
TYPOLOGY OF SOFTWARE
PRODUCTS. AMA Summer Academic
Conference

Kakar, A. and Kakar, A. K. (2020e). Are users
deriving “value for money” spent on
software products? An investigation of
the determinants of “price value” from
users’ perspective. AMA Summer
Academic Conference

Kakar, A. (2020f). Analysis of Online Shoppers’
Wish List and the emergence of
Psychological Safety as a Salient Factor
in Online Shopping Intentions. AMA
Summer Academic Conference.

Kakar, A. K. (2016). Separating the Wheat from
the Chaff: Extracting Business Value
from Feature Requests Posted in User
Forums. Journal of Organizational and
End User Computing (JOEUC), 28(2),
124-141.

Kakar, A. K. (2016). Can we Take User Responses
at Face Value? Exploring Users’ “Self-
stated” and “Derived” Importance of
Utilitarian versus Hedonic Software
Features. AIS Transactions on Human-
Computer Interaction, 8(4), 131-148.

Kakar, A. K. (2015d). Software product features:
should we focus on the attractive or the
important?. Journal of  Decision
Systems, 24(4), 449-469.

Kakar, A. K. (2012¢). Teaching the Fundamental
Attributes of IS Requirements. AMCIS

10



2021 AMA Winter Academic Conference

Keller, K. L. (1993). Conceptualizing, measuring,
and managing customer-based brand
equity. the Journal of Marketing, 1-22.

Keller, K. L., & Lehmann, D. R. (2006). Brands
and branding: Research findings and
future priorities. Marketing science,
25(6), 740-759.

Kelman, H.C. (1974). Further Thoughts on the
Processes of Compliance, Identification,
and internalization, pp. 126-171 in
Perspectives on Social Power; J.T.
Tedeschi, ed., Chicago: Aldine, 1974.

Kivetz, R., and Simonson, I. (2002a). Self-control
for the righteous: Toward a theory of
precommitment to indulge, Journal of
Consumer Research (29), pp. 199-217.

Kotler, Philip (2000). Marketing Management.
Upper Saddle River, NJ: Prentice Hall.

Lageat, T., Czellar, S. and Laurent, G. (2003).
Engineering hedonic attributes to
generate  perceptions of  luxury:
consumer perception of an everyday
sound, Marketing Letters (14:2), pp. 97-
109.

Lim, E.A.C. and Ang, S.H. (2008). Hedonic vs
utilitarian consumption: a cross-cultural
perspective based on cultural
conditioning, Journal of Business
Research (61: 3), pp. 225-32.

Luis, C., Carlos, F. and Migue, G. (2008). The role
of perceived usability, reputation,
satisfaction and consumer familiarity on
the website loyalty formation process,
Computer Human Behavior (24: 2), pp.
325-345.

Mano, H., and Oliver R. L. (1993). “Assessing the
Dimensionality and  Structure of
Consumption Experience: Evaluation,
Feeling, and Satisfaction,” Journal of
Consumer Research (20), pp. 451-466.

Maslow, A. H. (1954) Motivation and
Personality, New York: Harper and Row
Publishers, Inc.

Norman, D. A. (1998). The Invisible Computer:
Why good products can fail, the personal
computer is so complex, and information
appliances are the solution, MIT Press,
Cambridge, MA.

Ogertschnig, M. and Heijden, H.V.D. (2004). A
Short-Form Measure Of Attitude
Towards Using A Mobile Information
Service, In Proc. BLED 2004, Paper 2.

Ouellette, J. A. and Wood, W. (1998). Habit and
intention in everyday life: The multiple
processes by which past behavior

predicts future behavior, Psychological
Bulletin (124:1), pp. 54—74-

Park, C. W., Maclnnis, D. J. and Priester, J. R.
(2006). Beyond attitudes: Attachment
and consumer behavior. Seoul National
Journal (12:2), pp. 3—36.

Park, S. and Mowen, J. C. (2007). Replacement
purchase decisions: On the effects of
trade-ins, hedonic versus utilitarian
usage goal, and tightwadism, Journal of
Consumer Behaviour (6), pp. 123-131.

Rintamaki, T., Kanto, A., Kuusela, H. and Spence,
M. T. (2006). Decomposing the value of
department store shopping into
utilitarian, hedonic and social
dimensions: Evidence from
Finland, International Journal of Retail
& Distribution Management (34:1), pp.
6-24.

Schmitt, B. H., and Simonson A. (1997).
Marketing Aesthetics: The Strategic
Management of Brands, Free Press, New
York.

Sharma, R., Yetton, P., and Crawford, J. (2009).
“Estimating the Effect of Common
Method Variance: The Method—Method
Pair Technique with an Illustration from
TAM Research,” MIS Quarterly, 33(3).
Pp. 473-490.

Sherry, J.F., McGrath, M.A. and Levy, S.L.
(1993). The dark side of the gift, Journal
of Consumer Research (28), pp. 225-45.

Sheth, J., Newman, B. and Gross, B. (1991). Why
we buy what we buy: a theory of
consumption values, Journal of Business
Research (22:2), pp. 159-70.

Sirdeshmukh, D., Singh, J. and Sabol, B. (2002).
Consumer trust, value, and loyalty in
relational  exchanges. Journal of
marketing (66:1), pp. 15-37.

Sirgy, M.J., Grewal, D. and Mangleburg, T.
(2000). Retail environment, self-
congruity, and retail patronage: an
integrative model and research agenda,
Journal of Business Research (49:2), pp.
127-38.

Sirohi, N., McLaughlin, E. W. and Wittink. D. R.
(1998). A Model of Consumer
Perceptions and Store Loyalty Intentions
for a Supermarket Retailer, Journal of
Retailing (74:2), pp. 223—245.

Smith, J. B.and Colgate, M. (2007). Customer
value creation: a practical
framework, Journal of  marketing
Theory and Practice (15:1), pp. 7-23.

10

11



2021 AMA Winter Academic Conference

Solomon, M. R. (1983). The role of products as
social stimuli: a symbolic interactionism
perspective, Journal of Consumer
Research (10:3), pp. 319-29.

Stone, E. F. and Holfenbeck, J. R. (1989).
Clarifying some controversial issues
surrounding statistical procedures for
detecting moderator variables: Empirical
evidence and related matters, Jownal of
Applied Psychology (74), pp. 3- 10.

Strahilevitz, M. and Myers J. G. (1998).
“Donations to Charity as Purchase
Incentives: How Well They Work May
Depend on What You Are Trying to Sell,”
Journal of Consumer Research (24(4),
DD- 434—46.

Sweeney, J.C. and Soutar, G.N. (2001). Consumer
perceived value: the development of a
multiple item scale, Journal of Retailing
(77:2), pp. 203-20.

There’s always a free lunch. (2007, July). Food
Management, 7, 20-21.

Tractinsky, N. (2000). “Aesthetics and apparent
usability: Empirically assessing cultural
and methodological issues,” CHI 97.

Tractinsky, N., and Zmiri, D. (2006). “Exploring
attributes of skins as potential
antecedents of emotion in HCIL” in
Aesthetic Computing, P. Fishwick (Ed.),
MIT Press.

Vallacher, R. R. and Daniel M. W. (1987). What
Do People Think They Are Doing? Action
Identification and Human Behavior,
Psychological Review, 94 (1), 3-15.

Venkatesh, V. and Davis, F. D. (2000). “A
Theoretical Extension of the Technology
Acceptance Model: Four Longitudinal
Case Studies,” Management Science
(46:2), pp. 186-204.

Venkatesh, V., Morris, M.G. and Ackerman, P.L.
(2000). A Longitudinal Field
Investigation of Gender Differences in
Individual Technology Adoption
Decision Making Processes,

Organizational Behavior and Human
Decision Processes (83:1), pp. 33-60.

Venkatesh, V., Thong, J. Y. and Xu, X. (2012).
Consumer acceptance and use of
information technology: extending the
unified theory of acceptance and use of
technology. MIS Quarterly (36:1), pp.
157-178.

Van der Heijden, H. (2004). “User Acceptance of
Hedonic Information Systems,” MIS
Quarterly (28:4), pp. 695-704.

Veryzer, R. (1995). “The Place of Product Design
and Aesthetics in Consumer Research,”
In F. R. Kardes and M. Sujan (Eds.),
Advances in Consumer Research (22),
pp. 641-645, Provo, UT: Association for
Consumer Research.

von Dran, G., Zhang, P. and Small, R. (1999).
“Quality websites: An application of the
Kano model to website design,” AMCIS
1999 Proceedings, pp. 314.

Wakefield, K. L. and Barnes, J. H. (1996).
Retailing Hedonic Consumption: A
Model of Sales Promotion of a Leisure
Service, Journal of Retailing (72:4), pp.
409—427.

Woodruff, R. B. (1997), “Customer value: the next
source for competitive advantage”,
Journal of the Academy of Marketing
Science, (25:2), pp. 139-53.

Wu, J., and Lu, X. (2013). Effects of Extrinsic and
Intrinsic Motivators on Using Utilitarian,
Hedonic, and Dual-Purposed
Information Systems: A Meta-Analysis,
Journal of the Association for
Information Systems (14:3), pp. 1.

Yang, Z. and Peterson, R. T. (2004). Customer
perceived value, satisfaction, and loyalty:
The role of switching costs. Psychology &
Marketing (21:10), pp. 799-822.

Yoo, B. and Donthu, N. (2001). Developing a scale
to measure the perceived quality of an
Internet shopping site (SITEQUAL),
Quarterly  journal of electronic
commerce, (2:1), pp. 31-45.

11

12



2021 AMA Winter Academic Conference

APPENDIX A. Measures Used in the Study

MEASURES AND ITEMS

Utilitarian Value (Venkatesh and Davis, 2000)

Using this software product improves my job performance.

Using this software product in my job increases my productivity.

Using this software product enhances my effectiveness in my job.

I find this software product to be useful in my job.

I find this software product to be helpful in my job.

Hedonic Value (Babin, Darden and Griffin, 1994)

While using this software product, I feel happy.

Compared to other similar things I could have done, the time spent using this software product was truly
enjoyable.

When using this software product, I feel excited.

I have a very nice time while using this software product.

While using this software product, I am able to forget my problems.

Social Value (Rintamaki et al., 2006)

Patronizing this software product fits the impression that I want to give to others

I am eager to tell my friends/acquaintances about this software product

I feel that I belong to the user cohort of this software product

I found this software product to be consistent with my style

I felt like a smart user by selecting this software product

This software product gave me something that is personally important or pleasing for me

Brand Loyalty (Yoo and Donthu, 2001)

I have the intention to continue using this software product

Based on my experience, I am very likely continue my relationship with this software product in future

I am not likely to be persuaded to use other products in this category of software products
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APPENDIX B. Results of Factor Analyses

Items Factor
1 > 3 4

SVi |0.930 0 O0h -0.048 | 0.023
SV2 (0.914 o ong | 0-013 -0.006
SV3 |0.913 o104 | 70-059 |-0.004
SV4 10.806| 0.089 | 0.022 |-0.141
SV5 (0.844| 0.044 | 0.010 | 0.082
SV6 |0.834| 0.010 | 0.079 |-0.001
UV1 |0.030|0.908| 0.135 | 0.107
UV2 |0.078 | 0.841 | 0.133 | 0.231
UV3 |0.004|0.875 | 0.124 | 0.081
HV1 |-0.064 O 116 0.645|0.085
UV4 |-0.001 o.fas | 0113 0.165
HV2 |0.069 o 016 0.886 | 0.057
UVs5 [-0.026| 0.918 | 0.170 | 0.069
HV3 | 0.012 | 0.002 | 0.859 | 0.062
HV4 | 0.019 | 0.378 | 0.733 | 0.029
HV5 |0.002]| 0.135 |0.858 | 0.002
BL1 |-0.010 o016 | 0-373 0.796
BL2 | 0.018 o oo | 0-095 0.855
BL3 |0.008 aang | 0133 0.840
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conditions

Description: This paper identifies different societal conditions for migrants’ consumer

acculturation.

EXTENDED ABSTRACT

Research Question

In contrast to the variety of consumer identity positions and acculturation outcomes in
extant research (e.g., Pefialoza 1994, Oswald 1999), scholars have recently started to focus on
macro-conditions of consumer acculturaion (Veresiu and Giesler 2018), but have in total
painted a rather one-sided theoretical picture of the societal conditions in which consumer
acculturation takes place. First, these conditions appear similarly oppressive, as more
positively oriented or welcoming settings are missing. Second, migrant consumers in prior
research lack agency to counter this majority domination and to reach recognition. Third, the
societal conditions in extant research seem temporally stable. Taken together, prior consumer
acculturation research paints a rather dire picture of immigrant consumer acculturation
conditions, i.e., a picture where broader society dominates most migrant groups, where
individuals almost inevitably fail to fulfil their dreams of market integration. Therefore, we
seek to answer the following research questions: which broad conditions shape migrants’

consumer acculturation? Are there conditions in which migrants have better chances at
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successful consumer acculturation? Which societal spheres consitute these conditions and

how does each of them shape migrants’ consumer acculturation prospects?
Method and Data

In order to look for different societal conditions for consumer acculturation, we
conduct a historical ethnographic analysis of ethnic German repatriate consumers from the
former Soviet Union over 70 years. The ancestors of these migrants emigrated from Germany
to Russia from the 18" century on, and their descendants have repatriated to Germany after
World War 1l until today. This context suits our theoretical goals well, since on the one hand,
these repatriates are similar enough to indigenes to resemble them in their appearance, names,
legal status, and religion, but different enough in their consumer culture and language
proficiency to be identified as a distinct migrant group which may encourage stigmatization in
the form of labeling or discrimination.

In line with process theorization (Giesler and Thompson 2016), we collected a macro-,
meso- and micro-level data set which is rich and comprehensive enough to support our
theorization of changing societal conditions for consumer acculturation. Our data set
comprises 57 interviews (with repatriates, indigenes, and institutional representatives),
archival data (e.g., parliamentary proceedings, newspaper articles), field data (e.g., field notes
from repatriate-related events), and netnographic data. We conduct a social representations

analysis with our data (Moscovici 1984).
Summary of Findings

Our study reveals how societal representations of a migrant group change over time,
producing four theoretically distinct consumer acculturation conditions for migrant
consumers. Over our 70-year analytical period, our focal migrant group was welcomed by the
receiving society (a condition we call interest), discriminated against and stigmatized

(inharmony), fell into oblivion (indifference), and was recognized as making a societal
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contribution (influence). Three societal spheres are involved in constituting these conditions:
the political sphere, the market sphere, and the public opinion sphere (comprised of mass
media and indgenous consumers). We argue that most migrant groups face either of these four
conditions at a time of study and may experience a switch from one condition to another in
the wake of, for instance, political shifts, changing hierarchies among migrant groups, the

public visibility of migrant celebrities, or situated media interests.

Statement of Key Contributions

Our study addresses important oversights in extant consumer acculturation literature.
First, prior studies show a high degree of convergence in terms of their contextual background
descriptions, as migrants face rather similar conditions of oppression and societal rejection.
Second, because of this focus on dominated, often low status migrants, researchers imply
migrants’ lack of agency to achieve recognition and status improvement in society. Third,
prior studies do not question consumer acculturation conditions in terms of their temporal
situatedness. However, disruptive events such as Brexit, 9/11, or changes of government
remind us that societal conditions can shift, exposing certain groups to unprecedented levels
of threat, while easing societal pressure on others. Our study challenges this rather pessimistic
and static view and contributes insights on changes in societal consumer acculturation
conditions. We find four distinct conditions which are shaped by three social spheres (politics,
market, and public opinion) and manifest themselves across consumption contexts: interest,
inharmony, indifference, and influence. We highlight the role of disruptive macro-events in
shifts between conditions. In sum, we advance consumer acculturation research by focusing

on macro-conditions over time.
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The Effects of Multiple Identity Attributes of Minority Endorsers in
Advertising

Anna RéRner, European University Viadrina
For further information, please contact Anna R6Rner, European University Viadrina
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Keywords: minority endorsers, multiple identities, advertising effectiveness, ethnicity,
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Description: This study investigates how multiple identity characteristics (i.e.
ethnicity, sexual orientation, and age) of endorsers in advertising interact in influencing
advertising effectiveness.

EXTENDED ABSTRACT
Research Question

Demographic changes in many societies have been leading to increased societal
diversity in terms of ethnicity, religion, and sexual orientation, among other things.
While negative news coverages of certain minority groups dominate and including
minority endorsers in advertising bears the risk of backlashes, marketing scholars and
marketers still started to identify the opportunities addressing minority consumers
offers.

Extensive research investigating the effectiveness of minority endorsers in
advertising shows inconclusive results. Some studies demonstrate favorable advertising
responses to minority endorsers, other studies show negative reactions of non-targeted
consumers (e.g. Aaker et al. 2000).

Despite the great body of literature on the depiction of minority groups in

advertising, previous research almost exclusively focused on one single identity aspect.
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However, people do not identify solely by one characteristic but belong to several social
groups and in different situations, different identities can become salient (LeBoeuf et al.
2010).

By addressing the following research questions, this study investigates how
those different identity attributes interact in influencing advertising effectiveness:

How does the depiction of endorsers with multiple minority identity
characteristics influence advertising effectiveness? Does the depiction of multiple
identity traits lead to more positive evaluations? Or does it behave additive leading
to less favorable evaluations?

Method and Data

A 2 (endorsers’ ethnicity: White (i.e., majority) vs. non-White (i.e., minority))
by 2 (endorsers’ sexual orientation: heterosexual (i.e., majority) vs. homosexual (i.e.,
minority)) by 2 (endorsers’ age: young (i.e., majority) vs. old (i.e., minority)) between-
subjects design was applied. Eight versions of an advertisement for a fictitious dating
app “LoveMate” were created and all three factors were manipulated.

A total of 262 participants were recruited via Amazon's MTurk. Since the majority
groups’ responses were of interested for this study, screening questions were used to
ensure that participants were White, heterosexual and young. Participants were
randomly assigned to one of the eight experimental conditions.

Participants were first exposed to the ad, followed by a questionnaire with
dependent variables (attitudes toward the ad, attitudes toward the brand, purchase
intention), control variables (attractiveness and congruency), manipulation assessment
measurements, and demographic variables. A pretest and manipulation check confirmed
successful manipulations.

Summary of Findings
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Results reveal a category dominance of sexual orientation. Although the same
endorser was used for the young heterosexual and homosexual condition, responses
were significantly less positive for the later. Furthermore, the White young homosexual
endorser received the least positive evaluations, while the White young heterosexual
endorser was evaluated most favorable compared to all other conditions. This is in line
with previous research demonstrating that disgust is the underlying mechanism of
negative responses to homosexual endorsers (El Hazzouri et al. 2019).

While attitudinal responses to the elderly endorser did not differ, purchase
intentions were significantly lower. This might be due to a lack in processing. Because
elderly are still underrepresented in advertising, young consumers might not be used to
those ads and therefore do not feel targeted.

No significant differences in evaluations for the ethnic minority endorsers were
found. Especially, the young heterosexual Black endorser was evaluated equally
favorable compared to the young heterosexual White endorser. This might be due to a
more frequent and less stereotypical representation in advertising.

To summarize, results indicate that while ethnic minorities have gained certain
levels of social acceptance, majority consumers are still not used to underrepresented
minority endorsers such as elderly and sexual minorities.

Key Contributions

The current study extends the literature on minorities in advertising. Research
has almost exclusively investigated the responses of majority consumers to minorities
who are out-groups on one identity dimension. This is surprising considering that
individuals have multiple identities that can become salient at different times. Results of

the study provide evidence of a category dominance. While some minorities have
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become widely represented and accepted by majority consumers, certain minorities
remain underrepresented and stigmatized leading to less favorable evaluations.

By looking at different identity traits individually and simultaneously, we try to
find a comprehensive approach to include minorities in advertising while overcoming
negative reactions.

This research also has societal impacts. Advertisers still hesitate to include
certain minorities in their communication strategy or depict them in a stereotypical way.
However, this can have negative consequences for individuals and intergroup behavior
since identities are much more diverse. Including diverse endorsers in advertising that
resemble societal diversity and represents reality can help to reduce prejudice and create
more acceptance.

Practical implications for advertisers of how to increase advertising
effectiveness are provided. By portraying minority endorsers with multiple identity
characteristics, marketers can target a wider range of individuals and social groups

while reducing alienation effects.

References are available upon request.
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Description: In this project, we apply the Defining Issues Test (DIT) and show that this method,
that is most widely used in philosophy and educational psychology, is worth applying to

consumer research.
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EXTENDED ABSTRACT
Research Question

Collaborative consumers offer and use market goods and services in cooperation with other
consumers either peer-to-peer or with the support of companies. The various possible
relationship types in which collaborative consumers can interact with each other go beyond the
classic structure of the consumer role that is mostly restricted to buying products or services.
The motives to engage in collaborative consumption are as diverse as the relationship types and
often result in dilemmas that consumers within the different areas of collaborative consumption
need to solve.

Political campaigns and business models are promoting collaborative consumption by
highlighting subsets of normative motives. However, such efforts only have real value if the
consumers can comprehend the moral motives that are promoted and are able to balance the
different normative aspects according to their own subjective norms. Hence, we ask the
following research questions:

1. Do collaborative consumers satisfy the cognitive and emotional preconditions to
understand complex normative moral statements inherent in collaborative consumption?

2. Are collaborative consumers prone to moral cues that aim at specific normative
principles?

3. Do consumers’ roles within collaborative consumption (i.e. whether the consumers take

part in the collaborative consumption as a supplier or consumer) change their moral reasoning?

Method and Data

In an experiment with N = 471, we assessed consumers’ normative moral judgments by
confronting them with a series of moral dilemmas that depict consumption activities within
collaborative consumption and calculated P-Scores, N2-Scores, and U-Scores to analyze their

cognitive capabilities to make normative judgments about different consumption activities.
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Summary of Findings

Taken together, the project aims to contribute to the literature on consumer ethics and
consumer research in three ways. First, we apply and adapt the Defining-Issues-Test from
Lawrence Kohlberg and James Rest (DIT) to contemporary issues in collaborative consumption
and show that this method, that is mostly used in philosophy and educational psychology, is
worth to be applied in consumer research as well. The DIT does not only analyze how well
individuals are able to cognitively assess moral issues, but it also changes the way we can look
at and analyze contemporary consumption activities that very often constitute complex moral
dilemmas. Second, we show that consumers apply different kind of strategies to morally
evaluate a diverse set of consumptions dilemmas and highlight the unique characteristics of
collaborative consumption, a set of consumption patterns that individuals can take part in both
as suppliers and consumers. Third, we show that different types of consumption activities
within the collaborative consumption sphere, that can be distinguished with regards to their

business type, evoke different levels of normative moral judgments.

Statement of Key Contributions

In this project, we apply the Defining Issues Test (DIT) and show that this method, that is
most widely used in philosophy and educational psychology, is worth applying to consumer
research. The DIT is an empirical method that is based on Lawrence Kohlberg's stages of moral
development and allows empirical statements about moral judgement of individuals by
empirically analyzing individual responses to moral dilemmas. This project applies this method
to the realm of collaborative consumption and analyzes how consumers (and suppliers) of
different types of sharing (e.g., Carsharing, Airbnb, Couchsurfing, Ebay, etc.) morally evaluate
their role within these business models and their responses to moral dilemmas that naturally
occur when making consumption choices. We find that the DIT is a novel and promising

approach in analyzing consumers’ moral judgments in the consumption context and that
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collaborative consumption is a particularly appropriate field of research that should be further

analyzed with the DIT.

References are available upon request.
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Description:

On the foundations of research on social traps, this research evaluates 130 leading
companies in the fashion industry with reference to their marketing strategy efforts to
emerge out of the climate change social trap.
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EXTENDED ABSTRACT

Research Question

Due to the substantial risks associated with global warming, changing the behavior of
organizations and other stakeholders is critical to the long-term wellbeing of our society. The
current research argues that solutions to the challenge of climate change will result from
understanding and resolving the climate change social trap. Therefore, the central purpose of
this research is to explore marketing-related solutions for organizations entangled in the climate
change social trap. In particular, how do firms emerge out of the climate change social trap?
While firms in all industries can potentially be embroiled in the climate change social trap, we
examine the fashion industry as its damaging impact on the environment through greenhouse gas
(GHG) emissions has been the focus attention of many governmental, non-governmental, and
non-profit organizations for the last several decades (British Fashion Council 2019). Specifically,
modifying the framework proposed by Shultz and Holbrook (1999), we analyze 130 leading
firms in the fashion industry to investigate how marketing strategies can facilitate fashion

companies’ emergence out of the climate change social trap.
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Data Collection

The BWAA'’s Ethical Fashion Report in 2019 evaluated 130 fashion companies’ environmental
perspectives by asking eleven questions focused on: the overall impacts of the companies on
climate; the utilization of water in the company’s supply chain; the utilization of sustainable
fibers; and the provision of take-back and repair plans. We use this report as a starting point for
our research. Using Google, we collected data from the official webpages of 130

leading fashion companies. On the basis of the shared text-information on the official websites of
the companies, including their annual reports, we developed a unique dataset of 22,671 words.
We classified the 130 organizations into five groups based on the grades they received (A, B, C,
D, and F) and organized the data using our modified framework into the following categories: (i)
the company’s mission, values, and/or culture, (ii) social responsibility, (ii1) organizational
partnerships, (iv) communication, and (v) marketing strategy with the objective of assessing the
companies’ efforts toward addressing environmental and social issues. After screening, filtering,
and implementing the sentence classification, based on communalities in each category, we

summarized the data into two tables.
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Summary of Findings

Our research provides evidence on how fashion firms can emerge out of the climate change
social trap. Specifically, first, with reference to social responsibility, the results indicate that
firms need to go from investments, to exploring discrete opportunities, to exploring and acting on
coordinated and comprehensive opportunities, to making discernible commitments, to finally
committing to and working on continual, innovative approaches to sustainability. Second,
specific to partnering with organizations, fashion companies go from being open to partnerships,
to partnering with suppliers and business partners with similar values, to looking to develop
long-term partnerships with nonprofit organizations, to partnering with multiple groups to
receive help for measuring, reducing, and reporting environmental footprints, to finally direct
collaborative partnerships with nonprofit, nongovernmental, and other environmental
organizations for sustainability efforts. Third, as to communication, both through actions and/or
communication, fashion companies can educate different stakeholders by going from
communication about commitment and giving back to communities, to investing in sustainability
education, to raising awareness through policy, education, and social channels, to finally
disseminating environmental information to stakeholders, educating customers, enhancing
communal knowledge of sustainability, supporting environmental movements, encouraging
people to live sustainably, and investing in social programs toward societal welfare and

humanitarian aids.
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Statement of Key Contributions

Our research makes four major contribution. First, on the foundations of research on social traps,
we conceptualize the climate change social trap as the behavior of entities (firms, individuals,
social groups) favoring short-term positive consequences over long-term negative consequences
of climate change for society. Second, we review and synthesize extant research on social traps
from different disciplines, and discuss specific taxonomies of solutions for different social traps
or social dilemmas. Here, we elaborate on the partial, social trap solutions framework of Shultz
and Holbrook (1999) that addresses the specific implications for marketing engagement. Third,
using the partial, social trap solutions framework, we evaluate the strategies of 130 leading
fashion companies as per the BWAA’s (Baptist World Aid Australia) Ethical Fashion Report for
2019. Fourth, our research has significant implications for not only the fashion companies in the
climate change social trap, but also for firms that are in social traps in general. Last, but not the
least, our research has implications for how firms can facilitate the migration of consumers out of

social traps.
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Description: This research investigates consumer reactions to policy tools that aim to reduce

individual GHG emission.

EXTENDED ABSTRACT

Research Question

This research aims to investigate how the combination of different approaches to reduce
consumers’ greenhouse gas (GHG) emission from driving, i.e. a city toll that aims to reduce
individual GHG emission and a nudge displaying different motives for climate protection,
increases the effectiveness of policy tools. Moreover, we investigate the underlying mechanism
in more detail and consider positive and negative consumer reactions to different motives
(egoistic and altruistic) for climate protection that can either mitigate or foster subsequently
climate-friendly behavior. In the present research, we are particularly interested in how
addressing different motives for climate protection may influence induced feelings by different

city toll levels.
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Method and Data

For the development of the manipulation, a pre-study with 62 French respondents (52.6% male,
Mage = 31.1, SD = 14.76) was conducted to identify the most relevant motives (including
egoistic, altruistic and biospheric value orientations) to promote climate protection and to
specify realistic price ranges of a potential city toll. Based on the pre-study results, we used a 2
(high city toll vs. low city toll) x 3 (altruistic motive vs. egoistic motive vs. no motive) between
subjects’ design in the main study. We collected data of 221 French subjects (41.2% male,
Mage = 26.61, SD = 10.74). Participants were asked to imagine a scenario in which the
introduction of a city toll is being planned in their city and that the revenues of this toll are used
for climate protection. Signs with information about the city toll were presented. We
manipulated the displayed motives and the amount of the city toll based on the results of the
pre-study. We conducted a MANOVA and post-hoc tests (LSD) to compare how differences in

the displayed motives and city toll levels influence participants’ feelings.

Summary of Findings

The multivariate results were significant for the level of the city toll, indicating a difference in
respondents’ feelings regarding a low and high city toll. Moreover, the results provide no
significant effect of the motives and no significant interactions effects. The univariate F-tests
showed a significant difference between the influence of a low and a high city toll on negative
feelings (distressed, upset, scared, hostile, irritable, jittery, afraid) and positive feelings (active,
interested, exited, strong) and marginal significant effects for positive feelings (inspired). Thus,
a low city toll level has a significantly positive effect on positive feelings, whereas a high city
toll generates negative feelings. Moreover, results indicate that displaying egoistic and altruistic
motives marginally significantly induces more feelings of distress compared to the absence of
a motive. In addition, we found a significant interaction between the level of city toll and

motives on feelings of distress. For a low level city toll, showing altruistic motives induces the
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highest level of distress compared to an egoistic motive or the absence of a motive. For a high

level city toll, displaying an egoistic motive induce the highest level of distress.

Key Contributions

As a first investigation, our research provides valuable insights about consumer reactions to the
implementation of a tax (i.e. a city toll in the present search) that is used for climate protection
(i.e. decrease GHG emissions from private road transport) and the role of different motives for
climate protection. Our results show that different levels of a city toll induce several positive
and negative feelings. Future studies will show whether and how these feelings promote or
foster the effectiveness of such a policy measure. However, our first results show that negative
feelings in terms of distress can be regulated by displaying different motives for climate
protection. Our research therefore contributes to the literature on consumers’ willingness to
support policy measures and the effectiveness of such measures by getting a deeper
understanding about consumers’ feelings caused by such measures. Our results indicate that an
implementation of a city toll that aims at reducing consumption and displaying different
motives for climate protection evoke strong consumer reactions in terms of positive and

negative feelings, that can either promote or reduce the effectiveness of a policy measure.

35



2021 AMA Winter Academic Conference

CONSUMER SOLIDARITY: A SOCIAL-SYSTEM PERSPECTIVE ON THE GLUE

THAT HOLDS SOCIETY TOGETHER

Benedikt Alberternst, Freie Universitat Berlin
Lena Steinhoff, University of Rostock
Andreas Eggert, Freie Universitat Berlin

Markus Giesler, York University

Contact Information: For further information, please contact Benedikt Alberternst, Freie

Universitét Berlin (benedikt.alberternst@fu-berlin.de).

Keywords: consumer solidarity, communities, collective bonds, social glue, relationship

marketing

Description: This research explores consumer solidarity as a collective bond and key driver of

consumers’ support towards companies, above and beyond dyadic bonds.

EXTENDED ABSTRACT
Research Question
Solidarity is central to several research disciplines, as well as to social and political movements
(e.g., “Black Lives Matter”). Indeed, it is the glue that holds society together and often results in
group support (Durkheim 1893/1964; Coates 2007). Despite its importance for society, solidarity
has not been explored as a key construct in consumer research. Extant studies examine various
types of “social glue” between consumers and firms (Bagozzi 1995, p. 276); however, they
almost exclusively employ a dyadic rather than a collective perspective. Adopting a social-

system perspective (e.g., Giesler 2006), we widen the scope of extant relationship marketing
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research. In this paper, we explore consumer solidarity as a collective bond and key driver of
consumers’ support towards companies. Therefore, we identify different facets of consumer
solidarity, its antecedents, consequences as well as several contingency factors. Further, we

explore how companies can foster consumer solidarity within a consumer—company collectivity.

Method and Data

To explore consumer solidarity alongside dyadic mediators, we conducted a qualitative interview
study in the context of the coronavirus pandemic. The pandemic has unearthed both the worst
and the best of humankind. While selfishness is reflected in consumers hoarding pasta and toilet
paper, consumers also deliberately support firms in various ways such as buying gift cards,
refraining from refunds, or donating money. Through social media posts, website
communications, or email newsletters, companies in turn seek to raise consumers’ awareness for
their current situations, often appealing to togetherness and solidarity. We conducted
standardized qualitative interviews with 105 participants who had supported a company during
the coronavirus pandemic. We recruited participants from the U.S., UK, and Germany through a
paid panel. Respondents had a mean age of 32.1 years and 49.5% were women. Participants were
asked to describe their behavior, thoughts, and feelings about supporting companies during the
coronavirus pandemic. In order to review the open-ended questions, we employed content

analysis.

Summary of Findings
We find that consumers base their support towards companies not only on dyadic motives, but

also on collective motives. Affective and calculative solidarity emerge as key drivers of
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consumers’ supporting behaviors. Affective solidarity can be based on a sense of unity, shared
identity, similarity, shared goals and values, and the recognition of the other’s worth to the
collectivity. In contrast, calculative solidarity manifests through the recognition of co-
dependence between consumers and companies for a flourishing collectivity. We show that
threats to firm performance elicit both dyadic (i.e., commitment, trust, and gratitude) and
collective motives (i.e., affective and calculative solidarity) to support specific companies either
in monetary (i.e., charitable giving, increasing cash-flow, and purchase) or non-monetary forms
(i.e., [electronic] word-of-mouth and volunteering). As contingency factors, we incorporate two
firm-related (i.e., support receiver characteristics and communication) and two consumer-related
moderators (i.e., support giver characteristics and perceived threats) in our synthesized

framework.

Statement of Key Contributions

Our contributions are threefold. First, we expand the framework of relationship marketing
(Palmatier et al. 2006) by collective mediators, namely affective and calculative solidarity. Our
findings suggest that consumers consider certain companies to be part of a joint collectivity.
Consequently, dyadic relationships do not suffice to explain consumer behavior as it is partly
driven by collective feelings and considerations. Second, our study underlines why consumers
sometimes support a specific firm without a prior relationship. While dyadic mediators
necessarily depend on existing relationships, consumer solidarity can evolve independently,
similar to social movements where people without any ties to a minority group show their
support. Third, we add another, broader form of community (i.e., the collectivity of consumers

and firms) to marketing research, beyond specific brand or industry communities. Strategically
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managing the community becomes more challenging the wider communities get. Against this
backdrop, we identify contingency factors providing insights into how companies can foster

solidarity within a consumer—company collectivity.

References are available upon request.
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Description: Sustainability communication negatively impacts purchase interaction, however,
the existence of a previous brand relationship offsets this negative effect as a trust relationship is

already built.

40



2021 AMA Winter Academic Conference

EXTENDED ABSTRACT
Research Question
E-commerce will continue to dramatically grow over the next years (Statista 2020). At the same
time, Corporate Social Responsibility (CSR) is considered one of the most influential trends in
today’s consumer markets (Grinstein and Riefler 2015). Acknowledging the practical relevance
of CSR, researchers call for an extension of the literature from CSR as a simple marketing
instrument to CSR as an instrument for creating stakeholder value (Matten and Moon 2020;
Peloza and Shang 2011). Research on this CSR category?, product-related CSR, meaning
integrating it into a company’s core offering via sustainable products, is still limited (Bangsa and
Schlegelmilch 2020). How sustainable products impact actual customer behavior and what sub-
domains of sustainability, environmental- or social-sustainability, drive purchase intention and
actual purchase is yet unexplored. We therefore aim to address the following question: How do

the different sustainability domains, environmental and social, impact purchase interaction?

Method and Data

We test our hypotheses based on a unique dataset obtained from a large-scale online field
experiment. The field experiment is conducted in August and September, 2020 with a German
online brand for sustainable products and allows for observing actual customer reactions of more
than 240,000 users. We analyze the effect of the different sustainability domains (social-
sustainability yes/no and environmental-sustainability yes/no) on purchase intention (add to cart
yes/no) and actual purchase (purchase yes/no). We use binary logistic regression models to

analyze our data. Due to random allocation of users to the different treatment groups, the

L CSR actions can be divided in three categories: philanthropy (e.g., donating funds), business-practices (e.g., usage
of renewable electricity) and product-related CSR (e.g., sustainable goods) (Peloza and Shang 2011).
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variables are independent of the error term and no additional control variables on the user level

are required (Sahni 2016).

Summary of Findings

The different sustainability domains have a significantly negative impact on purchase
intention and actual purchase. We cannot derive that the user is responding sensitively to the
different sustainability domains. However, the existence of a previous relationship between the
user and brand offsets the negative impact of sustainability communication. If a previous
relationship between the user and brand exists, environmental sustainability communication even
has a positive impact on purchase intention. With regards to actual purchase, relationship
strength offsets the negative effects of sustainability (environmental, social and combined).
Adding to cue consistency theory, we conjecture that social and environmental sustainability are
not perceived as dissimilar signals given their overall similar effect strength. Besides, based on
our findings, we can assume that sustainability is perceived with high uncertainty, so that some
kind of trust relationship (such as previous order history) is needed to decrease the uncertainty.

Summarizing, we can derive that sustainability communication negatively impacts purchase
interaction unless a strong relationship between the user and the brand already exists.
Key Contribution

Our work sheds light on an understudied facet of CSR literature. Past research has mainly
focused on philanthropic CSR while research on product-related CSR is still limited (Bangsa and
Schlegelmilch 2020; Peloza and Shang 2011). However, researchers as well as recent market
trends call for an investigation on product-related CSR, namely how sustainable products impact
customer behavior (Matten and Moon 2020). We add to the CSR research stream by

investigating whether customers are sensitive to the sustainability domain, social- and
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environmental-sustainability, by analyzing the effect of its different domains on purchase
intention and actual purchase.

We extend the Customer Brand Identification (CBI) framework, based on social identity
theory, by identifying drivers, either social- and/or environmental-sustainability, for brand
identification. We encompass the understanding of brand identification for sustainable products
by considering not only purchase intention but also actual purchase behavior.

Besides, we add new insights to cue consistency theory by extending it to a context of high
product uncertainty, where both, sustainable products (being perceived as credence goods) and
online markets indicate a high need for cues. We give insights on what sustainability domain
companies should focus on budget- and communication-wise to satisfy upcoming customer
demands (Grinstein and Riefler 2015).

References are available upon request.
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Description: This paper analyzes how consumers react to corporate lies and how those lies

might even contaminate consumers to lie themselves.
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EXTENDED ABSTRACT

Research Question

This paper analyzes how consumers react to corporate lies. Moreover, this paper specifically
investigates if and how corporate lies lead to an increase in individuals’ lying behavior, thereby
contaminating the individuals' moral beliefs and spreading immoral behavior further. Building
on recent literature on contagious immorality (Gino, Gu, & Zhong, 2009b) and corporate
immorality (Newman & Brucks, 2018), we investigate how consumers react emotionally and
behaviorally to corporate lies and show that brand knowledge (Study 1) and consumers’
psychological match with the transgressor (Study 2a and Study 2b) are major drivers of

individuals’ lying behavior.

Method and Data

Across a series of experimental studies and two pre-tests, we apply experimental vignettes
that manipulate the behavior of brands and analyze the data using sampled t-tests, regression-
based moderation, moderated mediation analysis, and analysis of variance (ANOVA). With a
pre-tested and self-developed priming-procedure, we manipulate consumers’ self-brand-match
to induce psychological bonds between brands and their customers. A total of 632 participants

took part in the experiments.

Summary of Findings

Across three experimental studies, the paper shows that brand knowledge (i.e., how well
individual know the brand and are aware of the brands’ activities) is a significant lever that
determines whether consumers are contaminated by the brands’ immorality or not. Further, the
paper provides evidence for a double-edged sword of brand-customer-relationships that build
on high psychological identification between brands and their customers and indicates that

costumers that feel highly connected to a brand, react more harshly to immoral behaviors of
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brands and even engage in immoral behaviors themselves. This novel field of research is a first
step in understanding the societal and economic consequences of corporate misbehavior that go
far beyond a loss of reputation or short-term losses of revenues but that have major implications
for the society at large and increase the normative role that companies play within a globalized
marketplace. Further, the paper shows evidence for the unique role of the negative emotions of
disappointment and contempt in the process of contagion. While contempt decreases
consumers’ own lying behavior, disappointed consumers may take revenge and engage in
recuperative actions towards the brand that lied to them. However, both processes only occur

for consumers that do not have a high psychological bond with the brand.

Statement of Key Contributions

Recent psychological research addressed the process of moral contagion (i.e., how individual
immorality contaminates the immorality of others) and addressed multiple avenues of research
that show under which circumstances the immorality of some agents leads to more immorality
among others. This paper applies the concept of moral contagion to the marketing world and
shows that the contamination effect is also observable between immoral brands and their
potential customers. The paper introduces consumers’ brand knowledge and their psychological
self-brand-match with the unethical brand as highly relevant moderators that help to understand

the process of contagious immorality and applying it to the realm of consumer research.

References are available upon request.
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Description: This paper explores consumers’ decision making processes related to the disposal

of luxury branded goods.

EXTENDED ABSTRACT
Research Question - Consumer research has begun to understand not only how consumers
acquire goods but also how they dispose of these goods; however, the research in the latter is still
lacking which is significant given the importance of sustainability. Furthermore, a growing
secondary market for luxury goods has made this decision more complicated for luxury products
in recent years. While research has aimed at understanding the demand for secondhand luxury
goods, none that we are aware of has looked at the supply side of this market. Therefore, the
purpose of this paper is three-fold: 1) to examine the motivations behind disposal decisions for
luxury (vs. non-luxury) items, 2) to understand the impact these motivations have on the
sustainability of the disposal decision, and 3) to explore how a luxury good impacts decisions
made for non-luxury items in a bundle of items.
Method and Data - The four studies collected for this research use an experimental design. We

use both online MTurk participants as well as students at an American University and implement
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imagined scenarios for both real and fictitious brands as well as a behavioral disposal task with
real products in a laboratory setting.

Summary of Findings - We hypothesize and find in four studies that participants making a
disposal decision about a luxury product tend to make more sustainable disposal decisions.
Furthermore, we demonstrate that this is driven by a focus on the money associated with the
item. We also find that when making disposal decisions for a group of items, participants who
perceive that they are disposing of a luxury item are much less likely to hoard the non-luxury
items.

Key Contributions - Our research contributes to research on sustainability, disposal decisions,
as well as luxury consumption. While much research has studied luxury consumption, this
research has focused on purchase and usage. Our research extends this stream to the decisions
being made once the product is no longer being used by the consumer, how/if it should be
disposed of. Additionally, we frame this decision in sustainability by viewing the decisions to
sell, donate or give the item away as sustainable and the decisions to trash or hoard (keep) the
item as unsustainable. These decisions hold important implications to the booming second-hand
luxury market as our research aims to understand the motivations behind those supplying
products to this market. Finally, we find that making disposal decisions with regards to a luxury

product impacts the disposal decisions made about non-luxury items.
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Description: A systematic review of extant research on sustainability in marketing literature
published during 2009-2020, the development of a definition for ‘sustainability-motivated

marketing’, and identification of opportunities for future research.

EXTENDED ABSTRACT
Research Questions:
What are the key implications from research on sustainability published in marketing
literature in the last decade? Does the discipline have a marketing-centered definition of
sustainability? Which aspects of sustainability have been examined and which warrant further

research?

Method and Data:
The search for literature on sustainability was conducted using a list of representative
keywords of ‘sustainability,” ‘environment,” and ‘green marketing’ (c.f. Varadarajan 2017)

through electronic databases. We focused on the following leading marketing journals from 2009
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to 2020: Journal of Marketing, Journal of Marketing Research, Journal of the Academy of
Marketing Science, International Journal of Research in Marketing, Journal of Retailing,
Marketing Science, Journal of Consumer Research, and Journal of Public Policy and Marketing.
The search records were assessed based on three inclusion criteria. First, the paper needs to be
either conceptual or empirical. Consequently, calls for papers and commentaries were excluded.
Second, empirical papers must examine sustainability or related constructs as independent,
moderator, mediator, or dependent variables. Third, the articles need to have examined the topic
of sustainability from marketing’s perspective rather than a more general focus on the
environment, society, or consumer well-being. After eliminating records that did not qualify the

inclusion criteria, the review is based on 85 papers.

Summary of Findings:

Two key findings emerged from our study. First, we organize the key findings from the
reviewed studies using an inductively developed organizing framework. The integrated
organizing framework reveals that although marketing discipline has allocated a lot more
attention to examine sustainability during the last decade, such examination has a dominant focus
on a few aspects such as consumer behavior and tactical marketing mix elements, but
significantly less on the firm or industry level strategic aspects.

Second, most of the research covered in the review examines sustainability in marketing
and its applications without making any attempt to define it or adopting a prior definition.
Overall, the review suggests that the existing literature in marketing lacks a commonly accepted
definition of sustainability. We address the issue of the unstructured progress of research on

sustainability in the marketing literature by developing a new marketing focused definition of
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‘sustainability-motivated marketing’. The new definition, which incorporates the core elements
of marketing and the key stakeholders of businesses, would provide academics a marketing-

centric foundation to generate additional knowledge on sustainability.

Statement of Key Contribution:

Over the past decade, research has made considerable progress towards understanding
sustainability from marketing’s perspective. However, in the absence of a unifying framework
and consensus on a definition of sustainability, it has progressed in an unstructured manner. This
study addresses this issue by making two critical contributions to the literature on sustainability
in marketing. First, we systematically synthesize findings from studies on sustainability
published in leading marketing journals during 2009-2020 using an inductive approach for the
organizing framework that embraces its multilevel and multidimensional nature. In doing so, we
extend the significant work of Chabowski et al. (2011), which delineated the structure of
sustainability research in marketing (1958-2008). Second, we develop a new marketing-centered
definition of sustainability in a boundary expansion effort that incorporates the insights from the
systematic review of literature, the critical elements of sustainability emphasized in its extant
definitions and conceptualizations, and the changes in the substantive landscape of sustainability.
Further, we build on our review and delineate important areas for future research, across the five
opportunity stages for value creation available to a firm, i.e., upstream, production, downstream,
consumption, and post-consumption (Varadarajan 2017), towards developing a marketing-

centered wholesome understanding of sustainability.
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SUSTAINABLE FASHION: ASYSTEMATIC REVIEW

Statement of Key Contributions - 229 words

The meaning of sustainable fashion is polysemous. Previous studies on sustainable
products focused on the design philosophies, market trends, government policies, and
incentives, as well as consumer preferences and cultural changes (e.g., Mukendi et al.,
2020; Rutter, Armstrong, and Cano, 2017). This article reviews the socio-historical
development of sustainable fashion in the global marketplace.

Our review article seeks to address the following research questions: (i) What are the key
socio-historical transformations of sustainable fashion in the past decades? (ii) What are
the frameworks that drove the socio-historical transformations and how they influence
the future development of sustainable fashion in the global marketplace?

We adopted the PRISMA systematic review approach to evaluate peer-review

29 ¢

publications with the keywords of “sustainable fashion”, “sustainable clothing”, “ethical
clothing”, “ethical” fashion”, “eco-friendly clothing”, “eco-friendly fashion” on Web of
Science data based. We categorized the articles into three themes: sustainable fashion
and consumer behaviors, sustainable fashion and new marketing practices, and

sustainable fashion and new market ideologies.

In summary, our systematic review offers a set of recommendations to guide academics
and practitioners on how to capitalize on the sustainable fashion movement in their own
spaces. Our recommendations focused on seven areas of concern, namely: sustainable
product design and development, marketing of sustainable fashion, consumer culture and
consumer behavior, the business environment for sustainable fashion, policy and
regulations, sustainable fashion education, and impact assessment of sustainable fashion.
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Sustainable Fashion: A Systematic Review

Extended Abstract - 868 words

Sustainable fashion has drawn tremendous attention in both academia and the industry in
the past two decades. Back in 1987, the United Nations described sustainability as “the
development that meets the needs of the present without compromising the ability of
future generations to meet their own needs” (United Nations, 1987). In light of this
definition, the fashion industry was urged to develop a more environmentally-friendly
approach to design, manufacture, and market their fashionable items.

In general, the sustainable fashion movement seeks to ensure fashion businesses
(including manufacturers and marketers) follow an environmentally-friendly protocol in
their everyday operations. It is certainly true that the emergence of sustainable fashion
movements could be viewed as a societal response to the ongoing criticism of the “fast”
movements (“fast fashion”, “fast food”), and planned obsolescence. Forward-thinking
stakeholders and cultural advocates have initiated a number of new movements such as
“slow fashion”, “sustainable consumption”, and “green consumption” in the past
decades.

Governments in developing and developed countries also incentivize sustainable
manufacturing and marketing activities as well as penalize disruptive business practices
such as over-production, deplorable working conditions, and untreated waste. In the
fashion marketplace, companies have become more sophisticated in using the term
“sustainability’ in their marketing (Lee and Sung, 2016). In their review of sustainable
fashion consumption, Mukendi et al. (2020) identified the various types of “sustainable”
consumer behavior such as reuse, recycling, and anti-consumption. Their study also
offered a pragmatic view on fashion production and consumption. In a similar vein,
Rutter, Armstrong, and Cano (2017) highlighted the legal and governmental standards
around ethical fashion. They argued that ethics offer guideline principles to sustainable
fashion and policy-makers should be actively involved to ensure the fashion industry and
the consumers are confirmed to the new expectations. Ethical consumerism, in this sense,
has become the new consumer culture in the 21st century.

In this paper, we present a systematic review of literature from marketing and
business to unpack the socio-historical development of sustainable fashion in the global
marketplace. Systematic reviews offer an opportunity to integrate and synthesize existing
research studies and provide a platform for new conceptual frameworks (Palmatier,
Houston, and Hulland, 2018; White, Habib, and Hardisty, 2019). Here, we followed the
PRISMA systematic review approach (Moher et al., 2015) to assess recent peer-review
journal publications (published in the last 5 years on the Web of Science database)
associated with “sustainable fashion/clothing”, “ethical fashion/clothing”, and “eco-
friendly fashion/clothing”. After multiple steps of screening (Figure 1), 153 articles were
included in this review.

We categorized the articles into three themes based on their research focus. The
first theme, sustainable fashion and consumer behaviors, illustrates the rise of prosocial
and pro-environment consumption practices in the fashion industry. The new
consumption pattern also reflects consumers’ identity project (Khare and Kautish, 2019;
McNeill and Venter, 2019), knowledge (Khare, Sadachar, and Manchiraju, 2020),
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attitude, perception, and behavioral intention (Kong et al., 2016; Sener, Biskin and
Kilinc, 2019; Song and Ko, 2017; Vehmas et al., 2018; Wiederhold and Martinez, 2018),
moral judgment (Lim, Cho and Bedford, 2019). New consumption practices such as
collaborative consumption (Gopalakrishnan and Matthews, 2018; Iran and Schrader,
2017; Johnson, Mun and Chae, 2016; Pantano and Stylos, 2020), garment repair (McNeill
et al., 2020) were reported in previous studies on sustainable fashion.

The second theme, sustainable fashion and new marketing practices, presents
new marketing strategies that promote sustainable and eco-friendly fashion. Brands are
actively connecting with sustainable and green labels. Previous studies identified the
effects of different framing messages and keywords on promoting sustainable fashion
(Evans and Peirson-Smith, 2018; Guedes, Paillard-Bardey, and Schat, 2020). New
business models such as garment rental (Clube and Tennant, 2020), circular cloth/sharing
economies (Norris, 2019; Ritch, 2019; Vehmas et al., 2018), and second-hand
clothing/thrift stores (Liang and Xu, 2018; Park et al., 2020; Turunen, Cervellon and
Carey, 2020) were gaining attention in different local markets. New standards such as
sustainable certification (Lee, Bae, and Kim, 2020) were introduced in order to
institutionalize sustainable fashion in the global marketplace.

Finally, the last theme, sustainable fashion and new marketplace ideologies,
highlights how new marketplace ideologies such as “slow fashion” movement (Jung and
Jin, 2016; McNeill and Snowdon, 2019; Overdiek, 2018; Sobreira et al., 2019; Trejo et
al., 2019), “zero waste” design (Gam and Banning, 2020), “fair trade” consumption
(Lindenmeier et al., 2017), and ethical consumerism (Lu and Sinha, 2019) disrupted the
fashion industry and consumer society.

The three themes showcased several focal research areas that connected to
sustainable fashion. As an outcome of this systematic review, we develop a holistic
framework (Figure 2) for guiding the future exploration of sustainable fashion. Our
framework suggests future research could focus on examining the following areas of
concern, namely: sustainable product design and development, social media marketing of
sustainable fashion, green and ethical consumer culture and consumer behavior, policies
and regulations that associated to sustainable fashion production and marketing,
sustainable fashion education, and impact assessment of sustainable fashion.

In conclusion, our systematic review identified the main research areas
surrounding sustainable fashion in the field of marketing and business. We seek to offer a
set of recommendations to guide marketing researchers and practitioners on how to
capitalize on the sustainable fashion movement in developing future research agenda and
marketing strategies.
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Figure 2. An Integrated Conceptual Framework for Sustainable Fashion Research and
Practice
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moderate the relationship between green acquisitions and firm value.
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EXTENDED ABSTRACT
Research Question

Increasingly, corporations are expanding their green portfolios by acquiring green brands or
firms in addition to acquiring green technologies as a response to sustainability trends. Yet little
is known about the financial impact of such green strategy. The remarkable gap between the
mounting green initiatives and the sparse research on green acquisitions provides us
opportunities to identify and empirically examine different factors that may influence firm value
upon the adoption of green acquisition strategy. Our research responds to appeals for green
marketing research (Kotler 2011; Cronin et al. 2011), examining how green acquisitions

influence firm stock market value.
To address the significant research gap, we focus on three key questions in this research:

1) How do announcements of green acquisitions affect firm stock market value?
2) How do firm marketing capability and innovation capability moderate the green
acquisition — stock market return relationship?

3) How does industry sensitivity affect the moderating effects above?
Method and Data

A green acquisition event is defined as a public announcement of a strategic acquisition between
a publicly-traded acquirer and a green target firm. We collect announcements of green
acquisitions conducted by US acquirers in 18 consumer-related industries from 2000 to 2018.
The final dataset includes 188 announcements by U.S. public acquirers with stock prices

available on CRSP. We obtain firm-level and industry-level data from multiple resources such as
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Compustat. All the accounting data were derived from the last fiscal year preceding the

announcements.

We employ the event study methodology and regression analyses to test the hypotheses. We use
a 255-day period prior to the event date as our estimation period and calculate the abnormal
returns using the market model. We sum up daily abnormal returns for different windows to
calculate cumulative abnormal returns (CAR). We choose the event window with the most
significant t-statistics (Cao and Sorescu, 2013) as our dependent variable, which is one day
before and one day after the announcement date. We then estimate a regression model on the 3-

day window CAR, with the hypothesized and control variables.

Summary of Findings

Our findings provide evidence on how the stock market reacts to the announcements of green
acquisitions. We investigate how different factors moderate the effects of green acquisitions on
firm value. In particular, we observe that green acquisition announcements positively affect
acquirers’ stock market returns. Furthermore, the effects of green acquisitions on firm value are
stronger for firms with superior marketing capability and limited innovation capability.
However, our results also highlight the buffer effect of industry sensitivity on the moderating
roles of firm marketing capability, as well as the catalyst effect of industry sensitivity on the
moderating roles of firm innovation capability. Overall, the results enable us to offer

implications for both theory and practice.

Key Contributions

This study contributes to the extant literature in two ways. First, we add to the literature on

marketing — finance interface, identifying how firm marketing capability and innovation
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capability affect stock market outcomes in response to a particular corporate green strategy —
green acquisition. To our best knowledge, this is the first study to explore the green acquisition —
stock market value relationship. Second, this study contributes to sustainability marketing
literature (Kotler 2011). We investigate how firms confront sustainability challenges and
integrate sustainable strategies to sustain their viability in the marketplace. Particularly, our
findings show when a green acquisition is a promising green strategy choice in the eyes of

shareholders.

This study also provides firm managers valuable implications. As an increasingly common
business practice in today’s corporate world, green acquisitions require significant investments
and pose potential threats (e.g. suspicion of greenwashing); thus, managers might be reluctant to
employ this green strategy. Our findings show investors’ favorable valuation of green
acquisitions, suggesting financially sufficient firms could consider green acquisitions as
favorable strategy choices. Furthermore, this study indicates when firms should engage in green
acquisitions. Namely, firms with superior marketing capability and inferior innovation capability

are more likely to benefit from green acquisitions.

References are available upon request.
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EXTENDED ABSTRACT:

Sustainability-advertisements are often shared on social media, with users voicing their
opinions about them. Prior research shows that social-media users’ opinions can have
detrimental effects on ad and brand attitudes and purchase behaviors; but not much is known
about the effects of such opinions within a sustainability-advertising context in terms of
social-media engagement and further sustainable behavior. This conceptual paper focuses on
the role of social-media captions (positive vs. negative) accompanying a sustainability-ad on
social-media and their impact on other users' social-media engagement with the ad and their
behavioural intentions (i.e., purchase and further sustainable-behaviours). Through the lens of
‘Self-Consumption-Vision’ (SCV), we argue that a positive caption will lead to greater SCV
than a negative one, due to heightened information processing associated with higher
acceptability of positive sustainability-related messages. Grounded on the ‘Pleasure, Arousal,
Dominance’ (PAD) emotional state model, higher SCV will then lead to greater social-media
engagement, due to the increased PAD associated with this heightened information
processing. Theoretical and practical implications for social-media engagement within the

sustainable-advertising arena are elaborated in the paper.
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Research question: How the concept of self consumption vision and emotion can explain
users’ social media engagement with a sustainability ad, subsequent purchase intention of the
brand and other sustainable behaviour depending on the encounter of positive or negative

caption accompanying that sustainability ad in social media?

Key contribution:

This study extends the theory of Self Consumption Vision by incorporating all the dimensions of
Pleasure Arousal Dominance theory of emotion to understand the mechanism to influence ad
attitude and resulting social-media-engagement in the context of sustainability. This study also
attempts to advance literature on sustainability by investigating the role of social media
environment on consumers’ acceptance of sustainable-products. For managers, this paper’s
objective is to provide an innate understanding of consumers' adaptation process of the
sustainable behaviour, which will provide the marketers’ with a roadmap of consumers’

sustainable behaviour depending on other consumers’ opinion.

Keywords: Sustainability-ad, social-media-engagement, Self-consumption-vision, Pleasure-

arousal-dominance model, theory of social influence

Description: Conceptual paper on the difference in impact of users' positive and negative
caption accompanying a sustainability ad in social media on other users' social media
engagement with the ad and behavioural intentions in terms of brand purchase and other

sustainable behaviour.
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Description: This study examines the effect of sharing on how peer service providers perceive
and evaluate their assets in collaborative consumption.

EXTEND ABSTRACT

Research Question

The rise of the sharing economy shifts traditional ways of consumption to new forms of
collaborative consumption (CC), where peer-to-peer sharing becomes popular. While past
research on CC has paid significant attention to consumers (e.g., Milanova & Maas, 2017,
Mohlmann, 2015), little is known about its impact on peer service providers who are equally
important in the sharing services (i.e., an Uber driver or an Airbnb host). The current research
seeks to investigate this understudied area by examining the potential effect of sharing one’s
resources on perceived ownership and its behavioral consequences.

Method and Data

Study 1. 114 participants completed a single factor between-subject study with two levels
(participation in CC: yes vs. no). Participants were randomly assigned to a scenario either
participation in CC (they shared their car for ride-sharing services) or not (they used their car for
commuting to work). In terms of measures, they were asked to indicate the year when they
would like to sell off the car and their likeliness to purchase another vehicle for their personal
usage. They also completed a measure for perceived ownership (Shu and Peck 2011).
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Study 2. 84 participants completed a single factor between-subjects study with two levels: (extent
of sharing in CC : low vs high). We manipulated the extent of sharing in CC by asking the
participants to imagine themselves as: 1. either a service provider in a car-sharing scenario
wherein he/she drives consumers for about 500 miles/week or 2. A service provider in a car-
leasing scenario wherein consumers lease his/her car and use it for the same distance. All
participants then answered the same questions as in study 1.

Summary of Findings

A one-way ANOVA revealed a significant effect of the condition on the year when the
participants intended to sell the vehicle off (F(1, 112) = 10.505, p = 0.002). Specifically, when
the participants were a part of CC as peer service providers, they intended to sell off their car
sooner as compared to those who did not participate in CC and used it for commuting (F(1, 112)
=10.505, p = 0.002). Similar results were noted with respect to the participants’ likelihood to
purchase an alternate vehicle. Mediation analysis showed that both effects were mediated by the
loss of perceived ownership.

Similarly, when the participants were a part of the high sharing condition, they intended to sell
off their car sooner as compared to those who participated in the low sharing condition (F(1, 81)
=4.19, p = 0.04). Similar results were noted for the participants’ likelihood to purchase an
alternate vehicle (F(1, 81) = 8.39, p = 0.005).

Key Contributions

In the current study, we show that CC may indeed lead to some unintended outcomes which the
past literature has overlooked. Theoretically, these novel findings add to the previous literature
on CC by first drawing attention to the peer service providers in sharing services. Second, our
results shed light on how sharing one’s resources might lead to consumption behaviors deviating
from the sustainable practices th