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Foreword

Over the past 25 years, Pascale Quester has made a unique contribution to the
University of Adelaide, to the discipline of marketing internationally, and to the
Australian and French higher education sectors.

Upon arriving in South Australia, she established the marketing discipline at the
university while producing important research on sponsorship and consumer
behaviour. But her contribution extended well beyond her individual research and
teaching: she was appointed Executive Dean of the Faculty of the Professions in
2007 and then Deputy Vice-Chancellor and Vice President (Academic) in 2011.
A strong advocate of global education, Pascale has developed links with institutions
in Asia and Europe while holding several appointments as a visiting professor at
La Sorbonne, ESSEC and the University of Nancy.

She was recognised as a distinguished Fellow of the Australia and New Zealand
Marketing Academy in 2009; an honour bestowed on only a selected few academics
in the marketing discipline. She was also the director of the Franco-Australian
Centre for International Research in Marketing, and in 2007, she received the highest
academic recognition by the French National Academic Committee to become
Professor des Universities et Habilitée à Diriger la Recherche, before receiving one
of France’s highest honours, the Ordre national du Mérite, in 2012.

One of her most enduring legacies has been the adoption of a co-creation
approach, particularly with the student body, to a range of University of Adelaide
initiatives: from the development of the student learning hub to the introduction
of the Small-Group Discovery Experience. Her capacity to drive results, and her
boundless energy and passion sets her apart, not only as an academic but as a leader.

This Festschrift captures the achievements of a remarkable individual, a scholar
with a passion for quality education and research, who has earned the long-standing
respect of both colleagues and students alike. It has been a pleasure to work with her.

Prof. Warren Bebbington
Vice-Chancellor and President

University of Adelaide
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With this book we would like to honour Prof. Pascale Quester and the contribution
she has made to the discipline of marketing at The University of Adelaide and
beyond over the past 25 years. Prof. Quester’s professional impact has been out-
standing, and is reflected in the many achievements, awards and honours so richly
deserved. Her stellar career as a researcher with an international reputation for her
work on sponsorship and customer behaviour continues to inspire generations of
scholars worldwide. Indeed, her commitment to the academic excellence of stu-
dents, colleagues and the university, together with her strong strategic vision and
charismatic leadership, has seen her lead the marketing discipline, become
Executive Dean of the Faculty, and now Deputy Vice-Chancellor and
Vice-President (Academic) at The University of Adelaide.

While we could continue listing Prof. Quester’s achievements, it would not
highlight what she is known for. Whenever anyone speaks of Pascale they speak of
her personal attributes; as well as the care and passion she has shown over the years
for her countless colleagues and students. Without hesitation they acknowledge her
generosity with her knowledge and her time, and reflect on how she has guided
them while allowing them to learn and grow independently. Her charisma and
passion encouraged students to come to her lectures, not because they were enrolled
in the course but just because they loved her way of telling a story and enriching
their lives. The simple fact is that she makes a difference; a difference to her
students, her colleagues and collaborators, but also to the university and the broader
community.

It is her ability to make a difference that has inspired this book, which offers a
collection of chapters written by Prof. Quester’s former and current students and
collaborators. This collection of work furthers our knowledge in those areas that
Prof. Quester has shaped the most.

In part one “Marketing a difference—sponsorship and sport”, the chapters draw
heavily on Prof. Quester’s extensive contribution to the field of sponsorship. In the
chapter ‘The Question of Sponsorship Effectiveness’, Mazodier explores the effec-
tiveness of sponsorship, offering insight into the difference sponsorship can make to
organisations. In particular, the chapter not only reviews common effects of spon-
sorship on consumer-based outcome variables but elaborates on how to select an
event to sponsor, relevant individual consumer characteristics and sponsorship
activation. Sponsorship activation is the key focus of the chapter ‘Leveraging
Research on Activation: Quester and Thompson’s (2001) Impact on the Field of
Sponsorship’. Written by Carrillat and D’Astous, this chapter outlines the difference
Prof. Quester and her colleague Beverley Thompson made to the sponsorship lit-
erature with their article published in 2001, which marked the beginning of spon-
sorship as a major scholarly field in its own right. Khan and Burton’s chapter
‘Sponsorship-Linked Attitudes of Employees of Sponsoring Firms: SMEs Versus
Large Organisations’, further explores the ability of sponsorship to make a difference
to various stakeholder groups. In particular, the authors demonstrate empirically that
sponsorship can result in positive employee attitudes, with results suggesting strong
implications for small and medium sized organisations. The chapter ‘Connected
Stadium: A Pillar for Football Clubs’ Marketing Development?’ written by Bal and
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Fleck, is dedicated to the connected stadium, a major paradigm shift in sports
marketing with a significant influence on the sporting economy and community.
A comprehensive overview offers important insights into the scope, marketing
challenges, technologies and implications for relevant stakeholder groups, drawing
extensively on practical examples.

Part two “Making a Difference—Social Marketing and Ethics” reflects current
social issues that Prof. Quester is passionate about and has made a significant
contribution to understanding, including areas such as public health, young con-
sumers, and gambling. In the chapter ‘Promoting Public Health: Understanding the
Limitations of Marketing Principles and the Need for Alternative Approaches’,
Pettigrew and Jongelenis offer insight into the ways in which marketing and social
marketing knowledge should be applied to achieve well-being at the population
level, utilising the health challenges of ageing and obesity as examples.
Tabarashkina and Crouch shed additional light on the food consumption of young
consumers, in the chapter ‘Contemporary Young Consumers and Food
Consumption—Implications for Social Marketing Research’, identifying a range
of critical gaps in the literature that should be addressed to ensure relevant policy
development and social marketing campaigns can make a positive difference in the
community. In the chapter ‘The Ethicality of Immersive Sponsorship within a
Children’s Edutainment Centre’, Arthur focuses on young consumers, specifically
examining the ethicality of immersive sponsorship in a children’s edutainment
centre in Abu Dhabi. The chapter discusses the deontological, relativist and utili-
tarian views, offering insight that can be used by policy makers, parents and
marketers to inform their actions. In the last chapter of this part, ‘Emotional
Advertising to Attenuate Compulsive Consumption: Qualitative Insights from
Gamblers’, De Vos, Crouch and Ilicic advance our understanding of emotional
advertising appeals in the context of problem gambling, with compulsive con-
sumption behaviour of particular concern. Specifically, the authors discuss the
emotional appeals that can make a difference when communicating with gamblers.

Part three “Making a Difference—Customers and Brands” encompasses a col-
lection of contributions to areas Prof. Quester advanced during her research and
teaching career, including customer behaviour and experience, marketing com-
munications, and country of origin effects. The chapter ‘Revisiting the Long and
Winding (Less Travelled) Road: The Road to Chaos in Marketing’ by Steyer
revisits and develops the eminent paper Profs. Quester and Steyer published in the
Journal of Consumer Research in 2010, reminding managers of the law of imitation
and the importance of social interactions. In the chapter ‘The Case for Altruism in
eWoM Motivations’, Killian, Fahy and O’Loughlin recognise that many people in
an online context offer advice, knowledge and expertise with the intention of
helping others while expecting nothing in return. The ensuing discussion offers
novel insight into altruism as a motivator to engage in electronic word-of-mouth
and considers the role of communication channels and platform choice, valence,
and the nature of the brand in this dynamic. The chapter ‘Customer Experience of
Value in the Service Encounter’, written by Chen, explores customer experience of
value and the difference it can make in transforming customer satisfaction into
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customer loyalty in a service setting. Yu and Pappu introduce portfolio-brand fit
into the celebrity endorsement literature, with their chapter ‘Multiple Celebrity
Endorsement’ presenting both conceptual development and empirical evidence in
the context of multiple celebrity endorsement. These findings should make a dif-
ference to how marketing practitioners design and evaluate their celebrity
endorsements, giving consideration to the multidimensional nature of fit in the
context of multiple celebrity endorsement. The remaining chapters offer an inter-
national and cross-sectoral perspective with the key focus on country of origin
effects. The chapter ‘Can Country of Origin Branding be a Competitive Advantage
for Agri-Products from Emerging Countries?’, written by Karunaratna and Crouch,
examines the concept of country of origin and its implications for agri-products,
with a particular focus on emerging countries. Finally, in the chapter
‘Decomposition of Country of Origin Effects in Education Services: A Conjoint
Analysis Approach’, Aruan and Crouch examine country of origin in a services
context, offering critical insights to service providers by considering not only where
the service is delivered but also the country of origin of the person providing the
service.

Part four “Making a Difference—University Education and Innovation” explores
topics that are critical to the higher education system today and relate both to Prof.
Quester’s academic and professional work. The chapter ‘Knowing Me, Knowing
You: Mentorship, Friendship, and Dancing Queens’, written by Lu and Scholz,
outlines a reflection of the supervision relationship between the authors and their
Ph.D. supervisors, one of them Prof. Quester. Inspired by ABBA and informed by
relationship marketing theory, the authors develop a conceptual model noting the
relevance of trust, commitment and congruence to make a difference in the context
of Ph.D. supervision. The chapter ‘Beyond the Obvious: Facets of Diversity in
Marketing Student Groups’, by Sherman and Plewa, examines the difference var-
ious types of diversity in groups can make on the students’ satisfaction with the
process and outcome of group work. This study was undertaken in one of the core
courses developed by Prof. Quester. Conduit, Karpen and Farrelly seek to better
understand the nature of student engagement with the university institution, an area
Prof. Quester has made a difference at The University of Adelaide. This chapter
‘Student Engagement: A Multiple Layer Phenomenon’, demonstrates the embedded
nature of engagement with the lecturer, the course, and with the tertiary institution
at a holistic level and introduces the importance of social engagement within uni-
versities. The chapter ‘Marketing—Making a Difference for Entrepreneurial
Universities’, written by Baaken, Davey and Rossano goes beyond a student
focus, discussing the difference marketing, and in particular science-to-business
marketing, can make to universities in today’s competitive higher education envi-
ronment. Chapter ‘Improving Innovation Process Performance and Service Quality
in Innovation Networks’, written by Plewa, Rampersad, Troshani and Kesting,
further elaborates on the research and innovation of higher education, showing the
difference an innovation management application can make not only to furthering
innovation process performance within the network but also to the perceptions
of the technology transfer office’s service quality.
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In much the same way that Prof. Quester has throughout her career, the chapters
in this book cover a multitude of marketing perspectives, theories and contexts.
While jointly advancing research in Prof. Quester’s areas of passion, interest and
academic contribution, this book and its individual contributions create a unique
platform for cross-disciplinary and cross-sectoral dialogue. Together these contri-
butions demonstrate the legacy of Prof. Quester, as so many of her former and
current colleagues and students strive to continue to make a difference in these
areas.

At this time, when we celebrate 25 years since you came to The University of
Adelaide, we would like to thank you, Pascale, for the difference you have made; on
behalf of your friends, colleagues, collaborators, former students and many others
who have been part of your journey. This is for you.

Carolin Plewa
Jodie Conduit
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Part I
Making a Difference—
Sponsorship and Sport



The Question of Sponsorship Effectiveness

Marc Mazodier

Abstract This chapter summarises the effects of sponsorship on consumer beha-
viour. Sponsorship is a marketing communications strategy that pairs a brand with an
event to enable the brand to benefit from the audience of the event and from the target
audience’s positive associations with the event. The effects of sponsorship have been
widely researched. Pascale Quester has contributed significantly to research in this
area, having published more than 20 papers on event sponsorship, substantially
improving knowledge to enable managers and event organisers to maximise spon-
sorship benefits. This chapter reviews prior research relating to the effects of spon-
sorship and its moderating variables. Specifically, this chapter recaps the findings
about themain effects of sponsorship and identifies some avenues for further research.
Then, it reviews the role of perceived brand-event fit, consumers’ event involvement
and self-congruity with the event, consumer nationalism, consumers’ gender, edu-
cation and age, as well as sponsorship activation in sponsorship effectiveness.

Keywords Sponsorship � Ambush marketing � Congruence � Activation �
Articulation � Consumer behaviour

Introduction

Pascale Quester has extensively researched the effects of sponsorship on consumer
behavior and the variables that moderate these effects. Sponsorship is a (cash or
kind) investment made by one organisation in an event, person, or idea for the
purpose of exploiting the commercial potential of the association of the sponsoring
organisation and the event, person or idea (Meenaghan 1983). In the past 40 years,
sponsorship has evolved from simple, short-term corporate donations that boosted

M. Mazodier (&)
Hong Kong Baptist University, Kowloon Tong, Hong Kong
e-mail: mmazodier@hkbu.edu.hk

M. Mazodier
University of South Australia, Adelaide, Australia

© Springer Science+Business Media Singapore 2016
C. Plewa and J. Conduit (eds.), Making a Difference Through Marketing,
DOI 10.1007/978-981-10-0464-3_1

3



management egos into long-term, economic-based relationships between the
sponsor and sponsees or properties, typically grounded in complex legal agree-
ments (Quester and Thompson 2001). Sponsorship spending has increased signif-
icantly in the past 30 years, from just $2 billion worldwide in 1984 (Sponsorship
Research International 1996) to $55.3 billion in 2014 (International Events Group
2015). The increase in sponsorship activities reflects the growing belief that
developing a brand through association with an event may be effective in building
brand equity. Indeed, many studies demonstrate that sponsorship can increase brand
equity and revenues by building brand awareness, brand attitude, brand image,
brand trust and brand loyalty (Chien et al. 2011; Mazodier and Merunka 2012;
Quester 1997). However, Mazodier and Rezaee (2013) report substantial negative
abnormal returns following sponsorship announcements. Such a finding suggests
that investors perceive sponsorship as a less efficient marketing communication
strategy for improving firm performance. This chapter reviews the most common
sponsorship effects on consumer-based outcome variables and their antecedents,
identifying the limitations of prior studies that explain the negative reactions of
shareholders to sponsorship announcements.

Summary of Main Effects and Avenues for Further
Research

As noted, the effect of sponsorship activities on brand knowledge is quite well
established. Specifically, sponsorship can increase brand awareness (Grohs et al.
2004; Javalgi et al. 1994; Mazodier and Chandon 2005; Quester 1997) and improve
brand attitude (Grohs et al. 2004; Lardinoit and Quester 2001; Mazodier and
Merunka 2012; Quester and Thompson 2001). Many studies suggest that spon-
sorship can improve brand image thanks to the transfer model (e.g. Grohs and
Reisinger 2014; Gwinner and Eaton 1999; Woisetschläger and Michaelis 2012). In
addition, research demonstrates that sponsorship can promote consumers’ percep-
tions of corporate social responsibility (CSR) (e.g., in the context of non-profit
organisations (Cornwell and Coote 2005), charitable activities (Menon and Kahn
2003), and community-based sports sponsorship (Quester et al. 2013)). Sponsorship
can also positively affect brand trust (Lee and Mazodier 2015; Mazodier and
Merunka 2012), brand loyalty (Mazodier and Merunka 2012; Sirgy et al. 2008) and
increase purchase intent (Daneshvary and Schwer 2000; Madrigal 2000; Mazodier
and Chandon 2005).

If this is the case, why do investors remain sceptical about sponsorship? First, a
common criticism is “the lack of attention paid to measuring sponsorship effects
relative to the investment made” (Olson and Thjømøe 2009, p. 504). The substantial
negative abnormal returns reported by Mazodier and Rezaee (2013) suggest that
sponsorship fees and related costs have become excessive over the last decade.
Therefore, managers might be expected to direct their marketing spending on

4 M. Mazodier



communication strategies that are more justifiable. Further research is needed to
quantify financial returns on sponsorship activities and to convince financial ana-
lysts of the effectiveness of investment in sponsorship. Such research should
compare sponsorship investment with other event communication strategies (e.g.
advertising, ambush marketing) (Mazodier and Quester 2014a). Ambush marketing
refers to any form of communication around an event that uses its characteristic
signs and symbols to mislead spectators by implying that the brand is an official
sponsor (Mazodier et al. 2012). The intention of such strategies is to improve brand
equity through the massive audience that certain events attract. Two studies show
that sponsorship improves more effectively brand loyalty and purchase intent than
advertising (Olson and Thjømøe 2009; Mazodier and Merunka 2012). However,
given that sponsorship incurs additional expenses (i.e. the sponsorship fees), it is
conceivable that it could reduce profits even while improving brand equity. As
such, marketers and investors need more guidance to identify the most effective
marketing activities to improve their brand equity. Sponsorship research is also
limited in that it has not uncovered a great deal of knowledge about the long-term
effects of sponsorship. Most research investigates the immediate consequences of
sponsorship; however, the cumulative nature of sponsorship effectiveness suggests
the need to gain a perspective of the longer term effects and as such, the use of
longitudinal research methodologies (Pham 1991). Recent studies have collected
relevant data periodically to record the effects of sponsorship over time (Mazodier
and Quester 2014b; Woisetschläger and Michaelis 2012). However, academics and
professionals have called for more research on the long-term effect of sponsorship,
including its effects beyond the end of sponsorship (McAlister et al. 2012).

Moderators of Sponsorship Effectiveness

Like other marketing communication strategies, sponsorship effectiveness depends
on many factors that can substantially influence the return-on-investment of the
sponsorship activities. Therefore, managers should know the constructs that influ-
ence consumer reactions to sponsorship and its profitability. The following sections
review these constructs and discuss them from the perspective of the following
considerations relating to maximising the benefits of sponsorship:

• managers select one event to sponsor based on the perceived fit between the
brand and the event

• individual characteristics moderate the effects of sponsorship and managers
should use sponsorship to target the consumers that react most positively to
sponsorship

• sponsorship activation influences the effects of sponsorship.
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How to Select One Event to Sponsor

The Role of Perceived Fit

Sponsorship research often includes the idea of perceived fit (also referred to as
congruence, relatedness or match) between the sponsor and the sponsored event or
activity. In the sponsorship literature, fit usually refers to consumers’ perception of
the similarity or consistency between the brand and the sponsored property. The
extent to which the sponsor and the event are similar can depend on the func-
tionality, attributes, image or other key associations of the sponsor and the spon-
sored property (Gwinner and Eaton 1999; Simmons and Becker-Olsen 2006; Speed
and Thompson 2000). Several studies on sponsorship have found a positive effect
of perceived overall fit on the effects of sponsorship (e.g. Deitz et al. 2012; Gwinner
and Eaton 1999; Mazodier and Merunka 2012; Olson 2010; Simmons and
Becker-Olsen 2006; Speed and Thompson 2000; Zdravkovic et al. 2010). Quester
et al. (2013) also confirm the substantial role of perceived fit for community-based
sponsorship effectiveness. For example, property CSR image only influences per-
ceived sponsor CSR image when consumers perceive the association between the
brand and the club as congruent. Perceived fit also has a direct positive effect on
sponsor CSR image (Quester et al. 2013).

However, using realistic sponsorship stimuli, Olson and Thjømøe (2009)
demonstrate that sponsors with a low level of fit may enjoy stronger identification
than sponsors with a high level of fit primarily because people find some degree of
incongruence interesting. Olson and Thjømøe (2012) find a negative effect of an
initial high-level of fit between a sponsor and an event on sponsor recognition when
sponsorship activation occurs. Indeed, the articulation of the sponsorship, which is
the ancillary marketing communication actions purported to explain the relationship
between the sponsor and the sponsored property (Cornwell et al. 2005), is likely to
remove the initial advantage of a congruent sponsorship, that is, the presence of
pre-existing links in the consumer memory between the event and the brand
(Cornwell et al. 2006). This is because congruent associations can be overlooked or
regarded as not stimulating because they conform to consumers’ expectations (Jagre
et al. 2001).

Thus, there appears to be a flaw in the conventional wisdom suggesting that
there should be a fit between the brand and the sponsored property. This flaw can be
explained by the congruence theory (Mandler 1982) and the concept of ‘created fit’
(Becker-Olsen and Simmons 2002). According to Mandler (1982), incongruent
information can lead to superior recall and positive evaluations because incongruent
messages can stimulate consumer interest. As such, the process of resolution leads
to greater positive evaluations. Further, Becker-Olsen and Simmons (2002) argue
that the link between a sponsor and an event can be apparent from the mere
juxtaposition of their names (‘native fit’), or the association may require some
explanation in dedicated communication (‘created fit’). Zdravkovic et al. (2010)
highlight that managers should not rely on natural fit but should proactively attempt
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to communicate their brand’s fit with the event to consumers. If sponsorship
articulation leads to incongruence resolution, the brand generates arousal, is
interesting, and is valued positively (Jagre et al. 2001). It is for this reason that
sponsorship research, which investigates both native and created fit, demonstrates
that low-fit sponsorships can generate more positive effects. Simmons and
Becker-Olsen (2006) demonstrate that created fit, which they achieved by
explaining how the sponsor and incongruent sponsor recipient relate, can improve
evaluations of incongruent sponsorships. Mazodier and Quester (2014b) empiri-
cally validate congruence theory (Mandler 1982) and demonstrate that initial
incongruence leads to a greater sponsorship-induced change in brand affect. Over
time, as consumers are exposed to and become aware of sponsorship activation, the
initial sponsorship incongruence is resolved, generating positive attitudes. Given
that sponsorship-linked marketing improves brand affect for consumers who ini-
tially perceive the association as incongruent, managers can sponsor events that do
not share a natural fit with the brand without jeopardising their marketing perfor-
mance. However, Mazodier and Quester (2014b) recommend that they reserve a
substantial budget to explicate their fit with the sponsored event and that they
should do so early in the campaign. Indeed, incongruent sponsors that fail to
explain convincingly their association with the sponsored event can face negative
reactions from consumers who have not resolved the incongruence.

Individual Consumer Characteristics

Extant research indicates that sponsorship effectiveness depends on several indi-
vidual consumer characteristics. Managers should run sponsorship when they target
consumers who are likely to react positively.

Event Involvement

The level of consumer involvement in the sponsored property is an important
predictor of sponsorship effectiveness (Mazodier and Chandon 2005; Walraven
et al. 2014). Indeed, individual exposure to corporate sponsors is a function of the
number of events attended or watched (Wakefield et al. 2007). Therefore, the more
the consumer is involved with a particular sponsored object, the more likely they
will be exposed to sponsor messages, and thus there will be a higher probability of
sponsorship awareness. Event involvement not only leads to a higher probability of
sponsorship exposure but also to a higher probability of sponsorship processing. As
Pham (1992) posits, involvement with a sponsored event leads to higher overall
attention devoted to the event, including the attention for embedded sponsorship
stimuli. Likewise, Wakefield et al. (2007) argue that highly involved consumers are
more willing to engage in active information processing and thus are more likely to
pay attention to sponsorship exposure. Moreover, image transfer is positively
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influenced by a spectator’s strong involvement, and attitudes towards the sponsor
are more favourable when the spectator is involved in the event (Levin et al. 2001).
The more the spectator is a ‘fan’ of the event, the more they will perceive that
sponsorship helps the event. In turn, the spectator will hold more goodwill towards
the sponsor (Meenaghan 2001).

Consumers’ Self-Congruity with the Sponsored Event

Mazodier and Merunka (2012) and Sirgy et al. (2008) indicate that managers should
select events with symbolic attributes that match their targeted consumers’
self-concept. This matching process is referred to as ‘self-congruity’ (Sirgy 1985).
Self-congruity plays an important role in both pre-purchase and post-purchase
behaviours (Johar and Sirgy 1991), and according to self-congruity theory, a fit
between the brand and the consumer’s self-image arises when a value-expressive
brand triggers the consumer’s self-schema, which contains self-knowledge related
to the product’s perceived image (Sirgy 1985). Sirgy et al. (2008) and Mazodier and
Merunka (2012) extend research on self-image congruence to a sponsorship context
by demonstrating that self-congruity with a sponsored event strengthens the effects
of sponsorship on brand trust, brand affect and brand loyalty.

Demographic Variables

Further, various demographics may influence sponsorship effectiveness. Prior
research provides contradictory results. Some research finds no significant differ-
ence in the effectiveness of sponsorship, regardless of age or gender (Daneshvary
and Schwer 2000; Quester 1997), whereas other research suggests that young
people remember brand sponsors better than do older people (Walliser 1994). These
results coincide with research on memory, which has demonstrated that memory of
the source of a message decreases with age (Spencer and Raz 1995). Given that
younger people are more able to associate a sponsor with an event, sponsorship
should have a more significant effect on this group. Moreover, older people are less
comfortable with sports sponsorship, and have greater negative attitudes towards
the sponsor (Dalakas and Kropp 2002). Mazodier and Chandon (2005) and
Walraven et al. (2014) confirm that older age (of the consumer) has a negative effect
on sponsorship awareness and purchase intent.

Discussing the gender effect, Pham (1992) observes higher awareness scores
among men exposed to sponsorships, and Kinney et al. (2008) and Walraven et al.
(2014) indicate that men are more likely than women to recall and recognise
sponsors correctly. In contrast, according to McDaniel and Kinney (1998), women
respond more positively to sponsorship in the areas of awareness, attitudes, and
purchase intentions. These results are confirmed by McDaniel (1999) and Mazodier
and Chandon (2005). It is likely that the effect of gender depends on the event and

8 M. Mazodier



further research should investigate the interaction effect between gender and event
involvement.

Kinney et al. (2008) and Walraven et al. (2014) indicate that education level has
positive effects on sponsorship recall.

The Role of Consumer Nationalism

As market globalisation exposes foreign firms to potential backlash from consumer
nationalistic orientation towards their products, sponsorship strategies must con-
sider the interplay between nationalistic sentiment and sponsorship effects. While
foreign sponsors are typically preoccupied with determining the fit between their
brand and a local event, they must also consider individual-level nationalistic
sentiment. The success of companies in foreign markets depends on creating
favourable country-directed consumer attitudes. Sponsorship research indicates that
an event with a foreign sponsor tends to be evaluated less favourably than an event
with a domestic sponsor (Ruth and Simonin 2003; Yue et al. 2014). Lee and
Mazodier (2015) demonstrate that consumer ethnocentrism and animosity nega-
tively moderate sponsorship effectiveness, while cosmopolitanism has a positive
effect on sponsorship effectiveness. Therefore, the presence of foreign brands in a
sponsored event invokes ethnocentric feelings among local consumers, which
dampens sponsorship goodwill and other positive sponsorship outcomes. Hence,
the strategic uses and outcomes of international sponsorship must be considered in
conjunction with consumers’ perceptions of foreign brands from a nationalistic
perspective.

Sponsorship Activation

The terms ‘leverage’ and ‘activation’ are often used to define marketing commu-
nication campaigns that intend to remind consumers of the sponsorship (Carrillat
et al. 2015). Sponsorship-linked marketing activities often span many days, weeks
or years and imply repeated exposure to sponsor messages. It is ultimately the
marketer’s responsibility to make consumers aware of the link between the event
and the brand, using advertising, public relations, promotion, and merchandising.
For example, at the 2013 Hong Kong Rugby Sevens tournament, co-sponsor
Cathay Pacific created a popup store in Causeway Bay that used equipment to allow
consumers to momentarily ‘become’ rugby players - conveying the excitement of
the game to them on an individual level. It is well established that sponsorship
activation is key to maximising sponsorship effectiveness (Carrillat et al. 2015;
Chadwick and Thwaites 2005; Quester and Thompson 2001; Weeks et al. 2008).
As noted, one objective of sponsorship activation is to communicate the meaning of
the association between the sponsor and the event to leverage the benefits of
sponsorship (Quester and Thompson 2001). Therefore, 78 per cent of sponsorship
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managers invest as much in sponsorship activation as they do in fees to acquire the
official rights to the sponsorship (International Events Group 2013). Nevertheless,
Olson and Thjømøe (2009) report that the ratio of activation spending to spon-
sorship spending has an inverted U-shape relationship with sponsorship effective-
ness, with the optimum being approximately the two or three threshold.

Conclusion

Over more than 15 years and 20 articles, Pascale Quester has considerably
improved our knowledge about sponsorship. Quester has established sponsorship as
an effective marketing communication strategy and identified several variables that
drive sponsorship effectiveness. Nevertheless, more research is needed to establish
the financial return on investment of sponsorship (particularly its long-term effects)
and to compare the return on investment of sponsorship with other event com-
munication strategies such as traditional advertising or ambush marketing.
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Leveraging Research on Activation:
Quester and Thompson’s (2001) Impact
on the Field of Sponsorship

Francois A. Carrillat and Alain d’Astous

Abstract Sponsorship activations—that is, the ancillary marketing communication
actions purported to enhance the association between sponsees and sponsors—are
what make sponsorships come to life. Activations are generally considered to be
critical elements of a sponsorship strategy; for some, perhaps even more so than the
sponsorship itself. The work of Quester and Thompson (2001) was a landmark
contribution to the study of sponsorship activation on conceptual, empirical, and
methodological grounds. It led the way to a host of studies and, to this day, still
strongly influences sponsorship research. This chapter highlights why at the time
Quester and Thompson (2001) was a significant leap forward in the context of the
existing sponsorship literature, calling attention to the fact that this article presented
the results of the first study to put to the test the common belief that increasing the
intensity of sponsorship activation is beneficial for sponsors. This chapter also
makes the point that the rigorous methodological approach of Quester and
Thompson (2001), which cleverly addressed issues of both internal and external
validity, enhanced the impact of their research in the field of sponsorship. Finally,
the chapter discusses the research studies that followed up on Quester and
Thompson’s (2001) study, the current research topics that echo its contribution
today, as well as the future research directions that it suggests.
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Key Contributions

Quester and Thompson’s (2001) article (hereafter Q&T) improved upon the
sponsorship research literature of its time in many different ways. Sponsorship
research was then at a critical point, at a juncture between perpetuating a tradition of
context-specific findings, where practical considerations often took precedence over
scientific standards, and establishing itself as a full-blown academic field. The
publication of Q&T, with its significant conceptual, empirical, and methodological
contributions, clearly marked the beginning of the scholarly and empirically driven
phase of sponsorship research, which by all accounts continues to this day.
Fittingly, the same year as the publication of Q&T, Cornwell et al. (2001), in a
survey of key US sponsorship managers across many different industries, showed
that managers considered activations as the most important weapon in the sponsor’s
arsenal; and yet, at that time, academic research on the topic was very limited.

Conceptual Innovation

The concept of sponsorship activation is rooted in the sponsorship-linked marketing
framework that was put forward by Cornwell (1995), an influential scholar in the
field of sponsorship. Sponsorship-linked marketing consists in coordinating all
marketing activities across stakeholders in order to enhance the sponsee-sponsor
association. One important contribution of Q&T was to provide a rigorous
empirical investigation of this framework’s activation component; explicitly testing
its added value as a sponsorship strategy. As sponsorship researchers and practi-
tioners know, the up-front investments made by sponsors in the form of property
right fees only buy the visibility that the sponsee provides directly. This visibility is
usually limited and generic for all sponsors in a given tier (signages in and around
the location of the event, logos in brochures, etc.). This is why sponsors generally
engage in supplementary communication activities aimed at enhancing their asso-
ciation with the sponsored entity. The purpose of these activations—that not only
take the form of advertising, but also of sweepstakes, packaging, samples, special
product editions, etc. (Cornwell et al. 2005)—is “to exploit the commercial
potential of the association between a sponsee and a sponsor” (Weeks et al. 2008,
p. 639). For instance, Procter & Gamble’s widely recognised “Proud sponsor of
moms” advertising campaign that ran during the 2012 and 2014 Olympic Games,
was aimed at promoting the link between the corporation, as well as its brands, and
this event. Through the use of media vehicles apart from the event itself, P&G
wanted to communicate to a larger audience the very fact that it was sponsoring the
Olympics. Hence, above all, the fees paid to sponsees give a sponsor the right to
activate this link and to use exclusive trademarks such as an event’s logo, mascot,
or taglines. Sponsorship researchers and practitioners alike consider that the bulk of
a firm’s sponsorship budget ought not to be devoted to the fees required to become
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a sponsor, but rather to investments in various sponsorship activations (e.g.
Crimmins and Horn 1996; Olson and Thjómóe 2009). Thanks to its empirical
investigation, Q&T contributed to shed light on the specific role of sponsorship
activations. In doing so, it solidified the conceptual stance initiated by Cornwell
(1995) according to which in order to maximise their benefits, sponsorship pro-
grams should be supported by various marketing communication activities.

Empirical Breakthrough

The research question tackled by Q&T was innovative and the results obtained
painted a very clear, yet contrasted picture. These findings consolidated a series of
results from isolated studies, in which experimental and statistical controls were not
as stringent, that had explored the potential benefits of sponsorship activations. In
her own previous research, Pascale Quester had already shown a keen interest in the
study of activations through two papers based on the Adelaide Formula One Grand
Prix. In the first one (Quester 1997), sponsor awareness of residents of the city of
Adelaide was higher for those sponsors that engaged in activations than for those
that did not. Interestingly, the findings included a breakdown of the different
activations that sponsors engaged in. For instance, then General Motors/Holden,
enjoyed the highest awareness level of any sponsor performing activations by
supporting the ‘celebrity race’; a peripheral event to the main race. These findings
were confirmed in the article published the following year (Quester and Farrelly
1998) where the least visible sponsors in terms of activation reaped the smallest
benefits from their investment.

Relevant research on activation was conducted by other researchers. Among
these precursors, Crimmins and Horns (1996), through their analysis of NBC’s
exclusive “Olympic Watch” data, showed that sponsors of the Olympics having
invested in activations were generally able to create stronger associations with this
event. For instance, 64 % of sponsors that used activations succeeded in creating a
link with the Olympic Games in comparison with only 4 % of sponsors that did not.
In addition, their results revealed that establishing this link was a necessary, but not
sufficient, condition for achieving perceptual changes of the sponsor’s brand image.
In the same vein, Cornwell et al. (1997) found that sponsors of a basketball team
that did not advertise during the game were not recalled by attendees and Otker and
Hayes (1987), for their part, observed that sponsors gaining the most from their
sponsorship during the 1986 World Cup were those with the greatest advertising
presence during the event. However, although relevant, these studies did not allow a
systematic investigation of the impact of activations on sponsorship effectiveness as
no data were available regarding the type and amount of activation spending.

Building on these important prior findings, Q&T was a landmark empirical
contribution to the research domain of sponsorship activation. Above all, the
methodology employed was rigorous as well as relevant. For the first time, a study
on sponsorship activation was conducted with a tight control on extraneous factors
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while taking place in the field, aiming for both internal and external validity. Within
the context of a real event, the Adelaide Festival of the Arts, a sample of city
inhabitants was selected to participate in a two-stage treatment with control design
where pre- and post-event measures were obtained from a first group that attended
one of the events of the festival (treatment) and a second group that did not attend
any of the festival’s event (control). Participants in the treatment conditions had
bought tickets for an event sponsored by one of three firms who dedicated various
budget amounts to the activation of their sponsorship: 75 cents of activation
spending for every dollar of sponsorship fee, 25 cents for every dollar, and no
activation at all, respectively. The results showed the strongest awareness and atti-
tude gains (pre- vs. post-event measures) among people who had attended an event
sponsored by the firm with the strongest investment intensity, followed by the firm
with an intermediary level of intensity; whereas the firm that did not activate did not
reap much from its sponsorship. This yielded great insights, not only from the point
of view of research validity because it was a well-crafted field experiment (i.e. use of
a control group, inclusion of a no activation condition, before and after measures,
sample of adult consumers, real event and real sponsors), but also because it
investigated the effects of sponsorship activation at different levels of intensity (0.75
ratio vs. 0.25). It would be another 8 years before Olson and Thjómóe (2009) would
address again the issue of activation budget-sponsorship fee ratio. Critically, using
experiments with strong external validity, they found that this ratio can reach
decreasing marginal returns in terms of sponsorship effectiveness beyond a certain
level. In sum, Q&T’s empirical impact on the field of sponsorship was seminal
because it offered the first rigorous test of activation’s benefits by relying on a
stringent experimental design with longitudinal data gathered into the field.

Methodological Advances

Although Q&T’s method did not allow investigating the effectiveness of different
type of activation strategies, it nonetheless provided for the first time empirical
evidence for the relationship between sponsorship activation intensity and
favourable consumer responses. Indeed, before the publication of Q&T’s article, the
sponsorship research literature had not seen a rigorously controlled field experi-
ment. The majority of empirical papers were either descriptive in nature (e.g.
Gardner and Shuman 1987), based on case studies, best practice reports, or
post-event surveys that left much insight to guesswork (e.g. Amis et al. 1999;
Bennet 1999). Although Pham (1992) as well as d’Astous and Bitz (1995) used an
experimental design approach, their stimuli and data collection procedures were
modelled on the laboratory experiment. While the work of Meenaghan (1983;
2001) and his collaborators (e.g. Meenaghan and Shipley 1999) had laid the con-
ceptual foundations for what was to come empirically, it was not until Q&T that
this became a full-fledged reality. Building on these important previous works,
Q&T brought experimental designs to the field.

16 F.A. Carrillat and A. d’Astous



Lasting Influence on the Field of Sponsorship

In addition to being a significant contribution in the area of sponsorship activation,
many subfields of sponsorship are indebted to Q&T regarding their progress in the
advancement of knowledge, either empirically or theoretically.

Conceptual Refinements of the Activation Concept

First and foremost, Q&T led the way to a series of rigorous empirical studies on
activation itself. These papers cover a broad array of activation tools such as
advertising (e.g. Grohs et al. 2004; Olson and Thjómóe 2009), product packaging
(Woodside and Summers 2012), product trials during the event (Sneath et al. 2005),
and websites (Weeks et al. 2008). The results of these studies have confirmed the
benefits of sponsorship activation across a variety of applications. In addition to
spurring researchers to further investigate sponsorship activation and its benefits,
Q&T also fostered further conceptual developments of the activation construct. This
is particularly evident in the research program of Bettina Cornwell and her collab-
orators where important refinements to the notion of activation were made. Cornwell
et al. (2005) popularised the concept of articulation, a special case of activation,
where the activation message is purported not only to strengthen the sponsee-sponsor
link, but also to explain the relationship between the sponsee and the sponsor.
Message articulation is usually relied upon by sponsors that are incongruent, or
lacking natural fit with the sponsee. McDonald’s campaign articulating its sponsor-
ship of the 2014 Sochi Olympic Games offers a good illustration of message artic-
ulation. Titled “being together”, the campaign featured a family sharing a meal at a
McDonald’s restaurant while watching the games on TV. A subsequent study by
Cornwell et al. (2006) showed the beneficial effects of articulation message on
sponsor recall, whether the sponsors are congruent or not with the sponsee.
Interestingly, their findings also revealed that the detrimental impact of the presence
of competitors of the focal sponsor in the communication landscape can be alleviated
by well-conceived articulation messages. The positive impact of articulation mes-
sages on sponsor evaluation was confirmed by Simmons and Becker-Olsen (2006)
and Coppetti et al. (2009) who showed that articulation can foster image transfer—
that is, whereby the image characteristics of the sponsee rub off the image of its
sponsor. More recently, Olson and Thjómóe (2011) showed that articulation can
improve the perceived congruence of the sponsee-sponsor pair, confirming that the
benefits of articulation are explained in good part by this enhanced congruence.

The concept of activation was further refined by Weeks et al. (2008) who made
the distinction between leveraging and activating. While leveraging represents a
somewhat passive way to communicate the association between the sponsee and the
sponsor, activation reflects a more proactive strategy, a strategy that requires inputs
from consumers. This distinction is particularly relevant in an online context
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because of the many possibilities for consumers to interact with sponsors through
their website (e.g., proactive actions, such as clicking through, can be requested), as
compared with merely being on the receiving end of activation messages. Their
findings revealed that leveraging is not as good as activation from the point of view
of sponsorship effectiveness. In an effort to further examine the impact of the
interactivity that online contexts afford, Carrillat et al. (2014b) took the study of
activation into the realm of social media by showing that event-related Facebook
postings that require more engagement from Facebook users (solving riddles,
thinking metaphorically about the objectives of the event, etc.) are more effective at
promoting favorable responses.

Repeated Exposures to Sponsorship Activations

Although in most real-world situations, target consumers are exposed several times
to a sponsor’s activation initiatives over time (e.g. the multiple exposures to P&G
‘Moms’ campaign), only a few studies have examined the impact of message
repetition in the context of sponsorship activation. Even if it is fair to assume that
consumers in Q&T were exposed more than once to activations regarding the
sponsored artistic events, their data did not relate systematically message frequency
with consumer responses. Several recent papers have however investigated the
effect of message repetitions. Mazodier and Merunka (2012) examined the effects of
exposing consumers to three activation messages at intervals of 3 or 4 days. Their
results showed that repetition leads to significantly more positive consumer
responses toward the sponsor than no sponsorship activation at all. Another
approach to studying activation message repetition is to rely on activation expen-
ditures as a proxy for message exposure frequency to the target market, such as in
Walraven et al. (2014). Their longitudinal data showed that the benefits reaped by
Heineken, the UEFA Champions’ League main sponsor since 2005, in terms of
brand name recall and recognition over a 4-year period, were significantly and
positively related to the size of the activation budget.

Sponsorship Clutter

If activation is meant to make the sponsee-sponsor link more vivid among stake-
holders, it can also be a way to inoculate against sponsorship clutter, that is, when
there are competitors in the perceptual space occupied by a focal sponsor, whether
they themselves are sponsors of the same, or another, sponsee (e.g. sponsoring
athletes taking part in a sponsored event), or are not sponsors at all. Although Q&T
reported a high level of clutter in the sponsorship environment of their study,
mentioning for instance 33 different logos of various sponsors in the Festival
Booking Guide, they did not systematically investigate whether activation messages
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can reduce in some way the possible negative effects of sponsorship clutter. This
question was examined in the aforementioned study by Cornwell et al. (2006) who
showed that the presence of a competitor in the sponsorship environment creates
some clutter that is detrimental to sponsor recall and that articulation can circum-
vent this problem to some extent. Ruth and Simonin (2006) on the other hand
showed that clutter can be detrimental to consumer appreciation of the sponsee
when the sponsor’s commercial objectives are apparent, but that these evaluations
improve when the motivations behind the sponsorship are perceived as benevolent.
While the work of Cornwell et al. (2006) and that of Ruth and Simonin (2006) have
revealed a negative impact of sponsorship clutter on memory of sponsors and
evaluation of the sponsee, its effects on sponsor evaluation were not addressed.
Carrillat et al. (2005) did not observe a negative impact of sponsorship clutter on
attitudinal responses toward sponsors. However, they found that when clutter
results from concurrent sponsorship (i.e. the presence of other brands sponsoring
the same event), the image of all the sponsors may transfer between each other;
which can be detrimental or beneficial, depending on the sponsor’s held images.

Broadening the Scope of Sponsorship Research

One would be hard pressed to find an empirical study prior to Q&T that investigated
something else than sports properties. Although Q&T did not specifically frame their
findings within the realm of arts sponsorship, this was noticeably one of the first
studies to bring sponsorship research outside of the sports domain. In doing so, Q&T
paved the way for subsequent studies to be conducted in the context of the arts and
culture. In addition, this prompted questions about the generalisation of sponsorship
findings outside of sports, an issue brought up by Meenaghan (2001) who high-
lighted the importance of accounting for effects associated with different levels of
sponsorship, such as the type of activity sponsored (sports, arts, cause, etc.). In this
sense, Q&T represents a significant research episode in the debate concerning the
generalisability of findings across different sponsored entities. In an article devoted
to this issue, Olson (2010) concluded that for the most part, research findings appear
to hold across different sponsored activities. However, this is an isolated study that
does not account for all possible variations across contexts. A rigorous meta-analysis
of the effectiveness of sponsorship using the sponsee’s domain of activity as a
moderator would allow to address this question systematically.

As shown above, up to the publication of Q&T, many sponsorship studies were
plagued with methodological and conceptual fragility. Hence, Q&T not only rep-
resented a sharp turn in this regard, but it did so in a domain very sparingly
examined previously. One consequence is that more papers on sponsorship began
to appear in the arts management research literature. For instance, the International
Journal of Arts Management, which rarely discussed sponsorship issues before the
2000s, witnessed a growing number of contributions in this area (e.g. d’Astous
et al. 2005; Ropo and Sauer 2003) in the wake of the publication of Q&T.
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Ambush Marketing

Q&T also revived important questions related to ambush marketing, that is, when
non-sponsor firms attempt to be perceived as actual sponsors by means of diverse
strategies, such as sponsoring the broadcast of the event, using non restricted
event-themed elements in their communication materials, sponsoring a competing
event, etc. (Carrillat et al. 2014a). The issue of ambush marketing was investigated
by scholars early on (i.e. Sandler and Shani 1989), but for more than a decade this
research topic remained quite dormant. One contribution of Q&T was to present
empirical evidence related to involuntary ambushing, that is, when non-sponsor
brands become associated with an event although no intended attempt was made at
posing as real sponsors. Always in the vanguard of new developments, years later,
Pascale Quester and collaborators looked at the so-called ‘name and shame’
strategy used by sponsors to retaliate against ambushers by unmasking them to the
general public (Mazodier et al. 2012).

Activation and Event-Sponsor Congruence

One of the most often studied concepts in sponsorship is sponsor-sponsee con-
gruence, or the extent to which the sponsee and the sponsor fit well together (e.g.
Speed and Thompson 2000). Sponsorship researchers generally distinguish
between sponsorships that seem to fit naturally (e.g. Nike and sport properties such
as events, athletes or teams) and others where fit is not as obvious (e.g. Visa and the
Olympics or Nike and an art exhibit) or downright inexistent (e.g. Camel cigarettes
and off-road car racing). Pascale Quester made significant contributions in the
specific area of sponsor-sponsee congruence as well, specifically regarding the
underlying dimensions of congruence (Fleck and Quester 2007). Researchers
working in this area are interested in establishing on what bases (image, concrete
features, brand concept, geographical match, etc.) is congruence formed (e.g.
Carrillat et al. 2013; Olson and Thjómóe 2011). Later, Quester tackled the issue of
activation and congruence by examining how they combine to influence sponsor-
ship effectiveness over time (i.e. Mazodier and Quester 2014). This article’s con-
tribution resides in its findings that affective reactions toward the brand improves
more sharply over time for sponsors that invest heavily in activations. Set during
the 2010 FIFA World Cup and the 2012 London Olympics, respectively, the two
studies bring important insights to the debate concerning whether congruent or
incongruent sponsorships produce the best results. This question essentially
opposes human memory associative theorists who argue that congruent sponsor-
ships facilitate the spreading activation of associations in consumers’ minds, which
is a source of positive affect (Carrillat et al. 2005), and cognitive elaboration the-
orists who believe that incongruence leads to deeper information processing, which
produces greater attitude change and better memory for sponsors (Jagre et al. 2001).
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According to Mazodier and Quester (2014), such an opposition might be mis-
guided. What sponsorship researchers and managers should rather look at is
whether activating a sponsorship is more or less effective over time as a function of
the initial level of sponsee-sponsor congruence. Their results show that the apparent
superior effectiveness of congruent sponsorships may be in fact punctual, due to
sponsorship research having generally focused on immediate, or short-term effects.
Thanks to the longitudinal design adopted in this study, the results show that, over
time, the potential for improvement of mildly incongruent sponsee-sponsor asso-
ciations, through diverse sponsorship activations and articulations, is greater than
that of congruent sponsee-sponsor pairs. In addition, the rate of improvement of the
effectiveness of mildly incongruent sponsorship is faster than that of congruent
sponsorships. The incongruence resolution process that is at the source of the
superiority of mild incongruence apparently requires some time to significantly
impact consumer’s evaluative reactions, a phenomenon that Mazodier and
Quester’s (2014) design could unearth. With this article, Pascale quester’s work
came full circle; starting in 2001 with research on the effectiveness of activations
that triggered many contributions, this 2014 paper nicely mixes together, in a
longitudinal perspective, activations and sponsee-sponsor congruence, two of the
cornerstone concepts of sponsorship.

Conclusion

Sponsorship research has improved drastically within the last 15 years; there is now
greater attention paid to theoretical developments, more rigorous and relevant
research designs, better sampling methods, more sophisticated measuring instru-
ments and analyses, and greater consideration of internal and external validity
issues. This evolution can be traced to the hard work of many scholars devoted to
making sponsorship research a truly scientific enterprise. Among them, Pascale
Quester stands as a prominent figure. Her research approach, oftentimes based on
longitudinal measurements taken in the field, with a tight experimental control,
maximises both relevance and rigor; characteristics that have become more wide-
spread in sponsorship studies. Q&T significantly contributed to bring sponsorship
research into its modern phase. At a time when the sponsorship literature was
almost exclusively focused on sports events, and when descriptive and non-causal
research designs were all too common, this article marked a clear divide between
two eras.

Research by Q&T and their followers has brought many important advances in
our understanding of sponsorship activation and articulation, but there is still a great
deal to accomplish. We would like to conclude this homage to Pascale Quester by
suggesting some directions for future research.

To this day research on sponsorship activation and articulation has essentially
focused on the reinforcement of the sponsor-sponsee link. While this emphasis is
understandable, it must recognised that activation messages can be articulated

Leveraging Research on Activation … 21



around various dimensions. As a first example, recently we have been interested in
our laboratory in looking at a quite common although, strangely enough, under-
studied phenomenon: sponsor change, that is, the situation where, for some reasons,
a current sponsor exits from a sponsorship and is replaced by another. We dis-
covered that when presented with this fact, consumers naturally engage in devel-
oping various causal explanations of the behaviors of the former as well as the new
sponsors. For instance, they might think that the former sponsor had attained its
objectives or, in contrast, that it considered the sponsorship as unprofitable.
Inferences are also made in relation with the new sponsor, for example that it was
an opportunistic move. In addition we found that, depending on various charac-
teristics of the sponsor change situation, notably, the duration of the former part-
nership, these inferences vary and are likely to impact consumer responses (e.g.
purchase intentions). Managing consumer inferences in this type of situation is
therefore critical, and this must be done by communicating adequately with con-
sumers. Hence, new sponsors in this situation should consider the possibility of
activating their sponsorship not only to reinforce their link with the sponsee but
also, and perhaps, more importantly, with the objective of creating among con-
sumers, through proper articulation, durable impressions of support and continuity.

A second example, issued also from research in our laboratory, concerns the
importance of attenuating the inferences that consumers often make about the
apparent commercial motivations of sponsors. As discussed elsewhere (Carrillat
and d’Astous 2012), the advertising-sponsorship interface is something that spon-
sorship researchers and practitioners should always consider carefully, and manage,
since consumers may sometimes develop impressions that a sponsor is more
interested in exploiting an entity (e.g. an event) than supporting it. The goodwill
that is often associated with sponsorship is in jeopardy whenever consumers make
such inferences and concrete actions should be taken to harness them. Activating
the sponsorship with adequate articulation can serve this purpose and could be done
with the objective of convincing consumers of the altruistic nature of the sponsor’s
intentions. Research is needed on this important aspect of sponsorship management.
It would be relevant in particular to verify if inferences of commercial exploitation
made by consumers depend on the type of property that is sponsored (e.g. arts,
sports or cause-related actions) and compare the effectiveness of articulation in
attenuating these inferences across these different types. In their research, Q&T
found that their participants had positive perceptions of the sponsors of the
Adelaide Festival of the Arts, but did not have the data to test or even speculate
about possible differences with other sponsorship contexts.

Another relevant direction for future research concerns the important issue of
sponsorship portfolio, that is, the situation where a firm sponsors several entities
(Chien et al. 2011). To this day, research on sponsorship activation and articulation
has mostly centered on single-entity sponsoring. Yet, it is quite common that firms
sponsor several entities which may, or may not, be consistent with respect to their
domain of activity and their reputation. As recent research in our laboratory has
demonstrated, any given sponsor-sponsee link in a sponsorship portfolio might
suffer from these multiple connections, because consumers may not only have some
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difficulty in establishing several sponsor-sponsee links, but also in giving meaning
to these numerous associations, especially when there is high variance among the
sponsees. Activating a given sponsorship in the context of a sponsorship portfolio
should therefore be made with a consideration of consumers’ knowledge of the
sponsor’s involvement with other properties and the objective of facilitating the
establishment of distinctive and coherent sponsor-sponsee associations.
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Sponsorship-Linked Attitudes
of Employees of Sponsoring Firms: SMEs
Versus Large Organisations

Aila Khan and Suzan Burton

Abstract Corporate sponsorship is often used to develop positive attitudes towards
a brand or a firm, among its customers and/or potential customers. Depending on
the size of the organisation, corporate sponsorship may involve high-profile entities
(such as the Olympics), or smaller local groups or individuals, but the prominence
of large entities means that sponsorships by large organisations attract most media
and research attention. A less commonly studied effect of sponsorship is the effect
on the attitudes of the sponsoring organisations’ own employees. In this area, as
with consumer-focused sponsorship, large organisations are likely to have sub-
stantial advantages. Large firms have the resources to leverage their sponsorship
both internally and externally. Large organisations also have the expertise to
effectively communicate their sponsorship-relationship to internal audiences. Yet
smaller organisations may also be successful in engaging employees by sponsoring
local entities at far lower cost, and providing opportunities for employee partici-
pation in the sponsorship. This research compares sponsorship-linked attitudes of
405 employees at small and medium-sized enterprises (SMEs) and large organi-
sations. Despite large organisations’ bigger budgets, sponsorship-linked attitudes
were not significantly lower among SME employees. For one measure,
sponsorship-linked organisational identification, SME employees rated significantly
higher than employees of large organisations. The findings suggest that sponsorship
can result in positive employee attitudes, even in SMEs—and may in fact be even
more cost-effective for SMEs. These results may be due to increased communi-
cation within SMEs, or because SME employees may have stronger affiliations with
sponsored entities. Implications for research and practice are discussed.
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Introduction

Corporate sponsorship may have its roots in patronage, but today, it is regarded as
being similar to advertising, as an investment made to progress corporate objectives
(Meenaghan and Shipley 1999). This view of corporate sponsorship as an invest-
ment is reflected in a definition of corporate sponsorship by Quester and Thompson
(2001, p. 34) as “an investment, in cash or in kind, in an activity, person or event
(sponsee), in return for access to the exploitable commercial potential associated
with that activity, person or event by the investor (sponsor)”.

Although, like advertising, sponsorship is generally seen as an investment, a key
differentiating factor between sponsorship and advertising is the former’s ability to
deliver a benefit to society while assisting in meeting marketing objectives. As a
result of this societal benefit, consumers generally receive sponsorship communi-
cations in a ‘halo of goodwill’, so sponsorship communications are viewed less
critically than advertising messages (Meenaghan 2001). Sponsors can also benefit
from the gratitude that arises among audiences who have a strong liking for the
‘sponsee’, that is, for the sponsored event or property (Crimmins and Horn 1996).

In addition to providing benefits by creating positive associations among con-
sumers, a sponsor’s own employees are an important second, internal, audience for
sponsorship-related objectives. Just as an external communication tool—advertising
—has effects on internal audiences (Gilly and Wolfinbarger 1998), corporate
sponsorship—though primarily aimed at customers—may also have an impact on
employees. A company’s sponsorship of a popular event or “worthy cause” can be
viewed by different stakeholders, including employees, as making a valuable
contribution in strengthening the relationship between the sponsor and the com-
munity (Lacey et al. 2010). The benefit of sponsorship can be enhanced by
leveraging the sponsorship with employees. For example, Nike-sponsored athletes
‘…give motivational talks, host sales meetings,…play golf with clients and
employees and help in product development’ (Amis et al. 1999, p. 6). Thus, a
sponsored athlete becomes an integral part of the company, with employees
viewing the athlete as more of a ‘colleague’ than a star (Amis et al. 1999).

A key aspect of sponsorship implementation is the sponsor’s investment in the
activation or leveraging of the sponsorship-relationship. Activation includes all
marketing activities that a company conducts to promote its involvement in
sponsorship. Such a marketing expenditure is over and above the rights fee paid to
the sponsored property (IEG 2010). According to some estimates, the
activation-sponsorship fee ratio can be as high as 8:1 in order to fully reap the
rewards from the sponsorship deal (O’Reilly and Horning 2013).

Large organisations, besides bigger budgets, are often able to benefit from the
media coverage that comes with high-profile sponsorships. As a result, most public
and research attention has focused on sponsorship by large organisations. For
example, Nike could afford to sign up Michael Jordan for US$2.5 million a year
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when he was in his senior year at university and still had to prove himself as a
professional player (Amis et al. 1999). The sponsorship resulted in Air Jordan shoes
and Jordan-related apparel contributing over US$200 million a year in sales for
Nike (Katz 1994).

Although the majority of research has focused on sponsorship by large organ-
isations such as Nike, small and medium-sized enterprises (SMEs) may also be able
to benefit from sponsorship by supporting activities at a community-level, or by
supporting smaller, more affordable entities (Mack 1999). When an organisation is
seen as being caring and supportive towards an entity that employees are passionate
about (such as a local football team), employees may feel obliged to reciprocate the
generosity (Eisenberger et al. 2001). One way of reciprocating is through more
favourable employee attitudes and behaviours towards the employer (Jones 2010).

While large organisations may also support neighbourhood entities, their support
of local community events is often overshadowed by their support of other more
high-profile events. In contrast, over 50 % of SMEs regularly sponsor local events
and charities (Webb and Carter 2001), but would rarely, if ever, sponsor major
events. Perhaps in part due to their association with community based sponsorships,
SMEs have been found to have a more direct connection with the local community
(Russo and Perrini 2010). People in the community often know the local small
business owners—and their family members—by name. Customers can put a face
to the business (Koch 2013). Such deep connections cannot be realised by bigger
corporations.

But sponsorships are expensive, and the outcomes often uncertain. For smaller
organisations, the benefits of sponsorship are even less certain. Smaller organisa-
tions will have lower sponsorship budgets, and so be less able to capitalise on the
media attention given to high-profile sponsees. Similarly, a smaller organisation
will not be able to offer its employees the chance to get the privileged access to
high-profile sportspeople offered by large sponsors such as Nike. Under these
conditions, it is not clear whether small organisations can hope to obtain the pos-
itive effects on employee attitudes that large organisations can achieve through their
more expensive and higher profile sponsorships.

Despite this important challenge for understanding the effects of sponsorship in
different size organisations, there has been only limited research attention to
sponsorships by small to medium organisations (SMEs), and even less into the
effects (if any) of those sponsorships on the employees of SME sponsors. As a
result, this research compared the response of employees from large organisations
and SME sponsors, to explore whether sponsoring SMEs can achieve equivalent
positive responses from their employees, despite considerably lower budgets and
lower profile sponsees. In the next section, we discuss examples of sponsorship by
large and small organisations, and then describe the study, the results, and the
implications for businesses and for research.
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Leveraging Corporate Sponsorship

Worldwide, expenditure on sponsorship has been increasing faster than other forms
of promotion such as advertising (Meenaghan 2001). According to one estimate,
the expenditure on sports sponsorship in Australia and New Zealand alone is
approximately A$927 million per year (IMR Sports Marketing 2013). The 2006
Commonwealth Games in Melbourne were estimated to have involved around
$AUD130 million in associated sponsorship from 50 sponsors (Webb 2006). One
of the eight principal corporate sponsors of the Games was the National Australia
Bank (NAB), and a spokesperson at the time said that NAB would have recouped
the cost of the sponsorship in new business even before the Games started.

However, corporate sponsorship is not limited to large organisations.While SMEs
cannot usually afford to sponsor large events or other well-known sponsees, they can
be involved in supporting small-scale, local and regional properties at much lower
cost. One study found that smaller businesses paid up to $20,000 to sponsor regional
sporting events (Lamont 2005). For example, a real estate agency in Western
Australia, Abel McGrath, sponsored an event organised by a primary school’s P&C.
The event encouraged locals to immerse themselves in culture in a relaxed picnic
setting. The firm’s owner played auctioneer on the night, auctioning off items
donated by the locals. Money raised from the evening went towards an art program at
the primary school. Such sponsorship arrangements can be a cost-effective way for
SMEs to achieve their communication goals (Gardner and Shuman 1988). Even with
a relatively small communication budget, SMEs can therefore reach their publics in a
significantly cheaper way than media-based advertising (Lamont 2005).

While the majority of public and research attention has been directed to the
effects of high-profile sponsorship on customer attitudes, sport sponsorship can also
result in significant positive effects on the staff of the sponsoring organisation. For
example, as mentioned above NAB was one of the major sponsors of the 2006
Commonwealth Games. As well as providing what the bank believed was an
effective commercial return on its sponsorship, an NAB spokesperson said that the
Games proved to be ‘a huge staff motivational tool’, with 30–40 % of staff
involved, and resulting in more than 6500 positive emails from staff (Webb 2006).
So while the impact of sponsorship is recognised in large corporate sponsorships,
the sponsorship literature has largely neglected any effect of sponsorship on
employees in SMEs. This could be partly because a mere 5 % of SME managers
report any substantial benefits in terms of improved employee relations resulting
from the firm’s involvement in corporate sponsorship (Webb and Carter 2001).
Another study found that none of the surveyed SMEs listed any employee-related
goals in their sponsorship objectives (Lamont and Dowell 2008). However SME
employees may still be positively impacted by sponsorship by their employer,
particularly if the employer supports an entity that an employee is passionate about.

The effects of sponsorship on external and internal audiences are summarised in
Fig. 1. Sponsorship can have a direct effect on the sponsor’s external publics
(including its existing and potential customers), creating, and/or reinforcing a
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favourable corporate image. At the same time, the sponsorship is likely to have a
direct effect on the sponsor’s employees. A direct effect on employees could occur
when they are exposed to their employers’ sponsorship messages, by hearing about
the sponsorship themselves, or by experiencing the sponsorship firsthand.
Employees may experience the sponsorship by getting involved in their organisa-
tions’ sponsorship related internal marketing activities—such as Nike’s programs to
bring sponsored athletes and staff together, or NAB’s employee volunteering
opportunities in its Commonwealth Games sponsorship.

Employees may also be indirectly affected by their employers’ sponsorship
activity, as shown in Fig. 1. Indirect effects occur when external stakeholders—such
as customers, suppliers, and/or government officials—see or hear about the
organisation’s sponsorship activities. When these stakeholders interact with the
employees, they may talk about their impressions of the firm’s sponsorship. In this
way, employees form an image of how outsiders view their organisation—a
‘construed external image’ (Dutton et al. 1994). Research has shown that indi-
viduals can ‘bask in reflected glory’ when associated with successful others, and
increase their attachment to that other (Cialdini et al. 1976). Consistent with that
effect, if outsiders view a sponsor’s contribution as valuable, the sponsor’s
employees may feel more positively about their employer, and thus experience
increased motivation at work.

Do Employee Attitudes to Sponsorship Vary Between Large
and Small Organisations?

Both direct and indirect effects are likely to be greater for sponsorships by large
organisations, since such sponsorships will involve larger sums of money
and higher levels of organisational competence in leveraging sponsorship activities.

Fig. 1 The effects of sponsorship on employees—adapted from Acito and Ford (1980)
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In addition, sponsees—either individuals, such as sporting stars, or major events
—that receive large amounts of sponsorship are likely to receive much more media
attention than the lower-profile sponsees typically sponsored by SMEs. The
ever-increasing attention by large organisations to leveraging their sponsorship
investment is thus likely to result in significant direct effects on employees. Such
sponsorships would also have increased indirect effects as more people are likely to
notice, and possibly talk about, prominent sponsors (Wakefield et al. 2007).

As a result of the greater ability of large organisations to leverage sponsorship
efforts, employees of large organisations might be expected to have more positive
attitudes to their employer’s sponsorship arrangements, see that sponsorship as more
prestigious in the community, and as a result, have greater identification with the
organisation, due to the ‘reflected glory’ effect of the organisation’s sponsorship(s)
(Cialdini et al. 1976). Alternatively, it is possible that an SME sponsorship that is
focused on a local community within which employees live and socialise may be
viewed as more effective by the employee because they might see the results of the
sponsorship themselves, and possibly accrue personal prestige. For example, the
Abel McGrath sponsorship of the primary school discussed above would be very
visible to employees whose children go to the school. Such employees, would be
likely to see the direct benefit of the sponsorship for a school which otherwise would
have limited sponsorship options. Even if an employee does not have any children
attending the specific school, he or she may hear about the sponsorship through other
community members or friends.

The preceding discussion suggests that an employee’s response to their
employer’s sponsorship arrangement can be assessed with three measures:

(1) Specific Attitudes toward Employer’s Sponsorship

The first measure assesses employees’ specific attitudes toward their employers’
sponsorship activity, because measures of specific attitudes offer the greatest
explanatory power in understanding behaviour (Zielke and Dobbelstein 2007). The
construct reflects previous discussion of specific attitudes by Eagly and Chaiken
(1993), and in this context, thus reflects employees’ predisposition to respond in a
favourable or unfavourable way to their employers’ sponsorship activity.

(2) Sponsorship-Linked Perceived External Prestige

Sponsorship-linked Perceived External Prestige reflects the extent to which an
employee feels proud of their organisation’s sponsorship program due to recogni-
tion and endorsement by important external publics (e.g. customers, friends, family
members, media and business associates). The construct is derived from the work of
Bergami and Bagozzi (2000).

(3) Sponsorship-Linked Organisational Identification

The third measure assesses the extent to which employees see themselves as pos-
sessing the same attributes as their employer, reflecting previous research on
Organisational Identification (Dutton et al. 1994).
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In the following section, we describe the study used to compare the responses of
employees from sponsoring SMEs and large organisations to their employers’
sponsorships.

Methodology

Data was collected using an online survey. Inclusion criteria were (1) that the
employee was working at an organisation employing more than five employees, and
(2) that the employee was aware of some activity being currently sponsored by the
employer (see definition below).

Screening questions were used to categorise respondents as employed by large
or SME organisations, consistent with definitions used by the Australian Bureau of
Statistics (2001)—a large organisation being one employing 200 or more workers, a
medium-sized organisation having twenty to 199 employees, and a small organi-
sation five to nineteen employees. (Organisations with fewer than five employees
are termed micro-enterprises, and micro-enterprise employees were not included in
the study). As corporate sponsorship may easily be confused with other marketing
and promotional activities, a definition of sponsorship was provided to respondents
during the screening process and at the start of the study:

Corporate sponsorship is “the provision of assistance, either financial or in-kind, to an
activity by a commercial organisation for the purpose of achieving commercial objectives”.
Thus, giving donations purely for philanthropic reasons does not form part of corporate
sponsorship. The sponsor must be interested in leveraging the sponsorship-relationship to
achieve certain business-related objectives. This could be done by sponsoring a charity or a
public service (e.g. the Fire Brigade) as well.

A quota sampling method was used to ensure a sufficient sample from both small
and large organisations, resulting in a final sample of 405, with 205 (51 %) from
large organisations, and 200 (49 %) from SMEs. The incidence rate for the survey
was 19 %. Sample characteristics are given in Table 1.

Table 1 Respondent profile Variable Frequency % Variable Frequency %

Gender Firm size

Males 228 56.30 Large 205 50.62

Females 177 43.70 SMEs 200 49.38

Age Status

18–35 185 45.68 Full-time 340 83.95

36–50 137 33.83 Part-time 65 16.05

51+ 83 20.49
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Measures

Specific Attitudes Toward Employers’ Sponsorship

The employees’ attitude to their employer’s sponsorship was measured with four
items, drawn from four different sponsorship studies (Dees et al. 2008; Irwin et al.
2003; Madrigal 2001; Rifon et al. 2004).

1. My employer’s sponsorship improves my impression of my company
2. My employer’s sponsorship effort makes me feel more favourable toward my

employer
3. My employer’s sponsorship activity improves my perception of my employer
4. My employer’s sponsorship activity makes me like my employer more.

The first item was modified from a previous study that used a single item to
measure spectator attitudes to sports sponsorship (Irwin et al. 2003). In view of the
recommendation to use multiple items to generate valid estimates of reliability,
additional items were included from three studies measuring consumers’ specific
attitudes (Dees et al. 2008; Madrigal 2001; Rifon et al. 2004).

Sponsorship-Linked Perceived External Prestige

Sponsorship-linked Perceived External Prestige was measured with five items
modified from a consumer-focused sponsorship study by Cornwell and Coote
(2005), who adapted the scale from Mael and Ashforth (1992). Following these
authors, two items were reverse coded, as shown below. However, those items were
subsequently dropped from analysis due to poor correlations with other items—
presumably due to response errors during the survey completion caused by the
reverse coding.

1. People in my community think highly of my employer’s sponsorship activity
2. In my community, it is considered positive for my employer to have sponsored

an activity
3. My employer is considered to be generous because it sponsors an activity in

order to help out
4. As far as support through sponsorship is concerned, my employer does not have

a good reputation in my community (Reverse coded)
5. People in other similar businesses look down at my employer’s sponsorship

activities (Reverse coded).
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Sponsorship-Linked Organisational Identification

Sponsorship-linked Organisational Identification was measured with six items
modified from the consumer-focused measures used by Cornwell and Coote (2005).

1. If someone criticises my employer’s sponsorship efforts, it feels like a personal
insult

2. I am very interested in what others think about my employer’s sponsorship
activities

3. When I talk about my employer’s sponsorship, I usually say “we” rather than
“they”

4. The successes of such sponsorship activities are my successes
5. If a story in the media criticised my employer’s sponsorship activities, I would

feel embarrassed
6. When someone praises my employer’s sponsorship efforts, it feels like a per-

sonal compliment.

General Beliefs and Attitude Toward Sponsorship

Since employees of large organisations may have different general attitudes to
sponsorship, which might, in turn, influence their attitude to their employer’s
sponsorship, a fourth measure, ‘General Beliefs and Attitude to Sponsorship’ was
assessed to ensure there was no systematic difference in attitude to sponsorship
between the employees from SMEs and large organisations. This variable was
assessed with five items, adapted from Lachowetz et al. (2002).

1. Sponsorship creates a positive image for the sponsoring organisation
2. Sponsorship is a positive thing in organisations today
3. Sponsorship should be a regular part of a company’s activities
4. I am positively impressed with an organisation that sponsors anything or anyone
5. I like to see companies supporting worthy causes or events.

All items were measured on a five point Likert scale, ranging from 1 (Strongly
disagree) to 5 (Strongly agree). Validity and reliability scores were found to be
satisfactory (see Tables 3 and 4 in Appendix). A single, summated scale was
computed for each construct by averaging responses to items of each construct
(Hair et al. 2010). Thus, the possible range of scores for each measure is from 1.0 to
5.0, with higher scores reflecting stronger attitudes. Independent-samples t-tests
were used to compare mean differences between the two groups of employees, after
testing of appropriate assumptions (i.e. approximately normal distributions and
variance for the groups being compared).
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Results

General Beliefs and Attitude Toward Sponsorship

General beliefs and attitudes to sponsorship did not vary between employees from
SMEs and large organisations, with both groups having the same beliefs and atti-
tude, in general, when rounded to one decimal place (see Table 2). This lack of
difference was expected, and is not surprising, since people’s general attitudes are
likely to have been formed from their experiences outside the workplace, rather
than being primarily driven by any experience of their employer’s sponsorship
programs. The lack of difference in general attitude thus allowed a comparison of
employees’ attitudes toward their employers’ sponsorship under the assumption that
the groups had the same general attitude to sponsorship.

Specific Attitudes Toward Employers’ Sponsorship

There was no difference in the mean attitude of employees to their employer’s
sponsorship across large organisations and SMEs (p > 0.1). In fact, SME employees
had a slightly—but not significantly—more positive attitude to their employee’s
sponsorship efforts (see Table 2). Thus despite what would be presumed to be much
higher sponsorship expenditure by large organisations, the attitude of employees in
SMEs to their employer’s sponsorship was no less positive—and, as discussed
above, was, on average, more positive, though not significantly so. Lower expen-
diture on sponsorship by SMEs does not therefore appear to be a barrier to
achieving any positive effects on employee attitude to sponsorship.

Sponsorship-Linked Perceived External Prestige (PEP)

There was no significant difference in Sponsorship-linked PEP across the respon-
dents from SMEs and large organisations (p > 0.1) (see Table 2). Indeed, as with
attitudes to their employer’s sponsorship, employees from SMEs rated the
Sponsorship-linked PEP of their employer higher than those from large organisa-
tions (though not significantly higher). As shown in Table 2, SME employees rated

Table 2 Sponsorship-linked employee attitudes—large organisations versus SMEs

Variables Large SMEs Difference

Mean SD Mean SD t-value p-value

General beliefs and attitude 3.41 0.66 3.37 0.60 −0.55 0.58

Specific attitudes 3.43 0.89 3.46 0.86 0.36 0.71

Sponsorship-linked PEP 3.35 0.78 3.46 0.74 1.50 0.13

Sponsorship-linked OI 2.82 0.81 2.99 0.85 −1.98 0.04a

aSignificant difference between means
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the external prestige of their employer’s sponsorship 3.46 on the five-point scale,
compared to an average rating 3.35 for employees from large organisations. The
result is somewhat surprising, since the large corporate events sponsored by large
organisations would be expected to have higher visibility in the broad community.

One possible explanation for the higher rating by SME employees may be the
repeated reference to ‘in my community’, and an evaluation of an employer as
‘generous’ in its sponsorship in the measurement items. These features of the
measure may have focused SME respondents’ attention on the benefits of local, and
less clearly commercial, sponsorship often used by SME sponsors, with a com-
mensurate higher evaluation of the local community’s evaluation of that
sponsorship. Whatever the reason for the lack of significant difference (and the
higher rating by SME employees), the result does suggest that SME sponsorship
arrangements are viewed by their employees as resulting in community prestige
(at least for the local community) that is at least equivalent to, and possibly even
higher than, the prestige associated with much larger and high-profile sponsorships.

Sponsorship-Linked Organisational Identification (OI)

Employees of large organisations had significantly lower average levels of
Sponsorship-linked OI than SME employees, as shown in Table 2. Employees of
large organisations, on average, rated their identification as 2.82 on the five-point
scale, compared to an average of 2.99 for employees of SMEs.

The result is somewhat surprising, since Sponsorship-linked OI would be
expected to be higher due to the higher profile of sponsorships by large organisa-
tions, and the associated opportunities for promoting those sponsorships, either
through advertising, public relations, or employee-directed activities. The result
may reflect lower levels of organisational identification among employees of large
organisations, but suggest that creating sponsorship-linked identification with an
employer is not solely dependent on the firm being a big player in the market or
sponsoring more prominent, high profile events. Based on these results, SMEs with
smaller budgets and more low-key sponsees can still generate higher levels of
OI amongst their employees than large organisations. One possible explanation is
the opportunity for SME employees to establish face-to-face interaction with the
owner-manager of the firm, possibly resulting in a transfer of values and principles.
Such an environment of open interaction and communication is an important factor
in building identification toward the firm (Smidts et al. 2001). Given the size and
structure of a typical SME, it is also possible that employees participate in deciding
which property to sponsor, resulting in higher levels of Sponsorship-linked OI.

Sponsorship-linked OI would be expected to be higher when Sponsorship-linked
perceived external prestige is high, consistent with evidence that individuals can
‘bask in reflected glory’ due to their association with a prestigious entity (Smidts
et al. 2001). Consistent with that view, there was a positive linear association
between Sponsorship-linked organisational identification and Sponsorship-linked
perceived external prestige (r = 0.665; p < 0.01).

Sponsorship-Linked Attitudes of Employees … 35



Discussion

The results suggest that organisation size (and by extrapolation, organisational
budget) is not a barrier to sponsors achieving positive effects on employee attitudes
from their sponsorship. These results showed no significant difference between
employees from large and small organisations in Specific attitudes towards their
employers’ sponsorship, or in Sponsorship-linked perceived external prestige—
indeed, ratings of Sponsorship-linked perceived external prestige were higher for
SME employees. While the difference was not statistically significant for all but one
outcome measure, it shows that sponsorship-related feelings of prestige amongst
employees are not just triggered by sponsorship publicity and high-profile events.
While smaller firms may not obtain the widespread media coverage of a sponsored
event that would be common for larger sponsors, any form of employee-directed
communication—such as an organisational newsletter, a brief email, or an informal
chat which positively portrays the organisation’s position in society—may assist in
creating favourable employee perceptions about the sponsorship. As summarised by
Collett and Fenton (2011, p. 89), “a small budget should not be perceived as a
barrier to sponsorship, (it is) merely a catalyst for greater creativity in activation”.

The results are even more striking in regards to Sponsorship-linked organisa-
tional identification. Employees of SMEs had significantly higher levels of
Sponsorship-linked organisational identification than those from large organisa-
tions, suggesting that even with much lower sponsorship budgets, SMEs can obtain
more positive results than large organisations in this area. The result is particularly
surprising, since SMEs are likely to be able to only modestly leverage their
sponsorship program with their employees compared to large organisations.
However, based on these results, scarce resources do not appear to limit the
potential effect of sponsorship on employee attitudes. SMEs, in spite of their size
and resource limitations, appear to still be able to generate favourable
sponsorship-related attitudes amongst their employees. As these results demon-
strate, these attitudes can be as strong—or even stronger—than those of individuals
employed by large organisations. A possible explanation is that due to the structure
and operations of SMEs, employees are in a position to come close to the
owner/manager (Longenecker et al. 1989), and thus gain first-hand information
regarding the organisation’s operations. This more informal environment and flatter
hierarchy may result in the higher levels of identification with the employer and/or
the firm shown by the SME employees in this study.

Implications

The results have implications for sponsoring organisations and for sponsorship
researchers. For sponsors, the results show that sponsorship, which is usually tar-
geted towards customers can result in favourable employee attitudes, even for
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SMEs with low sponsorship budgets. The effectiveness of sponsorship has been
shown to be related to the degree to which sponsors are willing to leverage their
investment with additional promotional activities (Quester and Thompson 2001).
These results extend that work, by showing that SMEs can achieve equivalent, or in
some cases more favourable, employee attitudes than large organisations. The
positive effects of sponsorship on the SME employees in this study also suggest that
leveraging sponsorship with employees may be particularly important when
employees belong to the community benefitting from the corporate sponsorship.

A direct or indirect focus on employees’ communities is increasingly common
by sponsoring organisations.. For example Telstra, the largest Australian
telecommunications company, states that it is “… dedicated to supporting the
communities in which our…employees live and work” (Telstra 2015). The Bank of
Melbourne (a regional subsidiary of one of Australia’s largest banks) explicitly
states that any requests for sponsorship will be evaluated against opportunities for
involving bank’s employees with the sponsored activity (Bank of Melbourne 2015).
Another large Australian B2B agribusiness, Graincorp, states its belief in sup-
porting ‘… employees and their communities by investing in the things that matter
to them’ (GrainCorp 2015). However the higher levels of Sponsorship linked
OI found in employees of SMEs in this study suggests that community based
sponsorships—whether by large or small organisations—may have a more positive
effect on employee attitudes if the sponsor can effectively leverage its sponsorship
program by ensuring that its employees get involved with the campaign. An
example of successful leverage of sponsorship is Vodafone Ireland, which has an
integrated internal communications program that informs and engages 1100
employees with the company’s external sponsorship activities (Lombardi 2013).
The internally-directed program includes sponsorship updates for employees
through the firm’s intranet, weekly newsletter, and broadcasts to plasma screens
located around the office premises. Other methods of increasing employee
engagement with the campaign include invitations for employees to ‘mini-launches’
of sponsored events, internal competitions for event tickets, opportunities for
employees to volunteer, and sponsored-artist performances for Vodafone staff.

Campaigns such as Vodafone’s, which engage staff with a sponsorship program,
have two particular advantages in leveraging the sponsorship internally. Employees
are able to get an insight into how the sponsorship investment pays off for the
company internally and externally. In addition, employees can be a powerful
channel for conveying messages to external stakeholders (Dawkins and Stewart
2003). When employees mention their workplaces positively and with pride,
external stakeholders are likely to be influenced to align their perceptions of the
organisation with the reported experiences of employees.

Effective leverage of sponsorship can also have the effect of making the sponsor
a more attractive employer to both current and potential employees. For example
financial firm UBS has sponsored Alinghi, twice winner of the prestigious
America’s Cup yacht. UBS used sponsorship to highlight values common to both
UBS and the Alinghi team—responsibility, informed and rapid decision making,
drive to succeed, teamwork and the Swiss identity (Farrelly and Greyser 2007).
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When an organisation supports and identifies with a popular sponsored-property
such as Alinghi, employees can merge the identity and the success of the property
with that of their employer (Hickman et al. 2005). While we did not measure
employees’ identification with the sponsored property, previous research (Hickman
et al. 2005) has shown that employees who have an interest in the company
sponsored activity are more likely to have a strong sense of firm identification.
Promoting the sponsorship relationship to potential employees can also be bene-
ficial as individuals are more likely to apply for and work for organisations that are
likely to possess similar values as them (Maignan et al. 1999).

There has been much debate about adequate measurement of the effects of
corporate sponsorship, but with little consensus (e.g. Crompton 2004). Moreover,
most of the work on sponsorship measurement has been undertaken with reference
to consumer audiences (Cornwell and Maignan 1998). In view of the findings from
this research, marketers should ensure that the measurement of sponsorship effec-
tiveness is not limited to consumer audiences. Corporate sponsorship’s value to a
sponsor can be assessed more broadly—and more accurately—by also taking into
account its impact on internal audiences.

This study examined employee attitudes towards corporate sponsorship in
general. Future research could investigate the response towards different categories
of sponsorship, such as sport, art and social causes. Previous research has shown
that different categories of sponsorship carry different levels of goodwill and image
with consumer audiences (Meenaghan and Shipley 1999), so it would be useful to
see if a similar pattern is seen with employee-audiences. Researchers should also
use experiments, as well as pre-sponsorship and post-sponsorship measurements, to
explore the different factors influencing the impact of sponsorship.

Conclusion

The growing expenditure on sponsorship, coupled with increasing pressure on
marketers to demonstrate the cost-effectiveness of their expenditure, will together
increase the pressure on sponsors to demonstrate that any sponsorship programs are
cost-effective. These results are a reminder that sponsors should ensure their
sponsorship program is able to target multiple audiences, including employees, and
that the results of sponsorship should be measured for multiple audience groups.
For employers, that may mean that before and after measures of employee attitudes
are used to assess the effect of any sponsorship program.

For SMEs, however, the results are encouraging: although this study did not
assess the effect of sponsorship on external publics, the results show that SME
sponsorships can be evaluated by measuring employees’ sponsorship-related atti-
tudes. Findings from this study show that sponsorship-related attitudes for SME
employees are equivalent to, or in some cases more positive than those of
employees of large organisations.
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Appendix

See Tables 3 and 4.
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Connected Stadium: A Pillar for Football
Clubs’ Marketing Development?

Charles Bal and Nathalie Fleck

Abstract In this chapter, we explore the notion of connected stadium and its
affiliate concepts of stadium 2.0 and m-stadium. The connected stadium is indeed a
game-changer in the sport industry as it brings within the premises of a stadium a
new range of consumption behaviours, based on technology, connectivity and
instantaneity. By doing so, the connected stadium comes with new stakes and
ambitions for brands, spectators and the clubs operating their stadium. More
importantly, the connected stadium stands at the crossroad of two major societal
and consumption trends: second screen and the Internet of Things. Yet, this major
technological shift does not come without deep cultural questioning, especially in
France, where stadiums are still seen as a theatre for performances rather than a
place to spend time... and and money! Following an introduction into the notion of
the connected stadium and its use across multiple stakeholder groups, the chapter
concludes with a discussion of what the future holds.

Keywords Connected stadium � Sport consumption � Technology � Football
clubs � France

Introduction

With over 300,000 spectators in one single day of Ligue 1—a symbolic record set
in October 2014—several stadiums revamped for Euro 2016 and a potential of
100,000 additional seats in the aftermath of the competition, all seemed to be a
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green light for French football and its economy. Yet despite this positive
momentum, two key data tarnish the most optimistic projections: firstly, the average
occupancy rate of Ligue 1 stadiums has been stagnating around 70 % since the
2011–2012 season; and secondly, growing disinterest for stadiums among younger
fans, while their interest for sport has not faded (Hammond 2014).

This raises the question of why younger fans tend to abandon football stadiums,
while there are still many seats available for them. Why do youngsters prefer the
comfort of their couch, or the friendliness of a bar, to the fervour of a stadium? Why
do they prefer qualitative TV broadcasts (HD, slow motion, expert analysis,
statistics, etc.) to the proximity of a game and emotions that happen a few metres
away from them? Why can they no longer stand to be cut off from their online
community for 90 min, or prefer a screen over the spectacle of a stadium? In other
words, why are younger fans—who are also the most connected—going to the
stadium less and less?

Sporting event consumption is a complex phenomenon. All fans are not “ultras”;
they do not all see their team as a way to express their own identity, and they do not
all remain faithful to one team for a lifetime (Jäger 2013). This results in very
diverse sport consumption behaviours, to which recent technological developments
(global mobile data traffic increased by 81 % between 2013 and 2014, over 66 % of
mobile data will be videos in 2017, 27.7 million mobile users in France and over
50 % of French equipped in smartphone) and new communication habits (7.5 M
French access social networks via their mobile) have contributed.

However, instead of bringing the fan to the very source of his emotions—the
stadium—his increasing connectivity has brought him closer to his community and
the greatest common denominator he shares with it: television. Indeed, television’s
new digital and social functions promote a collective use of it: richer, more engaging
and more participatory; a new function that now positions television as the fiercest
competitor of the stadium in France. This evolving competitive landscape pushed
Samuel Guillardeau, Stadium Manager of Nice’s Allianz Riviera stadium, to affirm
that “before competing against other stadiums, a stadium is competing against
television”. Therefore, it is no more surprising to find among sporting event spec-
tators similar expectations to those of TV viewers: access to more content (replays,
analysis, slides, etc.), immediate consumption (no queue, no order deadlines, etc.)
and continuous connection with their communities (Jäger 2013).

Hence, there is a struggle against lowering occupancy rates and falling ticketing
revenues, in which both professional clubs and stadium operators have sought
answers to their audiences’ new expectations, and to provide them with a real
consumer experience on top of the sporting spectacle. This has led to sporting
events being enriched with new offers going beyond sports performance, to venture
into stands, control rooms and the never-ending relationship that the fans maintain
with their communities. This evolution has literally transformed the physical and
symbolic boundaries of the stadium, and thus its role among the various stake-
holders of a sporting event: teams, fans, sponsors and media. From an isolated
place, cut off from the rest of the world and centred on the sport spectacle, the
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stadium has become open, turned towards the spectators and, through them, to
countless (social) communities outside the stadium. And the stadium has become
connected.

The connected stadium is revolutionising economic and marketing development
models of many clubs, challenges fans’ consumption habits—especially in France,
where stadiums are more readily considered spectacle venues than social and col-
lective life venues (Söderman and Dolles 2013)—and contests the existing power
balance between stadium and television when it comes to sport consumption. For
all these reasons, the connected stadium is a major paradigm shift in sports
marketing.

The purpose of this chapter, dedicated to the connected stadium and its influence
in football economy, is to understand its scope, issues and usages, and to question
further the upcoming evolutions.

Definition, Challenges and Technological Developments
of the Connected Stadium

In 2012, Facebook revealed the 25 biggest social landmarks in the world, that is to
say the 25 most privileged places for fans to geo-locate themselves on the social
network. Among them, eight sports stadiums and arenas, including the famous
Staples Center of Los Angeles, San Francisco’s Wrigley Fields, Barcelona’s Nou
Camp or Auckland’s Eden Park. And when it comes to focusing on the 8 most
active cities on Facebook (New York, London, Paris, Berlin, Melbourne, Seoul,
Tokyo and Sao Paulo), one to two sports venues are consistently found among the
top 5 social landmarks. Two years later, chances are great that the combination of a
galloping mobile consumption and the Brazilian World Cup had propelled the
mythical Maracana and Arena Corinthians stadiums to being among the most
popular venues on Facebook, in 2014!

What should we think about geo-location, as an example of digital interaction
happening in a stadium? Is it more related to the concept of connected stadium,
stadium 2.0 or m-stadium? What differences should we make among these three
stadiums? How do we articulate them? At this stadium, a semantic clarification is
important to distinguish these three concepts, and lay the basis for a reflection about
the stakes of the connected stadium as we understand it today.

Connected Stadium, Stadium 2.0, M-Stadium: Definition

In its most common usage, the connected stadium is a generic concept denoting a
sporting venue which provides its users—clubs, media, brands, spectators—with a
number of technologies facilitating the flow of information during an event.
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The massive concentration of simultaneous mobile connections resulting in the
saturation of 3G and 4G networks, the connected stadium defines by extension a
stadium that offers alternative modes of connection for the thousands of people
gathered at that time.

However, one may substitute this rather generic definition with the following
hierarchy of definitions:

• The connected stadium consists of facilitating the operation of a stadium by
means of computer and network assistance before, during and after a sporting
event. A connected stadium will utilise any technologies enabling the arena to
optimise its filling rate, to maximise it match-day revenue (dynamic manage-
ment of access points, automated restocking of outlets, targeted promotions on
the different LCD screens of the arena) and to interact with its environment in
order to facilitate the organisation of the event (such as the Amsterdam Arena
which automatically sends an SMS to fans advising them about the different
commuting options and informing them about the weather forecast for the
event).

• Stadium 2.0 consists of the implementation of technologies that promote the
digitalisation of the viewer’s experience. This is about enriching the fan’s
match-day experience by allowing him to operate the lever of the statutory
geo-location (“I was there!”), to realise his need for tribal experiences (unin-
terrupted discussion with his community) and to satisfy his expectations for
qualitative content (videos, etc.). According to Helleu, the stadium 2.0 refers to
“the idea of a stadium that exists outside of the event, which speaks on social
networks and interacts with fans”; in other words, a stadium meeting spectators’
needs for interactivity, before, during and after the sporting event (Chanavat
et al. 2014).

• In turn, the m-stadium suggests the use of contactless, seamless mobile tech-
nology throughout the audience journey in the stadium. The smartphone has
thus become a preferred interface, allowing the user to interact with the stadium:
to get there, to enter the premises, to find his seat, etc.

As shown by the three definitions above, the connected stadium is a broader and
more complex concept than it seems. Indeed, in its broadest approach, the con-
nected stadium encompasses both stadium 2.0 and the m-stadium, in a set of
measures that ultimately enrich the spectator experience: easing the access to the
stadium, enriching the content offered, encouraging sharing behaviours with the
out-stadia and multiplying consumption opportunities.

This “augmented” stadium experience answers several marketing issues, that we
propose to detail in the following section.
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The Marketing Stakes of the Connected Stadium

To question the marketing challenges of the connected stadium is to put into
perspective the interests of the various stakeholders of a stadium—brands, media,
supporters and clubs—in enriching match-day experience.

For brands, the connected stadium is the opportunity to evolve from a branding
logic to a brand experience logic. Thanks to a boosted connectivity and an
improved network of screens, the connected stadium makes it possible to enrich
brand visibility, to multiply interaction touch points—hence data collection—with
the viewer, and immerse him in an “augmented” consumption experience. By
engaging the fan in the context of a shared commitment to a team or an event,
brands lay the basis for a favourable persuasion context (Crimmins and Horn 1996;
Bal et al. 2009) and may identify and characterise more finely their communications
to spectators.

For spectators, the challenge of the connected stadium is to satisfy their growing
needs for enhanced consumer experiences. In 2015, a stadium can no longer be a
disconnected enclave! For the modern fan, living the live experience “for real” must
no longer mean agreeing to disconnect from his community. Now, the modern
supporter requires more than the sporting event that takes place on the field. He
wants to access the event without wasting his time on commuting, he wants to
comment live on the game with his community, access exclusive content, play
games to win tickets or jerseys, benefit from targeted promotions from the official
store or bar, and order items without even moving from his seat. Therefore, the
connected stadium appears to be a logical evolution of sports marketing, towards
more experience, more interactivity and more exclusivity.

For clubs, the connected stadium is an ideal tool to bring the fans back in the
stands and to generate additional revenue. Indeed, given the economic constraints
imposed by the financial fair play, the connected stadium is a way for many clubs to
monetise their audience and thus achieve the necessary economic equilibrium. The
stakes are high since an attractive stadium—like the new Juventus stadium, 18,000
places smaller than the aging Stadio Delle Alpi, but more comfortable and better
equipped, principally in terms of commercial offerings (Palvarini and Tosi 2013)—
is a lever to grow customer loyalty by means of match day experience (Shilbury
et al. 2009) and to develop new revenue: dematerialised ticketing, in-stadia con-
sumption, access to premium content, etc. For professional football clubs such as
PSV Eindhoven or Olympique Lyonnais, for example, the ambition is to generate
30 and 70 M€ respectively of yearly additional revenue through the equipment of
their stadiums with connected technologies. These additional revenues will help to
reinforce their squad in order to have a chance to take part to the Champions
League and its lucrative TV rights.

However, the economic and organisational model of most major stadiums in
France (owned by local authorities, built and operated by large private companies
and rented by professional clubs) greatly complicates the funding—often consid-
erable—of a connected stadium. Investments that rise to tens of millions of euros,
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and sometimes to more than a hundred million euros, as was the case in
San Francisco, to equip the Levi’s 49ers Stadium with 680 hotspots, 12,000
Ethernet ports and 1700 beacons. Then, who must bear the burden of transforming
the stadium into a profit centre? And most importantly, who can benefit from it?

Because in terms of profits, the outlook is booming. Indeed, only 13 % of the
French Ligue 1 clubs’ annual revenues come from match day profits (essentially,
ticketing and in-stadia consumption), while the figure has risen to 25 and 44 % for
the British and German counterparts respectively (LFP Report/DNCG 2013)!

For all these reasons, it is now clear that the economic success of French pro-
fessional football clubs is now closely linked to the place occupied by their stadium
in their business model, and to the efforts they will make in order to develop
stadium-related income sources (Monna 2013). Indeed, a connected stadium pro-
motes the diversification of match day incomes, maintains these revenue opportu-
nities when the stadium is occupied by another event, and helps control—at least
commercially—sports hazards (Chanavat et al. 2014).

However, none of the above-mentioned marketing challenges would be possible
without the application of some recent, major technological developments to the
sports marketing world in general, and to stadiums and arenas in particular. We
intend to present these technological evolutions in the next paragraph.

Overview of the Technologies Implemented in Connected Stadiums
Wi-Fi, RFID, NFC… The technologies employed in connected stadiums are of

course many and varied, as shown in Tables 1 and 2, but they all have in common a
series of communication goals: they allow us to access information, to store it,
analyse it and broadcast it. Among the technologies present in the stadiums, we
distinguish identification technologies, capture technologies, connectivity tech-
nologies and analysis technologies.

Identification technologies are designed to recognise objects and download
their data; they usually take the form of bar codes, RFID (Radio Frequency
Identification) or NFC (Near Field Communication). Appearing more recently,
RFID solutions have gradually replaced barcodes, which are considered too limited
in the information and interaction opportunities they offer. RFID chips indeed have
the advantage to be read remotely (up to one metre) by the simple means of a radio
wave, where bar codes require an optical laser and therefore the installation of

Table 1 Application
examples

∙ The 680 hotspots of San Francisco 49ers Levi’s Stadium allow
25,000 spectators to watch—simultaneously—slow motion
sequences on their smartphone

∙ The Tampa Bay Lightning season-ticket holders receive
during the pre-season a team jersey equipped with a RFID chip
that allows them to enter the stadium without tickets, to receive
special offers and to make all their purchases seamlessly in the
arena

∙ In Pretoria’s Loftus Versveld Stadium, fans can download
their tickets directly into their smartphones and flash their
devices before the NFC entrance portals to access the stadium
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Table 2 Comparing 32 NFL stadiums connectivity in 2014

NFL teams Stadium Capacity Wi-Fi DAS Beacon

Baltimore Ravens M&T Bank Stadium 71,008 No 856
antennas

No

Cincinnati
Bengals

Paul Brown Stadium 65,515 Yes Yes No

Cleveland
Browns

FirstEnergy Stadium 73,200 In 2015 Yes No

Pittsburgh
Steelers

Heinz Field 65,500 193
terminals

339
antennas

No

Buffalo Bills Ralph Wilson
Stadium

71,757 No 200
antennas

No

New England
Patriots

Gillette Stadium 68,756 Yes Yes No

Miami Dolphins Sun Life Stadium 75,540 1100
terminals

Yes Yes

New York Jets MetLife Stadium 82,500 850
terminals

600
antennas

No

Houston Texans NRG Stadium 71,054 No No No

Indianapolis Colts Lucas Oil Stadium 63,000 Yes Yes No

Jacksonville
Jaguars

EverBank Field 67,297 Yes No No

Tennessee Titans LP Field 69,149 Yes Yes No

Denver Broncos Sports Authority
Field

76,125 Yes Yes No

Kansas City
Chiefs

Arrowhead Stadium 76,416 600
terminals

Yes No

Oakland Raiders O.Co Coliseum 56,057 No Yes No

San Diego
Charger

Qualcomm Stadium 70,561 No Yes No

Detroit Lions Ford Field 65,000 Yes Yes No

Green Bay
Packers

Lambeau Field 80,735 No Yes No

Minnesota
Vikings

TCF Bank Stadium 52,000 Limited Yes No

Atlanta Falcons Georgia Dome 71,280 500
terminals

Yes No

Carolina Panthers Bank of America
Stadium

74,455 645
terminals

Yes No

New Orleans
Saints

Mercedes-Benz
Superdome

76,468 600
terminals

Yes No

Tampa Bay
Buccaneers

Raymond James
Stadium

65,890 Yes Yes No

(continued)
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specific applications on mobile receivers (such as smartphones). NFC solutions, for
their part, are not limited to only reading information. They allow the exchange of
encrypted data between two devices over a short distance (about 10 cm), thus
emulating complex objects such as payment cards.

Capture technologies allow gathering of information related to events hap-
pening on the pitch or in the stadium. Miniaturised sensors enrich the sporting
spectacle by adding a new set of data to existing data, aiming at capturing and
analysing players’ movements, physical parameters and environmental factors. For
example, this takes the form of the Goal Line technology adopted during the 2014
FIFA World Cup or the Hawk Eye technology which is now in use in most major
professional tennis tournaments, whose use largely feeds the event’s broadcast.

Connectivity technologies are related to the synchronisation of different sys-
tems. From EDGE to Wi-Fi to 4G, it is all about connecting smartphones or tablets
to the Internet or a local network. EDGE, 3G+ or 4G are technologies that provide
access to wireless internet within almost all of the territory. While the download
capacity offered by mobile operators is increasingly high, sometimes the system
cannot bear the burden of a stadium’s thousands of simultaneous connections.
Local connection technologies, such as Wi-Fi, are then used to decongest the
network by offering a multicast content distribution. In other words, the information
is not broadcast as many times as there are receivers, but only once to a group of
receivers, allowing a substantial saving of bandwidth.

Lastly, analytical technologies analyse and transfer data to physically and
virtually optimise the stadium life. This is the case for example of the Command
Center software developed by American company Roundarch, allowing the
MetLife Stadium in New York to monitor, analyse and manage in real time the
fans’ behaviour in the stadium and to find and implement the appropriate answers:

Table 2 (continued)

NFL teams Stadium Capacity Wi-Fi DAS Beacon

Dallas Cowboys AT&T Stadium 105,121 1525
terminals

1374
antennas

No

New York Giants MetLife Stadium 82,500 850
terminals

600
antennas

No

Philadelphia
Eagles

Lincoln Financial
Field

69,176 600
terminals

Yes No

Washington
Redskins

FedExField 85,000 Limited Yes No

Arizona Cardinals Univ. of Phoenix
Stadium

65,000 100
terminals

Yes No

San Francisco
49ers

Levi’s Stadium 68,500 1200
terminals

700
antennas

1700
terminals

Seattle Seahawks CenturyLink Field 72,000 Yes Yes No

St. Louis Rams Edward Jones Dome 66,000 No Yes No

Mobile Sports Report (2014)
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management of the stadium entry and exit streams, real-time replenishment of
stadium outlets, personalisation of the promotions run on the hundreds of screens
installed throughout the arena based on the consumer profiles located in each stand,
deployment of a “flying” sales force to take in-advance orders when the queues
exceed a certain size, etc.

Alex LOTH, Director of Information Systems
French Tennis Federation
What is the current position in France, when it comes to Connected
Stadium?

The question of the adoption of connected stadiums in France is subject to
strong disagreements. Two different schools are arguing: on one hand, those
who see in new technologies a way to adapt themselves to new consumption
patterns; and, in the other hand, those who reject this idea advocating the very
essence of the sport spectacle and the necessary proximity between the fans
and the players. Personally, I am a strong supporter of the connected stadium
and I believe new technologies really help to enrich the viewer’s experience.
What is the “most connected” stadium you went to?
In my opinion, the Kansas City stadium offers, since 2011, the models the
more in line with current practices. The audience takes part to the show, from
the moment they enter the stadium to the moment they leave it. For example,
when the fans flash their ticket at the entry gates, they automatically down-
load on their smartphone a video customized depending on the location of
their seat. And few minutes before the game, the fans are invited to turn their
phone toward the pitch to take part a giant video tiffo! Fans can also access
the coach’s explanations about different game strategies, via a dedicated
mobile application and a micropayment.

These are all experiences that have helped multiply by 5 in-stadia sales in
only few years and raise the average spectators’ basket to US$112.
How can a connected stadium contribute to the economic development of
a federation?
The multiplication of connected objects and the diversification of mobile
device uses make of everyone an actor of the connectivity. But before
addressing the ROI question, we must adapt our offers to these evolutions
while preserving the sporting spectacle. By allowing the spectator to become
a “spect’actor” and accepting his new interaction needs, new business
opportunities will logically appear for stadiums operators and advertisers.

For an event like Roland Garros, which lasts three weeks and has no
existence the rest of the year, the objectives are primarily to enrich the fans
experience at the event and to improve our understanding of our clients in
order to provide them with a personalized experience. In this logic, Roland
Garros connectivity aims at offering a qualitative services and differentiating
experiences, in order to be, in a near future, eligible for an increase in internal
and external revenues.
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What are the basics of a connected stadium?
Before even thinking about networks and connection technologies, one must
wonder about the nature of the services to offer: What do we want to offer to
our customers? Then you must think about how to integrate the necessary
technologies in the stadium: these are mainly reflections and thoughts of an
architectural order. Indeed, it is essential to integrate the objective of con-
nectivity from the earliest stages of the design of the stadium, since it will
influence the choice of the construction materials, the architectural principles
underpinning the project and the programming of the building.
What do you think will be tomorrow’s technology in connected
stadiums?
Today, 4G—and the upcoming 5G—carries a lot of rich experiences, espe-
cially around video content. In this context, we must expect a transformation
of carriers’ networks and the emergence of connected services that enhance
the multicast consumption of videos. The Internet of Things will also dras-
tically increase the number of interactions stadium networks will have to be
able to absorb, and generate new data that will need to be capture, sorted,
analyse and actioned. This obviously appeals to the concept of “predictive
technologies” which are utterly important to any marketer.

When it comes to information diffusion and relationships with our cus-
tomers, the Beacon is a technology that we want to experience. Without
necessarily being intrusive, the Beacon provides a push of practical infor-
mation related to transportation, signage, catering or even ticketing that we
would like to offer to Roland Garros visitors.

The “MASS Wi-Fi” is also an evolving technology allowing to create a
dense and “private” communications belt, permitting the implementation of
new service lines able to maintain the best in-stadia relations with our
customers…

Finally, in front of regulatory constraints and the necessary debate about
Wi-Fi and mobile waves emission fields power, the Li-Fi (i.e. LIght-FIdelity),
a wireless communication technology based on the use of visible light, could
offer an alternative to existing technologies without generating electromag-
netic “pollution”…!

On the Uses of the Connected Stadium

Technologies with previous exposure allow stadium operators and brands to
innovate in order to meet consumers’ expectations. But of course, implementing
these innovations is not an end in itself. To be able to bear fruit, this approach has to
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satisfy expectations or enable further development of uses meant for enriching the
experience in the stadium.

Between sporting and marketing problematics, the uses of the newly connected
stadiums have multiplied though this process.

For Spectators and TV-Viewers

The combination of a place (the stadium), a moment (the match) and means (new
technologies) has moved some sporting events into a real crowd-centric commu-
nication platform, oriented towards fans. To meet the expectations of a
hyper-connected generation, willing to consume more information and to share it,
innovations have been implemented to enrich spectators’ experiences in the sta-
dium, but also outside the stadium. Three main trends have then emerged: in-stadia
interactions, interactions towards the outside and the second screen applied to the
stadium.

In-stadia interactions enable spectators to interact more easily with the sta-
dium, teams or athletes, and other spectators. They are supported by innovations,
ranging from the dematerialisation of the ticket to applications developed by the
stadium itself (e.g. at the Amsterdam Arena or at the Barclays Center of New York),
which give information to spectators in real time about the ease of access to the
facilities, help them to find their way around the stadium thanks to an interactive
map, to participate in promotional games and competitions, to reach exclusive
content (composition of the teams in preview, live in the changing-room, access to
the microphones of the referees and coaches, etc.) or enable them to order food or
other products from their seats.

Interactions towards the outside are based on at least three levers identified by
academic research: the need for emotions (Raman and Chattopadhyay 1995), the
need to share them (Rimé 2009) and the need for statutory self-assertion, close to
the need for belonging by Maslow (1943). Satisfying this latest need requires
sharing the event with one’s community. In this regard, social networks such as
Twitter, Facebook, Foursquare or Instagram are all tools that enable spectators to
declare the now ‘sacrosanct’ “I was here!”

Finally, regarding the practice of supplementing a first source of content, the
second screen is also a tool in the connected stadium arsenal of services. As the
stadiums consider television as their main competitor, they have to propose at least
the same services to compete (statistics, solutions of live broadcast, replay, etc.).
Thus the second screen enables the spectator to reach, in real time, enriched content
linked to the match. To this end, more and more stadiums create their own appli-
cations and make use of specialised technological solutions, such as the
StadiumVision Mobile solution created by the American giant Cisco. For example,
this is the case for the Barclays Center of New York or for the stadium Santiago
Bernabéu of Real Madrid. This technology makes it possible, amongst other things,
to broadcast information in multicast via Wi-Fi, thus allowing live-watching of a
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video stream without any saturation of the network. Integrated with proprietary
applications, this solution enables people to re-examine all the actions of the match
from the different viewing angles of the video production, and to access, in real
time, the diverse statistics of the match. In France, the Olympique Lyonnais’s
Grand Stade will use this solution to be able to give content simultaneously to
25,000 mobiles.1

For Brands and Organisers

The emergence of the second screen and the Internet of Things establishes new
stakes concerning logistics and business for all the stakeholders: organisation,
sponsors and sport teams.

In terms of logistics, connected stadiums provide numerous opportunities to
optimise the footsteps of spectators and facilitate the success of events. Two hours
before each match, Bayern Munich’s Allianz Arena takes control of the traffic lights
surrounding the stadium within a radius of 20 km to ensure vehicle flow and fluidity
of the access to the stadium!

For organisers, these services represent a boon to optimising the arrival of
spectators and the time they spend in the premises. Controls at entry and analysis of
spectators’ flows enable them to efficiently manage the stock replenishment of
stadium outlets.

Regarding business, the stakes of the connected stadium are colossal! For
organisers, these services are interesting in that they are extending the time spent by
spectators in the stadium. The better the event is organised, the earlier spectators
will arrive and/or the later they will leave, thus spending more time… to consume.

Multiplying contact points with people then becomes an essential stake for
organisers. First to increase buying opportunities, but also to optimise the visibility
of the different partners of the event. For example, the AT&T Stadium, residency of
the Dallas Cowboys, organises, with its partners, prediction contests on Twitter,
inviting internet users to guess who will score the next goal. Winners are then
showcased on the giant screens, offering in the process a little bit more qualified
visibility to the partners of the stadium.

For the Sport

Summing up the connected stadium as an enriched offer addressed to spectators
would mean forgetting the reason why they are going to the stadium: to enjoy a

1Source: http://www.lesechos.fr/thema/entreprise-digitale-2/0203545110326-un-stade-connecte-
pour-vivre-autrement-les-matchs-de-lolympique-lyonnais-1011044.php?qMv5Jp6CpIicUP32.99.
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sporting spectacle. Some technologies implemented in the stadium also serve the
interests of the sport and its athletes, before those of the media and spectators.

Since sport has become professional, the perpetual quest for performance helped
push ever further the limits of effort. The continuous improvement of equipment,
training methods or nutritional plans is part of a desire to advance the human body
ever further. In this context, trajectories, heart rates, respiratory rates, acceleration
rates, body temperatures, etc. have become data to measure, analyse and (poten-
tially) communicate in a stadium.

Many tools now enable the measurement of these parameters and some are able
to emerge. In 2011, American sporting goods provider Under Armour announced
the creation of a smart jersey—called “E39”—making it possible to know these
physical indicators in real-time. If the tool is only used for training by the
Tottenham Football Club for the moment, for the purposes of the medical staff
particularly, it would not be surprising that it is used one day during a match to
enrich with data a communication addressed to fans.

Sports accessories are also subject to many connected changes. In tennis, the
Babolat rackets launched a “Play and Connect” model that enables us to monitor
real-time data such as the speed of the ball or the effect upon it by the player, so that
it could significantly enrich the viewing of the match for spectators. In football,
Adidas also embraced the topic in 2014 by unveiling its connected ball, the
“mi-Coach Smart Ball”, which can instantly measure information on the shooting
power, trajectory, spin and accuracy. All these objects are used to further push the
science of sport and to give more entertainment to fans.

What Is the Future for the Connected Stadium?

With ten stadiums built or upgraded for the purpose of hosting EURO 2016 mat-
ches, French Ligue 1 clubs will benefit from 100,000 new seats for the 2016–2017
season and onwards.2 To make this heritage a blessing rather than a problem,
leaders of French football have no other choice but to start to learn stadium seat
marketing. Indeed, in a championship where the stadiums’ occupancy rates hardly
exceed 70 %—when the occupancy rates are above 90 % every weekend in English
and German stadiums3—there is no certainty that these 100,000 new seats will be
occupied if nothing is done to attract populations to stadiums that do not usually go
there or have given up going.

But is making connected stadiums enough to fill them? Obviously not, because
the connected stadium is not only a technological evolution, it is an evolution of
clubs’ economic and marketing models, which deeply affect the role and place of

2Source: http://www.lepoint.fr/sport/euro-2016-un-heritage-de-100-000-places-qui-pose-
probleme-17-10-2014-1873449_26.php.
3Same source.
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the stadium in the lives of clubs and spectators. When connected, a stadium fosters
the implementation of effective loyalty programs, personalised CRM programs
according to the stand and the type of ticket of the spectator, algorithms in order to
track and optimise the waiting time at the stadium’s outlets (snack bars, shops) and
real-time restocking. All these services will allow France to catch up a huge lag in
terms of filling a stadium and generating match day revenues.

From a sporting theatre, the connected stadium has evolved into an immersive
experience; from an entertainment venue, it has become a consumption and com-
munication platform connected with the world. In terms of user experience, the key
words become convenience, real time, (enriched) content, interactivity, and of
course, monetisation.

As such, and the ambition of Olympique Lyonnais or OGC Nice demonstrates it
well, the connected stadium is expected to play a central role in the economic and
marketing development of clubs that will invest in it. By concentrating all attention
and focusing on fans, and by multiplying opportunities and reasons to consume,
football clubs can expect to attract and retain customers, develop new uses and
especially attract new revenue.

But to achieve this, the actors of French football will have to align the quality
and connectivity of their stadiums with these new ambitions. In effect, the many
debates that surround the uses and challenges of connected stadiums—as rich and
passionate as they are—will be in vain until the issue of the connections are solved,
or at least considered. It is instructive to note that the specifications to be met by
stadiums designated to host EURO 2016 matches do not contain a single word
about connectivity. Apart from the new stadiums of Lyon or Nice, nothing today
indicates that the work conducted in all other French stadiums will actually lead to
better connected places.

However, a note of optimism remains in the landscape of French stadiums,
considering that the development of clubs’ incomes, made possible by connected
stadiums, could ultimately partly benefit local authorities. Indeed, some of them—
particularly Marseille (with Olympique de Marseille) and Saint-Etienne (with
AS Saint-Etienne)—have succeeded in indexing club revenue as a part of the rent
these clubs have to pay to use their stadium4!

Technologically, the solution to the problem of networks in stadiums could
come from the works of the Internet Engineering Task Force on mobile ad hoc
networks (MANET for Mobile ad hoc networks), through which devices connect to
each other, becoming in turn receiver and router, to form a larger network without
requiring a central infrastructure.

But even if the question of technology could be resolved one day, the cultural
question will, however, remain. If the connected stadiums have great successes in
the United States, in England or in Germany, can we expect a similar success in
France, where fans still see the stadium as a theatre for performances rather than a

4Source: http://sport24.lefigaro.fr/football/euro-2016/actualites/euro-2016-ou-en-est-le-chantier-
des-stades-718234.
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place to spend time… and money? Could there be, in the French stands, protest
movements similar to those of PSV Eindhoven5 fans who accused the club man-
agement—who decided to equip the stadium with Wi-Fi—of diverting them from
their primary function: singing and cheering for a team? Or will we see new
examples of schizophrenic clubs like Manchester United who, after having decided
to offer a Wi-Fi connection to fans, seeks to prohibit them to share pictures and
videos on social networks, in order to protect their broadcasters’ exclusive rights?

As the top-level sport, the future of the connected stadium is full of uncertainties.
This is probably why studying it still fascinates us so much!

Samuel GUILLARDEAU, Stadium Manager
OGC Nice
How could a connected stadium contribute to the economic development
of a club?
Simply because it enables a club to generate additional revenue through new
offerings and new partners. Today, our partners are no longer looking for only
panel advertising or VIP seats; they have to tell a story and express their
proximity to the club and to the fans. And this is precisely what the connected
stadium makes possible. This will be done through connected applications
and video content that will be accessible only in the stadium.

Today, the biggest competitors of a club and its stadium are mainly TV
broadcasters. We must find and propose in the stadium additional and
exclusive contents that are able to counter the contents now surrounding the
TV broadcasts of the matches. And we have imperatively to manage to offer
that directly in the sport places.

Today, we are no longer mere ticket sellers for football games. We design
and sell genuine experiences to increasingly demanding customers.
Who has the responsibility for these connected projects in a stadium like
the Allianz Riviera?
The various stakeholders of a stadium do not always have the same interests,
except perhaps on the question of the connected stadium. The connected
stadium is indeed an added value for the operator of the stadium in its desire
to develop a multifunctional use, and for a club like OGC Nice which will use
it to attract new fans, develop new revenue, etc.

In Nice, we share a lot about this topic to find solutions, organize
investments and the sharing of revenues they generate.
How did it materialize at the Allianz Arena?
We have launched with the stadium operator and the naming partner Allianz
many experiments involving Google Glasses, social walls for fans, social
rooms for bloggers and influencers, etc.

5Source: http://rue89.nouvelobs.com/rue89-sport/2014/08/19/pourquoi-supporters-foot-plaignent-
wifi-gratuit-254272.
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Today, if we found ways to make those who did not go to the stadium
want to come here, we still have to make progress on the activities offered to
the spectators in the stadium. This will require equipment and a still more
efficient network, contents to offer and share between fans, etc.
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Part II
Making a Difference—

Social Marketing and Ethics



Promoting Public Health: Understanding
the Limitations of Marketing Principles
and the Need for Alternative Approaches

Simone Pettigrew and Michelle I. Jongenelis

Abstract This chapter comments on marketing and social marketing principles and
how they may or may not apply to major public health challenges. Marketing
insights make it clear that the primary focus of public health efforts needs to be on
upstream rather than downstream approaches. In the typical absence of adequate
funding to undertake the basic principles of marketing at the downstream level (e.g.
segmentation and competitor analysis) and the inappropriateness of delivering to
consumers what they say they want (a fundamental assumption of the marketing
concept that doesn’t usually work in public health), marketing knowledge needs to
be applied in different ways to improve well-being at the population level. The two
health issues of ageing and obesity are presented as examples of cases in which
(social) marketing strategies will not be effective unless implemented as recom-
mended in the literature—they need to be thoroughly researched, strategically
implemented, well-resourced, and persistent in nature.

Keywords Public health � Marketing � Social marketing � Ageing � Obesity

Introduction

Numerous factors are coinciding to focus governments’ attention on stemming the
tide of rapidly escalating health costs in both developed and developing nations.
Despite impressive advances in immunisation and treatment, infectious diseases
remain a constant threat (WHO 2015). However, the focus of this chapter is on
non-communicable diseases, which are consuming a large and growing proportion
of public health budgets worldwide (WHO 2013). In particular, the two trends of
population ageing and obesity pose enormous challenges in terms of health
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promotion, along with associated effects on national productivity levels and the
costs of delivering a wide range of related community services (Productivity
Commission 2013).

Ageing and obesity are conditions that are greatly affected by both the actions of
individuals and the environments in which they live. Worldwide there has been a
trend to consider the actions of individuals to be the most important focus for public
health interventions (Hastings 2015; Pykett et al. 2014; Roberto et al. 2015). This is
likely to be due to a reluctance or inability to make the huge infrastructure
investments necessary to fundamentally alter physical and social environments to
make them more conducive to good health, along with the ‘nanny state’ rhetoric
that is encouraged by certain industries that profit from the current state of affairs
(Moodie et al. 2013; Moore et al. 2015). The resulting focus on the responsibilities
of individuals to look after their own health has led to a reliance on the market to
present solutions (e.g. weight loss products, fitness centres, retirement housing, and
hearing devices). To a lesser extent, governments have also selectively embraced
the principles of social marketing in their attempts to encourage individuals to act in
their own best interests (Pykett et al. 2014). In these two ways, marketing has
permeated the health sector by constituting an apparent solution to the perceived
need for individuals to make appropriate health-related decisions. This situation
calls for a close examination of the nature of marketing and whether (in either its
commercial or social forms) it represents an adequate solution to current major
public health problems.

This chapter provides descriptions of marketing and social marketing with a
view to assessing the efficacy of these approaches in addressing major public health
objectives. The specific health problems of ageing and obesity are presented as mini
case studies to demonstrate that the application of social marketing approaches to
date has been inadequate to achieve public health goals, and in fact has been
detrimental in terms of the opportunity costs associated with selecting these
approaches over other potentially more effective alternatives. Suggestions are made
for ways in which these approaches could and should be combined with other
strategies to more comprehensively address the antecedents of unhealthy ageing
and obesity. The analysis has implications for other health problems that are also
proving resistant to improvement through current approaches (e.g. alcohol con-
sumption, mental health, oral health, and injury prevention).

Marketing Principles

The discipline of marketing is based on the fundamental principle of ‘the marketing
concept’. This concept relates to the adoption of a customer focus that involves
designing organisations’ operations around the profitable satisfaction of consumers’
needs (Quester et al. 2001). An underlying assumption is that consumers’ choices
are malleable, and will change in favour of marketers who can provide the most
attractive goods and services at affordable prices. Directly applying this notion to
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the public health sphere is clearly problematic because of the tendency for people’s
stated preferences (e.g. for energy-dense foods, alcohol and tobacco products, and a
sedentary lifestyle) to be in fundamental conflict with health optimisation.

As an example of this lack of translation, market segmentation suggests that
since different consumers have different needs, it is usually necessary to focus on a
particular segment of consumers to effectively satisfy these needs. This ensures that
the marketed good or service comes as close as possible to meeting the specific
needs of the selected market segment. A related concept is that of competition. The
assumption is that competitors will enter profitable markets, resulting in the need to
address the preferences and requirements of specific segments to enhance com-
petitiveness. The idea of exchange is also relevant due to the recognition that (i) the
choice of one product represents an opportunity cost in terms of a competitor’s
product and (ii) the customer must ‘give’ something (usually money, but also time
and effort) to ‘get’ the product. These notions are again problematic in the health
domain because of the need to provide health-related goods and services to broad
sections of the population rather than specific market segments. The provision of
these goods and services is often a loss-making situation rather than a
profit-generating opportunity, with demand often exceeding supply. Further con-
founding the problem is competition in the form of industries that heavily promote
goods and services that create the problems in the first place (Hastings 2015;
Moodie et al. 2013; Moore et al. 2015). The public health sector cannot compete for
the ‘share of mind’ obtained by these industries through their intensive use of
promotion and distribution strategies to ensure that their products are well known
and widely available.

Marketing theory and practice are heavily oriented around what are known as the
‘4 Ps’—product, price, promotion, and place. Once specific consumer needs have
been identified, the market segmented, and the competition analysed and accounted
for, the 4 Ps are used to maximise sales within the target market. For example, a
commercial food company that produces functional foods may choose to target
middle class retirees with health concerns because of their spending power, growing
segment size, and willingness to make changes to their food choices to enhance
their health as they age. With the population segmented to identify this specific
target market, the company will then develop the functional food to meet the taste
preferences of this group (‘Product’), ensure the product meets cost expectations
(‘Price’), advertise the product in media used by older people (‘Promotion’), and
distribute the product in supermarkets and other food stores located within resi-
dential areas that are heavily populated by older people (‘Place’). Compare this to
the public health practitioner’s goal of encouraging the majority of the population to
consume fewer unhealthy foods, eat more fruits and vegetables, and engage in
much greater levels of physical activity. While consideration of the marketing
approaches of segmentation, competition, and the 4 Ps may be of some assistance in
developing social marketing programs (as outlined below), the behaviour change
task is substantially different from a commercial marketing task, which limits the
extent to which marketing principles that primarily focus on individual
decision-making can be usefully translated to the public health context.
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Social Marketing Principles

The Journal of Marketing was established in 1963, signifying the official birth of the
discipline. The sub-discipline of consumer behaviour subsequently evolved to
specifically address the complexities associated with understanding and influencing
individuals’ consumption decisions (Quester et al. 2013). Similarly, the sub-discipline
of social marketing emerged in response to the needs of policy makers and practi-
tioners to encourage consumers to engage in behavioural change in non-commercial
contexts (Kotler and Zaltman 1971). At the time of its inception, social marketing was
defined as “The design, implementation, and control of programs calculated to
influence the acceptability of social ideas and involving considerations of product
planning, pricing, communication, distribution, and marketing research” (Kotler and
Zaltman 1971, p. 5).

Social marketing borrows the primary elements of commercial marketing (and
their associated assumptions) by focusing on individuals’ preferences and needs,
market segmentation, the notions of competition and exchange, and operational
strategy in the form of the 4 Ps (Andreasen 2002; Donovan and Henley 2010). It is
therefore a complex, multi-component process (Carins and Rundle-Thiele 2014).
Despite recognition of this at a conceptual level, real-world interventions classified
as social marketing are often merely advertising campaigns and/or education pro-
grams (Aschemann-Witzel et al. 2012; Herrick 2007; Rothschild 1999), and as such
have limited success beyond increased awareness of the particular issue being raised
(Croker et al. 2012). To be truly effective, social marketing efforts need to address
not only individuals’ behaviours (i.e. those occurring in the ‘micro’ environment),
but also those occurring in the ‘meso’ and ‘macro’ environments that constitute
social groups (e.g., families) and broader environments respectively (Carrete and
Arroyo 2014; Langford and Panter-Brick 2013; Stead et al. 2007). In theory, this is
achieved by engaging in the full social marketing process rather than selectively
applying individual components of the social marketing repertoire. For example,
reviews of social marketing programs targeting nutrition and obesity have found that
program effectiveness is associated with the extent of adherence to the full social
marketing process (Carins and Rundle-Thiele 2014; Gracia-Marco et al. 2010).

Social marketing is inherently more difficult than commercial marketing due to
(i) the need to focus on broad issues rather than specific product purchases and
(ii) the difficulties associated with measuring success in the absence of accessible
metrics in the form of sales revenues, market share, and profitability
(Aschemann-Witzel et al. 2012). In addition, there is the need to consider not just
those in the specified target market, but also important other stakeholders such as
policy makers, health practitioners, and affected family members (Hoek and Jones
2011). To increase the likelihood of achieving behavioural change in this complex
environment, social marketing relies heavily on empirical evidence from previous
campaigns and theories of social behaviour (Grier and Bryant 2005; Hastings
2003). The following sections focus on specific health issues that have proven
largely resistant to efforts to date, including the use of social marketing approaches.
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Public Health Case Studies

Ageing

The world’s population is ageing rapidly. In Australia, the proportion of the pop-
ulation aged 65 years and older will increase from around one in seven people
currently to one in five in 2061 (ABS 2013, 2014). This will have enormous
implications for the national health budget because of the much higher health costs
per capita among members of this age group (AIHW 2005; Productivity
Commission 2013). To reduce these costs, as well as optimise quality of life among
members of this substantial population segment, it is critical that older people stay
fit and functional for as long as possible (Pettigrew 2014). This objective is con-
founded by social norms relating to ‘slowing down’ in later life and corresponding
reductions in physical activity levels with age (ABS 2012). An important but
difficult public health objective is therefore to markedly increase the amount of
physical activity undertaken by the large majority of seniors.

The private sector can assist to some extent through the development, provision,
and promotion of a range of goods and services that facilitate physical activity
among older people (e.g. modified exercise clothing, equipment, and facilities)
(Moschis and Pettigrew 2011; Pettigrew and Moschis 2012). However, companies
selling these products must overcome ageing stereotypes to build a market for their
products, and a further obstacle for at least some companies will be the potential to
alienate their younger target markets by associating their products and organisations
with older people (Long 1998). Therefore, commercial marketing may not be the
most suitable and effective approach to address this health issue.

Environmental-level approaches have much greater potential to favourably alter
seniors’ activity levels. Examples include designing neighbourhoods to encourage
and facilitate walking as a method of transport, incorporating healthy ageing con-
tent into medical training for general practitioners, further raising the retirement
age, and encouraging older people to become volunteers (King et al. 2011;
Pettigrew and Moschis 2012; Pettigrew et al. 2015a). Such approaches require a
longer time horizon and ongoing investment, but have considerable potential to
make population-level improvements to seniors’ health and a corresponding
reduction in the costs of ageing to the community as a whole (Productivity
Commission 2013).

Obesity

Not only is the world’s population becoming older, it is also becoming fatter (OECD
2014; WHO 2014). The World Health Organization (2014) reports a doubling of
global obesity rates since 1980, which has had disastrous consequences for national
health budgets (OECD2014).Many individuals exist within obesogenic environments
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that promote the excessive consumption of unhealthy foods, discourage physical
activity, and encourage sedentary behaviours (Osei-Assibey et al. 2012; Swinburn and
Egger 2002). Much food-related decision-making occurs at a subconscious level
(Wansink and Chandon 2014) and is subject to humans’ poor ability to understand the
impact of time discounting on their food intake decisions (i.e. they tend to automati-
cally favour consumption now over improved health later: Richards and Hamilton
2012). Regardless, most attempts to curtail the obesity epidemic have focused on
attempting to convince individuals to consciously change their eating patterns—an
approach that has been deemed a failure in the face of continuing increases in obesity
rates (Rekhy and McConchie 2014; Tuorila 2014; Witham and Avenell 2010). In
addition, the marketplace has been largely left to address the problems associated with
the quality of the food supply, but the minor modifications that have been made in the
formofmarginal improvements in the nutrition profiles of some foods are not sufficient
to make a meaningful difference to population obesity levels (Moodie et al. 2013).

Once again, well-resourced, macro-level initiatives are better suited to address
this serious public health problem. The scale of the required effort is evident in the
global child obesity program EPODE (Ensemble Prévenons l’Obésité des
Enfants’—translated as “Together Let’s Prevent Childhood Obesity”: Borys et al.
2012). This comprehensive program that is based on social marketing principles
adopts a community-based approach to social norms relating to nutrition and
physical activity. It involves a large number of stakeholders within each country
cooperating to embed healthy lifestyle messages and activities into children’s
physical and social environments (Borys et al. 2012; Pettigrew et al. 2014, 2015c).
Although evaluation studies are in progress, early results indicate that this approach
has been able to achieve significant improvements in child obesity rates in inter-
vention areas relative to control areas (Vinck et al. 2015). Tackling child obesity is
critical because of the strong association between child and adult obesity (Magarey
et al. 2003), however comprehensive programs targeting child obesity alone will
not be adequate to address population levels of obesity because of the increased
prevalence of the condition with age (Weksler 1999). As such, similar programs
need to be developed and implemented to prevent and treat adult obesity. As
demonstrated by the EPODE example, such programs need to include a large
number of stakeholders, incorporate the many physical and social contexts in which
adults live, and receive sustained attention and funding to achieve favourable
outcomes.

For both children and adults, substantial improvement in obesity levels requires
systems-level planning and implementation (Roberto et al. 2015; Swinburn et al.
2013). This includes (i) food supply factors, such as the foods made available to
children in school canteens (Pettigrew et al. 2012) and the way in which nutrition
information is supplied on food packages in supermarkets (Blewett et al. 2011) and
(ii) food promotion factors, such as the extent to which unhealthy products can
dominate food-related messages in the media, thereby creating social norms that
favour these kinds of products (Pettigrew et al. 2015b; Roberts et al. 2013). Such
changes are beyond the scope of traditional social marketing campaigns.
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An Alternative Approach: Environment First, Individual
Decision-Making Second

As shown in these two mini case studies, relying on social marketing processes to
encourage individual behaviour change will not be adequate to address the enor-
mous social problems represented by population ageing and high levels of obesity.
This is due to the inability to (i) undertake some of the basic principles of marketing
at the downstream level (e.g., segmentation to select the most profitable target
group from within the larger market), (ii) compete with massively resourced
competitors, and (iii) deliver to consumers what they say they want (a fundamental
assumption of the marketing concept that does not always apply in public health).
As such, social marketing efforts that seek to encourage individuals to change their
behaviours in favour of their long-term health need to be substantially augmented
with structural changes that support healthy decisions. Insights into how this may
be achieved may be obtained from other research domains as outlined below.

Two disciplines that are related to social marketing are psychology and beha-
vioural economics. Both provide conceptual inputs into many marketing theories
and practices, but they also provide insights into why governments should not rely
solely or primarily on social marketing to advance public health. The discipline of
psychology is based on theories that demonstrate the complexity of achieving lasting
behavioural change in individuals. For example, Ryan and Deci’s (2000)
self-determination theory proposes that while human beings are active agents who
have evolved to make positive developmental changes over time, social and cultural
factors can facilitate or undermine self-motivation to make these changes.
Individuals’motivations thus operate as a function of the environment in which they
exist, and this environment can either support or undermine intrinsic motivation,
self-regulation, and, ultimately, healthy development and well-being. Creating an
environment that fosters self-determined motivation sustains health-promoting
behaviour (Owen et al. 2014), making change at the environmental level critical for
promoting the adoption and maintenance of healthy behaviours among individuals.

Behavioural economics incorporates knowledge from psychology, economics,
and other disciplines to provide insight into ways of modifying physical, social, and
financial contexts to encourage behavioural change (King et al. 2013; Lui et al.
2014). This burgeoning area of work explicitly recognises the benefits of altering
environments to make them more conducive to particular behaviours. Across var-
ious behavioural domains (e.g. food choices, gym usage), interventions based on
the principles of behavioural economics demonstrate the ability to improve out-
comes for individuals (Gittelsohn and Lee 2013; Lui et al. 2014; Milkman et al.
2013). This evidence highlights the need for public health initiatives to move
beyond encouraging individuals to make ‘rational’ behavioural changes for the sake
of their future well-being, and instead combine any such attempts with compre-
hensive environmental modifications that make the healthy choice the easy choice.
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Conclusion

Fundamental differences exist between the use of marketing principles in the com-
mercial sector and the problems faced by policy makers and practitioners working in
public health. While marketers seek to change a specific behaviour, public health
problems are highly complex, with multiple behavioural changes typically required
to address multifactorial health issues. For example, addressing obesity requires
dietary and physical activity changes at the population level, both of which can take
many forms and as a consequence defy simple behavioural prescriptions. A case in
point is nutrition—a healthy diet involves the adequate inclusion of certain types of
foods and the limiting of other types of foods. This is a much more difficult com-
munication and persuasion task compared to “Try/buy brand X of breakfast cereal”.
This fundamental difference in the behaviour change task needs to be fully appre-
ciated by the public health sector before decisions are made to prioritise social
marketing approaches over more structural approaches that seek to create environ-
ments that are conducive to healthy decisions and behaviours. While social mar-
keting conceptually includes such macro approaches (Andreasen 2002), rarely in
practice does it take this form. Instead, the ‘Promotion P’ in the form of advertising
and/or education is often implemented in isolation, which is unlikely to achieve the
desired outcomes (Aschemann-Witzel et al. 2012; Croker et al. 2012; Rothschild
1999). The potential of social marketing is thus not being realised.

There are, however, opportunities presented by social marketing that can be
taken forward for public health purposes. Both marketing and social marketing
highlight the importance of a comprehensive and sustained approach to changing
behaviour. The substantial theoretical and practical advancements of these disci-
plines should assist in providing cogent arguments to policy makers about the
characteristics of effective public health behaviour change initiatives. The complex
behaviours that are the focus of public health efforts are much more difficult to
address than the marketer’s task of encouraging new product trial or brand
switching, illustrating the even greater need in public health for behaviour change
programs to be thoroughly researched, strategically implemented, well-resourced,
and long-term in nature (Rekhy and McConchie 2014).

Perhaps most importantly, the theoretical and applied aspects of social marketing
should make it clear to policy makers that attempting to change individuals’
behaviours is not, as is often assumed, the easy path relative to introducing
structural changes. Adopting a social marketing approach entails employment of the
full range of strategic marketing processes, not just the development of an adver-
tising campaign. Learnings from the discipline of psychology also show how dif-
ficult it is to stimulate and support meaningful behavioural change in individuals.
This is especially the case where environments continue to encourage the opposite
behaviours to those being recommended. Large and sustained investments in
marketing efforts are needed to (i) make individuals aware of the need for change,
(ii) advise them of the various behavioural options available to them and how they
can be enacted, (iii) convince individuals of the superiority of the recommended
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behaviours over their current behaviours, and (iv) support them to maintain any
new behaviours until they become habitual and preferred.

Ultimately, as indicated by behavioural economics, in many cases it is likely to
be easier, faster, and more cost-effective to invest in the environmental and
infrastructure changes that can subtly and often subconsciously encourage indi-
viduals to change their behaviour. Developing, implementing, and sustaining
complex strategies to prompt behavioural change in contexts that remain conducive
to existing unhealthy behaviours is an expensive, time-consuming, and potentially
futile task. However, taking the upstream approach requires political will, strong
leadership, and a prioritising of public health over the vociferous interests of
industries that will be adversely affected by the sought changes in consumer
behaviour. Let’s hope our leaders are up to the task.
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Contemporary Young Consumers
and Food Consumption—Implications
for Social Marketing Research

Liudmila Tarabashkina and Roberta Crouch

Abstract Marketing has undergone profound changes during the past 30 years with
a shift from television advertising to digital marketing and development of more
engaging campaigns between brands and individuals. This change has also affected
young consumers (i.e. children aged less than 13 years), who attracted marketers’
attention in the mid-1980s, who have ever since been marketing aggressively to this
group across multiple media channels, engaging in the so-called “cradle-to-grave”
marketing. Research shows that exposure to food advertising is associated with
biased product evaluations extending into adulthood and the last two decades have
also noted a substantial increase in the rates of childhood obesity and overweight
levels worldwide. Although research about young consumers and their food con-
sumption started more than 40 years ago, current discussion centres predominantly
around the impact of food advertising on children and extant knowledge remains
fragmented and inconclusive in relation to a number of external, as well as internal
influences. In particular, it is still unclear how children choose healthy and less
healthy foods under the influence of different socialisation agents and their own
consumer knowledge about advertising or nutrition. Extant gaps impede effective
policy development and successful social marketing campaigns since the full extent
of children’s susceptibility to food advertising remains unclear. This paper was
inspired by work conducted under PhD candidature supervision by Prof. Pascale
Quester and provides a review of social marketing literature to highlight the gaps in
our knowledge and delineate important directions for future social marketing research
in relation to young consumers’ food consumption.

Keywords Young consumers � Food consumption � Gaps � Review
L. Tarabashkina (&)
The University of Adelaide, Adelaide, Australia
e-mail: liudmila.tarabashkina@adelaide.edu.au

R. Crouch
School of Marketing & Management, The University of Adelaide, Adelaide, Australia
e-mail: Roberta.crouch@adelaide.edu.au

R. Crouch
Groupe ESC Dijon Bourgogne, School of Wine and Spirits, Dijon, France

© Springer Science+Business Media Singapore 2016
C. Plewa and J. Conduit (eds.), Making a Difference Through Marketing,
DOI 10.1007/978-981-10-0464-3_6

73



Introduction

Transformation of Food Industry

In contrast to other products, food not only represents a vital source of sustenance,
but also has symbolic value (i.e. being a vegetarian) as well as being the occasional
indulgence (Rappoport 2003). Over the past 40 years, economic development and
advances in agricultural practices have lead to an increase in the variety of available
foods (Drewnowski 1997), resulting in an improved capacity to produce crops irre-
spective of seasonality (Kearney 2010). In fact, the number of grocery items available
for consumption nowadays has increased threefold, and contemporary children con-
sume foods which did not exist when their parents were young (Rappoport 2003). The
nature of meals has changed—that is, where and with whom they are shared (Benton
2004; Livingstone 2005). Lifestyles have become more hectic—individuals are more
mobile; they look for foods which are easy to eat on a move (Grocer 2008), resulting
in steady annual growth rates for the snacking product category globally (“Snack
Attack” 2014). Frozen, canned or packaged convenience foods nowadays are easily
accessible through supermarkets, replacing to some extent, traditional food preparation
and cooking (Osman et al. 2014). Parents who are especially busy during weekdays
can dine out or buy take away foods for their families (Osman et al. 2014).
Additionally, diets have changed towards more energy dense foods which contain
higher amount of fats, added sugars and saturated fats from animal sources
(Drewnowski and Popkin 1997) and average daily calories available for consumers
have increased by approximately 600 calories (Dietary Guidelines for Americans
2010). This trend has been accompanied by a reduced intake of complex carbohy-
drates, fibre, fruit and vegetables (Drewnowski and Popkin 1997) and an increase in
portion sizes (Dietary Guidelines for Americans 2010).

Changes in the food industry have coincided with a worldwide increase in the
rates of adult overweight and obesity (Benton 2004). Overall, it is projected that by
2030 around 60 % of the worldwide adult population will be overweight or obese
(Kelly et al. 2008c). From the public health perspective, the cost of obesity is high
and likely to double by 2025 (Aitken et al. 2009). Alarmingly, the younger gen-
eration is gaining weight faster than their parents (Hebden et al. 2012) and there are
significant health implications relating to the development of overweight and
obesity amongst children which have been widely documented (WHO 2015).
Obesity has both genetic and environmental origins, where the latter represents an
outcome of prolonged poor lifestyle habits (Caroli et al. 2004). Although having
obese parents certainly represents a risk factor for young children who have not yet
developed obesity (Wardle et al. 2001), scholars seem to agree that the worldwide
increase in rates of childhood obesity support an environmental rather than genetic
explanation for current obesity trends in the younger population (Hill et al. 2003).
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Young Consumers and Food Industry: A Segment Worth
Conquering

The changes in the nature of the food industry have coincided with significant shifts
in the role of children in the market space. Before the 1950s, much of the adver-
tisers’ attention while promoting products designed for children was aimed at adult
consumers, in other words their parents (McNeal 1994). However, the advent of
television and children’s programs have dramatically changed the nature and the
scope of advertising to children (Schor 2004). Over time, marketers’ perceptions of
children have changed—in the 1930s, they were perceived as growing machines,
which needed education; in the 1950s, they were novelty seekers (Cook 2000). In
the 1960s, children’s market potential was still not considered seriously (McNeal
1999), but from the 1990s onwards, children have been treated as autonomous and
savvy individuals (Cook 2000).

Children are important to marketers for a number of reasons—they influence
their parents’ consumer behaviour; they will be future consumers (Martin and Bush
2000); and they already exercise considerable spending power in the market space
and influence their parents (McNeal 1999). Although young consumers are targeted
by the manufacturers of multiple products, foods are more accessible to children
through their own pocket money and purchase requests addressed to their parents
(Harris et al. 2009). Worldwide, children aged 8–14 years spend and influence a
market worth $1.88 trillion (Lindstrom and Seybold 2003). Hence, from the
commercial point of view, childhood represents an important stage to build brand
loyalty, where “cradle-to-grave marketing” is considered to represent a key to a
long and sustainable relationship between food manufacturers and children
(Hastings et al. 2003).

Because children represent a fast-growing and attractive market segment for the
food industry (Livingstone and Helsper 2006), food advertising to children has
substantially increased in the last decades (Byrd-Bredbenner 2002) outnumbering
other product categories especially on television (Hastings et al. 2006). Food and
beverage companies currently heavily invest in a promotion of their brands through
interactive social media and mobile marketing (Montgomery et al. 2012), capital-
ising on capabilities of these technologies. Food advertising landscape has signif-
icantly changed over time showing an increase in non-core food categories (Roberts
et al. 2013). From the public health perspective, childhood represents an important
period not only for the development of obesity (Venn et al. 2007), but also food and
consumer preferences (Birch 1999; Nestle 2002). Hence, it is not surprising why
research, as well as obesity prevention policies, have recently focused on children
(Reisch and Gwozdz 2011). Despite long research efforts in this area, our knowl-
edge about factors that influence children’s food consumption leading to weight
gain still remains fragmented (Hastings et al. 2003), impeding policy development.
Twelve major gaps still exist in our knowledge, which have been identified through
a literature review of studies conducted between 1970 and 2014. These gaps are
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discussed in detail below, delineating important directions for future social mar-
keting research, contributing to the current discussion about children’s food con-
sumer socialisation.

Gaps in Knowledge About Young Consumers’ Food
Consumption

Of all factors suggested as in the literature as possible causes of childhood obesity,
which relate to reduced physical activity, snacking, and food advertising—the latter
represents the most widely debated factor (OfCom 2004). Numerous studies have
exposed the intensity of food advertising targeting children (Cairns et al. 2009;
Desrochers and Holt 2007), highlighting their poor reflection of dietary recom-
mendations (Byrd-Bredbenner 2002). Typically, if a child watches two and a half
hours of commercial television every day, he or she would be exposed to 11 “junk”
food advertisements per day, and to around 77 of them per week (Neville et al.
2005). Past research has shown that exposure to advertisements in childhood can be
associated with biased product evaluations in adulthood (Connell et al. 2014) and
the current discussion of childhood obesity frequently evolves around the issue of
food promotion, where children are typically depicted as being susceptible to
advertising (Buijzen et al. 2010). As a result, restrictions on food advertising have
been nominated as one of the most effective interventions to fight the obesity
pandemic (Haby et al. 2006). Although several ecological studies tend to support
such an approach (Dhar and Baylis 2011; Lobstein and Dibb 2005), stricter regu-
lations of food advertising are challenging due to a number of reasons.

First, any policy restrictions on food marketing targeting children need to have a
precise definition of the types of foods that are considered inappropriate, which can
be provided by the government or industry self-regulation policies (Hawkes 2007),
where the latter is still missing in many countries (Hebden et al. 2010). National
policies regarding the control of food advertising aired on television also vary
substantially (IASO 2010), and even more work is required to regulate promotion
on the Internet and other channels used by marketers (mobile phone apps, etc.).
Second, advertising represents only one of the many external (social level) factors
that influence children in addition to individual level factors (Livingstone and
Helsper 2004), highlighting the complexity of the obesity problem. In particular,
children start learning about foods first from their parents (Benton 2004) and as they
grow up, food marketing (Brand 2007) and peers become influential(Birch and
Fisher 1998). While the presence of influencers operating both on individual and
social levels was highlighted a decade ago (Livingstone and Helsper 2004), the
determinants of children’s food choices have not yet been studied while controlling
for both social and individual level influences (gap 1, Fig. 1). Recently, empirical
studies looking at the magnitude of influence of different external influences have
been assessed, and the impact of food advertising on children’s food consumption

76 L. Tarabashkina and R. Crouch



has been evaluated as a modest, but not as a significant independent determinant
(Cairns et al. 2013). So far, only five studies have looked into the influence of
several factors on children’s dietary behaviour (Baker et al. 2003; Bolton 1983;
Buijzen et al. 2008; Norton et al. 2000; Stoneman and Brody 1981). They vary
substantially in terms of methodology used (experiment vs. survey) and have not
assessed the influence of all relevant social level factors simultaneously, leaving a
gap in our knowledge about the overall magnitude of the influence of food
advertising compared to parents, peers, and school (gap 2, Fig. 1).

Furthermore, past research has predominantly concentrated on behavioural
outcomes in children (food preferences or food consumption) (Halford et al. 2007)
and more insights are required about children’s nutritional and persuasion
knowledge in food consumption decision making—the individual level factors.
Both nutritional and persuasion knowledge increase with age (Tallarini et al. 2013;
Wiman and Newman 1989) and designate more rational and logical approach to
food selection. Nutritional knowledge is related to better understanding of nutri-
tional information (Grunert et al. 2013), but empirical results about its influence on
children are still mixed, providing inconclusive support for its potentially positive
effect on children’s diets (Gibson et al. 1998). Furthermore, It is generally assumed
that persuasion knowledge would act as a filter, protecting children from advertising
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Fig. 1 Extant gaps in knowledge relating to young consumers’ food consumption
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(Rozendaal et al. 2009). Older children are generally expected to be less susceptible
to persuasive tactics due to more advanced cognitive and social development skills
that help them grasp bias in advertising (Seiders and Petty 2007). Although chil-
dren’s persuasion knowledge has always been central to the debate about the
influence of food advertising on young consumers (Martin 1997), currently more is
known about the age at which understanding of advertising intent emerges, rather
than its application by children (Mallinckrodt and Mizerski 2007; Rossiter and
Robertson 1974). Currently, experimental literature suggests that advertising
influences children’s post-experimental food preferences (Borzekowski and
Robinson 2001), however, whether children’s nutritional knowledge combined with
persuasion knowledge can mitigate the effects of promotion on dietary behaviour is
still missing (gap 3, Fig. 1). Future studies in this area need to be carefully designed
because extant research suggests that adult consumers do not always utilize their
nutritional knowledge when they select foods (Saarela et al. 2013). Consumers may
still choose to purchase a brand even when they are fully aware of marketers’
persuasive intent due to positive brand or product evaluations (i.e. emotional
influences). Product evaluations that are likely to influence children’s food con-
sumption relate to taste, social appeal, and fun, which represent the themes that are
consistently deployed by the food marketers (Cairns et al. 2013) and may impact on
children’s liking of unhealthy food advertisements (Tarabashkina et al. 2011).
Emotional mood enhancement and food craving are typically used for the pro-
motion of less healthy product categories (Pettigrew et al. 2012) and it has been
suggested that emotional advertising may distract children from other aspects of
advertisements, such as nutritional disclaimers or product information (Wicks et al.
2009). While it is logical to expect that product evaluations have a potential to
undermine persuasion and nutritional knowledge, their moderating effects have not
yet been examined calling for a more holistic understanding of factors that influ-
ence young consumers where assessing both rational and irrational components of
food consumption represents an important direction for social marketing. Hence,
future research needs to broaden the scope of enquiry by examining the potential
moderating influences of product evaluations on the relationship between nutri-
tional and persuasion knowledge on young consumers’ food choices (gap 4, Fig. 1).

Literature review has also revealed a number of gaps in relation to external
factors. Scholars consistently report that the food media environment has become
more diversified (Cairns et al. 2009) where children are exposed to food promotion
across multiple channels, including not only television (Morton et al. 2005), but also
magazines (Kelly et al. 2008b), supermarkets (Chapman et al. 2006), websites (Kelly
et al. 2008a), and more recently, smartphones. Contemporary young consumers have
access to digital technology not experienced by previous generations (Schor 2004).
Yet, the assessment of the influence of integrated marketing communication is still
missing (gap 5, Fig. 1). More research is required about children’s susceptibility to
new, non-traditional marketing techniques, such as advergames and social media on
children (Montgomery et al. 2012). Whether advertising is capable of altering
children’s nutritional knowledge, impacting positively on product evaluations
represents another unexplored area (gap 6, Fig. 1).
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Next, parents’ role in the childhood obesity problem represents another area for
exploration because both children and parents are exposed to food advertising
(Grier et al. 2007). Research about parents’ susceptibility to food promotion sug-
gests that advertising can influence parents’ product perceptions (nutritional ben-
efits, taste, fun, and social appeal) (Jones and Fabrianesi 2007), likelihood of
consumption of the commonly advertised energy-dense foods (Pettigrew et al.
2013), and selection of energy dense products over healthy alternatives when
products are advertised using sport celebrities or nutritional messages (Dixon et al.
2011). Advertising of energy dense and low in nutrient foods aimed at children has
recently shifted towards parents (Dixon et al. 2011) and their inability to withstand
food advertising may be harmful for young consumers. In particular, research has
shown that parents’ attitudes (favourable or unfavourable evaluation of an object or
behaviour (Fishbein and Ajzen 1975, p. 6)) and social norms about less healthy
foods (beliefs about what constitutes an appropriate behaviour amongst people
(Fishbein and Ajzen 1975)) are associated with more frequent consumption of fast
foods by children, where a positive association was also observed between parents’
exposure to fast food advertising and social norms (Grier et al. 2007). Because
younger children depend on their parents for food provision, it is logical to assume
that exposure to unhealthy role models may predispose them to unhealthy lifestyles,
which is supported by the Social Cognitive Theory (Bandura 2002). Although
favourable attitudes and social norms can reinforce misconceptions about specific
behavioural patterns (Hawkins and Pingree 1982), the literature does not explain
how parents’ attitudes and social norms may influence children’s product evalua-
tions, persuasion and nutritional knowledge (gap 7, Fig. 1).

Another external factor, which requires further research is peers. Extant litera-
ture suggest that pre-schoolers’ vegetable choice can change within four days after
children start having lunch with peers who have different vegetable preferences
(Birch 1980) and there is also support for perceived food consumption resemblance
between friends for soft drinks (Perkins et al. 2010) and less healthy foods
(Feunekes et al. 1998). The above-mentioned influences, however, have been
examined in relation to behavioural outcomes. As a result, peers’ influence on
young consumers’ product evaluations, nutritional and persuasion knowledge
remains under-researched, limiting our understanding of potential pathways of peer
influence on the formation of favourable attitudes amongst young consumers (gap
8, Fig. 1). Futhermore, although peer influence may undermine children’s use of
their persuasion and nutritional knowledge as a result of conformity when foods are
consumed with friends, this potential moderating effect has not yet been tested (gap
9, Fig. 1).

In the context of food consumption, school represents another location where
learning about foods and nutrition may take place, not only as a result of educa-
tional programs, but also due to foods’ availability in canteens. Although con-
sumption of snacks and soft drinks is higher when they are available at schools
(Wouters et al. 2010), more research is encouraged to investigate how schools
contribute to the development of unhealthy lifestyles and favourable product
evaluations amongst young consumers (gap 10, Fig. 1). Likewise, proximity to fast
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food restaurants represents another area for investigation—there is some evidence
suggesting an association between proximity and consumption of fast foods in
disadvantaged areas (Forsyth et al. 2012). Children belonging to low
socio-economic background also tend to have higher weight (O’Dea et al. 2014)
and consume less healthy foods more often (Ambrosini et al. 2009; Larson et al.
2008). Yet, it is still not clear how availability of fast foods impacts on wider social
norms and perceptions of less healthy foods’ acceptability both amongst parents
and their children (gap 11, Fig. 1).

Finally, the influences of food advertising have been previously studied in
relation to two separate variables—food preferences or food consumption (be-
havioural outcomes) (Utter et al. 2006) and weight (health diet-related outcome)
(Proctor et al. 2003). At the moment, the extant literature suggests only an asso-
ciation between children’s weight and TV watching and the link between the
consumption of less healthy foods and children’s weight is still tenuous (Jolly
2011) (gap 12, Fig. 1). The absence of such conclusive evidence has been fre-
quently used as an argument against a ban of “junk” food advertising aimed at
young consumers (Jolly 2011). Should the influence of food advertising as a pre-
cursor to children’s weight be proven, this relationship needs to occur through food
consumption (food advertising → consumption → weight) (IOM 2006) and should
be assessed controlling for the influence of external and internal factors.

Conclusion

This review has identified a number of important gaps in our knowledge about
young consumers’ food consumption, delineating several directions for future
research. As shown above, food choices represent a complex consumer and social
phenomenon, where factors that are likely to influence food consumption may not
only operate on individual and social levels (Livingstone and Helsper 2004), but
may also be moderated by individual (product evaluations) or external factors
(peers). In agreement with the childhood obesity and social marketing literature
(Livingstone 2004), there is an urgent need to examine a wider range of factors
influencing children’s food choices—such an approach would be able to examine the
strength of each external agent affecting children’s dietary behaviour and finally
provide evidence as to whether food advertising exerts a small influence on children,
as previously claimed by marketing professionals (WFA 2010). Since food adver-
tising continues to use integrated marketing techniques reaching out to children,
their parents, and peers (Cairns et al. 2013), more research is encouraged to assess
the influence of new non-traditional methods of advertising, as well as integrated
marketing communications. Based on the gaps outlined in this review, scholars are
encouraged to develop a comprehensive, yet parsimonious conceptual framework of
the factors that influence children’s dietary behaviour leading to obesity. The
absence of a conceptual framework impedes research in social marketing, as well as
the development of effective obesity prevention strategies. The role of research
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remains crucial in advising public policy-makers, parents, and health practitioners
about the strategies to improve young consumers’ diets. Yet, the translation of
research into policy, unfortunately, lags behind and remains substantially outpaced
by the innovation and development in the food industry. This review has provided a
detailed assessment of extant gaps about the factors that have not yet been examined,
but may be related to children’s food consumption, providing a clear guidance for
future research to make original contributions to the field of social marketing.
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The Ethicality of Immersive Sponsorship
Within a Children’s Edutainment Centre

Damien Arthur

Abstract In a shift away from traditional advertising, brands are increasingly
embedding themselves into children’s lived experiences. Immersive brand place-
ments within educational vehicles such schools, textbooks and edutainment centres
are worthy of an ethical examination as children may find it difficult to understand
their persuasive intent. This study investigates the ethicality of immersive spon-
sorship within a children’s edutainment centre. Pre, post, and follow-up interviews
were undertaken with 17 children and one of their parents who visited the heavily
branded edutainment venue, Kidzania. Applying a deontological perspective, the
results suggest that immersive sponsorship is inherently wrong, as children aged
twelve and under are generally unable to determine the persuasive intent of the
sponsoring brands. Embedded within an educational and entertaining setting, the
children engaged with the brands in a very positive light, unaware of persuasive
intentions and unable to apply a cognitive defence. In contrast, the vast majority of
parents perceived the immersive sponsorships to be ethical. Those who applied a
relativist argument saw the act as ethical in the cultural context of our contemporary
and commercialised world, and specifically the city of Dubai. In contrast, those who
applied the utilitarian approach argued that the act was a form of corporate social
responsibility, producing a net benefit for society by helping to fund and run a
realistic educational experience, and increasing the confidence of the child partic-
ipants. While the opposing conclusions make it difficult to provide clear policy
guidance, one recommendation is to focus on advancing the marketing literacy of
children.
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Introduction

The ethicality of marketing communications directed at children has been the
subject of much debate. Policy has generally focused on protecting children from
the potential harm that exposure to certain types of advertising may encourage
(Owen et al. 2013). The typical aim is to protect children from sexualised, fright-
ening and violent content, and those that promote an inactive or unhealthy lifestyle.
Another ethical concern regards the “fairness” of targeting children when they may
not be capable of understanding the purpose of marketing communications (Garde
2011). As brands move away from traditional television advertising, they are
increasingly embedding themselves into children’s experiences in other ways (Linn
and Golin 2006). These include brand placements within educational vehicles such
as schools, textbooks and edutainment centres. When brands are embedded within
an educational context, children may find it even more difficult to understand the
persuasive intent of the marketing communications. The ethicality of this form of
promoting to children is the focus of this chapter, specifically in the context of a
children’s edutainment centre.

Children’s Understanding of the Persuasive Intent
of Marketing Communications

Academic research has attempted to uncover the age when children become aware
of the persuasive intent of television advertising (Chan 2000; Moses and Baldwin
2005; Wright et al. 2005). Determining if awareness of persuasive intent exists is
important to the ethicality argument, as without it, children are unable to apply a
cognitive defence. If children cannot determine the persuasive purpose of adver-
tising, then they are being deceived and can be easily manipulated. As a result
children are especially vulnerable to advertising and are in need of protection. As
such, governments and regulatory bodies around the world have either banned
advertising to children (e.g. Sweden), or more commonly, applied some restrictions
to it (e.g. Australia and Belgium) (Oates et al. 2002).

In a seminal study of persuasive intent, Robertson and Rossiter (1974) found that
an understanding of the purpose of television advertising emerges at around eight
years of age, and is further refined during the analytical stage of development
(between the ages of seven and eleven) (John 1999). While ‘around eight’ is
generally supported in the literature (e.g. Chan 2001; Roedder 1981), Oates et al.
(2002) found only a quarter of eight year olds, and a third of 10 year olds, were
capable of identifying the persuasive intent of television advertising. Similarly,
Rozendaal et al. (2010) found that while an understanding of the persuasive intent
of television advertising had emerged in children by eight, by twelve it was still not
equivalent to an adult’s understanding. From a deontological perspective, these
results imply that television advertisements targeting children of less than eight fail
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a moral imperative, as they are inherently deceptive. As eight to 12 year olds have
generally been found to have a basic understanding of the purpose of television
advertising, but are still developing the cognitive skills necessary to fully com-
prehend persuasive intent, television advertising aimed at them is morally
questionable.

While many researchers have examined children’s awareness of the persuasive
intent of television advertising, very few studies have investigated the more
immersive forms of marketing communications. Given that television advertising is
ubiquitous and contains distinct cues that allow viewers to easily distinguish between
programming and advertising, it is intuitive to assume that children would find the
persuasive intent of more embedded forms of marketing communications difficult to
identify. The limited research that exists supports this assertion. For example, Owen
et al. (2013) found children to have a significantly more sophisticated understanding
of television advertising than product placement, product licensing, program spon-
sorship, and advergames. Similarly, Van Reijmersdal et al. (2012) found that seven to
12 year olds had difficulties in understanding the commercial nature and intent of
advergames. In a study examining the sponsorship of a theme park, Grohs et al.
(2012) found a rudimentary understanding of persuasive intent emerged in the 10
year olds, which appeared to be fully developed in those aged twelve. Applying the
deontological perspective once again, these more immersive forms of marketing
communications are also unethical when targeting children who are not yet capable
of determining persuasive intent. The research supports the notion that this occurs at a
later age than for television advertising, most likely at around twelve.

While researchers have begun to investigate the age at which children can
identify the persuasive intent of the more immersive forms of marketing commu-
nications, no study to date has provided an in-depth examination of the ethicality of
brands immersed within an educational vehicle. In a broad ‘ethics in advertising’
study, Triese et al. (1994) measured perceptions of ethicality from the general
public’s perspective. They found their sample to be particularly concerned about
advertising in public schools, far more so then toward unhealthy food commercials
targeting children. Given the public concern, the positive perceptions and trust we
place in educational environments, combined with children’s lack of cognitive
defence and the immersive nature of the brand placements, makes the practice of
integrating brands within an educational vehicle worthy of ethical examination.
Thus, this study investigates the ethicality of immersive sponsorship within a
children’s edutainment centre.

The Edutainment Centre as a Sponsorship Vehicle

The portmanteau ‘edutainment’ refers to the interactive pedagogy that converges
learning with a fun and entertaining experience (Okan 2003). While interest in the
convergence of education with entertainment has increased significantly with the
explosion of new and interactive technologies (Addis 2005), over the past two
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decades it has become an increasingly common marketing practice, and the subject
of retail studies. For example, Feenstra et al. (2015) examined how child-oriented
educational workshops and events conducted in-store by retailers create active,
multi-sensory, social experiences. Whereas Creighton (1994) examined how
theme-park style, heavily commercialised edutainment centres provided educational
experiences designed to help children become ‘good consumers’ through play. It is
a contemporary version of the latter, Kidzania, that provides the context of the
current study.

Kidzania is positioned as an informal learning environment where children learn
about adult occupations and responsibilities through playing ‘grown-ups’ and
undertaking occupational and consumer tasks in a replica city (Baker 2014). A leader
in the field, the firm currently operates 16 centres in 13 countries, with 24 expected to
be operating in 21 countries later this year (Marsh and Bloom 2014; Kidzania 2015a).
Within the Kidzania in Dubai, the extent of the sponsorship, and the immersion and
engagement of the sponsoring brands is noteworthy. To enter the fantasy metropolis
children are issued Emirates tickets and then board a replica Emirates airplane. Once
inside the children can learn to be a kitchen hand at McDonalds, a factory worker in
the Coca-Cola bottling plant, a courier for FedEx, a chocolatier in the Kinder
Chocolate factory, a dentist with the assistance of Colgate, or a Doctor with the help
of Dettol. For working in their chosen professions the children receive ‘KidZos’, the
Kidzania currency, which they can deposit in their Al Hilal bank accounts, or spend at
a number of real retail outlets within Kidzania. In fact, within the Dubai Kidzania
children can take on any of 70 occupational roles including television presenter,
police officer, and hairdresser, and experience interactions with over 35 real world
brands including Sony, Kellogg’s, and Dunkin’ Donuts.

Research Questions

In examining the ethicality of immersive sponsorship within a children’s edutain-
ment centre we focused on two research questions:

1. Is immersive sponsorship within a children’s edutainment centre inherently
unethical?

2. Do parents perceive immersive sponsorship within a children’s edutainment
centre as unethical?

In addressing the first research question we have primarily adopted a deonto-
logical approach, attempting to ascertain whether this form of marketing commu-
nication is inherently right or wrong based on whether the children are deceived by
the brand’s persuasive intent. As parents are the primary guardians of children and
have a responsibility to protect them from harm, the second question aims to better
understand their varying perspectives. As ethical determinations can vary
depending on which ethical theory of moral philosophy is applied, deontological,
relativist and utilitarian perspectives are discussed.
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Methodology

As part of a larger study investigating consumer socialisation within a marketer-
sponsored children’s edutainment centre, pre, post, and follow-up interviews were
undertaken with 17 children and one of their parents, who had never previously
been to Kidzania. Pre and post interviews were conducted immediately prior to
entering, and after exiting the venue, whereas the follow-up interviews took place
approximately one week after the experience. While all 87 interviews were con-
sidered as data and analysed in NVIVO for the purpose of this study, the post and
follow up interviews with the children were the most useful in determining an
understanding of persuasive intent, whereas the pre and post interviews with the
parents were most useful in determining their perceptions of ethicality.

As persuasive intent has been found to emerge at around eight for television
advertising, and around twelve for more immersive forms of marketing commu-
nications, children aged between seven and twelve were recruited for this study.
A demographic profile of the participants, including pseudonyms, is provided in
Table 1. The author conducted pre, post and follow-up interviews with the ten
children who were native English speakers and their respective parent. Student
researchers who were native in Arabic conducted pre, post and follow-up interviews
with the remaining children and their respective parent. To ensure the children’s
interviews were suitable for their cognitive capacity, Peracchio and Mita’s (1991)
guidelines were followed.

Table 1 Demographic profile of participants

Child Gender Age Native Language Parent

Andrew Male 7 English Mother of Andrew

Danielle Female 7 English Mother of Danielle, Amy and Lizzie

Mohammed Male 7 Arabic Mother of Mohammed, Layla and Saif

Moza Female 7 Arabic Mother of Moza and Afra

Yoosuf Male 7 English Father of Yoosuf

Afra Female 8 Arabic Mother of Moza and Afra

Declan Male 8 English Mother of Declan

Jen Female 8 English Mother of Jen

Layla Female 8 Arabic Mother of Mohammed, Layla and Saif

Mel Female 8 English Mother of Mel

Miles Male 8 English Mother of Miles

Noura Female 9 Arabic Mother of Noura

Amy Female 10 English Mother of Danielle, Amy and Lizzie

Brain Male 10 English Mother of Brian

Lizzie Female 11 English Mother of Danielle, Amy and Lizzie

Saif Male 11 Arabic Mother of Mohammed, Layla and Saif

Shaima Female 12 Arabic Mother of Shaima
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Results and Discussion

Is Immersive Sponsorship Within a Children’s Edutainment
Centre Inherently Unethical?

Persuasive intent is central to the argument that immersive sponsorship within a
children’s edutainment centre is inherently unethical. Academics have argued that if
children are unable to understand the persuasive intent of the sponsors, then the
practice is unethical, as children cannot enact a cognitive defence. While it could be
argued that the marketers behind the sponsoring brands within Kidzania were not
intending to persuade, but performing an act of social responsibility, this is certainly
not in line with Kidzania’s partner seeking web page which promises ‘increased
sales’, ‘long-term ROI’, ‘exposure’, ‘brand recognition’ and ‘loyalty’ all in the first
two sentences (Kidzania 2015b). Regardless of the intent, evidence suggests that
implicitly acquired affective associations through engaging with brands in a fun and
exciting environment do influence behaviour (Nairn and Fine 2008). The results of
the larger consumer socialisation study support this, with a 34 % shift in brand
preferences toward the sponsoring brands (see Arthur and Sherman (2015) for a full
analysis). Therefore, even if the intent of the sponsorship was entirely well
meaning, from a deontological perspective, it is not necessarily the understanding
of persuasive intent that is important, but perhaps more accurately an understanding
of persuasive capability.

Putting these semantic differences aside, the analysis revealed that while the
children were very aware of the many brands that were present within Kidzania,
their understanding of the sponsor’s intentions and the communication’s ability to
persuade was weak. When probed, the children overwhelmingly attributed an
assistive intent to the sponsoring brands, expressing that they were there to educate
and entertain them. In this way the children viewed the brand placements in a very
positive light: as fun, famous and there to inform them about potential occupations.
Take the following quotes for example.

Lizzie: They were there because if you want to work in one of those brands, it’s a learning
experience.

Danielle: To tell you what you can do when you grow up.

Only two of the 17 children identified the persuasive intent of the brand spon-
sors, and neither of these was phrased in a manner to suggest that the children were
executing a cognitive defence. Specifically Noura stated “[The brands help us] to
learn how to work, order things, and when we grow up, we can go there and be
customers”, and Jen said “Because they want to make the company better, so more
people come, so they can get more money”. Given their relatively young age (nine
and eight respectively), it was interesting that these two children were the only ones
who identified the persuasive intent of the sponsors. None of the older children aged
between ten and twelve exhibited any understanding of persuasive intent. Upon
interviewing Jen’s mother it become apparent that Jen’s parents had deliberately
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spoken to their daughter on a number of occasions about the purpose of marketing
communications and the ‘tricks’ marketers apply. While Noura’s mother didn’t
offer up any such explanation, the results do suggest an ability to identify the
persuasive intent of sponsors within an immersive and educational setting may have
more to do with education and discussions about the topic than age. It is also worth
noting that the Kidzania experience did instigate a number of parent-child con-
versations about brands, which provided an avenue for parents to approach the topic
if they felt it was appropriate.

In summary, in the children’s edutainment centre investigated, 15 of the 17
children could not identify the sponsoring brands’ intentions to persuade, but the
vast majority could identify and understand the parallel educational and enter-
tainment objectives. While all of the children were aware of the existence of
sponsoring brands, their deep immersion into the educational and entertaining
setting likely masked their persuasive capability and intent. As such, immersive
sponsorship within a children’s edutainment centre is inherently unethical in that
children are unaware of the persuasive intent of the sponsors and are being easily
manipulated, as they are incapable of enabling a cognitive defence. While the harm
caused by the sponsoring brands is by no means life threatening, the act itself
should be considered as morally wrong.

Do Parents Perceive Immersive Sponsorship Within
a Children’s Edutainment Centre as Unethical?

The parents’ initial perceptions of Kidzania were generally in line with the firm’s
positioning. They perceived it as an interactive learning centre where their children
would socialise while learning about and playing professions. Attitudes toward the
sponsorship within the centre were rarely mentioned in the pre-interviews, and after
probing were for the most part generic ‘wait and see’ statements. Upon leaving the
centre, having been exposed to the brand sponsorships, their attitudes became
increasingly specific and elaborate.

In contrast to our conclusion above where we found immersive sponsorship
within a children’s edutainment centre to be inherently unethical, only one of the
twelve parents adopted this particular deontological view. This parent, Mel’s
mother, felt it was deceptive of the brands to promote the educational nature of the
centre, when a persuasive intent was their primary purpose.

Mel’s Mother: I don’t like it in general… I don’t like this pushing of big brands and trying
to make it look like it is educational… [They’re] just trying to brand it as educational, but
actually what you have is just big brands pushing their own products.

Upon leaving the centre another parent was ‘slightly cynical’ of the sponsorship,
and a third reported being shocked by the ‘in your face’ nature of the branded
environment. However, neither of these attitudes led to a negative ethical evalua-
tion. There was however one parent who provided an unethical evaluation of a
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single component of the Kidzania experience. For Lizzie’s mother, the exclusive
inclusion of ‘junk food’ sponsors with no healthy alternatives was perceived as
intrinsically unethical. Indeed, having children interact with brands that promote an
unhealthy lifestyle, and providing no other food alternatives is morally wrong from
a number of perspectives.

Interestingly, none of the parents identified the removal of the children from
them as they undertook their various occupational roles and interacted with the
brands as an ethical cause for concern. Depending on the activity, parents could
generally look in on the children through a window to see what they were doing,
but without being up close they couldn’t hear or see the brand sponsored infor-
mation that was being communicated.

It is perhaps less surprising, but still worth noting, that none of the parents
identified the extremely structured play environment as a cause for concern. This
line of moral reasoning has been argued by Linn (2013) and suggests the constant
commercial pressures that children are exposed to inhibit them from creative play,
an act essential to the development of creativity. Directed play in the form of
electronic media, instructions, kits and in this case, occupational and consumer
roles where children are shown only a single way to complete the task, hinders
experimentation, inventiveness and creative problem solving. While no parents
identified the issue, whether edutainment centres that focus on introducing and
developing consumer and occupational roles in children are in effect taking away
some of their childhood innocence, is worthy of consideration.

The vast majority of parents perceived the immersive sponsorship within the
edutainment centre to be either entirely, or for the most part, ethical. Those who
adopted the latter perspective generally applied a relativist lens. According to
theory of relativism, no universal rules exist, and our normative beliefs are a
function of our culture. Four of the parents applied this reasoning as to why they
were ok with the brands immersing themselves in an educational environment and
engaging with their children. Take the following quotes for example.

Yoosuf’s father: I am in Dubai now. I kind of expect that kind of thing. It doesn’t bother
me. It’s just there. It’s there in the background. It doesn’t bother me.

Brian’s mother: You see them everywhere anyway, so they’re just getting their marketing
inside there… It’s not a concern at all.

The remaining parents generally adopted a utilitarian perspective as to why the
sponsorships were ethical. With utilitarian ethics, the ‘end justifies the means’, and
in this case, the positive value the sponsors created by helping to fund an engaging
educational facility was perceived to outweigh the negative act and potential neg-
ative consequences. The parents identified positive value as created in many dif-
ferent ways, the obvious being the education provided by the centre to their
children. Specifically, they discussed how their children learnt about the world of
work, the diversity of occupations, different occupational roles, local organisations,
and financial literacy. A less obvious but even more frequently mentioned benefit to
the children was the increase in confidence gained from speaking to a variety of
strangers and performing a number of tasks they had never previously conducted.
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Regardless of where they perceived the value to be gained, the majority of parents
felt the brands were providing an act of corporate social responsibility. The parents
rarely identified the persuasive intent of the brands; rather they perceived their
purpose to not only help fund and provide an educational experience, but to do so in
a more realistic manner than would otherwise be possible. Gratitude was often
expressed in that the experience and venue would not be of the same standard
without the realism and financial support that the sponsoring brands provided. Take
the following quotes for example.

Miles’ Mother: I actually quite like it, because I’m really big into social responsibility, I
really think that it’s a good thing. Now, whether it’s subliminal marketing of their brand,
which inevitably it would be, the fact that they’re socially responsible enough to have a
facility that people rave about in a more shopping sort of way, that kids can interact with
and learn about, and do. For me, it’s just fantastic! I think that, because it takes a lot of
money and effort to set something like this up… whoever is behind it, they’re companies
that I’m more likely to shop with because of the fact that they care about education.

Declan’s Mother: Having been to a similar place in Leeds, and obviously nothing was
branded there, it’s interesting, because I think the setup wasn’t as good. I mean, here, I
thought the setup was very good, everything worked. Whereas when we went to the one in
Leeds, things didn’t work, things had fallen off, and, again, the money wasn’t obviously
being put into it, whereas here everything is sort of spick and span and ready to go.

Finally, it is worth mentioning that the utilitarian argument, that such centres
play an essential economic function in society by matching needs and wants in the
community and socialising children as consumers to sustain retail expenditure, was
never mentioned.

Conclusion

The results reveal that immersive sponsorship within a children’s edutainment
centre is inherently unethical. A deontological examination of the moral worth of
the practice found the vast majority of seven to 12 year olds did not understand the
persuasive intent of the sponsorships. Embedded within an educational and highly
entertaining setting, the children engaged and interacted with the brands in a very
positive light, unaware of their persuasive capabilities and unable to apply a cog-
nitive defence. Based on this moral interpretation, policy makers should enact strict
rules and regulations on immersive marketing communications targeted at children,
particularly those that are embedded within educational vehicles, such as schools,
textbooks and edutainment centres. Adopting a minimum age requirement of at
least twelve for when immersive marketing campaigns can target children, and
educating children who are approaching this age about the persuasive intent of
advertisers so that they can apply a cognitive defence, seems appropriate.

In contrast, the vast majority of parents did not apply this deontological per-
spective and instead viewed the immersive sponsorship within a children’s edu-
tainment centre as ethical. These parents generally adopted either a relativist or
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utilitarian view. The relativists perceived immersive sponsorship targeting children
as ethical in the cultural context of our contemporary and commercialised world,
and specifically within the city of Dubai. In contrast, those who applied the utili-
tarian approach to their ethical reasoning argued that the edutainment centre was a
form of corporate social responsibility, producing a net benefit for society by
helping to fund and run an educational experience, by providing a degree of realism
to that experience, and by building confidence within the children. In stark juxta-
position to the earlier deontological conclusion, the parents’ application of utili-
tarian and relativist theory reversed the moral outcome. These opposing views make
it difficult to provide clear guidance to policy makers. However, if marketing
communications targeting children continue to become increasingly immersive, one
recommendation to minimise the potential harm would be to launch a program with
the help of teachers and parents to advance the marketing literacy of children.

While the findings presented in this chapter further our understanding of the
ethicality of immersive sponsorship within a children’s edutainment centre, they are
subject to certain limitations. First, while parents who had never previously been to
Kidzania were recruited for the study, it is likely that parents who are morally
opposed to sponsored edutainment centres, and were aware of the existence of
brands within Kidzania, would have chosen not to subject their children to the
experience, and would have been unmoved by the incentive of free admission.
Second, the standard limitations of qualitative research do apply, and therefore to
better assist policy makers, future studies should attempt to determine the age at
which children generally become aware of the persuasive intent of immersive
sponsorship by analysing a larger sample of children inclusive of teens.
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Emotional Advertising to Attenuate
Compulsive Consumption: Qualitative
Insights from Gamblers

Svetlana De Vos, Roberta Crouch and Jasmina Ilicic

Abstract Compulsive consumption behaviours such as smoking, drinking, and
gambling are serious public health concerns that impact consumers globally.
Research examining emotional advertising appeals that specifically induce
help-seeking in the problem gambling context remains limited. A qualitative study
through the use of focus groups was conducted to inductively explore gamblers’
perceptions of effective health messages, investigating how, why, and which emo-
tional advertising appeals would best impact on their decision to seek
help. Participants proposed that positive, negative, and mixed emotional appeals can
be utilised to most effectively communicate with gamblers. In addition, response
efficacy (the extent people believe a recommended response effectively deters or
alleviates a health threat), self-accountability (an assessment of the degree to which
oneself is responsible for the situation), and perceived benefits (beliefs about the
positive outcomes associated with help-seeking behaviour) are also highlighted as
important message elements. This study should serve as a starting point to develop
effective health messages in compulsive consumption contexts, including gambling.
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Introduction

The negative impact of critical public health issues on individuals and societies
challenges social marketing and public health professionals for novel communi-
cation strategies to address these concerns. Problem gambling has emerged as a
serious public health issue (Adams et al. 2009). Some scholars argue that the
liberalisation of the gaming industry from a welfare economic perspective (Fong
et al. 2011; Livingstone and Adams 2011) together with the widespread use of the
Internet for gambling, contributes to the global rise of problem gambling among
young individuals and adults (King et al. 2010; Kairouz et al. 2012).

A common feature among these seemingly different public health concerns (e.g.
gambling, smoking, alcohol abuse) is their compulsive nature. As such, afflicted
consumers have an overriding, uncontrollable, chronic, and repetitive craving to
consume the product/service (Hirschman 1992). Hodgins and El-Guebaly (2000)
maintain that compulsive consumption problems (e.g. problem gambling) are best
addressed through specialised services, such as psychological counseling and
medical support. Therefore, it is essential for health messages to induce help-seeking
attitudes and behaviours among afflicted consumers.

Relative to other compulsive consumption contexts, such as smoking or alcohol
drinking, less is known about effective communication strategies to encourage
help-seeking among gamblers (Calderwood and Wellington 2013). This qualitative
study aims to uncover the emotional content and important associated message
characteristics that problem gamblers perceive as effective emotional advertising
appeals in healthmessages. Five focus groups were conducted in an inductivemanner
to reveal which emotional advertising appeal is efficient to boost help-seeking among
problem gamblers. The appeal of focus groups for social marketing researchers lies in
the potential for group interaction to provide researchers with data that demonstrates
participants’ responses and opinions about the phenomenon of interest (Stewart et al.
2007). Furthermore, focus groups may be effectively utilised to study sensitive topics
in different contexts (Farquhar andDas 1999; Bagozzi et al. 2013), including problem
gambling (Calderwood and Wellington 2013).

A recent study by Gainsbury et al. (2014) found few problem gamblers seek
professional help, suggesting low awareness of professional help services. To
address this gap, this research explored the potential benefits of various emotional
appeals on help-seeking intentions among Australian at-risk gamblers and offers
practical findings for social marketers and public health professionals working in
the gambling context.
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Literature Review and Research Questions

Emotions in Advertising

Emotion-based persuasion has been used in the social and health-related context with
the aim to influence individual judgements, attitudes, and behaviours. Emotions not
only energise and direct behaviour (Lazarus 1991), but are also known to enhance an
individual’s ability to engage in meaningful deliberation (Marcus et al. 2011).

Previous research has shown evidence to suggest that advertisements portraying
negative emotions were better remembered and recalled more frequently in com-
parison to the ads showing warm, or other positive feelings, or no emotional content
(Snipes et al. 1999). More recent studies claim that negative emotions, such as fear,
act as a motivator to engage in intensive and thoughtful ad message processing (de
Hoog et al. 2007). Fear facilitates attention to the message, which enables indi-
viduals to capture information helpful to evaluate the threat (Ordoñana et al. 2009).
Other scholars have identified that positive emotions expand the attention scope and
thought-action of an individual (Fredrickson and Branigan 2005), and enhance
interaction with cognitive control, a key part of which is the ability to hold and
update behaviourally relevant information with a facilitating effect on working
memory maintenance and processing of information (Lindström and Bohlin 2011).
Other empirical evidence also suggests that individuals experiencing positive
emotions are flexible, creative, and efficient in their information processing and,
therefore, positive affect generates more elaborative networks of association in
memory (Lee and Sternthal 1999; Isen 2003). Negative, and to a lesser extend
positive, emotions have been utilised in social marketing campaigns in various
compulsive consumption contexts.

Emotional Appeals in Consumption Contexts

Negative emotions (e.g. fear, guilt, shame) are often used in preventive social
marketing communications to induce the audience to pay greater attention to the
problem issues at hand and prompt respondents to avoid harms (Brennan and Binney
2010). However, the persuasive effectiveness of negative emotional appeals remains
inconclusive (Peters et al. 2012). For example, despite the fact that negative emo-
tional appeals, such as fear, can be an effective communication strategy
(Terblanhe-Smit and Terblanche 2010), previous research has also raised questions
of fear appeal ethicality (Arthur and Quester 2003; Williams 2011; Racela and
Thoumrungroje 2012), claiming that fear appeals boost chronic anxiety in vulnerable
audience members such as children, the elderly, the infirm, and addicts (Hastings
et al. 2004). Several authors suggest that individuals afflicted with smoking (Brown
and Smith 2007; Diehr et al. 2011) or excessive drinking (Brown and Locker 2009;
Lennon and Rentfro 2010) tend to inhibit processing of fear appeals. Furthermore, in
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line with social neurocognitive evidence (Kessels et al. 2010), threatening graphical
information placed on cigarette packaging causes disengagement from message
processing among smokers. Similarly, Gallopel-Morvan et al. (2011) reported that
fear-eliciting health warnings on cigarette packaging provoked avoidance reactions
and needed to be combined with self-efficacy (the strength of one’s belief in one’s
own ability to reach goals) and action cues (taking action to reach the goal) for
cessation support. Likewise, Puhl et al. (2013) identified that messages that imply
personal responsibility and blame for excess weight (e.g. ‘the more you gain, the
more you have to lose’, or ‘chubby kids may not outlive their parents’) received
more negative/less positive ratings and were considered as stigmatising among
individuals.

On the contrary, Fishbein et al. (2002), in a study testing 30 anti-drug ads, found
that youth perceptions of ad effectiveness was significantly positively associated
with negative emotion, realism, and knowledge accumulation, and was negatively
associated with positive emotion. Furthermore, Morales et al. (2012) reported that
fear appeals co-elicited with disgust prompted better compliance with the recom-
mendations enclosed in the message. The authors maintained that immediate
avoidance action tendencies of disgust co-activated with a fear appeal effectively
altered first-time methamphetamine use among teenagers. Block (2005) reported
that higher levels of guilt led to greater persuasion in a drink-driving context, based
on guilt-induced self-responsibility for the risk consequences. Jäger and Eisend
(2013) examined the efficacy of fear appeals in comparison to humorous social
marketing advertising for individuals who differed in their prior attitude towards
safe driving, finding that the advertisements with humorous elements were more
effective for individuals with less favourable prior attitudes towards save driving
behaviour. However, fear appeals tend to enhance safe driving behavioural inten-
tions for recipients who have more favourable prior attitudes towards save driving.

Similar empirical findings in the gambling context reported by Munoz et al.
(2010) indicate that warnings had to be threatening to increase cognitive responses
which, in turn, affected attitude change towards help-seeking behaviour. The
authors maintain that, in a sample of 258 Canadian gamblers, fear caused by
threatening warnings was efficient in the case of attitude change and professional
help-seeking. Furthermore, Muñoz et al. (2013) found that the presence of a graphic
enhanced both cognitive appraisal and fear, and had positive effects on the depth of
information processing in 103 gambling participants. In particular, graphic content
combined with family disruptions was effective for changing attitudes and com-
plying with the gambling warning. However, the effectiveness of appeals based on
negative emotions in the gambling context is inconclusive. For example,
Calderwood and Wellington (2013) reported qualitative findings on the opinions of
Canadian problem gamblers (n = 17) and their family members (n = 14) in
developing billboards to promote a local problem gambling service. Participants
identified issues such as guilt and shame as emotions that would turn them off of the
advertisement, and a fear of the advertisement leading to a scam or hoax.
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Research Questions

Perceptions, beliefs, and opinions of the target population allow for the investi-
gation of the determinants of risk behaviour and permit evaluation of the effec-
tiveness of various communication strategies to alter these determinants (Brownson
et al. 2006). Carter et al. (2011) argued that disregarding participants’ perceptions,
opinions, and beliefs may result in message misinterpretation and non-compliance.
Identifying the right emotional themes is crucial to reach the desired target audi-
ences in order to create attitudinal and behavioural change (Andreasen 2006), and
the current exploratory research seeks to investigate gamblers perceptions of what
constitutes effective emotional advertising. In particular, this qualitative study
addresses the following questions: Which emotional advertising would best moti-
vate help-seeking attitudes and intentions in an at-risk population (i.e. moderate risk
or problem gamblers)? Which specific message elements should be highlighted in
communications?

Method

Sampling Procedure

Five focus groups were conducted with self-reported problem gamblers (age range
from 20 to 65 years old) within the metropolitan area of Adelaide, South Australia.
A convenience sample, consisting of 43 participants, was drawn from the popu-
lation, which is suitable for exploratory research (Malhotra and Birks 2007). An
average sample size of 9 participants per focus group was drawn, totalling 43
participants (24 men, 16 women). All participants reported gambling on video
lottery terminals, slot machines, or video poker machines on a weekly or daily
basis. The Canadian Problem Gambling Index (CPGI) (Ferris and Wynne 2001)
was used in order to determine problem gambling prevalence rates amongst the
recruited participants. Participants scoring 3–27 points (i.e., moderate and problem
gamblers) on the CPGI were admitted to the focus groups. Data collection was
conducted until saturation was reached (Patton 2002). The digital recordings were
transcribed verbatim by the researchers. A financial incentive (gift card) was offered
to each participant. All participation was voluntary and each participant was assured
anonymity. The names of the participants were omitted.

Prior to conducting the focus groups, a semi-structured discussion guide was
developed. Issues raised in the discussion guide permitted insight into the attitudes,
beliefs, and feelings towards social marketing advertising campaigns in various
compulsive consumption contexts, including gambling. Several questions prompted
gamblers to specifically outline the message content and message characteristics as
being the most effective in communicating the risk associated with excessive
gambling and encouraging help-seeking behaviour. A digital recording device was
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used to audiotape all focus group discussions. The focus groups consisted of two
parts. Part 1 followed a semi-structured discussion arising from participants
recalling their exposure to social marketing campaigns in the past or present, which
impacted them emotionally. Participants were prompted to give examples of such
campaigns. Next, a series of print advertising stimuli in various social marketing
contexts, including gambling, were shown to participants. Participants were asked
to provide their immediate feelings and reactions toward each advertisement, and
were prompted to explain their reaction towards specific elements within the
message that turned individuals in or out of message processing. During the second
part, participants were encouraged to imagine and describe their own advertise-
ments in the gambling context, and discuss message features that they consider
important to communicate.

Research Approach: Thematic Analysis

A comprehensive analysis of focus group discussions was conducted using thematic
analysis (Boyatzis 1998). Thematic analysis is the process of identifying patterns,
or themes, within qualitative data, and is considered a flexible, accessible, and
widely-used method of qualitative data analysis (Braun and Clarke 2006). Several
steps of inductive coding were performed to identify emerging themes. First, open
coding of raw text was used to find general themes evolving within the content
(Thomas 2006). Next, categories were created defining the emerging themes.
Finally, a selective coding system was used to narrow the themes. The researchers
compared notes relevant to the themes to confirm inter-coder reliability.

Findings

Perception of Gambling Among Participants

During the focus groups participants spontaneously expressed their feelings in regards
to their own gambling. Specifically, their gambling was referred to as “greed-rooted”,
or perceived by some participants as a “weakness” or a “costly pleasure”. Several
participants reported feelings of “total loss and desperation,” “feeling sick, both
physically and emotionally” or “lonely, deserted, and isolated” as the result of their
gambling activities.

It is an emotional thing [gambling], you know. When I am angry I feel like gambling.
When I am lonely I feel like gambling. It’s the habituation of it. Terrible things. I can
gamble because I am happy. I am happy, so I will throw the money into this machine
(Female, 53 years old).
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Participants acknowledged that excessive gambling activities prevented them
from “seeing and living real life, which goes beyond gambling.” Two participants
mentioned that they tend to personalise their relationship with the video lottery
terminal; attributing some “human qualities to the machine, which kind of talks to
you when you feel isolated and lonely.” One participant in particular reported
“feeling safe in a funny and weird way” while interacting with the video terminal.
Another participant stated that problem gamblers exhibit a “different psychology”,
characterised by focusing on and prioritising gambling, and “being absorbed” into
gambling activity.

You become very internal; you become very focused on what you are doing with the
pokies. Your family does not exist, your life does not exist, and the only thing which exists
to you is the “pokies” (Female, 54 years old).

In line with previous qualitative research, participants utilise excessive gambling
as means to moderate emotional discomfort (Hills et al. 2001); an attempt to reg-
ulate or alleviate their emotions (mostly negative) resulting from various life events.
Life events ranged from “death in the family,” “empty nest syndrome and dis-
connection with the children,” to “accidental gambling” when participants unex-
pectedly won some large amounts of money in a casino and felt elated to continue
gambling. Nevertheless, increased emotional and financial costs of their gambling
intensified their attempts for behavioural change. These findings parallel the notion
that negative emotions are among the primary motives for behaviour change among
problem gamblers (Hodgins and El-Guebaly 2000).

Recalled Social Marketing Campaigns

Participants equally recalled social advertising campaigns in relation to drinking
and driving, tobacco/smoking prevention, and binge eating/obesity. Some partici-
pants perceived that majority of the recalled social marketing campaigns used
positive emotional messages, advocating for help-seeking behaviours in the context
where people have less control over the situation (e.g. a context such as eating
disorders). The top three most powerful emotions associated with these ads were
fun, hope, and feeling inspired. Participants recalled that mostly negative emotional
content was presented in social advertising, portraying contexts such as smoking,
binge drinking, and drink-driving. The top three most powerful emotions associated
with these ads were fear, guilt, and disgust. Additionally, anger, loss, sadness, rage,
and shame were mentioned.

The opinions among participants were polarised as to whether negative emo-
tional content is an appropriate strategy for social marketing advertising. Some
participants strongly supported the use of negative emotions in the smoking and
drink-driving contexts, whereas others were against it. Supportive participants
favoured negative emotional content, claiming that negative emotions heighten
individual or societal awareness of behavioural risks and their consequences.
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I still cannot get rid of a scene out of my head where the ad showed a guy coughing up
blood and his wife and kids in the kitchen and he coughs that blood. It impacted me
personally. I used to be a smoker and I decided to quit (Female, 34 years old).

Data from this study supports the notion proposed by LaTour and Rotfeld (1997)
that responses to negative emotional content, and fear appeals in particular, cannot
be generalised across health contexts, as participants react differently to health
and/or social marketing campaigns based on personal relevance. For example, one
participant mentioned that she was persuaded by fear appeals she recalled in a
texting and driving context, however, she engaged in such behaviours infrequently.
Being a smoker, she articulated some degree of fatalism in her response toward
recalled anti-smoking fear and described it as “unconvincing” and “not impactful”.

These fear ads or graphic warnings on cigarette packs do not make any impact on me
because if I decided to smoke and die because of it- so be it. I have seen death - no impact
on me (Female, 34 years old).

Other participants expressed preferences for positive emotional content in social
marketing advertisements they recalled. Participants debated on the effectiveness of
a recalled anti-smoking ad, where the physical and financial benefits of quitting
smoking were outlined. One participant mentioned that such information evoked
“excitement” and “inspiration”, and was considered “persuasive”, boosting her
“power to achieve”. For another participant such ads defined the “reasons for
change”. However, some participants, who were smokers, did not perceive the
benefits of quitting smoking outlined in the ad as immediately motivational, but
admitted that knowing the various benefits was reassuring.

Negative Emotional Advertising in the Gambling Context

Each participant was prompted to imagine and describe his/her own health message
in the gambling context. Several participants proposed to design advertising stimuli
based on negative emotions. Several participants, of both genders, advocated
employing negative emotional appeals, which heighten gambler responsibility for
their own risky behaviour and emphasise how excessive gambling affects their lives
(see Table 1).

Some participants mentioned that threats such as separation, divorce, loss of
rights as a parent, threats of losing property, and significant financial debt may elicit
negative emotions (i.e. fear, sadness) and prompt help-seeking action. Notably,
participants strongly opposed shock tactics or the use of extreme fear appeals, as
they believed that they offer “a wrong way out” or can “tip somebody over the
edge”. Rage and anger would be evoked in response to the shocking message
prompting gamblers to dismiss help-seeking information and ultimately disengage
from the message processing.
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Positive Emotional Advertising and Focus on the Gambler

Participants argued that behaviour change messages evoking negative emotions,
such as guilt, fear, or shame, would not motivate gamblers to seek help. Instead,
these negative emotions are perceived as stigmatizing individuals and psycholog-
ically barring them from help-seeking.

Guilt evoked in the ad crashes you, actually. It is very strong. For a gambler, it is really,
really strong. It hits you. It can also lead you down to the pokies especially for those who
are tittering or have not gotten themselves under control. They just gone through that, they
just lost everything and with that slap in their face, bang, they will be back to the machine.
Guilt puts a really negative blame on the gambler. Gamblers have a disease, they need help,
they do not need ridicule, they do not need to be put down, they do not need to be seen as
an ogre in society or within a family or something like that. That negative ad stigmatises
you (Female, 57 years old).

Table 1 Examples of negative emotional advertising scenarios

Age and gender of
participants

Examples of proposed scenario

Female, in her 50s You can win big but you lose more [when you gamble]. Gambling is
like a trap-you cannot get out anymore. Venues are like fly traps in
my advertisement. Do not get trapped!

Male, in his 20s Money, family, house, and everything in one corner. On the opposite
side the guy is having a night out in a casino and gambles. The next
day he watches as the car leaves and you see his wife and kids left.
Combine all the threats together by showing how much there is to
lose. That night in a casino cost this guy his family life

Female, in her 60s I would use negative emotions; isolation, loneliness, and sort of that.
For me personally, gambling is a very isolating thing, it’s not social,
because I do the “pokie thing.”

Male, in his 30s In my ad I will be trying to get people saying that there is more at
stake here than me; there is a relationship and family, whatever, so I
can relate to this. Issue is bigger than just me. It’s bigger than me and
what I am doing. Think about the other people that you are affecting.
That’s how I see it. Show more of the consequences of what you are
doing. If you are doing problem gambling it would lead to something
negative. Think about people external to you that may be affected by
your gambling. It makes you feel responsible for the situation.”

Male, in his 60s I think it [my advertisement] should be as hard as it can possibly be
to get the bloke [man] to face the reality and the problems he caused.
I have got to see some sort of a picture of a woman with children
lining up at some charitable organisation, whether it is for food or
clothing, and the person who actually caused this sort of problems
feels as guilty as hell. It can be in other fields too, not only gambling.
When you cause grief to your family, I do not think it can get lower
than that, even though it was not necessarily meant to do when you
are gambling, but at the end of the day it’s is exactly what the end
result is
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These participants proposed to use a strategically different approach in emotional
advertising. They suggested that utilising positive emotions such as hope, fun, love,
optimism, and focusing on the gambler themselves, is a better social marketing
approach in the gambling context. One participant strongly emphasised to focus
attention in advertisements on the affected person (e.g. the gambler), instead of
concentrating on others (e.g. family). The same participant explained that com-
munications should be highlighting the changes that gamblers will undergo after
seeking help and rehabilitation leading to desirable consequences and the positive
impact on significant others. Most importantly, the participant stated that the change
has to start from the gambler himself/herself. The motivation to change risky
behaviour would be encouraged by eliciting positive emotions in the message, with
a strong emphasis on hope and opportunities that a gambling-free life would bring
(see Table 2.).

Importantly, the participants suggested that it is crucial to design a message that
boosts the gambler’s self-worth, self-esteem, and offers an opportunity to search for
a new identity as a result of positive change. The meaningful benefits resulting from
help-seeking behaviour included “coming back to life”, “family reunion”,
“re-connection with children and closed ones”, “start of work”, “changed lifestyle
with the exploration of positive dimensions in life”, “acquired self-worth and
self-esteem”, “meeting new people with positive ideas.” One participant highlighted
the importance of a “second chance in life to be lived with honesty and integrity”.

Mixed Emotional Advertising

By constructing their own creative advertisements, other participants suggested
indirectly that a combination of both negative and positive emotions might con-
dition participants to pay attention to the stimuli. These participants argued that
help-seeking would be motivated by a personal growth prospective which, in turn,
evokes positive emotions. One scenario reflects a mixed emotional format, in which
negative emotions are evoked by the threat appraisal and, combined with positive
emotions, encourages growth and the possibility of achievement as a counterweight
to gambling. The participant in that scenario used fear provoking information
communicated through the loss of control and developing a gambling addiction
(tittering and slipping down the steep and slippery slope) and the hardship of
recovery (hard to get back) at the beginning of her message. However, she also
included positive emotional content incorporated into the message statement, which
may evoke hope, eagerness, and determination to resist the problem (Build yourself
from here! Life has hope! You are worthwhile!) and focused on personal benefits
arising from action. She enforced the message with meaningful dreams and
achievements as a counterweight to the gambling, and implied that gamblers can
achieve in themselves (Your dreams and achievements now mean more than a
press of a button!). Another participant provided her personal life example of how a
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mixed emotional experience motivated her to reassess her gambling behaviour and
to initiate behavioural change.

One of the turning points for me in deciding to give up gambling, was that my counsellor
put all the bad things that I was doing (gambling, drinking) on my route to destruction on
the board and on the other side of the board we worked out what my life would look like
without doing that, if I changed. You know, if I kept going the way I was - suicidal and the
rest of it - that would probably be the end of it [life]. But on the other side of the white
board we started to talk about things like connecting back to my children, being a
worthwhile person, thinking about working again, all those sort of things. The thing that
happened to me in my journey was that I lost my identity, that I lost the person I was. Now,
I have come through it all, I have a new identity, and it’s very, very clear to me that I lost it
to my addictions. These things written on that board, made me think. Slowly seeing that
sort of hope, things that I wanted to do in a positive way, because I was lost, totally lost,
made the difference (Female, 64 years old).

Table 2 Examples of positive emotional advertisings scenarios

Age and gender of
participants

Examples of proposed scenario

Female, in her 50s You are trying to uplift, not to put down, not to make feel guilty, not
make to think about the damage you have done, not the lies you have
told, not to think about the deceit you have undergone to make the
money to gamble. Instead of other people you have to have a gambler
there [in the social advertisement]. The gambler is the centre: to give
the gambler hope, to give the gambler the positive affect that they can
find their life, their self-esteem. Because using others uses a guilt
factor to make a connotation on a gambler. They have enough
negative connotations to actually deal with. They have a lot of
negativity in their life. Focus has to come that they are worthwhile
and they are positive. In my ad I would probably say: “Life is more
that the clink of a coin.” When we are sitting behind these machines,
our life is that clink of a coin. Alright, we are looking for a way out of
that life at times because we do not see anything beyond that click of
a coin. So in my ad it would be written: “Your life, your self-worth
that is more important than that clink of that coin. Explore what your
life could be! My self-worth has gone up and I am more than that
“poker” machine!”

Female, in her 30s Meeting someone that has things similar to you is amazing. That is
going to help me. Togetherness. It feels inspiring and exciting.
Somewhere, there are people like me and we have the same little
habits. Advertise that getting help will be fun and you meet other
people similar to you

Male, in his 50s This is all [negative emotional content] “ohhh you have gone too
far!” Can you come back from there? Maybe! When you are in the
zone [excessive gambling], you can think about coming back to life.
“Come back from the dark side into the light!”—that should be in the
message
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Such qualitative findings from the current study suggest that mixing negative
and positive emotions are considered to be a credible communication approach by
some at-risk gamblers. This parallels the notion from positive psychology research,
which suggests that positive and negative emotions co-activated simultaneously
allows individuals to make sense of stressors, and gain mastery over future stres-
sors, stimulating information processing, and helping them to transcend traumatic
experiences (Larsen et al. 2003). Theory, such as the Heuristic Systematic Model,
supports the notion that a feeling of ambivalence, created by the experience of
conflicting emotions (i.e., mixed emotions or simultaneously evoked positive and
negative emotions) may prompt more effortful information processing (Chaiken
et al. 1989). Such theory stipulates that ambivalence can decrease attitude confi-
dence to a level below the sufficiency threshold (Chaiken et al. 1989). This, in turn,
generates motivation for systematic processing due to the consumer’s need to
preserve a desired level of attitude confidence (Chaiken et al. 1989). Recent
empirical evidence confirms that participants who feel ambivalent tend to process
information systematically when exposed to advertising in an obesity and junk food
consumption context (Yan 2014). Similarly, ambivalence positively influenced the
perceptions of message effectiveness in an anti-smoking context, through affective
processing of the message (Xiaoquan and Xiaomei 2008).

Important Message Elements

Several participants highlighted the role of help-seeking action steps which they
would include in their message. The message cues and action steps incorporated in
their own advertising campaigns included information on readily-available spe-
cialised help executed professionally, anonymously, and non-judgementally.
Participants acknowledged that in the gambling context, professional help is an
essential component of recovery and provides an opportunity for treatment in a
hospitable and supportive environment. Without well-pronounced action steps, the
advertisement would leave participants either with anxiety, non-resolution, or both.

Not many people could self-diagnose when they are truly in that critical moment. Try to
make person on the other side feel- “Hey, no judgment! This is where you get help when
you are ready. This is what you do. Did you know that is a treatable condition? These are
your options.” Show them-go there, it’s anonymous. Hey, do not wait till it’s too late-go
there, and seek some help (Male, 28 years old).

You cannot change this [problem gambling] without help, you cannot do it alone. You
have to get yourself into an environment that is stabilising and supportive and it’s not
always family, because they are very hurt. You have to inform in the ads where they [target
population] can go and seek help because they cannot do that [recover or stop gambling] on
they own (Male, 45 years old).

Two participants mentioned that at risk gamblers may be reluctant to seek help
and may feel intimidated by the social stigma attached to their problem-gambling
status. In order to prompt consumers to enquire into information about specialised
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services, the health message should normalise help-seeking. One way of normalising
help-seeking is to outline in the message that the initiative to seek-professional help
comes from the gamblers themselves. Personalised decisions to “get myself out of
gambling” emphasises the individual’s accountability for help-seeking actions.

“I am getting myself out of gambling. It’s OK to ask HOW!”-would be a more encouraging
message. Try to personalise the message, because it’s ME talking. I am not being talked
down. I am not being told what to do. It is my own decision! (Male, 62 years old).

Several participants advised against using visual stimuli portraying dice, video
lottery terminals, or slot machines, maintaining that such gambling attributes
dominate their attention and entice them into risky behaviour. Other participants
suggested that problem gamblers would avoid paying attention to the social mar-
keting materials displayed in the venue. One participant explained that the pre-
vention material would be ignored in order to avoid the negative feelings (e.g. guilt)
aroused by a message prompting them to stop gambling “as one has decided already
to come and engage into gambling”. Instead, these participants suggested that
health messages would have a better chance to be attended to and processed outside
the venue. They claimed that “the right and reflective state of mind” is compro-
mised while engaged with the gambling activity in the venue; hence, the message is
most likely to be disregarded.

When you are in the venue, you are in the zone; you are not worried about anything else
around you. You are not interested because you are gambling. When I am quiet, calm, and
reflective I can be receptive to that ad and I can sit quietly and receive the information. I am
not going to receive any information while I am gambling in a venue while I am trying to
chase my dollar, feeling anxious (Female, 54 years old).

Discussion, Implications and Future Research

This study provides a starting point for the development of emotional advertising
appeals to encourage individuals to seek help in compulsive consumption contexts,
such as gambling. The majority of gamblers in the study agreed that emotional
advertising has the capacity to motivate behaviours and influence help-seeking
attitudes, intentions, and behaviours. However, opinions regarding whether nega-
tive versus positive emotional advertising are the most effective were polarised.
Proponents of the negative emotional content highlighted the persuasiveness of
guilt and fear emotional advertising in compulsive contexts. Scenarios revealed that
some gamblers perceived guilt as an emotion that intensifies responsibility for the
harmful gambling outcomes on significant others; particularly in the family context.
Guilt would motivate at-risk gamblers to reassess their behaviour and prompt them
to seek help. Some participants also propose fear emotion as an effective appeal.
Fear prevailed as a loss of control over gambling, loss of identity, loss of trust,
loneliness, and isolation. Monetary concerns were also incorporated into fear sce-
narios. Notably, extreme forms of fear appeals/shocking tactics are harmful and
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should not be used in the gambling context. Anxiety and depression, which often
co-occur with pathological gambling, may prompt at-risk consumers to be overly
distressed by shocking messages.

Gamblers support positive emotional appeals utilising hope, fun, feelings of
inspiration, and excitement; with uplifting emotions prompting help-seeking action.
In parallel with Calderwood and Wellington (2013), some Australian gamblers
perceive guilt and fear-based health messages as stigmatising and harmful. In
addition, positive expectations should be incorporated within messages targeting
gamblers to seek help. Notably, perceived help-seeking benefits in the form of
various intrinsically motivating positive expectations are regarded as antecedents of
positive emotions such as hope, enthusiasm, or eagerness.

Furthermore, gamblers perceived other novel communication strategies, based on
mixed emotional appeals, to be effective in curbing compulsive behaviour. For
example, gamblers perceived effective communications as those that highlight
emotions such as fear (e.g. slipping down the steep and slippery slope as a
metaphorical expression of losing control over excessive gambling) mixed with
hopefulness, determination, and resistance to the problem/issue (Build yourself! Life
has hope! You are worthwhile!). These original findings in the gambling context
parallel the notion of mixed emotional appeal effectiveness in sun screen usage
contexts (Passyn and Sujan 2006). Moreover, recent findings on mediated adver-
tising stimuli effectiveness in anti-marijuana context (Wang et al. 2012; Lang et al.
2013) point out that co-activated messages (e.g. mixed negative and positive emo-
tional content) gain further attention from afflicted individuals based on their ability
to condition individuals for information intake, better encoding, and storage of
information. The findings from the current study suggest that the combination of
negative emotions (e.g. fear) mixed with positive emotions (e.g. hope, eagerness,
determination) are perceived as efficient to boost help-seeking in a gambling context.

Another finding from this study is that response-efficacy and self-accountability
for help-seeking action are considered important elements that should be incorpo-
rated in messages to gambling-affected individuals. Personalised self-accountability
(e.g. “I am getting myself out of gambling! Its OK to ask How”) and clear guidance
on how and were to seek help, highlights the importance of these elements in the
message. Additionally, the current research indicates that advertising stimuli should
exclude any explicit gambling cues, such as images of dice or slot machines
screens, as these may trigger afflicted audiences to gamble. This notion parallels the
findings from smoking contexts, which demonstrate that pictures of individuals
smoking, or even conditioned smoking stimuli, are appetitive, pleasurable, and
increase the desire of smoking a cigarette in smokers (Winkler et al. 2011).

The controversy regarding whether positive or negative emotional content is
more effective in compulsive contexts calls for future research to consider the
tailoring of emotional advertising to different consumers profiles (Rimer and
Kreuter 2006). Future qualitative research should also explore if a mixed emotional
advertising format is perceived as an effective communication strategy to prompt
quitting among smokers, or healthy eating in overweight consumers. Furthermore,
quantitative methods to produce more generalisable findings on emotional
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advertising effectiveness in compulsive contexts, with a particular focus on mixed
emotions, should be utilised.

The current research provides original insights into the effectiveness of various
emotional appeals from a gamblers perspective. However, the qualitative nature of
this research induces a number of limitations. Given that this was a qualitative
research study, the findings from this research are not generalisable. Additionally,
given the convenience nature of the sample, research findings may not be repre-
sentative. Although a part of every focus group was dedicated to triangulate par-
ticipants answers, the audience may have been inadvertently cued by the
researchers to provide socially acceptable or desirable responses.
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Part III
Making a Difference—
Customers and Brands



Revisiting the Long and Winding
(Less Travelled) Road: The Road
to Chaos in Marketing

Recteur Alexandre Steyer

Abstract In this chapter I revisit the fruitful but also very time consuming paper
Pascale Quester and I published in 2010. We consider here a group of consumers that
are all the same and adopt a given product with the same probability p. This simplest
case leads to nothing of interest. However we add a sociological model based on
imitation and reactance. This law of social imitation was validated on both theoretical
and empirical levels. It consists of a very simple equation that is non-linear (Eq. 4).
This dramatically changes the richness of the consumers’ behaviour. Because of their
social interactions, the group can be stable, oscillating or even chaotic. More pre-
cisely, we have shown six different dynamic regimes depending on the individuals’
probability of adopting the product p0. This shows very clearly that a group is not the
sum of the individuals. More than this, very elementary individual behaviour can
aggregate within an interacting social group, leading to complexity and chaos.

Keywords Social imitation � Social chaos � Choice � Probability � Consumer
behaviour

Introduction

In 2010 Pascale Quester and I published a very fruitful but also very time con-
suming paper (Quester and Steyer 2010). Pascale went to the Sorbonne for a
sabbatical year and we were looking for something that would conjugate her
remarkable ability to manage experimental science with my interest in social
interactions which I developed in both my physics and marketing PhD theses.

In the literature, we found a great current base on imitation as a source of
diffusion in the process of innovation. But in social psychology, we also found the
concept of reactance that prevents people from imitating each other. I developed in
my PhD thesis (Steyer 1992) a model called avalanche theory in which both

R.A. Steyer (&)
University of Paris 1 Pantheon Sorbonne, Paris, France
e-mail: Alexander.steyer@univ-paris1.fr

© Springer Science+Business Media Singapore 2016
C. Plewa and J. Conduit (eds.), Making a Difference Through Marketing,
DOI 10.1007/978-981-10-0464-3_9

119



imitation and reactance were taken into account. The result is an equation with three
parameters as in the classical Bass model, but with much better prevision ability on
the same data. Thus, I validate the coexistence of both imitation and reactance, but
only in an indirect way.

Pascale and I decided to show this in a direct experimental way and developed two
experiments. The first concerns Sorbonne students after a fictional lottery. We asked
them, one after the other, to choose the chocolate bar that they would like to win. We
were able to control exactly what they knew about their friends’ choices, and they
were unconscious of the real aim of the experiment. A second study was the statistical
analysis of real data in a restaurant similar to the Ariely and Levav (2000) one.

A mathematical model was built and estimations made. It showed that both
imitation and reactance took place, depending of the level of unanimity within the
group. As a result, the relationship between the proportion of choices in the group
and the probability of choice for an individual in the group is strongly non-linear. In
this paper I use this relationship to show the behavioural consequences within the
group, which are highly counterintuitive.

My derivation is mathematical, but it is important to realise what is at the
beginning and at the end of it. The beginning is an equation validated by Pascale
and I in two totally different situations. As it is the same equation, we hope to have
established some very general law of imitation that could be validated in many
others fields. At the end of the demonstration we demonstrated chaos in marketing,
not by either conceptual or purely empirical evidence. We demonstrated chaos by
the precise mathematical and sociological mechanism, which is a very innovative
approach in our field.

Toward a Law of Imitation

The two studies (Quester and Steyer 2010) are different and complementary. In the
chocolate bar experiment, the control of the other’s choices is total on both syn-
chronicity and diachronicity. The second one is less controlled, but totally realistic.
The first one took place in a classroom of the Sorbonne. There was no discussion
between the students. They only saw the choices made by their friends before they
wrote on the paper. The possible consummation of the bar was a future and indi-
vidual one. On the contrary, in the restaurant there was lot of discussion. The choice
of the beverage was individual, but the consummation was collective. The choice
was exposed to others, indicating something of the personality and the role played in
the group. In particular, they had to choose between an alcoholic beverage or not.
The chocolate mark is not a social marker; on the contrary, there is no context effect.

Because of these differences, one could have expected to obtain different results
in each experiment. Even if the global equation could be the same, the parameters
could be very different in each case. In reality, this was not the case. Both exper-
iments led to the same equations with the same parameters, except one. In the 2010
paper, we show the curves of the probability of choice with respect to the
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proportion of group choice, and it is the same curve in both experiments except for
a translation. The parameter that varies and the translations of the curves are due to
differences of intrinsic choice of the different products regardless of imitation.

Being more quantitative, the chocolate bar experiment gave for a logit trans-
formation of the probability choice, the equation:

Logit of probability ¼ �37:3 pþ 70:9 p2�40:2 p3 þ constant

ð6:3Þ ð14:4Þ ð9:4Þ ð1Þ

where π is the proportion of consumer’s choice on paper, and the numbers in
brackets are the standard deviations of the estimates.

For the restaurant experiment, the equation is:

Logit of probability ¼ �35:0 pþ 82:2 p2�48:3 p3 þ constant

ð3:4Þ ð8:6Þ ð5:6Þ ð2Þ

It is remarkable that the two equations are almost the same. The coefficients are
very close to one another, and the differences are lower than two times the standard
deviations, so they are not statistically significant different. The constants that
reflect the attractions of the brands are different, but the other coefficients that reflect
the social behaviour are the same. Of course, more studies need to confirm this
result, but at this time two studies confirm equality of the three social coefficients.
For students making choices in a classroom and for consumers in a restaurant, the
three coefficients are the same.

Waiting for additional research, I suggest the following equation as the
non-linear social law of imitation:

Logit of probability ¼ �35:5 pþ 79:2 p2�46:1 p3 þ constant ð3Þ

This equation is an average of Eqs. 1 and 2. I will now show all of the conse-
quences of this apparently very simple equation in the following sections of this
paper.

Social Chaos

Equation 3 gives the probability p of a consumer choosing a product, taking into
account the fact that a proportion π of the group has made the same choice. We
have to make the equation dynamic, because when one consumer has made a
choice, the proportion π within the group changes automatically. According to
Eq. 3, this change of π will change the probability p, and so on from time to time.

Intuitively, one could expect the process to stabilize at some level of probability
but we will demonstrate that this is almost never the case…
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For simplicity, we will concentrate on the simplest case, in which each consumer
can only choose one product or nothing. Thus, p is the probability of choosing the
product. We can think of a basic restaurant which proposes only one starter on the
menu that the consumer could choose or not. We note p(0) the probability of
choosing this product at the beginning before any interaction within the group, and
p(t) the probability at time t during the interactions. The probability of choosing the
product one time depends on the precedent proportion of consumers π in the group
that would adopt the product. The expectancy of π is simply the mean of p(t − 1), so
we can write the recursive law of imitation according to Eq. 3 with the logit
transformation:

1=p tþ 1ð Þ ¼ 1þ 1=p0 � 1ð Þ exp �35:5 p tð Þþ 79:2 p tð Þ2�46:1 p tð Þ3
� �

ð4Þ

where exp is the exponential function. P0 is the probability of choosing the product
when nobody has already done it, so without social interactions.

Intuitively, one could expect that p(t) will evolve within the group according to
Eq. 4, until it reaches a stable value. Even if social interactions are complex, the
group will stabilise in a mixture of two types of consumers: some will adopt and
others not, and Eq. 4 would give identical values for p(t) and p(t + 1). This could
effectively happen for only a few values of p0. In most cases the dynamic behaviour
of the group will be much richer than this, as we will see.

When p0 is greater than 0.93, the group converges to a stable situation with
about 8 consumers adopting the product and 2 out of 10 not adopting. Figure 1
shows such a group. Of course in the real world it is infrequent to observe groups in
which such unanimity exists a priori. Let us examine cases with p0 lower than 0.93
whose behaviour is totally new in the literature of social interactions.

Figure 1 shows the dynamics of the group beginning with p0 = 0.94. Figure 2
shows the group beginning with p0 = 0.932 which is very near 0.94.

One could expect the same behaviour in a group that is convergent to some
stability. It is the case at the beginning. Until time 23, the group converges, but after
that there is a collapse and the group becomes totally unstable. The probability of
adopting the product is fluctuating every time, making it impossible to predict what
proportion of people will choose the product. This is social chaos. But behind this
chaos there is a non-random and simple equation which is the fourth in this paper,
and for this reason, physicists call these kinds of situation deterministic chaos. We
have shown that because of the coexistence of both imitation and reactance in the
groups, they can exhibit chaotic, unpredictable, and unstable behaviour. Chaos is a
well known phenomenon and has already been evocated in marketing literature, but
without empirical evidence and without psycho-sociological mechanisms that
would make it emerge (Diamond 1993; Doherty and Delener 2001; Gault and
Jaccaci 1996; Glass 1996; Herbig 1990).

We can remark that, in this example, individual consumers have a great tendency
to adopt about 90 %, but at the group level it oscillates around 25 % because of the
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Fig. 2 Temporal evolution of the probability of choosing the product with p0 = 0.932

Fig. 1 Temporal evolution of the probability of choosing the product with p0 = 0.94
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reactance effect or variety seeking. When we lower p0, the apparently initial stable
state disappears and we observe pure chaos. Figure 3 shows such an example.

Probability of choice evolved in a totally random and apparently a totally non
predictable way, even if in fact it is perfectly deterministic as in Eq. 4. In this state
of chaos, what the group will ultimately choose depends mainly at the time at which
the waiter asks for the choice. All the time dedicated to discussion and social
interactions just enhance the randomness within the group.

When p0 lowers, the randomness changes naturally. In chaos, all values of p can
be observed. When p is lower than 0.7, the group oscillates randomly between some
more or less definite values. Figure 4 shows such a case with about 3 values of
attraction. The smaller p0 is, the less chaotic the dynamic of the group is. Under
p0 = 0.5 there is no more chaos.

Chaos takes place in a pure oscillation between two very precise values of
probability p. One is near the value of p0 that reflects the individual tendency to
adopt the product and the other is near 0, which reflects the effect of reactance. The
two states are incompatible, but nevertheless they exist, and so as a consequence is
that the group does a bivalent oscillation between the two indefinitely. Figures 5
and 6 show such oscillations for two different values of p0.

When p0 is still lower, oscillation of bivalence becomes attenuated. The
amplitude becomes lower and lower, until it disappears. After that, the group is
again stable, but this time with nobody adopting the product as shown in Fig. 7.

Fig. 3 Temporal evolution of the probability of choosing the product with p0 = 0.77
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Fig. 4 Temporal evolution of the probability of choosing the product with p0 = 0.69

Fig. 5 Temporal evolution of the probability of choosing the product with p0 = 0.5
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Fig. 6 Temporal evolution of the probability of choosing the product with p0 = 0.2

Fig. 7 Temporal evolution of the probability of choosing the product with p0 = 0.07
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Conclusion

In this paper we consider a group of very simple consumers. They are all the same
and adopt a given product with the same probability p. This simplest case leads to
nothing of interest. However we add a sociological model based on imitation and
reactance. This law of social imitation was validated on both theoretical and
empirical levels. It consists of a very simple equation that is non-linear (Eq. 4). This
dramatically changes the richness of the consumers’ behaviour. Because of their
social interactions, the group can be stable, oscillating or even chaotic. More pre-
cisely, we have shown six different dynamic regimes depending on the individuals’
probability of adopting the product p0.

1. When p0 is near 1, the group is stable. Almost everyone adopts the product
2. When p0 is near 0.93, the group begins to adopt the product in a great majority.

But after some time, the majority breaks and the probability becomes totally
chaotic with respect to time

3. When 0.91 > p0 > 0.7 there is nothing but pure chaos
4. When 0.7 > p0 > 0.5 chaos become to structure around some less instable

positions
5. When 0.5 > p0 > 0.1 the group oscillate between two opposite states. One of

non-adoption and another of adoption.
6. When p0 < 0.1 initial bivalence diminish until total non adoption of the product

This shows very clearly that a group is not the sum of the individuals. More than
this, very elementary individual behaviour can aggregate within an interacting
social group, leading to complexity and chaos.

The applications of these findings are straightforward. Whyte (1954) has shown,
a long time ago, that social interactions are ubiquitous in marketing. Internet and
social networks have made them increasingly accurate. So the law of imitation we
found with Pascale Quester must always be in the manager’s mind.

When faced with these three empirical facts:

1. A low market share, together with high purchase intention in market research
2. A very complex market share with chaotic evolution in all directions
3. Sudden change from stability to instability in the market share

the manager should ask himself if the cause is in the psychology of the con-
sumers, or in the social interactions between them. Traditionally, more emphasis
has been placed on the first reason. These simulations show that the second is as
important as the first.
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The Case for Altruism in eWoM
Motivations

Michelle Killian, John Fahy and Deirdre O’Loughlin

Abstract The Internet has revolutionised how consumers interact by facilitating
the free exchange of information and opinions between individuals across the
globe. However it is still not clearly understood why individuals help strangers by
volunteering information, sharing opinions and making recommendations online.
Surprisingly, much of this activity appears to involve non-reciprocal sharing,
raising the question why would an individual share information or offer advice
online with those they are unlikely to encounter again? Individuals who are con-
tributing online have no guarantee of receiving anything in return for their efforts
whereas freeloaders can benefit without making any contribution. The purpose of
this work is to explore altruism in the context of eWoM in order to further the
understanding of consumers’ motivation to share information and opinions online.
Altruism has been identified in the literature as a motive for eWoM although its’
significance has been consistently overlooked by researchers and marketers. Whilst
much online activity may be motivated by self-interest some individuals do appear
to act more altruistically by offering advice, knowledge and expertise with the
intention of helping others. Moreover, altruistic consumers share information and
opinions without any expectation of reward. This makes them a reliable source of
unbiased information for consumers seeking recommendations and an important
spokesperson for marketers communicating their brands.
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Introduction

Why do consumers help strangers by volunteering information, sharing opinions
and making recommendations online? Moreover why are they willing to invest time
and energy helping individuals they do not know and are unlikely to ever meet in
person and for no tangible reward? Indeed why are some individuals consistently
more helpful than others even when it is unlikely that their efforts will be
reciprocated?

Theories of kin selection (Hamilton 1963) can account for altruism towards
relatives but what might be the reason for altruism towards strangers? Alexander
(1987) proposed that individuals behave pro-socially in order to gain an altruistic
reputation through a process of indirect reciprocity that provides them with benefits
over the long term. However it is predicted that this will only occur where the
likelihood of knowing someone’s reputation is greater than the cost-benefit ratio of
the altruistic act (Alexander 1987; Nowak and Sigmund 1998; Nowak 2006). In the
case of eWoM there is likely to be much uncertainty regarding the prospect of
receiving future benefits. The anonymous environment characteristic of online
communications suggests that something more profound than having a personal
relationship or close social tie might explain communicators’ motivations for
generating electronic word-of-mouth (eWoM).

Belk (2013) has drawn attention to the evolutionary and biological forces that
may influence behaviour in an online environment, ultimate drivers that are often
overlooked by consumer researchers who typically focus on proximate explanations
for consumer motivations (Belk 2013). He argued that “non-kin relationships (e.g.
close friendships) are an integral element of human sociality, which is oiled by two
evolutionary processes: our evolved capacity to foster bonds of reciprocity and our
innate coalitional psychology (“us vs. them”)” (Belk 2013, p. 362). This suggests
that motivations to share opinions online may ultimately be driven by evolutionary
forces that lead to pro-social behaviours such as eWoM.

Whilst there is a burgeoning interest amongst researchers into electronic
word-of-mouth, it is still not fully understood why consumers offer opinions and
share information online. With increased clutter and competition online and
empirical findings still relatively scarce (Breazeale 2009), it is becoming increas-
ingly urgent to gain a deeper understanding of the underlying mechanisms of
eWoM and drivers of its dissemination (Wien and Olsen 2014). Extant research
investigating eWoM is extremely fragmented (Cheung and Thadani 2010), con-
ceptualisations have tended to be simplistic and inconclusive (Chan and Ngai 2011)
and despite the development of various classification frameworks and conceptual
models (Chan and Ngai 2011; Cheung and Thadani 2010; Munzel and Kunz 2013),
there still doesn’t appear to be any over-arching theory that explains eWoM, much
less the motivations why consumers engage in it. Although eWoM has been
explained primarily from an individual rational perspective, a more diverse
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theoretical approach that focuses on motivations is also required (Cheung and Lee
2012). Consequently, it is important to address this deficit given that eWoM gen-
eration is crucial to the WoM cycle, which includes creation, transmission, receipt
and adoption of information online. Indeed, without having consumers motivated to
share their opinions, eWoM would not exist. Moreover, it is the initiators of con-
versations online who determine to a large extent what is being shared, where it is
being shared and with whom.

Altruism is a motivation with the ultimate goal of increasing the welfare of one
or more individuals other than oneself (Batson and Shaw 1991). Altruistic con-
sumers share information and opinions online without any expectation of reward
(Cheung and Lee 2012). Individual differences in altruism may also account for
differences in consumers’ likelihood to engage in eWoM, as well as the nature of
their online communication activities. The purpose of this work is to explore
altruism and altruistic personality in the context of eWoM, in order to further the
understanding of consumers’ motivation to share information and opinions online.

WoM Goes Digital

Traditional word of mouth (tWoM) involves the passing on of information con-
cerning a brand, product or service between a non-commercial communicator who
receives no reward and a receiver (Dichter 1966). However, since the advent of the
Internet and social media, word-of-mouth is often mediated through electronic
means (Kietzmann and Canhoto 2013). Since eWoM is an expanded version of
tWoM, it has been generally assumed that they share the same core motivations.
Notwithstanding their shared history, there are some important differences between
them that may impact motivations. For example, because eWoM provides greater
anonymity compared to traditional face-to-face communications, there may be an
increased temptation and opportunity for individuals to post fake or untruthful
messages online. Additionally because eWoM tends to involve asynchronous rather
than two-way communication, (Hennig-Thurau et al. 2004; Cheung and Thadani
2010) consumers who might not ordinarily feel confident to voice strong opinions
or complain to service providers directly, might be more inclined to do so in an
anonymous eWoM setting where they feel less self-conscious and can vent negative
emotions without fear of repercussions.

Anonymity and the asynchronous nature of eWoM raise another important
question in relation to motivations. EWom is a behaviour that evolved organically
without input from marketers (Kozinets et al. 2010) but rather as a consequence of
technological developments facilitating knowledge and opinion sharing between
consumers on the internet (Chan and Ngai 2011). Surprisingly, much of this activity
appears to involve non-reciprocal sharing, raising the question why would an
individual share information or offer advice online with those they are unlikely to
encounter again. Individuals who are contributing online have no guarantee of
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receiving anything in return for their efforts. In the absence of reciprocation what
drives these individuals to share consistently? From an economic perspective this is
clearly irrational.

Communicators’ Motivations for Engaging in eWoM

While early contributions to WOM research originate with Dichter (1966),
Hennig-Thurau et al. (2004), were the first to research consumers’ motivations to
engage in eWoM specifically. Building on the earlier work of Dichter (1966),
Balasubramanian and Mahajan (2001) and Sundaram et al. (1998), this seminal
study on eWoM identified four key motivations for senders of eWoM; desire for
social interaction, concern for other consumers, self-enhancement and economic
gain. It is generally held that these have provided the foundation for most research
into communicators’ motivations in eWoM. They also noted that consumers could
be differentiated and categorised according to their various motivations. These
included self-interested helpers, consumer advocates, multiple motive consumers
and true altruists. Self-interested helpers formed the largest cluster, 34 % of
respondents, while true altruists formed the second largest cluster, 27 % respon-
dents. Interestingly self-interested helpers appear to be driven by both a concern for
other consumers as well as economic incentives. This could suggest that they may
be more rational when deciding to engage in eWoM. Being motivated by economic
incentives and a concern for others might lead this group to weigh costs and
benefits before contributing online. This might also lead to greater possibility of
bias, particularly if compensation is offered for making recommendations.

True altruists, on the other hand, appear to be motivated by both a concern for
other consumers and a desire to help companies. Economic incentives appear to
have little impact on this group (Hennig-Thurau et al. 2004), which is interesting
given that consumers rely on eWoM largely because they believe the information to
be generated by an individual who has no self-interest in promoting a particular
product/service (Dichter 1966; Silverman 2001). Therefore consumers seeking
advice and opinions online are quite likely to judge source credibility at least to
some degree on whether they believe the contributor was incentivised. In the
meantime, while some studies argue that monetary incentivisation should be
encouraged for online contributions (Van der Lans 2010), others indicate that
providing compensation for contributions could erode the value of recommenda-
tions if it became public knowledge (Phelps et al. 2004). However, as research into
the effect of monetary incentives in eWoM is scant, further investigation is nec-
essary before any conclusions can be drawn.

Nevertheless, it appears that altruists may be an important segment for providing
reliable, honest and unbiased feedback that is not only beneficial for consumers
trying to make better consumption decisions but also marketers wishing to
understand their customers better. More recently, Cheung and Lee (2012) cate-
gorised motivations into egoist, (reputation and reciprocity) collectivist (sense of

132 M. Killian et al.



belonging), altruistic (enjoyment of helping) and principalistic (moral obligation
and knowledge self–efficacy) motives. They found that collectivism (sense of
belonging) and altruism (enjoyment of helping others) were the most significant
motives for consumers’ willingness to share online. Clearly, a need to help others
and contribute towards society and community drives much of eWoM activity.

The Role of Personality in eWoM Motivations

More recently researchers have begun to turn their attention to the impact of
personality, focusing on individual differences such as self-enhancement,
(Hennig-Thurau et al. 2004), vengeance (Cheema and Kaikati 2010) and need for
uniqueness (Cheema and Kakaiti 2010). To this end Wien and Olsen (2014)
adopted an interesting perspective by exploring the effect of individualism on the
need for self-enhancement and motivation to initiate eWoM. They posited that
high-individualism consumers should be more likely than low-individualism con-
sumers to initiate eWoM after a satisfactory consumption experience compared to
an unsatisfactory one, when eWoM is unsolicited versus solicited and when per-
ceived social risk is higher versus lower (Wien and Olsen 2014).

Through sharing satisfactory consumption experiences, consumers can appear
competent, signaling their expertise (Wojnicki and Godes 2011) and providing an
opportunity for self-enhancement. Similarly, because unsolicited WoM is proactive
whereas solicited WoM is reactive, high individualism consumers can self-enhance
by being proactive and initiating WoM. Finally, when social risk is high, it provides
the opportunity for self-enhancement for those consumers who are willing to
challenge social norms and express opinions. It is argued that high-individualism
consumers are more likely to use these situations as a means of displaying their
traits (Wien and Olsen 2014).

Moreover, individuals tend to consider their possessions as extensions of
themselves (Belk 2013), therefore they may be less likely to recommend brands
they feel reflect their personality because others may then adopt the product
diminishing its uniqueness, thus having a negative impact on their own identity
(Cheema and Kaikati 2010). In an online setting, communication is asynchronous,
recommendations are typically anonymous and individuals are often geographically
dispersed (Cheung and Thadani 2010), therefore it could be speculated that con-
sumers with a high need for uniqueness may be able to avoid the cost (decreased
uniqueness) associated with recommending products that enhance their uniqueness,
because even if others adopt those products they are unlikely to ever meet each
other in public or engage with them socially.

Along a similar vein but quite distinct from high-individualism or the need for
uniqueness is ‘consumption focused self-expression’ (Saenger et al. 2013, p. 959)
which has been defined as “the motivation to engage in WoM about consumption
activities in order to gain attention and express one’s self-concept” (p. 960). Social
media and eWoM offer a multitude of ways in which consumers can express
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themselves and display self-concept. Consumers motivated by
consumption-focused self-expression are likely to share eWoM about brands that
reflect and communicate their self-concept.

eWoM—Altruism or Egoism?

A conundrum that remains within eWOM research is whether the motivations for
generating word of mouth are ultimately altruistic or egoistic? Altruism according
to Rushton is “social behaviour carried out to achieve positive outcomes for another
rather than for self” (Rushton 1980 p. 8), however this does not necessarily preclude
there being some form of self-benefit (such as positive affect from having helped
another). On the contrary Staub (1978) states that altruism is also “likely to be
associated with intrinsic rewards and the expectation of such rewards”, such as
“empathetic reinforcing experiences” (Staub 1978 p. 10). In contrast, egoism is
defined as “the excessive concern with one’s own pleasure or advantage at the
expense of others and the standards of conduct endorsed by the wider community”
(Weigel et al. 1999, p. 370), and is positively related to cynicism (low trust) and
negatively correlated with agreeableness (trust, compliance and altruism) (Weigel
et al. 1999).

Much online activity may be self-oriented, even narcissist in some cases, while
some individuals do appear to act more altruistically by offering advice, knowledge
and expertise with the primary intention of helping others. However, some
researchers reject altruism on the basis that positive emotional rewards such as
praise, honor and pride are ultimately driven by egoist motivations, that is, indi-
viduals’ reason for helping is ultimately driven by an egoist motivation to acquire
these emotional rewards. This implies that even seemingly altruistic motivations to
communicate eWoM are be driven by the desire to feel good about one-self, rather
than to help another. For example, a desire for increased status is often associated
with greater selfishness, implying egoism. The idea of sharing and co-operation
would appear antithetical to notions of status that is so often characterised by
competition for success, yet recent theories on altruism appear to prove otherwise.
For example, Griskevicius et al. (2007) argue that public acts of philanthropy
signals that the individual has resources and is willing to share them, traits that are
desirable in a potential mate, which in turn leads to increased status. In a separate
study, it was also shown that conspicuous displays of altruism (e.g. buying green
products), might also serve as a costly fitness signal associated with status
(Griskevicius et al. 2010). Consequently, examining eWoM motivations through
the lens of altruism may alter the cognitive landscape of eWoM by challenging
some of the current assumptions, e.g. that consumers are primarily driven by selfish
and egoist motives. It also offers an opportunity for a much deeper and richer
understanding of communicators’ motivations and eWoM in general.

A re-examination of altruism in consumer motivations for the generation of
eWOM is increasingly being recognised. Munzel and Kunz (2013) drew attention
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to altruism specifically, arguing that it may be a key motive for creators of eWoM.
Highlighting its importance in the communication of eWoM, they requested further
research investigating reciprocation and exchange in the development of social
capital (Munzel and Kunz 2013). Requests for greater research into ‘writers
motivations’ (Chan and Ngai 2011) have called for studies that might help com-
panies encourage consumers to provide more balanced, informative, honest feed-
back, “not just rants and raves” that would benefit all stakeholders (King et al. 2014,
p. 172). Readers of online opinions tend to make decisions based on the causal
inferences regarding the communicator’s motivation for contributing (Sen and
Lerman 2007). Readers are likely to judge credibility and honesty of online reviews
and opinions to some degree at least, on whether the communicator is perceived to
have their own interests or others’ interests at heart. Consumers may be more
cynical about advice provided by those who are perceived to be more self-centered
than altruistic. Accordingly, because credibility enhances persuasiveness (Berger
2014), altruists’ opinions should also have a greater influence on readers’ attitudes
and behaviours.

Similarly, what appears to be emerging in other research is that altruism may
play a far greater role in pro-social motivations than was previously thought.
Insights from the biological, social and evolutionary sciences seem to suggest that
altruism may have played a key role in the success of our ancestors (Klein 2014).
Neurological studies using fMRI indicate that altruism is socially rewarding at a
neurological level (Garcia and Saad 2008), implying that human co-operation and
altruistic behaviour may have evolved as a means of survival. Buss (2004) explains
that altruism towards non-relatives may be contagious whereby the benefactor of an
altruistic act wishes to then pay it forward by doing something for another indi-
vidual in the future (Buss 2004). If this is the case then it has important implications
for online sharing and eWoM in particular, in so far as altruists may be instrumental
in the contagious spread of helping behaviour that is characteristic of eWoM.
Moreover, developing a deeper understanding of altruism and altruists' role in
eWoM would not only help marketers and platform operators design strategies that
encourage this influential segment to share eWoM about their brands and services,
but would also benefit consumers seeking to obtain reliable information relevant to
their needs.

Towards a Reconceptualisation of Altruism

Despite increasing academic attention, very little effort has been made to concep-
tualise altruism specifically within an eWoM domain, or indeed consumer research.
Early research into motivations for eWoM by Hennig-Thurau et al. (2004) did not
provide any formal definition of altruism. Consequently, those researchers who
have acknowledged it tend to define it very loosely as concern for other consumers,
implying an element of altruism although without stating specifically what they
mean when using the term. Others have adopted various definitions borrowed from
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different theoretical models. For example, Cheung and Lee (2012) linked it with
empathetic emotion, defining it as “serving the public good to benefit one or more
others” (Cheung and Lee 2012, p. 2), whereas Price et al. (1995) argued that
empathy may not play as important a role in everyday marketplace helping beha-
viour, therefore their definition states that altruism is an intention to help others that
reflects intrinsic values, regardless of social or motivational reinforcement (Price
et al. 1995, p. 257). This would appear to be a significant oversight given the fact
that altruism is such a contentious issue. Before any claim can be made for or
against altruism, it is necessary to define and explain it in the context of the research
in which it is being applied. Some researchers consider helping others to be a
separate motive to helping companies even though they both signify altruism
(Sundaram et al. 1998), others differentiate between pure and impure altruism
(Dellarocas and Narayan 2006), whilst others again claim that altruism is ultimately
driven by self-motives (Alexandrov 2013). Altruism according to Rushton is “social
behaviour carried out to achieve positive outcomes for another rather than for self”
(Rushton 1980 p. 8), however this does not necessarily preclude there being some
form of self-benefit (such as positive affect from having helped another).

Batson and Shaw (1991) claim is that while altruism and egoism both refer to
goal-directed motivation as well as the ultimate goal of increasing someone’s
welfare, determining whether the individual is driven by egoism or altruism
depends on whose welfare is the ultimate goal, another person’s, or one’s own. This
single determining factor is crucial to the explanation, definition and understanding
of altruism. While they acknowledge that altruists may engage in a ‘hedonic cal-
culus’ by weighing up costs and benefits to helping, as long as the cost of helping
does not exceed the relative benefit of helping, the individual will be motivated to
act (Bateson and Shaw 1991, p. 112). They systematically ruled out egoist expla-
nations for various helping motives such as empathy-induced altruism,
empathy-specific punishment, socially-administered empathy specific punishment
and self-administered empathy specific punishments. Furthermore they argued that
altruism need not necessarily incur a cost to oneself, nor need it involve distress or
require reciprocation, but rather it arises from empathetic emotion, defined as “a set
of congruent other focused feelings of compassion, tenderness, sympathy and the
like” (Batson and Shaw 1991, p. 113). Finally, their research demonstrates
empirically that although altruism may result in self-benefits, the motivation can
still be altruistic “as long as obtaining the self-benefit is an unintended consequence
of benefiting the other and not the ultimate goal” (Batson and Shaw 1991, p. 109).

An important contribution dovetailing Batson and Shaw’s (1981, 1991) research
highlights that it is the signal value of emotion on altruism that is paramount when
making judgments about the ultimate motives for altruism (Barasch et al. 2014).
Barasch et al. (2014) suggest that pro-social actors who are motivated by the
expectation of emotional rewards should be judged more favourably than pro-social
actors who are motivated by other benefits, such as reputational or material rewards.
This implies that not only are emotions used in order to deduce the true intentions
behind altruists’ behaviour but also emotions can signify whether their true inten-
tion is more egoistic or altruistic. Unlike other personal benefits such as monetary
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reward or enhanced reputation, which are regarded more skeptically as being
selfishly motivated, emotional benefits signal authentic concern for others and
strengthen the view that the actor behaved altruistically (Barasch et al. 2014).
Accordingly, contributors of eWoM who receive emotional benefits are likely to be
perceived to be more genuine and altruistic than contributors who receive material
or reputational rewards for contributing online. Feeling good from helping others is
seen to be evidence of an authentic concern for others (Barasch et al. 2014).

In conclusion, whether or not altruism is ultimately motivated by egoism may
depend upon the definition of altruism adopted. If the definition adopted for
altruism excludes intrinsic “self-rewards” such as a positive “self-image as a good,
responsible concerned person” then it appears to point more towards egoism
(Batson et al. 1986, p. 219). If, on the other hand, the definition of altruism does not
preclude self-rewards such as good feeling for helping others then the case for
altruism still holds. Individual tend to act in ways that are consistent with their
self-concept (e.g. Saenger et al. 2013), therefore it is how the individual sees
themselves and how others perceive them that will be predictive of their behaviour.

Hence, from the research discussed above, it can be predicted that individuals
who are high in altruism, including those who are motivated by emotional rewards,
should still be judged more credible and honest than those who appear to be more
self-serving. For this reason, it is important for companies and marketers to be able
to identify altruists as well as understand what motivates them so that they can
encourage them to share eWoM, influencing their target consumer market.
Ultimately however, for the purposes of eWoM it may not be necessary to prove
empirically the existence of altruism, rather it is important to understand what it is
meant by altruism and how it is perceived from both the communicator’s and
receiver’s perspective.

eWoM Through the Lens of Altruism

The critical question therefore is how might including altruism in the discussion of
motivations contribute to the research on eWoM? The ensuing discussion points to
some predictions relating to how altruism might alter, shape and deepen current
understanding of eWoM and lead to a more balanced and comprehensive per-
spective on communicators’ motivation to engage in eWoM.

Communication Channels and Platform Choice

Altruism is characterised by a desire towards helping others (Rushton et al. 1981),
therefore it is likely that this will evidenced in their activities online. Additionally,
because altruism is an important driver of pro-social behaviour individuals who are
high in altruism are likely to be sociable with a large network of social contacts both
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offline and online. This should impact not only on the volume of eWoM they share
but also the scope. It is also likely that they will generate and share eWoM that is
dispersed across a broad range of platforms, both company and consumer-led, as
well as other social channels such consumer review websites, social networking
sites, blogs and even email, passing along content where they can benefit others
seeking help in making consumption decisions. Altruists may also be more likely to
pass along content they have no interest in themselves, merely because they wish to
help others and believe it may be relevant or interesting to them. Consequently,
environmental and incidental triggers such as watching an interesting documentary
or seeing a video advertisement when browsing YouTube might have a greater
impact on altruist’s motivation to share.

Furthermore altruists heightened sensitivity to other individuals’ needs means
they might also be better at predicting what other individuals’ preferences might be.
Consequently, they are likely to provide more useful advice and information for
those they communicate with online. Some studies indicate that consumers trust
opinions from individuals who are perceived to be similar to themselves because
they are likely to have analogous preferences even if they don’t share close social
ties with them (Steffes and Burgee 2009). When providing advice online or sharing
opinions, altruists may not in fact be similar to the receiver but due to their greater
ability to adopt the perspective of others (Batson et al. 1997), other consumers may
perceive greater homophily and consequently place greater trust and value in their
opinions. By the same token, they may also be important as consumer advocates,
helping companies disseminate information, promoting their brands and services to
consumers as well as providing valuable feedback both positive and negative, so
that they marketers can align their efforts with consumer needs and desires.

Valence

Interestingly, altruism is the only motive that has been found to account for both
positive and negative WoM. Negative WoM appears to be more diagnostic and
influential in consumption decisions (Lee et al. 2008). However, because of
impression management concerns, some consumers may be less likely to post
negative feedback that might reflect negatively on them as individuals (Berger
2014). For example, De Angelis et al. (2012) revealed that consumers who wish to
self-enhance tend to engage in more positive WOM about their own experiences but
share negative WoM about other people’s experiences, in order to make themselves
look good (De Angelis et al. 2012). This suggests that consumers who are more
concerned about their self-image will be likely to share eWoM strategically in order
to manage impressions. Altruists, however, may be less concerned about image
impression management and more concerned with helping others, therefore they
will be more likely to post negative eWoM after a poor consumption experience.
Even if they are concerned to some degree how others might perceive them, they
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are still more likely to act in accordance with their self-concept, by warning other
consumers and by complaining or offering advice to companies in order to help
them improve their service.

Brands

Brand characteristics appear to play an important role in what types of products and
experiences are talked about most in online conversations (Lovett and Schachar
2013). Experience goods, luxury goods that signal status and less complex goods
appear to get more mentions online (Lovett and Schachar 2013). Motivations to talk
about particular brands online may also be shaped by the brand’s characteristics.
Furthermore, identifying who are the people talking about particular brands and
what ultimately motivates them would help provide a more comprehensive picture
of brand sharing in online networks. For example, consumers with a need for status,
show off by acquiring expensive brands and luxury goods and then displaying them
to others (Griskevicius and Kendrick 2013). It is also very likely that consumers use
eWoM as a means of ‘broadcasting’ their status by talking about luxury and status
brands (Lovett and Schachar 2013, p. 438). In consumption contexts where the
focus is on providing benefits to others, this can lead to an increase in consumption
of ethical goods (Ross 2011). However, status motives also appear to have a
positive effect on consumption of ‘green’ products because these signal altruism
(Griskevicius et al. 2010).

Sex differences in altruism may also reveal disparities in what is talked about
online. Griskevicius et al. (2010) propose further studies to investigate how sex
differences, status and altruism affect consumption. If altruism signals fitness, then
men and women may use it in different ways to signal traits that are favoured by the
opposite sex. For example, men might be likely to show off by generating eWoM
signalling dominance and leadership, whereas women may be inclined to pass
along more eWoM demonstrating co-operation and agreeableness. Differences may
also translate into the types of brands and experiences men and women talk about,
for example men might show off by talking about status brands that indicate
intelligence and resourcefulness, or brands that are consumed when one is alone to
exhibit leadership. Women, on the other hand, might tend to talk more about brands
that are used socially or brands that signal caring.

Altruism may also lead to the development of other hypotheses in relation to
social-tie strength. For example, while high openness is positively correlated with
altruism towards strangers, high agreeableness appears to have a greater effect on
sharing amongst friends and acquaintances (Oda et al. 2014). High openness is
associated with greater novelty seeking whereas high agreeableness indicates
greater co-operation. This suggests that, depending on their audience, altruists
might be selective about what brands and experiences they discuss. For example,
they may be more likely to talk about novel and unusual brands where recom-
mendations are anonymous, whereas they may be more inclined to talk about
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brands their friends talk about when posting in social networks such as Facebook.
The suggestions offered above provide just a small sample of potential avenues
awaiting further investigation.

Conclusion

On account of the evidence provided throughout this paper as well as numerous
calls from other researchers, it appears timely to adopt a new perspective on eWom
motivations by incorporating ultimate explanations into the understanding of
altruism. There is clearly much yet to be explored about altruism and altruists’ role
in communicating eWoM. Examining eWoM motivations through this lens pro-
vides an opportunity to view opinion sharing online from a different viewpoint,
providing a more complete picture of communicators’ motivations. Not only would
this improve the understanding of eWoM, but would also build on current research
to develop deeper insight into what ultimately drives consumers to share online.
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Customer Experience of Value
in the Service Encounter

Shu-Ching Chen

Abstract Customer value is regarded as the fundamental basis for all marketing
activity. It is also described as a source of competitive advantage for any organi-
sation. In the critical service encounter, customer experience of value can improve
business performance via customer satisfaction and/or customer loyalty. Customer
satisfaction and customer loyalty are two imperative non-financial indices for
measuring business success in a service-dominated organisation. Past studies sug-
gest customer satisfaction can lead to customer loyalty. However, a satisfied cus-
tomer may not be a loyal customer. Moreover, a review of literature on customer
value, customer satisfaction and customer loyalty suggests the importance of
exploring the role of customer value in understanding the relationship between
customer satisfaction and customer loyalty for an organisation. How can the cus-
tomer’s experience of value impact the transformation of customer satisfaction into
customer loyalty? Furthermore, what type of customer value experience in the
service encounter is effective in strengthening the relationship between customer
satisfaction and customer loyalty? In other words, what type of customer value will
keep satisfied customers loyal? This article aims to explore the possible answers for
those questions and provide mangers and service employees with insights into
making a difference to the satisfied customer’s loyalty through customer experience
of value.

Keywords Customer experience � Customer value � Customer loyalty � Customer
satisfaction � Service encounter
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People will forget what you said. People will forget what you did. But people will never
forget how you made them feel. * Maya Angelou

S.-C. Chen (&)
Ritsumeikan Asia Pacific University, Beppu, Japan
e-mail: schen@apu.ac.jp

© Springer Science+Business Media Singapore 2016
C. Plewa and J. Conduit (eds.), Making a Difference Through Marketing,
DOI 10.1007/978-981-10-0464-3_11

143



A service is a source of experience from the consumer’s perspective (Ostrom et al.
2010). Consumers perceive and evaluate value from their consumption experience
in the service encounter (e.g. Anderson et al. 2006; Helkkula et al. 2012). Following
the perspective of Helkkula et al. (2012) about “value in the experience” (p. 60), in
this article the terms “customer experience of value” and “customer value experi-
ence” are defined as customers’ perceived value in the experience of services.
Customers’ experience of value can improve business performance via customer
satisfaction and/or customer loyalty (Reichheld and Teal 2001). Creating a positive
service experience for consumers from a value perspective is thus imperative to an
organisation’s performance. In addition, scholars and practitioners have regularly
called for further research on consumer consumption experiences and practices (e.g.
Solomon et al. 1985; Helkkula et al. 2012; MSI 2014; Chen 2015). One challenge
for managers of service outlets is the efficacy of value delivery during the service
encounter to current satisfied customers, in order to drive their loyalty for business
profitability.

Customer satisfaction and customer loyalty are two imperative non-financial
indices for measuring the business success of an organisation. A review of past
studies suggests a causal relationship between customer satisfaction and customer
loyalty. Satisfying customer needs and wants is key to attaining customer loyalty
(Oliver 1997). However, two contradicting premises have also been made: that
customer satisfaction can lead to customer loyalty (Tsiotsou 2006), but a satisfied
customer may not always be a loyal customer (Oliver 1999). This leads to the
question of what factors are influential in transforming a satisfied customer into a
loyal one. This question motivates subsequent research to identify possibly factors
that influence the relationship between customer satisfaction and customer loyalty
from different perspectives. In the field of marketing, customer value is identified as
one prominent factor.

Customer value is regarded as being “…the fundamental basis for all marketing
activity” (Holbrook 1994, p. 22). Customer value is also described as one source of
competitive advantage for an organisation (Woodruff 1997). The identification of
customer value as a key influential factor to transform satisfied customers into loyal
customers raises an interesting managerial issue on customer relationships: the role
of customer value in this transformation. In other words, how can customer
experience of value impact the transformation of customer satisfaction into cus-
tomer loyalty? Moreover, what type of customer value can keep satisfied customers
loyal? Those questions motivate the current article’s exploration of the role of the
customer value experience with respect to the relationship between customer sat-
isfaction and customer loyalty, as well as the effective type of customer value
experience to strengthen the relationship.

In light of the research foci, this article reviews past studies of the associations
among customer value, customer satisfaction and customer loyalty. The review of
literature is included in the following sections, including the role of customer
experience of value, the imperative viewpoints of consumers, the critical role of
service employees, and the effective type of customer value experience. It provides
suggestions to address issues regarding (1) the impact of customer experience of
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value on the transformation of customer satisfaction into customer loyalty; and
(2) the approach to customer loyalty through customer value experience in the
service encounter. The article consequently draws conclusions about influencing
satisfied customers’ loyalty through customer experience of value.

The Impact of Customer Experience of Value

The Role of Customer Experience of Value

Past studies identify varied relationships among customer value, customer satis-
faction and customer loyalty, and suggest the variable of customer value is an
antecedent of customer satisfaction and customer loyalty (e.g. Hume and Mort
2008). A literature review of relevant studies also suggests the moderating effect of
customer value on the relationship between customer satisfaction and customer
loyalty (e.g. Agustin and Singh 2005). In comparison, no studies provide empirical
evidence of customer value as a mediator of the relationship between customer
satisfaction and customer loyalty (Voss et al. 2010).

Investigating the mediating role of customer experience of value can help to
understand the mechanism through which this causal variable affects the outcome
of the relationship between customer satisfaction and customer loyalty. For
example, Chen (2012) empirically examined customer value as a mediator of the
relationship between customer satisfaction and customer loyalty in the context of
online auction services. The results obtained from a structural equation modelling
analysis provide support for the influential mediator of customer value, which has a
completely mediated effect on the relationship between customer satisfaction and
loyalty. In other words, customer experience of value can affect the pre-existing
relationship between customer satisfaction and customer loyalty. For managers and
service employees, this indicates the necessity of changing the mind-set from
focussing on the casual relationship between customer satisfaction and customer
loyalty. Instead, managers and service employees need to focus on how well they
understand customer experience of value from the consumer perspective and
implement customer value accordingly within their interactions with customers.

Transformation of Satisfied Customers

Retaining the loyalty of existing satisfied customers is regarded as a strategy to
maintain a competitive advantage (Grönroos 2009). This leads to the critical issue
of how to transform a satisfied customer into a loyal customer. To the best
understanding of the author, transformation from customer satisfaction to customer
loyalty can include two steps. The first is the initial stage of making customers
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satisfied (Chen and Quester 2006). Related to this step is the question of what type
of customer value experience will lead to customer satisfaction. With an under-
standing of the drivers of customer satisfaction, the next step is retaining satisfied
customers (Chen and Quester 2006) and eventually making them loyal customers
(Chen 2012).

Interestingly, past studies suggest that customer value is essential in the two-step
transformation of satisfied customers into loyal customers (e.g. Chen and Quester
2006; Chen 2012). Customer satisfaction can be achieved through overall customer
satisfaction, customer expectations and the consumption experience by means of
customer value (Chen 2012). The retention of satisfied customers paves the way to
customer loyalty (Reichheld and Teal 2001; Chen and Quester 2006; Chen 2012).
This can be achieved through implementing different types of customer value in
services, which can trigger the satisfied customer’s cognitive and/or emotional
reactions in a positive way. This step of retaining satisfied customers highlights that
managers of service outlets should understand the influence of different types of
customer value experiences on the satisfied customer’s formation of loyalty.
Managers need to be able to identify effective types of customer experiences and
take them into account in order to reinforce the strength of the linkage between
customer satisfaction and customer loyalty. These tasks are challenging but the
payoff of achieving customer loyalty by means of customer experience of value is
worthwhile. Customers show their loyalty in different psychological and beha-
vioural dimensions. For example, customers tend to have a preference for, and
behave as frequent customers towards, an organisation or a specific store.

Going beyond understanding the role and the importance of customer experience
of value in the formation of satisfied customers’ loyalty, this study explores the
effective type of customer value experience for keeping satisfied customers loyal.
As such, it is necessary to understand the possible approaches to customer loyalty
through customer experience of value in the service encounter. This paves the way
for managers of service outlets to achieve desired customer loyalty.

Approach to Customer Loyalty

The Imperative Viewpoints of Consumers

Managerial recommendations from past studies suggest that in order to create and
deliver effective types of customer value for customer loyalty, the customer value
experience should be understood and created from the consumer perspective (e.g.
Chen 2015). In a study of drivers of customer loyalty by means of customer value
experience with matched dyads of service providers and consumers, it was found
that the predictive validity of the loyalty model for consumers is significantly higher
than for service employees (Chen 2015). This finding suggests that the factors
driving satisfied customers’ loyalty are better captured from the consumer
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perspective. Moreover, direct input from satisfied consumers about their experience
of different types of value provides managers with better insights as to where to
invest in generating customer value to match customers’ needs and wants to achieve
customer loyalty.

In addition, to understand customer experience of value from the consumer
perspective, it is critical to pay attention to consumers’ perceptions of competition
in order to identify competing types of value. As stated in earlier sections, customer
value is recognised as a means to generate and maintain the competitive advantage
of an organisation (Woodruff 1997). Nevertheless, it is unclear what type of cus-
tomer value can provide a competitive advantage in serving customers. The sig-
nificant role of competition has been found in the formation of customer loyalty by
means of customer experience of value. Chen (2015)’s dyadic study of service
employees and consumers found that service employees perceive competition as a
critical driving force for customer loyalty, but consumers do not. Rather, consumers
take certain types of value delivery elements into consideration when choosing a
service outlet from among competitive offers, for example, the experience of the
social-psychological interaction with service employees. Furthermore, consumers
use the available alternatives to assess certain types of value they experience from
service employees. The type of value, for example, can be service quality, ser-
vicescape and service equity. This suggests to managers of service outlets while
they try to identify what types of value can be effective, they should consider the
consumers’ view on competition from the perspective of both their individual
absolute evaluation against needs and relative evaluation among competitors in
terms of customer value. In order to identify effective types of customer value,
managers should be aware that it may be ineffective to use service employees or
other organisational personnel to answer questions on the drivers of customer
loyalty by means of customer value, as their perceptions may not coincide with
those of actual consumers.

The Critical Role of Service Employees

These days, co-creation of value with consumers is regarded as imperative for an
organisation. Customer value can be co-created by both parties in the evolution of
relationship (Grönroos 2009); it is therefore critical for management to understand
the implications of customer perceived value from actual customers’ service
experience. Thus, service experience implies both efficiency and effectiveness of
service delivery. This further highlights the important role of frontline employees in
the customer’s experience of value in the service encounter. Consequences of
customer experience of value can highly depend on the service performance of
frontline employees. The critical boundary-spanning role of frontline employees
and the significant impact they have on business performance via customer loyalty
are evident from past studies (e.g. Bove and Johnson 2009; Chen and Quester
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2015). The relationship between customers and frontline employees exerts a direct
influence on customer loyalty (e.g. Chen and Quester 2015) as well as an indirect
link to firm loyalty (e.g. Yim et al. 2008).

In addition, co-creation of value between service providers and consumers raises
an important issue on managing service employees during the service encounter.
Recent studies suggest that managers of service outlets and frontline employees
need to be aware of the role of competition on the impact of customer value
experience in the service encounter. Competition is a significant global issue for
businesses. Competition has been found to have a moderating effect on the for-
mation of customer loyalty bas a result of satisfied customers’ experience of dif-
ferent types of value from service employees (Chen 2015). Competition can lead to
uncertainty in the consequence of achieving customer loyalty, as a consequence of
service employees’ effort to deliver certain types of value in the creation of cus-
tomer experience, for example, customer experience of service quality, servicescape
and service equity.

The Effective Type of Customer Value Experience

Two primary perspectives on customer value within the research domain of con-
sumer behaviour are the rational perspective of value and the experiential per-
spective of value. According to Zeithaml (1988), the rational perspective of value is
a kind of return for paying for a commodity, and such return involves an assessment
of trade-off or a comparison of benefits and sacrifices in terms of the consumption
experience. In contrast, the experiential perspective of value places an emphasis on
personal and subjective perceptions such as emotion or preference (Holbrook and
Hirschman 1982). Both perspectives are equally important to enhance the com-
prehension of value in consumption experiences (Holbrook and Hirschman 1982;
Chen and Quester 2005).

Indeed, consumers can perceive and evaluate their experience of value in ser-
vices in terms of both cognitive and emotional factors (Edvardson 2005; Han and
Jeong 2013). Nevertheless, a cross-disciplinary examination of consumer experi-
ence of emotions and cognitions in the field of psychology suggests that consumers’
emotional reactions are highly associated with their preference consistency, in
comparison with cognitive reactions during choice decision making (Lee et al.
2009). Consumers who show stronger emotions towards an object tend to have
higher preference consistency while making their choice decision. This implies an
association between consumers’ emotional experience and customer loyalty.

An ideal pre-condition for creating a positive customer experience is superior
customer value, which is considered as the source of an organisation’s competitive
advantage and long-term business success (Woodruff 1997; Vargo and Lusch
2004). The following sub-sections explore some prominent and emerging types of
customer value experiences from both cognitive and emotional aspects, which
involve love, competition/service alternatives, service equity, service quality,
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servicescape, social-psychological interaction and trust. These types of value,
derived from the consumer responses, have been evident empirically for their
efficacy for customer loyalty in the service context. They should be helpful to
address the issue on achieving customer loyalty through customer experience of
value in the critical moments of truth, i.e., during the service encounter, and answer
the question about what type of customer value experience can be effective in
strengthening the loyalty of satisfied customers.

Love

Love is a concept relevant to the business context and is not limited to personal
relationships. Chen and Quester (2015) provide empirical evidence of the appli-
cability of the concept of love, which is originated from Sternberg’s (1986) love
theory, in the business context. It has been found that customer experience of love
is a significant predictor of satisfied customers’ loyalty. In order to translate the
notion of love into service actions to achieve customer loyalty, frontline employees
should display intimacy, passion and commitment towards their customers.

In particular, the factor of commitment deserves more attention, as it has been
identified as the most critical factor among consumers who are with a specific
frontline employee in an on-going business relationship lasting for years (Chen and
Quester 2015). This finding provides managerial implications for recruiting front-
line employees and customer relationship management. When managers recruit
frontline employees, they should pay attention to applicants’ personalities. People’s
attitudes towards love, which are derived from their individual personal experience
of interpersonal interactions, influence their capacity to show love towards others.
Recruitment of suitable employees for frontline services is therefore crucial.
Managers of service outlets and service employees need to understand consumers’
unspoken needs or wants for love in service encounters in order to perform better in
their efforts to generate and maintain customer loyalty.

Competition

In this article, competition means the service alternatives offered by competitors as
seen from the customer’s perspective. Customers’ understanding of competition
may come directly from the consumption experience of competitors’ offers, or
indirectly from consulting their reference groups such as relatives and friends. From
the customer’s perspective, competition increases choice, raises expectations and
provides opportunities. Competition is reflected in a consumer’s perception of
service alternatives regarding professionalism, public praise, flexibility in price
adjustment, and competent quality service (Chen and Quester 2005).
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Competition is significant in the service encounter (Bolton et al. 2014). The
achievement of customer loyalty requires taking market competition into consid-
eration. Competition has been identified as a moderator of the relationship between
customers’ perceived value and customer loyalty from the satisfied customer’s
perspective (Chen 2015). Competition influences consumer evaluations of certain
types of customer value which impact on their loyalty attitudes and behaviours, for
example, consumer experience of service quality, servicescape, and service equity
(e.g. Chen 2015). In order to survive competition and maintain competitive
advantage, an organisation needs to keep creating and delivering something unique
and of value to customers (Bolton et al. 2014) as judged especially by the satisfied
customers from their consumption experience.

Service Equity

Equity has been defined as “fairness, rightness, or deservingness in comparison to
other entities, whether real or imaginary, individual or collective, person or non-
person” (Oliver 1997, p. 196). Similarly, it has also been defined as “The cus-
tomer’s overall assessment of the standard of fairness and justice of the company’s
service transaction and its customer problem and complaint handling process”
(Hellier et al. 2003, p. 1765). Equity may include financial and psychological
judgements of service performance such as payment equity and sense of fairness in
service. In the service encounter, equity can be measured by consumers from their
experience of frontline employees’ positive response to service failure; their
experiences of fairness of an exchange of payment for service outcome, service
contents, and time spent; their experience of promotional offerings regarding the
customers’ interests; their experience of noticing sales promotion by different
media; and their experience of service employees’ assurance of low risk for par-
ticipating in promotion activities (Chen and Quester 2005).

Service equity is important for an organisation to stay competitive by keeping
satisfied customers’ loyalty in a fierce business environment. Customer experience
of service equity has been found to have an indirect influence on customer repur-
chase intention (Hellier et al. 2003) and an indirect (Johnson et al. 2006) and a
direct (Chen 2015) influence on customer loyalty. It has also been found to be a
moderator in the relationship between customer satisfaction and repurchase deci-
sions (Olsen and Johnson 2003). Moreover, when service equity considerations are
perceived as satisfactory by consumers, the level of competition has no effect on
customer loyalty (Chen 2015). In other words, whenever consumers make a posi-
tive judgement for service equity, it will not evolve into a concern for consumers
when the competitive situation changes.
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Service Quality

Consumers experience service quality from personnel interaction and its perfor-
mance outcomes (Brady and Cronin 2001). Service quality can be perceived from
frontline employees’ performance in politeness, friendliness, courtesy, considera-
tion for the interests of consumers, meticulous attitude in service details, and
consistent service quality (Chen and Quester 2005).

The quality of service experience has been highlighted as a determinant of
service interaction outcomes (Solomon et al. 1985; Zomerdijk and Voss 2010).
Customer experience of service quality is often regarded as a driving force for
customer loyalty (Gilbert and Veloutsou 2006) and is also suggested as a means to
enhance customer loyalty (Cronin et al. 2000). Moreover, it is found that the
relationship between service quality and customer loyalty is strongest when com-
petition is high (Chen 2015). In order to achieve the desired level of satisfied
customers’ loyalty in a competitive business environment, it is imperative for
managers of service outlets to invest in the improvement of the creation and
delivery of quality services.

Servicescape

Servicescape is an organisation’s physical facilities or physical environment that are
“the manmade, physical surroundings as opposed to the natural or social envi-
ronment” (Bitner 1992, p. 58). It includes both tangible and intangible features such
as decorations, music and general ambience. The servicescape has been shown to
influence the actual enactment of employee-customer interaction (Bitner 1992;
Schneider et al. 2005). Servicescape can be evaluated by consumers based on their
experience and the performance of frontline employees regarding the aspects of
delight in the service process, ease in service procedure, a tidy consumption
environment, and the space design for privacy in services (Chen and Quester 2005).

Studies of servicescape are centred on the impact of the physical places in which
services are performed on service employees’ performance (Parish et al. 2008), on
customer satisfaction, or on customer intention (Harris and Ezeh 2008). However,
the impact of the servicescape on customer loyalty as seen by the customers has
received limited investigation. Recent work by Chen (2015) provides empirical
evidence about the influence of servicescape on customer loyalty. Servicescape has
a positive influence on customer loyalty. Moreover, the relationship between ser-
vicescape and customer loyalty can be moderated by the effect of competition. It
shows that the higher the competition, the stronger the link between servicescape
and customer loyalty. The findings suggest to managers about the value of ser-
vicescape to customer loyalty, and a possible way to survive competition and
maintain competitive advantage.

Customer Experience of Value in the Service Encounter 151



Social-Psychological Interaction

Social-psychological interaction helps to develop a personal as well as commercial
relationship. Personal interaction between frontline employees and consumers is the
basis for the development. The social features and psychological phenomena in the
service encounter can exert a major impact on service outcomes. Consumer
experience of social and psychological benefits such as social identity and personal
identification generates customer value (Walker and Olson 1991). Customer
experience of the social-psychological interaction with service employees is an
effective type of customer value for achieving customer loyalty (Paul et al. 2009;
Chen and Quester 2006).

The interpersonal nature of service highlights the need for employees to
understand consumer service motivations. Social–psychological interaction has
been verified by consumers as an important driving force of loyalty in the service
context (e.g. Chen and Quester 2006). Specifically, consumers experience of the
service employee’s practices consists of paying attention to customers, recognising
and greeting customers whenever they visit, valuing the customer’s needs of
expressing their opinions and receiving feedback from the service employees, and
retaining interactions with customers after the end of the service experience.

Trust

Consumers can experience trust from cognitive and emotional perspectives in the
service encounter (Johnson and Grayson 2000). Specifically, frontline employees
display credibility and benevolence in their interactions with customers by their
thoughtfulness towards consumers, attentiveness to consumers’ needs, and capacity
to keep promises. On the other hand, consumers can evaluate trust from their
feelings of dependability, competence, integrity, and responsiveness derived from
their consumption experience.

Customer experience of trust is salient for the satisfied customers’ decision
making on staying loyal in a business relationship. It is proven to be a significant
and positive factor for predicting customer loyalty (e.g. Doney and Canoon 1997;
Chen and Quester 2015). Customers’ experience of trust can significantly influence
their loyal attitude and behaviour toward an organisation (Guenzi and Georges
2010). In addition, trust has been found to be a mediator between customer satis-
faction and customer loyalty (e.g. Chen 2012). The findings suggest that there is not
only a significant relationship between trust and customer loyalty, but also some
direct relationship between customer satisfaction and customer loyalty. It is
imperative for managers of service outlets and service employees to understand the
influences of trust in order to develop customer loyalty and maintain the quality of
relationship.
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Conclusion

Customer experience of value can be varied. Past studies suggest that customer value
consists of several varied types and each type of value can include several dimen-
sions. Customer value has also been found in different roles in the formation of
customer loyalty with other variables in varied research contexts. This article
addresses the possible outcomes as to how customer experience of value in the
service encounter can make a difference to the transformation of customer satisfac-
tion to customer loyalty for an organisation. Suggestions for marketing practitioners
in the service industry or employees in the service encounter are that customer
satisfaction is an essential ingredient for customer loyalty, but that customer expe-
rience of different types of value can exist as a mediator and a moderator between
customer satisfaction and customer loyalty. Moreover, it is evident that certain types
of value can be effective to transform satisfied customers into loyal customers. This
helps managers of service outlets reduce uncertainty about where to invest in gen-
erating customer value for the satisfied customer to achieve desired customer loyalty.
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Multiple Celebrity Endorsement

Sik Chuen (Max) Yu and Ravi Pappu

Abstract The use of multiple celebrity endorsers, to advertise a single brand, is
becoming increasingly common. While the idea of using multiple endorsers is not
entirely new, research on the topic is scant. This research contributes to the celebrity
endorsement literature by introducing a previously unexplored dimension of source
congruence: portfolio-brand fit. This research conceptualises fit as a multidimen-
sional construct and offers empirical evidence for its impact on consumer brand
evaluations. The conceptual model is based on information processing models. The
conceptual model was tested in two different presentation formats for a fictitious
brand in an experiment using a consumer sample. We measured the key variables
using seven-point scales. Data were collected using online surveys. We tested the
hypothesised model using SEM. The results provide support for the predicted
effects. Results show that fit affects consumer attitudes toward multiple celebrity
endorsement positively and attitudes toward the endorsed brand indirectly. Fit
affects clarity of positioning of the endorsed brand differently in different presen-
tation formats. The results suggest that managers should consider portfolio-brand fit
in selecting the endorsers and should consider the potential impact on the brand’s
positioning when choosing multiple celebrity endorsement. Marketing practitioners
should also consider the differential effects of fit in different types of multiple
celebrity endorsement.
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Introduction

The use of multiple celebrity endorsers, to advertise a single brand, is becoming
increasingly common (Rice et al. 2012). Gillette has enlisted three athletes (Roger
Federer, Thierry Henry, and Tiger Woods) for its Champion ad campaign to pro-
mote its Fusion men’s razor.

Marketers have long known that fit (e.g. Till and Shimp 1998) or congruence
(e.g. Kirmani and Shiv 1998) between endorser and brand is important in
influencing consumer evaluations of the celebrity endorsements. The majority of
the research on congruence in celebrity endorsement has focused on the evaluation
of the brand in the context of a single endorser (e.g. Kamins 1990).

While the idea of using multiple endorsers is not entirely new, research on the
topic is scant. Prior multiple celebrity endorsement studies (e.g. Rice et al. 2012)
have continued to assume that fit operates on and influences consumer evaluations
in the same fashion as it did in the context of ‘single celebrity and brand’ studies.
How does fit operate in multiple celebrity endorsement?

When firms use multiple endorsers for promoting a brand, should the endorsers
collectively be of good fit with the brand? Current literature does not provide
satisfactory answers to this important question. Despite practitioners’ increased use
of multiple-celebrity endorsement, investigators have given relatively little attention
to the effects of congruence in this strategy of endorsement.

Hence, the objectives of the present research are two-fold. First, we examine
how fit affects consumer brand evaluations in multiple-celebrity endorsement. We
introduce a new dimension of fit: portfolio-brand fit, which refers to the fit of the
multiple elements in a campaign portfolio (e.g. celebrities/spokes people/cartoon
characters) with the single brand. We use the term celebrity portfolio to refer to the
endorsers collectively involved in an instance of multiple-celebrity endorsement.
The advantage of the celebrity portfolio perspective is its consideration of the
interdependencies among the brand and multiple celebrity endorsers with respect to
consumer perceptions. Second, we also examine how portfolio-brand fit affects
consumer brand evaluations in different formats of multiple celebrity endorsement
currently used by practitioners.

We test the conceptual model for a fictitious brand in an experiment using a
consumer sample. We find that portfolio-brand fit can favourably influence, con-
sumer attitudes toward the endorsement and brand attitudes. The impact of
portfolio-brand fit on clarity of positioning depends on the type of multiple celebrity
endorsement. We find that portfolio-brand fit positively affects clarity of positioning
when the endorsers are presented sequentially but not when both the endorsers are
presented simultaneously. Consumers find it harder to process information pre-
sented sequentially hence they employ heuristic processing, where portfolio-brand
fit serves as a peripheral cue, for inferring “hard to evaluate” concepts such as the
brand’s clarity of positioning. Peripheral cues are those that are not central to the
true merits of the issue or message (Kirmani and Shiv 1998). We interpret the
results of the experiment as support for the proposed multidimensional nature of fit
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in the context of multiple celebrity endorsement and for our prediction that con-
sumers evaluate multiple-celebrity endorsements holistically rather than in a
piecemeal fashion.

Conceptual Model

Fit

We adopt a consumer-based conceptualisation where fit with the endorsed brand
depends on consumer perceptions of appropriateness of the connection or relation-
ship between the celebrity portfolio and the endorsed brand. Specifically, we identify
two types of fit consumers might perceive when evaluating a multiple-celebrity
endorsement: endorser–brand fit and, celebrity portfolio-brand fit.

Endorser–brand fit refers to the fit between an endorser in the portfolio and the
brand and this type of fit has been examined extensively in current celebrity
endorsement research (e.g. Kamins and Gupta 1994). We define endorser-brand fit
similar to Simmons and Becker-Olsen (2006). Fit between the endorser and the
brand is high when the two are perceived as congruent (i.e. as going together),
irrespective of from where that congruity is derived. Take from the opening
example of Gillette. The fit between Roger Federer (Tiger Woods/Thierry Henry)
and the endorsed brand would be referred to as endorser-brand fit. That is,
researchers would be interested in three endorser-brand fits in this example: Roger
Federer-brand fit, Tiger Woods-brand fit, and Thierry Henry-brand fit.

Portfolio-brand fit refers to how well the endorsers in the portfolio (i.e. Roger
Federer, Thierry Henry, and Tiger Woods) together fit with the brand. We argue
that, a consumer’s perceptions of the fit between the celebrity portfolio and the
brand can be different from the same consumer’s perceptions of endorser–brand fit.
That is, when a portfolio of three celebrities is used, we measure portfolio-brand fit
once and endorser-brand fit three times: once for each of the three celebrities. For
example, while a consumer may believe Roger Federer to be of high-fit with
Gillette, the same consumer may not rate the celebrity portfolio which includes
Roger Federer, Thierry Henry, and Tiger Woods, to be a similar high-fit with
Gillette because of negative publicity received by the Golf supremo or lack of
familiarity with the soccer champion.

Clarity of positioning refers to the absence of ambiguity in the information
conveyed by the brand (Simmons and Becker-Olsen 2006). Brands signal attributes
such as quality using their marketing mix. Clarity of positioning is a key deter-
minant of how well a signal conveyed by the brand achieves its intended purpose
and is often realised through marketing mix strategies (Erdem and Swait 1998).
Brand alliances such as sponsorship, cobranding are known to affect clarity of
positioning of the partner brands. For example, sponsorship researchers have
observed positive impact of sponsorship relationship fit on clarity of positioning of
the partner brands (Pappu and Cornwell 2014).
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By definition, high portfolio-brand fit endorsements are those believed to be
more appropriate and logical relationships for the brand and hence high
portfolio-brand fit should be viewed as more consistent with the brand’s marketing
mix. Clarity of positioning is enhanced by consistency in the marketing mix (Erdem
and Swait 1998). We argue that fit of the portfolio would enhance clarity of
positioning because high portfolio-brand fit complies with consumers’ expectations
of the marketing mix and their perception of the brand’s positioning.

Brand attitude formation or change, in response to marketing communications,
occurs in a two-stage process and hence requires greater processing effort.
Consumers first make a relatively effortless inference about the communication
platform, such as a brand alliance (Simonin and Ruth 1998) or a celebrity
endorsement (Pappu et al. 2011) or a sponsorship arrangement (Simmons and
Becker-Olsen 2006). Then, on the basis of inferences about the communication
platform, consumers form new brand attitudes or reinforce existing attitudes. For
example, recent work in the areas of celebrity endorsement (Pappu et al. 2011) and
sponsorship (Pappu and Cornwell 2014) shows that clarity of positioning and
attitude toward the partnership are positively related to, and transmit the impact of
relationship fit onto, consumer attitudes toward the brand. Consumers are cognitive
misers (Fiske and Taylor 1984), hence they would base their inferences on
heuristics (Garbarino and Edell 1997) such as portfolio-brand fit rather than eval-
uating endorser-brand fit of each individual endorser included in the portfolio.
Thus, we propose that portfolio-brand fit affects attitudes toward the endorsement
and clarity of positioning.

H1: Portfolio-brand fit positively affects attitude toward multiple celebrity
endorsement.

Presentation Format

Prior research shows that people use different cognitive styles to process infor-
mation presented simultaneously and sequentially. Sequential presentation dis-
courages analytical processing, because one has to cognitively “recheck” materials
presented previously (Krueger 1983). Moreover, materials presented sequentially
are more vulnerable to memory decay (Allen et al. 2006) and are harder to recall,
and hence could result in holistic processing. In contrast, simultaneous presentation
allows more direct comparison of information (Reed 1973), and consequently aids
analytical processing. Thus, the type of multiple-celebrity endorsement used (se-
quential vs. simultaneous presentation of the endorsers) could affect the way con-
sumers process information and hence their evaluations. We argue that the
processing routes and the type of processing consumers employ also vary by the
type of judgments they are asked to make. Marketing actions such as clarity of
positioning are relative harder to evaluate for consumers than expressing their
attitudes toward a brand or an endorsement.
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Specifically, the sequential presentation could result in heavier reliance on
portfolio-brand fit, which serves as a peripheral cue for clarity of positioning eval-
uations, since information is more difficult to cognitively recheck. That is, it is much
harder for participants in the sequential presentation format to assess the clarity of
positioning of the brand in the ad and hence they rely more on portfolio-brand fit to
make inferences. Evaluating the brand’s marketing actions such as clarity of posi-
tioning should be more demanding for the participants than expressing their attitudes
toward the endorsement. In contrast, it should be much easier to process the infor-
mation presented together in the simultaneous format which should encourage
information processing through the central route. Therefore, the relevance and
importance of the information presented determines consumer evaluation of clarity
of positioning in the simultaneous format. Participants are more likely to rely on the
arguments presented in the ad. As previously discussed portfolio-brand fit serves as
an argument in the simultaneous presentation. Therefore, we predict that
portfolio-brand fit is more effective in the sequential presentation format than in the
simultaneous presentation format in influencing consumer perceptions of hard to
evaluate concepts such as clarity of positioning.

H2. Portfolio-brand fit affects clarity of positioning of the brand positively in
multiple celebrity endorsement, such that consumer evaluations are more favorable
in sequential presentation than in simultaneous presentation.

Attitude Toward the Brand

Alliances with other brands can serve as signals for a brand and hence can influence
consumer attitudes toward the brand. As noted earlier, multiple-celebrity endorse-
ment is a type of brand alliance between the celebrities as human brands and the
brand they endorse. Enhanced clarity of positioning allows people to more easily
learn and remember the information conveyed by the brand (Erdem and Swait 1998).

Previous research has shown that both clarity of positioning and attitude toward
the partnership transmit the impact of sponsorship fit to attitude toward the sponsor
(Simmons and Becker-Olsen 2006) and the impact of endorser-brand fit to nonprofit
brand evaluations (Pappu et al. 2011). Thus, consumers make a relatively effortless
inference of the endorsement which may in turn affect attitudes toward the brand.
However, the current literature is unclear as to how the positive effect of
portfolio-brand fit transfers to attitude toward the brand. We argue that
portfolio-brand fit affects attitude toward the brand via attitude toward the
endorsement.

H3: Attitude toward the endorsement mediates the impact of portfolio-brand fit on
attitude toward the endorsed brand in multiple celebrity endorsement.

Higher clarity of positioning should elicit more favorable brand attitudes, all else
being equal. In line with our earlier arguments in support of a two-step process of
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brand attitude formation, we expect clarity of positioning to mediate the positive
effect of portfolio-brand fit on brand attitudes. Thus, clarity of positioning is
expected to transmit the impact of portfolio-brand fit onto brand attitude. As pre-
viously mentioned, consumers are cognitive misers, hence we propose that
portfolio-brand fit indirectly affects their attitudes toward the brand, via clarity of
positioning.

Previous research has shown that multiple celebrity endorsement affects attitudes
toward the brand positively when the endorsers appear sequentially (Rice et al.
2012). We argue that indirect effects of portfolio-brand fit on attitude toward the
brand via clarity of positioning are more favorable in sequential presentation than in
simultaneous presentation.

H4: Clarity of positioning mediates the positive impact of portfolio-brand fit on
attitude toward the brand in multiple celebrity endorsement, such that consumer
evaluations are more favorable in sequential presentation than in simultaneous
presentation.

Experiment

Participants, Design, Stimuli and Procedure

We recruited 170 adult consumers (50 % females) through an online panel data
provider. Participants (18–65 years old; mean age = 44 years) were randomly
assigned to one of the two treatment conditions in a between-subjects design (Type
of multiple celebrity endorsement: sequential presentation vs. simultaneous pre-
sentation). The order of presentation of the celebrities (John Travolta first vs.
Russell Crowe first vs Hugh Jackman first) was counterbalanced. Portfolio-brand fit
was a measured variable. We relied on the variation in the variable to estimate the
latent variable interaction with presentation format.

Pretesting with a university student sample (N = 93, 54 % female, 18–29 year
age group) helped in the selection of a fictitious brand (“Zertu”), ads used as stimuli
and the celebrities used for endorsement. The pretest respondents expressed a
favorable attitude toward the brand.

We designed portfolios that were more realistic and included endorsers, each of
who individually offered a good fit with the selected brand. We selected three
Hollywood actors (John Travolta [JT], Russell Crowe [RC], and Hugh Jackman
[HJ]) as the endorsers on the basis of the results of the pretest. The selection of only
male celebrities was to reduce extraneous variance due to gender effects of the
celebrities. The pretest respondents considered each of the selected endorsers to be
congruent with the watch brand. No major differences were observed among the
endorsers in terms of source characteristics, such as attractiveness, expertise,
familiarity, likeability, and trustworthiness.
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We administrated the experimental tasks online using the fictitious watch brand,
Zertu and fictitious ads professionally designed for the experiment. All the ads were
identical in design and background except for the celebrities included. Participants
completed the online questionnaire after viewing an ad showing two celebrities
endorsing the watch brand either simultaneously or in a sequence.

Type of multiple celebrity endorsement varied at two levels (sequential pre-
sentation vs. simultaneous presentation). In the sequential presentation condition,
the two celebrities were introduced sequentially through two separate ads, similar to
the procedure used by Rice et al. (2012). For example, participants first saw an ad
with John Travolta, then an ad with Russell Crowe. In the simultaneous condition,
celebrities were presented together in a single ad. For example, participants in the
simultaneous presentation condition saw an ad that included both John Travolta
and Russell Crowe.

Measures

We measured the key variables using seven-point scales. We measured the inde-
pendent variables (i.e. portfolio-brand fit and endorser-brand fit) in this experiment.
We adapted Keller and Aaker’s (1992, p. 42) scale from brand extension research to
measure both portfolio-brand fit (α = 0.97) and endorser–brand fit (α > 0.97). We
measured portfolio-brand fit once for each portfolio, and endorser-brand fit for each
celebrity included in the portfolio.

Attitude toward the endorsement and clarity of positioning were the mediating
variables, while attitude toward the brand was the dependent variable. We adapted
scales from Simmons and Becker-Olsen (2006, p. 157) to measure attitude toward
the endorsement (α = 0.96), clarity of positioning (α = 0.94) and attitude toward the
brand (α = 0.97).

We used source characteristics of the celebrities as covariates. We adapted scales
from Ohanian (1990) to measure attractiveness (α = 0.97), expertise (α > 0.97) and
trustworthiness (α > 0.97) and scales from Simmons and Becker-Olsen (2006) to
measure likeability (α > 0.98) and familiarity (α > 0.96) (2006). We also included
consumer involvement with the product category (α = 0.98) as a covariate in the
analysis. We measured involvement using five semantic differential scales sourced
from Zaichkowsky (1985).

Results

Preliminary analysis indicated that the design demonstrated variance in the key
independent variables: Portfolio-brand fit (M = 5.33, SD = 1.34, range = 6) and
endorser-brand fit (Celebrity 1: M = 5.22, SD = 1.41, range = 6; Celebrity 2:
M = 5.37, SD = 1.49, range = 6).
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We tested the hypothesised model using SEM. We conducted the analyses by
including the source characteristics of individual celebrities and involvement as
covariates, but the inclusion or exclusion of these variables as covariates did not
change the overall pattern of structural relationships examined. Hence, we present
the results of the parsimonious model without the covariates.

The results provide support for the direct and indirect effects of portfolio-brand
fit and the predicted interaction effects. We tested nested models with (Model B)
and without (Model A) the interaction terms. Model B, which included the inter-
action term, revealed significantly better fit to the data (Δχ1

2 = 5.3, p = 0.021).
Portfolio-brand fit affected consumer attitudes toward the endorsement signifi-

cantly (b = 0.66, p < 0.001) indicating support for H1. As H2 predicted, the
interaction between portfolio-brand fit and type of multiple celebrity endorsement
had a statistically significant effect on clarity of positioning (b = 0.22, p = 0.033).
Specifically, portfolio-brand fit affected clarity of positioning more favorably in the
sequential presentation than in the simultaneous presentation. Portfolio-brand fit
positively affected clarity of positioning in the sequential presentation (b = 0.22,
p = 0.046) but not in the simultaneous presentation format (b < 0.01, p = 0.886).
These results indicate support for H2.

The indirect effect of portfolio-brand fit on attitude toward the brand (b = 0.33,
p < 0.001) was statistically significant, indicating support for H3. The joint indirect
effect of portfolio-brand fit and type of endorsement on attitude toward the brand
via clarity of positioning was not statistically significant (b = 0.07, p = 0.078). The
indirect effect of portfolio-brand fit was not routed via clarity of positioning
(b < 0.01, p = 0.993). These results do not indicate support for H4.

Discussion and Implications

The results indicate support for H1, H2 and H3. Portfolio-brand fit affected par-
ticipants’ attitude toward the endorsement significantly (H1). The interpretation of
this result is that when people see an ad that features both John Travolta and Russell
Crowe, people’s attitudes toward the endorsement are likely to be shaped by the
question “how well John Travolta and Russell Crowe together fit with the endorsed
brand?” The results of the present study provide support for the multidimensional
nature of source fit in the context of multiple-celebrity endorsement. Portfolio-brand
fit affected consumer attitude toward the brand indirectly via attitude toward the
endorsement (H3). Thus, this research makes an important theoretical contribution
to the celebrity endorsement literature (e.g. Kamins and Gupta 1994; Kirmani and
Shiv 1998) by introducing a previously unexplored dimension of source congru-
ence: portfolio-brand fit. These results extend celebrity endorsement theory (e.g.
Rice et al. 2012) by demonstrating that consumers evaluate multiple-celebrity
endorsements holistically by integrating information about multiple endorsers and
the brand.
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Importantly, the results reveal that portfolio-brand fit affects clarity of posi-
tioning differently in different types of multiple celebrity endorsement. Specifically,
portfolio-brand fit enhances clarity of positioning in the sequential presentation
format but not in the simultaneous presentation format (H2). Thus, the results make
an important contribution to the multiple celebrity endorsement literature (e.g. Rice
et al. 2012) as the current literature does not explain how portfolio-brand fit affects
consumer attitudes in different multiple celebrity endorsement formats. These
results suggest that portfolio-brand fit serves as a peripheral cue for hard to evaluate
concepts such as clarity of positioning when information is presented sequentially.
In doing so, these results contribute to research on information processing models
(e.g. Petty et al. 1983). The results do not support H4. The indirect effect of
portfolio-brand fit on attitude toward the brand via the brand’s clarity of positioning
was not statistically significant.

The results of the present study suggest that portfolio-brand fit may have an
important role in influencing consumer endorsement evaluations and imply that
marketing practitioners should consider the multidimensional nature of fit in the
context of multiple celebrity endorsement. Practitioners should consider how well
different endorsers together fit when executing multiple celebrity endorsement.
Marketing practitioners should also consider the differential effects of fit in different
types of multiple celebrity endorsement.
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Can Country of Origin Branding be
a Competitive Advantage
for Agri-Products from Emerging
Countries?

Amal R. Karunaratna and Roberta Crouch

Abstract Country of origin research continues to generated interest and remain
relevant in spite of the wide body of existing literature realised from studies gen-
erate around the world over many decades. The chapter presents a proposed con-
ceptual framework of consumer decision pathways respective to agriculture based
products, particularly those produced in emerging, underdeveloped economies. The
proposed model illustrates the possible mediating effects of country of origin cues
via low versus high involvement/motivations associated with low tech versus
highly technical product endowment. The model further suggests that higher levels
of technical product endowment will require more cognitively based assessments
by consumers as compared to products based on lower levels of technology (like
Agri-products) that will be assessed with a more affective approach. The chapter
expands these concepts to present a possible matrix showing some suggested
strategic approaches in the use of COO cue in country branding to leverage
expected consumer responses and processing modes.

Keywords Country of origin � Emerging countries � Agri-products � Signalling �
Country branding

Introduction

In the past, producers and manufacturers in emerging countries tended to be low
cost providers of equipment for manufacturers in larger firms based in developed
countries (Hussain and Jain 1999 in Magnusson Haas and Zhao 2008). Their only
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source of competitive advantage being price based on low wage costs, leading to
perceptions of lower quality and negative COO (Country of Origin) perceptions.
Hence consumers in emerging and developed countries alike were less willing to
pay high prices for products produced in these countries (Kotler and Gertner 2002;
Srikatanyoo and Gnoth 2002). For the 43 countries where 20% or more of their
total merchandise export is reliant on agriculture based commodities (FAO 2002) to
bolster their hard-currency earnings, such negative perceptions, and lack of dif-
ferentiation, traps these exporters into being price-takers rather than price makers.
Thus they are condemned to being labour-intensive low-price suppliers to foreign
firms that buy their products and add value. Hence, these already poor nations are
further deprived of much needed export earnings. But, it is possible that sophisti-
cated market development and innovation of capabilities, if realised, could enable
exporters in these emerging economies to move further down the value chain,
creating greater profits and a better quality of life for its citizens.

A few developing countries are, indeed, generating value and differentiating
their products using inventive strategies that signal greater value by either building
on a positive aspect of their COO image (where that is possible) or ‘side-stepping’
the issue by developing national brands of their own with credible value proposi-
tions. In this chapter, we use the COO literature and signaling theory to explore
opportunities for developing countries to break out of the commodity trap via
product differentiation, making them less susceptible to the winds of global
supply-demand dynamics that contribute to continuing conditions of poverty. Here,
we consider the concept of COO and its implications for agri-products, which are
typically low-involvement products with a few notable exceptions such as ‘fine
wine’. This is followed by the application of signaling theory and nation branding
and generally accepted COO based strategic implications that provide the basis for
contrasting strategies for firms from developing versus emerging economies.
Finally we consider the implications of these concepts to create products that
eventually need to evolve from their COO based brands to strong brands in their
own right rather than rely on their national origin based associations.

Country of Origin

Consumer purchasing decisions are based on their assessment of a variety of
informational product cues that are moderated by their own their personal knowl-
edge base or what they ‘learn’ during the ‘search’ and purchasing process (Han
1989, 1990; Mareswaran 1994). These cues can be related to the physical make up
and objective performance of the product (intrinsic), for example the flavor of foods
or drinks, colour, texture, actual ingredients etc., or cues that are extrinsic to the
product but are related to it. Some extrinsic cues that consumers believe to be
highly credible indicators of quality include price, brand name, retailer expertise
and country of origin (COO). Given the difficulties consumers experience gaining
and making objective evaluations of intrinsic cues (even in some cases post

168 A.R. Karunaratna and R. Crouch



consumption), buyers often rely heavily on extrinsic information such as COO
(Huber and McCann 1982) acts as “signals” for product quality (Steenkamp 1990)
and, importantly, can be manipulated without changing the performance of the
product itself (Verlegh and Steenkamp 1999).

COO theory provides historical illustrations of EMFs (Emerging Market Firms)
branding their way out of the low-cost, low-quality cycle, for example coffee
producers in Costa Rica and tea producers in Ceylon (Sri Lanka). In more recent
times we see commodity producers from emerging economies such as China and
Chile realising market success as wine producers without the stereotypical asso-
ciations that have been relied upon for success in the past. These firms have built
their own reputations, and in turn, enhanced that of their respective countries by
establishing competencies linked to their locations not experienced before. This
phenomenon has been seen in the past, where the expectations of quality and
heightened perceptions of expertise has been built for countries such as Japan via
the development and consumer support for brands like Sony and Honda (Lambert
and Jaffe 1997) and Samsung and Hyundai in South Korea (Srikatanyoo and Gnoth
2002). Once it is accepted that quality products in a given category can be produced
in a specific location, then it is possible (over time) to leverage those perceptions to
other categories. For example, we may not readily associate Japan with the pro-
duction of high quality fashion, but the more highly we think of Japan as a producer
of quality products broadly, then the more highly we will regard their fashion
products (Papadopoulos and Heslop 2002).

In addition to quality signaling, COO carries emotional and symbolic properties
to consumers, particularly with food products. It is associated with product status,
authenticity and exoticness (Batra et al. 2000), and makes connections between
product-country imagery, with sensory, effective and ritual connotations
(Askegaard and Ger 1998). It also connects consumers to products at an emotional
level, relating to pride and autobiographical memories and transforms COO into an
“expressive” or “image” attribute (Verlegh and Steenkamp 1999). Verlegh and
Steenkamp classify COO influences into three groups: Cognitive, Affective and
Normative.

Cognitive mechanisms are the form of signals inferring product quality attri-
butes such as reliability and durability. Cognitive influences are based on stereo-
typical views about the nature of the country of origin and are formed as a result of
direct or indirect product experiences. For example, German cars are associated
with a perception of quality German engineering, while electronic products from
Japan are associated with that country’s established capabilities in manufacturing
consumer electronics as a result of a high quality workforce and successful global
manufacturing brands. The latter is testament to perceptions changing over time as
this was not so for Japanese products when they first entered the market (Lambert
and Jaffe 1997; Srikatanyoo and Gnoth 2002; Verlagh and Steenkamp 1999).

Affective processes include symbolic and emotional elements such as social
status and national pride. Normative processes are those regarded as “the right way
of conduct”, that supports the local economy and consumers refraining from buying
goods from countries with objectionable activities or regimes or when there is a
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feeling of animosity due to historical conflicts (Herche 1994; Klein 2002). Such
views about countries may be also be formed during experiences with countries
during holidays or encounters with foreigners through art, education and mass
media (Han 1989, 1990). Consumers base affective associations to autobiographical
memories, to national or ethnic identities, as well as impressions of status and pride
associated with products from certain countries Hirschman (1985). Affective
reactions to country associations can also be expected to influence consumer’s
consumer’s self-image and their role within groups (Verlagh and Steenkamp 1999).
An example of this is where “western” products have a positive association with
brand attitudes (Batra et al. 2000), particularly where consumption and ownership
are publicly visible.

Normative aspects are those that result in consumers making a conscious
decision to purchase a product, or not, based on social or political views about the
country of origin. Here we have examples of Jewish consumers boycotting German
products because of the holocaust and Chinese consumers unwilling to purchase
Japanese products because of the military rivalry between these countries. “Buy
local” campaigns launched by governments, labour unions and industry groups to
encourage purchase of domestic products appeal to consumers’ tendencies towards
ethnocentricism and motivates them to purchase domestic rather than foreign
products (Balabanis and Diamantopoulos 2004; Klein 2002).

Verlag and Steenkamp (1999) note that while these influences are identified as
separate components, they are not independent influencers and interact with each
other. As consumers travel and migrate, they carry with them products with which
they are culturally connected such food, wines, tea, coffee and so on. These are then
exposed to their adopted countries through their cultural activities, art, education,
mass media and everyday use and through retailing presence. Generally, each of the
cognitive, affective and normative influences of COO appear to be associated with
the level of economic development of a country (Papadopoulos and Heslop 2002).
Specifically, the ‘base’ assumption by consumers is that across all product cate-
gories, in all markets (developed and emerging), products from ‘first world’
developed economies will be superior—as compared to those sourced from less
developed locations.

However, often these assumptions related to expectations of lower quality don’t
result in a disadvantage for producers in emerging economies. Indeed, it can lead to
higher sales and market advantaged because the expectations of lower quality are
accepted by consumers in developed economies due to lower prices. Hence, these
consumers will typically ‘trade’ off quality to save money especially where the
difference is not seen to be significant and/or the products are low involvement.
This ‘tradeoff’ is tempered, however, if there is a higher than acceptable perception
of ‘risk’ in terms of bad product performance leading to unacceptable levels of
dissatisfaction (Verlagh and Steenkamp 1999). As discussed, however, a country’s
image is not necessarily fixed and can be changed, but it is a slow process. In
addition to leveraging the success of locally produced brands, special events such as
the Olympics can accelerate the process and similar changes of attitudes to coun-
tries of origin have been apparent (Magnusson et al. 2008).
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Signaling

As alluded to previously, while the concept of COO has been studied extensively,
other cues such as pricing and branding have been shown to be stronger influences
of product evaluations, particularly with high involvement products (Gurhan-Canli
and Maheswaran 2000). Signaling theory is based on the assumption of information
asymmetries in information based transactions. Therefore, firms in emerging
economies have information to which consumers either have no access to, or are
unwilling to get access, for a variety of reasons. Magnusson et al. (2008) have
proposed that branding and COO (“made in”) are two signals that are used in
consumer decision making, but for a signal to influence attitudes, the information
has to be accepted as true and result in a penalty to the sender if untrue (Rao et al.
1999). Hence, a firm can signal quality through warranties or loss of brand equity in
the case of a brand name (Brouthers et al. 2005). Magnusson et al. (2008) propose
COO is a weak ‘signal’ because its validity is based on a non existent bonding
component and COO functions more as “noise” (distractions) to consumers,
interfering with the firm’s attempts to signal clearly to customers (Leclerc et al.
1994). Brands, on the other hand, function by reducing consumer search costs by
focusing their attention on well-known names and symbols. The position is that
consumers bond more readily with this approach than a COO cue. Further, per-
ceptions of brands tend to be considered biased toward the hedonic (e.g. prestige) or
utilitarian (e.g. convenience). Depending on the brand’s country associations—real
or implied (e.g. they have English or French spelling) Hence, COO based associ-
ations and perceptions of product quality can be generated by assumption and
implicit rather that explicit signaling. Magnusson et al. (2008) have support their
argument with the case of the $1.25 b acquisition of the IBM personal computer
business by Lenovo (a Chinese company), including the brand name which was
aimed specifically at changing negative associations with the notion of computers
made in China. Such strategies are known as ‘borrowing origins’ (Papadopoulos
and Heslop 1993). They suggest that, over time, Lenovo’s reliance on the IBM
brand has been increasingly marginalised as the Lenovo brand has been strength-
ened through its stable presence global markets. In time, other Chinese based
brands may also work to enhance China’s country image as has been achieved in
Japan, Korea and elsewhere.

The previous examples relate to complex products. Li et al. (1993) also con-
sidered the signaling role of COO in product evaluations for complex products
(watches) that included technical and style elements. They hypothesised that
motivation played a key role in product evaluation. Motivation was defined as the
effort exerted by consumers in information search about products under consider-
ation. They argued that while COO was used as a signal to guess the product quality
where an inference of belief was imputed to the product—where information was
not available or difficult to comprehend. Their question was, if COO was used to
infer belief about a product, then what are those beliefs based on?
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Their research showed that COO was used when the information presented was
limited, but consumers relied on COO much less when there was sufficient other
information to make judgments about product quality. They also showed that
consumers who were highly motivated, availed themselves of more information
compared with less motivated individuals. Further, their research showed that
consumer responses to COO indicated that they used this cue as more as a signal of
style rather than the functional aspects of the product, indicating that subjective
elements of a product are more susceptible to COO influences compared with more
technical aspects. Information that has personal relevance results in high levels of
information acquisition in the form of prior knowledge, or knowledge gathered
during decision making (Dowling and Staelin 1994). It follows then, that con-
sumers who have a high level of product category involvement will also conduct
more extensive information searches (Zaichkowsky 1985). This suggests motiva-
tion and involvement have similar influences on information acquisition.

These findings indicate that COO may influence consumer evaluations via two
possible decision pathways (see Fig. 1). Firstly, where products under consideration
are technically complex and are, therefore, likely to require more information to be
accurately assessed by consumers. Hence, higher levels of cognitive processes may
take place during the evaluation process. Motivated and involved consumers are more
likely to discount the COO cue, in favour of objective product information, unless
extrinsic cues such as the COO of the product is deemed to be a credible cue to
quality (e.g. French perfume, German cars) (Heimbach, Johansson et al. 1989; Rao
and Olson 1990). Conversely, those consumers with lower levels of involvement are

Fig. 1 Decision pathways under conditions of low/high involvement and products endowed with
high versus low technical characteristics
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likely to rely more heavily on the COO cue, even for complex products, because they
lack the desire or ability to accurately evaluate objective, intrinsic cues. These con-
sumers will be taking a decision path more likely to be based on the affective and
normative product attributes. This is also likely to be the case where the products
under consideration are less technically based and/or based on lower levels of cate-
gory involvement. The product described in the study by Li et al. (1993) were
watches which have elements of both technical complexity and styling whose
intrinsic properties cannot be easily and accurately assessed by consumers, much like
motor vehicles, computers, fine wines and complex services such as medical or legal
advice. Conversely, less technical product examples include food and drink products,
clothing and footwear, whose attributes are more easily determined.

The majority of agriculture based products are more likely to follow the lower
pathway than the upper one. However, it could be conceivable that those who have
the expertise and ability to make judgments about product quality in specialised
agriculture based products such as wines, coffee and tea, may well follow the upper
pathway. In this case, they may play an important role in influencing purchase
decisions of those who would evaluate themselves with lower levels of expertise.

Country Branding

Country image profiles (country based beliefs and associations) are akin to a ‘brand
image’ for respective countries (Kotler and Gertner 2002; Nebanzahl and Jaffe 1996;
Papadopoulos and Heslop 2002; Srikatanyoo and Gnoth 2002)—it encompasses
assumptions about values, competencies, strengths and weaknesses allowing con-
sumers (like with product brands) to set a consistent expectation of quality. When a
country is a co-component or a contributor to a product’s branding characteristics
such as with agri-products, the evoked image is subject to consumers using their past
experiences with that country’s products and other information that they may have.
Hence, a country’s brand (Country Brand) image associations on agri-food products
send signals of particular quality characteristics about a country to consumers which
have been created and re-enforced where consumers are cued to recall an image of the
quality attributes associated with that country (Innes et al. 2007).

Governments promote country image building as brands and link them to
industries for economic and political reasons. Canada, for instance, promotes the
Canadian brand for Agriculture and Agri-food products in the Canadian market
(Innes et al. 2007), the Australian government uses a program called “Australia
Unlimited” as a brand Australia program for products that conform with the pro-
gram (Australia Unlimited), and “Brand Korea” is a program run by the South
Korean government as part of a cultural diplomacy campaign (Kim 2012).

These programs are subject to unexpected events and could have a positive
influence on the country brand whereas in other cases, the reverse happens. In the
case of South Korea, the South Korean Rapper’s Gangnam Style music created an
audience of 400 million and enhanced the government’s program (Kim 2012)
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whereas criticism regarding Canada’s policies over non-implementation of the
Tokyo protocol which lead to increases in greenhouse gas emissions may have
damaged Canada’s image as a “trustworthy, reliable, competent, pristine and
environmentally friendly” country brand (Innes et al. 2007). Hence a country brand
is based on past experiences with the intrinsic attributes of the product carrying the
country brand and the interactions between the individual’s perception of the
country, its marketing efforts, brand equity and expected quality create overall
brand images of a country.

Because of the less differentiated nature typical of agri- products, building
country brand attributes into these are more challenging. However, when certain
conditions of production are controlled, it is possible to differentiate such products
and command premium prices—for example organic or sustainably produced
foods. Further, Innes et al. (2007) have shown that when agri-food products are
country branded, enhancing consumers’ perception of the product’s quality, this
differentiates the product from competing products, such as Hawaiian pineapples or
Canadian Maple syrup. For such products, there is a potential for higher profits via
price differentiation where there is sufficient country brand equity associated with
them in a credible way, and the supply of products sold is limited. Further, fulfilling
the purported value proposition is critical for the country brand to be a strong
quality signal resulting in a sustained boost for the quality associated with the
brand. They point out that ensuring the integrity of the production practices of firms
using the country’s brand is essential to maintaining the brand’s credibility because
it is via these processes that the uniqueness of the country associations is confirmed.
Although this may not be directly observable to the consumer, positive country
brand equity can only be sustained in the long-term if the claims and its image are
consistent. A credibility gap between actual production practices and quality image
is of concern because a profit-maximising firm will have little incentive to adhere to
the quality standards unless they are required to do so. Hence, just like in a firm
branding situation, sustaining a country brand image is highly contingent on
maintaining consistent quality.

Strategies for Countries with a Weak Versus a Strong COO
Brand Image

As new suppliers enter international markets with unknown brands, COO continues
to play a role in determining consumer purchasing decisions. Where products
enhance social relationships and possession of such products are suggestive of high
social status, products from western developed countries are still at a significant
advantage compared with developing nations. Whilst some countries have reversed
this situation over time, surprisingly countries like China, despite investments in the
Olympics Games, greater openness in the media, education of their population
about western culture and tradition and customs have been far less successful in
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changing perceptions (Herstein et al. 2014). This may be due to their lack of quality
global brands to underpin the enhancement of their country image brand. Moreover,
despite the growth of manufactured exports from emerging countries, agriculture
based exports to other developing countries (15.6 %) and to industrialised countries
(48 %) in even as far back as 2001 was significant (Aksoy and Beghin 2005). Value
adding opportunities through unique and desirable production and processing
methods and working to enhance country branding are important means of
improving profitability. As a negative country brand image represents a key source
of negative consumer perceptions restricting the ability to achieve premium prices,
overcoming this via branding is central to business development opportunities in
high value markets and market segments.

Herstein et al. (2014) presented a typology to analyse the relationship between
COO image and the level of economic development and its implications for
branding strategies. They proposed a “Made-in” matrix to enable the positioning for
companies originating from developing versus developed countries and their human
capital status as a means of suggesting different mechanisms for overcoming the
made-in problem. This model has two dimensions: the vertical axis (global political
status) represents the external aspect of the economic development variable and the
horizontal axis represents the internal aspect of economic development. The global
political status represents the level of influence the home country has on designing
political agendas all over the world or on certain geographic areas or regions. This
dimension has a powerful influence on consumer evaluations of COO (Bilkey and
Nes 1982) and since a country’s political power positively influences its export
capabilities, countries that influence other countries political agendas are evaluated
to have greater brand equity compared to those who are on the receiving end of
political influences who suffer from low brand image (Herstein et al. 2014).

The top 10 nations according to a survey by Gfk (2014) are Germany, USA, UK,
France, Canada, Japan, Italy, Switzerland, Australia and Sweden. The positioning
of these countries is based on their country brand image in terms of international
diplomacy, exports, governance, culture, people, tourism immigration and invest-
ments. While the US has fallen in this ranking compared with Germany due to its
role in world peace and security, Russia has been downgraded due to its negative
role in international peace and security to be overtaken by Argentina, China and
Singapore. Despite their size, BRIC (Brazil, Russia, India and China) are weaker in
terms of their political influence on other countries political agendas as being
limited (Herstein et al. 2014). In practical terms, empirical country brand rankings
such as the Gfk survey or Brand Finance (2014) can be used to map countries onto
this axis or political risk analysis such as the PRS (2015) which may correlate with
the Gfk survey or a composite score of both.

The horizontal axis (Fig. 2) refers to a country’s human capabilities, where
workers in developed countries tend to have higher levels of education, greater
exposure to local and global information and technology with greater levels of
workforce skills compared with those from developing countries. As discussed
earlier, consumers globally tend to evaluate brands from these countries more
positively than those from developing countries (Bjorkman and Xiucheng 2002).
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The authors use this matrix develop generic strategies based on these two
dimensions. The top right quadrant high global political—high human capital
status applies to companies from developed nations where they have an advantage
over most other countries. They have advantages that are strong in both dimensions,
and while Herstein et al. (2014) state that organisations from the USA, Germany,
Japan, France and the UK are likely to be high on this scale, The World Economic
Forum (2013) ranks the US, Germany, Japan, France, and the UK as 16, 6, 21, 15, 8
respectively. Countries ranked in the top 10 are: Switzerland (1), Finland (2),
Singapore (3), Netherlands (4), Sweden (5), Germany (6), Norway (7), UK (8),
Denmark (9) and Canada (10). Companies from these countries are in a position to
exploit their generally positive country brand image; emphasizing their heritage and
history is likely to further enhance their country equity in this regard.

The second positioning, working clockwise from the first, low global political—
high human capital refers to companies from powerful emerging markets strong
only in human capital and China and India are presented as examples. However the
World Economic Forum (2013) ranks China as 43, India at 78 and Sri Lanka as an
example of a small country with a long standing agribusiness industry at 50. These
countries have a relatively well educated workforce but histories of an unstable
political environment or non-democratic governments with less influence on other
nations representing lower global political status. India’s status as a young
democracy is still in a state of development. However, there is strong evidence that
both India and China are increasingly influential in the region of south east Asia.

Fig. 2 Made-in matrix positioning model” (Herstein et al. 2014, p. 299)
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For companies from these countries, the authors recommend a regional branding
strategy that highlights the unique features of specific regions. The authors suggest
examples of regional branding such as Champagne from France, Toscana from Italy
and for the Chinese region of Liaoning for wine and Shanghai for fashion. Other
examples could include the Nilgiri Hills in India for tea, Kashmir for wool (par-
ticularly Pashminas) and the Uva region in Sri Lanka for top quality tea. Other
examples will be considered later.

The third quadrant low global political—low human capital represents com-
panies from countries that have no advantage or leverage. The authors list Thailand
(44), Vietnam (70), Nigeria and South Africa that have no or little political influ-
ence over other countries and are recommended to implement a continent branding
strategy. Their basis of creating a competitive advantage could be based on
leveraging the continent in which they are located. Hence, Thai or Vietnamese
products should emphasise an exotic status by their location in the Far East or the
most exotic continent in the world—East Asia. Companies from countries such as
Nigeria and South Africa could emphasise the “heart of Africa” as their location,
emphasising the African continent. The aim here is to emphasise the continent
instead of the lack of equity of the country and to leverage the perceptions of the
continent and blur the association of a single developing country.

The fourth quadrant high global political status—low human capital status has
one advantage. They have a strong political status but suffer from a low human
capital status. Examples include Russia (51) with high political influence over
countries within the Eastern European region, it’s commonwealth states, such as
Armenia (73), Azerbaijan (64), Kazakhstan (45), Kyrgyszstan (94), Moldova (83),
Turkmenistan (ND), Tajikistan (ND) and Uzbekistan (ND). Another example is
Egypt (111) with its apparent influence over regional nations such as Jordan,
Morocco and Saudi Arabia which also has a low perceived human capital status and
index. It is recommended that companies from these nations engage in a city
branding strategy where they leverage positive affective reactions to the most
famous cities in their country. In the case of Russia, they suggest St. Petersberg and
Moscow, Cairo and Alexandria for Egypt and Istanbul and Ankara for Turkey.
These famous cities present a highly positive image due to their history and heritage
and these shine brighter than the rest of the country image to create a positive
impression on the consumer. They provide the examples of leather manufacturers
from Turkey emphasising Istabul or Ankara and Russian companies manufacturing
food such as chocolate, caviar and beverages such as liquors and vodka and jewelry
and marble should emphasise their origins in St. Petersberg for cachet, design and
style.

While it can be seen that this typology and the examples provided are not perfect
in terms of their potential fit with the types of data that could be used here, it is a
highly efficient means of developing strategies and deconstructing the general COO
concept into a more refined context. In the following section we consider the
application of this typology to agribusinesses in emerging economies.
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Agricultural Food Commodities and Differentiation

Of the many problems faced by emerging countries in developing their economies
and enhancing their country brand images are the challenges they face in value
adding to their major exports. UNIDO (2013) estimates that where high-income
countries add over US$200 to value by processing one tonne of agricultural
products, developing countries add less than US$50 and consumer perceptions of
products are associated with income per capita of the country of origin. This
apparent and real link between value adding and perceptions of emerging econo-
mies makes it difficult to use a price signal even where quality may be high,
particularly with respect to consumer goods. Emerging economies, therefore, are
trapped in a difficult position where branding and word of mouth dynamics are less
accessible to them (Hudson and Jones 2003). One way to provide a price signal is to
obtain a quality certification such as ISO 9000 which can be an expensive process.
Depending on the extent of the requirements, the cost ranges from $5,000–
50,000 plus the costs of a consultant if necessary (The 9000 Store) which can be
prohibitive for small producers.

Hudson and Jones (2003) have shown that the availability of quality certification
based signals such as ISO 9000 have poor take up, particularly by smaller expor-
ters, due to compliance costs and a greater challenge in establishing brand repu-
tations. This is seen as an information asymmetry (signaling) problem where there
are significant barriers to communicate the product and brand attributes of products
from producers from less financially well resourced countries with weak currencies.
These authors found that rather than ISO certification, smaller exporters attempt to
comply with the quality requirements of each of their markets. This suggests dif-
ferential branding positions that are likely to create inefficiencies and inconsisten-
cies that may create additional cost burdens. Hence, what other mechanisms have
been used by emergent economies as a means of brand based competitive
advantage?

Research done by Moreda-Piñeiro et al. (2003) on the physical attributes of tea
from Sri Lanka, India, China, Malaysia China, Japan, Bangladesh, Malaysia and
Papua New Guinea have shown that in terms of their physical properties of 17
elements including Aluminum, Barium, Cadmium and so on show that while tea
from Sri Lanka is closely grouped and overlaps Indian teas, it is quite distinct from
most of the others such as China whose properties are spread and different to Japan,
Bangladesh and the others. This implies that tea from Sri Lanka appears to have
distinct characteristics although they may overlap or be close to those of Indian teas.
This means Sri Lankan teas have the potential to be physically unique—not just
perceptually so, which is often the case with consumed products. This uniqueness is
evident at auction pricing. It is reported that tea branded as Ceylon Tea (the former
name of Sri Lanka during colonial times), fetches $US1 more than tea from other
origins (Business Times 2010). This indicates potential for a price signaling effect
based on quality.

178 A.R. Karunaratna and R. Crouch



Based on the Herstein et al. (2014) typology, this suggests a regional branding
based strategy on locality effects linked to the brand to be most effective for this
country. Although it is not totally clear if the association between Ceylon and Sri
Lanka are well understood within key market segments, and it is likely that the
older “Ceylon” represents a heritage brand evoking images of a colonial past with
languid tea plantations, pith helmet clad planters and leisurely tea parties and tea
pluckers on confluent green hillsides with friendly, smiling faces and more than a
touch exotic compared with recent images of Sri Lanka which are more likely to be
associated with terrorism and human rights issues. Recent informal research has
suggested a somewhat positive set of images evoking suggesting diversity,
authenticity, compactness and friendliness (Ericsson and Rudell 2013). Evoked
words such as these indicate attitudes to brands. Reflecting a possible change of
attitude to Sri Lanka, Brandfinance, an organisation that tracks the overall financial
value of a national brand annually and published in its Nationbrands report showed
that Sri Lanka’s national brand improved from being ranked 73 in 2012 to 65 in
2013 with a value improvement of 48 %, which, while still not in the stellar regions
of the USA (ranked 1st), China (2nd) and Germany (3rd) and India (9th), the
improvement in positioning is a positive sign and Sri Lanka is ranked fourth in
South Asia.

Region of origin effects are also apparent in the coffee industry. In a study on
pricing opportunities in the coffee industry of single origin coffee and the rela-
tionship between price and quality, where price is obtained on internet auctions and
the quality score is a ranking based on a taste score in Japanese, US and European
markets, price is influenced by the sensory score and varies according to the country
of origin (Teubner 2010). They also found that prices varied according to its region
of origin. There is, therefore, an elasticity effect where an increase in quality of 1 %
resulted in a price premium of 7.7 %. However, there was a negative association
between quantity and price where a 1 % increase in availability of coffee resulted in
a 0.39 % reduction in price. Product differentiation in agricultural products may
take other forms, including geographic indicators such as country branding which
may also include regional branding and product quality signaled by certification.
For instance, the Dominican Republic has gained international leadership as a
source of organic bananas with exports of $200 m in 2011 which was dramatic
growth from the $70 m in 2010 based on fair-trade certification granted to 400
companies in June 2011. The Dominican Republic is gaining further sophistication
in value-adding in the coffee industry by launching their first origin brand
“Barahola Coffee” (Agritrade 2011). Such a move within the coffee industry may be
a beneficial spillover from established COO connections from Dominican cigars
which are regarded as some of the finest in the world. Dominican coffee, with its
soft and mild flavour and a particular taste, originating from a region that is of
granite origin matches the taste profile popular with the Japanese market which has
a clear preference for Caribbean coffee products (Luxner 2004).

Considering the pricing coffee with a stipulated country of origin, with reference
to a standard, Guatamala coffee fetched a price premium of 75 % compared to
Honduran coffee and Bolivia obtained a price premium of 63 % whereas the
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Ethiopian region of Yirgachefe commanded a price premium of 50 % over other
regions. The author also commented that coffee professionals express a preference
for traditional varieties of coffee over modern varieties. Further, coffee that is
organic also resulted in a pricing premium of 27 % compared to non-organic coffee.
Overall the study found that COO played a significant role in the price for coffee
and the highest ranked coffee judged as excellent achieved a pricing premium of
143 % compared to coffees ranked fourth and lower. Interestingly, Columbia was
known to have invested substantial funds on creating a positive image in the mass
market for coffee, and it appears to have paid off. Using these strengths, for
countries such as Guatamala, Honduras and Bolivia, branding opportunities based
on continent branding and niche markets may present strong strategic opportunities
for branding signaling based on South America and the region.

The limited search a consumer makes with food products may restrict the
potential cognitive processing of the subtle differences in COO based branding
effects discussed here. For food based agri-products, product differentiation may
represent a serious perceptual challenge as differences may be more subjective and
personal rather than for high involvement products such as electronic goods or
fashion products. Further, if a customer is satisfied with a product, it may be
difficult to provide sufficient reasoning to motivate them to look for other brands
unless there is a compelling reason to do so where brand loyalty has been estab-
lished and expert opinion may be one way of opening interest in consumers via
cooking shows and print media.

Branding effects may represent the strongest opportunity for differentiating
products from competition and the types of COO approaches described above. This
has been done very successfully within the wine industry where research has shown
that the distinction between higher and lower quality wines are not easily distin-
guished (Veale 2008; Veale and Quester 2009). As a result, wine drinkers resort to
labels and pricing to make inferences about the quality of the wine, along with the
taste, and geographic indicators or country and region of origin are major deter-
minants of brand equity.

Conclusions

In this chapter we have examined the problems confronting developing or emerging
countries and their opportunities for differentiating their products. Given the large
number of emerging economies that are based on agri-foods, finding opportunities
for them to add value and gain greater profit advantages enjoyed by developed
nations represents an important enabler for social and quality of life improvements
for many of these nations. While the COO effect decomposed using the typology by
Herstein et al. (2014), provides a starting point for developing generic strategies,
eventually, signaling theory suggests that COO has to be eventually transferred into
the brand for products to be strongly cognitively established. Mechanisms for
achieving this with the majority of products in agri-foods due to their low
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involvement and low complexity results in low levels of motivation to indulge in
search activities to learn about these products.

Further, many of these products are subject to fads and fashions such as the
recent international interest in coconut-based products, believed to be the health
product of the moment. For producers who rely on a few agricultural products to
sustain their lives, opportunities for building brands and generating ongoing streams
of income is a life-giving process and innovations with brands provide the basis for
this kind of income longevity. For producers of such products, diffusion and sus-
tainability can be greatly assisted by the role of innovators and opinion leaders and
market development processes such as the identification of niche markets to which
such products are likely to appeal and developing products for these markets such
as specific products, blends and characteristics that change with changing tastes. All
this, coupled with COO and branding provides opportunities for producers to dif-
ferentiate themselves and create new business opportunities.
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Decomposition of Country of Origin
Effects in Education Services: A Conjoint
Analysis Approach

Daniel Aruan and Roberta Crouch

Abstract Research in the area of international marketing has shown that consumers’
assessments of product quality may change (positively/negatively) according to
country of manufacture, country of design and/or country of parts of the products.
While this notion has been established in the product context, no research has
attempted to isolate similar effects of the country of origin construct in relation to
service offerings. This research deconstructs the country of origin (COO) construct
for international services along country of origin of the brand (COB), country of
origin of where the service is delivered (COSD), and country of origin of the person
providing the service (CPI). A total of 143 respondents participated in the online
survey undertaken in Australia. The service to be evaluated in the experiment was
education service. Results of conjoint analysis in education service confirmed the
effects and the importance of the proposed COO dimensions on consumers’ expec-
tations of service quality. More specifically, the experiment revealed that CPI is more
important than COB and COSD on consumers’ expectation of service quality.

Keywords Country-of-origin � Education � Conjoint � Service delivery � Image

Introduction

Today’s products may result from a series of design and production processes in
more than one country (so-called hybrid products), hence, the COO of a product can
be multiple. For example, a computer can be designed and manufactured in different

D. Aruan
The University of Adelaide, Adelaide, Australia
e-mail: Daniel.aruan@adelaide.edu.au

R. Crouch (&)
School of Marketing and Management, The University of Adelaide, Adelaide, Australia
e-mail: roberta.crouch@adelaide.edu.au

R. Crouch
School of Wine and Spirits, Groupe ESC Dijon Bourgogne, Dijon, France

© Springer Science+Business Media Singapore 2016
C. Plewa and J. Conduit (eds.), Making a Difference Through Marketing,
DOI 10.1007/978-981-10-0464-3_14

185



countries so that the product has a different COO in terms of design and manufac-
turing. In that case, the term ‘COO’ is no longer the same as the country of man-
ufacture. Instead, the product has multiple countries of origin. A number of scholars
have examined COO elements such as country of design, country of
manufacturing/assembly, country of parts and country of target (Chao 1998, 2001;
Essoussi and Merunka 2007; Insch and McBride 1999, 2004). They found that
consumers’ perceptions of quality change when a product is manufactured or
designed in a country different from its brand origin (Erickson et al. 1984; Han and
Terpstra 1988). For example, when a product is manufactured in a country with less
reputable image than its brand origin, that information can impact negatively on
quality evaluations. On the other hand, when a product from a less reputable image
country is designed in a more favourable image country, that information can serve
as quality assurance and increase quality evaluation (Chao 2001; Chetty et al. 1999).
For example, Ssangyong, a Korean car company, communicates to the market that
the engineering technology of their products was designed by Mercedes Benz, a
reputable car company from Germany (Morley 2000). A study by Chao (2001)
found that consumers have positive attitudes towards and prefer to buy products
which are assembled in the U.S. rather than in Mexico, if the parts are also from the
U.S. rather than from Mexico. When the product is assembled in the U.S. with some
of its parts from Mexico, consumers’ attitudes and likelihood to buy are lower than
when both the product’s parts and assembly are U.S. based. A similar finding was
also reported by Johansson et al. (1985), in relation to different types of products.

Few studies have sought to understand the theoretical foundation of the COO
effects associated to hybrid product or services evaluation. The principle of con-
gruity assumes that when congruent and incongruent information presents, the
congruent information is preferred because incongruent information creates disso-
nance in the mind of consumers (Osgood and Tannenbaum 1955). Consumers will
react more positively to congruent conditions than to incongruent conditions.
Further, Osgood and Tannenbaum (1955) posit that when two paired objects of
judgment are incongruent, they tend to shift in the direction of congruence with
their evaluation of the other. This means that when a negatively valued object is
paired with a positively valued object, the evaluation of the negatively valued
object becomes less negative, and vice versa, the evaluation of the positively valued
object becomes less positive. Jacoby and Mazursky (1984) reported that a com-
bination of a strong brand and a weak store resulted in a dilution of the brand image
and an improvement in the store image. An experiment by Chao (2001) found that
perceived congruency positively moderates COO effects on consumers’ product
evaluation. Similarly, Jossiassen and Assaf (2010) reported that a greater perceived
congruency between a product and country increases the relationship between COO
image and product evaluation.

In the context of hybrid product evaluation, the perception of congruity can be
understood as perceived fit (similarity) amongst the country images of a product’s
multiple COO. For example, a perception of fit between the country of manufacture
and country of design influences perceptions of product and design quality
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respectively, because country of design can affect product quality through reflection
of symbolic meanings, such as prestigious brands (Essoussi and Merunka 2007).

Furthermore, the magnitude of the effects of each COO dimension varies based
on the aspects of quality. For example, it was found that the effect of country of
design is greater on the functionality and brand image aspects (Chao 1993; Essoussi
and Merunka 2007; Insch and McBride 2004), while country of manufacturing and
country of parts have a stronger impact on product quality (Chao 2001; Essoussi
and Merunka 2007). Whilst the effects of COO dimensions are also found to vary
according to product category, the extent to which such effects vary according to
product category is yet to be concluded. Some scholars found that on durable
products such as TVs and radios, country of manufacture has stronger effects than
country of brand (Chao 2001, 1993; Knight 1999). Others argue that country of
brand has stronger effects than country of manufacturing, on the basis that through
the brand name, consumers can infer quality more quickly, thus making country of
manufacturing or country of parts irrelevant (Hui and Zhou 2003; Leclerc et al.
1994; Usunier and Cestre 2007). The above discussion demonstrates the multidi-
mensionality of COO construct, where each dimension contributes differently
according to product types and situational factors.

COO Effects in the Services Context

It appears that very few studies have examined the difference of COO influence
between product and services (Elliott 2006; Michaelis et al. 2008). However,
among those few empirical studies, scholars argue that COO effect varies according
to product and services characteristics. A study by Michaelis et al. (2008) con-
ducted a direct comparison of COO effects on consumers’ trust between products
and services evaluation. Their Polish findings revealed that the effects of COO on
perceived trust is stronger in services than in products. Another direct comparison
study conducted by Elliott (2006) also found that the COO effect for services is
more important than for tangible goods. Further, in association with perceived risk,
COO effects on service evaluation seem greater than those on product evaluation
(Berentzen et al. 2008). Greater perceived risk associated with service provision is
actually related to the nature of service characteristics, such as its intangibility and
inseparability from consumption, thus making it difficult to evaluate their quality
prior to purchase (Bebko 2000; Bitner et al. 2008; Grewal et al. 2007; Lovelock and
Gummesson 2004). In addition, consumers have fewer choice alternatives in ser-
vices (Brand and Cronin 1997) and higher exit barriers imposed by service pro-
viders (Mittal and Kamakura 2001) which leads to a greater perceived risk when
compared to products. Therefore, in order to reduce risks, consumers seek addi-
tional external cue information such as reputation and COO (Keh and Xie 2009;
Michaelis et al. 2008).
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Gaps in the Existing Literature

In the product context, many COO studies have investigated the effect of COO on
hybrid products evaluation (Chao 2001; Essoussi and Merunka 2007; Sharma et al.
2009). Those studies have proven demonstrated that consumers’ perception of
quality and purchase intentions are affected by the interplay of COO dimensions
effects such as country of manufacturing (assembly), country of parts, country of
design and country of brand. They also indicated that incongruent image infor-
mation among the COO dimensions affects consumer attitudes towards the product.
Yet, the extent to which this premise applies in the context of hybrid service is still
not widely known. Prior research has put attempted to identify potential important
dimensions of COO for services, such as country of service delivery image
(Roggeveen et al. 2007; Walsh et al. 2011). They found that inconsistency of this
country image can change consumer attitude towards service offered. Whilst Speec
and Pinkaeo (2002) examined consumers’ assessment on the quality of COO
dimensions, such as quality of brand, quality of design and quality of the service
provider in educational services, they did not examine which dimension is more
important than another in forming overall image. This present study addresses this
issue by investigating the possible dimensions of COO that might influence on
consumers’ expectations of service quality. Particularly, this present study exami-
nes the extent to which consumers’ expectations of service quality varies according
to country of origin of the brand (COB), country of origin of where the service is
delivered (COSD), and country of origin of the person providing the service (CPI).

Country of Service Delivery (COSD)

Prior research has indicated the importance of the location of services delivery as
one key attribute in consumer evaluations of services, particularly in the course of
offshore services. Hence, the image of COSD can significantly change consumer
expectations of quality as has been indicated in several types of services, such as
education, cruise lines, and call centres services (Ahmed et al. 2002; Sharma 2012;
Srikatanyoo and Gnoth 2002). A negative COSD image can reduce consumers’
perceived quality of the services, experienced or expected (Acton 2007; Roggeveen
et al. 2007; Srikatanyoo and Gnoth 2002), leading to an unwillingness to purchase
the services. For example, a U.S. medical school offering offshore programs in
Belize suffered from quality denigration because U.S. consumers perceived that this
country was not able to provide adequate facilities and human resources service as
well as its counterparts at home (Acton 2007). Similar findings are also reported
that consumers of cruise line holidays considered the services provided by
American providers to be better than those provided by Malaysians under the same
brand name (Ahmed et al. 2002). In call centre services, consumers’ perceptions of
quality towards an offshore call centre (India) were found to be lower than an
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onshore call centre (the U.S.) due to the unfavourable image of India as a less
developed country, which in turn reduced consumers’ expectations of the service
quality provided by Indian staff (Sharma 2012; Walsh et al. 2011).

Unlike products, the production/delivery of services must occur at the same time
as they are used. Hence, in the context of hybrid services, where the country of
service delivery is different from the country of brand, at least two countries are
involved in the provision of that service, thus the images of those ‘participating’
countries would enter into consumers’ minds. In addition, consumers’ dependence
on COO cues when evaluating expected quality is more critical in the service
context than in the tangible product context. However, which COO dimension,
COB or COSD, would exert the most influence on consumers’ expectations remains
unclear since the discrimination between them has never been tested before.

Country Person Image (CPI)

The literature has demonstrated that consumers possess stereotypical beliefs about
people from various locations. For example, consumers in the U.S. perceived
services provided by Indian or Mexican providers to be ‘less serious’ in providing
good services than their American counterparts (Acton 2007; Ouellet 2007). Hence,
consumers have low expectations of the quality of services provided by these
people and, consequently avoid using their services. Therefore, consumers’
stereotypical beliefs about a country are also likely to be transferred to people from
that country. For example, less developed countries are believed to have lower
capabilities in terms of technology and skill, so that service providers (people) from
less developed countries are also perceived as having lower skill levels and less
expertise in providing the same services relating to technology compared to those
from developed countries.

Furthermore, the literature has shown the influence of CI on product evaluation
(Roth and Diamantopoulos 2009). County image, which is conceptualised as the
overall perception of a country, includes not only a country’s economy, politics,
and technology, but also includes a people factor. This people factor is known to be
associated with the characteristics of individuals, such as friendliness, likeability,
artistry, responsibility and technical skills. Prior studies have employed these
characteristics as attributes of the people factor (or CPI) in evaluating the quality of
foreign products (Parameswaran and Pisharodi 1994; Parameswaran and Yaprak
1987), thus indicating its importance.

Country of Brand (COB)

As products can increasingly be designed and manufactured in different countries,
the COO of a product now consists of more than one country; thus country of origin
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of a brand (COB) may no longer be the same as the country of production. For
example, Chevrolet, an American brand car, is manufactured in several countries
such as Vietnam, India, Korea, and Brazil. Thus, the COB of Chevrolet is the U.S.
and the country of manufacturing relates to countries where various stages of the
production process take place. Prior research has indicated a change in consumer
perceptions of the quality of a product when the country of manufacturing and/or
country of design or brand are different, and COB has been found to be a strong
predictor of quality (Bae 1999). Similar to tangible products, this research argues
that COB also has important effects on the evaluation of hybrid services.

The focus of this research is to investigate the extent to which the service COO
dimensions (COB, COSD and CPI) serve to drive in consumer expectations of
service quality and purchase intentions. This research examines three dimensions of
COO deemed important for hybrid service evaluations:

H1a: COB will significantly influence consumer expectations of service quality.
H1b: COSD will significantly influence consumer expectations of service quality.
H1c: CPI will significantly influence consumer expectations of service quality.

Research Methods

This research employs full-profile conjoint analysis to measure consumer prefer-
ences. The full-profile approach has the advantage that each profile is presented
individually, allowing respondents to focus only on one profile at a time.
Full-profile analysis was chosen because this approach can best accommodate the
aims of this research, which is not only to identify which profile is considered the
most desirable, but also to investigate the strength of each attribute (and level)
affecting perception of service quality and subsequent intentions to purchase.

In designing a full profile conjoint analysis experiment, a researcher decides a set
of related product or service attributes (real or hypothetical) in which each attribute
has varying level of choices for evaluation. From every possible combination of
these varying levels, a set of product bundles (so-called profiles) is generated and
presented to respondents. Respondents then assess each profile by scoring them. By
doing this, the researcher can identify respondent’s preference structure on the basis
of the relative importance of each attribute and the ‘worth’ (utility) of each level
within an attribute that determines a respondent’s overall preference. The total
worth for a profile will be obtained from the accumulation of part-worth of each
level (Hair et al. 1998).

The part-worth of a level represents the utility a respondent can gain from that
level expressed in a common scale, where the total worth (utility) of levels in that
attribute is zero. In other words, the utility of a level in an attribute is relative to
other levels within that attribute (Dean 2004; Orme 2006). The difference
(gap) between utility levels in an attribute indicates the importance of that attribute
for the respondent in assessing the product or services. A higher gap between the
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maximum and minimum utility levels indicates a higher level of importance of that
attribute for the respondent because changes from one level to another leads to
significant impact on respondent’s overall assessment in differentiating between
profiles. Therefore, the relative importance of an attribute can be obtained by
dividing the gap of that particular attribute with the total gaps of all attributes in that
product or services (Jaeger et al. 2001; Kupiec and Revell 2001).

A combination of three dimensions of country of origin (COB, CPI, and COSD)
was examined for—education services. The attributes for education were university
name, campus location, and nationality of lecturers. Each attribute had three levels:
Australia, Indonesia and Singapore. In this scenario, respondents were asked to
imagine a situation where they, as a student, they are being supervised for a long
period in order to get a university research degree. Respondents were then asked to
rate the quality of service expected from each alternative university from low
quality to high quality. This approach will support, or otherwise, the degree to
which results may be generalised across service types and COO.

In selecting brands, the researcher sought to ensure that those chosen were
available, and real. To achieve equality across services, the brands also needed to
have a brand name that consumers in all locations could identify with the country of
origin of that service. The brands used were Australian National University
(Australia), University of Indonesia (Indonesia) and National University of
Singapore (Singapore) were selected (Table 1).

There were 27 or (33) possible combinations that could be generated from the
full-profile method. To reduce the number of combinations, a fractional factorial
design was applied. A fractional factorial design calculates and estimates only the
main effects of the attributes, assuming that the composition rule applied is the
additive model (Table 2). By employing fractional factorial design, only nine
profiles (plus two holdouts) were necessary to show respondents for their evalua-
tions. A hold-out is a profile presented to respondents to be assessed but it is not
included in the analysis in the calculation of part-worth scores. The purpose of a
hold-out is to test the internal validity of the data. Part-worth statistics obtained
from the hold-outs were compared to those in the fractional factorial design to
check for the consistency of both sets of data.

Non-probability sampling was employed in this research, resulting in a conve-
nience sample. The unit of analysis in this research was defined as individual

Table 1 Attributes and levels
for each service

Attributes Levels

University name Australian National University
University of Indonesia
National University of Singapore

Campus location Canberra (Australia)
Jakarta (Indonesia)
Singapore

Nationality of lecturers Australians
Indonesians
Singaporeans
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Australian consumers, male or female, aged between 18 and 70 years old. Also, the
individual needed to be a citizen of their country. A web based survey was used to
collect the data.

Respondents were approached through electronic invitations (emails and social
networking websites), and a variety of communications (telephone, and
face-to-face). They were asked to go to the link and participate in the survey. They
were also guaranteed confidentiality. They were further informed of the nature and
purpose of the research and were invited to ask for further information, if they
needed it. The survey used Qualtrics software, a web based professional survey
panel that provides survey templates enabling the researcher to exclusively cus-
tomise the questionnaire.

Results

In total 148 respondents completed the online survey (Table 3). The sample was
determined based on gender and age. Around 65 percent of the respondents were
female, distributed almost equally in five age groups. Compared to the general
Australian population (ABS 2010), these variations are not expected to substantially
limit results.

Conjoint Analysis Validity Testing

Pearson’s R, Kendall tau and Kendall tau for holds-out correlations were used to
test the internal validity of the model as shown in Table 4 The correlation coeffi-
cients signify the degree to which the correlations between predicted and observed
ESQ.

Table 2 Combination of profiles

Profile No University name Lecturers nationality Campus location

1 University of Indonesia Indonesian Canberra

2 Australian National University Singaporean Jakarta

3 University of Indonesia Australian Jakarta

4 Australian National University Indonesian Singapore

5 National University of Singapore Indonesian Jakarta

6 University of Indonesia Singaporean Singapore

7 National University of Singapore Singaporean Canberra

8 National University of Singapore Australian Singapore

9 Australian National University Australian Canberra

10 (holdout) Australian National University Singaporean Canberra

11 (holdout) University of Indonesia Singaporean Canberra
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The table shows that the correlations were high and significant. Hence, internal
validity was achieved. Internal validity signifies a causal-effect relationship between
predictor and criterion variables. The table shows high coefficient correlations in all
categories, confirming the internal validity. Thus, COO dimensions and ESQ
conform to a significant causal-effect relationship.

Part-Worth Utilities and Attribute Relative Importance

Table 5 shows that the utility scores for Australia level were high and positive for
all COO dimensions, indicating respondents’ preference for Australian services in

Table 3 Demographic
profile based on age and
gender

Variables Count % National stat. (%)

Age

20–29 38 25.4 14.69

30–39 33 22.3 14.13

40–49 27 18.5 14.12

50–59 24 16.2 12.57

60 up 26 17.7 18.98

Gender

Male 51 34.5 49.2

Female 97 65.5 50.8

N= 148

Table 4 Conjoint analysis
validity testing

Corr. Sig.

Pearson’s R 0.966 0.000

Kendall-tau 0.944 0.000

Kendall-tau (hold-out) 1.000

Table 5 Summary of
part-worth utilities and
relative importance

Level Part-worth
utilities

Relative
importance

COB Australia 0.539 30.86

Singapore −0.220

Indonesia −0.320

COSD Australia 0.462 28.63

Singapore −0.179

Indonesia −0.284

CPI Australia 0.880 40.50

Singapore −0.197

Indonesia −0.684
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all dimensions (COB, COSD and CPI). Part-worth utilities of Indonesia were the
lowest. Negative scores suggest that services provided by Indonesian service pro-
viders were viewed unfavourably. These low scores were consistent for all services,
indicating that Australian respondents perceived services provided by Indonesian
brands, Indonesian people and processed in Indonesia relatively inferior than those
provided by Singaporean and Australian service providers. On the other hand,
Australian services received the highest positive scores for their COB and CPI
attributes. Such scores indicate that services provided by Australian providers were
preferred by Australian respondents.

For relative importance, the table shows that respondents relied highly on CPI
(40.50 %), followed by COB (30.86 %) and COSD (28.63 %) respectively. This
research provides some clarity about the multidimensionality of COO in the context
of hybrid services. Respondents placed CPI as the most important predictor of
quality of service (around 40 %), while COB was considered more important than
COSD. CPI was most important in this service because consumers tend to be more
selective and more risk averse in order to minimise associated risks. Respondents
were asked to imagine that they were research students with a supervisor seeking a
degree from a university. In this scenario, respondents may have thought that the
perceived risk associated with the supervisor (a person) would be greater than that
associated with university name (a brand). For example, respondents might have
thought that they would encounter communication problems. This finding was
consistent with that of (Harrison-Walker 1995), who investigated consumers’
preferences in choosing ophthalmologists and found that patients relied heavily on
the nationality of service providers (CPI) rather than other cues (e.g. warranty,
availability, facilities, etc.). Overall, based on these findings, it could be concluded
that COB, COSD, and CPI serve as important dimensions of COO in predicting
consumers’ expectations of service quality with variations according to service
category, thus confirming the hypotheses.

Theoretical Contributions

This research adds to the literature by providing evidence that COB, COSD, and
CPI are important dimensions of COO effects for service quality evaluation.
Although research established the significant influence of COO dimensions on
consumers’ evaluations of hybrid products, this research confirmed the dimen-
sionality of COO in the context of hybrid service. Researchers have examined the
effects of COO only as a single or separate dimension such as location (COSD) or
personal stereotypes (CPI) on expected quality or purchase decisions (Ganguli and
Roy 2010; Thelen et al. 2011; Walsh et al. 2011). Whereas the effect of a single
COO dimension does not ignite conflict in consumers’ minds, the effect of multiple
COO dimensions can trigger conflict particularly when the country images of those
dimensions are not congruent. This research, therefore, is the first study to examine
the extent to which each COO dimension has a simultaneous effect on consumers’
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evaluation of hybrid services when varying country image combinations are
presented to consumers Managerial Implications.

This research supported a recommendation related to service marketing and
brand management, especially for firms launching offshore strategies. Service
managers must understand that COO is not merely a single dimension (COB) as
traditionally thought. COO is a multidimensional construct that consists of COB,
COSD, and CPI. They must identify which dimensions are important to the per-
ception of the quality of their services and then allocate resources and act
accordingly.

Specifically, firms engaging in education sector should be aware of CPI and treat
it with great care. For example, educational institutions such as universities can
provide to the public information about their academic staff such as background,
qualifications, research publications and interests, professional experience, awards,
and so on. Consumers might weigh this information more heavily as an added value
to reduce level of perceived risk (Ostrom and Iacobucci 1995). Service firms can
also provide reviews and testimonies about their professional staff through neutral
media or open free-session seminars to provide further physical and tangible cues to
the public.

Future Research Directions

This research may provide an impetus for further research on this important topic.
First, further research could expand on the development of the COO construct—for
example by generating items for the COB, COSD, and CPI dimensions. Second, it
might be useful for future studies to introduce other dimensions that might serve as
important COO dimensions, such as country of training image and other extrinsic
cues such as price and reputation, in order to achieve a more accurate measure of
COO dimensions as determinants of hybrid services evaluation.

As this research focused on the assessment of consumers’ expectation of service
quality, future research might also compare the effects of COO on expected and
perceived quality and on potential and real customers. Lastly, further research might
also apply the model to a wider area of services—for example by examining COO
effects according to level of contact between consumers and service providers.
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Part IV
Making a Difference—

University Education and Innovation



Knowing Me, Knowing You: Mentorship,
Friendship, and Dancing Queens

Vinh N. Lu and Brett Scholz

Abstract The relationship between a supervisor and a research student can ‘make
or break’ the student’s success and pursuit of original contribution to knowledge
development. Although the nature of the supervision relationship has evolved over
time, studies about supervisor-student relationships have not fully examined the
influence of the key factors associated with relational exchange. In this paper, we
develop a conceptual model depicting the antecedents of supervisory relationship
satisfaction. In developing the current paper, we draw from the extensive rela-
tionship marketing literature and are inspired by the relational model of focal
sponsorship exchange by Farrelly and Quester (2005). Our arguments are also
supported by a comprehensive reflection of the research supervision relationship
between Professor Pascale Quester and the first author of this paper, as well as that
between the second author and his supervisor. We argue that supervisor’s trust and
commitment in the relationship are two key drivers of student’s and supervisor’s
satisfaction with the relationship. We also propose congruence moderates these key
relationships such that the relationship is stronger with higher congruence.

Introduction

Sit back, relax, and enjoy the process! (Pascale Quester)

Those were the wise words that Professor Pascale Quester frequently said to the
first author of this paper when he was frustrated by various challenges along his
PhD research candidature. Professor Quester, through her research prominence,
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sustained discipline leadership, and significant supervision experience, has inspired
generations of PhD students who have gone on to accomplish major success both
within and outside of academia in Australia and overseas. Professor Quester has had
a profound impact on her students’ research and career accomplishments through
the art of supervision and through her command of what constitutes a mutually
satisfying supervisor-student relationship.

Indeed, the supervision relationship is one of the key factors in facilitating the
research students’ learning outcomes (Heath 2002). A satisfying relationship is also
pivotal to the timely completion of the research degree (Hemer 2012) and remains a
major part of the higher degree by research experience. Evidence-based recom-
mendations for research supervisors emphasise the importance of regular meetings
during candidature, as well as the need for effective feedback to be provided to
students (Heath 2002). While these are important considerations for supervisors,
less attention has been provided to the nature of the supervision relationship and
how to maximise the benefits of regular meetings and effective feedback.

Traditional models of research supervision can be likened to a master-apprentice
relationship, where supervisors are more experienced and hierarchically superior
to less experienced supervisees. Recent research suggests that traditional
master-apprentice models of supervision may be problematic because (a) they
position supervisors as the single resource available to students, (b) students need
more well-rounded skill sets post-graduation than supervisors alone can provide,
and (c) hierarchies of power might damage supervision relationships and put the
candidature at risk (Harrison and Grant 2015). Thus models of supervision that
move away from master-apprentice styles of relationship might provide more useful
frameworks for supervision practice.

Contemporary models of supervisory relationships conceptualise supervision as
more of a collaborative activity undertaken without strict hierarchies of power
(Hemer 2012). Indeed, when supervision is not too didactic, students may be more
likely to engage in candid conversations about their needs and future goals
(Duxbury 2012). An important part of the supervisory relationship is the role of
supervisors in instilling confidence in research candidates (Duxbury 2012). Sidhu
et al. (2015) describe ideal research supervision as facilitative across relevant
domains, with the goal to support the participation of the candidate in academic
practice. Through more equal relationships, research students should be better
endowed to engage in driving their own research processes, and to develop a better
sense of trust in supervisors.

In order to understand the mechanics of the supervision relationship, it is useful
to turn to Hockey’s (1994) discussion, which elaborates on two dimensions of the
relationship: an intellectual dimension, and a pastoral dimension. In discussing how
to balance these dimensions of supervision, Hemer (2012) suggests that supervisors
consider having some research meetings over coffee or in more informal locations.
Although some supervisors report a sense of anxiety over how to maintain
boundaries in establishing social relationships with students, some positive aspects
of engaging with research students in neutral locations include the levelling of
hierarchies, greater willingness of students to engage in more open communication
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with supervisors, and a strengthening of relationships. Indeed, in order to develop
more collaborative partnerships between supervisors and supervisees, researchers
have emphasised the importance of supervisors having a better understanding of
students’ needs (de Kleijn et al. 2015). As yet, there has been little research
exploring how this might be done, and how to integrate adaptability into the
supervisory relationship. In this conceptual paper, we propose a framework through
which supervisors might consider how to develop particular aspects of the super-
visory relationship.

This brief conceptual piece extends the relationships in sponsorship effectiveness
to the research supervision relationships. To this end, our framework draws
inspiration from the model of satisfaction in sponsor-sponsee relationships devel-
oped and empirically tested by Farrelly and Quester (2005). Their findings focus on
sponsors’ commitment and trust in the sponsorship relationship as antecedents of
both noneconomic and economic relationship satisfaction in the sports industry.
They also suggest that sponsors’ non-economic satisfaction acts as an antecedent to
their economic satisfaction in the relationship. In the current study, we argue that
the elements of trust and commitment are important in supervisory relationships in
similar ways to the propositions of Farrelly and Quester (2005) in regards to
sponsorship relationships. Instead of focusing on economic and noneconomic sat-
isfaction, our model of supervision relationships focuses on intellectual and pastoral
dimensions of supervision proposed by Hockey (1994). Thus our model of
supervision satisfaction proposes that supervisors’ trust and commitment in a
supervision relationship are antecedents of satisfaction with both the intellectual
and the pastoral dimension of the relationship.

Take a Chance on Me (Andersson and Ulvaeus 1978)

Trust is one of the most common and historical variables in the literature (Seppänen
et al. 2007) and is a critical construct in relational exchange (Dwyer and Oh 1987).
Trust reflects the belief of an exchange party that its requirements will be fulfilled
through future actions undertaken by the other party (Anderson and Weitz 1989;
Barney and Hansen 1994). As a result, a trusting relationship is one in which the
involved parties do not engage in opportunistic behaviour, thereby decreasing
uncertainty in the relationships (Morgan and Hunt 1994). In the sponsorship model
developed by Farrelly and Quester (2005), trust from the sponsors has a direct effect
on their satisfaction with the relationship. Farrelly and Quester (2005, p. 216)
highlight that “risk-laden activities, such as sponsorship leveraging, are more likely
to be attractive if there is the knowledge that the sport entity will not take advantage
of the vulnerability associated with the investment”.

Similarly, trust, warmth and honest collaboration are the key relationship
characteristics driving successful supervision of students (Blumberg 1977). Indeed,
the supervisor’s trust is critical to the student’s focus and progress. From our own
experience in working with our PhD supervisors, there are multiple ways for a
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supervisor’s trust to be demonstrated. The supervisor can show their appreciation
of the students’ work ethics and self-initiatives. The supervisor can also instil the
belief that the student will be honourable with the delivery of the research mile-
stones or outputs, and that the student can work productively and independently
with limited supervision. Further, the supervisor can actively encourage the student
to voice his/her feedback and opinions.

From a student’s point of view, the activities by the supervisor affirm the
supervisor’s faith and a sense of respect toward his or her own capabilities. Without
trust on the part of the supervisor, the students will either give up or refrain
themselves from going beyond the acceptable boundaries defined by the supervisors
(Pearson and Brew 2002). In other words, the supervisor’s trust will lead to a
satisfying working relationship. More specifically, such satisfaction results from the
fact that the students will make the most of their learning and intellectual devel-
opment opportunity offered by the supervisor, and the supervisor is confident that
their ‘investment’ in the supervisory relationship is worthwhile. As such, we pro-
pose that:

P1: Supervisors’ trust in the relationship is positively related to both students’ and
supervisors’ satisfaction with the relationship.

I Do, I Do, I Do, I Do, I Do (Andersson et al. 1975)

Commitment refers to “an enduring desire to maintain a valued relationship”
(Moorman et al. 1992, p. 316), and is an essential element for a successful rela-
tionship (Gundlach et al. 1995) that leads to achieving valuable outcomes (Morgan
and Hunt 1994). For instance, commitment can significantly influence customer
loyalty and expectations of relationship continuity (Palmatier et al. 2006).

In their study of the focal sponsor-sponsee relationship, Farrelly and Quester
(2005, p. 212) define commitment was “a willingness of the parties in the spon-
sorship relationship to make short term investments in an effort to realise long-term
benefits from the relationship”. They argue that the sponsor can signal their
long-term commitment to the relationship in the form of additional investments and
leveraging activities (e.g. allocation of additional resources over and above the initial
agreement). In order to promote the relationship and realise its long term and
strategic benefits, Farrelly and Quester (2005) further suggest the sponsor (i) develop
a clear set of sponsorship objectives, (ii) integrate sponsorship agreements into their
marketing or corporate plan, and (ii) foster a confident future outlook for the
relationship. In our experience, these elements also lay a very robust foundation for
the development of commitment in the context of supervisor-student relationship.

A reflection of our working relationship during and beyond the doctoral research
candidature with our own supervisors indicates that they indeed undertook a wide
range of activities to demonstrate their full commitment to us and to the
relationship. From the beginning of the relationship, and even before students
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commence their candidatures, a supervisor can show a great deal of enthusiasm
towards the student’s potential research topic. Extending Farrelly and Quester’s
(2005) focus on the sole perspective of the sponsor, we argue that, in the research
supervision context, the supervisor should enable the student to co-create a
meaningful learning experience by working together on an agreed set of clear and
achievable goals. Through an effective two-way interaction, the supervisor remains
a strong source of aspiration and guidance for the student when he/she is confronted
by various research and career uncertainties.

Additionally, the supervisor’s commitment to the relationship is strengthened by
their willingness to invest additional time and resources, such has having an open
door policy for the student, maintaining a 24-h turnaround time for feedback on
research papers or thesis chapters, and even providing extra funding for the stu-
dent’s research endeavour and conference attendance. Such commitment is further
extended to the supervisor’s efforts in introducing and integrating the student into
their own network of professional connections and relationships, which is instru-
mental to the student’s future career success. Further, we support Farrelly and
Quester’s (2005) argument that the supervisor’s commitment to the supervisory
relationship creates a rewarding relational atmosphere. Such atmosphere allows
both supervisor and student to achieve their individual and mutual goals without
opportunistic behaviours. It also fulfils the supervisor’s desire to nurture an aca-
demic talent and foster a long-term collegial and professional relationship. As such,
we propose that:

P2: Supervisors’ commitment to the relationship is positively related to both stu-
dents’ and supervisors’ satisfaction with the relationship.

I Have a Dream (Andersson and Ulvaeus 1979)

Congruence, in the context of sponsorship, has been conceptualised as the relevancy
and expectancy of the relationship between sponsors and those sponsored (Fleck and
Quester 2007). It has been claimed that congruence between perceptions of sponsors
and sponsees has been one of the most commonly researched concepts within the
literature about sponsorship (Spais and Johnston 2014). While the dominant trend in
the field appears to support the argument that congruence between sponsors and
sponsees would have a positive impact on the sponsor’s brand, Fleck and Quester
(2007) propose that the relationship may be somewhat more complex. They argue
that some incongruence between the sponsor and the sponsored partner may be more
cognitively stimulating, and therefore more successful than complete congruence
(and certainly more than complete incongruence).

Critical readings of congruence have noted that perceptions of congruence might
differ across contexts in at least two ways. First, perceptions of congruence might
differ between individuals. For instance, Spais and Johnston (2014) suggest con-
sumer perspectives about sponsor-sponsee congruence might be quite different from
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the perspectives of those in management positions. It is, thus, beneficial to examine
this phenomenon across contexts, rather than assuming the similarity between
different individuals’ perspectives of congruence. Second, there might be multiple
aspects in which two entities are congruent. For instance, Macdougall et al. (2014)
expand on two different kinds of sponsor-sponsee congruence: mission congruence
(where the two entities are congruent in terms of what they do) and value con-
gruence (where the entities are congruent in terms of aspirations). It might be useful
to be mindful of congruence between two entities as encompassing multidimen-
sional aspects.

Surprisingly, congruence in research supervision relationships has received little
research attention. There have, however, been some useful insights into how
congruence between supervisors and supervisees is currently being theorised in
studies of higher education.

One way in which congruence can be theorised in terms of the supervision
relationship, is in terms of supervision styles. Deuchar (2008) focuses on congruence
in supervision styles in terms of the extent to which students valued autonomy or
dependency, and how hands-on or hands-off a supervisor might be. He argued that
these dimensions of the supervision relationship might change throughout the course
of the research project, and, therefore, that congruence in the relationship could
depend on flexibility of supervisors and supervisees to renegotiate needs over time.

A second way in which congruence in supervision has been researched is in
terms of the cognitive congruence between supervisors and supervisees. Armstrong
et al. (2004) categorise supervisors and students into either primarily analytic or
primarily intuitive cognitive styles. They find that although similarity in cognitive
styles within the supervision dyad did not appear to be related to the socioemotional
aspects of the relationship, it did appear that a mismatch in cognitive styles might
be beneficial. Thus, consistent with Fleck and Quester’s (2007) proposal that
congruence in sponsorship is unlikely to be unidimensional, congruence in super-
vision also appears likely to be more multidimensional and contextual.

We contend that there are other factors within the supervision dyad that have yet
to be researched that might impact on the relationship between the supervisor and
supervisee. For instance, congruence between students and supervisors on dimen-
sions of epistemology, methodology, and goals are likely to influence interactions
between them. It is also easy to imagine cases where supervisor’s perspectives on
congruence differ from those of students, as is the case for sponsors, sponsees, and
consumers. As with understandings of congruence in sponsorship, nuance of
understandings of congruence in supervision is still developing.

In our experience, we chose our supervisors because we saw a shared vision and
our relationship worked because of a mutual view on the collaborative nature of the
relationships. This may be different from person to person—it may be a shared
vision for social change, a shared way of understanding the world, or a shared way
of completing projects. These shared attitudes, orientations, or processes strengthen
the relationship between supervisor and student over time. We suggest that this is
because greater congruence increases the strength of the relationships between trust
and relationship satisfaction, and commitment and satisfaction, such that:
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P3: Congruence moderates the relationship between (a) supervisor trust and
supervisory relationship satisfaction and (b) supervisor commitment and supervi-
sory relationship satisfaction, such that the relationship is stronger with higher
congruence.

Figure 1 depicts our conceptual framework for the positive influence of super-
visor’s trust, supervisor’s commitment, and congruence on student’s and supervi-
sor’s satisfaction with the relationship. In this framework, we only took into
account the level of trust and commitment exhibited by the supervisor. Future
research can empirically test our propositions and extend this relational framework
by including the effects of trust and commitment demonstrated by the student in
their working relationship with the supervisor.

When All Is Said and Done (Andersson and Ulvaeus 1981)

Ideal dyadic relationships in a supervision context should be driven by trust,
openness, mutual understanding, communication, and collaboration (Carifio and
Hess 1987; Johnson 2007). Nevertheless, such relationships can be challenged by
uncertainty and confusion, creative tensions and even disjunction in expectations
(Malfroy 2005). Importantly, the current system for higher degree research puts a
significant emphasis on timely completions and financial implications, adding an
additional layer of external pressure on supervisor-student relationships.

Supervisor’s trust

Supervisor’s
commitment

Congruence

Relationship 
satisfaction

P1

P2

P3a

P3b

Fig. 1 Proposed conceptual framework
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Inspired by the focal sponsorship exchange model by Farrelly and Quester
(2005), we develop a conceptual model in which supervisor’s trust, supervisor’s
commitment, and relational congruence drives satisfaction in the supervisory
relationship. The foundation of a satisfactory relationship can be established at the
candidate selection and supervisor-student matching phase. It is then that the
supervisor can judge the student’s level of enthusiasm, confidence, and commit-
ment to the potential research topic (or other factors that might be important to
individual supervisors). Students might approach individual researchers because of
particular congruence they perceive between themselves and these potential
supervisors, and thus it might be useful to listen to their perspectives about their
specific preferences and ideas.

In the early stages of the relationship, it is essential that the supervisor and the
student identify working styles and supervisory styles that they are both comfort-
able with. For instance, this can be partially done via a completion of the ques-
tionnaire on supervisor-doctoral student interaction (Mainhard et al. 2009). The
mutual agreement on expectations and shared vision from both sides of the rela-
tionship can act as a form of psychological contract that drives the quality of and the
degree of trust in the relationship. Given that trust and commitment accumulate
over time, these initial steps will provide supervisors and supervisees with better
understandings of how they will work together as the project progresses.

During the research candidature, the supervisor can create initiatives to shape a
collegial environment (Malfroy 2005) through research retreats and encouragement
of knowledge-sharing amongst research students. Open and quality communication
can also offer an important venue to foster congruence (whichever form of con-
gruence there may be between any given supervisor and supervisee). Supervision
meetings over a coffee (Hemer 2012), or in other more informal settings can create
a more welcoming atmosphere for a student to discuss their concerns and seek
feedback from the supervisor. The authors also fondly remember dancing at con-
ferences with their supervisors just because sometimes “you’re in the mood for a
dance” (Andersson et al. 1976). These informal aspects of the relationship might
increase overall supervision satisfaction.

Finally, we believe that the relational model in research supervision can, and
should, continue beyond the student’s candidature. As today’s students will be
tomorrow’s supervisors, sustained working relationships between the supervisor
and their (former student) colleague might also benefit the progress and success of
the future generation’s PhD students.
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Beyond the Obvious: Facets of Diversity
in Marketing Student Groups

Claire Eloise Sherman and Carolin Plewa

Abstract Student cohorts at higher education institutions worldwide are more
diverse than ever due to international student mobility and a greater inclusion of
previously underrepresented groups within the higher education system. Despite the
potential effects of diversity on student academic performance and wellbeing,
related studies have commonly been limited by a focus on cultural diversity. To
better understand the importance of cultural diversity, we expand the literature by
exploring various types of diversity simultaneously. A two-step research process,
including a series of in-depth interviews and a survey, was used to examine the
extent to which different dimensions of diversity, including characteristics brought
to the group (language skills, academic goals and extroversion) and those that
emerge during the group process (external commitments, commitment to task and
adherence to rules), can influence the students’ satisfaction with the process and
satisfaction with the outcome. Furthermore, bi-directionality of communication and
information-sharing emerge as processes that mediate the influence of diversity, in
particular influencing the effect of differences in academic goals and differences in
language skills, on group satisfaction with the process and outcome respectively.
Implications for marketers are provided.
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Introduction

Research on student group work within marketing courses has often purported var-
ious benefits of diversity for student learning, such as the development of teamwork
skills (McCorkle et al. 1999), a multicultural experience (Williams et al. 1991) and a
higher level of motivation (McCorkle et al. 1999). Group work is also often favoured
as it is thought to closely replicate the style in which marketers work within practice.
And it is perhaps for these benefits that Professor Pascale Quester initially designed
her Introduction to Marketing assignment as a group experience; a format that has
stood the test of time via many successive instructors. Despite these accolades,
studies have found varied results regarding the functioning and outcomes of group
work. For instance, a study by Sweeney andWeaven (2005) suggests that group work
promotes deep learning, a greater appreciation of the contributions of different cul-
tural backgrounds, and leads to changes in students’ feelings and behaviours from a
more egoistic to a more collectivist style. Yet, Kates (2002) found various barriers to
deep learning due to an avoidance of confrontation, lack of dealing with free loaders
and issues with control/dominance. In direct contrast to Sweeney and Weaven
(2005), students were often found to disregard others’ efforts, misleading them and
reworking contributions to obtain a ‘higher grade’. This study, thus, aims to shed
some light on these incongruous results by exploring multiple dimensions of group
diversity and their effect on outcomes, as mediated by group processes.

Our current study is warranted now more than ever, as universities across the
globe have experienced a substantial change in the diversity of the student body, as
evidenced by the doubling of the number of students studying abroad globally since
2000 (UNESCO Institute for Statistics 2014). Importantly, researchers have so far
focused strongly on student group composition with particular reference to inter-
national student status. However, it may be important to broaden our focus on
diversity to understand the relative importance of such status. Hence, the following
discussion starts with a review of research surrounding various types of diversity
within groups. Students’ reflections on their group experience are then explored via
interviews with an aim to better understand all relevant dimensions of diversity and
their potential influence on group processes and outcomes (phase 1). Our refined
framework is then tested in a preliminary survey (phase 2). The paper concludes
with an outline of implications for marketing educators, limitations and directions
for future research.

Diversity Within Groups

Diversity is a broad term for a multitude of differences between group members.
Indeed, diversity can be categorised as either readily detectable attributes such as
age, gender or nationality, most commonly studied (Paulus et al. 2005), or
underlying attributes such as skill levels or values (Jackson et al. 1995). In general,

212 C.E. Sherman and C. Plewa



differences in observable traits tend to negatively influence the affective outcomes
for the group, such as satisfaction and identification with the group; yet can have a
positive effect on cognitive outcomes such as the number of alternatives considered
and the quality of ideas (Milliken and Martins 1996). Students who have found
similar underlying attributes, such as their values, will enjoy working together due
to positive reinforcement. However, similarity of values and attitudes may also
hinder the creativity and critical argument that arises from differing opinions
(Milliken and Martins 1996).

Nationality Diversity

Despite the identification of a large number of factors that may characterise group
diversity, the majority of previous studies have focused on nationality or cultural
diversity. For example, students working in groups encompassing domestic and
international students are more likely to learn to look at issues from different
perspectives (Williams et al. 1991), in turn inducing greater performance measured
by mean grades (Bacon et al. 1998). Other studies also confirmed better grades for
more ethnically diverse groups (Watson et al. 2002). In contrast, using a number of
national clusters, Thomas (1999) found that homogeneous groups performed higher
than heterogeneous groups with respect to grades.

While grades certainly provide one form of evaluation for group performance, a
more comprehensive measurement might help in understanding the seemingly
disparate results of the aforementioned studies. For example, Kates (2002) sug-
gested that students may not be dealing with problems of skill diversity and may be
submitting work without the full input of the members they perceive as less able.
While the group may gain a higher grade, all students, including those with greater
workloads and those who have their work disregarded, have a negative experience
(Kates 2002). Van Der Zee et al. (2004) also found that diversity, measured as
perceived difference in backgrounds, negatively affects satisfaction with under-
graduate student groups. This refocus on the perception of diversity is an interesting
development as it deals with the student’s own measure of difference.

More recently, Kimmel and Volet (2010) introduced a bi-dimensional measure of
cultural diversity where non-local schooling and multilingual skills denoted an
‘other’ culture student. Consequently they found particular manifestations of cultural
differences, such as language proficiency, to negatively affect attitudes towards
intercultural group work. In light of these distinctions, this study addresses the call for
further refinement by exploring different ways in which diversity may arise in student
groups and what effect various dimensions of diversity may have on the groups’
performance. To allow a more comprehensive investigation of nationality diversity,
three factors will be further explored, including international student status (enrol-
ment as a domestic or international), ethnic background (Van Der Zee et al. 2004) and
language skills (Paulus et al. 2005). In addition, further dimensions of diversity
relevant to group work will be examined to explore their relative importance.
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Prior (Pre-existing) Characteristics

The propensity of a particular personality trait to affect group processes and out-
comes may be greater when the trait affects our ability to interact. For instance, in
exploring multiculturalism, several personality traits have been found to influence
the success of culturally diverse groups, such as cultural empathy, open minded-
ness, social initiative, emotional stability and flexibility, whilst several other traits
relating to task orientation, outgoingness (Van Der Zee and Van Oudenhoven 2000)
and Type A personalities (Watson et al. 2005) did not. In addition to their per-
sonality, students are also likely to differ in their academic goals. This could include
differences in more surface oriented goals, such as their expectations for the grade
they want to achieve, or deep-oriented goals, such as the skills and knowledge
needed for their future career or existing job (Volet 1997). A student with high
academic goals is likely to be a self-directed learner, who is proactive and moti-
vated to learn (Zimmerman et al. 1992).

Diversity Surfacing During Group Work

The level of a student’s external commitment has seldom been studied as a factor
influencing student group work. The Australasian Survey of Student Engagement
(AUSSE 2009) reports that 68 % of students surveyed were working for pay while
studying. Such a high level of external commitment is likely to not only influence
the time a student is able to commit to studying but also limit their interaction with
others. Indeed, individuals value group work less and have significantly lower
appraisal of the group experience when more than half its members work more than
two days a week (D’Alessandro and Volet 2012).

Alternately, students may simply differ in relation to their commitment to the
task at hand. The concept of task commitment is manifested in the actual com-
pletion of tasks and the amount of effort expended on those tasks. In an individual
context, a student’s effort is mediated by their general ability to maintain and enact
their goals as well as their cognitive and emotional motivation towards the task
(Volet 1997). For instance, if many group members are committed to the task, this
may enhance overall members’ interest and emotional states, thus increasing per-
formance. However, if there is significantly lower commitment from only some
members, this may have two opposing effects. That is, it either instigates even more
attention or commitment from those students concerned about the achievement of
their goals, or incites less commitment from previously committed members due to
a decrease in motivation, both cognitively and emotionally.
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A Framework of Diversity and Its Effects

Drawing from our review of the existing literature on diversity and students’ group
work, we have developed a broad framework depicting the impact of multiple
dimensions of diversity (namely, international student status, ethnic background,
language skills, academic goals and personality (prior to group work), as well as
external commitments and commitment to task (during group work)) on group
outcomes. Several group processes were also included within the framework so that
a deeper exploration could be undertaken, where these processes may mediate any
effects of diversity on group outcomes. For instance, external commitments may be
managed differently depending on the level to which the group still engages in
dialogue, which in turn may affect the satisfaction of each member in the group.

This exploratory study uses a mixed methods approach, enabling us to make use
of the advantages of both qualitative and preliminary quantitative research. The
qualitative phase (one) will be discussed first, leading to the discussion and results
of the quantitative phase (two).

Phase 1—In-Depth Interviews

Method

A qualitative approach was employed in phase one of this study, as it enables the
capture of rich data and the understanding of complex concepts and interrelations
(Ticehurst and Veal 1999). More specifically, in-depth interviews were preferred as
they may elicit more honest, less constrained responses reflecting a wide range of
experiences. Using judgment sampling, nine students from a mid-sized Australian
University were chosen from a third year marketing class. This late stage in the
degree was selected to allow for a greater number of group experiences to be
discussed. The students were chosen to represent various types of diversity,
including age, gender (five males, four females), educational background, academic
performance, extra or introversion and ethnic background (five local students, one
each from China, Singapore, Malaysia and the United Arab Emirates).

An interview protocol was used, offering a systematic approach to a series of
interviews without limiting the opportunity to uncover and explore new issues.
While this qualitative research phase aimed at identifying the most relevant pro-
cesses for students, the following concepts were included in the interview guideline
based on available literature: communication (Kates 2002), leadership (Sy et al.
2005), role allocation (Batra et al. 1997), and group atmosphere (Jehn and Mannix
2001). Several group outcomes were also included so that a well-rounded explo-
ration of the impact of diversity on the student group experience could be made.

The interviews lasted for approximately 40 min each. Interviewing continued
until responses began to converge. All interviews were voice recorded and
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transcribed, as advantages of recording are believed to outweigh its limitations
(Carson et al. 2001). Both researchers conducted a thematic analysis of the data,
followed by a comparison and discussion of results.

Discussion of Results

The successive framework based on our preliminary findings is provided in Fig. 1,
with a detailed discussion of results following.

Prior Characteristics

Consistent with our findings in the literature review, the more easily identifiable
factors such as age, gender and educational background did not emerge as relevant
factors affecting group performance. Interestingly, international student status and
the ethnic background of students were also not perceived as factors significantly
influencing group functioning and outcomes. This finding is in contrast with pre-
vious studies conducted within the US context (Bacon et al. 1998) and might be
explained by the characteristics of the Australian student cohort. With more than
half of the students enrolled in Australian business degrees classified as interna-
tional, a group task bringing these groups of students together is a common
experience.

However, three types of diversity emerged as relevant, including differences in
relation to language skills, academic goals and personality. One type of nationality
diversity, language skills, emerged as a significant inhibitor. The interviewees
described language skills as a primary reason for a perceived inequality of work and
an alleged lower mark. For example: “One guy didn’t contribute at all. He was an

Fig. 1 Framework of group diversity, processes and outcomes
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international student and couldn’t speak a lot of English… we just said ‘mate, it’s
OK. We’ll do this”. Students who did not speak English well were often excluded
from deeper discussions and contributed in only a very structured way. Although
initial attempts at inclusion were often made, groups tired of this effort as it slowed
the process of creativity. Interestingly, international students whose English was not
their native language but who spoke it relatively well also held this view; thus
language skill rather than nationality or student status appears relevant.

Diversity in academic goals appeared to have an even greater influence on
students’ frustration and satisfaction with group work. Depending on what indi-
viduals aim to achieve in regards to their studies, or a specific task, they choose
varied timings for milestones and quality levels for their work. Diversity in aca-
demic goals clearly limited not only the students’ satisfaction with the group but
also the quality of work produced:

There can be issues. Especially when there are different people … trying to attain different
goals in the end; and that could be from international students through to Australian
students. If you have got an assignment where you have got someone who is doing
university because it is a stop gap measure and all they are interested in is getting a piece of
paper in the end; and so what they do normally is they are usually quite happy to do their
assignment on the last day. That doesn’t work if you want to produce high quality work.
And then you can have problems.

Overall, group work seems to be easier if people in the group are generally
similar: “I found that people that are like me, it is easier to work with”. In the given
context, students primarily identified one personality facet as influencing group
work; namely extroversion (or introversion). A consensus within the interviews
regarding the benefit of outgoing personalities was apparent. These people were
seen as good at managing groups and generating ideas, allowing for a thorough
discussion and in turn deep learning. Shy and passive individuals, on the other
hand, were described as neither opening up to ideas nor contributing to discussions:
“… when you’ve got people that are submissive it can become very difficult because
you can’t tell whether you are on the right track”.

Another characteristic that influenced group functioning is the prior relationships
amongst individuals on entering the group. While some described working with a
friend as highly satisfactory, due to mutual support, motivation and established
modes of communication, others perceived existing friendship as a disadvantage
due to a lack of focus. Moreover, students outside of these friendship groups often
felt awkward and excluded, in turn limiting their mutual learning: “I wasn’t
expecting to do something on the weekend with them but I did feel left out. Maybe
they did talk about the assignment. I didn’t know about it”. Although this prior
characteristic of the group is not diversity per se, it may moderate the effects of
diversity, due to established communication and group norms or a greater distance
between those who were and were not already within the relationship.
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Diversity During Group Work

Interviewees also identified differences in group members’ attributes and beha-
viours throughout the group work. Three major differences appeared to influence
group functioning and success, namely the extent of external commitments, the
level of commitment to the task and adherence to rules. Interviewees identified
external commitments, particularly work commitments, as hindering group work
functioning and success:

Are they studying full-time or not full-time, are they studying and working at the same
time? Or do they think that studies are just for the fun of it, just to get a degree regardless of
the mark? … This plays a very important part.

Students felt that work commitments often meant that group work was not as
efficient, partially because students could not spend large amounts of time working
together.

Task commitment was manifested in the students’ dedication to the work. One
student mentioned that groups with only one or two committed individuals are most
likely to struggle and achieve less than favourable learning outcomes. While the
committed individuals may complete the group task, free riding puts extra pressure
on them and excludes loafers from the deep learning process. Interviewees indi-
cated that an individual’s commitment to the task correlates with the academic goals
the individual wants to achieve.

Perhaps related to task commitment are differences in the students’ tendency to
adhere to group rules. Adherence to rules relates to issues of being punctual or
attending meetings and providing the work agreed upon at the appropriate time. In
particular, when someone places a high importance on sticking to these rules or
relies on this to organise their study schedule whilst others do not, this can cause
angst and is more likely to lead to unequal workloads and a lack of deeper learning
for those who break the rules, due to their exclusion from the process. While the
management literature has discussed group norms, and thus informal rules aimed at
conforming group behaviour (Van Engelen et al. 2001), the effect of diversity in
adherence to these rules has received little attention to date.

Group Processes

Interviewees highlighted three primary processes that mediated their experience of
success, namely communication, leadership and role allocation. Communication, in
particular information-sharing and bi-directionality, is critical for group functioning
and success. The difference between these two processes lies in the different nature
of communication. Information-sharing relates to the expectations of openly shar-
ing information and has been conceptualised previously with items measuring the
belief that information sharing is important and that all relevant information is
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exchanged between parties (Fisher et al. 1997). Bi-directional communication, on
the other hand, relates to the dialogue between parties, the feedback that is provided
and the level of two-way communication between parties (Fisher et al. 1997).

While some interviewees described a true collaborative approach within some
groups, where no leader was necessary, the importance of a good group leader
emerged from the majority of interviews: “I think a group leader is very important;
but even more important than that is to have a ‘good’ group leader”. Students
defined good leadership as taking the responsibility for directing the group while
ensuring a collaborative approach. Dominance, which interviewees related to a
student’s personality, language skills and the ‘type of group’ they are in, reflected
bad leadership. One student described a negative experience in which the work
produced by one very dominant individual was not good, however, he did not feel it
was appropriate for him to tell the individual or change the work. This resulted in a
bad mark and also limited learning, as most group members did not engage with the
task or each other.

Lastly, students highlighted the importance of role allocation, which relates to
how the roles are divided between students. Role allocation by task (research,
writing, editing) or sections (i.e. external analysis, promotion section, conclusion)
allows for the use of individual students’ strengths, provides for a relatively equal
contribution to the group, and is a method for dealing with diversity. In particular, it
was used by groups to deal with differences in language skills. For example, “We had
two students that had English as a second language so we said ‘OK, they won’t be
doing any of the final writing up’”. Despite their ‘good’ intentions, this approach can
mean that students do not learn relevant skills, affecting variety and depth of learning
(Kates 2002), particularly if groups did not discuss individual contributions.

Phase 2—Exploratory Quantitative Survey

Method

Phase two of the research project involved the distribution of a self-administered
questionnaire to students attending the lecture of a third-year marketing course,
where groups were asked to develop an integrated marketing communications
campaign. With 70 students attending the lecture and 48 usable questionnaires, a
response rate of 68.6 % was achieved. While the relatively small sample size should
be noted as a limitation of this paper, it was deemed sufficient for a preliminary
assessment of the interrelationships proposed (although categorical variables such
as role allocation could not be included). Fifty-five point six % were domestic and
44.4 % international students while 27.1 % worked 5 h or less a week, 33 % of
students worked 15–20 h, with another 31.3 % of students working 25 h or more.

Appropriate measurement items for the constructs were identified in the avail-
able literature and adapted to the current context of the study. Measurement items
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and respective sources are outlined in the Appendix. The most significant adapta-
tions of items occurred in relation to the dimensions of difference. While academic
goals, personality, external commitments and others have been individually mea-
sured for a respondent, a direct measurement of difference has to the authors’
knowledge not been reported in the literature. Hence, individual items had to be
re-worded to reflect the level of perceived difference within the group.

Results—The Impact of Diversity

A series of multiple regression analyses was conducted to identify which dimen-
sions of diversity significantly influence group outcomes and processes. First,
multiple regressions were conducted testing diversity dimensions ‘prior to group
work’ on satisfaction with group outcomes. As shown in Table 1, language skills
have a moderately significant (α ≤ 10) negative effect on satisfaction with the
outcome. This result is in line with our qualitative findings, which indicated that
differences in language skills lowered satisfaction with the outcome due to a shift of
workload to native speakers. Students with a poor grasp of English language were
often excluded from deeper discussion and appeared to have limited contribution to
the outcome. This situation is also likely to cause dissatisfaction with the outcome
for the educator. When testing diversity dimensions (during group work), none of
the regression coefficients were significant. Hence, diversity appears to have very
limited direct influence on satisfaction with the outcome.

A second multiple regression analysis was then conducted employing satisfac-
tion with the process as the dependent variable (Table 2). The model examining

Table 1 Regression results of diversity on group outcomes

Satisfaction with
outcome

Satisfaction with
process

Prior group work

Diff. in language skills β = −0.284a β = 0.087

Diff. in academic goals β = −0.090 β = −0.294b

Diff. in extroversion β = −0.035 β = −0.307b

Presence of prior relationships
(control)

β = 0.201 β = 0.125

Total for all prior diversity R2 = 0.15 R2 = 0.25

During group work

Diff. in external commitments β = −0.048 β = −0.284b

Diff. in commitment to task β = −0.206 β = −0.246

Diff. in adherence to rules β = −0.010 β = −0.131

Total for all during diversity R2 = 0.05 R2 = 0.23

Standardised regression weights reports
aSignificant at α = 0.10
bSignificant at α = 0.05
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diversity ‘prior to group work’ shows an R-squared of 0.25, with differences in both
extroversion and academic goals showing significant negative effects. In addition,
diversity of external commitments emerged as negatively affecting satisfaction with
the process. These results further confirm our earlier discussion, highlighting the
relevance of common academic goals, which was identified as the most critical
dimension of diversity in the qualitative phase. In addition, similar personalities and
similar levels of external commitments within groups may ease interaction and
significantly contribute to higher levels of satisfaction with the process.

In a second step, multiple regressions were employed to test the effect of
diversity on group processes, namely information-sharing, bi-directionality and
leadership. Interestingly, while all dimensions of diversity ‘prior to group work’
significantly affected group processes, the results showed both positive and negative
effects. As expected, differences in language skills and academic goals negatively
influenced bi-directionality, and thus the dialogue within the group. Alternately,
differences in extroversion positively influenced leadership and, unexpectedly,
information sharing. With the inclusion of prior relationships, the significant pos-
itive influence it had on bi-directionality was controlled for.

These results suggest that students implement specific processes to overcome
challenges brought on by diversity within the group. For example, if only one or two
extroverted students are part of the group, these students are likely to see no option but
to take on a leadership role (Barry and Stewart 1997). One example of this situation
emerged in the qualitative phase of this research: “I take charge of groups (but) I don’t
necessarily want to take charge of groups”. Results from a study by Barry and
Stewart (1997) may provide guidance in understanding the positive relationship
between extroversion diversity and information sharing. The proportion of extroverts
within a group had a negative curvilinear effect on task focus, thus, the greater the
weight of intro- or extroverted students within a group, the less focus on the task.

Table 2 Regression results of diversity on group processes

Information-sharing Bi-directionality Leadership

Prior group work

Diff. in language skills β = −0.215 β = −0.228a β = 0.208

Diff. in academic goals β = −0.082 β = −0.287b β = 0.035

Diff. in extroversion/introversion β = 0.397b β = −0.153 β = 0.274a

Presence of prior relationships
(control)

β = 0.074 β = 0.264b β = 0.190

Total for all prior diversity R2 = 0.13 R2 = 0.33 R2 = 0.20

During group work

Diff. in external commitments β = 0.113 β = −0.160 β = −0.099

Diff. in commitment to task β = −0.019 β = −0.282a β = 0.416b

Diff. in adherence to rules β = 0.056 β = −0.144 β = −0.145

Total for all during diversity R2 = 0.01 R2 = 0.22 R2 = 0.12
aSignificant at α = 0.10
bSignificant at α = 0.05
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When considering diversity ‘during group work’, only differences in task
commitment emerged as significantly influencing group processes, in particular
bi-directionality. This finding is in line with the qualitative phase: If some group
members are not committed to the task while others work hard, a meaningful
dialogue within the group is unlikely to be established. However, such a situation is
likely to require the committed students to take on a leadership role to at least gain
some contribution from the less committed students. In line with this argument,
differences in task commitment emerge as significantly and positively affecting
leadership.

Results—The Mediating Role of Group Processes

To examine the potential mediating role of group processes, two additional tests
were undertaken. Multiple regressions were conducted to assess the effect of group
processes firstly on group outcomes and then on group processes (Table 3). The
results show a significant positive effect of both communication variables,
information-sharing and bi-directionality, on satisfaction with the outcome, as well
as a significant effect of bi-directionality on satisfaction with the process. The
relatively large R-squared, particularly for the model explaining satisfaction to
outcome (R2 = 0.56), shows the importance of communication for satisfaction with
group work.

The results of the exploratory regressions indicated two potential mediating
effects, namely bi-directionality mediating (1) the effect of goal differences on
satisfaction with the process, and (2) the effect of language skills on satisfaction
with the outcome. Only these paths meet the prerequisites of mediation (Baron and
Kenny 1986). Further analysis was thus undertaken in relation to the two potential
mediating effects, which were found to be significant (see Fig. 2).

Specifically, the effect of differences in academic goals on satisfaction with the
group process and the effect of diversity in language skills on satisfaction with the
group outcome were shown as fully mediated, such that the direct effects become
non-significant once bi-directionality within the group process is introduced.

Table 3 Regression results of group processes on group outcomes

Independent variables Dependent variables

Satisfaction with outcome Satisfaction with process

Group processes

Diff. in information-sharing β = 0.352a β = −0.047

Diff. in bi-directionality β = 0.605a β = 0.588a

Diff. in leadership β = -0.009 β = 0.194

Total for all group processes R2 = 0.56 R2 = 0.30
asignificant at α = 0.05
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Although these results are only exploratory in nature, they provide preliminary
insight into the dynamics of diversity effects on student satisfaction with their group
experience. In particular the important role of bi-directionality is highlighted,
providing a potential focus for instructors in dealing with diversity.

Implications for Marketing Educators

Our study has drawn together several important dimensions of diversity, such as
academic goals, language skills, extroversion and task commitment. With many of
these dimensions not readily observable, it is suggested that educators should
undertake more than a basic analysis of individuals prior to establishing groups. In
particular, working habits, personality and their goals need to be understood. In
dealing with diversity, group projects may be split into a number of components,
allowing students to understand their group members’ language skills, academic
goals, commitment to the task, as well as the personalities involved before a final
hand-up is required. Perhaps students may be allowed to change group members
after each component, as proposed by Aggarwal and O’Brien (2008), or provided
with guidance on how to overcome specific group challenges. For example, if
difference in language skills is the primary challenge for a group, online discussion
forms may be considered as a complement face-to-face discussions, providing
students with lesser language skills an opportunity to find the right words in their
time and thus actively contribute to the discussion.

Educators also need to provide assistance to students on how to deal with
diversity. Tools may include a template for their first meeting, facilitating discus-
sion regarding their working habits (e.g. completing tasks early on versus at the last
minute), commitments (work, sport, other) and personalities (e.g. need for structure
and planning). In particular, the academic goals of each student should be dis-
cussed, with reference to grades but also the skills and experience students wish to
gain from the group work. A greater alignment of goals may be achieved by asking
students to reflect on how they might achieve each other’s unique goals together or
by providing added motivation for those students who have ‘lesser’ goals, by
outlining how the group work supports their original motivations for undertaking
marketing studies.

Understanding what mediates group performance allows marketing educators to
target these processes. For instance, with bi-directional communication shown as a

Fig. 2 Mediating effects of bi-directionality
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strong predictor of satisfaction with the process and the outcome, dialogue and open
discussions should be fostered. For example, educators may be part of group dis-
cussions at the beginning, providing some examples of how to moderate discussion.
Groups can then be asked to assign a moderating role to one individual or to assign
the role on a rotating basis. In addition, information sharing can be encouraged in a
number of different ways; more formally, by asking individuals to present their
contributions to the group at certain intervals, and assigning some class time for
this. Informally by asking students about their knowledge of other group member’s
assigned areas, prompting them to share each other’s work.

From the outset, instructors should provide guidance for students in relation to
suitable levels of external commitments. Asking students to devise group meeting
times and outlining the reasonable time commitment that is necessary for face to
face contact within groups will serve to reinforce the commitment of students. In
addition, the instructor might want to establish allocated mentoring sessions during
which they provide additional face-to-face or online guidance to individual groups,
focusing on the group’s diversity and functioning.

Conclusions, Limitations and Directions for Future
Research

This study has confirmed the need to go beyond nationality and cultural diversity.
In particular, exploring the factors that students themselves believe to manifest
diversity, as well as how they may be dealing with diversity, is important as this
may have unintended consequences for the learning experience of all types of
students. Our study serves as an exploratory platform for further research in this
area and should be interpreted in view of its limitations. First, the scope of findings
reported here is limited to a small sample and perhaps consequently, sometimes a
low variance is explained (R2). While it served the purpose of identifying and
discussing a range of factors relating to diversity and processes in teamwork, further
empirical research is required to confirm these results across various student groups,
projects, classrooms, universities and countries.

Our results suggest that students struggle with diversity on many levels and that
various types of diversity can significantly affect both tangible and intangible
outcomes of group work. Depending on the reasons for using group work this
struggle may or may not be perceived as warranted. By understanding the effects of
various types of diversity at a broader level we, as providers of education, can hope
to control and direct the student experience so that greater satisfaction and deeper
learning can be achieved through group work. It is important to note that respon-
sibilities for the success of group work do not lie solely with the instructor. Not only
should students be reminded of their responsibilities, university support staff and
senior management should help to ensure the best possible learning environment is
established for all students. Lastly, these results may help us to understand students
and thus become better teachers. Teachers that are more than just content providers
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and teachers that can make a difference through facilitating positive experiences
between students, helping to gain more than a good grade but to learn how to be
members of a well-functioning and productive team.

Appendix: Measurement

Prior group work

Diff. in language skills (New) (Cronbach alpha = 0.915)

∙ Our level of written English language skills differed
∙ Our level of verbal (spoken) English language skills differed

Diff. in academic goals (Marsh et al. 2003)—different goal orientations bracketed (Cronbach
alpha = 0.91)

∙ Group members differed in what we wanted to achieve
∙ We differed in the extent to which we aimed to get the best mark we possibly could (approach
success)
∙ We differed in the extent to which we aimed to work to the best of our ability (mastery)
∙ We differed in the extent to which we aimed to do better than other students (competition)

Diff. in extro-/introversion (John and Srivastava 2001) (Cronbach alpha = 0.88)

∙ Are talkative
∙ Are reserved (r)
∙ Are full of energy
∙ Generate a lot of enthusiasm
∙ Tend to be quiet (r)
∙ Have an assertive personality
∙ Are sometimes shy, inhibited (r)
∙ Are outgoing, sociable

Diff. in commitment to task (Marsh et al. 2006) (Cronbach alpha = 0.94)

∙ We differed in the extent to which we worked as hard as possible
∙ We differed in the extent to which we kept working even when the assignment was difficult
∙ We differed in the extent to which we tried our best to acquire the skills and knowledge
pertaining to the assignment
∙ We differed in the extent to which we put forth our best effort

Diff. in external commitments (new)

∙ We differed in the amount of external commitments we had

Group processes

Information-sharing (Fisher et al. 1997; Mohr and Sohi 1995) (Cronbach alpha = 0.84)

∙ We shared any information with others in the group
∙ We provided the others in the group with any information that might help the them
∙ We kept each other informed about events or changes that may affect the other
∙ We believe that sharing information in the assignment group is important

Bi-directionality (Fisher et al. 1997) (Cronbach alpha = 0.89)

∙ We discussed things a lot
∙ We had great dialogues in the group
∙ We provided a lot of feedback to each other
∙ There was a lot of two-way communication between me and others in the group

(continued)
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(continued)

Leadership emergence (Barry and Stewart 1997) (Cronbach alpha = 0.84)

∙ A leader emerged in the group
∙ The group had one member who assumed the leader role
∙ Our group did not have a specific leader (r)

Outcomes

Satisfaction with outcome (not at all—to a great extent) (Reinig 2003) (Cronbach alpha = 0.87)

∙ How satisfied are you with the quality of your group’s solution?
∙ To what extent does the final solution reflect your inputs?
∙ To what extent do you feel committed to the group solution
∙ To what extent are you confident that the group solution is correct?

Satisfaction with process (Reinig 2003; Cronbach alpha = 0.91)

∙ Efficient–inefficient
∙ Coordinated–uncoordinated
∙ Fair–unfair
∙ Understandable–confusing
∙ Satisfying–dissatisfying
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Student Engagement: A Multiple Layer
Phenomenon

Jodie Conduit, Ingo O. Karpen and Francis Farrelly

Abstract Universities are seeking to actively and strategically manage student
engagement through providing opportunities for students to interact and engage
with the institution on a range of levels and in different ways. However, this
increasingly complex and multi-layered nature of student engagement within a
tertiary education environment is not well understood. Through qualitative focus
groups and a series of interviews with undergraduate and postgraduate students, this
study explores and articulates the cognitive, emotional, behavioural and social
dimensions of engagement that depict the nature of student engagement. This is one
of the first studies that considers social engagement as a dimension of the broader
engagement construct and provides an illustration of social engagement at different
levels within a tertiary education setting. Further, we demonstrate that engagement
occurs with three key focal objects (or levels) embedded within the university
structure; the lecturer, course and the institution itself. Hence, this paper contributes
to the literature by providing a multi-layered consideration of student engagement
and demonstrating the nested nature of engagement across the broad service system
(the university), the narrow service system (the course), and the individual dyadic
level of engagement (the student-lecturer interaction). These findings could be
further considered and empirically tested in other engagement contexts (e.g.
employee engagement, customer engagement).
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Introduction

With Professor Pascale Quester as Deputy Vice Chancellor (Academic), the
University of Adelaide developed and implemented a $41.8 million student
learning hub that brought together informal learning and social spaces, university
facilities, and retail services spaces for student use on campus. This flexible space
was designed and co-created with students, in response to trends that were seeing
students retreat off campus as soon as formal classes had finished (Quester et al.
2014). Given the demand-driven nature of the education sector in Australia and the
University’s strategic focus on becoming more student-centric (Quester et al. 2014),
there was a recognised need to improve student engagement both among the student
body and between students and the university. This large-scale investment
demonstrated a serious commitment to making a difference in student engagement
at the University of Adelaide.

Student engagement has become an increasingly important notion for educators
because of its demonstrated impact on student’s educational outcomes (Bravo et al.
2014) as well as retention and completion rates at tertiary institutions
(Hennig-Thurau et al. 2001; Quaye and Harper 2014). Current educational thinking
recognises that students are not passive recipients of their education, but rather are
co-creators of their learning experience (Taylor et al. 2011). However, in today’s
environment, large class sizes, time poor students (Stafford 2011), access to tech-
nology, and the role that technology plays in people’s lives (Northey et al. 2015)
have changed the way both students and institutions seek to engage with each other.
Universities are implementing initiatives such as flipped classroom, online courses,
and enhanced facilities such as those described in the opening scenario, but the
impact on student engagement is not fully understood (Taylor et al. 2011). A greater
understanding of how student’s engage with tertiary institutions is required to
enable universities to deploy resources, organise curriculum, and provide support
services to effectively facilitate student engagement (Kuh et al. 2011).

Within contemporary student engagement literature there is general consensus
that engagement manifests as cognitive, affective and behavioural dimensions
(Bryson and Hand 2007). There is also limited recognition that engagement occurs
at the personal, situational and institutional level (London et al. 2009). However,
extant studies typically consider engagement at one of these levels and there are few
studies that consider engagement with multiple touch-points or at multiple
embedded levels within the institution. While it is recognised that students interact
with lecturers, course materials, other students, and university staff and facilities to
co-create learning outcomes (Harrison 2013), there is a lack of understanding of
how engagement with each of these focal objects combine within an institutional
paradigm. This research will investigate the multiple focal objects with which
students engage within a tertiary institutional environment and hence will further
explicate the holistic perspective of student engagement in this setting.

The purpose of this chapter is to examine the complex and multi-layered nature
of student engagement within a tertiary education environment. Firstly, through
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qualitative focus groups and a series of interviews with undergraduate and post-
graduate students, we identify the presence of social engagement as a dimension of
student engagement rarely discussed in educational literature. Further, we demon-
strate that engagement occurs with three key focal objects that are embedded within
each other (i.e. the lecturer, course and institution). Hence, this paper contributes to
the literature by providing a multi-layered consideration of student engagement. It
demonstrates nested engagement with the broad service system (the university), the
narrow service system (the course), and the individual dyadic level of engagement
(the lecturer), which can be considered for other engagement settings (e.g. customer
engagement). Further, we provide examples of the cognitive, emotional, beha-
vioural and social engagement that occurs at each of these levels of engagement.
Given these findings, we argue for the need for future research to adopt and further
investigate this multi-layered approach to engagement.

The remainder of this chapter is organised as follows. The next section provides
a brief discussion of the dimensions and levels of student engagement in higher
education. An explanation of the research method follows, which leads to a dis-
cussion of the results. The paper concludes with theoretical and educational
implications as well as an outline of future research directions.

Student Engagement

While the terms ‘student engagement’ and ‘institutional engagement’ have been
previously coined in the literature (e.g. London et al. 2007), there is a lack of
consensus regarding the concepts’ definition and scope with confusion surrounding
the focal engagement subject and object of interest. While some authors propose the
student as the focal engagement subject, and a particular task, course of study, or
lecturer as the focal engagement object (London et al. 2009), others cite the
institution as the focal engagement subject and the broader community as the focal
engagement object (e.g. Keener 1999). In our study, consistent with London et al.
(2009), the student is viewed as the focal engagement subject and this study seeks
to further understand details regarding the focal object with which students engage
through their learning experiences.

In general, student engagement requires an intrinsic motivation from students to
invest effort into interactions related to their studies and/or the educational insti-
tution (Kuh 2003). It reflects the students’ effort and absorption in initiating and
sustaining learning activities (Furrer and Skinner 2003). It is argued that the effects
of student engagement are enduring, and the broader psychological connection and
sense of belonging toward their institution may endure for a period of time after
their completion of their university courses and degrees (London et al. 2009). For
the purposes of this study, we define student engagement as:

A student’s willingness to invest their own cognitive, emotional and behavioural effort to
interact with resources related to their education experience.
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Recent scholarly discussion has seen student engagement manifest as three
dimensions; cognitive engagement, affective engagement and behavioural engage-
ment (Lam et al. 2014). Cognitive engagement reflects a student’s level of con-
centration and mental focus given to their education experience (Northey et al. 2015;
Scott and Craig-Lees 2010). Indicators of cognitive engagement could include
activities that reflect the students’ cognitive strategies and approaches to learning,
such as self-regulated learning (Lam et al. 2014). Affective engagement reveals the
level of positive emotion toward a focal engagement object (Northey et al. 2015) and
hence how students feel about their education experience. The notion of affective
engagement often is strongly associated with aspects such as a sense of belonging,
identification with the institution, and commitment (London et al. 2007; Lam et al.
2014). It reflects the students’ attitudes toward learning (Skinner and Belmont 1993)
and the institution they attend (Voelkl 1997). Behavioural engagement focuses more
on interactions for task achievement and has historically included measures of class
participation, attendance, participation in extra-curricular activities, and task com-
pletion (Finn et al. 1995; London et al. 2007; Lam et al. 2014). For the purpose of
this study, behavioural engagement is considered a student’s willingness to spend
energy and time on their educational experience.

While many studies recognise the multi-dimensional nature of student engage-
ment, very few recognise that students may engage with multiple touch-points
within a tertiary institution. Most studies will focus on only one of these focal levels
of engagement. As an exception, London et al. (2009) recognise that there are
layers of engagement, at the personal, situational and institutional level. Several
studies recognise the importance of the student-teacher interactions for facilitating
student engagement (e.g. Skinner and Belmont 1993; Klem and Connell 2004).
Recently, Pianta et al. (2012) posit that these personal interactions are so critical to
student engagement that teachers need better knowledge and training of how to
facilitate engagement and should receive personalised feedback about their inter-
active behaviours. Taylor et al. (2011) concentrated on engagement at the
course-level and examined the motivations behind course-level engagement. While
it is argued that few research studies have examined course-level engagement
(Taylor et al. 2011), there are several studies which examine the effects of edu-
cational approaches (e.g. team-based learning; Chad 2012) and technological tools
(e.g. asynchronous learning through Facebook; Northey et al. 2015) on student
engagement, which are set in course-based situational settings. It is reasonable to
assert that overall student engagement with the total educational experience is at
least a partial function of student engagement at the component level (e.g. indi-
vidual classes) (Taylor et al. 2011).

Baron and Corbin (2012) argue that the student experience as a whole is the key
to engagement and, thus, a ‘whole-of-university’ approach is necessary to re-engage
students. A focussed approach that aligns the university mission and engagement
initiatives and reflects the campus environment and student cohort is required
(Harper and Quaye 2009; Baron and Corbin 2012). To achieve this, a greater
understanding of the overall learning experience from the perspective of the student
is necessary. This will facilitate a better fit between the resources of the student and
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the resources of the University and enable a clear understanding of the meaning of
engagement in the higher education sector to emerge.

In line with the theoretical grounding of service-dominant logic (Vargo and
Lusch 2008), engaged students are interactive and co-create their learning experi-
ences within the university (Brodie et al. 2011). As a co-creator of the learning
experience, students integrate resources though interactions with other students,
lecturers, course materials and university services for the purpose of obtaining a
valued outcome (Díaz-Méndez and Gummesson 2012). Without the students’
interaction in the experience, no value is derived from the resources of the lecturer,
course-related resources, or other resources deployed by the university
(Diaz-Méndez and Gummesson 2012; Vargo and Lusch 2008). Hence, an under-
standing of where and how students engage with the resources of the university is
important for not only facilitating engagement, but also for driving value outcomes
for students and the university. This perspective does not relinquish authority or
control to students (e.g. McCulloch 2009), but rather identifies students as active
contributors (rather than passive consumers) that significantly shape their education
experiences and value perceptions associated with the usage of university resources.
However, given the increasingly limited resources available to universities, being
able to utilise them effectively is critically important. Indeed, universities can
benefit from embracing a co-creation perspective by becoming the preferred edu-
cation institution through better student-centered and meaningful education expe-
riences. Hence, further research is required to understand how students engage with
the university, and at what level is the focal object of engagement (i.e. lecturer,
course, or university).

Research Method

This study was conducted in a large Australian University and respondents were
drawn from all year levels of undergraduate and postgraduate students, across a
cross-section of predominantly business departments, including accounting, design,
entrepreneurship, marketing, and logistics. As the main objective of this study was
to investigate the nature and interrelationship of student engagement, an explora-
tory, qualitative approach was adopted to enable rich insights and begin to
understand the complexities and nuances of this domain. Thereby semi-structured
interviews and focus groups were pursued (Smith 1995), enabling data triangulation
(Coffey and Atkinson 1999). Specifically, we undertook four focus groups (between
6 and 10 participants each) and eleven subsequent in-depth interviews with stu-
dents. We selected students who were involved in university-related activities
beyond the classroom (e.g. student club memberships and associations) and/or who
had parallel work-placement activities. These students could draw on a greater
variety of university-related interactions and thus offer thick descriptions of their
experiences. The sample size for this research was data-driven and data collection
discontinued when saturation was reached; that is, where few new insights were
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gleaned from additional data (Lincoln and Guba 1985). Each interview ranged from
60–90 min in duration. The data were audio-recorded (Morgan and Spanish 1984)
and transcribed by the researcher (Boland 1995), generating a total of over 361
pages of single spaced text. NVIVO 9 was utilised to support the data coding and
analysis. Based on the Gioia et al. (2013) approach, we began with identifying and
noting first-order incidents, which in this case represent different manifestations of
engagement. These incidents were then clustered and aggregated to create
second-order themes. The themes included for example different dimensions of
engagement and engagement reference objects. In a final step we then investigated
the links between these themes to better understand the potential interdependent
nature of different levels of student engagement.

Results

The following results will provide overall insights into students’ reference points with
regards to their university-related engagement. That is, the qualitative study shows that
engagement manifests in different forms (e.g. cognitive, emotional and behavioural)
and across different levels of touchpoints and experiences (e.g. that are associated with
a lecturer or course). These individual engagement levels likely contribute to overall
engagement perceptions. While we show illustrative quotes in text with de-identified
and hypothetical student names to support the emerging theorising, we further present
additional quotes to enrich the empirical data upon which our findings rest.

An overarching theme to emerge from the student interviews was a general
consensus that throughout their encounters at the university, students engaged with
the university, the university community, and their learning experience. Students
widely acknowledged their own personal involvement and interaction within the
service system and the learning process and didn’t consider themselves as passive
recipients of a service delivery process.

We get more of an opportunity to share our experiences with other students or maybe
inform them about things that they aren’t aware of and vice versa. We can become informed
about things that we might not necessarily be aware of and just kind of knowledge share.
I’d really love an approach to learning that is similar to like the experience of working at
Google, or something like that, where there’s like really open environment, discussion is
encouraged because it’s kind of built into the physical structure of the Google premise, like
there’s areas for people to congregate and meet. (Greg, male)

Students make use of a variety of resources that have the potential to become
important engagement objects. Thereby the nature of engagement was routinely
seen to be interactive and required an ongoing, active involvement from both
parties. Without this reciprocated interaction, the level of engagement would drop
off or would cease all together.

If you make an effort but you don’t get that same response back, you just don’t care, you
just don’t bother (Lea, female)
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Social Engagement Dimension

The thematic coding of our data to understand the concept of engagement in an
educational context illustrated a dimension of engagement not often depicted or
characterised in literature on student engagement. We found strong evidence of the
students’ willingness to interact with lecturers and other students on a personal level
and through social exchanges for a stronger sense of engagement with the uni-
versity at different levels. Consequently, we depict the notion of social engagement,
which complements the dimensions of cognitive, emotional and behavioural
engagement in the broader concept of student engagement. We define this social
engagement dimension as:

A student’s willingness to invest effort in social interactions and personal exchanges with
the resources of other actors (e.g. lecturers, peers) in relation to their education experience.

Although the notion of social engagement is not prevalent in the student
engagement literature, the importance of social networks and teamwork is well
recognised (Chad 2012). However, this literature focuses predominantly on the
teamwork processes required to enhance learning performance (e.g. Bravo et al.
2014), and does not consider the social nature of the peer-to-peer (or
peer-to-lecturer) engagement and its existence across different levels of engage-
ment. While marketing literature has cursorily considered social engagement (e.g.
Calder et al. 2009; Vivek et al. 2012), there has not yet been any substantive
recognition of the need to engage students on a social level.

Many respondents articulated that having a personal connection and social
interaction with the lecturer, not only ensured they felt more engaged at an indi-
vidual level, but it also enhanced their learning experience.

I think it’s about connecting with somebody on a social basis as opposed to a professional
basis, you know like anybody can really go in there and talk about accounting and it’s all
very professional… It’s just that, you don’t get the same connection from just talking about
course work, it is a very kind of teacher-student relationship when it’s just course work,
whereas if you bring social aspects in you can still have the professional teacher/student
relationship but there’s something extra that just comes into it. (Helga, female)

In addition, the sense of engagement that arises from social interactions among
student peers builds a community and network of support throughout the learning
experience.

If you have that similar experience that other people are going through, you can kind of
help them through it or they can help you through it, you know, there’s an understanding of
where you currently are and where you’re going to. And I suppose it’s good if your peers
are all experiencing the same thing and it’s all something that you’re equally passionate
about, then you’re going to get more out of the experience. (Greg, male)

This type of social comfort and support may arise naturally or spontaneously
through social interaction and bonding, but it might also be professionally facili-
tated by the university. For example, students might be part of mentoring or
advisory networks and thereby combine social support with educational support.
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This semester I think was definitely a highlight. Just starting SLAMS [student learning
advisory mentors] and working with other students, mentoring in the subject that I did well
in and that I actually really enjoyed; it’s rewarding to know that you’re helping students get
through a time where they’re struggling and because I’ve been there I know exactly what
they’re going through. (Lisa, female)

Given that the cognitive, emotional and behavioural dimensions are well identified
and discussed in the literature, they will not be specifically explicated again here. The
focus in the next sections will focus on the three focal institutional sub-objects that
were uncovered through the interviews and subsequent analysis. That is, it was
identified that students discriminate between and engage primarily with the lecturer,
the course and the aggregate level of the institution (university). The initial
engagement with the lecturer is a personal, dyadic relationship, whereas engagement
at the course and university level represents engagement with a service system and is
more multi-faceted. The nature of engagement with each focal object (lecturer, course
and university) will be discussed in turn, followed by a discussion of the interaction
between the levels of engagement. The cognitive, emotional, behavioural and social
dimensions that manifest at each of those levels are further illustrated in Table 1.

Table 1 Illustrative quotes—student engagement levels and dimensions

Cognitive
engagement

Affective
engagement

Behavioural
engagement

Social
engagement

Individual
dyadic
(lecturer)

“The teachers and
the lecturers are
there as resources
but students have
to do their own
work and they
have to apply
themselves and
motivate
themselves.”
(Helga, female)

“I know I can’t
expect every
teacher to take the
time to meet with
the student, but it
made me feel
really comfortable
to be in their class
knowing that they
actually know
who I am and that
I’m not just you
know someone
who’s just paying
to listen to them,
so that’s also
something that
made me feel
quite good.”
(Lisa, female)

“He’ll (the
lecturer) ask us a
few questions and
the whole lecture
theatre is silent.
The whole
tutorial is silent.
He goes ‘OK well
I’m not moving
on until you
answer my
question. He sits
there for five
minutes and that
is fair enough
because nobody is
answering the
question.”
(Student, focus
group 1)

“I can feel that the
lecturer/tutor is
actually trying to
teach us
something. And
because they are
telling us a little
bit about their
personal selves,
basically then that
relationship goes
from a
teacher/student
perspective, to
more
acquaintances, so
you sort of get
like a more
personal type
level. And that …
then from that
you can then be
free to open up, to
generate
discussions, ask
questions”
(Harry, male)

(continued)
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Table 1 (continued)

Cognitive
engagement

Affective
engagement

Behavioural
engagement

Social
engagement

Narrow
service
system
(course)

“I think you have
to be interested
about it, the
subject and if
you’re not
interested in it,
you make it
interesting
somehow. […]
like you’re
actually looking
forward to
coming home and
working on this
project. It’s in
your head
constantly, you’re
constantly
thinking about
‘How can I do
this’, ‘How can I
change it’, it
become an
obsession
almost.”
(Thomas, male)

“I will go to a
lecture that
engages me, like
even though I
might not know
the answer but I
still want to
participate, I love
to have the
feeling. And if
University A can
have that, I think
it’s good
enough.”
(Lars, male)

“The best subject
that I’ve got the
most out of has
been this Work
Integrated
Learning subject,
where this
company came to
us and said,
here’s my
problem, help me
out. Solve it. For
me that’s the
subject that I’ve
done the best in
because it’s like
this is my project,
this is about me,
and me showing
my skills”
(Student, focus
group 1)

“…those
friendship circles.
I couldn’t see
myself being
where I am today
having done it on
my own. As I said
University A has
given that… in
the first trimester
you are forced to
work in groups,
so you’re having
an interaction
with five people
at one time and
you can say okay
I get along with
this person, this
person not so
much….
subsequently
when you have to
work on your
own and have to
build your own
team, that’s where
it really comes
into play.
(Ralf, male)

Larger
service
system
(University)

“It would be the
applied learning
and personal
growth, I think is
what
University A
stands for. I think,
again the
independent kind
of growing as a
professional
growing as an
individual and
being ready for
whatever career
you set out to do,
I think that’s what

“I am very happy
to be a
University A
student. I’m very
proud to call
myself that
because of the
positive
experiences I’ve
had through the
mentoring
programs that
I’ve had, through
being employed
by University A,
through my
interactions with
my teachers. So I

“I don’t actually
feel like I’ve
really taken
advantage of what
the university
offers you until
this last semester
of university
when I became a
mentor […] that
wakened me up to
kind of the
opportunities
within the
university.”
(Lisa, female)

“I’ve recognised
that interacting
with people at the
university is
really important
too and I’ve had a
lot of fun in that,
like doing side
projects for the
university or just
having lunch with
some people on
campus instead of
just studying
alone”.
(Helga, female)

(continued)
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Individual Engagement (Lecturer)

A common focal object of engagement identified by students was the personal
engagement they had with the lecturer. Students recognised the interaction between
themselves and the lecturer both in relation to the course content and their learning
experience, as well as on a personal level. Students often spoke of how their con-
fidence to interact and engage with both the learning materials and other students
emerged from the trust and confidence built through engaging with the lecturer.

And so with the teachers, if they can sort of explain the question to you with personal
examples, then you can see how it applies, I can see how it relates to me. Then you can see,
okay, I really want to work it out because now I understand this actually and want to find
out the solution. So … that’s how you basically engage and interact with the students.
(Harry, male)

The lecturer was seen as a pivotal engagement point. When engagement between
the student and the lecturer is minimal or non-existent, it often has an impact on the
broader engagement. Our findings suggest that the interaction with the lecturer has
the potential to shape the holistic education experience and thereby engagement
levels with the university overall. Although specific resources can act as reference
points (or objects) of engagement, it is likely that these different resources and
engagement levels mutually influence each other. The following quote highlights
how one specific resource or experience element can significantly affect other
experience elements, even to their perceived detriment.

And I just felt kind of … ripped off by the teaching staff and the way that the course was
done, because you know, if the teacher gets things wrong, then what sort of hope do we
have? (Harry, male)

It should be noted that the above illustration depicts a low degree of engagement,
or even negative engagement with the lecturer. Engagement has been recognised to
vary in degrees of intensity in consumer contexts (Vivek et al. 2012; Bryson and
Hand 2007), and also in its positive or negative valence (Hollebeek and Chen
2014). However, an understanding of the impact of the degree of intensity and
valence in engagement has rarely been discussed in an educational context.
Although this is beyond the scope of discussion in this study, our findings reflect
this variation in engagement.

Table 1 (continued)

Cognitive
engagement

Affective
engagement

Behavioural
engagement

Social
engagement

University A
represents.”
(Helga, female)

think, you know,
overall I’m very
proud to be a
University A
student.”
(Harry, male)

238 J. Conduit et al.



Engagement with the Narrow Service System (Course)

The classroom environment is often considered the primary vehicle for student
engagement from an educational perspective (e.g. Taylor et al. 2011). We define
this classroom and course experience as the narrow service system with a specific
educational purpose (i.e. reflective of the content of the class). All enrolled students,
lecturers and educational materials and activities designed for the class reflect this
narrow service system. Consistent with this, students recognised the interaction and
engagement at the course level was an essential part of their engagement in the
learning experience. Within the narrow service system of the course undertaken by
the student, engagement occurs as evidenced in the following quotes:

I love the class. Maybe, I was really lucky, because I heard quite a number of horror stories
about [the course]. … I was lucky in the sense that it wasn’t just my group mates that were
really awesome, it was everyone in the class, and everyone was participative … Best
tutorial class in my opinion, because it really gets the students to engage and couple of
games, and it was fun (Lars, male)

This quote also highlights again the participatory and contributory role that stu-
dents play in shaping their own education experiences and outcomes. Consistent with
a service-dominant logic perspective (Vargo and Lusch 2008), classroom interaction
as manifestations of co-created value directly shape engagement levels. In this case,
all four elements of cognitive engagement (the game challenge), emotional
engagement (the fun part), social engagement (the personal exchanges), and beha-
vioural engagement (everyone participated) surfaced. Although students that were
engaged with a course routinely reported higher levels of motivation and participa-
tion, regular participation itself was not akin to being engaged per se in the course.
This supports the notion in the literature that engagement is beyond a behavioural
concept and requires an accompanying psychological connection to the focal object,
as is highlighted in the following example with low engagement intensity.

Well with the subject you just want to get something done, you know, like you do the
research, you reference, you start writing, but there’s not always a real passion for what
you’re completing, you know. Like sometimes it’s like okay, it’s part of the coursework,
it’s a requirement, but it’s not necessarily something that I would do on my own accord.
(Greg, male)

Engagement with the Broad Service System (University)

Engagement at the institutional level is not only an aggregate of engagement with
the multiple touch-points within it, but manifests as a direct engagement between
the student and the institution itself. Akin to the notion of engagement, students
spoke about their participation in activities at an institutional level and the emo-
tional bond with the institution that arose from that interaction.
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You don’t want to just feel like a number, you want to feel like you really are part of the
University and … I haven’t felt like that until my last semester, where I’ve actually started
to get involved with the University and to receive some recognition for that. (Lisa, female)

Students also expected that the institution, at an aggregate level, would seek to
engage with them as an individual reflective of the interactive aspect of
engagement.

They again see students as individuals who are achieving things as opposed to just a
number to attend class. It kind of … it seemed like University A had a real pride in their
students and was really motivated to get them noticed by you know if not industry then
other contacts, I think, so the recognition I think was really important for me. (Helga,
female)

A key theme identified at all levels of engagement, but most prevalent at the
institutional level, was the recognition of the resources that were provided with
which the student could interact to achieve their learning outcomes. Students often
spoke about the institutional facilities and support services which assisted their
endeavours to engage.

I think University A has to know that, has to know that some students don’t have the
initiative to start off with… and through university, you know, student skills and initiatives
should slowly be built up […] I think initiative stems from being comfortable in your own
environment, and if you can … make it more comfortable for students, having those
resources, having say, you know, counselling services where students can go … and
classrooms where students feel comfortable in, then they’ll start to engage (Harry, male)I
think the thing that changed for me was at the Village it was very easy to do work because
there were so many silent zones and all this kind of stuff,… I don’t know, I still don’t use
the computer labs, but I don’t know it’s just… it feels like a bit more of a… like a learning
supporting environment. And nothing changed except my attitude I suppose towards Uni.
(Nerea, female)

Consistent with the resource-centeredness of service-dominant logic, students
clearly leveraged resources to create better university experiences. The resources
provided by the university create opportunities for learning experiences and value
perceptions to emerge. Through these resources and subsequent experiences,
engagement levels are both enacted and impacted.

Interdependence of the Engagement Layers

Preliminary evidence suggests that the layers of engagement are interdependent,
with engagement at the personal level and within the narrow service system (the
course) building to a greater sense of institutional level engagement. Thereby some
resources or reference objects can be more important than others, but ultimately all
have the potential to contribute to overall engagement. Indeed, due to the embedded
nature of the focal objects (i.e. the lecturer is employed by and part of the insti-
tution), engagement at one level will partially build engagement at the broader
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level. This can be achieved without direct referral to the broader engagement level,
as described below.

I think when you had a good tutor or a good lecturer that really made a connection… When
you got a personal relationship with one of those, either the tutor or the lecturer, by
extension you felt a bit more a part of University A. (Helga, female)

Similarly, students speak of emotional engaging with the course, and as a
consequence slowly building this into a greater sense of engagement across the
institution.

University’s not just for the teaching, it’s also for fun and enjoyment …., slowly that
translates then into the classroom, into your learning experiences and then you slowly get a
lot more out of Uni because you want to be there as well. (Harry, male)

In the following example, the student speaks to how increased engagement with
the lecturer led to enhanced engagement with the broader institution. However, in
this instance the connection between the engagement layers was more explicit, with
the lecturer directing the student as to how he could engage at the broader service
system level.

I could actually speak to my lecturers and tutors outside of class that I didn’t realise that you
could do in the first year, so I think the fact that I could get more out of them kind of made
me feel a little bit more comfortable at university because I was getting a bit more than
these three or four years … those three or four hours a week that you would normally get.
And then, they pointed me in the direction to this function and then to that… I didn’t know
these things were an option. (Helga, female)

These quotes are indicative of the interdependent nature of the engagement
layers identified in our thematic analysis. The embedded nature of the lecturer and
course within the institutional service system gives rise to the interdependence of
the engagement objects. However, there was also evidence of clear referral and
transference between and among the layers of engagement. The interplay between
the engagement foci in this setting requires further exploration.

Table 1 provides further illustrative respondent quotes reflecting the levels of
engagement within the institution identified from our analysis. This table also
considers the cognitive, emotional and behavioural dimensions reflected within
each levels of engagement, consistent with the multi-dimensional nature of
engagement in the marketing and educational literature.

Theoretical and Educational Implications

Theoretical Implications

Our findings build on and advance conceptual engagement understandings recog-
nised in extant literature. The student respondents identified several focal objects
within an educational context with which they engage including the lecturer,
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aspects of the course, and the broader institutional, or university, level. We thus
shed significant insights on engagement as a multi-level phenomenon that varies in
depth and breadth across focal objects. Our data demonstrates that single-level
considerations might provide theoretical frameworks that are too simplistic in terms
of their potential to account for the complexities underlying the engagement
phenomenon.

We also find initial support that these levels of focal engagement objects are
interrelated with lecturers nested within courses, and courses nested within the
university service system. This contributes to the literature on student engagement
as previous studies have focussed on only one level of engagement and have not
explored the interrelated effects of engagement of different, nested, focal objects.
A multi-layered consideration of student engagement provides a richer theoretical
model and points towards challenges that need to be considered by both academic
coordinators and University administrators when allocating resources for student
engagement at all levels.

Consistent with recent literature in educational, organisational and marketing
literature, which has conceptualised engagement as a multidimensional concept, we
identified cognitive, affective and behavioural dimensions of engagement within the
institutional environment. However, our data clearly identifies a fourth dimension:
social engagement. The identification of social engagement extends the engagement
construct to capture the students’ willingness to engage in personal interactions and
social exchanges with their peers and their lecturer. Hence, we propose an updated
definition of student engagement with captures this important and distinct
dimension:

A student’s willingness to invest their own cognitive, emotional, social and behavioural
effort to interact with resources related to their education experience.

Importantly, our findings demonstrate a four-dimensional conceptualisation of
student engagement is consistently identified at each level of engagement within the
institution, providing further support for its relevance and applicability within the
student engagement literature.

Educational Implications

Universities need to be cognisant of engaging students through all touch-points in
the learning experience. Academic staff should be knowledgeable about how to
facilitate effective student interactions and engagement and receive feedback on this
aspect of their performance. Particularly the awareness and understanding of the
need to facilitate cognitive, emotional, behavioural and social engagement com-
ponents as an individual and also within their service system (i.e. the course and its
content) seems crucial. Course designs may adopt more active learning pedagogies
and/or the use of technologies to foster increased personalisation and interaction;
however, this should be dependent on the student cohort and educational content. In
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addition, given the prevalence of social engagement identified in this data, edu-
cators should further consider the role this plays in determining value in the stu-
dents’ learning experience.

At an institutional level, consideration needs to be given to the facilities (much
like was introduced by Professor Quester at the University of Adelaide), supporting
services, and extra-curricular activities of the university. Indeed, all touch-points
across the university seemingly contribute to a student’s engagement with the
institution and their learning experience and hence strategies to enhance student
engagement need to be holistic and implemented at a senior level within univer-
sities. For universities it is important to design engagement environments that
facilitate meaningful experiences across resources and service system contexts.
Ideally, the different engagement reference objects positively reinforce each other in
terms shaping and triggering individual and overall engagement levels.

Future Research Directions

While this study provides important conceptual and qualitative insights, practice
(i.e. lecturers, university managers etc.) and theory would be benefit from further
quantitative analysis. For example, researchers could study whether the engagement
dimensions (cognitive, affective, behavioural and social) discriminate within a
university context and whether students are able to discriminate in quantitative
research between different engagement levels. This in turn would require further
operationalisation of some of the engagement constructs at each of the identified
levels.

Further exploration of the interconnected nature of the levels of engagement is
also warranted. The influence and combined effect of engagement at each level and
their interconnectedness deserves empirical investigation. Does the magnitude and
intensity of engagement differ through each focal object and how does the level of
engagement at each level influence engagement across other levels and in aggre-
gate? Longitudinal effects of individual and narrow service system engagement
should be explored and the impact on the broader service system depicted.

In addition, consideration should be given to the nomological network of student
engagement; with mutual and independent antecedents and consequences of
engagement at each level considered and the interdependence and mutual devel-
opment among the engagement levels considered. Attention should also be given to
the nature of student dis-engagement, its causes, and the pathway to establish
re-engagement.

In contexts where there is an established national or institutional mandate for
student engagement assessment, the effect of these programs on engagement
policies, engagement strategies and their related outcomes should be examined at an
institutional and aggregate level.
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These findings provide educators and university administrators with a greater
understanding of the notion of student engagement, which will hopefully make a
difference to the students’ educational experience.
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Abstract In the knowledge economy, Higher Education Institutions (HEIs) are
facing increasingly competitive environments. On the one side knowledge is now
produced in a variety of organisations, so therefore universities are no longer the
only producers or sources of knowledge. Universities are also competing with other
education providers due to the growing offers of commercial education providers
with a strong vocational dimension, and the emergence of new technologies in the
higher education market offering virtual programs (Ferreira et al. 2007). Against
this background HEIs are now operating in markets where it is imperative for them
to make usage of marketing instruments if they want to succeed and remain sus-
tainable. In this vein, the two core activities of HEIs, research and education, are
addressing different markets and target groups. Consequently HEIs need to apply
marketing, its toolbox and instruments to be successful in those markets, and they
need to be entrepreneurial to access them. In this paper the markets for research in
HEIs are examined more closely. The paper describes the particularities of a
Marketing approach for science and recommends a comprehensive
“Science-to-Business Marketing” approach, exhibiting and combining knowledge
from different Marketing disciplines.
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Introduction

Higher Education Institutions (HEIs) are seen as a crucial element of a functioning
regional innovation system (Freeman 1987). Modern regional economic develop-
ment places the university in a more prominent role (Gunasekara 2006) in both
innovation and human resource value chains of industry (Wilson 2012). The HEI
has become an integral component of an entirely entrepreneurially oriented inno-
vation process for the benefit of society (European Commission 2005; UNESCO
2002–04) and is playing an increasingly important role in the innovation chain.

The notion of the university as an entrepreneurial organisation has gained a great
deal of attention within the international collegiate landscape in recent years
through the concept of the entrepreneurial university (Etzkowitz 1983; Davey
2015). The entrepreneurial university paradigm incorporates the central role that
universities have assumed in regional development (Woollard et al. 2007), and has
been subsequently used by policy makers, academics and practitioners to describe
those universities succeeding in their ‘third mission’ (Lambert 2003), this being the
capitalisation of knowledge.

Encapsulating the understanding of the entrepreneurial university taken in this
paper, Shane (2005) positions the entrepreneurial university, with its research
mission, as a quadrant within the innovation matrix (Bouette 2004) and conse-
quently as part of a market-oriented process (Laine et al. 2008). Universities are
assigned a significant role in the innovation process and regard their influence on
the other three quadrants (industrial R&D, industry cluster, and technology) as
extremely strong and indispensable. This view that universities are an essential part
of the innovation process has been adopted by a growing number of authors (Pavitt
2001; Etzkowitz and Leydesdorff 2000; Etzkowitz 1998; Franco and Haase 2010).

Given that value chain integration involves a market-orientation, an active
market-driven commercialisation of research is necessitated. The fact that business
thought and action are growing factors in the organisation of higher education is
evidence of this. For example, the application of business tools such as controlling
the balanced scorecard, or the value chain, to HEIs requires a reconsideration and
analysis of the factors that determine the use of these tools or even makes their
application possible in the first place (Plewa et al. 2006; Baaken and Kesting 2009).

Engagement with HEIs’ entrepreneurial orientation and the attendant acceptance
of markets within the collegiate environment make marketing a task of the uni-
versity’s business orientation (Bok 2003). Representing the growing
market-orientation of HEIs, this article will focus on the role of marketing in
universities that behave entrepreneurially and show that this role is an important
one for modern and entrepreneurial universities which want to succeed in their
markets (Baaken et al. 2008).
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Entrepreneurial Universities Are Market-Focussed

A core characteristic of the entrepreneurial university is research cooperation and
commercialisation, a concept generally referred to as knowledge and technology
transfer (Liyanage et al. 2009). The term ‘knowledge and technology transfer’ itself
implies that knowledge and technology are transferred from a provider to a recipient
(Corsten 1987; Audretsch 2002; Walter 2003). In other words, scientific research is
transferred from a supplier to a customer.

The expression ‘knowledge and technology transfer’ therefore actually implies
the existence of a market, as an exchange in the sense of a service and reward
(financial or payment in kind) ensues. This can be described as a market for
research services (research market). In scientific or academic literature, it is not
uncommon to find terms such as ‘producer’ or ‘provider’ for originators of
knowledge and technologies, or ‘user’ or ‘taker’ for the recipients of knowledge
and technologies (e.g. Astor 2003; Walter 2003).

However, a transfer from a university to real-world practice can only occur if the
object of the transfer meets a need, and if the customer recognises a benefit in
adopting it. Therefore, the starting point for a successful transfer should be to take
into consideration the needs and interests of potential users (Kesting 2012). This
ensures that the research transfer is orientated towards the interests of both parties.

In the terminology of Gibbons et al. (1994), there is a noticeable change in the
generation of knowledge at universities and higher education colleges from ‘Mode 1’
(theoretical knowledge) to ‘Mode 2’ (application-orientated knowledge). In their
opinion, scholarship is currently undergoing a transitionary period, which will result
in a new understanding of what is meant by the word. In order to make this epochal
change more easily understood, the authors differentiate between traditional schol-
arship and post-traditional scholarship. In the former dominant model of reference,
research is predominantly carried out within a self-referential academic framework,
whereas in the latter, research is carried out in collaboration with clients or users
in order to work out problems and co-develop solutions (Knie et al. 2002; Gouthier
et al. 2006).

Etzkowitz and Leydesdorff (2000) also see a change in the academic system, and
depict it in their ‘triple helix’ model as being a new kind of triple interaction
relationship between science, industry and politics, shown in Fig. 1.

According to the authors, this represents the key to innovation in a
knowledge-based society (Etzkowitz and Leydesdorff 1997; Leydesdorff 2000;
Leydesdorff and Etzkowitz 2001; Etzkowitz 2004). The stronger relevance of
knowledge in the innovation process across broader society leads Martin and
Etzkowitz (2000) to the theory that knowledge arising in the universities as part of
the information society will become the motor of the economy and of society as a
whole. The triple helix concept aligns closely with the concept of the entrepre-
neurial university described earlier (Davey 2015).

Correspondingly, Slaughter and Leslie (1997) state that there is a transnational
trend in respect to HEIs towards ‘academic capitalism’. In their study of the US,
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Canadian, British and Australian higher education systems, they show that the
shortage of public resources will lead to the more business-orientated establish-
ments and marketing strategies increasingly gaining in importance.

On top of this Shane (2005) and Audretsch and Keilbach (2004) assign the
entrepreneurial university a considerable role in the innovation process, and see
their influence on industry, clusters and technologies as being extremely high and
effective. In recent years, this thematising of the university as an entrepreneurial
organisation, coupled with an actively market-driven commercialisation of research,
has found increasing resonance in the international higher education sector (e.g.
Berger 2008; Baaken and Plewa 2004; Kesting 2012).

The rise of this “entrepreneurial university” approach establishes novel per-
spectives within organisations, which entitles the consideration of marketing and
management issues in the thinking and actions of academics (Kesting et al. 2014,
p. 8). For example, universities now focus on creating more sustainable relations
between organisations, an objective pursued under a relationship marketing per-
spective, and depicted by the stairway model to strategic partnerships (refer to
Fig. 2). The stairway model is a research-based tool developed by the
Science-to-Business Marketing Research Center (STBMRC) (Dottore et al. 2010;
Kliewe et al. 2012) to guide universities’ co-operators from their initial contact up

Fig. 1 Triple helix model (Etzkowitz and Leydesdorff 1995, p. 31)
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to the formation of a strategic partnership. This strategic partnership level entails a
deeper relationship between partners (Kesting et al. 2014).

In this vein, the concrete application of marketing strategies and instruments in
higher education management becomes also part of the debate on higher education
establishments’ entrepreneurial orientation, which leads to the introduction of
marketing as an essential component of the entrepreneurial university.

A market-oriented entrepreneurial university applies also to traditional missions
of the university, such as its “education mission”. Following this approach, uni-
versities are required to accomplish their duty and, as well, meet stakeholder’s
expectations.

On the one hand, universities need to meet students’ expectations by preparing
them for the economy in which they will operate, (Galloway et al. 2005). On the
other hand, industry is increasingly demanding universities provide the right pro-
fessionally trained graduates. This means the development of closer and more
efficient cooperation with industry and the wider economic world to match the
supply and demand for the skills needed in the knowledge economy (Wagner 2012;
Davey 2015).

Fig. 2 Stairway model to strategic partnership (Science-to-Business Marketing Research Centre
2010, p. 100)
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Science-to-Business Marketing Crucial for Entrepreneurial
Universities

Science-to-business marketing is the term used to describe the advent of
market-orientated entrepreneurial modes of thought and behaviour in universities
and other research institutes (Baaken 2013). It is characterised by academic and
scientific stakeholders actively seeking customers (users, applicants, clients) for
their research results and services, and conveying them in return for suitable reward.
Especially when the research undertaken is already orientated towards the needs of
the market and the potential benefits for later users, the entrepreneurial universities’
offerings satisfy businesses’ market expectations, meaning that transfer is smooth
and successful (Baaken 2007).

The term ‘science-to-business marketing’ therefore covers all those activities
which (Baaken 2013):

• give knowledge and technology transfer a new conceptual basis due to the
orientation towards the market and customers, and

• serve to build up, develop and manage relationships between research institutes
and business undertakings (in the broadest sense of the term1), in the sense of
forging stronger partnerships in future.

To achieve this, science-to-business marketing borrows from three different mar-
keting disciplines: university marketing (in the sense of being the marketing agent),
knowledge marketing (the object being marketed) and business-to-business mar-
keting (the marketing’s target group), shown in Table 1.

The following three sections clarify these borrowings, which go to make up
science-to-business marketing: transfer attempts from university marketing, a dis-
cipline that is still at an early stage of its development, from the novel area of
knowledge marketing, and finally from the well-established arena of
business-to-business marketing (Baaken et al. 2005).

How Science-to-Business Marketing Borrows from University
Marketing

The divergence of university marketing2 from traditional marketing is a result of the
fact that universities are not typical ‘businesses’. Their academic members and staff

1‘Business undertaking’ in its broadest sense also encompasses non-profit organisations and public
bodies. However, we will here make a distinction between public bodies as ‘recipients (clients,
customers, applicants), as opposed to them as institutions for funding research.
2In literature, university marketing is often understood to mean acquisition marketing (of highly
qualified staff, or more specifically, university graduates) by businesses, as part of their staff
recruitment processes (e.g. Wefers 2008 and many others). However, this interpretation is not used
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have a wide-ranging freedom when it comes to shaping their openly defined fields
of activity. Such levels of freedom would be unthinkable in business organisations.
They form a relevant target group and can be embedded into market-orientated
processes.

In universities, the focus today, with a certain level of implicitness, is increas-
ingly on the importance of brand development, of strengthening their profile, on the
university’s ‘customers’ and of the importance of the deployment of university
marketing (Pappu and Quester 2013). These developments do not always sit so
easily with the university tradition, whose origins are in the ‘Humboldtian’ ideal,
the freedom of research and teaching and the freedom of scholarship that is
enshrined in institutional constitutions. This requirement for higher education
establishments to orientate themselves towards the market and the customer goes
against the grain of the longstanding understanding that research and teaching are
traditionally explicitly decoupled from market considerations.

At present, the frameworks that higher education establishments have to work
within, and the range of tasks that they carry out, are being considerably changed by
the world of politics, in respect of:

• Expansion of universities’ autonomy, accompanied by an expectation of an
expanded spectrum of tasks,

• Benchmark-based allocation of funds, at the same time accompanied by
reductions in public funding,

• Evaluation of the universities and their performance parameters.

In the same vein national and international competition for students, qualified
lecturers, cooperation partners and third party funding is also increasing.

Universities are reacting to this and making their management and marketing
more professional. This process of professionalisation is making deep inroads into
the universities’ structures and processes. For example, the universities’ finance
systems are being changed from public-budget management to cost-performance

Table 1 Marketing disciplines as suppliers of competencies for science-to-business marketing

Science-to-business marketing composition

Discipline University
marketing

Knowledge marketing Business-to-business
marketing

Focus The marketing
agent

The object being marketed The marketing target
group

Process Who is doing the
marketing?

What is being marketed? Who is the recipient of the
marketing?

Agents Universities,
research institutes

Knowledge, technologies,
results of research, findings

Businesses, organisations
in a broader sense

(Footnote 2 continued)

in this paper. In this case, the application of marketing used by universities for the purposes to
market academic services such as courses and research results.
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accounting systems. HR departments and personnel development systems are
gaining ground. Marketing specialists are recommending that universities apply a
marketing philosophy (Bok 2003; Marcure 2004), and are even demanding that
they demonstrate a consistent orientation towards the needs of the market (Meffert
2007; Baaken 2013).

Furthermore, Meffert (2007) defines the characteristics of unified university
marketing at the most widely differing levels of university management:

• Philosophical aspect: conscious orientation towards needs
• Segmentation aspect: target-specific market cultivation
• Strategic aspect: determination of a long-term action plan
• Organisational aspect: organisational enshrinement of the concept
• Action aspect: application of marketing instruments in a way that is appropriate

to the objectives

Meffert (2007) hereby addresses the needs of target groups. His view implies
that universities’ range of services be orientated towards these needs, and that they
should go beyond the purely communicative activities to which universities’
marketing publications have hitherto been dedicated.

In other countries, this approach is something that has been discussed for a long
time, and has indeed partly crept in. American universities are at the pinnacle of
these developments towards innovative university marketing. Indeed, the imple-
mentation of a marketing approach is already well established across a spectrum
Anglo-American universities (Balmer 2001; Binsardi and Ekwulugo 2003).

A university’s services and markets can be divided into core services (research,
teaching and transfer of knowledge and technology) and the services that go beyond
these. These include further training, promoting students’ social interests, interna-
tional cooperation with other universities, as well as the pastoral and supportive
services (student advice bodies, social offerings, cultural offerings…). Therefore,
from a marketing perspective, the university provides its customers with a core
benefit and an additional value. According to Müller-Böling (2007), higher edu-
cation establishments are comparable to multi-product firms. They provide different
services to different groups of customers.

Whether the term customer can be used for all of a university’s target groups and
interest groups is however open to discussion. This is because their diversity is
considerable and they display unique differences. What is recognisable from this
statement is that there are external and internal target groups. The external core
target group of science-to-business marketing comprises organisations (in the
broadest sense) that acquire research services or results. Those are usually busi-
nesses, but can also be non-commercial organisations, including public institutions,
public authorities or public service organisations.

Virtually all publications on university marketing concentrate on the
communi-cation side of the marketing process. They are therefore not dedicated to
the plane of strategic marketing, but focus instead on a rather operative branch of
marketing. In terms of content, this literature stream essentially tackles the objec-
tives of market presence, visibility, recognition and awareness, along with attaining
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these objectives using communication instruments and channels (Brüser 2006; Voss
2009; Siebenhaar 2008). Other publications embrace research marketing or
knowledge marketing (University Dortmund 2003; Mager et al. 2003; Merten
2009), or Obermaier’s publication on research to business. The latter stakes the
claim that it contributes new theories (or theoretical components) to research or
university marketing. However, this work too stalls at the action level of com-
munication (Obermaier 2009).

It is remarkable that these publications firstly deal with (just) communication and
secondly are targeted to the general public, forming part of a communication policy,
as if they were a greater part of the instruments required for university marketing.
Notwithstanding the importance of communication, the public only has an indirect
function as the universities’ target group. It is not the primary recipient of
science-to-business marketing, since its representatives do not directly pay for
research. But in the sense of public relations work, this group can definitely be the
recipient, in order to achieve political results. Nevertheless, the public cannot be
regarded as universities’ customers, as they do not obtain any direct services. The
primary target group is potential students, and in the sense of science-to-business
marketing—as explained above—particular industries.

How Science-to-Business Marketing Borrows
from Knowledge Marketing

The term ‘knowledge marketing’ covers the marketing of knowledge and its
transfer to third parties in exchange for financial payment or payment in kind. In
developed industrial countries it forms the economic basis for the country’s future.
Not without reason is the future knowledge-based economy regularly referred to as
the vision and orientation of a sustainable economic system.

Knowledge is also important on the micro-economic level, because knowledge is
one of the most important resources that a company has. Its creation and devel-
opment are therefore a central role of management (Schmitz and Zucker 2003; Sjide
v.d. and Ridder 1999). From an economic view, knowledge can be described as all
“…investment-related, explicative, intrinsic, cognitive mental constructions…”
(Rode 2001, p. 11). It therefore demonstrates an explanatory function; it is verifi-
able and consists of insights, know-what, know-why, know-how and know-who
(Rode 2001).

Surprisingly, there is hardly any literature dealing with the marketing of
knowledge. However in contrast, there is an abundance of literature that covers the
term ‘knowledge management’. This limited to businesses’ internal dissemination of
knowledge, and does not tackle the passing on of knowledge to external recipients in
exchange for remuneration. Even Kuhn’s work on “Marketing auf konzerninternen
Wissensmärkten” (How to market knowledge internally on corporate organisations’
markets) deals entirely with businesses’ internal markets (Kuhn 2003).
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According to Rode, knowledge marketing should be understood as a
commodity-specific sub-discipline (Rode 2001). Knowledge commodities can be
defined as “…all products and services whose main aim is that a recipient of the
knowledge (who need not be the direct client) communicates with a knowledge
bearer for the purposes of transferring knowledge.” (Rode 2001, p. 13).

According to this, the separation of knowledge from other commodities is a
result of its purpose and not the results obtained. Furthermore, Rode also names
three peculiarities of knowledge commodities that serve to differentiate them further
from economic commodities: a knowledge commodity is dependent on the recip-
ient, as the recipient himself influences how it is used. Additionally, the transfer of
knowledge is by its nature very time-consuming. The third characteristic property is
that the knowledge bearer and his knowledge can only be protected against
unauthorised disclosure, reproduction or use with great difficulty (Rode 2001).

Figure 3 provides an overview of the structure of a knowledge market, its
commodities and stakeholders. In a knowledge market, providers can be businesses
or institutions. Stakeholders in the area of pure research, whose objective is
knowledge that does not yet exist, comprise researchers in universities, public
research institutes and large companies, for example. Application research and
development research are however based on existing knowledge. The aim of these
types of research is to develop it further, for example by developers and engineers.
On the other hand, the area of practical knowledge is based on knowledge that has
already been applied, and on the provider’s side, is represented by experienced
consultants or staff in businesses and public authorities.

Therefore, knowledge marketing, as applied to the object being marketed, has a
shaping influence on science-to-business marketing.

Fig. 3 Structure of a knowledge market (Baaken 2004b, p. 7)
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How Science-to-Business Marketing Borrows
from Business-to-Business Marketing

The term ‘business-to-business marketing’ primarily describes a market in respect
of its stakeholders and the relationships that exist between them.

Demand generated by the end-customer or consumer triggers a resulting chain of
demands that has a considerable influence on the business-to-business market.
There are both decisive similarities as well as decisive differences that must be
taken into account when looking at both markets as a unified whole. Even though
an important difference is that, in business-to-business marketing, businesses act in
the role of purchasers, the decisions themselves are made by human beings (Kotler
and Pfoertsch 2006). These individuals take risks in their decisions that are of both
a professional and personal nature.

However, the procurement process in business-to-business markets is clearly
more rational and structured than in consumer goods markets (Baumgarth 2012).
Individuals responsible for purchasing decisions in business-to-business markets
follow the needs of their own business, and must be able to justify their decisions to
co-workers in the company (Pförtsch and Schmid 2005; Brennan et al. 2014).

Because of the comparably high personal risks, for example due to technological
innovations, purchasers have to rely above all on their own experience.
Furthermore, their decisions are based on the trust that they have in a provider.
Business-to-business marketing deals mostly not with the acquisition of individual
products, but of comprehensive solutions to problems that have been specially
tailored to individual customer requirements (Pförtsch and Schmid 2005; Backhaus
and Muehlfeld 2005).

To adapt business-to-business marketing mechanisms into a theory that can then
be transferred to HEIs, it makes sense to categorise the interaction processes
between buyers and sellers in business-to-business markets (Pförtsch and Schmid
2005; Medlin 2004). Literature contains a great number of supply-orientated or
demand-orientated categorisation approaches and typologies, which are researched
in the context of their various classification criteria. These include, for example,
product characteristics, processing levels and the perceived complexity of products.
With many of these typologies, the transaction is in the foreground (transaction
approach). The typology of business-to-business transactions of Kleinaltenkamp
and Plinke (2002) devotes itself to two dimensions of observation: (i) the frequency
of repeated procurement processes between the market parties, and (ii) the ‘inter-
activity’ or intensity of the cooperation between the partners.

The above-mentioned transactions in business-to-business markets are generally
characterised by uncertainties on both sides when it comes to the decision-making
process. The high complexity of the products and services, along with the associated
reciprocal integration of the business partners into the value-adding process, make a
reliable, comprehensive assessment much more difficult, on the part of the supplier
as well as the entity making the demand (Medlin 2004). This has the effect that, to
compensate for any uncertainties that may arise, there is greater resort to experience
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and trust considerations. The latter is also characterised by image, brand and the
existing business relationships (relationship approach) (Pappu and Quester 2013).

Both the transaction approach and the relationship marketing literature have an
effect on science-to-business marketing. Individual transactions between business
partners can also be found in technology transfer. In this environment, trust is
established as a primary concept. Several authors have presented in the literature
dealing with the private sector, the positive effect of trust on performance in general
and on the utilisation of research in particular (e.g. Farrelly and Quester 2003).
Trust becomes even more relevant in the context of transfer from university to
industry, given the uncertainty involved in collaborating with a party from a dif-
ferent sector (Plewa et al. 2005).

The transaction approach is then used to provide theoretical support for a
‘knowledge and technology transfer’. Alongside this, science-to-business marketing
represents a second pillar to the relationship-marketing concept, since it increas-
ingly signifies a long-term connection between the partners at a strategic level.

Dealing with Internal Target Groups in Science-to-Business
Marketing

From the relational and services marketing perspective, authors have also reported
on the importance of individuals (champions) engaging in relationship development
with industry partners, where the time spent in building and cultivating the rela-
tionship is important for commitment (e.g. Howell et al. 2005; Plewa and Quester
2008).

However, building and cultivating relationships is not a natural role for aca-
demics, so this issue represents one of the peculiarities of science-to-business
marketing. From this perspective, science-to-business marketing is a
“2-sided-marketing” endeavour. This means that the external (potential) clients are
only one target group to consider. S2B Marketing has to deal also with internal
target groups, which are key players in this process. Academics, researchers and
administrative staff are not prepared for working together with external parties since
this is not part of their career criteria for promotion.

As opposed to commercial enterprises, in which staff are primarily behind the
business’s marketing objectives, the academic system is not market-driven, but
knowledge-driven. Researchers do not pursue their careers so as to be able to
establish relationships with business and work together with them. Instead, they are
driven by the academic pursuit of knowledge, and not uncommonly, have visions of
a technological or academic breakthrough. Their job satisfaction therefore comes
predominantly from tasks whose content is largely self-defined. The conveyance of
knowledge to students is a part of this.

However, an intrinsic motivation to collaborate with external organisations
cannot be discounted per se. In the context of science-to-business marketing,
however, the readiness and willingness to cooperate with the business sector often
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needs some initial encouragement (e.g. Baaken 2007; Sijde v.d.; Cuyvers 2003).
This can take the form of argumentative persuasion, agreement about objectives,
but also from incentives offered by university heads or management teams (Frey
and Neckermann 2008).

As a result of universities engaging in activities beyond to what they tradi-
tionally do, managing a balance between general academic duties and activities of
collaboration with industry is a challenging task (Jones-Evans 1997). In this
respect, “time” is also a valuable resource for academics and should be considered
as part of an incentives system. This assignment of time as a resource can be in the
form of a reduction in teaching workload, allocation of human resources, such as
student assistant hours, or space, among others.

In any case only a target-orientated incentives system, along with clearly worked
out benefits for university members, can provide the basis for a successful
university-business cooperation (Osterloh and Frey 2008; Davey et al 2011; Baaken
2013).

Discussion and Conclusion

Science-to-Business Marketing Driving Knowledge
and Technology Transfer in the Entrepreneurial University

Over the last thirty years especially, knowledge and technology transfer has been
the subject of much discussion and academic discourse, with the literature focusing
more on obstacles and difficulties (e.g. Atzorn and Clemens-Ziegler 2010) than in
drivers for University-Business-Cooperation (Davey et al. 2011). Only very few
publications focus on drivers (Fernand and Cohendet 2001; Plewa 2010) for
University-Business-Cooperation. Clearing away obstacles and barriers will not
result in a smooth, trouble-free transfer. However if drivers are strong enough they
will easily overcome all barriers. This paper has set up an enlightened focus on
drivers, the adoption of marketing principles and instruments being some of them.

Just as is the case with businesses, if a modern university is to contribute in a
more meaningful way to society, the university’s market-orientated strategy must be
based on information about the market. Market research and market analysis
self-evidently belong to the range of marketing tasks, and therefore also to uni-
versity marketing. Nevertheless, universities do not generally have a
market-orientated culture, and the level of experience in dealing with market
research and market analysis is low. Very often, strategies are simply formed on the
basis of assumptions, and not on verified, ‘defined’ circumstances. So far, needs
assessments, market potential analyses, studies on the universitys’ awareness levels
and image, customer satisfaction measurements and customer loyalty analyses have
not made any headway in higher education establishments (Baaken 2004a).

From the viewpoint of a research institution in future, they will need to develop
an understanding of the market that recognises processes and addresses these
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expectations and the various interests involved. This understanding of the market
should include, on the one hand, the services (products and services) of the research
institute itself, and on the other, it should also include a customer-orientated transfer
of the services. Early recognition and acceptance of the various interests and needs,
as well as taking them into consideration even during the knowledge creation and
development process, forms the starting point for a market orientation in
science-to-business marketing.

This understanding of the market entails a focus not only on processes, but also
on outcomes and impacts, as well as the benefits experienced by individuals or
institutions involved in this transfer (Franco and Haase 2010). These improved
outcomes, can include a range of tangible and intangible benefits such as improved
teaching, or increased income from research (Davey et al. 2014).

Early involvement of the customer in the development process goes hand in
hand with a change in the traditional transfer process. Whereas academic or sci-
entific achievement was once mostly isolated from potential user markets, the new,
collaborative model connects academia and business right from the moment that the
decision is made to begin a research project (Kesting 2012). At this point, both
parties determine which research content will be worked on and how it will be
methodically targeted. The involvement of the market in the knowledge creation
process and new technologies factors in specific applications and potential right
from the very beginning, and therefore creates a prerequisite for successful intro-
duction to the market later.

An important finding in science-to-business marketing in relation to the transfer
is that this does not represent a one-sided transfer of scientific knowledge from the
university to the business. It is much more the case that there is a reciprocal
exchange, that is to say, an interaction between both stakeholders, and for which on
the research side, the practical consideration remains very much in the foreground.
Businesses therefore provide the researchers with all the information that they need
in order to be able to match the service that they provide to the requirements of the
organisation making the request. In other words, the process secures the market
relevance of scientific findings even before the research process or the research
itself has begun (Holtkamp et al. 2005; Kröcher 2005).

The transfer of knowledge and technology also includes the tacit conveyance of
experience, knowledge of the (potential) interactions between different technolo-
gies, and application know-how from operational practice in the institution
undertaking the research. This is how (strategic) partnerships in business/science
relationships come into being (Baaken 2010).

A Summary of Theses

The summary of this paper is made through four theses:

Thesis 1 Science-to-business marketing creates its own individuality based on
special features taken from three areas: the entity carrying out the marketing
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(university or research institute), the object of the marketing (research) and the
nature of the market (business as customer), together with high levels of uncertainty
when it comes to decision making, which is due to the asymmetry of knowledge.

Thesis 2 Science-to-business marketing therefore diverges from the topic area of
university marketing. This applies especially to the traits of the entity undertaking
the marketing (the peculiarity of the university as active agent), from knowledge
marketing, the object being marketed (the peculiarity of the object being marketed),
and from business-to-business marketing, the target group of business, with its
complex decision making processes (peculiarity of the market).

Thesis 3 The business-to-business marketing´s transactional approach focuses on
individual business transactions and their special market mechanisms. From this
perspective, the transfer of knowledge and technology will be aligned to market
demands. In this respect, the business-to-business marketing concept and rela-
tionship marketing offer potential for science-to-business marketing.

Thesis 4 One of the primary peculiarities of science-to-business marketing is that
an organisation that was traditionally never orientated towards markets must now at
least in part orientate itself to them, as in future it will need to compete. This
reorientation must take place within a framework of change management, both on
an organisational level (processes and structures) as well as at the individual level of
the university members. This change can occur as a result of changes in attitude and
behaviour (for example, through an incentive system) induced either internally or
by third parties. ‘Internal marketing’ therefore plays a decisive role.
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Abstract The prevalence of innovation networks is ever increasing, with the role of
universities in national innovation systems increasingly being emphasised. This
chapter investigates the use of an innovation management application (IMA) by the
technology transfer office of a university-focused innovation network that focuses on
commercialisation of technologies developed by university researchers. Innovation
process performance emerged as an important mediator between characteristics of
the innovation management application (compatibility of the technology, perceived
ease of use and perceived usefulness) on attitude towards the technology, and toward
the intermediary’s innovation orientation and service quality. Our research addresses
marketing issues in the innovation context by relying on IMA as a means for
fostering the underlying processes. Furthermore, the results extend the emerging
literature on innovation process performance by not only establishing its relevance
for an innovation network context but also by demonstrating its role as a mediator
between IMA characteristics and attitude towards technology. The chapter con-
cludes with an outline of managerial implications and future research directions.
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Introduction

Innovation is increasingly moving beyond organisational boundaries and occurring
within inter-organisational networks, given scarce research and development
(R&D) funding and shorter product life cycles (Bunn et al. 2002). These innovation
networks comprise groups of organisations including government, business,
research institutes and universities (Möller and Svahn 2009; Rampersad et al.
2009). Marketing and innovation literatures emphasise the need for firms to col-
laborate with other organisations in achieving strategic innovation outcomes
including the development of new products and services (Möller and Svahn 2009;
Rampersad et al. 2009). To ensure the effectiveness of innovation networks, authors
points out the necessity of more research on the factors driving innovation process
performance, including those pertaining to service innovation within networks
(Salunke et al. 2011; Soosay and Chapman 2006).

A stream of research has emerged noting the role of intermediaries in innovation
networks in bridging research and business throughout the innovation process
(Yusuf 2008). Such intermediaries may engage in a broad range of activities
throughout the innovation process and contribute to reaching the planned outcomes.
With numerous literature contributions dealing with the different roles of inter-
mediaries such as technology transfer offices (Gassmann et al. 2011) and mecha-
nisms through which intermediation occurs (Yusuf 2008), our current
understanding of these actors within an innovation network remains limited, leading
to growing calls for further research in this area (Gassmann et al. 2011).

In a higher education context, university technology transfer offices (TTOs) are
commonly expected to take over the role as intermediaries coordinating and sup-
porting research commercialisation (Wood 2011; Perkmann et al. 2013). As service
providers, they support researchers, students and doctoral candidates in making use
of the university’s innovation network potential (Kesting and Wurth 2015). As part
of their service offering, TTOs have started to engage technology, such as inno-
vation management applications (IMA), for innovation processes. Existing litera-
ture has not been based on strategic innovation process oriented technologies like
IMAs but have focused on tactical technologies used in operations such as radio
frequency identification systems (RFID); global positioning systems (GPS); point
of sales (POS); electronic data interchange (EDI) (Bendoly et al. 2007). However,
there are calls for more attention to be placed on strategic technologies like IMAs in
supporting the link between research and development (R&D) and marketing in
commercialising new technologies (Chapman et al. 2003).

This study is therefore pertinent as it focuses on such IMAs which serve to
support these processes. They are important with respect to fostering relational
advantages for organisations both internally and externally (Lengrand and Chartrie
1999), thereby enabling a holistic approach to commercialisation. Yet, their ability
to improve innovation process performance and contribute to perceptions of the
TTO remains unknown. Universities are increasingly identifying the need to
innovate to contribute to economic and regional development, particularly given the
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decreasing levels of public R&D funding, requiring the need to build relationships
with other organisations (Patel et al. 2012). While they may focus on commer-
cialising technologies that lead to either product or process innovations in industry,
the process of innovation by which they commercialise these technologies are of
increasing interest.

In particular, researchers are yet to examine what drives network actors’ per-
ceptions of such organisations in an innovation network context. In this respect,
perceptions of innovation orientation and service quality are deemed critical.
Innovation orientation can be defined as the openness of an organisation to new
ideas and its capacity to change through the adoption of new technologies, skills,
resources, and systems (Chen et al. 2009a; Siguaw et al. 2006). Given its impli-
cations for sustained customer demand, perceptions of value, loyalty and com-
petiveness, service quality has been attracting considerable attention from both
researchers and practitioners. Benefits arising from high levels of perceived service
quality include service loyalty (Bitner 1990), word of mouth intentions
(Parasuraman et al. 1991), service acceptance (Olorunniwo et al. 2006) and will-
ingness to pay a price premium (Zeithaml et al. 1996).

An important outcome of innovation processes surrounding service innovation is
the perceived service quality and whether perceived service quality with a focal
innovation is higher than before. TTOs service both inter- and intra-organisational
groups, by not only focusing on external clients in the business and government
communities but also by servicing researchers, students and other actors within the
university. Such a complex approach requires an integrative view of marketing per-
spectives, previously described as organisational marketing (Kesting et al. 2014).
Despite the prolific research on service quality and its benefits on an organisational
level, scholars in a technology context have tended to examine the service quality of
the technology-based service rather than of the organisation (i.e. Carlson and O’Cass
2010). In particular, technology represents a strong facilitator of effective and efficient
service delivery as it provides customers and employees with tools to optimise the
service experience (Bitner et al. 2010). However, service quality is yet to be con-
ceptualised and tested in an innovation network domain where IMAs are employed.

Hence, our chapter addresses the following research question: How does an IMA
implemented by a TTO impact on innovation process performance and service
quality perceptions within innovation networks? With hypotheses developed next,
our empirical study examining the users’ perception of an IMA implemented by an
Australian TTO is discussed. We finalise our chapter by outlining conclusions,
implications and future research directions.

Hypotheses Development

Compatibility has been shown to be an important driver of technology adoption in a
business-to-consumer context (Liang et al. 2007). It is defined as the “degree to
which the innovation is seen as consistent with potential users’ existing values,
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previous experiences, and needs” (Wu and Wang 2005, p. 721). The greater the fit
between the individual’s work style and a technology, the more likely acceptance
will be (Saaksjarvi 2003). In our research, this means that if the IMA is perceived to
be well-suited to the individuals’ current way of working, they are more likely to
regard it as useful and, consequently, become motivated to integrate it into their
current work routines (Meuter et al. 2005). Increased compatibility reduces the
efforts required for technology adoption, suggesting that individuals might view the
technology as easier to use than one that is not compatible with their respective
working habits (Chau and Hu 2002).

Perceived ease of use is the “degree to which a person believes that using a
particular system would be free of effort” (Davis 1989, p. 82). While the impact of
perceived ease of use on technology adoption has been well documented, its role in
the technology acceptance research remains controversial, as the nature of a tech-
nology, task or related service may influence its perceived ease of use (Fang et al.
2005). Perceived usefulness is “the degree to which a person believes that using a
particular system would enhance his or her job performance” (Davis 1989, p. 320).
A technology is expected to be highly useful when a potential adopter believes that
there is a direct relationship between use and productivity, performance, effec-
tiveness or satisfaction (Lu et al. 2003). Another relevant aspect is a user’s attitude
towards technology, defined as an evaluative summary judgment or predisposition
to respond either favourably or unfavourably to a computer system and software,
staff, or procedures related to it (Hong et al. 2008; Melone 1990). In work settings
where innovation network partners from different organisations collaborate in
technology usage, IMA use is likely to be voluntary. Under such conditions,
technology acceptance and usage is only likely to ensue when users hold favourable
attitudes towards it (Liker and Sindi 1997), suggesting the need for including
attitude as a relevant construct in this research. Therefore:

Hypothesis 1: Compatibility is positively related to IMA’s perceived ease of use
(H1a) and perceived usefulness (H1b).

Research has conceptualised and confirmed the direct effects of ease of use and
perceived usefulness on attitude towards a technology in multiple contexts (Davis
1989). While demonstrating general applicability, it should be noted that both
antecedents, ease of use and perceived usefulness, are very broad in their con-
ceptualisation and have primarily been tested in individual user contexts without
considering the manner in which they operate in networks. With multiple actors
engaging in innovation, it is likely that an actor’s attitude towards a technology
supporting collaborative innovation processes depends on individual perceptions
concerning innovation outcomes rather than merely on the perceived IMA char-
acteristics, even if these are perceived to support individual efforts. That is, drawing
on social cognitive theory (Compeau and Higgins 1995), the ease with which an
IMA can be used and its usefulness for individual work effectiveness may posi-
tively impact on innovation development by driving individual actions. However,
the individual’s attitude towards the technology is likely to depend on the actual
outcome of using the technology within the innovation network; for example,
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whether suitable industry partners have been engaged and if the outcome of
commercialisation in actually leading to a successful product or service.

This outcome can be measured by using innovation process performance, which
refers to whether the commercialisation pace of new products or services is
accelerated; and whether new products or services are developed, are profitable and
enhance market value (Chen et al. 2009b; Rampersad et al. 2012a). Despite
growing calls for research on better performance measures to assess innovation
processes within networks (Soosay and Chapman 2006), the construct of innovation
process performance is yet to be tested empirically within the context of innovation
networks (Rampersad et al. 2012b). Based on these considerations, we thus
hypothesise that:

Hypothesis 2: Perceived ease of use is positively related to innovation process
performance.
Hypothesis 3: Perceived usefulness is positively related to innovation process
performance.
Hypothesis 4: Innovation process performance is positively related to attitude
towards the IMA.
Hypothesis 5: Innovation process performance mediates the associations between
IMA characteristics (ease of use [H6a] and perceived usefulness [H6b]) and attitude
towards the IMA.

In further conceptualising innovation process performance in a network, we note
that research has yet to examine its association with the perceptions of intermediaries
in the innovation processes. For example, while previous research has investi-
gated the adoption of innovation orientation (Simpson et al. 2006), it has omitted the
role such orientation can play for intermediaries within a network context. We
expect the success in innovation development to positively influence the perception
of the TTO. The greater such success, the more likely the involved actors will
perceive the TTO as innovation-oriented. Therefore, we hypothesise that:

Hypothesis 6: Innovation process performance is positively related to the perceived
innovation orientation of the TTO.

Whilst considerable research is devoted to improve our current understanding of
service quality (Brady and Robertson 2001), there is a paucity of studies concerning
its role in innovation domains. Specifically, research has yet to examine whether the
provision of an IMA in innovation networks helps to improve the users’ perceptions
of the service quality offered by the intermediaries involved. While the services
marketing literature converges in relation to the importance of perceived service
quality, many conceptualisations and measurements of this construct exist. Brady
and Cronin (2001) developed a framework aimed at integrating earlier divergent
perspectives. It suggests that service quality entails three dimensions, namely
interaction (functional), outcome (technical) and physical environment quality.
Hence, if an intermediary utilises an IMA as an extension of its service provision, a
positive attitude towards the IMA is likely to transfer to the intermediary. This is
consistent with the work of Dabholkar (1996), who finds that attitude towards a
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technology is directly related to service quality when technology-based self-service
options were used by customers in a fast-food domain. The argument also aligns
with research on self-service technologies (Liljander et al. 2006). Hence, we
hypothesise that:

Hypothesis 7: Attitude towards the IMA is positively related to perceived service
quality of the TTO.

Despite Hurley and Hult (1998) pointing out the necessity to explore the impact
of innovation orientation on perceived service quality more than 15 years ago, the
relationship between a firm’s innovation orientation and perceived service quality
remain under-researched in innovation networks (Chen et al. 2009a). With inno-
vation central to the network facilitated by the intermediary, a positive evaluation of
the intermediary’s emphasis and attention to innovation is likely to positively affect
service provision evaluations. This reasoning is consistent with Simpson et al.
(2006), who offered a comprehensive analysis of innovation orientation outcomes
and propose a number of market advantages arising from innovation orientation,
including a positive impact on company image and reputation (Simpson et al.
2006). Hence, we propose that:

Hypothesis 8: Innovation orientation is positively related to perceived service
quality of the TTO.

Method

Research Context and Sampling

Our research focuses on a newly developed IMA, which had recently been
implemented at a mid-sized Australian university, namely by its TTO. This TTO
promotes exchange and partnership between university actors and external entities
and aims at fostering engagement of relevant stakeholders throughout the innova-
tion process and in general. The IMA in question constitutes a web-based platform
that has been successfully commercialised and facilitates information exchanges
amongst the members of an innovation network project as well as flexible planning
and reporting mechanisms for innovation portfolios. The underlying environmental
conditions reflect a typical scenario in which a TTO is embedded in the university
and acts as an intra-organisational service provider. In addition, due to its emphasis
on promoting interaction between members of the innovation network, the IMA
implemented by this Australian TTO was deemed a suitable technology for
investigating the factors impacting on innovation process performance and service
quality perceptions within innovation networks.

The relevant population of IMA users comprises in total 100—students, uni-
versity researchers and university’s TTO staff members. A sample size of 100 is
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deemed suitable for the relevant structural equation modelling analysis technique
that will be applied (Hair et al. 2006), as discussed in Sect. 4. Students represent the
largest user group. 65 students extensively used the IMA over the period of one
semester as they worked on the commercialisation of an idea as part of an inno-
vation management course. In addition to students, 22 university researchers
employed the IMA for managing their commercialisation projects and engaging
with the TTO at the time of data collection. The third group included in the
population comprises 13 TTO staff members that routinely engage with the IMA.
Having sent out the questionnaire, we achieved a rather high response rate of 68 %.
The final sample is composed of 57 students, nine TTO staff members and two
researchers.

Construct Operationalisation

Existing and validated measurements for all constructs were adapted from extant
literature to the current context. Specifically, the framework entails four constructs
relating to technology and its connection with the user: compatibility, ease of use,
perceived usefulness and the attitude towards the technology. The measurement of
compatibility with the technology reflects the extent to which the technology is
compatible with an individual’s work practices and preferences (Meuter et al.
2005). Much of the extensive work examining perceived ease of use and perceived
usefulness have adopted scales developed by Davis (1989), also employed here.
Similarly, we conceptualise attitude towards the technology in line with research on
technology adoption models (TAM), measured as seen in Taylor and Todd (1995).

Innovation process performance refers to the advancement of new products and
services (Chong et al. 2011), considering the level of perceived development and
profitability as well as the extent to which the innovation provides market value
(Chen et al. 2009a, b; Rampersad et al. 2012a). The firm-related constructs are
based on marketing and innovation literatures. Service quality of the TTO was
captured by a global measure of quality based on Dagger and Sweeney (2007) and
Brady and Cronin (2001). Hence, rather than focusing on individual aspects or
separate episodes of service delivery, the measure takes a cumulative perspective,
asking respondents about their general perceptions of the TTO’s service. Regarding
innovation orientation, we employ the measurement proposed by Chen et al.
(2009a) (see Appendix for the complete list of construct items included in the
framework).

Construct Reliability and Validity

Construct reliability was confirmed using Cronbach’s alpha (α) (Cronbach 1951)
and composite reliability scores (Diamantopoulos and Siguaw 2000), all of which
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are 0.90 or higher (Table 1). Average Variance Extracted (AVE) was employed to
test for convergent validity (Fornell and Larcker 1981), with all scores above the
required 0.5. Finally, discriminant validity was substantiated as the highest shared
variance emerged as higher than the AVE scores (Fornell and Larcker 1981). With
proven construct reliability and validity, composite scores were created for further
analysis (Farris et al. 1992). As detailed in Table 1, results demonstrated acceptable
construct reliability and validity.

Discussion

Hypotheses were tested with Structural Equation Modelling (SEM) principles using
AMOS 19. SEM is advantageous in this context as it enables the analysis of
complete and complex models (Kline 2005). To allow its use despite a small sample
size, we employed composites scores and utilised bootstrapping, a re-sampling
procedure which derives confidence estimates based on numerous sub-samples of
the original sample (Kline 2005). The results reported below were also confirmed
by linear regression analysis using SPSS, confirming that the sample size did not
affect the results. The analysis shows a model that fits the data well (χ2: p > 0.05, χ2/
df = 1.20, RMSEA = 0.05, GFI = 0.94, TLI = 0.98, CFI = 0.99, NFI = 0.93).
Overall, the model explains 65 % of the variance in the firm’s perceived service
quality.

As shown in Fig. 1 and Table 2, all hypotheses are supported. Compatibility of
the technology has a strong positive impact on perceptions relating to the tech-
nology, including its perceived ease of use and usefulness. In particular, compati-
bility explains a strong 53 % of the perceived usefulness of the IMA. Hence,
whether an IMA is seen as useful depends to a great extent on whether users
perceive a close alignment between their current way of working on the one hand,
and the IMA on the other. This finding contributes to the literature by substantiating

Table 1 Reliability, convergent and discriminant validity scores

Construct No. items α pη AVE Highest λ2

Compatibility of technology 3 0.90 0.90 0.74 0.61

Perceived ease of use 3 0.90 0.90 0.74 0.24

Perceived usefulness 4 0.97 0.97 0.87 0.61

Attitude towards technology 3 0.91 0.92 0.79 0.50

Innovation process performance 3 0.94 0.93 0.83 0.50

Perceived service quality 3 0.94 0.94 0.85 0.65

Innovation orientation 4 0.95 0.94 0.80 0.65

α = Cronbach’s alpha (Cronbach 1951)
pη = Composite reliability (Diamantopoulos and Siguaw 2000)
AVE = Average variance extracted (Fornell and Larcker 1981)
Highest λ² = Highest shared variance (Fornell and Larcker 1981)
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the association between compatibility and perceived usefulness identified in a
consumer context (Koenig-Lewis et al. 2010; Wu and Wang 2005) within an
innovation management context. Furthermore, it illustrates the importance of
considering the users’ work routines and customs in the design of technology aimed
at supporting intra-organisational innovation processes.

Researchers argue that the compatibility of a technology with an individual’s
working habits is particularly critical if repeated performance of a particular role has
reinforced specific work customs and patterns of behaviour (Chau and Hu 2002).
As our sample primarily comprises students, this reasoning does not explain our
findings. These students represent early career innovation managers lacking
long-established work behaviour patterns. Rather, our findings suggests compati-
bility as critical for IMA adoption independent of the length of practice, empha-
sising the importance of considering behavioural work patterns and working habits

Compatibility
of technology

Perceived
ease of use

Perceived
usefulness

Innovation
process

performance
Innovation 
orientation 

Perceived
service
quality

Attitude 
towards 

technology
.43***

.73***

.25*

.54***

.63***

.26*

.21**

.74***

Fig. 1 Path Model

Table 2 Path model results

Hyp. Independent variable Dependent variable Standardized
Effects

Critical
ratio

1a Compatibility of
technology

Perceived ease of use 0.43 3.88***

1b Compatibility of
technology

Perceived usefulness 0.73 8.69***

2 Perceived ease of use Innovation process
performance

0.26 2.49*

3 Perceived usefulness Innovation process
performance

0.54 5.28***

4 Innovation process
performance

Attitude towards
technology

0.63 6.84***

6 Innovation process
performance

Innovation orientation 0.26 2.24*

7 Attitude towards
technology

Perceived service quality 0.21 2.96**

8 Innovation orientation Perceived service quality 0.74 10.21***

χ²: p > 0.05, χ²/df = 1.20, RMSEA = 0.05, GFI = 0.94, AGFI = 0.87, TLI = 0.98, CFI = 0.99,
NFI = 0.93
*p < 0.05; **p < 0.01; ***p < 0.001
Results are based on Bootstrap = 500; 95 % confidence level
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when arranging the use of technology in networked innovation management
contexts.

Both ease of use and perceived usefulness impact innovation process perfor-
mance, supporting H2 and H3, with IMA’s perceived usefulness showing a stronger
impact than ease of use. Hence, the more the IMA is seen to increase work
effectiveness and productivity, the more positive the individuals’ evaluations are
relating to the innovation project. This means that ease of use and perceived use-
fulness drive innovation advancement by fostering actions that lead to an acceler-
ated commercialisation pace and/or improved product development. In turn,
innovation process performance positively impacts attitude towards the technology
(H4), as shown by a strong path coefficient of 0.63. This finding may be explained
by the context, which entails a strong emphasis on work performance. This means
that the achievement of a positive outcome within the innovation network will
determine whether the individual user develops a positive attitude towards the IMA.
Moreover, considering the integration of multiple actors, these actors use the out-
come relevant for the network (i.e. the innovation process performance) as a key
driver for their attitude towards the IMA.

Given the integration of innovation process performance as a mediator into the
commonly investigated associations between perceived ease of use and perceived
usefulness on attitude towards the technology, further analysis of this mediating
role was undertaken. Based on Barron and Kenny (1986), perceived ease of use,
perceived usefulness and innovation process performance significantly impacted on
attitude towards technology individually (0.42, p < 0.000; 0.52, p < 0.000; 0.64,
p < 0.000, respectively). However, the direct paths between the independent vari-
ables and attitude towards technology became insignificant once innovation process
performance was included into an overall framework. Hence, innovation process
performance is shown here to fully mediate the central paths of the technology
acceptance model, confirming H5.

Embedded in the network context of this study, the results support the proposed
association between innovation process performance and the perceptions of an in-
novation orientation of the TTO in the innovation network (H6), providing insight
into the drivers of such perceptions. Research has investigated the relevance of
innovation orientation, an organisational resource commonly investigated at an
organisational level, for innovation outcomes of the firm (Simpson et al. 2006).
However, this study provides an initial examination that the level to which an
innovation is seen as developed, profitable and valuable in the marketplace impacts
on perceptions of the network actor responsible for innovation management. Hence,
it broadens our understanding by going beyond the organisational unit of analysis:
Outcomes of collaborative activities enhance perceptions relating to resources,
which are embedded in the network (Baraldi et al. 2007), and thus may positively
impact on other actors and joint activities.

Results further show that a positive attitude towards the technology fosters the
perceived service quality of the TTO implementing the IMA (H7). These findings
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contribute to the literature by surpassing a common focus on technology usage
intentions or actual usage (Chau and Hu 2002; Meuter et al. 2005) and endorsing an
association between attitude towards technology usage and performance on an
innovation project as well as on the perception of central actors within the network.
This extension is critical as it validates the benefits of IMA adoption at both a
project and organisational level in an innovation network.

Perceived service quality also emerged as dependent on the respondents’ per-
ceptions of the TTO’s innovation orientation, supporting H8 with a path coefficient
of 0.74. While earlier research has confirmed the relevance of innovation orienta-
tion as an organisational resource for achieving competitive advantage and firm
performance (Chen et al. 2009a; Matzler et al. 2010), customer perceptions
resulting from such resource have not been considered previously. This is despite
attitudes such as perceived service quality being known to improve loyalty and
word-of-mouth behaviour as well as service acceptance (Olorunniwo et al. 2006).

Conclusion

Scholars have been seeking to develop a comprehensive understanding of inno-
vation networks and their success factors, taking into account some of the inherent
challenges, such as the diversity of the actors’ goals (Corsaro and Snehota 2011).
We contribute to the discussion by examining the impact of an IMA on innovation
process performance and service quality perceptions within a university-focused
innovation network. The university TTO served as the intra-organisational service
provider in this context.

This research improves our understanding of the importance of compatibility in
the innovation context, confirming a particularly strong relevance for perceptions of
usefulness, which in turn emerged as a strong predictor of innovation process
performance. Furthermore, our contributions extend the emerging literature on
innovation process performance by not only establishing its relevance for an
innovation network context but also by demonstrating its role as a mediator
between IMA characteristics and attitude towards technology. This mediating
relationship reflects an important feedback loop as the adoption of a technology not
only impacts on performance but this performance, in turn, subsequently impacts on
attitude towards the technology and orientation and perceptions of service quality.
Adopting IMA in organisational networks can instead maximise network exter-
nalities and innovation development efficiency (Troshani and Doolin 2007;
Troshani et al. 2011). Importantly, this research directly addresses recent calls in the
literature for research providing a better understanding of the role of and impact of
boundary-spanning actors (Gassmann et al. 2011), as perceptions relating to the
innovation orientation and perceived service quality of TTOs in an innovation
network context have remained under-researched.
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Managerial Implications

As shown in our research, when choosing an IMA and encouraging its adoption
within a network context, emphasis should be placed on the extent to which the
technology fits with the way actors work. That is, these actors should assess the
extent to which an IMA fits with existing systems, processes, and practices
(Troshani et al. 2011). Not only does compatibility directly impact on perceived
usefulness, but it also indirectly impacts on innovation performance. This is likely
to be challenging in innovation networks, as it brings together a multitude of actors
(Rampersad et al. 2009), most of whom are likely to differ not only in their
innovation goals but also in their ways of working (Plewa et al. 2005).
Intermediaries should evaluate and foster identified drivers of service quality per-
ceptions. Our results show that perceptions of innovation orientation are partly
formed by innovation process performance. However, TTOs may also seek to
further build and communicate their innovation orientation across networks.

Limitations and Future Research Directions

Despite its contributions, our research suffers from some limitations. First, the
sample largely consists of student respondents. While student samples may affect
the external validity of the study, they were deemed suitable as these students not
only represent one important IMA user group in university contexts, but they also
worked on real-life innovation projects with viable and realistic commercialisation
outcomes. Nevertheless, a replication of the study across different IMAs, TTOs and
across countries is recommended to test for generalisability. Second, based on these
findings, additional qualitative surveys among the IMA users would allow
researchers to establish in-depth insight regarding the implementation of IMAs in
different contexts and the mediating role of innovation process performance on
technology and firm-related outcome factors as discussed here.

To sum up, our research serves as an important first step for validating relevant
measures as well as proposing and testing a conceptual model in examining the use
of technology in fostering innovation process performance and in turn improved
service quality in an intra-organisational context.

Appendix: Measurement Items

Variable and items used (all measured on 7-point Likert scales)

Compatibility of technology (α = 0.90)
Using [the technology] is compatible with my way of working

Using [the technology] is completely compatible with my needs
(continued)
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