
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 ISBN: 978-1-5108-1586-5 

AMA Summer Educators' 
Conference 2015 

Chicago, Illinois, USA 
14-16 August 2015 

 

AMA Educators Proceedings Volume 26 

Improving Business Practice Through 
Marketing Insight 



Printed from e-media with permission by: 
 

Curran Associates, Inc. 
57 Morehouse Lane 

Red Hook, NY  12571 
 

 
 

Some format issues inherent in the e-media version may also appear in this print version. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Copyright© (2015) by American Marketing Association 
All rights reserved. 
 
Printed by Curran Associates, Inc. (2016) 
  
For permission requests, please contact American Marketing Association 
at the address below. 
  
American Marketing Association 
130 E. Randolph St. 
22nd Floor 
Chicago, IL 60601 
USA 
 
 
Phone:  (800)AMA-1150 or (312)542-9000 
Fax:  (312)542-9001 
 
www.ama.org 
 
 
Additional copies of this publication are available from: 
 
Curran Associates, Inc. 
57 Morehouse Lane 
Red Hook, NY 12571 USA 
Phone:  845-758-0400 
Fax:      845-758-2634 
Email:   curran@proceedings.com 
Web:     www.proceedings.com 



TABLE OF CONTENTS 
 
 
 

TECHNOLOGY ISSUES AND MARKETING COMMUNICATION 
 
Insights into Television Program Viewing: Free-to-Air Vs Online Streaming............................................................................................ 1

Georgina K. Alcock, Paul Z. Wang, David S. Waller 
 

Do Consumers Always Follow “Useful” Reviews? The Interactive Effect of Ewom Valence and Usefulness on 
Consumers’ Purchase Decisions ..................................................................................................................................................................... 13

Libo Liu, Yanli Jia 

 
PRICING AND SUSTAINABILITY ISSUES IN MARKETING COMMUNICATIONS 
 
The Multidimensionality of Personal Involvement Inventory and its Relationships with Self-Identity and Customer 
Loyalty: An Empirical Examination of Sustainable Apparel...................................................................................................................... 20

Tracie Tung, Harold F. Koenig 
 

It Ain’t Easy Being Green (Or Is It?): The Strength in Green Marketing ................................................................................................ 24
Amiee Mellon 

 
EFFECTS OF AD CONTENT AND MARKETING ORIENTATION 
 
Internal Marketing Orientation: Its Impact on Employee Performance and Deviant Service Behavior .............................................. 27

Mujahid Mohiuddin Babu, Jikyeong Kang 
 

The Impact of the Use of Religious Symbols in Advertising on Cnsumer Attitudes................................................................................. 32
Morris Kalliny, Salma Ghanem, Brett Boyle, Matthew B. Shaner, Barbara Mueller 

 

Quality of External Communications from the Employee’s Perspective – Scale Development and its Impact on 
Employee Brand Behavior............................................................................................................................................................................... 37

Matthias Holzer, Verena Batt, Manfred Bruhn 

 
THE EFFECTIVENESS OF PROMOTIONAL APPEALS 
 
The Role of Fit and Presentation Format in Multiple Celebrity Endorsement......................................................................................... 41

Ravi Pappu, Sik Chuen Yu 
 

Analyzing Diversity in Marketing Imagery: Unidimensional and Intersectional Approaches ............................................................... 43
Ahir Gopaldas 

 

The Role of Anger and Activation in the Context of Consumer Reactions to Comparative Advertising Based on 
Attribute Versus Price Comparisons ............................................................................................................................................................. 45

Silke Bambauer-Sachse, Priska Heinzle 

 
PERSUASIVE AND AFFECTIVE INFLUENCES ON MARKETING COMMUNICATIONS 
 
Why More Space is not Always Better? The Effect of Empty Space on Persuasion................................................................................. 49

Canice Man Ching Kwan, Xianchi Dai, Robert S. Wyer 
 

Do Sexy Mouthwash Ads Leave a Bad Taste Behind? An Exploration of Sexual-Self Schema and Perceived 
Product-Positioning Fit as Determinants of Female-Targeted Sexual Advertising Efficacy ................................................................... 53

Mark Mayer, Plamen Peev 
 

Persuasive Message Effects in Nonprofit Advertising: Using an Integrated Theoretical Model to Better Understand 
Donor Intentions ............................................................................................................................................................................................... 55

Eric Van Steenburg 
 

Shifting Positions: An Exploration of Young Women’s Interpretations of Sex Appeal in Advertising ................................................. 60
Alexandra Rome, Stephanie O'Donohoe, Susan Dunnett 

 
NEW PERSPECTIVES ON CHANNELS OF DISTRIBUTION IN DYNAMIC MARKETS 
 
What Factors Influence a Firm's Willingness to Continue in an Internet Based Two Sided Market? .................................................. 63

Argha Sen 
 

Value Appropriation in Dynamic Environments: An Analysis of Digital Marketing Channels ............................................................. 64
Anthony Asare, Cristian Chelariu, Thomas Brashear, Iddrisu Awudu, Anthony Asare 

 

Does Market Structure Matter? The Role of Market Competitiveness in Trade Promotions ................................................................ 66
Joo Hwan Seo, Bumsoo Kim 

 
 
 



INNOVATION AND NEW PRODUCT/SERVICE DEVELOPMENT IN BUSINESS MARKETS 
 
Supplier-Initiated Ingredient/Component Branding: Why and When Do Some Suppliers Implement an IC 
Branding Strategy and Others Do Not?......................................................................................................................................................... 72

Abdullah M. Aljafari, Tom J. Brown, Abdullah M. Aljafari 
 

Does NPD Outsourcing Influence Product Quality and Product Recall Outcomes? An Empirical Investigation in 
the Automobile Industry .................................................................................................................................................................................. 75

Tracey A. Swartz, Kartik Kalaignanam, Tarun Kushwaha 
 

Thinking Beyond the Black Box: A Network View on Out-group Organizational Learning and Innovation ...................................... 79
Zhenning Xu 

 
RELATIONAL ASPECTS OF BUYER-SELLER PARTNERSHIPS 
 
A Negative Consequence of Good Connections with Rivals: Empirical Evidence from China............................................................... 93

Jin Won Lee, Xina Yuan, Zhaoyang Guo, Lulu Zeng 
 

How Manufacturer Satisfaction with Supplier Performance Is Influenced by Upstream and Horizontal 
Relationships: Solidarity, Openness, and Conflict........................................................................................................................................ 97

Hyungoo Ko 
 

Vertical Restraints and Channel Relationship Dissolution in Franchise Systems ..................................................................................118
Kersi D. Antia, Erik A. Mooi, Vishal Kashyap, Gary L. Frazier 

 
COOPERATION, CONTRACTS, AND ENGAGEMENT IN BUSINESS MARKETS 
 
Market Knowledge, Specific Assets and the Magnitude of Formal Contracting in International Buyer-Supplier 
Relationships ...................................................................................................................................................................................................122

Umar Burki 
 

The Benefits of Cooperation and Coordination between Buyers and Suppliers: Knowledge and Product Innovation .....................125
Jeanine Chang, Julie Juan Li   

 
THE DARK SIDE OF CONSUMER-BRAND RELATIONSHIPS 
 
Consumers’ Reactions to Brand Failures, Role of Attachment Style .......................................................................................................128

Melika Kordrostami, Elika Kordrostami, Vahid Rahmani 
 

‘Touch Me To Attach me’ – The Dark And The Bride Side Of Brand Attachment...............................................................................131
Sascha Langner, Steffen Schmidt, Nadine Hennigs, Sebastian Fritz, Michael Schiessl 

 

Understanding Belonging Uncertainty and Ambiguity in Marketing to the Skateboarding Subculture.............................................134
Garth Harris, Peter A. Dacin 

 
INTERNAL BRANDING 
 
Targeting Applicants through Social Media Marketing - Evidence from Employer Evaluation Platforms. ......................................138

Daniel W. E. Hein, Philipp A. Rauschnabel, Isabelle Hillebrandt, Bjorn S. Ivens 
 

The Relationship Between Organizational Personality And Brand Personality, And Its Impact On The Business 
Performance ....................................................................................................................................................................................................141

Melika Kordrostami, Elika Kordrostami, Vahid Rahmani 
 

Employee Brand Understanding, Brand Commitment, and Brand Citizenship Behavior – A Closer Look at the 
Relationships between the Constructs’ Dimensions ...................................................................................................................................144

Rico Piehler, Christoph Burmann 
 

Who are you, Alma Mater? Positioning Universities on Brand Personality Dimensions ......................................................................148
Philipp A. Rauschnabel, Nina Krey, Barry Babin 

 
REVISITING BRAND EQUITY 
 
Consumer-Based Brand Equity: A Meta-Analysis .....................................................................................................................................150

Mohammad Farrokhi, James Agarwal 
 

Measuring Consumer (Fan)-Based Brand Equity in a Sport League: A Study of Turkish Soccer League.........................................152
Musa Pinar, Tulay Girard, Sinan Nardali, Sanem Alkibay 

 

Brand Strength and Financial Analyst Favorable Bias .............................................................................................................................154
Hanieh Sardashti 

 

To Pay Or Not to Pay: An Investigation of Consumers’ Willing to Pay for Genuine Brands Versus Triple a 
Counterfeits in China .....................................................................................................................................................................................157

Ling Jiang, Juan Shan 
 
 
 
 



NEW DEVELOPMENTS IN RESEARCH ON BRAND PERSONALITY 
 
Developing Brand Personality Scale for Business Media...........................................................................................................................162

Abhishek Kumar, R. Venkatesakumar 
 

The Power of Politics in Branding ................................................................................................................................................................174
Geraldo Matos, Gema Vinuales, Daniel A. Sheinin 

 

How Brand Name Sounds Metaphorically Convey Environmental Friendliness ...................................................................................178
Pradnya Joshi, Ann Kronrod 

 
CONSUMER PREFERENCES AND DECISION MAKING 
 
Olfactory and Tactile Cues in Purchase Decision-making.........................................................................................................................182

Monika Koller 
 

Forgo or Go for One? The Unavailable Effect on Consumer Decision for Non-Alignable Choice Sets ...............................................184
Jing Tian, Rong Chen 

 

A Typology of Consumer Preference Parabolas .........................................................................................................................................186
Jie Sun, Ronald W. Niedrich 

 

A Consumer-sensory Model of Flavor: Towards New Ways of Combining Sensory and Marketing Data.........................................190
Usha Pappu, Heather Smyth, Leonard Coote 

 
YOU ARE WHAT YOU WEAR: THE CONSUMPTION OF LUXURY BRANDS AND THEIR COUNTERFEITS 
 
The Aura of Luxury Brands: Young Consumers' Susceptibility to the Bandwagon Effect ..................................................................195

Shayan Shaikh 
 

Factors Affecting Attitude and Purchase Intentions Towards Luxury Brands Among Qatari Youth. ...............................................199
Dalia Farrag 

 

Revealing Psychological Insights Behind Counterfeit Consumption........................................................................................................208
Xuemei Bian, Kai-Yu Wang, Andrew Smith, Natalia Yannopoulou 

 

Validating the Materialism Scale on Indian Adolescents...........................................................................................................................210
Arpita Srivastava 

 
CONSUMERS AND SOCIETY 
 
Is It Peer-To-Peer Sharing, Collaborative Consumption, or Commodity-Exchange? A Cross Context Study of 
Different Modes of Consumption..................................................................................................................................................................230

Mohammad Habibi, Andrea Kim, Michel Laroche 
 

The Moderating Role of Social Trust on Materialism and Philanthropic Behavior...............................................................................233
Huimin Xu, Ada Leung 

 
CONSUMER ATTITUDES AND PURCHASE INTENTIONS 
 
Anthropomorphic Frame Effects of Sustainability Communication on Implicit and Explicit Attitudes.............................................236

Steffen Schmidt, Evmorfia Karampournioti, Nadine Hennigs, Sascha Hendrik Langner, Michael Schiessl 
 

Consumer Evaluation of Co-branded Product: Perspective of Construal Level Theory.......................................................................239
Nai-Hwa Lien, Chien-Wei Chen 

 

Share It Forward: The Effect of Social Couponing on Purchase Intentions ...........................................................................................241
Sara Hanson, Hong Yuan 

 
CONSUMER PERSUASION 
 
Exploring the Effects of Cognitive Effort and Product Category Exposure on Brand Switching ........................................................245

Omar P. Woodham, Mitchell L. Hamilton, Roland L. Leak 
 

Gender, Persuasion Knowledge, and Price-Quality Perceptions. .............................................................................................................248
Vahid Rahmani, Elika Kordrostami, Melika Kordrostami 

 

A Comprehensive Framework for Persuasion Knowledge ........................................................................................................................250
Vahid Rahmani, Elika Kordrostami, Melika Kordrostami 

 

The Role of Facial Expression in Emotion Regulation for Resistance to Persuasion: Web-based Facial Coding 
Field Experiments...........................................................................................................................................................................................252

Peter Lewinski, Marieke L. Fransen, Ed S. Tan 

 
SOCIAL INFLUENCE AND WORD OF MOUTH 
 
Opinion Leadership and Susceptibility to Social Influence in New Product Adoption: Does Tie Strength Matter? .........................256

Honghong Zhang, Tiong-Thye Goh, Kim-Shyan Fam 
 

Evaluating Arts Consumers’ Positive Word of Mouth ..............................................................................................................................260
Steve Oakes, Helen Oakes 

 



The Impact of Hedonic and Utilitarian Usage Benefits on Dealership Satisfaction and Word of Mouth Intentions .........................264
Jean Boisvert 

 
SELF AND IDENTITY 
 
Momentary Pain for a Lifetime of Enjoyment: Me, Tattoo-self and I .....................................................................................................270

Ilgim Dara, Ceren Ekebas-Turedi 
 

Cake or Fruit? How Consumers' Automatic and Advertisers' Instructed Mental Simulation Interact to Influence 
Healthy Choice ................................................................................................................................................................................................274

Jeffrey Hu Xie, Elizabeth A. Minton, Lynn R. Kahle 

 
CONSUMER RESPONSES TO ADVERTISING AND BRAND NAMES 
 
How the Fit of Numbers in Brand Names with Product Category Affect Consumer Reactions...........................................................278

Kunter Gunasti, Timucin Ozcan 
 

Perception Patterns of Bilingual Indian Students and Implications in Developing Ad Layouts...........................................................281
Olga Shabalina 

 

The Dominance of Moral Character on Tarnished Endorsers..................................................................................................................285
Joseph W. Chang, Yung-Chien Lou 

 
THE INFLUENCE OF VALUES, SELF-EVALUATIONS AND MINDSETS ON CONSUMER DECISION 
MAKING 
 
The Mirror Effect: How Objective Self-awareness and Emotions Motivate Cosmetic Procedure Decision Making .........................289

Atefeh Yazdanparast, Nancy Spears 
 

Effects of Predictive and Diagnostic Reasoning Mind-Sets on Omission Detection ...............................................................................293
Xiaoqi Han, Frank R. Kardes 

 

Comparing the Segmentation Bases Personal Values, Fashion Attitudes and Online Shopping Attitudes Towards 
Consumer Purchase Behavior in Online Fashion Retail............................................................................................................................298

Stefan Scheuffelen, Jan Kemper, Malte Brettel 

 
BRANDS AND CUSTOMER LOYALTY 
 
Credit Card Adoption: Antecedent or Consequence of Banking- Service Loyalty.................................................................................301

J. Paul Leavell 
 

Endogenous Congruence: Assessing Product to Become Brand Across Culture and Language ..........................................................316
David W. Pan, Alan J. Pan, Linda Clarke, Berna Mutlu 

 
THE VALUE OF CRM TO THE FIRM 
 
The Role of Felt Social Connection and Reciprocation in Consumer Relationship Marketing ............................................................331

Donald J. Lund, Christian Hinsch, Yihui Tang 
 

A Dynamic Investigation into Customer-Company Identification and Customer Satisfaction ............................................................333
Min-Hsin Huang, Zhao-Hong Cheng, Min-Hsin Huang 

 
CUSTOMER ENGAGEMENT 
 
Customer Delight: Universal Remedy or Double-Edged Sword? Investigating the Bright and Dark Sides of 
Customer Delight Strategies..........................................................................................................................................................................335

Nadine Ludwig, Sven Heidenreich, Tobias Kraemer, Matthias Gouthier 
 

Interactions Are The New Transactions: Customer Engagement As A Success Factor In Loyalty Programs ...................................338
Lena-Marie Rehnen, Marina Kull, Silke Bartsch, Anton Meyer 

 

The Effects of Individual and Brand Personality on Online Engagement ...............................................................................................341
Yana Andonova, William Diamond, Elizabeth Miller 

 

Capturing Customer Experience in Real-time: Experience Sampling Methodology Using Smartphone Technology .......................344
Alisha Stein, B. Ramaseshan 

 
THE IMPACT OF CRM ON CUSTOMERS 
 
The Effects of Customer Participation and Customer-to-customer Interaction on Affective, Motivational and 
Cognitive Service Experience ........................................................................................................................................................................347

Jake Taesu An, Liem Viet Ngo, Mathew Chylinski 
 



Beyond Customer Relationship Management: Implications for Customer Behaviors after Service Contract 
Termination.....................................................................................................................................................................................................350

Sean Yim 

 
DIGITAL MARKETING AND CUSTOMER EXPERIENCE 
 
Dynamically Managing a Profitable Email Marketing Program..............................................................................................................351

Xi Zhang, V. Kumar, Koray Cosguner 
 

An Empirical Study of Children’s Electronic Word of Mouth .................................................................................................................354
Tong Bao, Tung-Lung Steven Chang, Alex J. Kim 

 

The Moderating Role of Informational Features on Website Interactivity .............................................................................................358
Karen M. Hood, Kevin J. Shanahan, Christopher D. Hopkins, Kristina K. Lindsey 

 
CUSTOMER BEHAVIOR AND SOCIAL MEDIA 
 
Using Social Media to Boycott: An Exploratory Analysis of Twitter Feeds ............................................................................................360

Suzanne C. Makarem, Haeran Jae 
 

Understanding “Wealthie”: Deliberate Show-off on Social Media...........................................................................................................363
Makbule Eda Anlamlier, Benet DeBerry-Spence, Akon E. Ekpo, Lez Trujillo Torres, Vimviriya Limkangvanmongkol 

 

Re-thinking Online Purchases: A Netnography Analysis of Cognitive Dissonance................................................................................367
Sanjaya S. Gaur, Sheau-Fen Yap, Shilpa Madan, Jocelyn Homan 

 

What Makes Online Complaints Critical? An Analysis of Third-Party Reactions Based on Justice Dimensions and 
Social Emotions...............................................................................................................................................................................................371

Maximilian Hausmann, Antje Niemann 

 
CONSUMER DECISION MAKING AND DIGITAL MEDIA 
 
A Decision Support System for Inbound Marketers: an Empirical Use of Latent Dirichlet Allocation Topic Model 
to Guide Info-graphic Designers ...................................................................................................................................................................373

Meisam Hejazi Nia 
 

Living in a Big Data World: Predicting Mobile Commerce Activity Through Privacy Concerns .......................................................386
Nancy H. Brinson, Alexandra Doorey, Matthew S. Eastin, Gary Wilcox 

 

Would You Believe This? The Effects of Skepticism and Compensation Disclosures on Readers’ Perceptions of an 
Online Product Reviewer...............................................................................................................................................................................391

Amaradri Mukherjee, Thomas D. Jensen 
 

The Effect of Online Consumer Reviews on Attitude and Purchase Intention – The Role of Message 
Characteristics ................................................................................................................................................................................................395

Sai Wang, Nicole R. Cunningham, Matthew S. Eastin 

 
ONLINE COMMUNITIES AND SOCIAL NETWORKS 
 
Online Consumer Reviews: A Complement or a Substitute to Pre-Release Information? ....................................................................399

Christophe Bellego 
 

Knowing your Role: The Effect of Reputation Signals on Participation Intentions in an Online Community ...................................401
Sara Hanson, Lan Jiang, Darren Dahl 

 

Incentivizing Consumer Sharing in Social Media: The Role of Customer Loyalty ................................................................................404
Yueming Zou, Yuping Liu-Thompkins 

 
CUSTOMER ENGAGEMENT VIA DIGITAL MEDIA 
 
AD Skepticism and Consumer Trust in User-generated Brand Recommendations in Social Netowork Sites ....................................407

Simos Chari 
 

Identifying Online Shopping Strategies of Consumers Based on Off-site Clickstream Data ................................................................408
Daniel Schellong, Jan Kemper, Malte Brettel 

 

Creating Customer Love: How Organizations Can Engender Positive Affect, in Online Product-centered 
Communities ...................................................................................................................................................................................................411

William Paolilllo 

 
MARKETING RELATIONSHIPS IN EMERGING MARKETS 
 
Substitutes or Compliments: Relationship-based Strategy and Innovation Strategy of Private Firms in China ...............................432

Xiaoyu Zhou 
 

An Institutional Examination of Client Entertainment vs. Advertisement Spending in China ............................................................453
Francis Sun 

 



How to Build Dynamic Capability via Inter-firm Partnership Management: The Contingencies of Strategic 
Orientation ......................................................................................................................................................................................................458

Wei Jiang, Zhaoyang Guo 
 

Competing in an Emerging Market: The Roles of Dynamic Market Environments, Market Orientation, and 
Customer Satisfaction/Loyalty......................................................................................................................................................................461

Chiquan Guo, Songpol Kulviwat, Jing Zhu 

 
MARKETING ISSUES FROM DIVERSE EMERGING ECONOMIES 
 
The Poor are Aspirational Consumers: Insights from the Bottom of the Pyramid in India .................................................................463

Shruti Gupta, Pratish Srivastav 
 

Marketing Practices in Emerging Market Contexts: An Empirical Evaluation of Competing Conceptual 
Frameworks in China ....................................................................................................................................................................................465

Charlene A. Dadzie, H. Wang, W. Johnston, Kofi Q. Dadzie, Evelyn Winston 
 

Innovative Marketing and Performance of Selected Smes in Delta State Nigeria ..................................................................................468
Ireneus Nwaizugbo 

 

Effects of Product Image, Country Personality, Self-congruity and Ethnocentrism on Attitude Toward Foreign 
Products ...........................................................................................................................................................................................................487

Paul Chao, Murat Aktan 

 
GLOBAL STRATEGIC ORIENTATION AND ORGANIZATIONAL CAPABILITIES 
 
Managing Payment Transaction Costs at Multinational Online Retailers ..............................................................................................490

Robert Maximilian Gruschow, Jan Kemper, Malte Brettel 
 

An Enduring Personal Orientation or A Situational Characteristic? Examining the Nature of Cosmopolitanism ...........................494
Ronnie Gao, Yanliu Huang, Trina Larsen Andras 

 

Marketing Program Standardization: The Experience of TNCs in Poland ............................................................................................497
Silvia Martin 

 
INTERNATIONAL CONSUMER BEHAVIOR 
 
Escaping the Corner of Death? An Eyetracking Approach to Reading Direction Influence on Visual Attention and 
Memory............................................................................................................................................................................................................516

Monica D. Hernandez, Morris Kalliny, Yong J. Wang, Hong Sheng, Michael S. Minor 
 

Exploring the Indian Senior Market: Understanding the Impact of Self Confidence and Social Involvement ..................................518
Rajesh Iyer, Jacqueline K. Eastman, Ruppal W. Sharma 

 

An Exploratory Study of the Role of Culture and Locus of Attention on Escalation of Commitment ................................................521
Bernadete Ozorio, Desmond Lam 

 
CROSS-CULTURAL DECISION MAKING 
 
Consumer Decision Model of Intellectual Property Theft: A Global Perspective ..................................................................................524

James Reardon, Denny McCorkle, Vilte Auruskeviciene, Irena Vida 
 

How Do Customers React to Price Changes in Fashion E-Commerce in Different Countries? A Cross-cultural 
Approach .........................................................................................................................................................................................................526

Jan Kemper, David Heuer, Malte Brettel 
 

Local Identity Makes Me Willing to Pay More: The Sacrifice Mindset Explanation ............................................................................530
Huachao Gao, Yinlong Zhang, Vikas Mittal 

 

An Investigation of the Internal and External Determinants of Corporate Reputation ........................................................................534
Bernhard Swoboda, Cathrin Puchert, Julia Weindel, Marion Brandstaetter 

 
GLOBAL BRANDING AND SOCIAL RESPONSIBILITY 
 
Essential Prerequisite for Global Brand: A Perspective of Country of Origin Effect............................................................................537

Minhwan Lee, Yongjune Kim 
 

Buying Back Face: A Behavioral Economics Approach to Consequences of Actual and Recalled Face Loss ....................................541
Martin Heinberg 

 

Consumer Animosity: New Perspective on Sources of Consumers’ Negative Feelings..........................................................................544
Olga Butenko Moseley, Anh Dang, Hangjun Xu 

 

Consumer Social Responsibility: Is It a New Barrier for International Marketers? .............................................................................547
Jieqiong Ma, Jie Yang, Morris Kalliny 

 
 
 
 
 



LINKING MARKETING CAPABILITIES TO FIRM PERFORMANCE 
 
Differential Effects of Three Types of Marketing Capabilities on Firm Performance: The Key Role of Adaptive 
Capability in Environmental Turbulence ....................................................................................................................................................549

Huiling Guo, Hangjun Xu, Chuanyi Tang, Zhaoyang Guo 
 

The Mechanism of Outside-in Marketing Capability and Firm Performance ........................................................................................551
Jifeng Mu, Kevin Bao 

 

Customer Satisfaction in Monopolies: Does it Matter? .............................................................................................................................555
Abhi Bhattacharya, Lopo Rego, Neil Morgan 

 

Marketing Strategy Efficacy: An Interactive Model of Planning Capability and Marketing Strategy 
Characteristics ................................................................................................................................................................................................559

Kevin J. Trainor, Raj Agnihotri, Michael T. Krush 

 
MANAGERIAL MINDSETS AND THEIR CONSEQUENCES 
 
The Impact of Animosity, Ethnocentrism on Entry Mode Choice ...........................................................................................................562

Morris Kalliny, Wootae Chun, Mamoun Benmamoun, Seung Kim 
 

Myopic Management in the Context of Share Repurchases......................................................................................................................564
Daniel Willmann, Malte Brettel 

 
TURNING INWARD: MARKETING AND RELATIONSHIPS WITHIN THE FIRM 
 
Challenges of Implementing Internal Marketing Orientation: Practitioners’ Point of View................................................................568

Mujahid Mohiuddin Babu, Jikyeong Kang 
 

Coopetition: Influence on Intra-firm Social Capital and Performance ...................................................................................................572
Lisa Beeler, Nawar N. Chaker 

 
CURRENT PERSPECTIVES IN COMPETITIVE DYNAMICS 
 
From Technology Fragmentation to Consumer Segmentation: The Evolutionary Shift from Technology-Driven 
Goods to Marketing-Driven Service Competition in the High-Tech Industry ........................................................................................575

Jiyoon An, Robert E. McDonald 

 
INNOVATION AND NEW PRODUCT DEVELOPMENT: CURRENT PERSPECTIVES 
 
Is Too Much as Bad as Too Little? Market Information and New Product Advantage in Research Intensive 
Industries .........................................................................................................................................................................................................578

Anna Cui, Yazhen Xiao 
 

New Product Development, Advertising and Coupon Strategy under Debt Financing .........................................................................581
Chyi-Mei Chen, Shan-Yu Chou 

 

Myopic Marketing and Innovation Management: Insights from Credit Ratings ...................................................................................583
Daniel Willmann 

 
INDUSTRY AND FIRM IMPACT ON INNOVATION 
 
How R&D and Marketing Integration Affects New Product Success? Empirical Evidence from ICT Industry ...............................587

Dongnyok Shim 
 

How to Achieve Innovation Ambidexterity in New Product Development: A Cross Levels and Longitudinal Case 
Study in China ................................................................................................................................................................................................589

Hao Wang, Yi-Fang Chiang, Ming-Huei Hsieh 
 

A High Tide Raises All Ships: The Halo Effect of Introducing New Superstar Products on Category Assortment 
Performance ....................................................................................................................................................................................................591

B. J. Allen, Richard Gretz, Suman Basuroy 

 
THE DARK SIDE OF INNOVATION 
 
Are All Innovation Resisters Laggards? An Exploratory Study on the Idiosyncrasies, Motives and Roles of 
Innovation Resistance Leaders .....................................................................................................................................................................593

Nadine Hietschold, Ronny Reinhardt, Sebastian Gurtner 
 

Project Suspensions and Failures in New Product Development: Returns for Entrepreneurial Partners in Co-
development Alliances....................................................................................................................................................................................597

Yansong Hu, Peter McNamara, Dorota Piaskowska 
 

The Feedback Effects of Inferior Innovations: Perspectives of Brand Innovability and Consumer Innovativeness .........................600
Joseph W. Chang, Yung-Chien Lou 

 



Don’t Pester Me, Upgrade Innovation! ........................................................................................................................................................604
Yazhen Xiao, Jelena Spanjol 

 
IMPLICATIONS OF DESIGN FOR INNOVATION 
 
Mixing Physical and Virtual Realities: Implications of Augmented Reality Smart Glasses for the Management of 
Innovation........................................................................................................................................................................................................607

Philipp A. Rauschnabel, Bjorn S. Ivens, Alexander Brem 
 

Key Product Design Elements for Successful Product Development: An Exploratory Study of the Automotive 
Industry ...........................................................................................................................................................................................................610

Hitoshi Iwashita, Susumu Ohira, Daisuke Ishida, Taku Togawa, Naoto Onzo 

 
INVOLVING CUSTOMERS IN INNOVATION 
 
Generating Customer Loyalty through Crowdsourcing: Evidence from an Experimental Study .......................................................614

Matthias Schulten, Fabian Schafer 
 

Managing Firm-Hosted Online Innovation Communities: An Empirical Study of Determinants for Continued 
Participation....................................................................................................................................................................................................618

Johanna Brunneder, Marcel Paulssen 
 

Recency and Brand Loyalty of High-Technology Durables:Moderation of Consumer Heterogeneity ................................................622
Chien-Wei Chen, Nai-Hwa Lien 

 

“I Want to Buy It” Does Not Mean “I Want to Use It”: Revisiting the Effect of Status on Early Adoption Intention 
of New Products and Brands .........................................................................................................................................................................625

Kuan-Chou Ko, Jelena Spanjol 

 
RESEARCH METHODS & ANALYTICS 
 
A Social Networks Model for Categorical Data ..........................................................................................................................................628

Dawn Iacobucci, Rebecca McBride 
 

Estimating Social Inter-correlation with Sampled Network Data ............................................................................................................640
Jing Zhou, Yundong Tu, Yuxin Chen, Hansheng Wang 

 

Unpacking a Portion of Prospect Theory Using fRMI Analysis ...............................................................................................................643
Don Schultz 

 

Qualitative Marketing Research: Black Sheep Or Black Swan ................................................................................................................670
Maria Petrescu 

 
RESEARCH METHODS & ANALYTICS 2 
 
Estimating Firm Marketing Expenditure Using Publicly Available Data ...............................................................................................673

Dmitri G. Markovitch, Dongling Huang, Pengfei Ye 

 
MULTI-CHANNEL RETAILING 
 
Crosswise and Reciprocal Effects of Offline and Online Brand Beliefs and Retail Brands within Multichannel 
Retail Systems .................................................................................................................................................................................................675

Barnhard Swoboda, Julia Weindel, Thomas Foscht 
 

It Feels Softer Than It Looked Online: Contrast-Priming Effects of Touch Screen Users in Multi-Channel 
Shopping ..........................................................................................................................................................................................................679

Sorim Chung 
 

A Generation Gap? How Online Privacy Impacts Consumer Trust ........................................................................................................683
Enping Mai 

 
PRICING STRATEGY 
 
A Model of Unilateral Pricing Policy Decisions ..........................................................................................................................................685

S. P. Raj, Byong-Duk Rhee, K. Sivakumar 
 

How to Develop Cost-efficient and Customized Payment Portfolios in E-commerce?...........................................................................687
Robert Maximilian Gruschow, Jan Kemper, Malte Brettel 

 

How Payment Mode affects Seller’s Pricing Behavior? The Roles of Vividness and Cognitive Focus ................................................691
Xiaobing Xu, Rong Chen, Lan Jiang 

 
RETAIL STRATEGY 
 
The Role of Fear in Changing Consumers’ Responses to Social Density .................................................................................................695

Uwe Messer 
 



Understanding the Interdependencies Between the Segmentation Bases Personal Values, Fashion Attitudes and 
Online Shopping Attitudes in the Online Fashion Retail Environment ...................................................................................................697

Stefan Scheuffelen, Jan Kemper, Malte Brettel 
 

Consumers’ Strategies to Deal with Brand Similarity-induced Stress .....................................................................................................700
Marion Brandstaeter, Thomas Foscht 

 

Protecting Retailers against Contagion: Exploring the Shielding Role of Marketing in the Negative Spillover of the 
Target Customer Data Breach ......................................................................................................................................................................704

Saim Kashmiri, Cameron Duncan Nicol, Liwu Hsu 

 
BEHAVIORAL PRICING 
 
Pay-What-You-Want Pricing Research: Review and Propositions ..........................................................................................................708

Essi Poyry 
 

Effects of Discount Size and Temporal Orientation on Price Perception of a Pre-ordered Product ....................................................720
Amaradri Mukherjee, Subhash Jha, Ronn J. Smith 

 

Why Shoppers Spend More As They Shop Longer: A Perspective from the Self-control Strength Model .........................................724
Mark Yi-Cheon Yim 

 

How Paying with Company’s Money Affects Judgment of Price Fairness..............................................................................................726
Adam Nguyen, Juan Meng 

 
SALES FORCE INCENTIVES AND FORECASTING 
 
Dimensions and Contingent Effects of Compensation System Changes ..................................................................................................730

Arvind Agrawal, Jeff S. Johnson, Scott B. Friend 
 

Disentangling the Effects of Asymmetric Information and Overconfidence in Goal Selection .............................................................735
Erik B. Johnson, Patricia A. Norberg 

 
DRIVERS OF SALES PERFORMANCE 
 
Enhancing Salesperson Performance Through Improvisation: The Impact of Resources and Customers.........................................738

Magnus Hultman 
 

Competitive Selling: Unintended Effects of Salesperson Skepticism toward a more Credible Competing Product ..........................740
Devon Johnson, Breagin K. Riley 

 
SOCIAL SELLING AND MILLENNIALS 
 
Enablers and Barriers: A Qualitative Investigation of Millennial-Age Business Students’ Intent to Pursue Sales 
Careers.............................................................................................................................................................................................................743

Ryan McCafferty, Carlin A. Nguyen, Andrew B. Artis 
 

Rethinking Social Media’s Potential in Selling: How Social Media Literacy Relates to Sales Performance.......................................747
Melenie Bowen, Alexander Haas 

 
SALESPERSON PERFORMANCE 
 
Dual Effect of Envy on Sale's Performance-A Conceptual Framework ..................................................................................................751

Elika Kordrostami, Vahid Rahmani, Melika Kordrostami 
 

Salesperson Value Measurement for Successful Sales Force Development .............................................................................................753
Joon-Hee Oh, Wesley J. Johnston 

 

How Salesperson Opportunity Recognition Effects Sales Performance: The Important Role of Product 
Adaptability.....................................................................................................................................................................................................757

Stephan Volpers, Alexander Haas 
 

Tensions Between Strategic Adaptation and Personal Relationships in Sales Contexts - Managing Succession for 
Key Client Executives.....................................................................................................................................................................................760

Russell K. Lemken 

 
SABATAGE, REVENGE, & DISASTER 
 
Why Sabotage Customers? The Role of Moral Disengagement and Ethical Leadership ......................................................................764

Yu-Shan Huang, Rebecca Greenbaum, Julena Bonner, Cynthia Wang 
 

A Conceptual Application of Disaster Relief Services in the Context of Markets and Globalization ..................................................768
Nese Nasif 

 
CO-PRODUCTION AND CO-CREATION 
 
Examining the Conceptualization and Role of Business Models through A Service-Dominant Logic Lens........................................771

Heiko Wieland, Nathaniel N. Hartmann, Stephen L. Vargo 
 



Service Value as an Agential Co-Creation...................................................................................................................................................775
Kerimcan Ozcan, Venkat Ramaswamy 

 

Atypical Shifts Post Service Failure: Level of Co-creation Influences Future Motivation to Co-create ..............................................778
Praveen Sugathan, Avinash G. Mulky 

 
MANAGING SERVICES THROUGHOUT THE RELATIONSHIP 
 
You Might Want to Engage Your Customers, But Choose Them Wisely: The Mixed Effects of Company-Initiated 
Customer Engagement on Customer Loyalty .............................................................................................................................................781

Andreas Eggert, Lena Steinhoff, Carina Witte 

 
MANAGING THE SERVICE ENCOUNTER 
 
Customer Participation in Services: What Is or Should Be the Domain? ...............................................................................................784

Beibei Dong, K. Sivakumar 
 

The Relationship between Diversity and Unit-Level Performance in Service Establishments: An Investigation of 
Moderating Effects .........................................................................................................................................................................................786

Mahesh Subramony 

 
CORPORATE PHILANTHROPY: DONATIONS, CAUSE-RELATED MARKETING, AND CUSTOMER 
PARTICIPATION 
 
Donating to the Underdog: The Impact of Persuasion Knowledge on Strategic Decisions in a Cause-Related 
Marketing Context .........................................................................................................................................................................................806

Joshua T. Coleman, Michael C. Peasley, John A. Narcum 
 

Who Deserves What?: The Differential Effects of the “One for One” Promotional Model on Hedonic and 
Utilitarian Products........................................................................................................................................................................................818

Riley G. Dugan, Joshua J. Clarkson 
 

Conditional Corporate Philanthropy: Target Markets and Marketing Mix...........................................................................................821
Anh Dang, Olga Butenko Moseley, Hangjun Xu 

 
WHAT MAKES THEM TICK? UNDERSTANDING CONSUMERS' SUSTAINABLE ATTITUDES AND 
BEHAVIORS 
 
Going Green to Get Clean: Moral Cleansing and the Link Betweeen Materialism and Green Behaviors..........................................824

Christian Hinsch, Yihui Tang 
 

The Greener Wave of Life: Brand Experiences and Sustainability Orientation in the Cruise Industry .............................................827
Nadine Hennigs, Steffen Schmidt, Evmorfia Karampournioti, Franziska Labenz, Klaus-Peter Wiedmann 

 

Can Older Consumers’ Green Behaviour Be Explained by Their Age and Personality in the UK? ....................................................830
Sianne Gordon, Pratik Modi 

 

The Influence of Cultural and Consumption Values on Consumers’ Adoption of Public Bikesharing Scheme: The 
Mediating Role of Ethical Evaluation ..........................................................................................................................................................834

Juelin Yin, Lixian Qian 

 
HELPING GREEN PRODUCTS GROW: IMPROVING THE MARKETING OF GREEN PRODUCTS AND 
MOTIVATING SUSTAINABLE CONSUMPTION PRACTICES 
 
Do Consumers Value Responsible Products? Fair Trade Orientation And Its Impact On Product Loyalty, Price 
Premium and Buying Intention ....................................................................................................................................................................838

Sascha Langner, Nadine Hennigs, Steffen Schmidt, Klaus-Peter Wiedmann 
 

On the Influence of Impacts on Motivations in Product Second Life Practices: Theory and Evidence...............................................841
Myriam Ertz 

 
NEW PERSPECTIVES ON SOCIALLY RESPONSIBLE INVESTMENT, CORPORATE SUSTAINABLE 
PERFORMANCE, AND THE INSURANCE-LIKE EFFECT OF CORPORATE SOCIAL RESPONSIBILITY 
 
Classification and Profiling of Socially Responsible (SR) Investors: A Value-Orientation Prespective ..............................................845

Fatima Yaqub Khan, Sadia Yaqub Khan 

 
CREATING INSTITUTIONAL IMPACT IN MARKETING EDUCATION 
 
Academic Integrity, Academic Misconduct, and Credential Embellishment among Business Students .............................................852

Sohyoun Shin 
 

Are Asian Parents Superior? The Role of Self-Construal in Parental Education Spending .................................................................856
Lingjiang Tu 

 



Linking Student Satisfaction with Service Augmentation and Participation Behaviour: The Case of International 
Students in the UK..........................................................................................................................................................................................860

Tamer H. Elsharnouby 
 

On the Relationship Between Student Satisfaction with the University Experience and Co-Creation Behaviour .............................862
Tamer H. Elsharnouby 

 
SHAPING THE IMPACT OF MARKETING PEDAGOGY 
 
Lone Wolves, Self-Efficacy, and Simulations: Forming Successful Teams..............................................................................................864

Wendy Barnes McEntee, George Deitz, Eric Brey 
 

Objective: Winning or Learning? A Study of Marketing Simulation Games .........................................................................................867
Myriam Ertz 

 
ADDITIONAL PAPERS 
 
The Contingent Role of Culture: Consumer Ethnocentrism in China and U.S. .....................................................................................871

Jieqiong Ma, Jie Yang, Morris Kalliny 
 

Antecedents of Cross-channel Free-riding Intention: The Moderating Effect of Product Categories using Push-
pull-mooring Framework ..............................................................................................................................................................................873

N/A 
 

How Curcial is Innovativeness for Consumers? The Role of Perceived Service Provider Innovativeness in Provider 
Choice...............................................................................................................................................................................................................880

Nadine Hietschold, Sebastian Gurtner, Maria Vaquero Martin 
 

The Relationship Between Co-creation Elements and Trust Mediated by Satisfaction and Moderated by the 
Service Type ....................................................................................................................................................................................................885

N/A 
 

Factors Influencing the Quality of Services Delivery Through Internet: A Meta-Analysis ..................................................................893
N/A 

 

Author Index 




