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Welcome to Vienna 
 

The chair of marketing appreciates to wel-

come you to the fourth German-French-

Austrian Conference on Quantitative Mar-

keting. Since its first gathering in 1996, the 

GFA Conference has become one of Eu-

rope’s finest marketing meetings. It again 

provides an exclusive and personal forum 

by bringing together dedicated marketers 

and fostering intellectual exchange on cut-

ting-edge marketing topics. 

 
This year, 99 papers were accepted into 28 

sessions, concerning topics such as advertis-

ing, branding, modeling and consumer 

behavior, in addition to sessions dealing 

with ethics in marketing and many other 

intriguing subject matters. 

 
The GFA Conference offers you not only 

the possibility of intellectual exchange on 

marketing topics during the presentations 

and the academic program itself, but also 

during social events. Two social gatherings 

are an inherent part of the conference pro-

gram: The Welcome Reception, as the pre-

lude of the GFA Conference, offers the per-

fect opportunity to meet and greet fellow 

participants. Secondly, the Gala Dinner, 

which takes place in the famous main build-

ing of the University, in the heart of Vien-

na, will serve as the perfect ambiance for 

professional discussions. More details about 

the social events, including optional activi-

ties such as the City Night Walk and the 

Vienna Sightseeing Tour, can be found on 

page 14.  

 

We want to express our gratitude to all 

people who made this Conference possible.

 

We want to thank all the authors who sub-

mitted papers as well as the delegates who 

volunteered as chairs. Additionally, many 

thanks to the sponsors that include GfK, 

one of Europe’s most famous marketing 

research institute. We are looking forward 

to a presentation from GfK during the 

opening session about Future Buy (for more 

details see page 32.). Furthermore, we want 

to thank the BOC-Group, the technological 

leader in IT-based management tools, offer-

ing consulting services in the areas 

of Strategy and Performance Management, 

Business Process Management, and IT 

Management. Finally many thanks to the 

University of Vienna, to the Bank Austria 

and to the Federal Ministry of Science and 

Research for their support. 

 

On behalf of the Organization Committee, 

we warmly welcome you to Vienna and we 

hope that you will enjoy the GFA Confer-

ence 2010! 
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Words from the Conference Chair 

Dear Colleagues, 

 

in spite of her long-standing tradition, 

the University of Vienna has been 

rather reluctant to establish an inde-

pendent Management department. In 

1991, however, the situation changed 

considerably when about twenty new 

positions for full professorships were 

established and a new building adapted 

for academic purposes. Due to highly 

selective search processes and other 

obstacles, it took about ten years to fill 

all these positions with colleagues of 

appropriate academic standing. 1991 

also marks the starting point for scien-

tific activities in the area of Marketing at 

the University of Vienna. 

 

My colleague, Adamantios Diaman-

topoulos, who also holds a chaired pro-

fessorship at the University of Vienna, 

and myself are taking part in interna-

tional academic gatherings very fre-

quently but have been reluctant up to 

now to volunteer hosting a major Mar-

keting conference in Vienna. However, 

given that colleagues from various 

countries repeatedly suggested that Vi-

enna would be a particularly attractive 

city as a meeting venue, we finally de-

cided to do so. 

 

GFA2010 will be the first conference for 

more than hundred participants to be 

hosted by the Marketing faculty of the 

University of Vienna and it will be a 

great pleasure for us to do so.  

 

Thereby, we will be building upon a 

tradition which has started in 1996, 

when the first GFA conference took 

place at the Humboldt University in 

Berlin, Germany. It continued with 

Montepellier (1999) and Cergy-

Pointoise (2007), France. Therefore, it’s 

a great pleasure that Lutz Hildebrandt, 

representing the German academic 

Marketing community, and Giles 

N’Goala and Philippe Aurier for the 

French colleagues are also members of 

the organizing committee of this con-

ference. 

 

Let's have stimulating and inspiring 

academic discussions on recent devel-

opments in Marketing, and, also enjoy 

the atmosphere of a wonderful city, Vi-

enna! 

 

 

 

 

 

 

 

 

Udo Wagner 

Conference Chair 
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Conference Theme   
New Directions – New Insights  

 

 

 

 

 

 

 

 

 

The German-French-Austrian Confer-

ence on Quantitative Marketing is one 

of Europe’s finest marketing meetings. 

In 2010 the GFA Conference once again 

provides an exclusive and personal fo-

rum by bringing together dedicated 

marketers and fostering intellectual ex-

change on cutting-edge marketing top-

ics. 

 

Objectives. Key aim of the GFA Con-

ference Series is to encourage intellec-

tual exchange among the members of 

the international marketing community 

in the heart of Europe. In this tradition, 

the 2010 event provides participants an 

outstanding and exclusive forum for 

sharing their insights on marketing, 

communicate personally with members 

of the marketing community and in 

return gives them the possibility to 

benefit from the research findings and 

experiences of other distinguished col-

leagues as well. The conference’s clear 

self-concept is to highlight the construc-

tive exchange of thoughts and ideas of a 

community of dedicated marketers. 

 

Small but inspiring. Participating dis-

tinguished marketing researchers, in-

dustry executives and non-profit profes-

sionals are welcomed in an atmosphere 

of innovation and creativity to discuss 

essential topics of marketing science. 

 

Theme. A dynamic environment and a 

challenging face of the global market-

place are both important aspects of 

marketing that affect businesses around 

the world. Therefore, the Organizing 

Committee has chosen "New Direc-

tions - New Insights" as motto of the 

GFA2010 Conference. This theme em-

phasizes the need for educators and 

business leaders to recognize, appreciate 

and understand the significance of new 

marketing science approaches that cope 

with these challenges and provide in-

spiring insights. 

 

Ambitious researchers from all cultures 

and parts of the world are joyfully ex-

pected in Vienna. In our tradition, we 

also cordially invite behavioural re-

searchers to participate actively by pre-

senting, discussing and exchanging their 

insights into the world of marketing.
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Organizing Committee

Conference Chair 

Udo Wagner 

 

Conference Board 
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Conference Coordinator 
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University of Vienna 
A Center for Scholarship 

Main Building of the University of Vienna 
 

Staffed by over 7,100 employees, of 

whom 5,400 are scientists, the Universi-

ty of Vienna fuels innovation in Vienna 

and its surroundings. More than 66,000 

students from 130 countries foster intel-

lectual and cultural exchange and en-

hance inter-cultural understanding. The 

University's international research and 

teaching network provides a strong im-

pulse for an open society and for the 

economy: the considerable knowledge 

transfer between the University of 

Vienna and the city of Vienna creates 

added value through academic spin-offs 

and the exploitation of numerous pa-

tents. 

Quality in Research and Teaching. 

Quality in research and teaching is a 

comprehensive goal of the University of 

Vienna. There exists a strong interrela-

tionship between research and teaching: 

research-led teaching raises the scientif-

ic interest of students and motivates 

them to participate in international re-

search projects. By placing great empha-

sis on research, the University of Vienna 

attracts the brightest minds and can 

further develop and improve its re-

search and teaching to be able to com-

pete in the international field of higher 

education.  

Innovation and Tradition. The Uni-

versity of Vienna is the oldest still exist-

ing university in the German language 

area and the biggest university in Aus-

tria. As "universitas litterarum" the Uni-

versity of Vienna offers a broad range of 

studies which shall promote the growth 
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of new and innovative research areas as 

well as provide for further interrelation-

ship among existing research areas. 

The commitment to its historic heritage, 

the establishment of a modern infra-

structure as well as the city's position in 

the geographical center of Europe at-

tract numerous international organizers 

and make Vienna a highly attractive 

business location with an enormous 

networking potential.  

Growing together. Owing to its history 

and self-conception, the University of 

Vienna is today part of a big interna-

tional network, and it has done much 

for the "re-unification" of the Central 

European region by deepening its rela-

tions and cooperation with other uni-

versities in Central Europe even before 

political and economic networking ac-

tivities were started. 

 
 

Faculty of Business, Economics, and Statistics 

The Faculty of Business, Economics, 

and Statistics occupies a top position in 

international rankings of research 

among faculties in German-speaking 

countries. The strength of the Faculty 

lies in the fields of quantitative econom-

ic sciences and statistics. The faculty's 

ties to the international scientific com-

munity are guaranteed by intensive ex-

change programs, guest lecturers, and 

recruitment of internationally re-

nowned professors. 

The course offerings of the faculty have 

always been characterized by innova-

tion. It was among the first in the Ger-

man-speaking countries to offer pro-

grams in Management Information Sys-

tems and in International Business Ad-

ministration. This tradition has been 

continued with the swift introduction of 

the structure of higher education in line 

with the Bologna Declaration, innova-

tive master's programs, and the estab-

lishment of a research-oriented doctoral 

program. 

The Chair of Marketing 

The University of Vienna and the De-

partment of Marketing welcome all del-

egates to the fourth German-French-

Austrian Conference on Quantitative 

Marketing in Vienna. The department is 

chaired by Professor Udo Wagner and is 

a vital research center of the Faculty of 

Business, Economics, and Statistics, 

which is with its seven academic insti-

tutes and its 300 scientific staff one of 

the leading research institutions for 

business matters in Central Europe. 

The Chair of Marketing has gained the 

reputation of having expertise in the 

fields of marketing models and con-

sumer behavior. Other well pursued 

fields of research are quantitative mar-

keting management and stochastic 

models.    
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General Information 

Conference Venue 
University of Vienna, Juridicum 

Schottenbastei 10-16 

1010 Vienna, Austria 

+43-1-4277-0, gfa2010.bwl@univie.ac.at 
 

Official Language 
The official language of the conference is English. 

No simultaneous translation will be provided. 
 

Registration 
During the Welcome Reception the Registration 

Desk is located in the Austrian National Library 

on September 16, 2010. The reception will take 

place at the "Oratorium" located in the "Au-

gustiner Wing" (first floor). The Desk will be 

open for registration on Thursday, 16 September, 

from 17:00 to 18:45. Additionally, delegates will 

have the opportunity to register on Friday and 

Saturday at the conference venue. On Sept. 17th, 

at the basement level, close to the seminar rooms. 

On Sept. 18th registration is possible from 8:00 to 

13:00 at the basement level of the Juridicum. 
 

Conference Information Desk 
The Conference Information Desk is open dur-

ing conference hours and the staff will be happy 

to assist you with all matters concerning the 

conference. The Conference Information Desk is 

located at the Juridicum basement level near the 

session rooms. 
 

Conference Bag and Name Badge 
Upon registration the participants receive a con-

ference bag and a name badge. All participants 

are required to wear their name badges during all 

conference events.  
 

Conference Assistants 
The staff at the Conference Desk and the Confer-

ence Assistants, who will be wearing dark blue T-

Shirts, are ready to help you with any inquiries 

you might have. In every lecture hall a confer-

ence assistant will be present to help the present-

ers with technical difficulties. Also, a PC expert 

will be available at the Information Desk at all 

times.  
 

Lunch, Coffee/Tea Breaks 
Lunch (Friday from 12.30 to 14.00) and Cof-

fee/Tea is served at the Juridicum basement level.  
 

Smoking 
The University of Vienna is a non-smoking envi-

ronment. We kindly ask you to respect this and 

refrain from smoking outside the designated 

smoking areas. 
 

Internet Access 
Participants will have the opportunity to use 

provided notebooks to access the internet. Fur-

thermore, it is also possible to bring their own 

Wi-Fi-enabled computers to use the wireless 

network all over the Conference Venue. Access is 

free of charge and the following information is 

required in order to log on: 

 Username: gfa4 

 Password: vienna 

Additionally, three standalone PCs with internet 

access are provided near to the info desk. 
 

Conference Abstracts on USB Sticks 
A USB stick with all abstracts, proceedings and a 

selection of presentations is included in the con-

ference bag. 
 

Public Transport 
One-way tickets cost 1.80 Euro, additionally it is 

possible to buy a ticket valid for 24 (5.70€), 48 

(10€), or 72 (13.60€) hours. Tickets are sold at 

ticket offices, tobacconists and ticket machines. 

Tickets must be bought before boarding. The 

next possibility to buy tickets is in the metro 

station “Schottentor”. 
 

Emergency Telephone Code 
Fire Department: 122 Car breakdown assistance 

Police:   133 ÖAMTC 120 

Ambulance:  144 ARBÖ  123 
 

Liability 
Neither the GFA Conference nor the University 

of Vienna are liable for any losses, theft, acci-

dents or damage to persons or objects, regardless 

of the cause. Persons attending the Conference 

and all related events do so at their own risk and 

responsibility. Taking out travel insurance is 

recommended. 
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Venues of the Conference 

Austrian National Library (Welcome Reception) 

 

Austrian National Library   

 
The Austrian National Library is a histori-

cal building located at the Hofburg Imperial 

Palace in the first Viennese district.    

 

Polite notice: The Austrian National Library 

is accessible through its main gate located 

on Josefsplatz (Josefsplatz Main Gate) - and 

NOT on Heldenplatz! Please see the area 

map below for details! The main entrance is 

indicated with the number 1 on the map. 

How to get there: 

Tram: lines 1, 2 to "Burgring" or "Dr.-Karl-

Renner-Ring" station (approx. 300m) 

Underground: U1 to "Karlsplatz" station - 

exit "Oper" (approx. 400m); U3 to 

"Volkstheater" station (approx. 500m) or 

"Herrengasse" station (approx. 200m); U4 

to "Karlsplatz station - exit "Oper" (approx. 

400m) 

Bus: 2A - "Heldeplatz" stop (approx. 150m) 

Parking garage "Rathauspark" (City Hall), 

Dr.-Karl-Lueger-Ring (approx. 400m) 

 

Entrance Austrian National  

Library (Josefplatz 1) 

1 
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Juridicum: Conference's Central Host Building  

Juridicum 
 

During conference days, all academic ses-

sions will be held at the "Juridicum" - a cen-

tral building of the University of Vienna, 

located only a few walking minutes away 

from Vienna's historic grounds including 

the historic buildings of the inner city, the 

world-famous Ringstraße and the Hofburg 

imperial castle. The building accommodates 

various university departments and pro-

vides the adequate infrastructure for pre-

senting and discussing the latest marketing 

insights. Please see the detailed map of the 

Juridicum on the next page.  

The "Juridicum" subsidiary building of the 

University of Vienna is a contemporary 

building located in downtown Vienna - 

only two walking minutes from the univer-

sity main building and the famous 

Ringstraße.    

 

How to get there: 

Tram: lines 1, 2, D, 37, 38, 40, 41, 42, 43, 44 

to "Schottentor" station (approx. 200m) 

Underground: U2 to "Schottentor" station 

(approx. 200m); U3 to "Herrengasse" 

(approx. 350m) ;  

Bus: 1A 

Parking garage "Rathauspark" (City Hall), 

Dr.-Karl-Lueger-Ring (approx. 100m) 

Parking garage "Börse" (Stock Exchange), 

Wipplinger Straße (approx. 150m), Parking 

garage "Freyung" (approx. 150m) 

Entrance Juridicum 

1 
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Map of Juridicum (basement level) 

 

  

Seminar room 18 

Opening Session 

Seminar room 17 

Seminar room 16 

Seminar room 15 

Seminar room 14 

Seminar room 13 

Seminar room 12 

Lunch & Coffee/Tea 

Breaks 

Book Corner 

Information & 

Registration Desk 
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University of Vienna, Main building 

 
 

Ceremonial Chamber, Main Building  of the University of Vienna 

 

The main building of the University of Vi-

enna is a historical building located on the 

Ringstraße in the first Viennese district. 

Most of the city's historical sights and at-

tractions are within walking distance.   

 

How to get there: 

Tram: lines 1, 2, D, 37, 38, 40, 41, 42, 43, 44 

to "Schottentor" station (approx. 30m) 

Underground: U2 to "Schottentor" station 

(approx. 30m),  

 

Bus: 1A 

 

Parking garage "Rathauspark" (City Hall), 

Dr.-Karl-Lueger-Ring (approx. 100m) 

Parking garage "Börse" (Stock Exchange), 

Wipplinger Straße (approx. 200m) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Entrance University of 

Vienna, Main Building 

1 
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Summary Schedule 

Thursday 16 September – Conference day one 

17:00 – 18:45 
Welcome reception and registration 

Austrian National Library, Oratorium 

18:45 – 19:45 
Austrian National Library guided tour 

Austrian National Library State Hall and Exhibitions 

19:45 – 21:45 
City night walk 

Guided walking tour through historic downtown Vienna 

 

Friday 17 September – Conference day two 

08:00 – 08:30 
Conference registration and breakfast 

University of Vienna, Juridicum 

08:30 – 10:00 
Opening Session 

Auditorium U18 

10:00 – 10:30 Coffee break 

10:30 – 12:30 
Individual Sessions 

U12, U13, U14, U15, U16, U17 

12:30 – 14:00 
Lunch break 

Basement Level 

14:00 – 16:00 
Individual Sessions 

U12, U13, U14, U15, U16, U17 

16:00 – 16:30 Coffee break  

16:30 – 18:00 
Individual Sessions 

U12, U13, U14, U15, U16, U17 

18:30 
Guided University Sightseeing Tour 

University Main Building 

19:00 
Aperitif 

University Main Building, Arcaded Courtyard  

19:30 
Gala dinner 

University Main Building, Great Ceremonial Chamber 

 

Saturday 18 September – Conference day three 

08:00 – 08:30 Breakfast 

08:30 – 10:30 
Individual Sessions 

U12, U13, U14, U15, U16, U17 

10:30 – 11:00 Coffee break 

11:00 – 13:00 
Individual Sessions 

U12, U13, U14, U15, U16, U17 

13:00 Conference closure and Boxed lunch 

13:30 Optional sightseeing tour 
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Social Events 

Welcome reception 

September 16, 17:00 - 18:45  

Austrian National Library, Oratorium 

 
Austrian National Library 

 

With approximately 8 million books and 

objects, the Austrian National Library is the 

biggest library in Austria. In addition to the 

more than 3 million books, its international 

prestige is based particularly on the nine spe-

cial Departments with their unique objects – 

manuscripts, incunabula, music autographs, 

photographs, maps, globes, etc. 

The University of Vienna warmly welcomes 

all congress members with a cocktail recep-

tion in the Austrian National Library - an 

outstanding national memory institution 

looking back on a rich tradition going back as 

far as the 14th century. This event will be a 

tremendous opportunity to meet other con-

ference delegates in a convenient atmosphere. 

The reception will take place at the "Orato-

rium" located in the "Augustiner Wing" 

(first floor). The welcome reception will also 

grant the opportunity to visit the library's 

historic state hall - one of Europe's most pre-

cious baroque libraries – and its current ex-

hibition. 

Address:  

Josefplatz 1, 1010 Vienna 

 

Transportation: Participants must find their 

own way; see Section “Venues of the Confe-

rence for public transportation
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City Night Walk 

September 16, 19:45 - 21:45  

Meeting point: Austrian National Library, Entrance Hall 

 
 

Vienna City Hall 

 

A walk right across the city center. After 

passing the Greek Quarter and the Ancient 

University District, you visit the magnifi-

cent Jesuit Church. All the walk long, ro-

mantic court yards and picturesque lanes 

give you an impression of Old Vienna. You 

also pass the "Mozarthaus", where Wolf-

gang Amadeus composed "Figaro’s Wed-

ding". After reaching St. Stephens square 

you can have a short look at the interior of 

St. Stephen’s cathedral. After crossing the 

pedestrian shopping areas of "Graben" and 

"Kohlmarkt" you will be surprised by the 

Imperial Palace, former residence of Empe-

ror Francis Joseph and his wife Elisabeth 

(Sisi). You finish the walk at Ringstraße on 

the other side of the Palace. 

Language: English  

Price: EUR 10 

 

Duration: approximately 2 hours 

 

Meeting Point:  

Josefplatz 1,  

1010 Vienna 

 

Attendance: Previous registration required 
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Guided University Tour 

September 17, 18:30 - 19:00  

Meeting point: University Assembly Hall/Aula 

 

University of Vienna, Arcaded Courtyard 

 

Take an exclusive tour through the main 

building of the university on the Ringstraße 

and walk on the footsteps of history. 

Among other sights like the great library 

with its over 2 billion books and historical 

treasures, participants will get to know the 

historical Assembly Hall with its index of all 

rectors, starting with the first rector, Alber-

tus Rigennstorff, and the portrait photo-

graphs of the nine Nobel Laureates of the 

University of Vienna.  

Furthermore, the Arcaded Courtyard which 

promotes the communication between stu-

dents and lecturers also reminds us of fa-

mous researchers, as well as the Main 

Ceremonial Chamber ("Großer Festsaal") 

will be visited. Statues show Rudolph IV, 

the founder of the University of Vienna, 

and Empress Maria Theresia. The Ceremo-

nial Chamber is framed by the famous 

paintings of Franz Matsch and Gustav 

Klimt.  

Address:   

Dr. Karl-Lueger-Ring 1,   

1010 Vienna 

Transportation: Guided walk from Juridi-

cum or own way (Meeting point; Juridicum 

Aula, 18:15.  

How to get there from Juridicum: 

 

 

 

University of Vienna 

Front Entrance 

2 

Juridicum 

1 
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Gala Dinner  

September 17, 19:00 - open end  

University Arcaded Courtyard and Great Ceremonial Chamber 

 

University of Vienna, Arcaded Courtyard 

 

The Conference Committee invites all par-

ticipants and accompanying persons to the 

gala dinner in the University's Great Cere-

monial Chamber, which is framed by the 

master pieces of Gustav Klimt. 

Before the dinner, the conference committee 

invites all delegates to an unhurried cocktail 

reception at the arcaded courtyard - a place, 

where evidences of the history are always 

present and where vital communication 

among scientist has its tradition.  

 

Dress code: smart casual 

 

 

Program of the evening 

19:00 – 19:30 Official Welcome  

19:30 – 21:30 Dinner 

21:30 – 21:45 Speeches & Distinctions 

21:45 – 22:00 Dessert & Coffee 

Please note: The Gala Dinner included arrival drink, 

three-course dinner, limited table beverage package and 

entertainment. Additional drinks at own expense. 

 

Address:   

Dr. Karl-Lueger-Ring 1,   

1010 Vienna 
 

Transportation: Participants either can join 

the guided walk from Juridicum to the Uni-

versity Main Building (see page 16) or find 

their own way. 



Social Events / Vienna Sightseeing Tour   GFA 2010 Conference 

18 

Vienna Sightseeing Tour 

September 18, 13:30 – late afternoon  

Meeting point: Juridicum, Entrance Hall 

 
The Imperial Palace 

 

This tour will give you an overall impres-

sion of the most significant historical sights 

of Vienna. Along the Ringstraße we show 

you numerous grand buildings, such as the 

MAK, the State Opera House, the magnifi-

cent Museum of Fine Arts with its world 

famous art treasures of the Habsburgs and 

the Natural History Museum, the cultural 

district MuseumsQuartier, the Hofburg (the 

former Habsburg winter residence), the 

Parliament, the City Hall and the Burgthea-

ter. The highlight of this tour will be a visit 

of the showrooms of Schönbrunn Palace, 

once the summer residence of the Habsburg 

family and home of Maria Theresia. On the 

way back to the opera we pass by the Belve-

dere Palace, the former summer residence 

of Prince Eugen, which houses the largest 

and the most precious Gustav Klimt collec-

tion in the world. In case the City Tour 

ends at Südtiroler Platz - free transfer to 

State Opera! 

 

Language: English  

Price: EUR 35,-(incl. ticket for Schönbrunn 

Palace; minimum attendance required) 

 

It is still possible to book the City Night 

Walk and the Vienna Sightseeing Tour at 

the Conference Registration Desk if you 

have not yet done so. On-site bookings can 

be done provided there are still free spots.  
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About Vienna 

For those of you, who would like to see more of Vienna, the following section will provide you 

with a short overview of interesting starting points of your expedition. For more detailed infor-

mation about cultural events during the time of the conference, please take a closer look at the 

folder provided to you in your conference bag.  

The Imperial Palace 

 

A Unique City in the Heart of Europe... 

As a former imperial city, Vienna has a vast 

cultural heritage spanning from medieval 

times to the present day. Top attractions 

include the Gothic St. Stephen's Cathedral, 

baroque imperial palaces and mansions and 

the magnificent Ringstraße Boulevard with 

the State Opera, Burgtheater, Votive 

Church, City Hall, Parliament, University 

of Vienna and the Museum of Fine Arts and 

Natural History Museum. The former im-

perial residences Hofburg and Schönbrunn 

also offer the opportunity to follow in im-

perial footsteps. Schönbrunn zoo and park 

shine in baroque splendor, while Hofburg 

Palace boasts imperial apartments and over 

two dozen collections - the legacy of the 

collecting passion of the Habsburg dynasty. 

Viennese art nouveau (Jugendstil) has also 

brought forth unique places of interest such 

as the Secession with its gilded leaf cupola. 

Contemporary architecture is to be found 

in the shape of the Haas-Haus, whose glass 

front reflects St. Stephen's Cathedral, and 

the Gasometers, former gas storage facilities 

which have been converted into a residen-

tial and commercial complex. This mix of 

old and new, tradition and modernity is 

what gives Vienna its extra special flair. 

 

1 
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Museums & Collections 

Vienna is a paradise for art lovers. Over 120 

museums and collections are open to the 

public, showcasing works of the highest 

caliber. They include the world's largest 

collection of Brueghel at the Kunsthisto-

risches Museum (Museum of Fine Arts), 

some 1.5 million drawings and prints in-

cluding Dürer's "Hare" at the Albertina, 

Klimt's "Kiss" at the Belvedere, works by 

Egon Schiele at the Leopold Museum, and 

contemporary compositions at the Museum 

of Modern Art.  

The Mozarthaus Vienna, Sigmund Freud 

Museum and Hundertwasser's Kunst-

HausWien will also appeal to fans of the 

grand masters, while the Globe Museum 

with its original world-spinning exhibits 

and the Third Man Museum containing 

curiosities from Vienna's underworld cater 

to alternative interests. 

 

Vienna: City of Music 

Vienna is renowned as the world's capital of 

music. It has been home to "Waltz King" 

Johann Strauss, "Prince of Song" Franz 

Schubert, Haydn, Beethoven, Brahms, 

Schoenberg, and Mahler, not to mention 

Wolfgang Amadeus Mozart. Their music is 

performed in the city every day. Vienna's 

opera houses boast appearances by interna-

tional stars such as Edita Gruberova and 

Neil Shicoff. Viennese operetta is a byword 

for exciting entertainment - from Texas to 

Tokyo.  

And Vienna is also a stage for great musi-

cals, mega rock & pop concerts, and Vien-

nese DJ acts which enjoy international de-

mand. 

 

Theater in Vienna 

The whole of Vienna is a stage. Tradition 

and avant-garde, classics and cabaret, state 

and independent theater - some 50 theaters 

with permanent programs impressively go 

to show that the slogan "Vienna is old, 

Vienna is new" also very much applies to 

this aspect of the city's cultural life.  

Experience the slogan on your own by visit-

ing, for example, Euripides ‹Helena› in a 

new translation by Peter Handke played at 

Burgtheater - one of the most important 

stages of the German-speaking culture area.  

 

Coffeehouses 

The Viennese coffeehouse goes back a long, 

long way. And yet despite its age - or per-

haps because of it - the coffeehouse is more 

alive and diverse than ever before. Apart 

from its traditional plush coffeehouses and 

the tiny espresso bars, Vienna also has spa-

cious café-restaurants, café-confectioners, 

and combinations of coffeehouse and tren-

dy inn, bookshop, bar, music club and caba-

ret theater, etc. At the core the coffeehouse 

is an oasis in people's daily lives, a place to 

retreat, to meet others, enjoy yourself and 

take time out. The Viennese coffeehouse is 

old - and yet it displays youth and vitality. 

 

Shopping in Vienna 

Shopping is one of the favorite pastimes of 

the Viennese and naturally also of most 

visitors in Vienna. Indeed, there are plenty 

of opportunities for shopping in Vienna! 

Whether flagship department stores, small 

boutiques, antique shops, jewelers, book-

shops, or designer furnishing stores - in 

Vienna you will find everything that the 

shopper's heart could desire. 
 

Tourist Info Vienna 

Albertinaplatz/ Maysedergasse 

Close to the Vienna State Opera 

Opening hours: 9 a.m. - 9 p.m. 

http://www.wien.info/en 
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Map of Public Transportation  
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Exhibitors 

The book corner is located at the Juridicum basement level close to the Information & Registra-

tion Desk. Special thanks to the exhibitors and publishing companies, who kindly support this 

conference.  
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Overview Sessions 

Session Day Time Room 
Abstracts 
on page 

FA12 Advertising 1 Fr 10:30-12:30 U12 34 

FB12 Advertising 2 Fr 14:00-16:00 U12 48 

FC12 Advertising 3 Fr 16:30-18:30 U12 62 

SA12 Advertising 4 Sa 08:30-10:30 U12 69 

FA13 Branding 1 Fr 10:30-12:30 U13 36 

FB13 Branding 2 Fr 14:00-16:00 U13 50 

FA17 Consumer Behavior 1 Fr 10:30-12:30 U17 45 

FB17 Consumer Behavior 2 Fr 14:00-16:00 U17 59 

FB16 Customer Satisfaction Fr 14:00-16:00 U16 56 

SB14 DEA Sa 11:00-13:00 U14 87 

FA15 E-Marketing 1 Fr 10:30-12:30 U15 40 

FB15 E-Marketing 2 Fr 14:00-16:00 U15 54 

SA17 Ethics 1 Sa 08:30-10:30 U17 79 

SB17 Ethics 2 Sa 11:00-13:00 U17 91 

FC16 Loyalty Fr 16:30-18:30 U16 65 

FC15 Marketing Theory Fr 16:30-18:30 U15 63 

FA14 Models 1 Fr 10:30-12:30 U14 38 

FB14 Models 2 Fr 14:00-16:00 U14 52 

SA14 Models 3 Sa 08:30-10:30 U14 72 

SA16 Pricing Sa 11:00-13:00 U16 76 

SB16 Product Sa 08:30-10:30 U16 89 

SB12 Qualitative Research Sa 11:00-13:00 U12 82 

FA16 Retailing Fr 10:30-12:30 U16 42 

FC17 Sampling Fr 16:30-18:30 U17 67 

SA15 Segmentation Sa 08:30-10:30 U15 74 

SA13 Service Marketing 1 Sa 08:30-10:30 U13 70 

SB13 Service Marketing 2 Sa 11:00-13:00 U13 84 

 
How to read the session names:  
e.g. SA16 
S …. the first letter gives the day of the presentation (� Saturday) 
A … the second letter tells you the time slot of the presentation (� 8:30 – 10:30) 
16 … the number gives you the number of the lecture hall (� U16) 
 
time slots: 
FA – Friday, 10:30 – 12:30 
FB – Friday, 14:00 – 16:00  
FC – Friday, 16:30 – 18:30 
SA – Saturday, 8:30 – 10:30 
SB – Saturday, 11:00 – 13:00 
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Friday, September 17th, 2010        10:30-12:30 

FA12 – Room U12 

Advertising 1          (page 34) 

Chair: Sebastian Berger 

 

Implicit Measurement of Advertising 

Effectiveness by Recording Goal-

Directed Behavior 

Sebastian Berger, Udo Wagner 

 

Econometric approach to marketing 

communication in print media  

Nada Pleli, Durdana Ozretic-Dosen, 

Vatroslav Skare 

 

Does International ad or store num-

ber contribute most to a retailer’s 

performance? 

Yi-Mu Chen, Yung-Chien Lou, Lien-

Ti Bei 

 

Sponsorship Effects on Brand Image: 

The Role of Exposure and Activity 

Involvement 

Reinhard Grohs, Heribert Reisinger 

FA13 – Room U13 

Branding 1          (page 36) 

Chair: Marnik G. Dekimpe  

 

Sleeping with the Enemy: does Pri-

vate-Label Production by National-

Brand Manufacturers Create Dis-

counter Goodwill? 

Anne ter Braak, Barbara 

Deleersnyder, Inge Geyskens, 

Marnik G. Dekimpe  

 

Brand Extensions in the Emerging 

Markets of Asia: The Moderating 

Role of Involvement 

Frank Huber, Frederik Meyer, Mi-

chael Lenzen 

 

The Impact of Customer Company 

Identification on Brand Extension 

Evaluations 

Rohail Ashraf, Dwight Merunka 

FA14 – Room U14 

Models 1         (page 38) 

Chair: Harald Hruschka 

 

Growing the Base of Loyal Custom-

ers: Acquisition versus Defection 

Erica Riebe, Malcolm Wright, Philip 

Stern, Byron Sharp 

 

The Impact of Sales Promotion on 

Customer Lifetime Value for Fast 

Moving Consumer Goods: An Em-

pirical Investigation on the « Single 

Source » BehaviorScan Panel  

Herbert Castéran, Lars Meyer-

Waarden, Christophe Benavent 

 

A Model of Heterogeneous Multica-

tegory Choice for Market Basket 

Analysis 

Katrin Dippold,  Harald Hruschka 

 

A Unified Framework for Dealing 

with Preference and Variance Hete-

rogeneity in Conjoint Experiments 

George Baltas, Charalabos Saridakis 

FA15 – Room U15 

E-Marketing 1         (page 40) 

Chair: Wolfgang Fritz 

 

Unplanned Online Purchases 

Michael Kempe, Wolfgang Fritz 

 

The personality of online panel 

members: Moneygrubbing mercena-

ries or valuable respondents? 

Florian Keusch, Wolfgang Mayerho-

fer, Silke Jungreithmaier 

 

Consumer Acceptance of Mobile 

Services in Loyalty Programs  

Jan Prein, Andreas Mann 

 

Introducing new methods of assess-

ing data quality in market research  

Boris Toma, Daniel Heinrich, Hans 

H. Bauer 

FA16 – Room U16 

Retailing         (page 42) 

Chair: Bernadette Kamleitner 

 

Retail brand image building through 

promotional leaflets at big specia-

lized stores 

Roberto Manzano, Magdalena 

Ferrán  

  

Effects of shared ownership on con-

sumer behaviour 

Bernadette Kamleitner, Anna Rabi-

novich 

 

Geographical Information System 

Adoption among Retailers: Technol-

ogy and Service Perspectives 

Malliga Marimuthu 

 

Costs of Implementation: Bargaining 

Costs vs. Allocative Efficiency 

Boris Maciejovsky, Birger Wernerfelt 

FA17 – Room U17 

Consumer Behavior 1         (page 45) 

Chair: Vincent-Wayne Mitchell 

 

The Effects of Cognitive-Brand Age 

Congruity on Brand Preference 

under Different Product Categories 

Lien-Ti Bei, Chia-yang Mac Chang, 

Chao-hui Huang 

 

Enhancing customer loyalty to 

shopping centres through special 

event entertainment: The mediating 

role of hedonic value?  

Jason Sit, Melissa Johnson Morgan, 

Yuksel Ekinci 

 

The Effects of Consumer Well-being 

on Hedonic Product Consumption  

Vincent-Wayne Mitchell, Jing Yang 

Zhong  

 

The Contribution of Nonverbal 

Attitude Measurement to Brand 

Management 

Sandra Schlegl 
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Friday, September 17th, 2010        14:00-16:00 

FB12 – Room U12 

Advertising 2         (page 48) 

Chair: Claus Ebster 

 

Human Mass Participation & Social 

Media: The “Life For Sharing” Cam-

paign 

Guillaume Hervet, Christèle Boulaire 

 

The effect of national identity sa-

lience on attitude toward ads and 

products 

Sergio Carvalho, David Luna  

 

Increasing advertising awareness in 

freesheets 

Udo Wagner, Claus Ebster, Anna 

Kulnig 

 

FB13 – Room U13 

Branding 2         (page 50) 

Chair: Gilles Laurent 

 

The Impact of Perceived Brand 

Localness and Brand Globalness of 

Consumers’ Brand Equity Percep-

tions and Purchase Intentions 

Birgit Löhndorf, Marc Herz,  

Adamantios Diamantopoulos 

 

Modeling Brand Loyalty Over a 

Consumer’s Lifetime 

Gilles Laurent, Raphaëlle Lambert-

Pandraud 

 

Consumer perception of fast food 

brands: an exploratory study of 

university students in Ghana and the 

Czech Republic 

Emmanuel Selase Asamoah 

 

Consumers´ behavior on the Czech 

food market: BIO certificate as a 

brand 

Miloslava Chovancova 

FB14 – Room U14 

Models 2         (page 52) 

Chair: Karen Gedenk 

 

The role of lifetime activity cues in 

customer base analysis 

Daniel Hoppe, Udo Wagner 

 

Discriminating between Variety-

Seeking, Indifference, and Rein-

forcement Forms of Behavior Using 

Market Data from Consumer Panel 

Data 

Hsiu-Yuan Tsao, Leyland Pitt, Colin 

Campbell 

 

Donation Size and Donation Fram-

ing in Cause-Related Marketing  

Sarah Müller, Anne Fries, Karen 

Gedenk 

 

The impact of quantity and per-

ceived quality of advertising on 

demand  

Daniel Klapper, German Zenetti  

FB15 – Room U15 

E-Marketing 2         (page 54) 

Chair: Mike Lister 

 

Is the medium off message?  

Mike Lister 

 

Perceived Product Risk in E-

commerce – Applying the Psycho-

metric Paradigm  

Patricea Bertea 

 

Measuring the Relevance of Third-

Party Product Reviews for Custom-

ers’ Preferences via a Paired Com-

parison Online Experiment 

Wolfgang Ziniel 

 

I want it my way! Consumer's adap-

tion of mass customization in Web 

2.0 

Frank Huber, Frederik Meyer, Jo-

hannes Vogel, Andrea Weihrauch  

FB16 – Room U16 

Customer Satisfaction         (page 56) 

Chair: Imran S.Currim 

 

Consumer Search and Propensity to 

Buy  

Imran S.Currim, Ofer Mintz, Ivan 

Jeliazkov 

 

The Positive Effect of Goal-Based 

Labeling on Choice Satisfaction  

Frank Goedertier, Maggie Geuens, 

Bert Weijters, Kristof Geskens  

 

The impact of proactive and respon-

sive market orientation on customer 

satisfaction and market effectiveness 

Monika Oswald, Malte Brettel 

 

Trust determinants of organic prod-

uct consumers: an exploratory study 

in the Tunisian context 

Hamida Skandrani, Sinda Belhaj  

FB17 – Room U17 

Consumer Behavior 2         (page 59) 

Chair: Rajan Nataraajan 

 

Fact or Artifact? Empirical Evidence 

on the Robustness of the Compro-

mise Effect 

Holger Müller, Eike B. Kroll, Bodo 

Vogt 

 

The Influence of Conscious versus 

Non-Conscious Exposure to Adver-

tising Spots on Decision Making 

Robert Schorn, Stefan Pletzer 

 

From Excitement to Frustration - 

Affective Reactions to Critical Inci-

dents in Shopping Centres  

Adrienne Steffen 

 

The Sunk Cost Effect and its relation 

to mental cost-benefit associations 

Bernadette Kamleitner 
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Friday, September 17th, 2010        16:30-18:30 

FC12 – Room U12 

Advertising 3         (page 62) 

Chair: Reinhard Grohs 

 

Consumer perceptions of gender roles 

and their portrayals in advertising  

Václav Stříteský 

 

Adverse Sponsorship Effects: Observa-

tions and Remedies  

Heribert Reisinger, Reinhard Grohs, 

David W. Woisetschläger 

 

Brand equity dilution through negative 

online word-of-mouth communica-

tion: the moderating effects of product 

type and valence 

Silke Bambauer-Sachse, Sabrina Man-

gold 

 FC14 – Room U14 

 

 

 

Meet the Editors  

Marnik G. Dekimpe (IJRM) 

Rajan Nataraajan (P&M) 

Lutz Hildebrandt (Marketing-JRM) 

Udo Wagner (JBR) 

Gilles Laurent (RAM) 

Alexander Zauner (derMarkt) 

FC15 – Room U15 

Marketing Theory         (page 63) 

Chair: Bev Hulbert 

 

The Impact of Technology on Market-

ing – Early 1990s to Today 

Bev Hulbert, Paul Harrigan 

 

How Can we Derive a Consensus 

Among Various Rankings of Market-

ing Journals? 

Stefan Theußl, Thomas Reutterer, Kurt 

Hornik 

 

Understanding Service Customer 

Groups: Examining the Influence of 

Different Roles in a Group on Service 

Satisfaction 

Volker Kuppelwieser, Jörg Finster-

walder 

FC16 – Room U16 

Loyalty         (page 65) 

Chair: Thomas Peschta 

 

A dynamic approach to measure brand 

loyalty in the German frozen pizza 

market 

Nadine Wettstein, Stephan Brosig, 

Thomas Glauben, Jon H. Hanf, Jens-

Peter Loy, Oleksander Perekhozhuk 

 

The Impact of the Three Dimensions 

of Marketing on the Satisfaction and 

Loyalty of Clients:  An Application to 

the Branded Car Market in Egypt 

Dina El Kayaly, Ahmed Taher 

 

Being a convenient bargain is not 

enough: The drivers of satisfaction and 

loyalty in the refectory restaurant 

industry  

Thomas Peschta 

FC17 – Room U17 

Sampling         (page 67) 

Chair: Dwight Merunka 

 

Convenience Samples of College Stu-

dents and Research Reproducibility: 

An Empirical Investigation 

Dwight Merunka, Robert A. Peterson 

 

Survey 

John Gaski 

 

How to control for successive sample 

selection and when does it matter for 

management decisions 

Stephan Wachtel, Thomas Otter  
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Saturday, September 18th, 2010        8:30-10:30 

SA12 – Room U12 

Advertising 4         (page 69) 

Chair: Lutz Hildebrandt 

 

Child’s Play? An Investigation into 

Children’s Ability to Identify Sponsors 

and Understand Sponsorship Inten-

tions 

Reinhard Grohs, Udo Wagner, Regina 

Steiner 

 

The Effect of Brand Familiarity on the 

Use of Word-of-Mouth Information in 

Brand Evaluations  

Boon C. Lim, Cindy M.Y. Chung 

 

The Impact of Publishing Corporate 

Reputation Rankings on Share Prices  

Sven Tischer, Lutz Hildebrandt  

SA13 – Room U13 

Service Marketing 1         (page 70) 

Chair: Volker Kuppelwieser 

 

The Quality Construct for Multiple 

Customers – Evidence from Group 

Service Research 

Volker Kuppelwieser, Jörg Finster-

walder 

 

The Present Approaches of Slovak 

enterprises to Sales in B to B market  

Jaroslav Kita, Marta Grossmanová, 

Pavol Kita 

 

The importance of service-dominant 

logic by an international hotel chain 

Judit Káldi, Láaszló Józsa, Péter Huszka  

SA14 – Room U14 

Models 3         (page 72) 

Chair: Winfried J. Steiner 

 

Analyzing the Determinants of Out-of-

Stock Events in Grocery Stores 

Gilles Laurent, Sandrine Macé 

 

Modeling price response from store 

sales: A comparison of models with 

different representations of hetero-

geneity 

Anett Weber, Winfried J. Steiner 

 

Modelling Marketing Response – from 

decision calculus to object orientation. 

Deriving a dual hierarchy of abstrac-

tions 

Mihai Calciu 

 

Dynamic relationships between Cross-

buying and Customer loyalty: a cross-

lagged Hidden Markov Models 

Paul-Valentin Ngobo 

SA15 – Room U15 

Segmentation         (page 74) 

Chair: Ralf Wagner 

 

 A cross-industry comparison of cus-

tomer value  

Alexander Zauner, Arne Floh, Monika 

Koller, Ewald Judt 

 

An Empirical Comparison of Latent 

Class and Cluster Ensemble Analysis 

for Segmentation in Market Research  

Celal Arslan, Antonia Furtner 

 

Does Increasing Bargaining Power 

Lead to Inefficient Negotiation Results? 

Katrin Bloch, Ralf Wagner  

SA16 – Room U16 

Pricing         (page 76) 

Chair: Christina Sichtmann 

 

Willing To Pay – But Unwilling To 

Buy? 

Holger Müller, Steffen Voigt 

 

Dangerous Pricing: Impact on Obesity 

and Food Waste 

Paul Dobson, Eitan Gerstner 

 

Degrees of Co-Production and Wil-

lingness-to-Pay: An Experimental 

Investigation 

Jens Hogreve, Nicola Laugwitz, René 

Fahr, Christina Sichtmann 

 

Forecasting Willingness-to-Pay with 

Direct Price Elicitation – Can Con-

sumer Characteristics Explain Varia-

tions in Accuracy? 

Stefan Schwaha, Christina Sichtmann, 

Adamantios Diamantopoulos 

SA17 – Room U17 

Ethics 1         (page 79) 

Chair: Mubbsher Munawar Khan 

 

The Impact of the Sellers’ Perceived 

Ethical Behaviour on Consumers’ 

Emotions and Behaviour Intention 

Asma Bouguerra, Nabil Mzoughi, 

Karim Garrouch, Hallouma Bouazza 

 

Presenting Distributions: How to 

Mitigate the Misperceptions of Cost 

Components in Long-term Saving 

Plans  

Alexander Klos, Carsten Erner,  

Michael Steiner 

 

In-group Response to Out-group 

Focused Endorsements: An Empirical 

Analysis  

Mubbsher Munawar Khan, Bodo B. 

Schlegelmilch 

 

Consumerism - Consequences of ethics 

absence 

Zdenek Dytrt, Milan Přibyl  
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Saturday, September 18th, 2010        11:00-13:00 

SB12 – Room U12 

Qualitative Research         (page 82) 

Chair: Boris Maciejovsky 

 

New Ways of Understanding the Cus-

tomer: Perceptual Maps from Forum 

Entries 

Wolfgang Ziniel, Karl Ledermüller 

 

Discovering the State of the Art - Ex-

ploring, Classifying and Analyzing 

Existing Knowledge on Feedback 

Research 

Juliet S. Reiss 

 

Translation Errors in the Aggregation 

of Consumer Recommendations 

Boris Maciejovsky, David V. Budescu 

 

The role of team composition in inter-

cultural business negotiations 

Robert Wilken, Nathalie Prime, Frank 

Jacob, Simone Fucks, Marion Festing  

SB13 – Room U13 

Service Marketing 2         (page 84) 

Chair: Tor Korneliussen 

 

Increasing Sales Force performance by 

examining the sales force`s role on 

Channel Power and Market Response 

Time: A new approach for enhancing 

turnover in business-to-business com-

panies 

Alexander Grohmann,  

Christian Zippel 

 

Which Information Sources Do Euro-

pean Tourists Use: A Cross-cultural 

Study  

Tor Korneliussen 

 

(Un)Believable Blogs: Blogs, Skeptic-

ism and Product Reviews 

Pierre R. Berthon, Leyland Pitt, Colin 

Campbell, Peter G. Steyn  

 

Service innovations: Orientation for 

new strategic capital 

Kirsti Lindberg-Repo, Apramey Dube 

SB14 – Room U14 

DEA         (page 87) 

Chair: Elisabeth Robinot 

 

 A Help or a Hindrance? Marquee 

Government Agencies and Country 

Image  

Monica Perry, Gerald Groshek 

 

Creating Customer Satisfaction: A 

Model for Efficiency Analysis 

Herbert F. Lewis,  

Sanal K. Mazvancheryl 

 

Does environmental management 

influence hotels’ performance? – The 

Tunisian Case 

Salem Hathroubi, Nicolas Peypoch, 

Elisabeth Robinot  

 SB16 – Room U16 

Product         (page 89) 

Chair: Corinne Faure 

 

Consumer acceptance of bridge prod-

ucts  

Martin Natter, Corinne Faure 

 

The role of market innovation for new 

product sales performance 

Tommy Clausen, Tor Korneliussen  

 

Dazing Diversity – A New Approach 

for Investigating the Determinants and 

Consequences of Decision Paralysis 

Frank Huber, Sören Köcher, Johannes 

Vogel, Frederik Meyer  

 

The effect of Calorie Information on 

the choice process of (Fast) Food 

Products 

Amir Heiman  

SB17 – Room U17 

Ethics 2         (page 91) 

Chair: Gilles N’Goala 

 

Purchasing a new car: the impact of 

multiple perceived value dimensions 

from an ecological perspective 

Monika Koller, Arne Floh, Alexander 

Zauner 

 

A cross-national investigation on the 

effects of corporate social responsibility 

initiatives on consumer trust and 

emotional attachment 

Gilles N’Goala 

 

Consumers’ Attribution of Blame in 

Product-Harm Crises Involving Hybr-

id Products 

Sergio W.Carvalho, 

Etayankara Muralidharan, Hari Bapuji 

 

Perceived unfairness of the resulting 

price of yield management practices 

Sandra Camus, Lubica Hikkerova, 

Jean-Michel Sahut  
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Important information for ses-

sion chairs, presenters and 

participants 

Guidelines for session chairs: 

• We ask you to arrive at your session 15 

minutes prior to session start (during 

the break prior to the session). 

• Plan to be present for the entire session. 

• Choose a seat in the front of the room 

where the presenter can easily observe 

you. 

• Introduce the session title at the begin-

ning of the session and announce the 

allotted time per presenter (at least 20 

minutes for presentation and a maxi-

mum of 10 minutes for questions, an-

swers and discussion) 

• If presenters do not show up till the 

start of the session, or there are fewer 

presentations scheduled, you are free to 

allocate the time to the other presenters. 

• Introduce each speaker at the beginning 

of his or her talk. 

• Use the provided cards to let speakers 

know when there are 5 minutes and 1 

minute left in their allotted time.  

Guidelines for presenters: 

• To ensure that presentations are not 

delayed, we request you to refrain from 

using your own laptop. We can only 

provide technical support for our own 

equipment.  

• You are requested to save your presen-

tations in a Microsoft Powerpoint 2007 

or Adobe Acrobat format either on to a 

USB memory stick or a CD ROM (Mac 

and Linux users: please make sure you 

have saved the presentation in a com-

patible format). We also advise that you 

make an extra copy on another USB 

memory stick or CD ROM as a backup.  

• However, we also ask you to submit 

(gfa2010.bwl@univie.ac.at) your pres-

entation slides by September 1, 2010. 

All submitted presentations will be in-

cluded on a USB-stick provided to all 

conference participants in their wel-

come package. 

• A PC/Notebook and a video beamer 

will be set up in each session room.  

• There will be internet access in all pres-

entation rooms. 

• We ask you to arrive at your session 15 

minutes prior to session start (during 

the break prior to the session). This pol-

icy allows us to solve all technical prob-

lems in advance and also prevents pres-

entations delays.   

• If you are not going to be present for 

the entire session, please let the session 

chair know. 

• If you do not show up till the start of 

the session, the chair is free to allocate 

your time to the other presenters. 

• We would appreciate your intention to 

prepare your presentation to meet the 

given presentation time. 

• Please give us the opportunity to give 

you some suggestions for your presen-

tation: (1) slides should be readable 

from a longer distance (e.g., reframe 

from deep colors); (2) do not use three-

dimensional graphs; (3) tables should 

contain (very) few numbers that can be 

compared at a glance; (4) numbers 

should be rounded to integer values; (5) 

graphs include a maximum of three 

curves; and (6) prepare a maximum of 

15 slides.  

• Delegates have at least 20 minutes for 

presentation and a maximum of 10 mi-

nutes for questions, answers and dis-

cussion. 



GFA 2010 Conference Academic Program 

31 

• The session chairs are instructed to give 

you signals 5 minutes and 1 minute re-

maining as well as when your time is 

up. 

• Please be so kind to respect the general 

presentation timeline policy when pre-

paring your presentation. Thank you!  

Technical Details: 

• Notebooks: Lenovo T61 or ACER Tra-

velMate 4500 

• Operating System: Windows XP Profes-

sional 

• Software: Office 2007 or Office 2010 + 

Adobe Reader 9.3 in German 

• all beamers have a minimum resolution 

of 1024 Pixel x 768 Pixel 

Guidelines for participants: 

• If you want to attend presentations at 

two simultaneous sessions, we kindly 

ask you to leave the sessions only at the 

beginning or end of a talk. 

• Please leave and enter the rooms quiet-

ly.  

Guidelines for Publications in ap-
plicable Journals 

• Journal of Business Research (JBR) 
With Prof. Udo Wagner as guest editor, 

the Journal of Business Research will 

publish a special issue with the best pa-

pers presented at the GFA2010 confe-

rence in the field of quantitative mar-

keting.  

Deadline for submission of full papers: 

October 15, 2010. 

 

• Psychology and Marketing (P&M) 

The journal Psychology and Marketing 

under patronage of Rajan Nataraajan 

will sponsor a special section with the 

conference's key contributions. 

Deadline for submission: September 1, 

2010. 

 

• Marketing - Journal of Research 

and Management (JRM) 
With the editor Prof. Andrea Gröppel-

Klein's endorsement, the organizers 

expect to publish a special issue of 

Marketing - Journal of Research and 

Management, a journal with a high 

academic reputation. The papers with a 

focus on consumer behavior and new 

models for marketing will receive a 

special consideration for possible pub-

lication. Editor: Lutz Hildebrandt 

Deadline for submission: October 15, 

2010. 

 

• Recherche et Applications en Mar-

keting (RAM)  
Selected conference contributions will 

be recommended to Recherche et Appli-

cations en Marketing for publication. 

Deadline for submission: October 15, 

2010. 

 

For further information concerning the 

formal guidelines, please visit our confe-

rence homepage, http://gfa2010.univie.ac.at. 

Furthermore, you have the possibility to 

meet the editors on Friday, 16:30-18:00 in 

room U14. 

Please send you paper (and final pres-

entation) to gfa2010.bwl@univie.ac.at. 
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Opening Session 

September 17, 8:00 - 10:00  

Juridicum, Room U18 

 

Using Formative Measures in Theoretical Models: A Cautionary Tale 

 

Adamantios Diamantopoulos and Petra Riefler 

In recent years formative measurement has been receiving increasing attention in management 

and marketing research. However, most relevant literature is technical in nature focusing on the 

formal specification, identification, and estimation of formative models. In contrast, only li-

mited attention has been paid to the implications of formative measurement for theory testing 

purposes. This work-in-progress highlights some problems encountered when formative meas-

ures are included in even simple theoretical models and illustrates some approaches for over-

coming such problems. Using the animosity model of foreign product purchase (Klein, Ettenson 

and Morris 1998) as an example, the problems of testing the model when animosity is measured 

with formative indicators – as suggested by Riefler and Diamantopoulos (2007) – are examined 

and necessary adaptations discussed. Data from a survey of 261consumers are subsequently used 

to estimate the formative animosity model and evaluate its fit. The aim is to stimulate a debate 

on the implications for theory development when models incorporating formative measures are 

tested within a covariance structure framework. 

 

Keywords: Theory development, formative measurement, consumer animosity, structural equa-

tions modeling 

 

Adamantios Diamantopoulos (first author, corresponding author) 

Professor & Chair of International Marketing, University of Vienna, Bruen-

ner Straße 72, A-1210 Vienna, Austria (Tel: ++43 1 4277 38031; E-mail: 

adamantios.diamantopoulos@univie.ac.at)  

 

 

 

 

 

Petra Riefler, PhD  

Assistant Professor, Chair of International Marketing, University of Vienna, 

Bruenner Straße 72, A-1210 Vienna, Austria (Tel: ++43 1 4277 38039; E-

mail: petra.riefler@univie.ac.at)  
 

 



GFA 2010 Conference Opening Session 

33 

Future Buy  

Insights and Innovation to win in the new era of shopping 

 

Peter Damisch and Vera Grasl 

 

 

Enabled by recent technological advances and spurred on by a severe economic recession, a new 

generation of passionate, self-directed consumers has ushered in a new era of shopping. 

 

The process of shopping including information gathering, comparison shopping, selection, and 

purchasing of goods and services has changed forever. No longer are shoppers passive receptors 

of marketing initiatives; today’s shoppers are more resourceful, in control, and confident in their 

ability to achieve the best value. In fact, they are more determined than ever. Special focus lies 

on the following topics: 

 

• The new shopping process and how it is impacting shopper marketing 

• Opportunities and challenges due to the explosion of consumer touch points 

• The personalization of shopping by category and occasion 

• The emergence of a new kind of shopper, and xtreme shopping culture 

• The shopper’s desire for organization, order and productivity 

• How shoppers are creating new synergies between in-store and online shopping 

• How mutuality and co-creation may be the new cost of loyalty 

 

 

 

 

 

Peter Damisch 

 

Managing Director of GfK 

 

 

 

 

 

Mag. (FH) Vera Grasl 

 

GfK Account Manager in the Consumer Goods, Retail & Mobility Sector  

GfK Knowledge Exchange Ambassador for Custom Research 
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Abstracts 

Friday, 10:30 – 12:30 

� FA12:  
Room U12 

Advertising 1 

Chair: Sebastian Berger, University of Applied Sciences, sebastian.berger@fhkrems.ac.at 

Implicit Measurement of Advertising Effectiveness by Recording Goal-Directed 

Behavior 

Berger, Sebastian; University of Applied Sciences, sebastian.berger@fhkrems.ac.at 

Wagner, Udo; University of Vienna, udo.wagner@univie.ac.at 

The decline of advertising effectiveness as a result of competitive clutter has been well documented. Even 

though eye-tracking is a popular method to measure visual attention to advertising in scientific studies, 

the methodology is rarely adopted by practitioners in the advertising industry. This can be primarily attri-

buted to the high complexity, time and cost involved in conducting such eye-tracking studies. In this 

study, for the first time, a variable resolution display was used to measure visual attention when viewing 

advertising. The spatial resolution of the displayed advertisements complied with the decline in spatial 

resolution of the human visual system. Participants kept the highest resolution area of the display aligned 

to the foveal vision of high acuity by means of manual cursor movements. The results encourage the use 

of goal-directed manual pointing movements as indicators for the attentional signal generated in the 

brain. As distinct from tracking eye movements the suggested method presents a non-complex, low-cost 

and time-efficient way to measure the effectiveness of visual advertising. 

Keywords: advertising effectiveness, information overload, visual attention, implicit measurement 

Econometric approach to marketing communication in print media  

Pleli, Nada; University of Zagreb, npleli@efzg.hr  

Ozretic-Dosen, Durdana; University of Zagreb, dozretic@efzg.hr  

Skare, Vatroslav; University of Zagreb, vskare@efzg.hr 

Marketing practitioners face a real challenge in distributing the funds earmarked for marketing commu-

nication activities. This traditionally demanding task has always been influenced by more or less pro-

nounced characteristics of and changes in the macroeconomic and microeconomic environment. Among 

current characteristics of developed market economies one may outline: reduction of marketing budgets 

due to recession and crisis, with a smaller portion assigned for communication activities and a redistribu-

tion of funds assigned to marketing communication activities – resulting in a consequent weakening or 

even loss of domination of advertising in favour of other forms, such as sales promotion. By means of 

monitoring and an econometric analysis of data on investments into advertising in print media in the 

Republic of Croatia on a month-to-month basis for the period between January 2005 and March 2010, 

this paper examines whether investments into advertising in print media follow the trends observed in 
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developed market economies (by media class and sectors). It also explores for possible regularities in the 

structure of such investments (e.g. seasonal oscillations, by media class and sectors). Investing in advertis-

ing is described as a function of the media class, time and sector. EViews, Version 7 econometric software 

is used in research. On the basis of previous discussions, graded econometric models are proposed to 

forecast and control future developments, thereby enhancing and facilitating decision-making in market-

ing.  

Keywords: advertising expenditures, print media, econometric models, forecasting  

Does International ad or store number contribute most to a retailer’s perfor-

mance? 

Chen, Yi-Mu; I-Shou University, ymchen@isu.edu.tw  

Lou, Yung-Chien; National Chengchi University, yjlou@nccu.edu.tw 

Bei, Lien-Ti; National Chengchi University, lienti@nccu.edu.tw 

The aim of this study is to compare the contribution of International ad and the contribution of store 

number to a retailer’s performance. This study proposed the effects of ad and store number on purchase 

rate and brand attitude in three ways. First, ad expense and store number is positively related to brand 

attitude and purchase rate. According to the law of diminishing marginal returns, a concave relationship 

between ad and brand attitude/purchase rate was proposed, but linear in store number. Second, the brand 

attitude works as a mediator in the relationship between ad expense/store number and purchase rate 

based on the advertising hierarchy models (e.g. AIDA) that the ad expense/store number influences con-

sumers’ attitude prior to their behavior. Thirdly, ad carryover phenomenon makes the effect of advertis-

ing last from four to eight months, or even one year (Dekimpe and Hanssens 1995; Winer 1980). In the 

long run, the advertising investment will become the target brand’s intangible capital. After matching 

three databases, Rainmaker XKM’s advertising outlay report, Eastern Integrated Consumer Profile (E-

ICP), and Taiwan Chain Store Almanac, 21 retailer brands with 10-year period data were generated.  

Panel data analysis is adopted since it can avoid the estimation bias from single cross-sectional or time-

series analysis. Results show that the threshold effect exists in the store number on brand attitude. Moreo-

ver, brand attitude plays a partial mediator in the ad-purchase rate function while it plays a full mediator 

in the store number-purchase rate function. Compare to ad expense, the store number is critical factor of 

retailer’s performance. Cutting down the investment on brands for short-term profits, on the other hand, 

may exhaust the brand equity built in the past.  Therefore, a retailer is suggested to extend store number 

or invest a regional (but not only International) ad exposure schedule to lessen consumers’ attenuation 

speed toward retailer’s brand. 

Keywords: Ad-sales function, Hierarchy of Effect in ad, Cumulated Effect, Panel Data Analysis 

Sponsorship Effects on Brand Image: The Role of Exposure and Activity In-

volvement 

Grohs, Reinhard; University of Innsbruck, reinhard.grohs@uibk.ac.at  

Reisinger, Heribert; University of Vienna, heribert.reisinger@univie.ac.at 

Sponsorships capture a significant proportion of today’s companies’ marketing budgets. As firms evaluate 

the effectiveness of their sponsorship engagement, the assessment of image transfer from a sponsored 
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activity to the sponsor has become the most important objective. Existing research identified event image 

and event-sponsor fit as drivers of sponsor image. While also discussed as contributors to sponsor image, 

empirical evidence for an impact of sponsorship exposure and involvement in the sponsored activity 

remained scarce. We develop and test a framework explaining how exposure and activity involvement 

moderate the effects of event image, event-sponsor fit and event commercialization on sponsor image. 

Results from two large sport events with a number of different sponsors show that increased sponsorship 

exposure reduces sponsor image if respondents perceive a low fit between event and sponsor and/or high 

levels of event commercialization. Involvement in the sponsored activity, on the other hand, improves 

sponsor image in that the effect of event commercialization on sponsor image becomes positive for highly 

involved individuals. Reasons for the findings as well as implications for the choice and design of sponsor-

ships are discussed and further areas of research are identified. 

Keywords: sponsorship, exposure, activity involvement, moderator analysis 

� FA13 
Room U13 

Branding 1 

Chair: Dekimpe, Marnik G.; K.U. Leuven, Marnik.Dekimpe@econ.kuleuven.be 

Sleeping With the Enemy: Does Private-Label Production by National-Brand 

Manufacturers Create Discounter Goodwill? 

Ter Braak, Anne 

Deleersnyder, Barbara 

Geyskens, Inge 

Dekimpe, Marnik G.; K.U. Leuven, Marnik.Dekimpe@econ.kuleuven.be 

Private-label (PL) dominated hard discounters like Aldi and Lidl have recently begun to accept a few 

leading national brands (NBs) in their assortments. These limited spots are in high demand by NB manu-

facturers. The authors examine whether prior PL production by a NB manufacturer for a discounter 

creates goodwill on the part of that discounter. Controlling for potential self-selection, the authors con-

duct a cross-category analysis of PL production for the leading German hard discounter Aldi, and show 

that such production is indeed rewarded: NB manufacturers involved in such practice have a higher like-

lihood of obtaining shelf presence. 

However, not all NB manufacturers are equally inclined to participate in the PL production process. They 

are more likely to do so when they have excess capacity, or when it is easier to introduce high-quality 

products in the category. Conversely, more advertising support for their NBs and a higher price differen-

tial relative to the PLs in the category reduce NB manufacturers‘ inclination to do so. 

 

Brand Extensions in the Emerging Markets of Asia: The Moderating Role of In-

volvement 

Huber, Frank; Johannes Gutenberg-University Mainz, huber@marketing-mainz.de 

Meyer, Frederik; Johannes Gutenberg-University Mainz, meyer@marketing-mainz.de 

Lenzen, Michael; Johannes Gutenberg-University Mainz, lenzen@marketing-mainz.de 
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Even though brand extension research has shown to be of major importance for international companies, 

only few recent studies exist in the context of brand extensions in the emerging markets of Asia. As in-

volvement has been identified as one of the key moderators of brand extension evaluations, this study 

investigates the moderating role of involvement for brand extensions in these markets. Congruity with the 

original brand image and order of market entry are two interacting factors introduced in this context. A 

quantitative survey was professionally conducted by a market research agency in the so called Asian plat-

form country Hong Kong, showing 5 different planned brand extensions from R&D of a market leading 

consumer goods brand to 600 representative household leading women in all relevant ages. Results of the 

ANOVA show the importance of involvement as a moderator for multiple brand extensions and implica-

tions for brand extensions in emerging markets are deduced, especially for the difference between ordered 

and non-ordered market entry strategies. Moreover, major differences between these findings in the 

Asian context and secondary literature from studies in Europe and the US are revealed. 

Keywords: multiple brand extension, emerging markets, involvement, order of market entry, ANOVA 

The Impact of Customer Company Identification on Brand Extension Evalua-

tions 

Ashraf, Rohail; University of Aix Marseille III, rohail.ashraf@iae-aix.com  

Merunka, Dwight; University Aix Marseille III, Dwight.Merunka@iae-aix.com 

Customer Company Identification (CCI) explains the relationship that exists between a company and its 

customers based on the notion of social co-existence. The study explores the identified customer’s support 

to company for their brand extensions. Three different extension scenarios (close- 41 respondents, mod-

erate – 40 respondents and far – 40 respondents, Total: 121) were used to test the limitations on custom-

ers’ support with increasing product failure risk due to low perceived fit with the mother brand. Basing 

our arguments on social co-existence, motivated reasoning theory and customer self construal, we formu-

lated two set of hypothesis to study how CCI influences brand extension evaluations and perceived fit. We 

propose the positive influence of CCI on extension evaluation and perceived fit in normal conditions 

(close and moderate) and no influence in extreme product failure risk scenario (far extension). Finally, a 

third set of hypothesis explores the influence that perceived fit has on extension evaluations across differ-

ent level of product risk. 

Our results show that customers who identify with a company support their initiatives only in extremely 

safe scenario of close extension. CCI influences the brand extension evaluations both directly and indi-

rectly through perceived fit. In case of moderate risk level (moderate extensions) the customer support 

disappears. This explains that the boundary condition of customers support is very quickly reached. As 

expected, CCI didn’t have an influence in extreme scenario of far extension. We also find that customers’ 

reliance on perceived fit, as an attitude formation mechanism towards the new extension, increases with 

the risk level. 

The study adds to the growing body of literature on corporate level marketing by understanding the limi-

tations of customers’ socially grounded support to company’s new initiatives. We believe that the concept 

of CCI and its boundary conditions still present an interesting area for future work. 

Keywords: Customer Company Identification, Brand Extensions, Perceived Fit, Consumer Behavior 
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� FA14 
Room U14 

Models 1 

Chair: Hruschka, Harald; University of Regensburg, harald.hruschka@wiwi.uni-regensburg.de 

Growing the Base of Loyal Customers: Acquisition versus Defection 

Riebe, Erica; University of South Australia, erica.riebe@marketingscience,info 

Wright, Malcolm; University of South Australia, malcolm.wright@marketingscience,info 

Stern, Philip; Bangor University, p.stern@bangor.ac.uk 

Sharp, Byron; University of South Australia, byron.sharp@marketingscience,info 

While customer acquisition is obviously vital for a new brand, mature brands are often said to rely on 

reducing defection for maintenance and growth. Yet the theory to support this approach has had little 

empirical investigation. How do brands actually increase the size of their loyal customer base? Is it 

through superior acquisition or reducing customer defection? Or some mixture of both? Conversely, do 

brands lose share through deficient acquisition or excessive defection? We analyse changes in a brand’s 

number of ‘first brand loyal’ buyers, using ten years of continuous monthly panel data on the prescribing 

behaviour of UK doctors. As a control, we examine the choice of main bank for residential finance, using 

four and a half years of quarterly cross-sectional commercial survey data. Unlike previous research we 

compare defection and acquisition of loyal customers against stochastic benchmarks, which indicate how 

many customers each brand will gain or lose if it were stationary. The results are surprising; to grow or 

prevent decline, acquisition is more important than defection reduction for both pharmaceutical brands 

and banks. This implies that prospect management is at least as important as defection reduction. 

Keywords: acquisition, defection, hendry model, banking, pharmaceuticals 

The Impact of Sales Promotion on Customer Lifetime Value for Fast Moving 

Consumer Goods: An Empirical Investigation on the « Single Source » Behavi-

orScan Panel  

Castéran, Herbert; ESC Pau Group, herbert.casteran@esc-pau.fr 

Meyer-Waarden, Lars; University Strasbourg 

Benavent, Christophe; University Paris Nanterre 

The impact of sales promotions is generally investigated in terms of either customer retention or custom-

er activity. In contrast, in our study, we simultaneously take into account three potential effects of sales 

promotions: the acquisition of new customers, the number of purchases and the retention of clients.  

Based on the single source BehaviorScan panel data, we investigate the differentiated impact of three types 

of sales promotions (price, feature, display) at the product level in two different product categories: sham-

poo and coffee.  

To do this we combine three submodels: 1) first, a Cox regression is used to model the customer acquisi-

tion, 2) second, the Pareto/NBD as well as the BG/NBD models, in which we introduced explanatory 

covariates and exponents (for the BG/NBD model) to take into account the non growing elasticity of the 

purchase frequency with respect to the sales promotions, are used to model the number of transactions 
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realized, and 3) finally, a gamma-gamma model with covariates is used to model the unitary amount spent 

per transaction.  

We then compare the adjustments for the different models with and without covariates (based on BIC 

and MAPE criterions) and find a better fit for the BG/NBD formulations.  

The article concludes by explanations of the results.  

Keywords: Pareto/NBD model, BG/NBD model, covariates, sales promotions, customer acquisition, cus-

tomer retention.  

A Model of Heterogeneous Multicategory Choice for Market Basket Analysis 

Dippold,Katrin; University of Regensburg, katrin.dippold@wiwi.uni-regensburg.de  

Hruschka, Harald; University of Regensburg, harald.hruschka@wiwi.uni-regensburg.de 

Based on market basket data multicategory purchase incidence models analyze demand interdependen-

cies between product categories. Previous models have the drawback that they do not adequately allow for 

heterogeneity of consumers and a large enough number of product categories to realistically represent a 

retailer's assortment [e.g., Russell & Petersen, 2000]. We propose a finite mixture multivariate logit model 

to derive segment-specific intercategory effects of market basket purchase. Under the assumption that 

only a fraction of intercategory effects are significant, we exclude irrelevant effects by variable selection. 

This leads to a detailed description of consumers' shopping behavior that varies over segments not only 

w.r.t. parameters’ values, but also w.r.t. included interaction effects. As the high number of product cate-

gories in the model prohibits exact maximum likelihood estimation, we adopt pseudo likelihood estima-

tion and contrastive divergence, two methods to approximate maximum likelihood. We apply our model 

to a data set with 31 product categories and 1,794 households purchasing 17,280 baskets in one store. The 

best fitting model is determined by predictive model selection. For our data set a four segment model 

emerges to have the best adjustment to the observed market baskets. Relevant interaction effects vary over 

segments with a size between approximately 1% and 9% of all possible interactions. We find that contras-

tive divergence improves pseudo likelihood estimates only to a small degree and conclude that pseudo 

likelihood maximization gives sufficiently exact parameters. 

Keywords: Market basket analysis, finite mixture model, multivariate logistic regression, maximum like-

lihood approximation, multicategory purchase incidence models 

A Unified Framework for Dealing with Preference and Variance Heterogeneity 

in Conjoint Experiments 

Baltas, George; Athens University of Economics & Business, george@aueb.gr 

Saridakis, Charalabos; Athens University of Economics & Business, saridakis@aueb.gr 

In conjoint experiments, individuals evaluate multi-attribute alternatives and the empirical analysis in-

volves the determination of attribute coefficients in data derived from ranking, rating, or choice tasks. In 

such experimental settings, it is equally true, but less often noted, that individuals may differ not only in 

tastes for product attributes but also in information processing abilities, cognitive patterns, time con-

straints, problem solving strategies and personal involvement with the decision making tasks. In this pa-

per, we show that such interpersonal differences may lead to both preference heterogeneity and hetero-

scedastic variation in conjoint data. More specifically, this paper proposes a new approach that accounts 

for interpersonal heterogeneity and heteroscedastic variation of assessment in conjoint data. In a unified 
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framework, we allow both attribute coefficients and amount of stochastic variation to vary over individu-

als. The model is illustrated in a very large-scale conjoint experiment examining consumer preferences for 

passenger cars. We apply the model to a sample of 1,164 individuals. The empirical results suggest com-

pellingly that experimental evaluations of multifactor alternatives incorporate individual differences in 

both preference and cognition. 

Keywords: conjoint experiments, random coefficient model, econometrics, individual heterogeneity 

� FA15 
Room U15 

E-Marketing 1 

Chair: Fritz, Wolfgang; University of Braunschweig, w.fritz@tu-braunschweig.de 

Unplanned Online Purchases 

Kempe, Michael; University of Braunschweig, m.kempe@tu-braunschweig.de 

Fritz, Wolfgang; University of Braunschweig, w.fritz@tu-braunschweig.de  

Based on buying behavior of 353 German online users the study suggests a more detailed classification of 

unplanned purchase types on the internet and a more valid measure of unplanned buying behavior, which 

often is simplified for practical reasons. Following the typology of Kroeber-Riel/Weinberg/Gröppel-Klein 

(2009) and the advancement by Engelhardt (2006) a multi-item scale was used to represent the three di-

mensions of consumer decision making: spontaneity of purchase, cognition and positive emotions. Relia-

bility and discriminant validity of the reflective measurement model of the dimensions was validated by 

exploratory and confirmatory factor analysis (using SPSS and AMOS 18) (tab. 1). 

Afterwards, the factor scores of the decision making dimensions were used as input variables for a cluster 

analysis. After eliminating outliers by hierarchic cluster analysis, a k-means algorithm was applied to 

categorize the cases to the potential clusters. The number of clusters and the default cluster centroids were 

derived from the theoretical possible combinations of the maximum values of the three decision making 

dimensions. Different methods are applied to validate clusters. First, mixture clustering (using Glimmix), 

an alternative clustering method considering unobserved heterogeneity (Clement/Boßow-Thies 2007), 

shows that an 8-cluster solution achieves the best overall goodness-of-fit (tab. 2). Even though mixture 

models result in a different final partition, k-means solution is preferred here for interpretation reasons. 

Homogeneity and heterogeneity of all clusters can be confirmed. Within-cluster heterogeneity 

(Franke/Reisinger/Hoppe 2009) is comparatively low (tab. 3). Criterion validity is verified by comparing 

the final cluster solution with buying intentions measured separately (tab. 4). Besides several descriptive 

analyses of unplanned purchases on the internet, i.e. product category purchased and gender, the effect of 

main determinants of unplanned buying on the internet, like product price, perceived risk, website quali-

ty, flow and time pressure (Lim/Jung 2006), will be analyzed using SEM and/or logistic regression. 

Keywords: impulse buying, online purchasing, e-commerce, cluster analysis, mixture models 
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The personality of online panel members: Moneygrubbing mercenaries or valu-

able respondents? 

Keusch, Florian; Vienna University of Economics and Business, florian.keusch@wu.ac.at 

Mayerhofer, Wolfgang; Vienna University of Economics and Business, wolfgang.mayerhofer@wu.ac.at 

Jungreithmaier, Silke; Vienna University of Economics and Business, silke.jungreithmaier@wu.ac.at 

Due to the dropping penetration rate of landline telephones and a general decline in the willingness to 

participate in telephone surveys, data collection using online methods – especially online access panels – 

are becoming more popular all over Europe. Though widely adopted among marketing researchers critics 

still fear that the new sampling methodology leads to biased results produced by a breed of survey-savvy 

volunteer respondents who are solely interested in monetary incentives and therefore cannot be com-

pared to the general population. This study seeks to give an in-depth insight into the personality of online 

panelists by analyzing the motives for becoming a member and participating in a given survey as well as 

personality traits (e.g., Big Five, social desirability, etc.), attitudes (e.g., price-quality relationship), and 

behavioral characteristics (e.g., media use). The results of a survey among 1,800 members of an Austrian 

online access panel show that money is a relevant motive but not the dominating reason for becoming an 

online panel member. Additionally it could be demonstrated that psychographic characteristics do not 

influence panel behavior.  

Keywords: online marketing research, online access panels, participation behavior, psychographic charac-

teristics 

Consumer Acceptance of Mobile Services in Loyalty Programs  

Prein, Jan; University of Kassel, prein@wirtschaft.uni-kassel.de 

Mann, Andreas; University of Kassel, mann@wirtschaft.uni-kassel.de 

The study investigates reasons why consumers are willing to use mobile services in loyalty programs such 

as mobile couponing, mobile advertising-messages, location-based information services and in-store 

identification. Based on social exchange theory, new institutional economics and Banduras (1977) con-

cept of self-efficacy, the study presents an acceptance model, that explains for the first time, how specific 

attributes of mobile services (ubiquity, geographical context sensitivity and innovativeness) can create 

positive and negative value-components for consumers. Furthermore, the model illustrates how these 

components form the net value that affects the intention to use mobile services. Finally, the study shows 

how self-efficacy expectations affect consumer acceptance. A quantitative survey with 334 responding 

German consumers was conducted. Missing values were replaced by multiple ordinal logistic regression 

imputation with chained equations. The acceptance model was estimated using PLS path modeling with 

Rubins (1987) modifications for the calculation of t-values. Results show that expected the net value (R2 

=.51), that explains 54 percent of the variance of consumers usage intentions for mobile services in loyalty 

programs, is positively influenced by convenience- (β =.37), financial- (β =.16) and innovation-value-

expectations (λ =.12), that result primarily from consumers perception of mobile specific attributes. Con-

cerns relating to improper use of location-data (λ =-.11) and financial risk-expectations (λ =.11) have a 

negative influence whereas expected time saving, irritations about advertising messages and concerns 

relating to improper use of personal contact- and transaction-data have no significant impact on net val-

ue. However, the link between value expectations and intentions to use mobile services is mediated by 

self-efficacy expectations (β =.08). Based on the empirical results of the study, the authors discuss implica-

tions for marketing management and privacy protection.  
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Keywords: acceptance, mobile marketing, loyalty programs, mobile service values, self-efficacy expecta-

tions  

Introducing new methods of assessing data quality in market research  

Toma, Boris; University of Mannheim, boris.toma@bwl.uni-mannheim.de 

Heinrich, Daniel; University of Mannheim, daniel.heinrich@bwl.uni-mannheim.de 

Bauer, Hans H.; University of Mannheim, bauer@staffmail.uni-mannheim.de 

Due to its virtually unlimited technical possibilities, the Internet offers tremendous potential for the de-

velopment and application of new survey methods in online market research. Thus, online questionnaires 

have become increasingly important. Nowadays in market research practice almost every third survey 

takes place on the Internet.  

The range of online surveys runs from self-selection surveys in virtual communities and list-based e-mail 

surveys to longitudinal studies in pre-recruited online panels. Given the high degree of anonymity on the 

Web, however, all forms of data collection are permanently exposed to a crisis of legitimation.  

Solely through an uncompromising focus on quality, this problem can be addressed. For this purpose 

basic methods research is required, which reveals the impact of online surveys on the quality of the data 

collected. Although initial research efforts have been made in this area in recent years, central design 

variables of online market research remain unconsidered.  

Hence, in an experimental study this paper analyzes both the influence of different types of recruitment 

and the effects of monetary incentives on data quality. Another research goal is to develop new methods 

for determining the quality of data, as the recent first generation approaches of operationalizing data 

quality are merely unsatisfactory.  

As a result of this study, innovative measurement approaches of the second generation are presented and 

empirically validated regarding their usefulness. Using the methods of the first and second generation 

surprising results are shown and implications and recommendations for different stakeholders of online 

market research are given.  

Keywords: online market research, data quality, online survey, quality measurement, research methods  
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Room U16 

Retailing 

Chair: Kamleitner, Bernadette; University of London, b.kamleitner@qmul.ac.uk 

Retail brand image building through promotional leaflets at big specialized 

stores 

Manzano, Roberto; Complutense University Madrid; rmanzano@ccee.ucm.es 

Ferrán, Magdalena; Complutense University Madrid, maenafer@estad.ucm.es 

Strong competition in retail distribution and the development of new purchasing options for the consum-

er generate a growing need to strengthen the retailers´ brand image using all the communication ele-

ments, with promotional leaflets being one of the most important ways to do this. Promotional leaflets 
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make-up 5.1% of the money spent on communication and rank third place in terms of importance for 

retailers. 

The aim of this investigation work is to focus on analysing the utility of a promotional tool, such as a flyer, 

to fulfil a strategic objective, like creating a retail brand image, within a modern dynamic sector that is 

growing fast, such as Category Killers. 

Two sources of information have been used to carry out the research. On the one hand a survey con-

ducted on those responsible for the definition and execution of the promotional plan and on the other, 

the accumulation and analysis of all the flyers issued into the market thought-out a year by those retailers 

which  belong to this format, in order to conduct a study of seven defined image indicators. This informa-

tion has been largely analysed using multidimensional scaling method and chi-square test.  

As a result, we have managed to gather the differential elements in flyers execution between those retailers 

that prize the communications of image attributes and those retailers which concentrate on communicat-

ing price. The first group makes greater use of promotional theme related flyers, and shows greater diffe-

rentiation in both product assortment and the depth of the range being communicated.  

Keywords: Retailing, retail image, integrated communication, store promotional flyers, category killers, 

specialized outlets. 

Effects of shared ownership on consumer behaviour 

Kamleitner, Bernadette; University of London, b.kamleitner@qmul.ac.uk 

Rabinovich, Anna; University of Exeter, A.Rabinovich@exeter.ac.uk 

Shared ownership of consumer goods is a wide-spread phenomenon. Yet, there has been little research on 

how joint ownership affects consumers’ behaviour. We propose that sharing ownership reduces the expe-

rience of psychological ownership. In turn, this leads to a reduction in object care. In a set of 3 studies we 

investigate the effect of joint ownership on consumer behavior, the process behind this effect, and a po-

tential moderator to the effect.  

Based on a scenario, Study 1 (n = 53 students) shows that lay intuition assumes that joint owners take less 

care of a car than individual owners. This finding relates to differences in perceived responsibility and 

perceived ownership.  

Based on a survey assessing actual ownership status, Study 2 (n = 61 students) shows that joint ownership 

decreases the care people take of their computers. This effect relates to a lower degree in perceived owner-

ship among joint owners. Jointly owned objects feel less like “mine”.  

Study 3 addresses the question whether establishing a sense of “ours” may compensate for a reduction in 

“mine”. Using a scenario-based experiment Study 3 (n = 46 university students) shows that high group 

identification leads to increased willingness to care for shared possessions. This relation is mediated by 

the experience of possessions as “ours” rather than “mine”.  

Together these findings demonstrate that joint ownership does influence consumer behavior in meaning-

ful ways and that this influence results from the interplay of both individual and collective psychological 

ownership. Results have implications for the marketing of possessions that tend to be shared. 

Keywords; store image, store environment, shopping value, customer satisfaction, store loyalty 
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Geographical Information System Adoption among Retailers: Technology and 

Service Perspectives 

Marimuthu,Malliga; Universiti Sains Malaysia,malliga@usm.my  

Geographical Information Systems (GIS) is a popular spatial system in retail industry for retail site and 

consumer market evaluation.  Although the use of GIS has established well among retailers in UK and US 

for more than a decades, there has been a slow diffusion of awareness and adoption of GIS among retail-

ers. In this paper the factors that have influence the adoption of GIS among retailers are identified. This 

paper has developed an integrative model that tests the influence of perceived usefulness of the technolo-

gy, perceived ease of use of technology and perceived ease of service on retailers’ attitudes towards GIS 

adoption. The model has evolved from the Technology Acceptance Model (TAM) and uses two con-

structs from TAM studies, perceived usefulness of technology, and perceived ease of use of technology to 

reflect the ‘perceptions of technology’. Perceived ease of service construct were added and tested in the 

model to reveal the ‘perceptions of service’ on GIS adoption. The data for the quantitative study were 

collected from medium and large sized retailers in Australia. A usable sample size of 112 was obtained 

from retailers via internet survey. Partial Least Squares was used to test the hypotheses and to identify the 

best fitting structural model. The paper presents theoretical findings. In comparison to ‘perceptions of 

technology’, ‘perceptions of service’ is a more dominant variable influencing GIS adoption decisions. The 

practical findings of the paper include new perspectives for marketers who are wishing to promote infor-

mation systems. Additionally, in contrast to previous research and distinct from the traditional adoption 

model, a technology adoption framework that includes factors relating to both technology and service 

adoption, was proposed and tested. The paper thereby advances recommendations for technology marke-

ters that highlight features of these two areas and their likely influences on the perceptions and attitudes 

of potential customers about the information system and its accompanying services. 

Keywords: Technology acceptance model, perceived usefulness of technology, perceived ease of use of 

technology, perceived ease of use of service, information system 

Costs of Implementation: Bargaining Costs vs. Allocative Efficiency 

Maciejovsky, Boris; Imperial College Business School, b.maciejovsky@imperial.ac.uk 

Wernerfelt, Birger; Massachusetts Institute of Technology, bwerner@mit.edu 

A mechanism with low direct cost of use may be preferred to alternatives implementing more efficient 

allocations. We show this experimentally by giving pairs of subjects the option to agree on a single average 

price for a sequence of trades – in effect pooling several small bargains into a larger one. We make pooling 

costly by tying it to some inefficient trades, but subjects nevertheless reveal strong tendencies to pool, 

particularly when more bargains remain to be struck and when bargaining is face to face. The results sug-

gest that implementation costs could play a significant role in the use of many common trading practices. 

Keywords: Bargaining, Negotiation, Marketing Channels, Mechanism Design, Market Design 
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� FA17 
Room U17 

Consumer Behavior 1 

Chair: Mitchell, Vincent-Wayne; Cass Business School, v.mitchell@city.ac.uk  

The Effects of Cognitive-Brand Age Congruity on Brand Preference under Dif-

ferent Product Categories 

Bei, Lien-Ti; National Chengchi University, Lienti@nccu.edu.tw 

Chang, Chia-yang Mac; National Chengchi University, maverick9527@anet.net.tw 

Huang, Chao-hui; National Chengchi University, 96355030@nccu.edu.tw 

The purpose of this research is to examine the moderate effect of product category on the relationship 

between cognitive-brand age congruity and consumers’ brand preference. According to self-congruity 

theory that consumers want to be self consistent, they should prefer a brand with an age image congruent 

with their own age image, such as cognitive age. Moreover, the effects of cognitive-brand age congruity on 

consumers’ brand preference in utilitarian, hedonic, and symbolic products should be different. This 

study employs a face-to-face survey of 442 respondents in several shopping districts in Taipei city. The 

results indicate that when consumers evaluate brands in symbolic product category, they emphasize more 

on whether their cognitive age is congruent with the perceived brand age than when consumers evaluate 

brands of utilitarian or hedonic products. Brand managers of symbolic products should carefully build the 

age image of the brand for the target customers. 

Keywords: cognitive age, brand age, cognitive-brand age congruity, self-congruity theory, product catego-

ry 

Enhancing customer loyalty to shopping centres through special event enter-

tainment: The mediating role of hedonic value?  

Sit, Jason; University of Surrey, k.sit@surrey.ac.uk 

Johnson Morgan, Melissa; University of Southern Queensland, Melissa.Morgan@usq.edu.au 

Ekinci, Yuksel; Oxford Brookes University, yekinci@brookes.ac.uk 

Special event entertainment refers to free entertainment events convened by shopping centres, and popu-

lar examples include school holiday events, fashion shows, celebrity appearances and market days. Despite 

the common use of special event entertainment, very few studies have provided an insight on the effect of 

special event entertainment on customer loyalty to shopping centres. In particular, very few studies have 

examined the perceived hedonic value and quality of special event entertainment, and how these two 

constructs interact to influence customers’ approach behaviours in shopping centres. As an attempt to 

gain this insight, this study surveyed 280 shopping centre patrons in Australia that had experienced spe-

cial event entertainment. Every 5th shopper in the crowd was approached and handed a self-completed 

questionnaire. Structural equation modelling was applied to analyse the data. The results showed that 

perceived hedonic value consisted of two dimensions: entertainment value and exploration value. These 

two value dimensions are parallel to the passive and active experiential value proposed by Mathwick, 

Malhotra and Rigdon (2001). Entertainment and exploration value were found to have significant, posi-

tive effects on shopping behaviour and behavioural intention of shoppers. However, these positive effects 

were not identical. Exploration value demonstrated a much stronger, positive effect than entertainment 
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value. Perceived quality was found to have a positive effect on perceived hedonic value. Two dimensions 

constituted the perceived quality of special event entertainment: setting quality and performer quality. In 

particular, setting quality demonstrated a positive effect on both entertainment and exploration value. 

Conversely, performer quality had a positive effect on exploration value only, and not on entertainment 

value. Nevertheless, performer quality was found to have a, direct positive effect on both shopping beha-

viour and behavioural intention. Hence, the results of this study suggest that special event entertainment 

can enhance shopper loyalty, particularly through perceived hedonic value and quality. However, per-

ceived hedonic value is likely to mediate the effect of perceived quality on shopper loyalty.  

Keywords: Experiential Marketing, Hedonic Value, Service Quality, Shopping Centre Loyalty  

The Effects of Consumer Well-being on Hedonic Product Consumption  

Mitchell, Vincent-Wayne; Cass Business School, v.mitchell@city.ac.uk  

Zhong, Jing Yang; Cass Business School, jyzhong2003@hotmail.com 

Previous research has revealed that consumers’ short-term emotions influence their thinking and deci-

sions about the purchase and use of products, while the effect of long-term subjective well-being (SWB) 

has been ignored by consumer researchers. This research presents a theoretical model that reveals how 

consumers’ SWB influences their spending on hedonic products. Using three years of longitudinal data 

from a large national panel survey, the authors found that happy consumers prefer to spend more on 

hedonic products, especially through more frequently spending on low-cost hedonic products. Further-

more, this relationship is achieved via the mediating mechanism of positive interpretation of life circums-

tances and broadened thoughts and actions associated with the positive affect. This research supplements 

the literature on the effect of short-term emotions on consumers’ less crucial buying decisions or deci-

sions made under time pressure such as point-of-purchase stimuli, self-gifting, and impulse buying, by 

highlighting the key role of consumers’ long-term SWB in their regular and habitual buying behavior. 

Moreover, this is the first research quantified the strength of this relationship. The research has implica-

tions for hedonic products providers in how demand for their products is generated as well as filling a 

significant gap of the mediating mechanism of the consequences of well-being, which is argued an excit-

ing direction for future work (Lyubomirsky, King, and Diener, 2005). Methodologically, the use of a large, 

nationally representative sample allows generalization of our findings, which is crucial whenever marke-

ters hope to use research findings to determine their marketing strategies.  

Keywords: Subjective well-being, consumption, hedonic products  

The Contribution of Nonverbal Attitude Measurement to Brand Management 

Schlegl, Sandra; Vienna University of Economics and Business, sandra.schlegl@wu.ac.at 

Background: Brand strength is one of the major control and target variable for brand management. It is 

mainly driven by the customers’ attitude towards the brand. Therefore, the periodical ascertainment of 

attitudes is important. However, as human information processing mainly works with pictures and emo-

tions, it is doubtful if attitudes can be surveyed true to reality by sole means of verbal measurement, which 

cannot be optimally ascertained by means of verbal attitude measurement. Hence, the joint application of 

verbal and nonverbal attitude measurement serves best in this context.  

Method: Thus, a methodical comparison of both attitude measurement approaches (i.e. verbal versus 

nonverbal) is applied. By means of regression analysis and structural equation modelling (PLS) it can be 
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found out, if there is an additional influence on brand attitude when attitude is not only measured verbal-

ly, but also nonverbally. The research project furthermore focuses on the linkage between cognitive and 

emotional attitude and conative attitude constructs (i.e. willingness to recommend, buying intention).  

Results: Attitude has a strong significant influence on willingness to recommend and purchase intention. 

The influence accounts for 35% on average. In this context, it is important to outline that verbal attitude 

measurement contributes more to the explanation of the dependent conative constructs. Nevertheless, the 

influence of nonverbal attitude measurement also accounts for 5% on average.  

Conclusion: A combination of verbal and nonverbal attitude measurement leads to high quality results. 

Keywords: Attitude Measurement, Imagery, Brand Management, Brand Strength 
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Advertising 2 

Chair: Ebster, Claus; University of Vienna, claus.ebster@univie.ac.at 

Human Mass Participation & Social Media: The “Life For Sharing” Campaign 

Hervet, Guillaume; Université Laval, guillaume.hervet.1@ulaval.ca  

Boulaire, Christèle; Université Laval, Christele.Boulaire@mrk.ulaval.ca 

Human mass participation is a new popular form of offline transience mass meeting orchestrated on line. 

Participatory culture is a key force behind this type of meeting and behind the effervescence generated by 

this kind of event. Social media are changing the way to communicate and content creation is nowadays a 

common activity for millions of people. To catch internet users’ attention, firms must differentiate them-

selves from “basic” content. Creativity and innovation have always been considered as an important suc-

cess factors in the advertising sector and, more generally, to become a key information player in a domain. 

To face the rise of social media and consumer empowerment, companies have to embrace creative and 

innovative marketing strategies. This study investigates the effervescence resulting from human mass 

participation event in social media to induce marketing communication lessons. 

The campaign “Life For Sharing” developed for the mobile telephony provider T-Mobile as been retained 

as a case study. A content analysis of reactions stimulated by the campaign and dispersed through differ-

ent social media has been made. The case analysis is articulated around three forms of users’ participation: 

circulations, affiliations and expressions. Circulations mean how users’ actions shape the information 

flow on the internet. Affiliations designate the action to become friend, or fan with other users of an on-

line community. Expressions refer to user generated content defined as “content made publicly available 

over the internet, which reflects a certain amount of creative effort and is created outside of professional 

routines and practices”. 

The study demonstrates the interest of human mass participation as a strategic lever in an innovative 

marketing communication strategy. It can be used in an original communication strategy to create a rela-

tionship of proximity and connivance between the company and its consumers. 

Keywords: Human mass participation, participatory culture, social media, Creative Advertising. 

The effect of national identity salience on attitude toward ads and products 

Carvalho, Sergio; University of Manitoba, Carvalho@cc.umanitoba.ca 

Luna, David; CUNY, david_luna@baruch.cuny.edu 

Marketers in many different nations seem to be well aware of the positive emotional response that nation-

al symbols and rhetoric produce. Because the repeated pairing of a product with a national symbol or 

rhetoric is expected to engender a positive response to ads and the associated products or companies, such 

pairings are often used in promoting products and companies. A critical question seems to emerge from 

the above assumption: Does exploring consumers’ national identity in advertising really pay off? Evidence 

shows that citizens of Australia (Baker & Ballington, 2002), Canada (Bruning, 1997; Wall & Heslop, 1986), 
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China (Zhou & Belk, 2004), Russia (Caldwell 2002; Morris 2005), and Scotland (Baker & Ballington, 2002; 

Combes, Hibbert, Hogg, Varey, 2001) might react positively to patriotic appeals.  

In this paper, we investigated the effect of national identity salience (NI) on consumers’ evaluation of 

advertising and the associated products in two contexts (NI activated through media context, and NI 

activated through advertising appeals). The results were consistent with the idea that heightening NI leads 

individuals to react more positively to representations of that identity. The salience manipulations in-

creased respondents’ evaluations of ads and their associated products. When national identity was acti-

vated through advertising appeal, respondents presented more favorable evaluations of ads and their 

associated products when the ads were explicitly paired with national identity symbols or rhetoric, as 

compared to when no such explicit pairing was present. The activation of individuals’ national identity 

through media context seems to have an effect on individuals’ evaluation of ads and their associated 

products, even when those ads and products are not explicitly paired with national symbols or rhetoric. 

Keywords: National identity, Attitude toward ads, Attitude toward products, national symbols 

Increasing advertising awareness in freesheets 

Wagner, Udo; University of Vienna, udo.wager@univie.ac.at 

Ebster, Claus; University of Vienna, claus.ebster@univie.ac.at 

Kulnig, Anna; University of Vienna 

The business model of publications distributed free of charge to their readers heavily rely on the effective-

ness of the advertisements placed within such free papers: the publishers earn money exclusively from 

advertisers and have to convince them that they can reach their target groups with these media and, 

moreover, that depth of exposure outperforms alternative media. In contrast to traditional print media in 

which several advertisers share advertising space with others, i.e., they have no / limited control over the 

context in which their ads are positioned, publishers of freesheets might be willing to adapt the papers’ 

content to better fit the ads published therein. Even more so, they might be willing to pursue an editorial 

policy to shape readers’ expectations about the type of information provided by these media. 

This paper analyses the influence of ad content and readers’ expectations on advertising awareness. Re-

sults from the literature are provided to substantiate the hypotheses that a context which matches with an 

ad, a context which matches with a reader’s expectations about the content of a freesheet improves ad 

recall / ad recognition. Moreover, a field experiment is conducted to investigate this issue empirically. 

Research hypotheses are supported to a great extent. 

Keywords: advertising research; context effects; readers’ expectations, advertising recall and recognition 
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Branding 2 

Chair: Laurent, Gilles; HEC Paris, laurent@hec.fr 

The Impact of Perceived Brand Localness and Brand Globalness of Consumers’ 

Brand Equity Perceptions and Purchase Intentions 

Löhndorf, Birgit; University of Vienna, birgit.loehndorf@univie.ac.at 

Herz, Marc; University of Vienna, marc.herz@univie.ac.at 

Diamantopoulos, Adamantios; University of Vienna, adamantios.diamantopoulos@univie.ac.at 

Traditionally, research on global branding has conceptualized consumers’ perceived brand localness 

(PBL) and globalness (PBG) as opposites of a single construct. PBG reflects consumers’ perceptions of a 

brand’s globality in terms of in how many countries it is marketed, and whether it is generally recognized 

as global in these countries. Brands scoring high on PBG are often judged by consumers as superior to 

other brands in terms of quality and prestige. However, they are also often criticized for homogenizing 

distinct local cultures and being less authentic than local brands. To counter these disadvantages, several 

companies employ ‘glocal’ branding strategies. By ‘glocalising’ their offering, that is combining global 

strategies with a local execution and adaptation, firms add local flavor to their global offering. Neverthe-

less, such a hybridized approach still views PBL and PBG as opposite dimensions of the same continuum. 

The present study extends extant research by regarding PBL and PBG as distinct constructs that can co-

exist for a given brand. Using structural equation modeling, the authors link the two constructs to two 

major variables that influence consumers’ brand equity and ultimately purchase intention, namely brand 

positioning effectiveness and brand identification. Based on a quantitative survey of 182 consumers, re-

sults indicate that for domestic brands, PBL and PBG both enhance brand positioning effectiveness and 

also have an indirect impact on brand identification through brand positioning effectiveness. For foreign 

brands, only PBG is found to enhance brand positioning effectiveness, while PBL directly impacts brand 

identification. Brand positioning effectiveness and brand identification, on the other hand, explain a subs-

tant proportion of consumers’ perceptions of brand equity; the latter also strongly impacts purchase in-

tentions. Implications of the findings for theory and practice are considered and directions for future 

research identified. 

Keywords: perceived brand localness, perceived brand globalness, brand positioning effectiveness, brand 

identification, brand equity, purchase intention 

Modeling Brand Loyalty Over a Consumer’s Lifetime 

Laurent, Gilles; HEC Paris, laurent@hec.fr 

Lambert-Pandraud, Raphaëlle; ESCP Europe, rpandraud@escpeurope.eu 

Background: In certain product categories, brands last for decades or centuries. Consider examples such 

as perfume (Chanel N°5 was introduced in 1921), cars (Peugeot in 1896), radio stations (in France, Eu-

rope 1 in 1951). We observe that older consumers, when making a choice, have a higher probability of 

repeating their previous choice; and a higher probability of choosing long-established brands. This has 

enormous managerial implications, as market shares differ substantially across age segments. In this pa-

per, we attempt to model this long-term loyalty using stochastic models. 
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Method: We model this as a renewal process. At any time, the respondent has a preferred brand (the 

brand of the car s/he is driving, her preferred perfume), which can only change at the next renewal occa-

sion (when s/he buys a new car, if she switches to another preferred perfume). For each consumer n, we 

describe the stochastic duration of the relationship with the preferred brand using an exponential distri-

bution with parameter λn. 

Results: We have already analyzed data on perfume. A simple homogeneous model (same λn for all con-

sumers) does not fit the data well. Among several models, the best fit comes from a heterogeneous model 

with two latent classes (probability of belonging to the first class is the same for all respondents, but in 

each class, λn is a linear function of the consumer’s age with different coefficients). In both classes, the 

probability that a consumer will change her preferred perfume within the next year decreases markedly 

with age (from 99% or 40% at age 20, depending on the class, to about 10% at 70). 

Conclusions: We are in the process of obtaining similar data on car purchases, to test whether the model 

applies to this other important category, or which changes to apply. 

Keywords: product choice, older consumers, perfume, cars, heterogeneity 

Consumer perception of fast food brands: an exploratory study of university 

students in Ghana and the Czech Republic 

Asamoah, Emmanuel Selase; Tomas Bata University, asamoah@fame.utb.cz 

In this era of internationalization of businesses, having a strong brand image is indispensable in influen-

cing consumer perception to gain competitive advantage in the marketplace. This paper explores the 

variables that determine the choice of fast food brands amongst young university students in Ghana and 

Czech Republic. This study makes use of both qualitative and quantitative measures to investigate univer-

sity students’ perception of fast food brands and the factors that influence their purchasing habits. Factor 

analysis is carried out on data collected from a pilot study to determine the dominant variables (i.e. food 

quality, quality of service, price, promotion, packaging, peer influences and convenience) that influence 

university students’ perception and choice of fast food brands. Using these variables, views were sampled 

from respondents and the conjoint analysis is utilized for the analysis of data. The results show that both 

Ghanaian and Czech university students view price and convenience as the salient variables in their 

choice of fast food brand, but they differ in their perception on the other variables. These differences were 

attributed to the cultural orientations between the two countries. The findings from this study will enable 

managers of global fast food chains to augment their branding strategies to influence consumer percep-

tion and purchasing behaviour. The study concludes that, managers need to understand the intricacies 

involved in branding in the global fast food industry and decrease the use of ‘trial and error’ when enter-

ing into uncharted markets. 

Keywords: Brand, fast food, consumer perception, purchasing habits 

Consumers´ behavior on the Czech food market: BIO certificate as a brand 

Chovancova, Miloslava; Tomas Bata University, chovancova@fame.utb.cz 

Consumers view products with BIO certificates as quality brands. Obtaining a BIO certificate is an advan-

tage for food producers in the marketplace, especially for small business enterprises. The aim of this study 

is to develop innovative marketing strategies for small organic farmers in cities across the country. This 

paper elicits trends in consumers´ knowledge, attitudes, purchasing habits and usage of bio (i.e. organic) 
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food in the Czech Republic. A combination of qualitative and quantitative methods was used in the study. 

Because it is a specific product market, the snowball sampling method was used in collecting data; there 

were interviews from 163 respondents. Also, a set of questionnaire were used to conduct a survey from 

1322 respondents living in cities in Czech Republic with the exception of the capital (Prague). The res-

pondents were grouped according to their age, sex, education, family income and the size of inhabitants 

in each city. Additionally, an in-depth interview with 12 organic producers and sellers were conducted. 

Frequency distributions and cross tabulation statistical methods were used in analyzing the data. The 

results show that demand for organic food products is growing across the country. Consumers´ acquire 

knowledge on bio (i.e. organic) products through supermarkets and special TV programs. Also, consum-

ers make a connection between the consumption of bio (i.e. organic) food and good health. However, 

there is an absence of primary organic commodities for farmers; 60 % of organic food products were im-

ported. The findings from this study could help organic food producers to develop innovative marketing 

strategies. 

Keywords: Brand, organic food, consumer 
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Models 2 

Chair: Gedenk, Karen; University of Hamburg, karen.gedenk@wiso.uni-hamburg.de 

The role of lifetime activity cues in customer base analysis 

Hoppe, Daniel; University of Vienna, daniel.hoppe@univie.ac.at  

Wagner, Udo; University of Vienna, udo.wagner@univie.ac.at 

This paper develops the notion of lifetime activity cues in customer base analysis. The authors first discuss 

the impact of lifetime indicators such as customers’ response to marketing activities conceptually and 

then demonstrate how such lifetime cues may be embedded into the Pareto/NBD model. The implication 

of this additional behavioral information on the models predictions are analyzed theoretically and with 

concrete examples. The relevance of this concept is supported by evidence from the cellular phone indus-

try where an empirical study finds a substantial improvement in predictive accuracy in two independent 

holdout samples. The study concludes with a discussion of the managerial relevance of the proposed ap-

proach and opportunities for further research. 

Keywords: Customer lifetime value, purchase behavior, stochastic models of consumer behavior 

Discriminating between Variety-Seeking, Indifference, and Reinforcement 

Forms of Behavior Using Market Data from Consumer Panel Data 

Tsao, Hsiu-Yuan; Takming University of Science and Technology,: jodytsao@gmail.com 

Pitt, Leyland; Simon Fraser University, lpitt@sfu.ca 

Campbell, Colin; Simon Fraser University, colin_campbell@sfu.ca 

There has been considerable research into stochastic models of switching behavior based on sequences of 

purchase data at the individual-level. While at the individual level, sample size and sequence length are 



GFA 2010 Conference Abstracts 

53 

limiting factors, at the aggregate level, heterogeneity with respect to purchase sequences may assist with 

interpreting results. In this study, we look at members of the potential switcher segment and explain the 

choice they have between three possible forms of behavior, namely reinforcement, indifference, or varie-

ty-seeking, when faced with the claims of competing brands of goods. The analytical method adopted here 

is to apply a first order Markov-type market share model for five leading brands in three categories of 

goods (adult milk powder and shampoo). Researchers elsewhere have studied brand loyalty and brand 

switching patterns by employing similar analyses of leading brands to consumer panel data for Fast Mov-

ing Consumer Goods product categories. For this study, information from a 2003 consumer panel con-

ducted by Taylor Nelson Sofres comprised the empirical data. The sample size is 2500 households taken 

from the national population of 7.7 million households. A major contribution of this paper is our alterna-

tive approach to the exploration of switching behavior, centered on enabling how to discriminate between 

the above-listed behavioral forms. The strength of the approach is that only three easily obtained kinds of 

market data are required: the proportion of 100% loyal customers, the market share, and the estimated 

promotional effect. In this way, we avoid the difficulties and dilemmas associated with traditional indi-

vidual-level sequences of purchase based on a stochastic model. 

Keywords: Markov brand switching model, Switching behavior, Variety seeking, Loyalty program, Pro-

motion program 

Donation Size and Donation Framing in Cause-Related Marketing  

Müller, Sarah; University of Hamburg, sarah.mueller@wiso.uni-hamburg.de 

Fries, Anne; University of Hamburg, anne.fries@wiso.uni-hamburg.de 

Gedenk, Karen; University of Hamburg, karen.gedenk@wiso.uni-hamburg.de 

In cause-related marketing (CRM) companies promise a donation to a cause every time the consumer 

makes a purchase. For example, Procter & Gamble currently runs a campaign with the message “1 pack = 

1 vaccine”, where for every promotional package sold, the company donates 5 Cent to UNICEF for teta-

nus vaccinations.  

When managers design CRM campaigns, they need to make decisions about donation size (e.g., 5 Cent vs. 

20 Cent) and donation framing. Donation frames can be monetary (e.g., 5 Cent), non-monetary (e.g., 1 

vaccination) or both (5 Cent = 1 vaccination).  

We study the impact of donation size and donation framing on the success of CRM campaigns in a sur-

vey-based experiment, using data on four different categories of fast-moving consumer goods. Our study 

makes three contributions. First, we help resolve contradictions in previous findings on the impact of 

donation size, by studying moderators of this effect as well as non-linear effects. Second, our study is the 

first to compare monetary vs. non-monetary donation frames. Third, unlike previous research, we study 

both tactical as well as strategic success of CRM by measuring brand choice and brand image.  

We find that non-monetary are more effective than monetary frames. Donation size has a positive effect 

on brand choice if the other brand in the choice set is not on promotion. However, if consumers have to 

choose between a brand with a CRM campaign and another brand that offers a price discount of equal 

size, the effect of donation size is negative. The effect of donation size on brand image is positive for a 

non-monetary frame, negative for a monetary frame, and has an inverted u-shape for the combination of 

monetary and non-monetary framing. We show that CRM campaigns that are not well designed, can 

actually hurt brand image.  

Keywords: Cause-related marketing, donation size, donation framing  
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The impact of quantity and perceived quality of advertising on demand  

Klapper, Daniel; Goethe University Frankfurt, dklappe@wiwi.uni-frankfurt.de 

Zenetti, German; Goethe University Frankfurt, zenetti@wiwi.uni-frankfurt.de 

In this paper we introduce a new approach of how TV advertising influences demand of consumer goods 

purchase by combing different data sources. The effect of advertising on demand is modeled via goodwill 

that a consumer gets individually from the advertising of a certain brand. In this dynamic model three 

data sets are used, i.e. sales data, advertising budget data and tracking data. Tracking data contain infor-

mation about the perceived advertising quality and help to improve the identification of the goodwill 

production function as well as to estimate the effect of advertising via goodwill on sales. In doing so per-

ceived advertising quality can be based on requests in the literature for measuring advertising effective-

ness. Demand is estimated by a random coefficient logit model for aggregate data (BLP model). The com-

bination of micro and macro data leads to more precise estimates of demand and in particular enables us 

to study the effect of advertising quality on demand. The results show that it is important to account for 

advertising quality for the implicated profit estimation and the goodness of model predictions.  

Keywords: random coefficient logit model (BLP), measuring advertising effectiveness, combination of 

micro and macro data, perceived advertising quality, aggregate data  
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E-Marketing 2 

Chair: Lister, Mike; University of Southampton, ml22g09@soton.ac.uk 

Is the medium off message?  

Lister, Mike; University of Southampton, ml22g09@soton.ac.uk 

In the last few years Web advertising has expanded globally at the expense of all other media used for 

marketing communications. In the UK it totalled £3.54 billion which means that since 2004 Web advertis-

ing has gone from the smallest to the dominant advertising medium and expenditure now exceeds TV 

advertising (IAB UK 2010).  

In the USA in 2009 Web advertising expenditure totalled $22.7 billion (IAB US 2010).  

With so much money at stake is Web advertising effective? Previous studies examining Web advertising 

avoidance have used qualitative research interview methods, or small numbers of participants for eye 

tracking studies. This research took a different approach to previous ad avoidance studies - it examines 

large data sets based on actual Web behaviour. The research was grounded in a European context and 

looked at current Web advertising expenditure and active avoidance across 15 European countries. Linear 

quantitative ordering and analysis were used to examine the following questions: Is Web advertising more 

acceptable in some European countries than others? Does increased exposure to Web advertising corre-

late with increased avoidance? How does European Web advertising avoidance compare to the US?  

The main conclusions from the study show that increased exposure to Web advertising does not correlate 

with active Web advertising avoidance. For example, the UK has the highest spend per active online user 

but it is well below the average of all 15 European countries studied. What is notable is that Sweden and 

Germany have around double, and Poland over three times, the average amount of active Web advertising 

avoidance. The exception to this northern European propensity is Norway which is well below average. 

Russia and Turkey have the lowest Web advertising expenditure and the least active Web advertising 
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avoidance. It would appear that tolerance to the exposure of increasing amounts of Web advertising is 

highly elastic but that some countries are much less tolerant than others.  

Keywords: Web advertising, online advertising avoidance, European online advertising expenditure, on-

line advertising effectiveness, advertising tolerance 

Perceived Product Risk in E-commerce – Applying the Psychometric Paradigm  

Bertea, Patricea; University A.I.Cuza of Iasi, patricia.bertea@yahoo.com 

There is a lot o research dealing with perceived risk in e-commerce, most of it aiming to explain how e-

commerce adoption is influenced by it. What this study proposes is a different perspective: switching the 

interest from characteristics of consumers affecting perceived risk to characteristics of products. Using the 

framework belonging to the psychometric paradigm, we will investigate perceived product risk at an ag-

gregate level. By adapting the methodology of Fischhoff et al. (1978), 50 products will be rated by 30 res-

pondents on qualitative dimensions of product risk: cost, degree of tangibility, level of involvement, prior 

experience with the product, newness, product availability and degree of differentiation. Perceived prod-

uct risk will be assessed using the methodology of Jacoby and Kaplan (1972). The seven attributes will be 

tested to see how well they predict perceived product risk and afterwards they will be factor analyzed to 

identify the number of factors that better explain the variance.  

Keywords: perceived product risk, e-commerce, psychometric paradigm  

Measuring the Relevance of Third-Party Product Reviews for Customers’ Prefe-

rences via a Paired Comparison Online Experiment 

Ziniel, Wolfgang; Vienna University of Economics and Business, wziniel@wu.ac.at 

Third-Party Product Reviews (TPPRs) are neutral (as far as the producers’ interests are concerned) and 

consumer-orientated product tests that are carried out by experts. The reviews are published in consumer 

journals or in special-interest-magazines like PC-World, Runner’s World or the wine magazine Falstaff 

and on the magazines’ web pages respectively. Market observations provide strong evidence that TPPRs 

significantly influence the success or failure of the products evaluated. Apart from purely descriptive con-

tributions there are no studies that examine the impact of such test information on purchase behaviour. 

A paired comparison online experiment using the Bradley-Terry model within a conjoint design was 

carried out among 400 panellists. The analysis was arranged within the prefmodpackage in R. The testing 

took place in the field of quality wines. The results illustrate that – apart from price and brand – TPPRs 

exert considerable impact on the customers’ preferences. This effect is moderated by the subject covariates 

product expertise, perceived source credibility (concerning the TPPR), purchase risk and product in-

volvement. This study gives evidence that TPPRs may support the consumers’ decision making processes. 

As this study was carried out in the field of quality wines only, further studies are needed to allow a gene-

ralisation of the findings.  

Keywords: Third-Party Product Reviews, paired comparisons, online experiment, Bradley-Terry model, 

preferences 

I want it my way! Consumer's adaption of mass customization in Web 2.0 
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Huber, Frank; University of Mainz, huber@marketing-mainz.de 

Meyer, Frederik; University of Mainz, meyer@marketing-mainz.de 

Vogel, Johannes; University of Mainz, vogel@marketing-mainz.de 

Weihrauch, Andrea; University of Mainz, weihrauch@marketing-mainz.de 

As consumers grow increasingly diverse and individuality gains in importance, highly customized prod-

ucts are demanded in many markets. With the possibilities emerging from the rising relevance of Web 

2.0, companies are using mass customization as a way of confronting these demands. Referring to the 

existing literature, a main argument is the higher utility of customized products resulting from a high 

preference fit. Still, sufficient answers to further influences on the adaption of such products are missing, 

especially for new consumers. With this in mind, this study identifies antecedents and effects on the adap-

tion in Web 2.0. 

The study focuses on a German webpage on which consumers can create their own cereal and packaging. 

298 questionnaires conducted via online-interviews were completed by new consumers. Partial Least 

Squares serves to estimate the causal model. Being a variance-based approach PLS possesses advantages 

regarding the samples’ extensiveness, especially important when multiple group comparisons result in 

small sub-groups. The adequacy of the multi-item measurement is assessed by examining individual item 

reliabilities, convergent and discriminant validity, unidimensionality, and predictive relevance. The esti-

mation shows high explained variances, Stone-Geisser’s Q² >0 for all dependent latent variables, and ab-

sence of multi-collinearity. 

The empirical results allow us to draw important conclusions. Subjects are willing to pay up to 11 percent 

more for customized products. As process enjoyment has shown to be the most important value driver, 

the focus on the development of interesting toolkits, preferably adjustable in surface and range of possibil-

ities, is to be recommended. Additionally, the perceived uniqueness of the product and a high preference 

fit are of importance. The negative influence of the process effort couldn’t be confirmed. Multiple-group 

analyses (by means of a Chin t-test) reveal that it is favorable to target consumers with a high need for 

uniqueness and intensified variety seeking. 

Keywords: mass customization, customer-driven manufacturing, user involvement, empirical study, Web 

2.0 
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Customer Satisfaction 

Chair: Currim, Imran S.; Paul Merage School of Business, iscurrim@uci.edu  

Consumer Search and Propensity to Buy  

Currim, Imran S.; Paul Merage School of Business, iscurrim@uci.edu  

Mintz, Ofer; Paul Merage School of Business, omintz@uci.edu 

Jeliazkov, Ivan; University of California, ivan@uci.edu 

This article investigates the association between consumers’ pattern of information search and their pro-

pensity to buy in a field setting. We expect that a consumer whose information search pattern is skewed 

towards alternative-based search will have a greater propensity to buy than a consumer whose search 

pattern is skewed towards attribute-based search. In addition, we examine whether the price range se-

lected by a consumer influences their subsequent pattern of search. To address these questions, we con-
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sider several empirical models that allow us to account for endogeneity and simultaneity in the relation-

ship between pattern of information search and propensity to buy. The results confirm our expectations. 

The implication is that a manager can now identify a consumer who has a higher propensity to buy while 

that consumer engages in information search prior to a purchase commitment, an important first step in 

targeting decisions.  

Keywords: Choice Modeling; Latent Variable Simultaneous Equations Model.  

The Positive Effect of Goal-Based Labeling on Choice Satisfaction  

Goedertier, Frank; Vlerick Leuven Gent Management School, frank.goedertier@vlerick.com 

Geuens, Maggie; Ghent University, Maggie.geuens@ugent.be 

Weijters, Bert; Vlerick Leuven Gent Management School, bert.weijters@vlerick.com 

Geskens Kristof; Vlerick Leuven Gent Management School, kristof.geskens@vlerick.com 

Confronted with an overload of choice alternatives and product features, consumers increasingly expe-

rience choice dissatisfaction. Previous research has demonstrated that categorizing and labeling helps to 

simplify information about the available alternatives in the market place and enhances consumer learning 

(e.g. Ratneshwar, Pechmann, and Shocker, 1996; Mogilner, Rudnick and Iyengar, 2008; Gourville and 

Soman, 2005). However, past research has not yet studied the effects of labeling an assortment in a ‘goal-

based’ way. We introduce goal-based labeling as a way to overcome the negatives of overchoice. Goal-

based labels (e.g., a “Family Trip” camera versus a “Professional” camera) may facilitate the process of 

relating choice alternatives directly to outcomes consumers aim for, and therefore increase choice satis-

faction. The mountain bike product category was selected to test the hypotheses. Pre-test interviews 

(n=20) were conducted to identify attributes and consumption goals that are relevant for both novices 

and experts. The main study consisted of a quasi-experimental 2 (expert vs. novice) x 2 (goal-based la-

beled assortment vs. no goal-based labeled assortment) full-factorial design (n=217). Results indicate that 

novice consumers, but not expert consumers, benefit from goal-based labeling. Choosing from a goal-

based assortment significantly increases the likelihood for novice consumers to make an optimal choice 

and significantly enhances their choice satisfaction. Mediation analyses show that the positive effect of 

goal-based labeling on choice satisfaction is driven by an increase in the choice certainty that novice con-

sumers experience from a goal-based labeled assortment.  

Keywords: Goal-based choice, overchoice, consumer expertise, satisfaction, uncertainty  

The impact of proactive and responsive market orientation on customer satis-

faction and market effectiveness 

Oswald, Monika; RWTH University Aachen, oswald@win.rwth-aachen.de 

Brettel, Malte; RWTH University Aachen, brettel@win.rwth-aachen.de 

The research on market orientation focuses on the satisfaction of expressed needs of customers. The 

present study deals with the second facet of the market orientation construct, namely proactive market 

orientation, as introduced by Narver and Slater (2004). Whereas responsive market orientation describes 

a company's aim to identify and satisfy the expressed needs of customers, proactive market oriented com-

panies aim at not merely being driven by their customers, but at identifying and satisfying their customers 

latent needs. 
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Addressing the research gap pointed out in recent meta-analysis by Grinstein (2008), this study investi-

gates – to the best knowledge of the authors – for the first time, the relationship of both facets of market 

orientation with the performance dimensions of customer satisfaction and market effectiveness. 

The empirical study was conducted in spring 2010 survey-based in Germany, Austria, Switzerland, the 

US, and in Thailand. to allow cross-cultural comparison of the results and to increase its generalizability  

The empirical results indicate significant positive relationships between each facet of market orientation 

and the perceptual performance dimensions across all five survey countries. While customer satisfaction 

is stronger linked to responsive than to proactive market orientation, market effectiveness is impacted 

significantly stronger by proactive market orientation. The combination of both market orientation facets 

does not contribute significantly to either performance dimension, indicating that both facets are rather 

to be seen as alternatives than synergistic concepts. Results further show that the relationships are mod-

erated by customer focus, industry and the life cycle stage of a company. 

These findings suggest that companies have to find a balanced but defined approach to listening to their 

customers and thinking ahead of them depending on their situation and stage in the life cycle. In analogy 

with recent calls, more research is needed to understand antecedents and situation-dependent perfor-

mance consequences of the proactive facet of market orientation. 

Keywords: Proactive market orientation, customer satisfaction, market effectiveness 

Trust determinants of organic product consumers: an exploratory study in the 

Tunisian context 

Skandrani, Hamida; Institut Supérieur de Gestion de Tunis, Hamida.skandrani@gmail.com 

Belhaj, Sinda; Institut Supérieur de Gestion de Tunis, Tunisia, bhsinda@gmail.com 

This study aims to identify consumers’ trust determinants towards organic products. A qualitative re-

search using in-depth interviews with organic consumers was conducted. The results of the thematic 

analysis suggest that trust determinants are varied. Determinants that are significant in fostering trust are 

identified through factors related to (1) Consumers, (2) People, (3) Organisms and (4) Marketing-mix. 

Respondents seem to base their trust mainly on prior experience, direct partners, social network, product 

origin and brand. Exploring trust determinants appears to be a key factor in increasing consumer loyalty. 

It also helps the governmental policies to develop a positive attitude towards organic products and to 

create a competitive advantage for these products. 

Keywords: Organic products – Trust determinants – Qualitative research 

  



GFA 2010 Conference Abstracts 

59 

� FB17: 
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Consumer Behavior 2 

Chair: Nataraajan, Rajan; Auburn University, matara@business.auburn.edu 

Fact or Artifact? Empirical Evidence on the Robustness of the Compromise Ef-

fect 

Müller, Holger; Otto-von-Guericke-University Magdeburg, holger.mueller@ovgu.de 

Kroll, Eike B.; Otto-von-Guericke-University Magdeburg, eike.kroll@ovgu.de 

Vogt, Bodo; Otto-von-Guericke-University Magdeburg, bodo.vogt@ovgu.de 

Determining profitable product assortments is a challenging task for managers in retailing. An important 

objective in research on retailing is to develop robust choice models which predict consumers’ response 

and facilitate assortment planning. While economists frequently model consumers’ preferences as stable, 

a large body of studies identified several behavioral anomalies suggesting a context dependence of con-

sumers’ decisions between options of a choice set. In this paper, a specific context effect, termed the com-

promise effect, is investigated which states that the share of a product increases when it is in an interme-

diate position in a choice set. Since most of previous laboratory studies on the compromise effect had 

shortcomings like for example hypothetical payoffs, a limited external validity of experimental findings is 

to be supposed. This is a major drawback, especially when managerial decisions about compositions of 

real product lines of retailers are to be supported. Therefore, an enhanced experimental design is pre-

sented with subjects making decisions in a natural consumer environment including unforced binding 

purchase decisions between real products. Although results of our studies prove robustness, the magni-

tude of the compromise effect is significantly reduced when subjects face consequences of their decisions 

instead of choosing hypothetically between fictitious options. 

Keywords: Behavioral Anomalies, Choice in Context, Compromise Effect, Experimental Design 

The Influence of Conscious versus Non-Conscious Exposure to Advertising 

Spots on Decision Making 

Schorn, Robert; University of Innsbruck, Robert.Schorn@uibk.ac.at 

Pletzer, Stefan; University of Innsbruck, Stefan.Pletzer@student.uibk.ac.at 

In a world flooded by huge outdoor video screens, public television screens, and pop-up windows on 

websites showing promotional films, people are more and more exposed to advertising spots, paying more 

or less attention to them. An experiment was conducted to assess whether consciously watching an adver-

tising spot (Nespresso versus Adidas) versus being distracted from watching the spot consciously by pay-

ing attention to another task (playing a computer game, not noticing that an advertising spot was running 

in another window) can influence people’s decisions in favor of the advertised brand. The results show 

that both, watching an advertising spot consciously as well as being distracted from watching the spot 

consciously affected participants’ choice (n = 158) in favor of the advertised brand. It did not make a dif-

ference whether participants watched the spot consciously versus non-consciously by being distracted. 

(Exposed to the Adidas spot, 70% chose Adidas in the conscious condition and 69.2% in the non-

conscious condition. Exposed to the Nespresso spot, 37.5% chose Adidas in the conscious condition and 

43.6% in the non-conscious condition.) Theoretical, practical, and ethical implications are discussed. 
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Keywords: supraliminal priming, non-conscious influencing, decision making, attention 

From Excitement to Frustration - Affective Reactions to Critical Incidents in 

Shopping Centres  

Steffen, Adrienne; Heidelberg International Business Academy, adrienne.steffen@hib-academy.de 

Insights into affective reactions to shopping experiences and mood management is especially useful in a 

competitive retail environment for providing unique customer experiences. According to van Dolen et al. 

(2001), more intense emotions have a greater impact on customer satisfaction than less intense emotions. 

This research contributes to the knowledge of consumption emotion structure by providing evidence that 

researchers should not only concentrate on the effect of emotions on consumer behaviour, but should also 

take into account feelings, moods and evaluative effects.  

1022 study participants reported affective reactions to critical shopping experiences from their last trip to 

the shopping centre in an online study. Consumer reactions to the experiences were recorded and ana-

lyzed. Reported affective reaction types were categorized with Derbaix and Pham’s (1991) classification 

system. Of the 356 reported affective reactions, feelings were experienced most often, followed by moods, 

emotions and evaluative effects.  

Furthermore, the participants rated the felt emotion intensity of a revised list of Richins’ (1997) consump-

tion emotion descriptors on a 5-point Likert scale. A positive two-factor emotion hierarchical structure 

model (anticipation and happiness) and a four-factor negative model (worry, unhappiness, anger and 

stress) were tested. Overall, consumers felt positive emotions significantly more intense than negative 

emotions. The more intensely felt positive emotions might explain to some degree, why shopping uplifts 

consumers’ mood and confirm Hill and Gardner (1986). Both hierarchical models show that consumers 

do not only feel positive or negative affect but that they can distinguish between individual emotional 

reactions to critical experiences very clearly. The emotional structure found in this research thus demon-

strates that the categorisation of affect into two dimensions (Watson and Tellegen, 1985; Westbrook, 

1987) may be too simplistic. This distinction has important implications as discrete emotions result in 

different behavioural consequences (Westbrook and Oliver, 1991; and Bougie et al., 2003).  

Keywords: Consumption emotions, affect, customer experience, critical incidents  

The Sunk Cost Effect and its relation to mental cost-benefit associations 

Kamleitner, Bernadette; University of London, b.kamleitner@qmul.ac.uk 

A convincing body of evidence shows that past costs, efforts, and commitments increase a person’s ten-

dency to persist in an endeavour even if these past commitments are normatively irrelevant in a decision 

context. This phenomenon is known as the “sunk cost” effect or also as “escalation of commitment”. In 

order for sunk costs to influence decisions they have to be salient and associated with the decision situa-

tion. In other words the sunk cost effect largely builds on the implicit assumption that people associate 

past costs with future benefits and vice versa. However, previous research has indicated that the degree to 

which people establish cost-benefit associations varies across individuals and situations. Moreover, it has 

been established that the mental association between costs and benefits is not necessarily reciprocal; i.e. 

costs may evoke thoughts of benefits but the reverse may not be true. 

This study investigates whether variations in cost-benefit-associations influence the extent of observed 

sunk cost effect. An experiment (n = 120 students) primes both directions of cost-benefit-associations 

through price-product matching tasks; yielding a 2 x 2 design. Several scenarios are used to assess the 
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influence of different directions of association on the degree to which sunk costs influence the choice 

between investment opportunities, holiday destinations, and concerts. Results reveal that only one direc-

tion of association, i.e. the extent to which benefits evoke thoughts of costs, relates to the sunk cost effect. 

The more a consumption benefit brings to mind thoughts of costs, the more likely decisions are based on 

sunk cost. Implications build on the relation between marketing communication and cost-benefit-

associations. 

Keywords: Sunk cost effect, decision making, cost-benefit analyses, mental association, mental accounting 
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Friday, 16:30 – 18:30 

� FC12: 
Room U12 

Advertising 3 

Chair: Grohs, Reinhard; University of Innsbruck, reinhard.grohs@uibk.ac.at  

Consumer perceptions of gender roles and their portrayals in advertising  

Stříteský, Václav; University of Economics, Prague, stritesv@vse.cz 

The study contributes to the problem of gender roles portrayals in advertising. Some results of the re-

search into perceptions of gender roles in the Czech Republic and consumer attitudes towards gender 

roles portrayals in advertising are reported. 

The quantitative research was realized in four phases from 2005 to 2007. Total size of the sample is over 6 

000 respondents. The aim of the research was to find out whether or not gender role stereotypes persist in 

the mind of Czech consumers and how they evaluate different way of gender roles portrayals in advertis-

ing.  

According to the results of the research there was a shift mainly in understanding of women's roles, above 

all in their working life. Consumers already clearly perceive a growing trend in holding prominent ap-

pointments by women. Even advertising where women are depicted in this way is positively accepted. 

Consumers are more conservative in the matter of men's roles. A significant shift in perceived participa-

tion of men in traditionally female (domestic) work is observed but man depicted in this role in advertis-

ing is not yet perceived naturally. 

Keywords: gender roles, gender roles portrayals in advertising, consumer attitudes, gender roles percep-

tion 

Adverse Sponsorship Effects: Observations and Remedies  

Reisinger, Heribert; University of Vienna, heribert.reisinger@univie.ac.at 

Grohs, Reinhard; University of Innsbruck, reinhard.grohs@uibk.ac.at  

Woisetschläger, David W.; TU Dortmund University, david.woisetschlaeger@tu-dortmund.de 

Sponsorships are usually undertaken by companies with the aim of transferring positive associations held 

by consumers about the sponsor object to the sponsor. Negative perceptions of the sponsor object, how-

ever, might also become attached to the sponsor. The rising involvement of teams, athletes and other 

celebrities in negative events combined with increasing company investments in sponsorship aggravate 

the problem. This study uses balance theory and its correlates congruity theory and neobalance theory to 

explain how negative perceptions of the sponsored entity can impact sponsors. Results from a survey and 

an experiment demonstrate that 1) negative perceptions of sponsor objects negatively affect perceptions 

of sponsors, particularly if the sponsorship is made salient; 2) identification with the sponsor object influ-

ences this relationship; 3) companies can influence consumer perceptions by shifting the focus of spon-

sorship-linked communication activities; and 4) attenuating negative sponsorship effects is more difficult 

to achieve if consumers are highly identified with the sponsor object. Implications of the findings for 

companies and avenues for further research are discussed.      
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Keywords: sponsorship, adverse effects, balance theory, congruity theory, neobalance theory 

Brand equity dilution through negative online word-of-mouth communication: 

the moderating effects of product type and valence 

Bambauer-Sachse, Silke; University of Fribourg, silke.bambauersachse@unifr.ch 

Mangold, Sabrina; University of Fribourg, sabrina.mangold@unifr.ch 

Online product reviews, a specific type of word-of-mouth (WOM) communication, have become a popu-

lar source of consumer product information. In this context, the question arises which effects especially 

negative reviews might have on consumer-based brand equity, a variable that plays an important role in 

marketing but has not yet been considered in this field of research. We assume that negative online prod-

uct reviews have a detrimental effect on consumer- based brand equity in terms of brand equity dilution. 

This assumption is based on the theoretical argument that constructive processing of information can 

result in a revision of brand evaluations through the weakening of important brand value perceptions. 

Drawing on affect-confirmation theory, we argue that the strength of this effect increases in the case of 

utilitarian (versus hedonic) products. Furthermore, we build on literature on consensus effects in offline 

communication and suppose that with an increasing level of negativity of online reviews, the effect of 

brand equity dilution increases. We present two empirical studies that we conducted to test our theoreti-

cal assumptions on moderator effects of product type and of the level of negativity (valence). The results 

confirm the assumed effect of brand equity dilution and show furthermore that the detrimental impact of 

negative online WOM communication on brand equity is stronger in the case of utilitarian products and 

increases considerably with an increasing number of negative reviews. Thus, our paper adds to the exist-

ing body of research by building up a new theoretical framework through combining research on WOM 

communication effects with previous studies on brand equity dilution and by integrating the moderating 

variables product type and valence. From the marketer perspective, the results of our study provide valua-

ble insights in the danger negative WOM communication. 

Keywords: Online word of mouth communication, product reviews, consumer-based brand equity (dilu-

tion), product type, valence 

� FC15: 
Room U15 

Marketing Theory  

Chair: Hulbert, Bev; University of Southampton, bjh1@soton.ac.uk 

The Impact of Technology on Marketing – Early 1990s to Today 

Hulbert, Bev; University of Southampton, bjh1@soton.ac.uk 

Harrigan, Paul; University of Southampton, paul.harrigan@soton.ac.uk 

This study addresses the impact of technology on marketing practice in the last twenty years and presents 

a new conceptual framework for marketing management called the ‘New DNA of Marketing’. 

The study is based on a qualitative methodology which involved interviews with 70 academics and practi-

tioners over a two year period examining developments in both data driven marketing and digital market-

ing communications and attendance at 10 major marketing technology vendor exhibitions and training 
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events. It is was clear from this research that the nature of marketing management has seen a paradigm 

shift over the last 15 to 20 years, with the adoption of new concepts and ideas and methods. 

In producing a new conceptual framework the bio-metaphor provides a useful descriptive model. In the 

biological world the DNA molecule is made up of a two stranded chemical structure – the double helix. In 

the marketing DNA model these represent the two key roles of marketing - its customer facing role and 

its organisation facing role; the ‘chemicals’ being the marketing activities that enable those two roles to be 

performed. Again, biologically, the DNA molecule ‘contains the instructions needed for an organism to 

develop, survive and reproduce’ (National Human Genome Research Institute, 2010) and similarly it can 

be said the marketing DNA contains the knowledge, skills and tools to enable an organisation to compete 

and develop. 

This study has particular relevance to the building and delivery of marketing theory in developing mar-

keting curriculum to meet education and training needs of future marketing professionals. 

Keywords: marketing technology, marketing management, marketing theoretical frameworks 

How Can we Derive a Consensus Among Various Rankings of Marketing Jour-

nals? 

Theußl, Stefan; Vienna University of Economics and Business, stefan.theussl@wu.ac.at 

Reutterer, Thomas; Vienna University of Economics and Business, thomas.reutterer@wu.ac.at 

Hornik, Kurt; Vienna University of Economics and Business, kurt.hornik@wu.ac.at 

The identification of high quality journals often serves as a basis for the evaluation of scientific contribu-

tions. In this context rankings have become an increasingly popular vehicle to decide upon incentives for 

researchers, promotions, tenure or even library budgets. These rankings are typically based on the judg-

ments of peers or domain experts or scientometric methods (e.g., citation frequencies, acceptance rates, 

etc.). Depending on which (combination) of these ranking approaches is followed, the outcome leads to 

more or less diverging results. In this paper we address the issue on how to compare individual rankings 

and to arrive at a suitable aggregate (subsets) of these rankings. 

In doing so, we explore the possibility of deriving consensus rankings of marketing journals by solving 

consensus optimization problems, characterizing consensus rankings as suitable complete order relations 

minimizing average Kemeny-Snell distance to the individual rankings. We show that this optimization 

problem can be expressed as a binary programming problem which can typically be solved reasonably 

efficient. 

The proposed consensus ranking methodology is applied to a broad subset of marketing-related journals 

compiled in the Harzing Journal Quality List. Our results show that despite the fact that journals are not 

uniformly ranked it is possible to derive a consensus ranking showing considerably high agreements with 

respect to the individual rankings. In addition, we also investigate differences in the constructed consen-

sus rankings based on the provenience of rankings from specific regions (EU, US, Other). 

Keywords: journal ranking, consensus methods, optimization 

Understanding Service Customer Groups: Examining the Influence of Different 

Roles in a Group on Service Satisfaction 

Kuppelwieser, Volker; University of Leipzig, volker.kuppelwieser@gmx.de 

Finsterwalder, Jörg; University of Canterbury, joerg.finsterwalder@canterbury.ac.nz 
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Despite the importance and popularity of the satisfaction construct in service research, the influence of 

individuals on a customer group remains poorly understood. Only recently, the influence of an individual 

group member on other customers’ service perception has found its way into service management litera-

ture. A growing body of research now is concerned with customer–to–customer interaction (CCI) and 

focuses on the impact of individual customers on services which are delivered to other customers. Very 

little is known about the different roles within these groups in a service experience. In recent management 

literature, leadership has been examined in classical employee–manager relationships. In services market-

ing publications there appears to be a lack of research on the influence of different customer roles on a 

service encounter. In particular, the roles of formal and informal leaders and of other customers partici-

pating in a group service encounter are not very well understood.  

In this paper we examine the important and popular satisfaction construct in regard to the influence of 

these individuals on customer groups. Specifically, our purpose is to explore how 1) satisfaction with the 

formal and informal leader and 2) how the contribution of other group members to co-creating the expe-

rience influences satisfaction with the service. 

The hypothesized relationships are tested in a structural equation model. Drawing on a sample of 225 

customers who have experienced a group service, we demonstrate that satisfaction with the formal and 

informal leader has a positive effect, and contribution of other group members has surprisingly no effect 

on satisfaction with the service. All constructs meet the AVE and the Fornell-Larcker criterion, and the fit 

indices are good, suggesting a reliable and valid model. 

Keywords: Group experience, services, customer satisfaction, formal leader, informal leader 

� FC16: 
Room U16 

Loyalty 

Chair: Peschta, Thomas; Vienna University of Economics and Business, thomas.peschta@gmx.at 

A dynamic approach to measure brand loyalty in the German frozen pizza mar-

ket 

Wettstein, Nadine; Leibniz Institute of Agricultural Development in Central and Eastern Europe (IAMO), 

wettstein@iamo.de 

Brosig, Stephan; Leibniz Institute of Agricultural Development in Central and Eastern Europe (IAMO), 

Brosig@iamo.de 

Glauben, Thomas; Leibniz Institute of Agricultural Development in Central and Eastern Europe (IAMO), 

glauben@iamo.de 

Hanf, Jon H.; University of Applied Sciences RheinMain, jon.hanf@hsrm 

Loy, Jens-Peter; Christian-Albrechts-University of Kiel, jploy@ae.uni-kiel.de 

Perekhozhuk, Oleksander 

In the food sector a large number of products with similar qualities are offered. Thus, creating a strong 

brand is a successful way to build brand asset. Food processors and retailers in the developed world spend 

a significant amount of their turnover to establish valuable brands. One measure to evaluate the brand 

asset is by measuring the amount and behaviour of loyal customers. Retailers have started long ago to 

develop their own private labels which initially were used in the low price segment. Nowadays retailers 
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manage their brands similar to food processors and target more demanding customers to induce loyal 

behaviour. However, are private labels as successful as national brands in creating brand loyalty? 

To answer this question we employ consumer scan panel data for the German frozen pizza market over a 

period from 2000 to 2008 with 14,000 households. In particular we compare the two major national 

brands Dr. Oetker and Wagner to the aggregate behaviour towards private labels of )1) the discounter 

Aldi and (2) a group of the remaining private labels. We address the dynamic nature of brand loyalty by 

estimating a hazard model. More precisely, we estimate the probability of a brand switch for a range of 

periods in which consumers’ have been hard core loyal to a brand. In this model we consider some demo-

graphic variables, cross-buying behaviour and prices. This provides insights useful for a number of areas 

in marketing and product management. 

Keywords: brand loyalty, hazard analysis, national brands, private labels, frozen pizza 

The Impact of the Three Dimensions of Marketing on the Satisfaction and Loyal-

ty of Clients: An Application to the Branded Car Market in Egypt 

El Kayaly, Dina; Solution Consulting, Egypt, dina.elkayaly@solutions.com.eg 

Taher, Ahmed; Solution Consulting, Egypt, Ahmed.taher@solutions.com.eg 

Marketers have traditionally focused on delivering and communicating the functional benefits of a prod-

uct or service such as quality, performance, price and value. Nowadays customers are at least as interested 

in improvements in the buying/after-sale service process and the exchange relationship with the seller as 

they are interested in functional benefits.   

The study contributes to the knowledge on the complex relationships between drivers of satisfaction (as 

we call them three dimensions of marketing, functional, services and relationship benefits), customer's 

satisfaction and customer's loyalty for the automobile industry in the Arab World.  

For the first time, a comprehensive approach is presented to identify three dimensions of satisfaction that 

affects any marketing activities. A quantitative survey was conducted and 670 car owners of certain 

branded car that exists in Egypt were interviewed.  

Results show that two dimensions influenced the satisfaction level and consequently affected the custom-

er's loyalty. Moreover the study provides evidence that a positive relationship between functional and 

service dimensions and customer loyalty exists. However, this link is fully mediated by customer satisfac-

tion. The impact of the function and service benefits on customer satisfaction was found to be stronger 

than the impact of the relationship benefits.  

The technique of Structural Equation Modelling (SEM) using the variance-based Partial Least Squares 

(PLS) estimate was chosen as the main multivariate analysis method suitable for testing the proposed 

model. The sample shows adequate reliability and validity of the measures.  

Keywords: Driver of satisfaction, functional benefit, service benefit, relationship benefit, customer satis-

faction, customer loyalty, Partial Least Squares (PLS).  

Being a convenient bargain is not enough: The drivers of satisfaction and loyal-

ty in the refectory restaurant industry  

Peschta, Thomas; Vienna University of Economics and Business, thomas.peschta@gmx.at 

The refectory restaurant industry is seriously under pressure. Due to increasing customer expectations in 

combination with declining willingness-to-pay and a growing competition in general, the creation and 
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maintenance of customer satisfaction and customer loyalty are becoming the primary aims to remain 

successful on the long run. Unfortunately, little is known about the formation of satisfaction and the driv-

ers of loyalty within this particular context by now. Therefore, this study examines the major drivers of 

customer satisfaction and loyalty (i.e. intentions to visit the restaurant again and positive word-of-mouth-

recommendations) while also regarding moderating effects on the satisfaction-loyalty-link using PLS path 

modeling. Based on a nation-wide survey among more than 3.400 Austrian refectory restaurant guests, 

the results of this study clearly indicate how satisfaction is formed and how it is related to customer loyal-

ty. Moreover, the roles of other important antecedents of loyalty (i.e. commitment, perceived value and 

service convenience) are examined. Thereby, it is shown that commitment has a strong direct effect on 

customer loyalty and also an important moderating effect on the satisfaction-loyalty link. In contrast, 

perceived value has a significant but comparatively weaker direct influence on customer loyalty. However, 

service convenience has no significant direct effect on customer loyalty at all. The findings of this study 

consistently suggest that the refectory restaurant industry should rather focus on creating high satisfaction 

and commitment to generate customer loyalty than just trying to be perceived as a convenient bargain.  

Keywords: customer satisfaction, loyalty, commitment, refectory restaurant industry, PLS  

� FC17: 
Room U17 

Sampling 

Chair: Merunka, Dwight; Paul Cézanne University in Aix-Marseille, dwight.merunka@iae-aix.com 

Convenience Samples of College Students and Research Reproducibility: An 

Empirical Investigation 

Merunka, Dwight; Paul Cézanne University in Aix-Marseille, dwight.merunka@iae-aix.com 

Peterson, Robert A.; The University of Texas at Austin, rap@mail.utexas.edu 

Convenience samples of undergraduate college students are often used as research subjects in marketing 

and consumer behavior research. Although their use is controversial, especially when they are used as 

surrogates for managers or consumers, a major justification for their use is that they are homogeneous, 

and this homogeneity reduces measurement variability and increases the probability of rejecting a null 

hypothesis of no difference. The present study investigated the homogeneity justification to determine the 

extent to which results from a particular convenience sample of undergraduate college students generalize 

to other convenience samples of undergraduate college students; this is the issue of research reproducibili-

ty or research replicability. The focal variables in the study were multi-item attitude scales measuring 

ethicality and capitalism; selected demographic variables were also measured. An analysis of data from 

convenience samples of undergraduate business students in 49 different universities in the United States 

(total sample size = 2,761 students; average sample size = 56 students) resulted in significant differences in 

the means and variances of the two focal variables as well as significantly different variable intercorrela-

tions and path parameters in a parsimonious model across the samples. Depending on the particular con-

venience sample examined, variable relationships (including gender and religiosity) were positive or nega-

tive, statistically significant or insignificant. Consequently, justifying the use of convenience samples of 

college students on the basis of their homogeneity must be reconsidered. The study documents, for the 

first time, the uncertainty created by using convenience samples of college students as research subjects 

and argues that only through replications can the reliability, validity, and generalizability of research find-

ings be meaningfully assessed. 
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Survey 

Gaski, John; University of Notre Dame, jgaski@nd.edu 

This note demonstrates an example of lost knowledge in the marketing research field.  In particular, the 

original meaning of the terms “survey” and “survey research” has been perverted, apparently through 

inattention.  Epistemology is presented to verify, resultant problems are exposed, and some remedial 

conceptualization and semantic tactics are offered.  If “a problem recognized is half solved,” this philolog-

ical endeavor aspires to cover turf at least to that midway point.   

Keywords: survey research, marketing research, philosophy of science  

How to control for successive sample selection and when does it matter for 

management decisions 

Wachtel, Stephan; Goethe University Frankfurt, swachtel@marketing.uni-frankfurt.de 

Otter, Thomas; Goethe University Frankfurt, otter@marketing.uni-frankfurt.de 

We investigate models for data generated by successive selection or filtering, and implied decisions. Such 

data are ubiquitous in marketing. For example, a data base may contain prospective customers that were 

targeted through direct mail, prospective customers that have responded favorably to the direct mail, 

asking for additional information, customers that already purchased, and customers that already pur-

chased repeatedly. Another example are surveys that map respondents onto one stage of a set of ordered 

stages such as brand awareness, brand consideration, brand purchase, and repeat purchase. We develop a 

model that handles correlated unobservables across multiple stages of successive sample selection and 

compare this model to independent analysis of individual stages and a reduced form approach. The com-

parison extends from the problem of customer scoring, i.e. who are the customers on different stages and 

how likely are they to progress to the next stage?, to customer targeting, i.e. how to select customers likely 

to reach later stages of the process?, to customer influencing, i.e. what actions are likely to move custom-

ers to the next stage of the process? We show that small differences in statistical fit between our proposed 

model, independent analyses on different stages, and a reduced form approach translate into radically 

different answers to targeting and influencing customers. We also show that customer scoring is relatively 

robust across different models. We illustrate our approach using simulated data and a large scale survey 

investigating brand awareness, consideration, purchase and repeat purchase for fashion brands. 

Keywords: Successive Sample Selection, CRM, Analysis of Surveys 
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Saturday, 8:30 – 10:30 

� SA12: 
Room U12 

Advertising 4 

Chair: Hildebrandt, Lutz; Humboldt-Universität zu Berlin, hildebr@wiwi.hu-berlin.de  

Child’s Play? An Investigation into Children’s Ability to Identify Sponsors and 

Understand Sponsorship Intentions 

Grohs, Reinhard; University of Innsbruck, reinhard.grohs@uibk.ac.at 

Wagner, Udo; University of Vienna, udo.wagner@univie.ac.at 

Steiner, Regina; University of Vienna 

Sponsorship has become an important communication tool for companies targeting children. Despite a 

growing interest of companies in assessing sponsorship effectiveness on the one hand, and public concern 

that sponsors might have an unfair advantage in persuading children on the other hand, research to date 

has not investigated how sponsorship works for children. This paper addresses both issues: first, child-

ren’s perception of sponsors (i.e., their ability to correctly identify sponsors in different conditions) is 

examined; second, children’s perception of sponsorship (i.e., their ability to correctly understand sponsor-

ship intentions) is analyzed. Since research on these issues is scarce, we build on findings from advertising 

literature on children and sponsoring literature on adults. Results from an empirical study about sponsor-

ships in a theme park for children are reported. Finally, implications for managers and public policy mak-

ers are discussed and avenues for further research are provided. 

Keywords: Children, sponsorship, sponsor memorization, sponsor awareness, sponsor intention 

The Effect of Brand Familiarity on the Use of Word-of-Mouth Information in 

Brand Evaluations  

Lim, Boon C.; Nanyang Technological University, limb0018@e.ntu.edu.sg 

Chung, Cindy M.Y.; Frankfurt University, chung@marketing.uni-frankfurt.de 

This paper proposes how brand familiarity may affect the motivation to process word-of-mouth (WOM) 

information in brand evaluation. According to the Heuristic-Systematic Model (HSM) sufficiency prin-

ciple, a greater gap between the level of actual confidence and the level of desired confidence in one’s 

judgment will lead to a greater motivation to process additional information. Brand familiarity is expected 

to affect the level of actual confidence but not the level of desired confidence. Specifically, actual confi-

dence is expected to be higher for a familiar brand (i.e., smaller gap) than for an unfamiliar brand (i.e., 

bigger gap). The results from two experiments support the prediction that consumers are more likely to 

use the expertise heuristic to evaluate an unfamiliar brand than a familiar brand. Further, Experiment 2 

provides evidence that this is due to the difference in the actual confidence (as captured in brand attitude 

certainty) the consumers have about their evaluation of familiar vs. unfamiliar brand prior to receiving 

WOM. This finding has methodological implications for the use of familiar vs. unfamiliar brands in expe-

riments. In terms of managerial implications, marketers of unfamiliar brands may need to get “expert” 

consumers to give positive WOM on attributes, regardless of how important the attributes are perceived 
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to be. This approach will be a lot more cost effective as these perceived experts (vs. non-experts) have 

significantly more influence on consumers.  

Keywords: Brand familiarity, source expertise, consumer heuristics, word-of-mouth communication  

The Impact of Publishing Corporate Reputation Rankings on Share Prices  

Tischer, Sven; Humboldt-Universität zu Berlin, tischesv@wiwi.hu-berlin.de 

Hildebrandt, Lutz; Humboldt-Universität zu Berlin, hildebr@wiwi.hu-berlin.de  

In concentrated industries with distinctive competition differentiation becomes increasingly important. 

One of the most valuable assets in this context is the reputation of a company. It is believed to cause a 

multitude of favourable impacts within different groups of stakeholders such as customers, suppliers, 

employees and investors. According to the last group a frequently analysed and discussed field of research 

is the relation between corporate reputation and financial performance. To contribute to this topic the 

study focuses on analysing the possible influence of publishing reputation rankings from “manager maga-

zine” during the period of 1994 to 2008 on share prices. To assess the reaction of investors to upscaled 

companies on the one hand and downscaled companies on the other hand two event studies were con-

ducted. The first results show that the perception and evaluation of investors are influenced by gaining 

new information from the published rankings.  

Keywords: Corporate reputation, reputation ranking, financial performance, event study methodology  

� SA13: 
Room U13 

Service Marketing 1 

Chair: Kuppelwieser, Volker; University of Leipzig, volker.kuppelwieser@gmx.de 

The Quality Construct for Multiple Customers – Evidence from Group Service 

Research 

Kuppelwieser, Volker; University of Leipzig, volker.kuppelwieser@gmx.de 

Finsterwalder, Jörg; University of Canterbury, joerg.finsterwalder@canterbury.ac.nz 

Service quality research, despite having received considerable attention from academics and practitioners 

alike, has largely and almost exclusively focused on perceptions of the individual customer and the role of 

the service employee, which is also represented in the use of service quality models and approaches. Only 

very few scholarly articles integrate the customer’s contribution. Similarly, a very limited number of mod-

els or frameworks can be found which address both service quality and customers in a group context, i.e. 

quality aspects of individuals co-creating a service encounter who are not only accidently present when 

other consumers experience a dyadic encounter with a service provider. 

In this paper we discuss a service quality model for a customer group experience. Drawing on a sample of 

204 customers who have experienced a group service encounter we show 1) how a customer’s individual 

effort and 2) how the contribution of other group members in co-creating a service experience can influ-

ence perceived service quality. The influence of a customer’s own contribution on service quality as well 

as the influence of the co-creation efforts of his / her peers is modelled in a structural equation model and 

tested with AMOS.  
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All fit indices for this model are good. The survey supports the proposed model with all factors meeting 

the AVE criterion and being reliable.  

On this basis, the results support a positive relationship of a customer’s own contribution as well as of 

other group members’ co-creation efforts with service quality. 

Keywords: Customer groups; co-creation; contribution; service encounter; service quality 

The Present Approaches of Slovak enterprises to Sales in B to B market  

Kita, Jaroslav; University of Economics in Bratislava,kita@euba.sk 

Grossmanová, Marta; University of Economics in Bratislava,mgossma@euba.sk 

Kita, Pavol; University of Economics in Bratislava,pkita@euba.sk 

The recent industrial enterprises in the territory of Slovakia are permanently facing the environment 

changes and rapid turns in their development cycle. The enterprises meeting the new challenges which 

result from the growing competition pressure, openness of markets, globalization makes also the sales 

sphere present the proofs of real estimation of situation and dispose with the ability to gain and transform 

the existing customers of industrial enterprises to loyal partners. The requirements concerning the sales 

have changed due to the growing demanding character of of customers. The aim of the article is to cha-

racterize the selected dimensions of sales marketing and its development tendencies on the basis of the 

data got in the market research from the point of view of sales managers of industrial enterprises func-

tioning in different branches. The article consists of two parts. The first part represents a theoretical 

framework of the sales problems. The second part is based on the research results in the sphere of produc-

tion enterprises with the aim to better understand the customer-supplier relationship. This analysis 

enables us to identify the development tendencies of sales marketing.  

Keywords: Sales marketing, B to B market, customer-supplier relationship  

The importance of service-dominant logic by an international hotel chain 

Káldi, Judit; Kautz Gyula Faculty of Economics, kaldij@sze.hu 

Józsa, Láaszló; Kautz Gyula Faculty of Economics, jozsal@sze.hu 

Huszka, Péter; Kautz Gyula Faculty of Economics, huszkap@sze.hu 

Service-Dominant Logic (S-D Logic) is a mindset for a unified understanding of the purpose and nature 

of organizations, markets and society. The foundational proposition of this logic is that organizations, 

markets, and society are fundamentally concerned with exchange of service – the applications of compe-

tences (knowledge and skills) for the benefit of a party. That is, service is exchanged for service; all firms 

are service firms; all markets are centred on the exchange of service, and all economies and societies are 

service based. It is especially important in tourism issues. Consequently, marketing thought and practice 

should be grounded in service logic, principles and theories. 

The emerging service-dominant logic is focused on the interaction of the producer and the consumer and 

other supply and value network partners as they co-create value through collaborative processes. . 

Better collaborative competency, coupled with improved absorptive competence and adaptive compe-

tence, can be used by organizations to lower its relative resource cost and enhance its relative value propo-

sition. S-D Logic emphasizes that the only possible way to realize competitive position is to have superior 

collaborative competency because it leverages a firm’s ability to absorb information and knowledge from 



Abstracts   GFA 2010 Conference 

72 

the environment, customers, and its value networks and enables firms to adapt to dynamic and complex 

environments. 

This paper is focusing on the special issues of tourism in case of an international hotel chain. The research 

is based on secondary literature and primary examination as well. It takes in consideration the effects of 

financial and economical crisis recently and the special needs of consumers in this branch. 

Keywords: Marketing, service-dominant logic, international hotel chain, economic crisis and holistic 

approach, consumer needs 
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Chair: Steiner, Winfried J.; Clausthal University of Technology, winfried.steiner@tu-clausthal.de 

Analyzing the Determinants of Out-of-Stock Events in Grocery Stores 

Laurent, Gilles; HEC Paris, laurent@hec.fr 

Macé, Sandrine; ESCP Europe, mace@escpeurope.eu 

Retailers, manufacturers, and consumers all consider in-store out-of-stock (OOS) events a major prob-

lem, yet insufficient research considers their determinants. When they face weak or negative growth 

though, retailers must make avoiding sales losses due to OOS a priority, along with cost cutting. Thus, 

both manufacturers and retailers need to identify the determinants of OOS: Which SKU characteristics, 

store characteristics, or situations increase or mitigate the chances of OOS? To our knowledge, prior lite-

rature has not addressed this question but instead focuses on how consumers react to OOS. 

In this study, we provide a conceptual framework and hypothesize that three factors determine OOS. 

We rely on the method developed by IRI France to identify the occurrence of an OOS (ECR France 2008). 

It diagnoses an OOS if observed sales are significantly lower than expected sales but differentiates the 

event as a complete OOS if sales are zero and a partial OOS if sales are strictly positive. The dependent 

variable in our multinomial logit analysis is whether we observe, for a given SKU in a store on a day, a 

complete OOS, partial OOS, or no OOS. 

Empirical findings on a large sample (17 SKUs, 84 stores, 71 days) confirm that complete OOS is less 

likely when expected sales are higher (e.g., for items with higher market shares, in larger stores, on Satur-

days) or logistical resources are better (e.g., more shelf space allocated to the category, short delivery de-

lays) but more likely when sales are unexpectedly high on the previous day (e.g., higher temperatures, 

store traffic). Fewer variables have an impact on partial OOS, the most important being format. The au-

thors propose multiple managerial implications for anticipating and correcting for OOS. 

Keywords: Out-of-stock events, store-level scanner data, marketing metrics 

Modeling price response from store sales: A comparison of models withdiffe-

rent representations of heterogeneity 

Weber, Anett; Clausthal University of Technology, anett.weber@tu-clausthal.de 

Steiner, Winfried J.; Clausthal University of Technology, winfried.steiner@tu-clausthal.de 
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In this study, we build on recent research published by Andrews, Currim, Leeflang, and Lim (2008) and 

address the question whether and how much the performance of a sales response model can be improved 

by incorporating store heterogeneity. While Andrews et al. (2008) explored models with discrete and 

continuous representations of heterogeneity in terms of a hierarchical Bayes (HB) and a latent class model 

(LCM), our analysis is based on a general mixture-of-normals heterogeneity framework. Further, we focus 

on traditional price response models of store sales, whereas Andrews et al. (2008) analyzed models of the 

SCAN*PRO type. In particular, we compare the heterogeneity model introduced by Allenby, Arora, and 

Ginter (1998) and Lenk and DeSarbo (2000) and its nested versions, i.e., a homogeneous model not ac-

counting for store heterogeneity at all, as well as the HB model, and the LCM. All models are estimated 

within a fully Bayesian framework. 

In an empirical application with store-level scanner data, we analyze possible improvements in fit and 

predictive validity across the models that allow for heterogeneity compared to the homogeneous sales 

response model. Importantly, we find that the homogeneous model and the LCM clearly outperform the 

models with continuous representations of heterogeneity in terms of the model likelihood. With respect 

to forecasting accuracy, no model version turns out to be superior in general, but our findings tend to 

support again either the homogeneous model or the LCM, hence the less complex models that do not 

accommodate within-segment heterogeneity. Finally, for a fixed number of segments, models with differ-

ent representations of heterogeneity provide similar implications concerning marketing mix elasticities. 

Keywords: Sales response, heterogeneity model, HB model, latent class model 

Modelling Marketing Response – from decision calculus to object orientation. 

Deriving a dual hierarchy of abstractions 

Calciu, Mihai; University of Lille 1, michel.calciu@univ-lille1.fr 

Object Orientation is a way to analyze, design and build complex systems. While fundamentally a soft-

ware engineering approach it has also been used in management literature as a tool for enterprise design. 

Although it helps increase productivity, reusability, flexibility and robustness, to our knowledge it has 

never been applied to marketing model building. 

In this paper we compare decision calculus, probably the only structured model building approach in 

marketing, to the more general object oriented system building approach and try to extend the former 

using the well established object orientation concepts and terminology like abstraction, encapsulation, 

modularity, hierarchy, heritage or polymorphism. 

We present a complexification exercise centered upon response, the expected effect on any marketing 

action. While modelling response we distinguish two levels. The first is a physical one that progressively 

adds to the base response model effects like temporal lag, pattern, or memory effects. These are first added 

separately and then combined in a hierarchy of abstractions in order to produce functional shapes and 

behaviour that can be easily adapted to the higher, domain specific, marketing level. 

The suggested model building framework enhances the decision calculus approach with newer object 

oriented features. It facilitates multichannel participative off-line or on-line model building and use based 

upon the newest information technologies were object orientation is the rule. The resulting response 

model hierarchy can be integrated in a library and is used in marketing decision support and simulation 

models. 

Keywords: decision calculus, object orientation, marketing response models, progressive modelling, hie-

rarchy of abstractions 
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Dynamic relationships between Cross-buying and Customer loyalty: a cross-

lagged Hidden Markov Models 

Ngobo, Paul-Valentin; Université d’Orléans, paul-valentin.ngobo@univ-orleans.fr/ 

1) Background: Does customer cross-buying drive customer loyalty or is the relationship the other way 

round? Prior research has yielded mixed findings. While Reinartz and Kumar (2003) considered cross-

buying as a driver of customer loyalty, other studies have considered customer loyalty as a predictor of 

cross-buying (e.g. Ngobo, 2004). Reinartz et al (2008) examined the reciprocal relationships between the 

two metrics and find that customer loyalty drives customer cross-buying and not the other way around. 

Contrary to the previous studies, this paper assumes that both cross-buying and customer loyalty influ-

ence each other over time.  

(2) Methods: We suggest that a Cross-lagged Hidden Markov Chain Modeling can allow marketing re-

searchers to better understand how the two metrics interact over time. To do so, we address various ques-

tions: 

Are customer loyalty and cross-buying two indicators of the same process, i.e. the relationship dynamics? 

Are customer loyalty and cross-buying two independent processes? In other words, do relationship dura-

tion and cross-buying evolve independently so that they can be studied without accounting for their mu-

tual influences? 

Are customer loyalty and cross-buying just two related processes that evolve concomitantly?  

Are customer loyalty and cross-buying two cross-lagged processes? In other words, does the transition 

from one consumption state (e.g. ownership of a number of products) to another depend upon the stage 

attained by the customer in the other process (e.g. the duration of the relationship)? 

We apply our model on a panel of 14,446 customers of an insurance company tracked from their acquisi-

tion date to the study date where we observe all their activities. 

(3) Results: Our findings show that customer loyalty and cross-buying are two related, cross-lagged 

processes. We identify the short-term and long-term drivers of the dynamics between cross-buying and 

customer loyalty.  

(4) Conclusions: Answers to these questions contribute to a better understanding of the relationships 

between cross-buying and customer loyalty. Because customer loyalty and cross-buying are two cross-

lagged processes, our results imply that firms need to know the stage at which the relationship is before 

engaging in cross-selling activity. Alternatively, the impact of cross-buying on customer loyalty will de-

pend upon the stage at which the customer is in terms of the number of services owned. 

Keywords: Customer loyalty; cross-buying; panel data; Hidden Markov Models. 
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A cross-industry comparison of customer value  

Zauner, Alexander; Vienna University of Economics and Business, alexander.zauner@wu.ac.at 

Floh, Arne; Vienna University of Economics and Business, arne.floh@wu.ac.at 

Koller, Monika; Vienna University of Economics and Business, monika.koller@wu.ac.at 

Judt, Ewald; Vienna University of Economics and Business, ewald.judt@wu.ac.at 
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The study focuses on perceived customer value in relation to post-consumption behavioral intentions. 

Hence, the roles of distinct value dimensions (functional, economical, emotional and social aspects) in 

fostering overall customer value as well as loyalty and word-of-mouth are examined. Although research-

ers have generally argued that consumption experiences involve more than one type of value simulta-

neously, a scarcity of research in this promising area exists. The authors developed a conceptual value 

model which was tested in a cross-industry study. Quantitative surveys with 540 respondents in the 

finance industry and 1164 respondents in the wireless communication service industry were conducted. 

An additional study in the tourism industry is scheduled for June 2010. Results confirm the proposed 

multidimensional higher-order conceptualization of customer value. Regarding the impact of the differ-

ent value dimensions on loyalty and word-of-mouth, significant differences between the two service in-

dustries could be identified. In a subsequent analysis, we tested for heterogeneity, as the relevance of the 

different value dimensions (e.g. preference for functional vs. emotional value) can significantly vary across 

individuals and industries. Therefore, we applied a latent class analysis approach to detect different cus-

tomer segments. Whereas the number of identified clusters is similar across samples and industries, re-

spectively, the sizes of the various clusters vary. The similarities of the findings are a strong indicator for 

the robustness, validity and generalizability of our results. These results enable marketing managers to 

segment their customer databases and to tailor their service offerings according to the different value 

preferences. Future research may replicate the study in different (service) industries or expand the focus 

of interest to marketing actions influencing the various value dimensions.  

Keywords: perceived customer value, value based segmentation, structural equation modeling, latent class 

analysis, cross-industry study  

An Empirical Comparison of Latent Class and Cluster Ensemble Analysis for 

Segmentation in Market Research  

Arslan, Celal; celal2.arslan@uni-dortmund.de 

Furtner, Antonia; Ipsos GmbH, antonia.furtner@ipsos.com 

Market segmentation aims at defining homogeneous groups of consumers and is one of the building 

blocks of effective marketing planning. Crucial for the successful application of cluster analysis is the right 

choice of a clustering method. Recent developments in marketing research suggest that new segmentation 

methods such as latent class or cluster ensemble analysis manage to overcome the weaknesses of tradi-

tional techniques and thus offer interesting alternatives. Latent class analysis is the model-based approach 

to clustering based on probabilities directly estimated from the data. The latent class approach is shown to 

recover the true structural groups where traditional algorithms generally fail. Convergent cluster analysis 

uses the k-means method for determining clusters with additionally involving iterations from random but 

strategically chosen starting points to overcome the problem of local cluster solutions. Another interesting 

development is the cluster ensemble approach, which does not use the original data but instead examines 

the assignments of individuals to clusters. In this paper, we review applications of the mentioned cluster-

ing methodologies to marketing problems, provide a systematic treatment of the clustering techniques 

and use both theoretical and empirical findings to suggest which clustering algorithms appear to be most 

useful for a particular marketing situation. The results reported in this paper are from research work per-

formed at Ipsos GmbH, in cooperation with the Fakultät für Statistik at Technische Universität Dort-

mund.  

Keywords: marketing, segmentation, latent class analysis, convergent cluster analysis, cluster ensemble 

analysis, mixture analysis  
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Does Increasing Bargaining Power Lead to Inefficient Negotiation Results? 

Bloch, Katrin; University of Kassel, kbloch@uni-kassel.de 

Wagner, Ralf; University of Kassel, rwagner@wirtschaft.uni-kassel.de 

Increasing attention in channel management is devoted to the power shift in the supply chains. Several 

studies focus on the reasons for the power shift rather than highlighting the consequences for the manu-

facturer-retailer relationship. A mutual benefit will be achieved by implementing formal procedures in 

real-life negotiations to improve the results. Our study relies on a modified Issue Authority procedure. 

Previous empirical studies report women as being less effective negotiators than men. We combine both 

research fields and analyze how to overcome obstacles if negotiators stick strictly to their utility-based 

procedures. 

In our experiment with 72 negotiators, we consider the influence of gender in the light of bargaining pow-

er and assess efficiency achieved by utilizing the modified Issue Authority procedure. Differences in pow-

er allocation turn out to have a significant impact on negotiation success. In scenarios with substantial 

differences in bargaining power, particularly female and mixed dyads failed to achieve a mutually satisfac-

tory result. 

We learn that female negotiators rely on their bargaining power, rather than systematically improving 

mutual utilities whereas male dyads negotiate on a consistently high, but still inefficient level. In the light 

of these differences, we argue that bargaining power does not compensate for insufficient negotiation 

skills or efforts. On the contrary, unbalanced bargaining power decreases the likelihood of success. 

Keywords: Bargaining power, formal negotiation procedure, gender, Issue Authority, utility. 
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Willing To Pay – But Unwilling To Buy? 

Müller, Holger; Otto-von-Guericke-University Magdeburg, holger.mueller@ovgu.de 

Voigt, Steffen; Otto-von-Guericke-University Magdeburg, steffen.voigt@ovgu.de 

Measuring consumers’ willingness to pay (WTP) has been one of the central issues in marketing literature 

during recent decades. Researchers suggest incentive compatible evaluations of separate products in so-

called monadic designs when consumers’ situation-specific WTP for innovative or frequently purchased 

low-involvement products is to be elicited. In our study, the lottery-based BDMmechanism is applied for 

measuring subjects’ WTP for a fast moving consumer good in binding oneon- one interviews at the point 

of purchase. In previous studies, the validity of elicited WTP measures is commonly checked within sub-

jects with respect to indicators of face and criterion validity (such as interest in buying, preference ratings, 

compliance rates). In sharp contrast, we additionally observed real purchases of a separate validation 

sample between subjects at the point of purchase. As a result, the BDM-based WTPs reveal a sufficient 

degree of internal face validity. However, the external validity in terms of a goodness of fit between WTP-

based predictions and purchases of the validation sample is significantly reduced. Specifically, we ob-

served a striking underestimation of shares of nonbuyers. Hence, a potential bias is indicated, leading to 

an overrating of consumers’ true WTP in the lottery-based BDM-mechanism in the setting of our survey. 
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Keywords Willingness to Pay (WTP), Monadic Designs, Open-ended Approach, BDMMechanism 

Dangerous Pricing: Impact on Obesity and Food Waste 

Dobson, Paul 

Gerstner, Eitan; Technicon Israel, gerstner@tx.technion.ac.il 

Healthcare experts believe that increases in portion sizes served by food vendors contribute to the obesity 

epidemic. We show that food vendors can profit handsomely by using supersizing strategies under which 

regular portion sizes are priced sufficiently high to discourage price conscious consumers from selecting 

them, but the prices for enlarging food portions are set so low that these customers are tempted to order 

the larger portion sizes and overeat. Setting aside the impact of obesity on healthcare costs, we show that 

using supersizing to steer customers towards consuming excessive amounts of food can destroy value 

from a social perspective, so this social value destruction trap adds another justification for pressuring 

food vendors to reduce supersizing for unhealthy food. We consider how measures designed to encourage 

eating in moderation can be applied. 

Furthermore, studies report that households may throw away as much as a third of all food purchased. 

Food waste has a very considerable environmental impact through the wasted resources to produce and 

distribute unconsumed food and the costs of its disposal and resulting generation of greenhouse gases. 

Retailers are blamed for exacerbating the food waste problem by enticing customers to overbuy for their 

needs through the use of multiple-unit (MU) pricing such as “buy one get one free” offers (BOGOFs); a 

practice described as a “social evil”. Our research also shows that chronic food waste is likely to arise in 

equilibrium when MU pricing is used, notably when BOGOFs are an optimal pricing strategy. However, 

restricting the use of MU pricing may not be helpful in curbing waste and may cause prices to be higher. 

Accordingly, we suggest alternative solutions to deal with the food waste problem. 

 

Degrees of Co-Production and Willingness-to-Pay: An Experimental Investiga-

tion 

Hogreve, Jens; Universität Paderborn, jens.hogreve@wiwi.upb.de 

Laugwitz, Nicola; Universität Paderborn, nicola.laugwitz@wiwi.upb.de 

Fahr, René; Universität Paderborn, rene.fahr@wiwi.uni-paderborn.de 

Sichtmann, Christina; Universität Wien, christina.sichtmann@univie.ac.at 

Customers are integral part of a service process (Fließ/Kleinaltenkamp 2004; Lovelock/Young 1979; 

Mills/Morris 1986). Without them giving information or contributing effort, a service cannot be created 

(Kelley et al. 1990). In recent years, customers increasingly take over additional tasks in the service deli-

very process that traditionally have been performed by service employees (Groth 2005). Hence, customers 

become “partial employees” (Bowen 1986) of a service organization. 

Like every employee expects a salary for its effort, customers possibly expect compensation for their addi-

tional efforts, e.g. in terms of a reduced price. Building on social exchange theory (Homans 1974; Thi-

baut/Kelley 1959) and results from the self-serving bias in bargaining situtations (Babcock and Loewens-

tein 1997) we hypothesize a negative exponential relationship between the willingness-to-pay and the 

degree of co-production.  

We design an economic experiment using the modified gift-exchange game (Abeler et al. 2009) to investi-

gate this issue. We conduct three treatments (no option/option for low level/option for high level of co-

production) which allow isolating the causal effect from coproduction on willingness-to-pay. The experi-
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ment is conducted over five rounds with anonymous re-matching in markets of 3 customers and produc-

ers. As common in economic experiments subjects are paid according to the outcomes in the experiment. 

We contribute to former research by offering one of few studies empirically investigating the concept of 

co-production (Dong et al. 2008). From a methodological point, we suggest economic experiments, which 

have rarely been used in marketing so far, as a complement to vignette and questionnaire studies and the 

analysis of field data. From a managerial perspective, our results can help managers with their strategic 

planning with regard to the optimal degree of co-production. Moreover, our results assist managers un-

derstanding how to adapt the pricing strategy to the degree of co-production. 

Keywords: co-production, partial employee, willingness-to-pay, services marketing, experimental eco-

nomics 

Forecasting Willingness-to-Pay with Direct Price Elicitation – Can Consumer 

Characteristics Explain Variations in Accuracy? 

Schwaha, Stefan; University of Vienna 

Sichtmann, Christina; University of Vienna, Christina.sichtmann@univie.ac.at 

Diamantopoulos, Adamantios; University of Vienna, Adamantios.Diamantopoulos@univie.ac.at 

To make profit-maximizing pricing decisions, firms need to know the price-sensitivity of consumers 

based on price-response functions (Levy et al., 2004). This knowledge is based on consumers’ willingness-

to-pay (WTP), that is, the maximum price a consumer is willing to pay for a product (Wang, Venkatesh 

and Chatterjee, 2007). Marketing literature proposes a broad range of methods to measure WTP at the 

individual level (Breidert, Hahsler and Reutterer, 2006). This study analyzes the extent to which WTP 

measured with direct price elicitation forecasts the real WTP of consumers accurately. From a practical 

perspective, direct price elicitation is a cheap and flexible approach to measure WTP.  However, from a 

theoretical point of view, this approach suffers from a hypothetical bias: respondents generally overstate 

their true WTP. We use the Becker, DeGroot and Marschak’s (1964) (BDM) lottery approach as a crite-

rion for which there is wide agreement in the literature as being the most accurate approach for revealing 

respondent’s true WTP (Wang, Venkatesh and Chatterjee, 2007; Wertenbroch and Skiera, 2002). The 

focus of the analysis is on whether variations in the accuracy of WTP estimates measured by direct price 

elicitation can be explained by consumer characteristics (namely product knowledge, involvement, and 

well-established preference patterns). Results of two empirical studies, however, show that the postulated 

hypotheses are not supported. Although the overestimation of WTP as measured with direct price elicita-

tion can be empirically demonstrated, the proposed consumer characteristics do not significantly mod-

erate the predictability of the hypothetically stated  

WTP. 

Keywords: Pricing, willingness-to-pay, direct price elicitation, BDM lottery 
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The Impact of the Sellers’ Perceived Ethical Behaviour on Consumers’ Emotions 

and Behaviour Intention 

Bouguerra, Asma; University of Sousse, asmabouguerra_cotupap@yahoo.fr 

Mzoughi, Nabil; University of Sousse, teachershello@yahoo.fr 

Garrouch, Karim; University of Sousse, karimg_2001@yahoo.fr  

Bouazza, Hallouma; University of Sousse, hallouma.bouazza@yahoo.fr  

Background: This research aims to verify the effect of consumers’ evaluation of sellers’ ethical behaviour 

on their emotion and behaviour intention. Actually, the concept of ethics have been partially studied 

before Reidenbach and Robin’s work (1988) (Babin et al., 2004) and its consideration as an antecedent of 

consumer behaviour have not been proven. Babin et al. (2004) have integrated few indirect effects of eth-

ics on behaviour intention through the mediation of affective reactions. This research extends Babin et 

al.’s study (2004) by checking all possible direct effects of ethics on the frequentation intention and indi-

rect ones through emotions.  

Method: The proposed model is verified using structural equations modelling. A quantitative study is 

conducted with 227 consumers who were recently involved in a shopping experiment.  

Conclusions: The effects of moral fairness and contractualism on interest, positive and negative emotions 

as well as on frequentation intention are confirmed. Relativism has, whereas, no significant effect. Contra-

rily to previous studies’ results, the frequentation intention was found not increased by emotions. 

Keywords: Ethics evaluation, emotion, frequentation intention, Structural Equations Modelling.  

Presenting Distributions: How to Mitigate the Misperceptions of Cost Compo-

nents in Long-term Saving Plans  

Klos, Alexander; University of Muenster, alexander.klos@wiwi.uni-muenster.de 

Erner, Carsten; University of Muenster, carsten.erner@wiwi.uni-muenster.de 

Steiner, Michael; University of Muenster, michael.steiner@uni-muenster.de 

Deciding for long term saving plans is one of the most, if not the most important purchase made by con-

sumers as this decision heavily influences future welfare of individuals after retirement. Due to a demo-

graphic shift in most developed countries the importance of an individual saving plan increases. The task 

of choosing an 'optimal' saving plan is demanding, as consumers can usually choose from an overwhelm-

ing number of possible options. Former studies show that decision makers often do not respond rational-

ly when selecting a saving plan even if costs are transparent. Therefore, Goldstein, Johnson, Sharpe (2008) 

focus on presenting distributions of possible future outcomes (i.e. no other product attributes are shown 

to the respondents). They assume that their approach could improve decision making. In our study we 

present a new method (based on an adapted version of a choice-based conjoint analysis) that allows us to 

actually assess the effect caused by presenting distributions and their influence on the importance of sev-

eral attributes such as management fees, sales costs, and an individual capital guarantee. Normative con-
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siderations suggest that management fees are the most important cost component, while an individual 

guarantee is of only modest value to the long-term saver. In case of no additional information (no distri-

butions were presented) we cannot support this prediction. But, if respondents receive final plan value 

distributions they place much more weight on the management fee and less on sales costs and the indi-

vidual guarantee. This effect can be observed for both, financial literal and non-literal respondents. We 

verify the results obtained using an internet experiment in an additional laboratory study. The results 

prove that decision-support tools that show retirement savers how their costs and plan features influence 

the distribution of their future income can lead to increased welfare among savers.  

Keywords: consumer decision making, consumer behavior, choice-based conjoint analysis, consumer 

protection, long term saving plans  

In-group Response to Out-group Focused Endorsements: An Empirical Analysis  

Khan, Mubbsher Munawar; Vienna University of Economics and Business, mubbsher.khan@wu.ac.at 

Schlegelmilch, Bodo B.; Vienna University of Economics and Business 

In various European societies Muslims constitute sizeable out-groups. Halal endorsements are increasing-

ly used by marketers to target the Muslim community (out-group). Halal is a religious endorsements 

which signifies that the product is fit for the consumption of Muslims (Shafie & Othman, 2006). Despite 

the plethora of contributions focusing on various types of endorsements and their impact on buying be-

havior, work on religious endorsement is almost negligible. Such endorsements, though useful to capture 

customers from the focused community, could also draw adverse reaction from those who do not share 

same religious conviction. In such situations, a company may find itself in a tradeoff between potential 

gains from the focal out-group and potential losses from in-group. In order to study the phenomenon in 

depth, we anchored our research in Social Identity Theory (Tajfel and Turner, 1979), which describes the 

psychological basis of in-group favoritism and out-group prejudice.  

A Quantitative study has been conducted among 1001 Austrian Christians (in-group) with data collected 

through online as well as street surveys. Respondents’ purchase intent for products with and without 

Halal endorsement is recorded. Halal briefing is used as a treatment. The study unearthed quite startling 

results. One half of the findings contradict Social Identity Theory, especially in females and regarding 

food products, while the other half corroborates the theory, especially in males and regarding the non-

food category. Our findings point to the potential drawback of using a Halal endorsement in a predomi-

nantly Christian environment. In terms of theory development, our results provide a link between the 

social psychology literature on in-group / out-group relationships, endorsements and purchase intent, an 

aspect that has not yet been researched.  

Keywords: in-group / out-group, Social Identity Theory, religious endorsement  

Consumerism - Consequences of ethics absence 

Dytrt, Zdenek; Tomas Bata University, zdenek.dytrt@iscali.cz 

Přibyl, Milan; Tomas Bata University, milan.pribyl@gist.cz 

The consuming development of a company and various forms of crises are usually explained by economic 

causes or by failure of management individuals. To overcome the resulting crises there are some methods 

and financial injections recommended, which cannot definitively solve the problem. 



GFA 2010 Conference Abstracts 

81 

The main change of the development is seen as a preventive orientation of a company with respect to 

ethical postulates, providing of education in terms of ethics in accordance to appropriate legislation and a 

good example of public personalities and cultures. 

It is an innovation, which requires new attitudes, adaptation of content (Philosophy), new strategic targets 

of management suitable for time-evolving needs of the company. First of all, there is an importance of 

harmonizing the management theory with the dynamic technical development. There is a need to develop 

a positive and creative innovation to overcome the consuming management, which affects the thinking of 

people who use it in business and public organizations. The consuming management is, however, com-

fortable for many people, because it allows a work routine without increasing labour efforts. 

The management should not focus only on still dominant development of quantitative values without a 

proportional development of quality content. This allows the controlled subjects to manifest their beha-

viour as completely closed systems, when in fact there are only relatively closed systems that cannot exist 

without their surroundings. 

Keywords: management, ethics, non-ethics, consumption, consuming environment, management philos-

ophies 
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Saturday, 11:00 – 13:00 

� SB12:  
Room U12 

Qualitative Research 

Chair: Maciejovsky, Boris; Imperial College Business School, b.maciejovsky@imperial.ac.uk 

New Ways of Understanding the Customer: Perceptual Maps from Forum En-

tries 

Ziniel, Wolfgang; Vienna University of Economics and Business, wziniel@wu.ac.at 

Ledermüller, Karl; Vienna University of Economics and Business, kledermueller@wu.ac.at  

One central endeavour of marketing science is the measurement of product positioning as it is perceived 

by the customer. Such research questions are usually tackled by reactive data gathering approaches like 

interviews. 

However modern technologies like the internet make it possible to access vast amounts of data. Moreover 

mass usage has turned the internet into a new social space where human behaviour can be observed on-

line. Such developments permit new methods like blog analysis to enhance current methodologies. 

The focus of this work aims at extracting useful information from unstructured forum entries. Thus it 

follows the paradigm of using large online text collections to discover new facts and trends about the 

world itself. Data collection took place in the context of windsurfing sails (from the forum of the German 

windsurfing magazine Surf (http://forum.surf-magazin.de)) and led to 1000 entries that deal with quality 

matters. Text mining tasks were applied within the tm-package in R. After pre-processing steps the main 

analysis employed Hierarchical Clustering and Multidimensional Scaling. The results give strong evidence 

that this approach is suited to derive perceptual maps from blog entries that illustrate the brands positions 

relative to their opponents. This work will broaden the applicability of text mining methods within the 

field of marketing science. Apart from that such studies can help to gain a deeper understanding of the 

consumer in respect of his/her quality needs. 

Keywords: forum entries, text mining, positioning, perceptual mapping 

Discovering the State of the Art - Exploring, Classifying and Analyzing Existing 

Knowledge on Feedback Research 

Reiss, Juliet S.; RWTH Aachen University, jr@lum.rwth-aachen.de 

Most consumers lack fundamental information concerning their residential energy consumption, since, 

domestic energy use is usually “invisible”. Consequently, people have only a vague idea how much energy 

they could conserve by changing day-to-day behavior or by investing in efficiency measures. This lack of 

information makes effective conservation behavior change difficult to achieve. Thus, providing feedback 

information on energy consumption (e.g. via more frequent billing or smart meters) seems to be a prom-

ising action to promote energy conservation in households. Moreover, due to competitive pressures and 

rapid innovation in information technologies this measure is of growing interest for utility companies as 

opportunity to provide additional service offerings to customers. This paper contributes to the under-

standing of the state of the art in this research field and generates insightful research thinking. For the first 

time a structured analysis of the total body of scientific research on feedback is produced by applying a 
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qualitative method for literature analysis.1 A conceptual research tool, called paradigm funnel, helps to 

differentiate four levels of paradigmatic research focusing on level one on empirical observations, on level 

two on analytical methods, on level three on specific theories, and on level four on core ontological, epis-

temological, methodological and axiological assumptions. Results clearly indicate that feedback research 

is a developing research stream. Systematically revealing the foundations which have already been built by 

previous thinkers with research mainly belonging to the first level fruitful areas for future research efforts 

are identified on the subsequent three levels. 

Keywords: qualitative research, literature review, paradigm funnel, consumer energy conservation, energy 

consumption feedback 

Translation Errors in the Aggregation of Consumer Recommendations 

Maciejovsky, Boris; Imperial College Business School, b.maciejovsky@imperial.ac.uk 

Budescu, David V.; Fordham University, budescu@fordham.edu 

There has been a substantial increase in the number of websites providing consumers with recommenda-

tions about products and services. These recommendations are usually presented in the form of verbal 

reviews and/or numerical ratings, implying that the decision makers’ judgments and preferences are inva-

riant across the two presentation modes (verbal and numerical). Research on the effects of compatibility 

between stimulus and response formats suggests that preference consistency is higher (lower) in cases of 

compatible (non-compatible) formats, implying that information aggregation across the two modes may 

be sub-optimal. We also hypothesize center prominence effects, predicting that when evaluating multiple 

recommendations, decision makers rely primarily on the mean of these recommendations and are less 

sensitive to other features of the distribution such as its variance. We develop a simple mathematical 

model that captures these effects. The results of four experiments confirm both central predictions. Prefe-

rence consistency was adversely affected by the compatibility of the stimulus and response format, and the 

statistical properties of the recommendations (especially their variance), but decision makers were not 

aware of these effects. 

Keywords: Preference inconsistency, Aggregation of opinions, Advice giving and taking, Recommenda-

tions, Verbal and numerical information format 

The role of team composition in intercultural business negotiations 

Wilken, Robert; ESCP Europe Business School, robert.wilken@escpeurope.de 

Prime, Nathalie; ESCP Europe Business School, prime@escpeurope.eu 

Jacob, Frank; ESCP Europe Business School, frank.jacob@escpeurope.de 

Fucks, Simone; ESCP Europe Business School, simone.fucks@web.de 

Festing, Marion; ESCP Europe Business School, marion.festing@escpeurope.de 

Sales negotiations regularly take place on industrial markets, and since companies are operating more and 

more internationally, the management of cultural issues in negotiations has significantly gained in impor-

tance. The related challenges appear on two levels: On an inter-organizational level, companies negotiate 

with international partners who may employ unfamiliar communication styles. From an intra-

organizational perspective, a company with a variety in employees’ nationalities may ask itself how to 

compose its negotiation teams in terms of cultural mixture. – We investigate the role of team composition 
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of the selling party in international business negotiations. Specifically, we hypothesize that in contrast to 

monocultural teams, cultural heterogeneity in mixed teams necessitates a higher level of integrativity 

within a team; and the latter has been shown to translate into a more cooperative communication with the 

negotiation counterpart. Hence, contrary to monocultural teams, we expect that mixed teams show a 

stronger (lesser) use of an integrating (attacking) communication style during negotiation. This should 

translate into more efficient contracts and a higher profit for the selling company itself. – We test our 

hypotheses empirically with a total of 213 participants, mostly French and German, in a mixed-methods 

design: Intercultural team composition is manipulated experimentally (mixed teams are equipped with a 

member of the negotiation partner’s culture); communication styles are measured through a coding sys-

tem applied to the negotiation protocols; outcome measures are derived directly through the contracts 

both parties agreed upon. The PLS algorithm is used to estimate the parameters of the path model. The 

results show that contrary to our hypothesis, in intercultural negotiations, monocultural seller teams ex-

hibit a greater (lesser) use of an integrating (attacking) strategy than mixed teams. This behavior translates 

into higher efficiency but also lower individual profit. These results offer valuable insights related to the 

‘staffing’ of sales teams in intercultural settings. 

Keywords: Intercultural negotiations, seller’s team composition, communication styles, content analysis 

� SB13: 
Room U13 

Service Marketing 2 

Chair: Korneliussen, Tor; Bodø Graduate School of Business, 8049 Tor.Korneliussen@hibo.no  

Increasing Sales Force performance by examining the sales force`s role on 

Channel Power and Market Response Time: A new approach for enhancing 

turnover in business-to-business companies 

Grohmann, Alexander; Aalen University, alexander.grohmann@htw-aalen.de 

Zippel, Christian; Aalen University, christian.zippel@htw-aalen.de 

This conceptual paper is introducing a new theoretical approach for enhancing turnover through channel 

power and time aspects. It examines the role of the sales force on Channel Power and Market Response 

Time as both aspects are relevant for a corporation’s turnover.  

Generally, there are only two ways to increase turnover: selling as much products as possible and selling at 

the highest possible price. The number of products sold is directly connected to the ability to push prod-

ucts into the market within a short amount of time, by reducing market Response Time. The MRT is 

defined as the time which elapses between increased marketing efforts and the time when the market 

starts to react in terms of increased purchasing. By knowing MRT and the ability to influence it, compa-

nies will be able to organize their supply chain and services more effectively. 

The ability to realize high prices is strongly determined by the kind of relationship and the distribution of 

power within sales channels. In that context, the industry’s structure as well as the Sales Forces influence 

on trust and cooperation between channel partners. It will be qualitatively proved, that MRT and channel 

power can be influenced by the Sales Force. Following the Product-LifeCycle concept, price is dependent 

on time. Time is a major element in planning turnover. 

For this connection, a corporation’s sales force is the key to success as it can influence Channel Power 

shifts and Market Response Times. 
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The expected results will practitioners as well as researchers help to understand another wheel within the 

mechanisms which influence market success. It gives especially practitioners ideas and hints in organizing 

and training their sales force. 

Keywords: sales force, market response time, channel power 

Which Information Sources Do European Tourists Use: A Cross-cultural Study  

Korneliussen, Tor; Bodø Graduate School of Business, 8049 Tor.Korneliussen@hibo.no  

The ability to attract tourists is crucial for the success of destinations (and countries). There is therefore 

much interest in which information sources tourists use and why and how tourists choose particular des-

tinations. Tourists’ information search behaviour within one country and one culture has been much 

studied. There are, however, few studies that investigate the impact of national culture on Tourists’ in-

formation search. This paper poses the question: How are the national cultures within the European Un-

ion (EU) related to information source behaviour?  

This study uses survey data based on national representative samples of tourists from the 27 member 

countries of the EU. The data are investigated using correspondence analysis.  

The findings indicate that there are systematic differences in how information sources are related to each 

other and to the national cultures of the EU. National cultures impact highly on use of information 

sources. There are five segments based on information source behaviour and national culture. These seg-

ments are strongly related to the geographical location of the national cultures and to cultural heritage. 

There is an Anglo-Saxon segment, a Germanic segment, a Latin segment, a Scandinavian segment and a 

Slavic segment.  

The paper contributes to the literature by showing which information sources go together and which 

information sources contrast each other. Second, it shows how national culture impacts on information 

source use. Third, it identifies segments of EU national cultures with respect to use of information sources 

for tourism purposes.  

Keywords: Information sources, tourism, market segmentation  

(Un)Believable Blogs: Blogs, Skepticism and Product Reviews 

Berthon, Pierre R.; Bentley University Waltham, pberthon@bentley.edu 

Pitt, Leyland; Simon Fraser University, lpitt@sfu.ca 

Campbell, Colin; Simon Fraser University, colin_campbell@sfu.ca) 

Steyn, Peter G.; Lulea University of Technology, Peter.steyn@gmail.com 

Blogs (short for “web logs”) are websites, owned and written by individuals (“bloggers”). While most 

blogs serve merely as a way for individuals to record and report their thoughts and activities and have 

little commercial or organizational impact whatsoever, a smaller number enable those with more expertise 

to commentate on advanced and specialized phenomena, subjects, industries, products, and services. In 

doing so they reach very large audiences and become very influential. Blogs have become important mar-

keting communication devices in recent years, because, used effectively, they can be very helpful relation-

ship management tools. Blogger credibility in particular is of crucial importance from a communication 

perspective – recent research has demonstrated strongly that blogger credibility plays a positive role in 

relational trust. It begins to answer the issue: to what extent are readers skeptical about the content of 

blogs? This is an important question, because, if general skepticism is low, then blogs will prove to be 
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effective ways of communicating with broad publics. If it is high, then marketing communicators need to 

factor this into their use of blogs as tools of communication and persuasion. 

In this research, a scale to measure advertising skepticism (STA) is adapted to a blogging context. Belief in 

a communication is a function of the both the source of that communication (source credibility) and the 

specific content of the communication (content credibility). 

Because the STA scale focuses primarily on the informational aspect of advertising, we integrate this into 

a more generalizable causal model of skepticism toward blogging. We argue that an individual’s overall 

skepticism toward blogs impacts on their skepticism toward the information contained in blogs, and the 

extent to which they believe blogs are credible. This in turn influences the frequency with which they then 

read blogs. This structure is then tested empirically. 

Keywords: blogs, skepticism, believability, credibility, causal model 

Service innovations: Orientation for new strategic capital 

Lindberg-Repo, Kirsti; Hanken School of Economics, kirsti.lindberg-repo@hanken.fi 

Dube, Apramey; Hanken School of Economics, apramey.dube@hanken.fi 

Commercially successful companies have acknowledged the significance in continuously developing new 

innovations that generate value to customers. A research carried out by the consultancy Price Water 

House Coopers in Germany of 141 firms employing over 500 people found that 78% considered innova-

tion to be critical for their business survival (Davila, Epstein and Shelton 2006). Extant research also 

shows that the next paradigm shifts in global competition will be catalysed by innovations in the field of 

services. Why have service innovations emerged as the essential tool for competitive advantage? The path 

breaking innovative products like Apple iPad is redefining the way people interact with each other and 

fulfil their value requirements. Although the iPad is a product the embedded service innovations that 

enable the conditions for enhanced value creation. Stimulating service innovations has been researched to 

be one of the next research priorities. (Ostrom et al, 2010). Service Innovations involve the development 

of new service concepts through a deep participation of all the stakeholders in a service system, in particu-

lar the customers of the services. Understanding consumer needs and requirements constitute an essential 

foundation for sustained competitiveness through innovative service developments. (Deshpande, Farley, 

and Webster 1993; Johnson 1998; Martin and Horne 1995; Rothwell 1976).  

The aim of this research is to investigate how and in what ways do service innovations contribute in creat-

ing strategic capital for a firm and how does this translate to increased brand equity. The research focuses 

on an extensive study carried out on IT industry (for B2B markets) and consumer banks (for B2C mar-

kets). The results of the study contribute in reflecting the linkage between fostering service innovations, 

increased strategic capital and effect on brand equity for a firm. 

Keywords: Service Innovations, Competitive Advantage, Strategic Capital, Brand Equity 
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� SB14:  
Room U14 

DEA 

Chair: Robinot, Elisabeth; Université de Savoie, elisabeth.robinot@univ-savoie.fr 

A Help or a Hindrance? Marquee Government Agencies and Country Image  

Perry, Monica; University of Redlands, monica_perry@redlands.edu  

Groshek, Gerald 

BACKGROUND: Surveys of country image such as the Anholt-GfK Roper Nation Brands Index and 

models of its determinants (Zeugner-Roth, Diamantopoulos and Montesinos 2008) cite the importance of 

national reputation across a spectrum of a country’s governmental and market relations with foreign 

partners. Given the significance of global perceptions of government competency for country image, this 

study explores a sample of US government agencies and the degree to which they contribute over time to 

the attractiveness of the US in terms of its market potential, production appeal, and institutional struc-

ture. In an extension of the literature, the motivation here is to operationalize the contributions to and 

consequences of country image by linking specific government actions—expressed in the commitment to 

a sample of marquee government agencies—with the subsequent impressions of these agencies’ programs 

as articulated in the global media.  

METHODOLOGY: Using data envelopment analysis (DEA) in a novel approach, the study first establish-

es an output metric to proxy the evolution of global perceptions of US governmental competency and its 

contribution to US country image from 1995-2010. To provide such an output variable, content analysis 

of major newspapers in a diverse set of countries (Argentina, France, India, and South Africa) is underta-

ken relative to events concerning a diverse set of US government agencies including the Jet Propulsion 

Laboratory (JPL), the Securities and Exchange Commission (SEC), and the Federal Emergency Manage-

ment Agency (FEMA). The commitment of public resources to each agency in terms of financial re-

sources (annual budget per employee), political attention (agency references in The Congressional 

Record), and relative emphasis (growth rate of agency budget relative to average budgetary growth) pro-

vides a set of inputs to assess the progress and effectiveness of each agency. with different public missions 

stages of economic development and EU integration.  

RESULTS AND CONCLUSIONS: The results provide evidence of the effects that a diverse set of marquee 

government agencies has on the country image of the US. Furthermore, the utility of modeling actionable 

decision variables, such as the US government's investment of Congressional attention (time) and budge-

tary resources (money) in these agencies, has the potential to improve the efficiency of the use of public 

funds in achieving outcomes that are not primary to the agency’s mission: namely a positive country im-

age. The DEA results also point to the efficiency of each agency in producing a competent impression of 

US governance as well as the effectiveness of political attention and budgetary resources in influencing 

this evolution. As such, the study has significant implications for advancing research on country image by 

engaging a novel approach to measuring it. The practical implications of the study might affect the ac-

tionable choices on government agencies and their impact on country image.  

Keywords: Country Image, DEA, Country Reputation  
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Creating Customer Satisfaction: A Model for Efficiency Analysis 

Lewis, Herbert F.; Stony Brook University, hlewis@notes.cc.sunysb.edu 

Mazvancheryl, Sanal K.; American University, sanal@american.edu 

Customer satisfaction is an important component of a firm’s marketing strategy. As a result, there is a 

growing body of literature linking customer satisfaction with individual level consequences as well as with 

firm-level performance measures including return on investment, cash flows, and shareholder value. 

However, there is very little work on the efficiency of the Customer Satisfaction process as opposed to its 

effectiveness. Managers would want to know how efficient their current customer satisfaction efforts are, 

before allocating any additional resources to improving satisfaction. For example, they would like to know 

if, compared to other firms in their industry, they should be achieving a higher level of customer satisfac-

tion and loyalty, given their current level of spending. In the absence of such research, managers are likely 

to remain ambivalent towards using satisfaction as a key strategic metric. 

In this paper, we present a model for measuring the efficiency of the Customer Satisfaction process. We 

begin by applying the Network Data Envelopment Analysis (Network DEA) methodology to the American 

Customer Satisfaction Index (ACSI) framework. A three-stage Network DEA model is developed that 

allows us to measure the overall efficiency of the Customer Satisfaction process as well as efficiencies in 

each of the stages of the process. We use our model to analyze the relative efficiency of the Customer 

Satisfaction process for firms in the automobile industry and investigate if there are any systematic differ-

ences in efficiency in the different stages of this process. Preliminary findings indicate that a majority of 

the firms in the automobile industry may be inefficient in their customer satisfaction efforts. Further, 

there are significant differences in efficiency across the stages of the process. Our results have several 

important implications for managers in their usage and allocation of resources to customer satisfaction 

efforts. 

Keywords: Network Data Envelopment Analysis, Marketing Efficiency, Customer Satisfaction, American 

Customer Satisfaction Index (ACSI). 

Does environmental management influence hotels’ performance? – The Tuni-

sian Case 

Hathroubi, Salem; Université de Sousse, shathroubi@yahoo.fr 

Peypoch, Nicolas; Université de Perpignan, peypoch@univ-perp.fr 

Robinot, Elisabeth; Université de Savoie, elisabeth.robinot@univ-savoie.fr 

(1) Background: With 880 millions of international tourist arrivals in 2009 and a total turnover of US$642 

billion, tourism sector has considerable economic weight. A dynamism positively impacts all service in-

dustries. According to estimates, more than 13 million hotel rooms were available at the turn of the 21st 

century, and the average occupation rate was 55.6% (IH&RA, 2000). By the way tourism is vital for many 

countries, like Tunisia, due to the large intake of money for businesses with their goods and services (ac-

counting for over 50% of the GNP) and the opportunity for employment in the service industries asso-

ciated with tourism (36% of working population). Tunisia is now the “blue ribbon” of African tourism, a 

long way ahead of other major Africa's tourist countries. The motivation for this analysis lies in the fact 

that Tunisian hotels have to be competitive in the world tourism market and are subject to environmental 

constraints.  

(2) Methods: The aim of the paper is to propose a discussion on hotel’ performance. We referred to the 

Data Envelopment Analysis (DEA) as a new methodological tool. On the one hand, the methodology used 
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in this contribution measures the performance of each hotels; on the other hand, it explains the perfor-

mance scores and indentifies the potential impact of the environmental actions. 

(3) Results: This contribution underlines that the efficiency scores are driven by environmental actions.  

(4) Conclusions: As far as the results, this paper is of great interest for hoteliers and institutions. Indeed, 

the identification of best practices is linked to a benchmarking procedure. Moreover, regarding to the 

methodology, this paper can be useful for management specialists who need new insights to improve their 

actions and take appropriate decisions. 

Keywords: Environmental Management, Efficiency, Data Envelopment Analysis (DEA), Hotel industry. 

� SB16: 
Room U16 

Product 

Chair: Faure, Corinne; ESSEC Business School, faure@essec.fr 

Consumer acceptance of bridge products  

Natter, Martin; University of Frankfurt, natter@wiwi.uni-frankfurt.de 

Faure, Corinne; ESSEC Business School, faure@essec.fr 

This paper introduces the concept of bridge products, defined as product innovations that make the 

bridge between dominant specialized subcategories. Examples of bridge products are bridge cameras (an 

innovative solution between reflex and automatic cameras) or trekking bikes (a bridge between road and 

mountain bikes). After delineating the concept from other product innovations such as hybrid or multi-

function products, this paper proposes a conceptual framework of the antecedents of consumer accep-

tance of bridge products. This framework is tested through an empirical survey of 268 German consumers 

in the camera market. The framework suggests different acceptance patterns for high and low knowledge 

consumers. Results show that for low knowledge consumers, bridge products are attractive when these 

consumers perceive an inherent goal conflict between available options on the market, are uncertain 

about their future product usage, are innovative, and want to avoid making difficult choices between 

products. For high knowledge consumers, an interest in bridge products is driven by the search for high 

quality products and previous experiences using advanced functions of cameras.  

Keywords: Bridge products, hybrid products, product innovation, knowledge  

The role of market innovation for new product sales performance 

Clausen, Tommy; Høyvarde; Nordland Research Institute, tcl@nforsk.no 

Korneliussen, Tor; Bodø Graduate School of Business, tor.korneliussen@hibo.no 

This study contributes to the knowledge of the driving forces behind the sales performance of new prod-

ucts introduced onto the market. In comparison to prior research our study is one of the first to examine 

the role of market innovation as a central predictor of new product sales performance using large scale 

representative data. In order to examine whether and to what extent market innovation is a driving force 

behind new product sales performance, this study draws upon an innovation survey directed to 4655 

enterprises in Norway. The survey was conducted by Statistics Norway in 2005 and is the Norwegian 

implementation of the fourth Community Innovation Survey (CIS) managed by Eurostat. The 4th CIS 
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survey included, for the first time, questions about market innovation. In addition questions about new 

product development as well as other firm variables were included. The survey is representative of the 

entire Norwegian population of enterprises. The response rate was 95%. Based on a Heckman regression 

analysis that controls for unobserved heterogeneity, and a Tobit regression that handles left and right 

censored dependent variables, we find that market innovation is a significant and positive predictor of 

new product sales performance (controlling for other variables). Our analysis shows that the “new prod-

uct sales premium” of conducting a market innovation is substantial. Enterprises that conduct a market 

innovation reap 23 million NOK in average (about 3 million EURO) more in new product sales compared 

to enterprises that have introduced new products into the market but without a corresponding market 

innovation. 

Keywords: New product sales, market innovation 

Dazing Diversity – A New Approach for Investigating the Determinants and 

Consequences of Decision Paralysis 

Huber, Frank; Gutenberg University of Mainz, huber@marketing-mainz.de 

Köcher, Sören; TU Dortmund University, soeren.koecher@tu-dortmund.de 

Vogel, Johannes; Gutenberg University of Mainz, vogel@marketing-mainz.de 

Meyer Frederik; Gutenberg University of Mainz, meyer@marketing-mainz.de 

In recent years, companies in various branches have started to pursue customer recruitment and retention 

by increasing assortment size. Although this policy creates the possibility of meeting heterogeneous prefe-

rences and, thus, of offering each customer the optimal product, its consequences are not exclusively 

beneficial: an increasing variety is evidenced to paralyze consumer decision-making, holding the risk of a 

retained but dissatisfied customer base. Moreover, offering an extensive but unstructured product portfo-

lio decreases the probability of successfully enticing competitors’ customers. 

This work makes important new contributions to the assessment of negative effects on consumer choice 

behavior under high product variety by (1) introducing a novel construct, namely tendencies toward 

paralysis, that refers to the extent of decision makers’ preference (a)  o maintain the status quo, (b) to omit 

and/or (c) to delay choice; (2) providing a holistic measurement model incorporating these three dimen-

sions of decision paralysis that previously have been analyzed only separately; and (3) identifying their 

negative consequences for the first time. 

The newly-developed construct is embedded in a structural equation model, including its determinants 

and consequences, that is empirically tested using data from the German cellular phone market (n = 473). 

The model constructs of preference uncertainty and anticipated regret are evidenced to be the fundamen-

tal drivers of the formation of tendencies toward paralysis. In this context, the characteristics of variety 

under consideration – number, alignability, and complexity of alternatives – turn out to be appropriate 

parameters in avoiding decision paralysis. The satisfactory assessment of quality criteria demonstrates 

that the conceptualization and operationalization of the novel construct can be considered effectual. 

Moreover, a significant negative relationship between tendencies toward paralysis and subsequent cus-

tomer satisfaction points out the importance of these findings for future research and business practice. 

Keywords: decision paralysis, product variety, purchase decision making, customer satisfaction 

The effect of Calorie Information on the choice process of (Fast) Food Products 

Heiman, Amir; Hebrew University, heiman@agri.huji.ac.il 
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Overweigh in general, and obesity in particular, has been related to increased mortality and illness risks. 

While public health and nutrient scientists tend to believe that the only effective way to fight the obesity 

epidemics is through regulation that include calorie posting, consumer behavior scholars suggest that 

consumers do not utilize nutritional information. Not only information about calories seems to fail in 

changing long run behaviors, the educational efforts aimed at changing diet habits seem to have had only 

moderate success, and the number of obese individuals in the US, UK and many other EU countries is on 

the rise despite the intensive efforts. 

The failure of educational efforts to make a change in eating habits may be attributed to information gap 

but it is also possible that individual have enough knowledge and they simply do not want to change their 

current choice. 

The current study focuses on exploring the effect of information about calorie content on consumers’ 

choice processes regarding fast food products. We depart from previous studies and explore the effect of 

calorie information on the tradeoff between product attribute, and price and explore the effect of these 

changes on choice of fast food products.  

Our theoretical result indicates that provision of calorie information can increase choice of high density 

food even if its calorie content was underestimated. This result contradicts previous finding and is sup-

ported by empirical study. In addition, we find that provision of information about calorie content 

changes the choice process and consumers consider the tradeoff between taste and health rather the tra-

deoff between taste and price. We show that importance of self physical appearance counts and consum-

ers who place high importance to their physical attraction have a different utility function and different 

response pattern to information relative to consumers who does not consider physical attraction to be so 

important.  

 

� SB17: 
Room U17 

Ethics 2 

Chair: N’Goala, Gilles; University of Savoy, gilles.n-goala@univ-savoie.fr 

Purchasing a new car: the impact of multiple perceived value dimensions from 

an ecological perspective 

Koller, Monika; Vienna University of Economics and Business, monika.koller@wu.ac.at 

Floh, Arne; Vienna University of Economics and Business, arne.floh@wu.ac.at 

Zauner, Alexander; Vienna University of Economics and Business, alexander.zauner@wu.ac.at 

A multitude of studies have shown certain value dimensions (functional, economical, emotional and so-

cial) having crucial explanatory power in purchase decision-making. Furthermore, due to increasing pub-

lic environmental concerns, ecological issues in purchase decision-making are important more than ever. 

While various studies have been conducted on the general environmental concern perspective of consum-

ers, empirical knowledge on how the ecological facet of consumption integrates into other value dimen-

sions is still scarce. Studies in consumer psychology found status motives being fundamental drivers for 

purchasing green products when shopping in public and when green products cost more than their non-

green counterparts. The purchase of a new car is predominantly characterized as a purchase decision of 

high involvement, incorporating also status and hedonic elements. The present study contributes to the 

understanding of an ecological value dimension and its interplay with the functional, economical, social 

and emotional facets of perceived customer value. The empirical study comprises an exploratory qualita-

tive and a subsequent quantitative phase. Qualitative results from focus group discussions indicate a gen-

eral awareness of car buyers regarding ecological issues. Interestingly, ‘green behavior’ is predominantly 
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expected to be granted from the automotive industry, regarding production and accompanying services. 

On the individual customer level, ‘buying green’ is associated with increasing social status and altruistic 

motives. Further focus groups are already scheduled to recheck these findings and to develop the mea-

surement scale for the ecological value dimension. The quantitative data collection is scheduled for July 

2010, in cooperation with a global distributor of premium car brands. Structural equation modeling will 

allow us to assess ecological facets of overall customer value in combination with the other value dimen-

sions. Furthermore, we expect that ecological value is not equally important for all customers. We rather 

expect different segments. Latent class analysis will be applied to test this assumption. 

Keywords: perceived customer value, multidimensionality, ecological behavior, automotive industry, 

decision-making 

A cross-national investigation on the effects of corporate social responsibility 

initiatives on consumer trust and emotional attachment 

N’Goala, Gilles; University of Savoy, gilles.n-goala@univ-savoie.fr 

This research examines the effects of Corporate Social Responsibility (CSR) initiatives on consumer trust 

and emotional attachment in a cross-cultural setting.  

Background: Corporate social responsibility (CSR), defined as the company’s “status and activities with 

respect to its perceived societal obligations” (Brown and Dacin, 1997, p 68), has become a key issue in 

multinational corporations such as Coca Cola, Procter and Gamble, L’Oreal, Michelin, Packard Bell, No-

kia, and many others. Many studies conducted in the US have examined the effects of CSR actions in a 

transactional perspective (product evaluation, purchase intentions, sales, and revenues). But now, the 

relational and international perspectives need also to be further developed. We need to shift the CSR de-

bate from “how” to “where” and to address the international issue of CSR initiatives. Managers need to 

determine to what extent they should localize or globalize their CSR initiatives worldwide (social causes x 

countries). 

Methods: A lab experiment was conducted in three countries (France, Thailand, and USA) and three 

types of social causes were considered (obesity, tsunami, and drug abuse). We will present the results of a 

3 x 3 repeated measures Manova, with type of social cause (obesity, tsunami, and drug abuse) and country 

(France, Thailand and USA) as between-subject factors and time as a within-subject factor (trust and 

emotional attachment before and after exposure to CSR initiatives). We have also taken into account 

different covariates, such as frequency of consumption, brand familiarity, age and brand–social cause fit 

for each cause supported by the company. To compare relatively similar consumers, we have conducted 

an experiment among university students in the USA, France, and Thailand. Results: our research demon-

strates that CSR initiatives have no main effect on consumer trust and emotional attachment. Their effects 

are strongly moderated both by the cultural differences (individualistic versus collectivistic culture) and 

by the type of cause (relatedness to the company’s activities, consumers’ support to the cause). While CSR 

actions are likely to strengthen customer relationships in Thailand, their impacts in the USA and even 

more in France are particularly weak, demonstrating that consumers are often skeptical in western coun-

tries. 

Conclusions: This paper is an attempt to examine the effects of CSR initiatives on consumer trust and 

emotional attachment in a cross-cultural setting. It tends to moderate previous findings from the CSR 

literature. Two key contributions can be underlined. First, this research emphasizes the effects of CSR 

initiatives on key relational mediators (trust and emotional attachment), which have often been neglected 

in the CSR literature, although they are key antecedents of loyalty and advocacy behaviors. It demon-

strates that companies may reinforce customer relationships only if they carefully define their CSR strate-

gy (which cause? which country?). Second, this research underlines that consumer responses to CSR initi-
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atives strongly differ from one country to the next. In comparing two low context cultures (France and 

USA) with a high context culture (Thailand), this study does not pretend to address all the international 

issues of CSR. However, it is one of the rare attempts to compare the effects of CSR initiatives on consum-

ers’ responses in different countries (Maignan, 2001). It suggests that there are significant differences 

between individualistic countries, such as France and USA, and collectivistic countries, such as Thailand. 

Keywords: Corporate Social Responsibility, Relationship Marketing, International Marketing  

Consumers’ Attribution of Blame in Product-Harm Crises Involving Hybrid 

Products 

Carvalho, Sergio W.; University of Manitoba, carvalho@cc.umanitoba.ca 

Muralidharan, Etayankara; University of Manitoba, ummurale@cc.umanitoba.ca  

Bapuji, Hari; University of Manitoba, bapuji@cc.umanitoba.ca 

In this research, we evaluate consumers’ attribution of blame in a product-harm crisis involving hybrid 

products – products in which design, sourcing of raw materials/components, manufacturing and/or as-

sembling are performed in multiple countries. Our findings suggest that consumers have a bias in favor of 

the brand company and against the manufacturing company. More interestingly, this bias is more pro-

nounced when consumers are unfamiliar with the brand of the product been recalled or the product re-

called is said to be manufactured in a country with a weak-perceived reputation. Perhaps most interesting 

is the finding that a product recall can have a negative spillover effect on other products manufactured in 

the same country where the recalled product is said to be manufactured, at least in the cases in which the 

brand is unfamiliar and the country has a weak perceived reputation. 

Keywords: Attribution of blame, product-harm crises, hybrid products, product recalls, country-of-origin 

image, country-of-manufacture. 

Perceived unfairness of the resulting price of yield management practices 

Camus, Sandra; University of Angers, sandra.camus@univ-rouen.fr 

Hikkerova, Lubica; Université Matej Bel, lubicahikkerova@yahoo.de 

Sahut, Jean-Michel; Université de Poitiers, Jean-Michel.Sahut@supco-amiens.fr 

If yield management is commonly used, studies dealing with customers reactions are not frequent. Yield 

management techniques, which aim to optimise firm returns, leads often to disadvantageous situations 

for customers. For example, with the application of yield management techniques, consumers have to pay 

more an hotel room when the hotel occupancy rate increases. The article analyses perceived unfairness 

towards yield management practices, and shows that despite a priori disadvantageous situations for the 

customers, under some conditions the latter are willing to accept these practices.  

Keywords: Equity, fair price, perceived unfairness, price, price sensibility, yield management. 
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