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Welcome Address by the Organizers 
 

For almost a decade, the annual Emerging Markets Conference Board (EMCB) conferences have 

brought together dedicated researchers and practitioners from all over the world. For the EMCB 2020 

conference we have the great pleasure to welcome you to the online conference organized by the 

School of Economics and Business in Ljubljana, Slovenia. 

Despite the fact that we live in times of increased uncertainty and health crisis, we have decided to 

continue the tradition of the annual EMCB conferences. We would like to express our sincere 

appreciation to all conference participants and speakers for their contributions and participation in 

the challenging times we are experiencing worldwide. Seventy-three papers were originally accepted 

for presentation at the EMCB 2020 conference. The changes in international health conditions have 

been significant and have consequently influenced the conference format and the number of 

participants; however, we are proud to present this Conference Proceedings with selected conference 

papers and extended abstracts to be presented at the EMCB 2020 conference.  

All contributions in the Conference Proceedings are undoubtedly the result of dedicated and motivated 

research. We have made every effort to ensure the authenticity of these contributions and to preserve 

the freedom of the authors - therefore the submissions are published in the form in which they were 

received; only technical details have been additionally revised and adapted for coherence. 

EMCB 2020 is particularly proud to welcome the work of several early stage researchers who have 

been working diligently on their research ideas, concepts and first studies and decided to present 

them at this year's conference. Furthermore, we are very grateful for the conference keynote 

speakers: Professors Naresh K. Malhotra, Mercy Mpinganjira, Jagdish N. Sheth and Charles R. Taylor, 

for the time and effort they devoted to this conference and for their relevant insights into the specifics 

of research in emerging markets, which they selflessly shared with the participants.  

Our sincere appreciation goes to the participants of the conference's panel discussion, which aimed 

to discuss the challenges facing researchers in emerging markets. We would like to thank Professor 

Vesna Žabkar for her insightful presentation and the moderator Professor Maja Zalaznik and 

panellists Ms. Janja Božič Marolt and Mr. Janko Hočevar for their contribution to the exchange of 

knowledge and experience among researchers. 

Finally, the help of the track chairs and reviewers in the selection process was invaluable and made 

the EMCB 2020 conference possible. We are grateful for their meticulous work and their valuable 

contribution. 

 

We wish you a very productive conference and a successful work on your future research endeavours! 

 

Conference Chairs and Conference Organizing Committee 

 



 

 

 

 

About the EMCB conference 
 

The Emerging Markets Conference Board (EMCB) was formed in 2012 with Professor Naresh 
K. Malhotra as the Chair. It includes several world class faculty members on the Board. The 
first EMCB conference was organized in 2012 in New Delhi, with subsequent conferences 
being organized annually in Asia and Africa. 

The conference was previously organized at the following institutions: 

• 2012 in New Delhi, India - Hosted by IIM Lucknow 

• 2013 in Port Elizabeth, South Africa - Hosted by Nelson Mandela Metropolitan University 
• 2014 in New Delhi, India - Hosted by IIM Lucknow 
• 2015 in Dubai, UAE - Hosted by Institute of Management and Technology, Dubai 
• 2016 in Bangkok, Thailand - Hosted by Chulalongkorn Business School, Chulalongkorn 

University 
• 2017 in New Delhi, India - Hosted by IIM Lucknow 
• 2018 in Johannesburg, South Africa - Hosted by WITS Business School, University of 

Witwatersrand 
• 2019 in Ghaziabad, India - Hosted by IMT. 

School of Economics and Business at the University of Ljubljana, Slovenia is the organizer of 
the current, Emerging Markets Conference Board 2020 Conference which is organized online 

due to the unexpected development of health crisis internationally. Ninth in the row, and being 
the first EMCB Conference organized by European school, this conference allows for the  
opportunity to discuss specifics of emerging markets within the European context as well.  

The next edition of the conference, EMCB 2021 will open a frontier for discussion of some 
additional aspects of emerging markets (South American), and it will be held in Mexico, in the 
city of Puebla in partnership with School of Business, UPAEP Puebla, México. 
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Keynote Session 1 

 

''Impact of Covid 19 pandemic on emerging market consumers'' 
 

 
 

Professor Jagdish N. Sheth 
Professor,  
Goizueta Business School at Emory University, USA 

 
 
 

Biography 
Jagdish N. Sheth is Charles H. Kellstadt Professor of Business in the Goizueta Business 
School at Emory University. He is globally known for his scholarly contributions in consumer 
behavior, relationship marketing, competitive strategy, and geopolitical analysis. Professor 
Sheth has over 50 years of combined experience in teaching and research at the University 
of Southern California, the University of Illinois at Urbana-Champaign, Columbia University, 
MIT, and Emory University.  
 
Professor Sheth is the recipient of all four top awards given by the American Marketing 
Association: the Richard D. Irwin Distinguished Marketing Educator Award, the Charles 
Coolidge Parlin Award for market research, the P.D. Converse Award for outstanding 
contributions to theory in marketing, and the William Wilkie Award for marketing for a better 
society.  
 
Professor Sheth is a Fellow of the Association of Consumer Research (ACR); Fellow of the 
American Psychological Association (APA); Fellow of the American Marketing Association 
(AMA); Distinguished Fellow of the Academy of Marketing Science (AMS); and a Distinguished 
Fellow of International Engineering Consortium (IEC). Professor Sheth is the recipient of an 
Honorary Doctorate in Science, awarded by the University of Illinois at Urbana-Champaign 
(2016), and Honorary Doctorate of Philosophy, awarded by Shiv Nadar University (2017).  
 
Professor Sheth has authored or coauthored more than three hundred papers and several 

books including Clients for Life (2000), The Rule of Three (2002), Tectonic Shift (2006), Self-

Destructive Habits of Good Companies (2007), Chindia Rising (2011), The 4 As of Marketing 

(2012), Firms of Endearment (2014), Breakout Strategies for Emerging Markets (2016), The 

Sustainability Edge (2016), and Genes, Climate and Consumption Culture: Connecting the Dots 

(2017). His book The Theory of Buyer Behavior (with John Howard), published by John Wiley & 

Sons in 1969, is a classic in the field. 
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Keynote Session 2 

 

''Fostering high impact marketing research and publications in 

emerging markets: Opportunities and challenges'' 
 

 

 

Professor Mercy Mpinganjira  
Director of the School of Consumer Intelligence and  

Information Systems, University of Johannesburg 

 

 

 

Biography 
Professor Mercy Mpinganjira is the Director of the School of Consumer Intelligence and 

Information Systems at the University of Johannesburg. The School is home to three 

departments namely the Department of Marketing Management, the Department of Applied 

information Systems and the Department of Information and Knowledge Management.  

 

Prof Mpinganjira holds a PhD (Management), an MBA and a Graduate Diploma in Business 

Administration from University of Newcastle, Australia as well as a Bachelor of Science 

degree from University of Malawi. Her research interests are in the areas of consumer 

behaviour and digital marketing. She is the author of several books and book chapters and 

has published over 50 journal articles in peer reviewed journals including the Journal of 

Business Research, European Business Review, Information & Management, Service 

Business etc.   

 

She has also presented her work as various national and international conferences including 

the Academy of Marketing Science (AMS), conference,  the American Marketing Association 

(AMA) conference and the Australia and New Zealand Marketing Academy Conference 

(ANZMAC).  

 

She is a member of various professional bodies including the Southern Africa Institute for 

Management Scientists. 
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Keynote Session 3 

 

’’Research in emerging markets: Raising the standard through rigor 

in research methodology’’ 
 

 

 

Professor Naresh K. Malhotra  
Regents’ Professor Emeritus, Georgia Tech, USA 

 

 

 

 

Biography 
Dr. Naresh K. Malhotra was selected as a Marketing Legend in 2010 and his refereed journal 

articles were published in nine volumes by Sage with tributes by other leading scholars in the 

field.  He is listed in Marquis Who’s Who in America and in Who’s Who in the World  In 2017, he 

received the Albert Nelson Marquis Lifetime Achievement Award from Marquis Who’s Who. In 

2011, he received the Best Professor in Marketing Management, Asia Best B-School Award.  

 

He has several top (number one) research rankings that have been published. He is a highly 

cited author with more than 65,000 Google Scholar Citations. His book entitled Marketing 

Research: An Applied Orientation, Seventh Edition, published by Pearson Education, has been 

translated into several languages and is the global leader.  Likewise his books, Basic 

Marketing Research: Integration of Social Media, Fourth edition, and Essentials of Marketing 

Research are widely used globally.  He is the winner of numerous awards and honors for 

research, teaching, and service to the profession including the Academy of Marketing Science 

Distinguished Educator Award for 2005. He is the Chair of Emerging Markets Conference 

Board since its inception in 2011. He has an active consulting practice. 

 

Dr. Malhotra is an ordained minister of the Gospel, a member and Deacon, First Baptist 

Church, Atlanta, and President of Global Evangelistic Ministries, Inc. 

(http://www.globalevangelisticministries.net/). 

http://www.globalevangelisticministries.net/
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Research in emerging markets: Raising the standard through 

rigor in research methodology 
Naresh K. Malhotra 

 

1. Motivation 

One might reasonably ask, why worry about rigor in research methodology in emerging markets 

research. At least, three reasons can be given. Because it is: 

1. Required for generating unequivocal findings? 

2. Necessary for publishing in top journals 

3. Required for making an impact on the discipline 

2. Published papers used to illustrate rigor in research methodology 

I will be using three of my papers published in top journals to illustrate rigor in research methodology. 

These papers and their Google Scholar Citations are:  

Paper       Google Scholar Citations 

Kim and Malhotra (2005)    963 

Malhotra, Kim and Agarwal (2004)   2372 

Malhotra, Kim and Patil (2006)   2050 

As indicated by the Google Scholar Citations, each of these papers has had a significant impact. The 

focal study used is: Longitudinal Model of Continued Information System Use: An Integrative View of 

Four Mechanisms Underlying Post-Adoption Phenomena Published in Management Science, May 

2005. 

3. Motivation for the Study 

Little effort had been made to examine those phenomena within a single conceptual framework. 

Omission of actual mechanism(s) may result in erroneous conclusions about the very process of 

interest. The objective of this study was to develop a longitudinal model that accounts for various 

mechanisms related to post-adoption phenomena. 

We proposed a two-wave panel model of how individuals update their evaluations of an information 

technology (IT) application and adjust their system usage over time. 

4. Research Model 

The research model was based on four theoretical mechanisms underlying continued use. These 

theoretical mechanism are: 

1. The technology acceptance model (TAM) 

2. Sequential updating mechanism 
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3. Feedback mechanism 

4. Habit mechanism 

The model developed by integrating these four mechanisms is represented in Figure 1. 

 

 

5. Rigor in Research Methodology 

The essential elements of rigorous research methodology adopted in this study are: 

▪ Address an important problem 

  - Continued IS use 

▪ A sound theoretical framework 

 -  Integrate theories from other disciplines 

▪ Be ambitious, attempt a significant contribution 

 - 4 mechanisms (not 1, 2 or even 3) 

▪ Appropriate research design 

 -  Longitudinal, not cross-sectional 

▪ Measurement is critical 

 -  Use established measures 

 -  Measurement model 

▪ Sophisticated data analysis 

 -  CFA with autocorrelations 

 -  Means of latent variable scores 

 -  Proposed model vs. 3 Intermediate Models and 2 rival models 

 -  Order Effects 

 -  Nonresponse Bias (Wave 1, Wave 2) 
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 -  Common Method Variance Bias (Wave 1, Wave 2 

▪ Relate findings to theory 

 -  TAM holds for initial use 

 -  First demonstration in IS that user evaluations are updated sequentially 

 -  Omission of feedback links in past research may be problematic 

 -  Past use may overshadow intention in predicting future use 

▪ Identify limitations 

▪ Identify multiple contributions: Substantive problem, theoretical, research design, 

measurement, empirical, implications  

▪ Identify directions for future research 

 -  High-opportunity versus low-opportunity behavior 

 -  Three or more wave study 

6. Rigor in Responding to Reviewer Comments 

1. Make a genuine effort to address all comments 

2. If you disagree, clearly spell your reasons and cite references to support your arguments 

3. Prepare a summary of modifications 

4. Prepare a detailed comment by comment response to the comments of the editor/associate 

editor, and each reviewer. 

5. Never give-up when the door is still open. 

References 

1. Kim, Sung and Naresh K. Malhotra, “A Longitudinal Model of Continued IS Use: An Integrative View of 

Four Mechanisms Underlying Post-Adoption Phenomena, Management Science 51(5) (May 2005): 741-

755. 

2. Malhotra, Naresh K., Sung Kim, and James Agarwal, “Internet Users’ Information Privacy Concerns 

(IUIPC): The Construct, the Scale, and a Causal Model,” Information Systems Research, 15(4) (December 

2004): 336-355. 

3. Naresh K. Malhotra, Sung Kim, and Ashutosh Patil, “Common Method Variance in IS Research: A 

Comparison of Alternative Approaches and a Reanalysis of Past Research, Management Science, 

(December 2006), 1865-1883. 
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Keynote Session 4 

 

“Future trends in advertising research and research needs in 

emerging markets” 
 

 

 

Professor Charles R. Taylor 
John A. Murphy Professor of Marketing,     

Villanova University of Business 

 

 

 

Biography 
Charles R. "Ray" Taylor is the John A. Murphy Professor of Marketing at the Villanova 

University of Business and Senior Research Fellow at the Center for Marketing and Consumer 

Insights.  He currently serves as Editor-in-Chief of the International Journal of Advertising.  

He received his Ph.D. from Michigan State University. Taylor’s research interests include 

advertising and branding with a special focus on international issues.   Professor Taylor is a 

Past-President of the President of the American Academy of Advertising.  He is the recipient 

of the Ivan L. Preston Award for Outstanding Lifetime Contribution to Advertising Research 

from the American Academy of Advertising and the Flemming Hansen Award for Outstanding 

Contribution to Advertising from the European Advertising Academy. He has published more 

than 100 books, journals, and conference papers in leading outlets.  Professor Taylor’s 

research has received best paper awards from Journal of Advertising (twice), Journal of 

Consumer Affairs, Journal of International Marketing, and Journal of Macromarketing.   

 

Dr. Taylor has been a keynote or featured speaker at meetings of several organizations, 

including the European Advertising Academy, the Korea Advertising Society, the Greek 

Marketing Association, the Chinese Advertising Association, the World Advertising Resource 

Center (London), Marketing Science Institute, The U.S. Transportation Research Board, the 

Outdoor Advertising Association of America, and the International Sign Association, among 

others.  Taylor has served as a Fulbright Senior Specialist and has taught courses in South 

Korea, China, Austria, China, and the Czech Republic and has given lectures at many locations 

throughout the world. 

 

Professor Taylor is frequently quoted in the media and contributes a column to Forbes.com 
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Panel Discussion 

 

“Challenges of  marketing research in emerging markets” 
 

 

 

Professor Vesna Žabkar 
Full Professor of Marketing, School of Economics  

and Business, University of Ljubljana 

 

 

 

 

Biography 
Vesna Zabkar is professor of marketing at School of Economics and Business, University of 

Ljubljana (SEB LU) and former vice-dean of research and doctoral studies at SEB LU. She 

was a visiting scholar at Northwestern University (Fulbright Grant) and is a visiting professor 

at University of Vienna (Chair of International marketing). Her research interests focus on 

sustainability, marketing accountability and international marketing. Her work has been 

published in Journal of Business Ethics, Journal of Business Research, Industrial Marketing 

Management, Journal of International Marketing and other outlets. She is married with two 

teenage children. 
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Challenges of  marketing research in emerging markets 
Vesna Žabkar 

 

The focus of the keynote are challenges that marketing researchers meet in emerging markets of 

Central and Eastern Europe. Our aim is to map the development, current state and future perspectives 

of marketing research in the region. To present institutions, collaborators, topics and most influential 

research, we apply a bibliometric analysis of the three decades of publications from the region. The 

keynote builds on opinions from three generations of researchers in the region, (1) the generation that 

started research before 1990s in the former Yugoslavia, (2) the currently active generation and (3) the 

future generation of current PhD students and postdocs. Their views were collected through on-line 

qualitative research and interviews in May 2020. We analyse  their assessment of economic, political 

and socio-cultural environmental challenges as well as challenges they meet in research processes, 

resources and available infrastructure. Outlooks for the future of marketing research in emerging 

countries will be discussed. 
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Early-Stage Research 

 

Contributions accepted in this conference section:  

 

A memorable experience in H&T sector – focus on the sports events in the B2B context 

Urša Fink  

 

Exploration of key factors of social media use in business-to-business communication  

Peter Grabner  

 

Specifics of business-to-business innovation adoption in emerging markets  

Stane Straus  

 

Contradictory nutrition information in apps and attitude certainty  

Mila Zečević, Petar Gidaković, Vesna Žabkar & Mateja Kos Koklič 

 

Can CRT predict escalation of commitment?   

Mitja Perat & Petra Rekar  

 

Presentation format influences multi-level decision making 

Petra Rekar & Mitja Perat 

 

The review of mobile travel apps adoption from consumers’ privacy perspective.  

Seyedeh Kiana Hosseini & Tanja Mihalič 

 

Personalization: Where is it going? 

Brikena Berisha & Maja Konečnik Ruzzier 

Pricing strategies and practices in different industries   

Mirsad Simnica 

 

 

 

 

 

 

 

 



 

 

13 

 

A memorable experience in H&T sector – focus on the sports 

events in the B2B context 
Urša Fink  

 

Key words: Customer experience management, Memorable customer 

experience, Sport consumer, B2B 

 

Over the last few years, the number of studies examining the creation of memorable experience in the 

hospitality and tourism (H&T) sector has rapidly grown. However, it is also true that there are not 

many research studies about the actual factors that affect the satisfaction of sports spectators, and 

those that are, focus on business-to-consumer (B2C) markets. The purpose of this conceptual paper 

is to summarize and evaluate the existing literature in the field and to highlight essential but poorly 

researched areas, especially in the business-to-business (B2B) context. 

There is no question that understanding customer experience and achieving customer satisfaction is 

a principal management objective. Customer experience is challenging to interpret and even harder 

to measure. The construct consists of various components that are individual for each person. What 

is important to one person can be irrelevant to another. Every person has its specifics that set them 

apart from others and define a unique perspective of that individual experience (Kandampully, Zhang 

and Jaakkola, 2018). A different perspective was taken by McColl-Kennedy et al. (2015), who talk about 

a dynamic perspective that is multi-actor centric and not organization-centric anymore. In their 

opinion, that is the only way to progress in the research about customer experience. According to 

Zolkiewski et al. (2017), there are many ways to gather feedback about their experience from 

customers, but the problem is that they mostly use a separate approach. Instead of considering 

various service touchpoints, the center of attention is only one part of the experience. Also, they 

usually ignore emotional response because it is difficult to measure. Within hospitality and tourism 

products are multidimensional and are achieved through a combination of a diverse array of products 

and services (Sotiriadis and Gursoy, 2016). In sports events, as being specifics in the H&T sector, we 

recognize that products and services have uniquely experiential nature. The customer experience in 

the H&T sector is the result of the process where multiple businesses cooperate in producing an 

experience of value. Chang (2018), on the other hand, uses the expression experience economy in the 

H&T industry. There have been several H&T studies that presented more than 15 experiential 

constituents with their interpretations. Perić, Wise and Dragičević (2017) emphasized that types of 

experiences, specifically sports experiences, in particular, are not uniquely defined.   

The concept of customer experience in marketing is not new and is going through a constant process 

of evolution. In the beginning, there were satisfactory experiences and later on experience quality, but 

nowadays, we talk about extraordinary experiences and memorable tourism experiences (Zhang, Wu 

and Buhalis, 2018). Still, no single definition of the memorable customer experience could be overall 
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accepted. Yoshida, James and Cronin Jr. (2013) exposed six recognizable features of novelty in sports 

events: player performance, respectful access, self-service technology, aesthetic environment, fan 

loyalty program, and fan community. In their research about memorable tourism experience De 

Freitas, De Sevilha and De Almeidac (2018) found at least three changeable factors that define 

memorable tourism experience - ambiance, socialization and emotion, and reflection, where emotion 

is being essential. Exploring the essence of memorable tourism experiences Tsung and Ritchie (2011) 

identified four dimensions: affect, expectations, consequentiality, and recollection. To increase 

competitiveness, suppliers must deliver memorable tourism experiences.  However, why are 

memorable tourism experiences so meaningful among sports spectators? Simply because they 

influence their future decision-making process. A model of the relationship between motives, 

commitment, and intentions of sports spectators by Kim, James and Kim (2013) clearly shows that by 

consuming spectator sports, customers achieve the pleasure of the experience, and that is how a 

memorable experience is made. 

But what about B2B markets? Regardless of the “correct” definition or constitution of a memorable 

experience, the question is whether the characteristics of memorable customer experience can easily 

be mapped to B2B markets? Pandey and Mookerjee (2018) found in their study not only that emotions 

and experiential value have a fundamental role in the B2B decision-making process but also that the 

importance of affective elements in a B2B context is much greater than in B2C. Further on, culture and 

psychological factors have a pertinent influence on customer experience in B2B, whereas social and 

personal factors do not. Zolkiewski et al. (2017) claim that the key to providing superior customer 

experience in B2B markets is understanding the data that already exists and not to gather more. In 

the B2B context, companies get a sustainable competitive advantage by building and maintaining long-

term relationships. Hence, understanding customer experience is crucial but much more complex due 

to interactions between all actors involved in customer satisfaction - suppliers, client and end-users, 

and others (Zolkiewski et al., 2017). Homburg, Jozic and Kuehnl, (2015) argue that results in customer 

experience management in B2B markets are much more than just individual perceptions. They are so-

called "touchpoints" that are the end product of interactions. Moreover, these interactions are ongoing 

in divergent ways, based on their role and interpretation (Mikolon, Kolberg, Haumann, and Wieseke, 

2015). Witell et al. (2019) that conducted one of the first studies about B2B customer experience reveal 

there are multiple customer journeys in the B2B context that run simultaneously. Moreover, apart 

from defining a four-dimensional customer experience framework, their study implies that regardless 

of its effort, everything is not in the supplier's control as all factors cannot be directly influenced. 

Finally, there is an important and unique perspective – there is not only one, but there are several 

customer characters that perceive the experience. 

Research in the field of memorable experience is undeniably gaining importance as a cross-

disciplinary research area. In practice, the positive outcome of well-handled customer experience 

management in B2B will not only be improved customer relationships but profitability as well. 

Nevertheless, there has been significant growth in customer experience research in the past decade 

solely in B2C settings, while only a few are focusing on B2B. In order for suppliers to successfully 

manage customer experience and to create a memorable experience in business markets, there is a 

call for systematic, theory-driven research on customer experience management in the H&T sector. 
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This study is one of the first in researching the theoretical perspective of a memorable experience in 

a B2B context, focusing on sports events. 

Key references 
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Exploration of key factors of social media use in business-to-

business communication 
Peter Grabner 

 

Key words: Social media technology, B2B social media, Digital marketing, 

Marketing communication, Social media marketing 

 

The intense transition to the digital society and increased popularity of social media in interpersonal 

digital communication lead researchers to expect further development of digital communications in 

the professional world, especially in marketing (Chirumalla et al., 2018). Digital social media 

technology (SMT) has been successfully developed and adapted for beneficial use in the context of 

business-to-consumer (B2C) marketing. Furthermore, social media communication channels create 

new opportunities that are also applicable in business-to-business (B2B) markets.  

Study by Lacka & Chong (2016) reveals that using SMT when adopted in B2B markets also assesses a 

useful marketing purpose. A literature review of B2B marketing strategies and modern 

communication processes gives out the benefits of conducting marketing and communication 

activities through SMT engaging and maintaining customer relationships (Hänninen & Karjaluoto, 

2017). However, analyzing the use of social media in B2B marketing communication, reveals a 

relatively low utilization of the many opportunities of modern digital social media (Agnihotri et al., 2016; 

Hänninen & Karjaluoto, 2017; Pascucci et al., 2018). A research study by Gruner & Power (2018) also 

shows that the use of digital communication channels and SMT in the B2B market is still at the 

beginning of its development. 

However, when SMT is used in B2B markets, it leads to positive results. Agnihotri et al. (2017) confirm 

the positive effects of the use of two-way digital communication and SMT on the improved 

responsiveness of marketing and sales staff conduct and consequently greater customer satisfaction. 

Research study of Hänninen & Karjaluoto (2017) confirmed the increased customer satisfaction with 

marketing and sales through the various digital communication channels provided by modern SMT 

with simultaneous effects on customer loyalty. Different uses of SMT lead to increased customer 

loyalty and a positive impact on business performance (Hong, et al., 2013). 

Therefore, a need exists for more studies that would address why companies in B2B markets use SMT. 

Existing extended Technology Acceptance Model (TAM) (Hong, et al., 2013) provides a theoretical model 

of system validation and technology acceptance that can be used to explore the usefulness of SMT in 

a B2B context (Lacka & Chong, 2016). The Awa, Ukoha & Igwe (2017) survey upgraded the Unified Theory 

of Acceptance and Use of Technology (UTAUT) model by expanding the constructs that influence the 

adoption of a new technology solution within the company into four fundamental groups of constructs 

with representation of a model for the Technology-Organization-Environment (TOE) theory. 
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This research contributes to the body of knowledge by defining relevant factors of using SMT in B2B 

marketing communications. Specifying relevant factors of SMT adoption and use, allows deep analysis 

of the importance of using social media in B2B marketing communication on realistic basis.  

The research is based on qualitative survey and in-depth interviews. Research objective is to identify 

why business marketers use or do not use SMT in B2B marketing communication. Ten in-depth 

interviews were conducted with marketing managers from selected companies, who have experience 

in using digital communication channels and SMT in the context of B2B marketing communication. The 

criterion for selecting companies and managers was their activity and recognized experience from 

publicly available SMT platforms. The research focus was on finding relevant factors for the use of 

SMT in B2B marketing communication. The criterion for the selection of production and service 

companies was that the company has predominately export orientation. Semi-structured interviews 

were conducted between May and July 2019. The 90-minutes interviews were held on the premises of 

the selected companies. Audio recordings were used for a later total transcript of the conversation. 

Conversations transcripts were divided thematically, which made it possible to compare each 

participants’ responses. 

Research retains the fundamental constructs of the TOE process with the proposed four contexts of 

adapting company functions to the use of new technology (Awa, et al., 2017). Results provide modified 

factors and the role of the four core groups of TOE constructs which are: the marketing and sales’ 

behaviors, buyers’ behaviors, technology development and external properties. Each of these 

constructs has several sub-constructs. The study reveals that relationships between constructs 

appear to be moderated by several factors, such as the size of the business and classification of 

business activities. The research results highlight the moderation effect of SMT use on Company 

performance, which depends on different phases in the buying process. The in-depth interviews 

analysis revealed relevant information regarding the use of SMT in B2B and adapting the business 

strategies to digital marketing communication. Newly acquired parameters from semi-structured 

interviews indicate that the adaptation of SMT use in B2B closely coincides with TOE theory by Awa et 

al. (2017) and insights from practice. 

The exploratory nature of the research provides useful insights to motivating factors and application 

of good practices in the use of SMT in companies on the B2B market. Further interviews with skeptical 

managers will be conducted to identify potential negative barriers. Based on all revealed data 

combined with positive aspects, a model will be constructed. A deeper understanding of the 

moderators will help managers with a tailored approach and effective use of SMT in their daily B2B 

marketing and sales practice.  
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Specifics of business-to-business innovation adoption in 

emerging markets 
Stane Straus  

 

Key words: Innovation adoption, Innovation rejection, Polymer banknote, 

Business-to-business, Central bank, Emerging countries, Third world countries 

 

The literature about innovation adoption and rejection is well developed and well connected with other 

fields of business, such as innovation diffusion and organizational buying behaviour. The literature, 

however, focuses primarily on the implementation of innovations and much less on the adoption 

process itself. Furthermore, the key theoretical concepts in the innovation literature rest almost 

exclusively on findings originating from the first world countries. Based on our practical experience 

with B2B innovation adoption projects in third world countries, we are interested in exploring the 

specifics of the B2B adoption (decision-making) process in emerging markets and how these specifics 

might challenge, modify or add to the established mainstream theories. In this paper we identify gaps 

in the innovation adoption literature, as well as propose exploring specifics of innovation adoption in 

emerging markets. 

For the purpose of this research, we focus on the innovation adoption processes within central banks 

by using a practical example of polymer banknotes (an innovation) and central banks as customers 

(potential innovation adopters). The technology of polymer banknotes was developed by the Reserve 

Bank of Australia and the Commonwealth Scientific, Industrial, and Research Organisation between 

1968 and 1988, and subsequently commercialized by various companies. Today, dozens of countries 

are using polymer banknotes, among these are Australia, Canada, New Zealand, Singapore and the 

United Kingdom. The main advantages of polymer banknotes are cost effectiveness, environmental 

friendliness, security against counterfeiting and cleanliness. This technology can be described as 

disruptive (Christensen, 1997) and superior (Woodside, 1996). The Reserve Bank of Australia estimates 

the total savings from polymer banknotes (as compared to paper banknotes) to one billion Australian 

dollars over the past 25 years (Wakefield et al., 2019). 

Wisdom et al. (2014) explain that many theoretical frameworks seek to describe the dynamic process 

of the implementation of innovations, yet little is known about factors related to decisions to adopt 

innovations and how the likelihood of adoption of innovations can be increased. Their research 

examined twenty existing adoption theories (all of which were from the USA, Canada or the UK) in 

order to generate a “middle-range theory”, defined as a theory that is at the correct level of abstraction 

(between universal in indigenous approaches) to be useful in explaining outcomes. We wish to further 

advance the argument in favour of middle-range theory by employing context-specific conditions in 

terms of third world countries, with the aim of generating new insights into the innovation adoption 

process. 
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Makkonen and Johnston (2014) posit that the current knowledge concerning how organizations adopt 

innovations is considerably less than the sum of its parts. They describe the organizational adoption 

phenomenon in the framework of several theoretical approaches, which are then used to develop an 

integrative conceptual framework for the study of adoption and diffusion. In that framework, the 

adoption process itself is a black box. The authors also point out that adoption research would benefit 

from an enhanced understanding of the mechanisms that relate to the decision to adopt (p. 327), adding 

that research focusing on the organizational innovation adoption is sparse, with a clear need for more. 

Importantly, they add that further research could continue the practice of borrowing from other fields 

explicitly adopted in this study in order to build up integrative frameworks and conduct empirical 

research that goes beyond the descriptive presentation of adoption and diffusion processes, with the 

result being an enhanced understanding of the underlying mechanism (p. 329). 

Woodside (1996) offers another consideration on innovation acceptance and rejection by emphasizing 

that single-factor explanations have been singularly unsuccessful in explaining competitive 

performance, as well as management decision-making and behaviour, adding that bringing superior 

technical innovation to the market is no guarantee of industrial customer acceptance of the innovation 

and replacement of a currently used (inferior) product service technology. Woodside adds that this 

proposition holds even when the evidence is overwhelming that the adoption of the innovation will 

enable the customer to decrease costs and increase performance. While Woodside proposes an initial 

theory and a model describing innovation acceptance/rejection, he stops short of identifying the actual 

decision-making process that takes place, and concludes that theories on customer rejection and 

acceptance of new superior technologies would benefit from thick descriptions of the streams of 

behaviour, decisions and networks of relationships that occur. 

In our research, we focus predominantly on the soft factors—such the psychological / motivational 

state of decision-makers, how and why do they choose to act or not act—which are under-researched 

in the current models of innovation acceptance, and which we hypothesize represent an important 

factor in the decision-making process, ultimately making a difference between an innovation being 

accepted or rejected. Seligman (2006) states that little is known about the substantial roles that 

impulse, habit, emotion, etc. play in the adoption of technologies and that exploration of these issued 

will yield a very rich, complex understanding of adoption. 

While there can only be a single aggregate outcome in terms of an organization adopting or not 

adopting an innovation, it is important to recognise that individuals involved in the decision-making 

process can have conflicting views—a concept that is not properly explored and evaluated in 

innovation literature. For innovation proponents, managing or responding to these conflicting views 

can mean the difference between success and failure. This reasoning is supported by de Vries, 

Tummers and Bekkers (2018), stating that by focusing on the organization as the unit of analysis, most 

studies do not distinguish between the various stakeholders involved in the innovation adoption 

process, thereby implicitly [wrongly] assuming that perceptions regarding the possible adoption of an 

innovation are uniform across the organization (p. 270). Autant-Bernard et al. (2010) stresses the 

importance of interaction between users and suppliers for innovation diffusion to occur and that 

cooperation is a key driver of adoption choices. 
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Another interesting concept is the lack of urgency and the ongoing avoidance of an issue on the side 

of decision makers, as discussed by Maitlis and Ozcelik (2004). We often see decision makers’ 

reluctance in pursuing a course of action not because of doubts in the inherent merits of the proposed 

innovation, but because of psychological and organizational factors, such as avoidance of risk-taking 

and rejecting unnecessary workload, on individual and group level. We believe this kind of behaviour 

is much more frequent and indeed accepted in third world countries compared to first world countries. 

For innovation proponents this suggests a necessary shift from the technology itself to psychological 

and organizational factors. This is supported by Venkatesh (2006), calling for research on individual 

employees, the drivers of technology adoptions by employees and factors influencing resistance. 

An important aspect under consideration is also the central bank’s ability to conduct a thorough 

internal assessment of the innovation. This ability would range from conducting financial, operational 

and other analyses, to laboratory and field trials to assess the new technology. This kind of ability 

would exist mainly in large first world central banks with sufficient human, operational and financial 

resources. On the other end of the spectrum we have the third world central banks (especially in 

smaller countries), which are likely to merely receive and process, in a more or less limited manner, 

information given to them by third parties, be it innovation proponents or its competitors. We 

hypothesize there are important differences in the decision-making process between those two types 

of central banks. 
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Contradictory nutrition information in apps and attitude 

certainty  
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1. Introduction  

As people are becoming more aware of the relevance of proper nutrition for their health, they are at 

the same time trying to make informed decisions about their food choices (Román, Sánchez-Siles & 

Siegrist, 2017). Nevertheless, this might be more challenging than it seems- the abundance of 

information individuals are surrounded with on a daily basis makes this choice even harder (Schwartz, 

2004). In addition to this, the information people are able to get is often inconsistent, or even 

contradictory – leading to the state of confusion and lack of conviction about the correctness of 

choices they make (Carpenter et al., 2016; Nagler, 2014).  

In order to get informed about product properties and healthiness, consumers use various sources. 

In general, official and scientific institutions are declaratively considered to be the most trustworthy 

information source. Nevertheless, easy availability of the information from the mass media (including 

online sources) makes it a source with significant impact on consumer food-related attitudes and 

behavior, despite the fact that the information shown are often recognized by consumers as 

contradictory and confusing (Johansen et al., 2011; Ward et al., 2011).  

2. Background 

Contradictory information about food and nutrition is known to decrease the trust of people to the 

nutrition recommendation in general. Moreover, the confusion is a widely present consequence of 

contradiction in food advice and information. As a concept, consumer confusion has been defined as 

"negatively valenced state of mind with emotional and cognitive components in which consumers lack 

comprehension or understanding of marketplace stimuli" (Fitzgerald, Russo Donovan, Kees & Kozup, 

2019).  

Consumer confusion is usually considered at a long-term level (Mitchell & Papavassiliou, 1999), or as 

an individual’s characteristic through consumer confusion proneness (Walsh, Hennig-Thurau & 

Mitchell, 2007; Chen & Chang, 2013). In food and nutrition literature, confusion has mainly been 

evaluated from the standpoint of too much and too inconsistent information present in the media 

(Nagler, 2014), official recommendations and guidelines (Spiteri Cornish & Moraes, 2015), and product 

labels (Chan, Patch & Williams, 2004). A deeper investigation of confusion creators and specifics in 

food and nutrition is yet to be conducted (Spiteri Cornish & Moraes, 2015). 
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Apart from experiencing confusion when faced with contradictory data, the inconsistencies of the 

information provided might influence individual’s attitude and its certainty as well (Tormala & Rucker, 

2018). In general, we refer to attitude certainty as ‘the extent to which one believes one's attitude is 

correct or valid’ (Rucker et al., 2014). Certainty in one’s attitude is usually enhanced when the individual 

is well-informed (Bizer, Larsen & Petty, 2011), as well as in cases when some resistance to persuasion 

should be shown (Tormala & Petty, 2004). 

It is important to stress out that the influence of ambiguity of information on attitude certainty might 

not be as straightforward as it seems. Research in persuasion and elaboration shows that the 

decrease in attitude certainty is not necessarily the result of ambiguous or contradictory information 

(Reich & Tormala, 2013), despite the fact that consumer confusion concept is expected to have a 

diminishing effect on attitude certainty and behavioral intentions (Mitchell & Papavassiliou, 1999). In 

addition to this, justificatory mechanisms can strongly influence the attitudes consumers create when 

faced with health and nutrition information contradiction (Kim, Oh & Krishna, 2018). Therefore, there is 

a need for further examination in the field and setting firmer and in-depth research grounds for 

consumer confusion research, as well as its potential to influence attitude and its certainty.  

3. Methodology 

Motivated by the problem of information inconsistency (contradiction) that is overly present in the 

information online, we designed a study aiming to measure consumer confusion and certainty of 

attitudes that result from the product healthiness information available in the popular nutrition apps. 

For the experiment setting, we used mobile applications – a tool that is frequently used to ease 

consumer decisions and help them inform themselves. Novel research, however, shows, that when it 

comes to nutrition apps, the information they provide might not be always consistent and according to 

the official recommendations (Maringer, Wisse-Voorwinden, van’t Veer & Geelen, 2018). Due to this, 

we were able to identify inconsistent healthiness scores provided by two apps for various products. 

We have selected muesli bars for our research.   

The aim of the experiment conducted was to examine whether the contradictory information that 

consumers are faced with influences their feeling of confusion and attitude certainty related to product 

healthiness. In order to test this, we manipulated healthiness scores in two existing nutrition apps 

(EWG Food Scores and Fooducate) for a muesli bar of a brand with limited presence in the 

respondents’ market (the Carman’s in the U.S.). The difference in methodologies apps use to evaluate 

the healthiness of a product leads to a situation in which consumers are confronted with ambiguous 

healthiness information for the same product in different apps.  

Experiment consisted of two groups. In both groups, the respondents were shown two app 

screenshots. Control group respondents were presented with two screenshots that showed 

consistent results about Carman’s muesli bar healthiness (both grading the product as relatively 

healthy one). In the treatment group, one of the apps healthiness scores implied that the muesli bar 

was healthy, while the other app indicated the product was unhealthy. The apps were not differentiated 

on credibility. After being shown the two screenshots, respondents were asked to rate product’s 

perceived healthiness and certainty of their attitude about product’s healthiness. Additionally, 

respondents were also asked to state the emotions they felt during screenshots evaluation. Measures 
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used for perceived healthiness were adapted from Provencher, Polivy, and Herman (2009), emotions 

were evaluated on a scale adapted from D’Mello, Lehman, Pekrun, and Graesser (2014), while the 

attitude certainty scale represents adaptation of the three item scale by Tormala, Clarkson and Petty 

(2006). 

4. Results 

The results of the experiment imply that when faced with a situation in which contradictory information 

about product healthiness is provided, respondents tended to perceive the product (muesli bar) as 

less healthy. In addition, the results indicate that there is an effect of a contradictory nutrition app 

score on consumer feeling of confusion, as well as their attitude certainty. The group which saw app 

healthiness scores with contradictory grades for product healthiness in the experiment showed a 

higher level of confusion feeling. As the consequences of consumer confusion and decreased certainty 

are known to be adverse to their decisiveness in many situations, including product purchase and 

consumption, such study outcome implies that more attention should be paid at the product 

information that is placed on the market. Cooperation between different authorities (i.e. companies, 

health instituted, app developer, etc.) is therefore needed in order to enable consumers with more 

knowledge for proper information-picking and decision-making in the world of abundant information. 
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Can CRT predict escalation of commitment?   
Mitja Perat & Petra Rekar 
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Sunk costs (which are unrecoverable past expenses) can have a significant effect on consumers’ 

purchasing decision, as they are usually considered when deciding to make a purchase, although 

according to standard economic theory, decisions should be based on present and future costs and 

benefits only. Moreover, they affect customer loyalty (Jang et al., 2007), (Liang et al., 2014) and are 

also one of the drivers in escalation of commitment (Sleesman et al., 2012). Honoring sunk costs is a 

well-documented effect (for review see Roth et al., 2015), with studies demonstrating that spending 

money on a product or service will result in increase of commitment to it (Schmidt & Calantone, 2002), 

(Soman & Gourville, 2001). One of the factors thought to be correlated with sunk cost effect is cognitive 

reflection (Teovanović et al., 2015). Cognitive reflection is a measure of individual’s tendency to 

override incorrect intuitive answer and engage in analytical thinking (Frederick, 2005). It is related to 

judgements of product safety (Honda et al., 2015), purchase decisions (Graffeo et al., 2015), as well as 

susceptibility to impression management (Cardoso et al., 2018).  

The objective of the study was to test how cognitive reflection, measured by CRT, can be applied to 

investment decision making. Specifically, we wanted to test if it can be used to determine escalation 

of commitment, as there is some research supporting this claim. We hypothesized that CRT will be 

related to decision making, which involves sunk costs, namely individuals scoring lower on the test 

will exhibit more tendency of honoring sunk costs. 

A total of 180 participants were included in the study (120 women; 60 men; mean age = 19.81, SD = 3.95). 

A convenience sample was used, where the majority of participants (N=164) came from a pool of 4th 

year students of an economic high school (Ekonomska šola Ljubljana), while a minority (N=15) were 

professionals with degree in economics or similar and work in the area of finance. Sample selected 

was guided by the information needed to correctly solve the task. Through the course of their studies 

participants received the information needed to solve it correctly, in line with economic theory. All 

participants were native speakers of Slovene language, as all the materials were in Slovene language.  

Participants were randomly assigned in two groups, and were presented with an investment problem 

which involved sunk costs, modeled after airline company problem by Arkes and Blumer, (1985) where 

they had to decide whether to continue with investment of development of virtual reality headset. We 

manipulated presentation of future revenues and costs; one group was given data presented in 

tabular, and the other in graphical format. Participants then completed a 3-item cognitive reflection 

test (Frederick, 2005), and we collected demographic data. A Chi-square test was applied, which 

rejected our hypothesis. We found that CRT is not related to decision making which includes sunk cost. 
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We additionally tested hypothesis to confirm that presentation format does not interact with CRT to 

affect decision making, which includes sunk cost.  

We can infer that CRT is not a good predictor of escalation of commitment. It appears that propensity 

for analytical thinking is not related to inclination to continue with investment. An important implication 

for consumer behavior would be that individuals’ level of cognitive function does not affect rational 

decisions (individuals with higher levels of cognitive ability do not necessarily make more rational 

decisions).   
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Presentation format influences multi-level decision making 
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Effective introduction of new or innovative financial products / services requires effective market 

communication strategy (Cooper et al., 1994). Utilization of different types of data visualization for such 

communication purposes has been gaining popularity, as it is believed that the use of graphics makes 

financial information easier to understand (Smerecnik et al., 2010) and may facilitate speed of 

processing (Braithwaite & Goldstone, 2013), (Prasad & Ojha, 2012). Moreover, it is also often reported 

as a preferred presentation format (Tao et al., 2019). However, research regarding which format of 

data presentation is most effective is inconclusive, (Kim & Lombardino, 2015), (Chekkar-Mansouri et 

al., 2013) with several factors such as task or data complexity (Volkov & Laing, 2012) and individual 

specific factors, such as previous knowledge (Gaissmaier et al., 2012), or cognitive style (Engin & 

Vetschera, 2017) influencing the outcome.  

The intention was to study the effect of presentation format in a real problem situation. We used 

investment decision task, which included uncertainty regarding the outcomes. As the task requires 

analytical thinking, we expected to find that presentation format does not influence decision making.  

A total of 180 participants took part in the study (120 women; 60 men; mean age = 19.81, SD = 3.95). A 

convenience sample was used, where the majority of participants (N=164) came from a pool of 4th 

year students of an economic high school (Ekonomska šola Ljubljana), while a minority (N=15) were 

professionals with degree in economics or similar and work in the area of finance. Sample selection 

was guided by the knowledge needed to correctly solve the task. Through the course of their studies 

participants should have received the information needed to solve the task correctly, in line with 

economic theory. All participants were native speakers of Slovene language, as all the materials were 

in Slovene language.  

Participants were randomly assigned into 2 groups; we used a 2 x 1 factorial design, where 

presentation of cash flows and probabilities was manipulated between groups; one group received 

information in tabular format and the other group in graphical. Participants were presented with an 

investment problem in which geographical location to expand company’s operations. The task was 

composed of two parts. Participants were first presented with projected cash flows for each location 

and had to decide in which location to invest. Subsequently they were given information on best case, 

worst case and neutral scenarios and probabilities associated with them. Based on this additional 

information participants had to decide in which location to invest in. The task had a normatively correct 

solution – selection of the option with higher net present value, in line with standard economic theory. 
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We have applied Chi-Square, which rejected our hypothesis. Presentation format influenced decision 

outcome, participants who received data in tabular format performed better, and more often reached 

normatively correct decision.  

Results suggest that in problem situations, with increased complexity, individuals might benefit more 

from tabular data presentation. Implications are potentially important for marketing, as it appears that 

sometimes simplifying data, by providing the preferred and seemingly easier to process, graphical 

format, one might be doing a disservice to the customers. These results could also be important for 

preparation of marketing analysis, although graphical format seems more appealing, decision making 

might be aided by presentation of data also in tabular format.  
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The review of mobile travel apps adoption from consumers’ 

privacy perspective 
Seyedeh Kiana Hosseini & Tanja Mihalič 
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1. The purpose of the study 

In the modern business world, mobile applications as a growing marketing platform (Kim and Law, 

2015), help travel companies to offer their customers a fascinating, innovative and beneficial 

experience (Ukpabi & Karjaluoto, 2017). In tourism, the popularity of travel-related mobile applications 

is constantly increasing. The mobile travel apps enable travelers to look for accommodation, tours, 

and flights and purchase travel related services anytime (Schaefer, 2016). Decision on adopting mobile 

travel app is strongly affected by perceived ease of use and perceived usefulness (Kuo, Huang, & 

Nguyen, 2019). In order to increase mobile booking for travel needs, the system must be convenient to 

use and easy to follow up (Ozturk et al., 2016). However, the perceived usefulness may adversely be 

affected by consumer privacy/security concerns of the apps (Fang et al., 2017).   

Regarding the mobile travel apps, the challenging issue is that consumers reveal their confidential 

information specifically their location and billing data to travel-related apps holder companies to 

receive more efficient and timely information while risking their personal data (Pentina et al., 2016). 

Consumer information privacy is defined as the individuals’ right or wish to manage, protect or have 

some influence over their private information (Bélanger & Crossler, 2011; Boritz & No, 2011). In this 

regard, this study evaluates the factors influence intentions of potential consumers to use a travel 

apps despite disclosure of consumers’ personal data. The aim of this study is to explore customer 

orientation toward adoption and particularly shopping travel-based products and services through 

travel-related apps from consumers’ privacy perspective.  

2. Methodological approach 

To achieve the overall goal of this study which is to analyze adoption of travel related apps from 

consumer privacy perspective, we employed systematic literature review approach. Most of the 

studies in adoption of the technologies are using Technology Acceptance Model grounded in 

Information System Theory. We collected relevant literature through key-word analysis and content 

analysis from the Web of Science and Springer Science database as well as the search engine Google 

Scholar. The searched keywords (containing their plurals forms as well) are, travel, apps, consumer 

orientation, data disclosure, m-commerce (mobile commerce), TAM, combined with the phrases 

trusting, adoption and using. After reviewing the abstracts of 112 article, total number of 93 articles 

were determined to be relevant to this study and for content analysis. According to the existing 

literature reviews, due to the reliance of the travelers on travel-related applications more and more 
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each day, this topic is emerging and more studies are being conducted in this area. In this regard, we 

are not able to assert that all the relevant literature is covered in this study.  Nevertheless, our review 

is believed to sheds light on the existing state of the art in terms of mobile travel applications adoption 

and the consumer privacy barrier.  

3. Results 

Multiple studies have explored the adoption and more importantly disclosure of personal data in 

context of m-commerce. In context of consumer privacy barrier and its impact on mobile travel 

applications adoption, many studies underscore “trust” - which is a complex term and cannot be easily 

defined and measured (Rousseau et al., 1998) - as a key concept.  Trust influences the usage intention 

obtained from consumer cognitive-based, and corporation-based determinant (McKnigh et al., 2002; 

Yan and Yang, 2015).  

Corporation-based trust determinant refers to an individual’s perceptions regarding the setting and 

characteristics of mobile travel apps. In other words, how consumer perceives security and safety in 

mobile travel apps environment, affect the orientation of consumers toward the usage of the app. 

Namely, lower discerned risk increases the intention of use. Moreover, consumer cognitive-based 

trust mainly linked to personal innovativeness, experience, technology readiness and general 

tendency to trust others. Alongside with that, any digital assistant including a smartphone app is 

straightforward to handle, equips a sufficient feature level, and the consumer enjoys using them have 

a positive impact on building trust (Rese et al., 2014). Improved reliability of mobile travel apps by apps 

developer based on consumer perception of trustworthiness both in information and functionality 

result in increased customer orientation toward adoption of apps and success of business owners.  

4. Key contributions and implications 

The present review of articles recognized that, consumer privacy and data protection plays a 

prevailing role in adoption of mobile travel apps. This study presents insight into undeniable role of 

trustworthiness of the mobile travel apps. The contribution of this study shows that app providers and 

marketers must focus to minimize the level of uncertainty and security issues and on the other hand, 

to maximize the critical privacy. By demonstrating responsibility toward consumer data disclosure 

and building consumer cognitive and corporation-based trust, the adoption of mobile travel apps 

would be feasible.  
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Personalization: Where is it going? 
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With the on-going trends of digital consumption development, this paper intends to reflect the trend 

of “personalization” on marketing strategies by providing a review of academic literature. By trying to 

define the concept of personalization, the paper continues with the analysis and its explanation, and 

the conclusion is at the end. The visual graph is also very important, however it is not attached. 

Aimed to meet individual needs of consumers, personalized experiences do increase satisfaction in 

consumers (Kwon et al., 2010). Anyhow,  it must be noted that when referring to personalization, the 

concept used today differs a lot from the first time it was used from Suprenant and Solomon, 1987, 

since ‘real-time technologies have transformed personalization’ (Dangi & Malik, 2017, pp. 134). The 

concept is much more complex as Vesanen (2007, pp. 410) suggests that ‘modern personalization has 

not been rigidly defined and seems to have different meanings from fitting the visual layout of the 

message to tailoring the content of the message and customizing the product’. However, I distinguish 

personalization with customization based on the participation angle, since in the customization 

process consumer are part of the whole process with their wants and choices, while in the 

personalization process everything is performed from the company and consumers take just the final 

offer based on their personal data (eg. Cöner, 2003). 

1. Method 

With that definition, I try to delve deeper into quantifying personalization and visualizing it, by analyzing 

where research is leading. This literature review is based on Web of Science database, where articles 

with same keyword have been identified through the keyword search, in order to try to find the topic 

associations between them. As such, after filtering based on the meaning or other technicalities, 

around 500 articles remained with studies focusing on personalization. Finally when the database was 

all cleaned, the articles were analyzed with VoS Viewer, in order for the outcome to be visualized. 

It must be noted that when searching for personalization, it can be seen that personalization is very 

present and important in many different fields that don’t have to do anything with marketing. That is 

why, when looking for the keyword “personalization”, a lot of articles especially related to medicine 

and education are shown. To exclude them from the archive of interest, “personalization” as a keyword 

was accompanied by “brand” and “strategy”. This made it possible to have more specialized articles in 

the area of consumer behavior and  marketing. Along with that, only articles written in English, were 

taken into account.  

The searching procedure also included the attempt of studying the “post-purchase” process after 

personalized experience, however not a lot of studies included them therefore this phenomenon was 

not researched this time. Even though the researched keywords were directed toward marketing 
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focused study and trying to exclude some specific areas, there were also articles containing 

personalization of consumer experiences in other area which were accepted. 

2. Outcome 

From the bibliometric keyword analysis, the visualization shows a figure in which it can noticed how 

is personalization combined in almost 500 studies. Overall, it can be observed that phenomenon of 

personalization is being research in 6 areas with the visualization containing 6 clusters. Precisely, 

personalization has been greatly searched in management area, where both organizational systems 

and strategies of using knowledge and control systems seem to be well-researched in terms of 

personalization. Recommendation systems are also relevant management tool, while they are also 

relevant for consumers, enabling their easier and more convenient searches. In relation to marketing 

field, on which this study relies most, we can see that personalization has been clearly connected to 

the satisfaction and value that consumers perceive. It has been emphasized with the development of 

the technology and social media. 

3. Contribution 

This study comes as a successor of on-going debates regarding the importance of data and the 

sensitivity of privacy with the development of research in the field. The topic is evolving rapidly 

therefore an idea on how the subject is being incorporated within the fields is important. As such, this 

gives further space for a new perspective to stand out, and contribute further to the development of 

consumer behavior in digital marketing, by identifying fields where science would benefit from 

additional knowledge about personalization. In the other hand, it can be noticed the impact that 

personalization is having also on other fields, making this way consumer behavior more and more 

interdisciplinary. By this trend, I would conclude that in short time matter, we could expect completely 

different graph and many other areas being included in it.  
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Pricing strategies and practices in different industries  
Mirsad Simnica 

 

This research paper aims to explain how firms use different types of pricing as a strategy to introduce 

prices on their produced goods and services based on demand and supply. Industries very regularly 

change their pricing methods with the objective of focusing on a broader market of consumers by 

considering competitive prices, and other exterior factors that may affect customer behavior. 

Furthermore, this research paper will attempt to describe how various industries pay significant 

attention to distinguishing their products and services from their rivals through product or service 

quality to gain consumer choice. This paper starts initially with brief introduction of the role of pricing, 

then continues in the next section with cost-plus pricing, value-based pricing, predatory pricing and 

lastly dynamic pricing and its practices on various industries.  

 

Key words: Pricing strategy, Supply and demand, Competition, Consumer 

behavior, Revenue 
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1. Introduction  

Throughout history, pricing played a crucial role and were agreed upon traders and buyers throughout 

negotiations among themselves. Typically, in such situations, traders would enquire for higher prices 

to maximize their income, while buyers on the other hand would bargain for less to purchase their 

destined products or services. Across arrangements, they would reach a common deal of price taking 

(Kotler, 1997). Selling industries frequently adapt different pricing techniques to encourage early sales 

particularly in accommodating differences in consumers, in products and in locations. In such markets 

where consumers have a tendency of purchasing recurrent goods or services, it’s a usual matter for 

firms to offer special prices to lure their trustworthy consumers and attract new customers with 

special discounts. Normally such sorts of firms are found in tele-communicating industries, thus 

providing attractive phone, cable and internet packages with low prices to exchanging customers 

(coming from other industries), while banking industry through credit cards monthly installments’, 

credits and other bank products and services try to stimulate exchanging customers. Nevertheless, 

loyal consumers are compensated with attractive incentives that remained within the unchanged firm 

(Chen & Pearcy, 2010). Likewise, the improvement of IT and e-commerce sales, it has provided selling 

industries with precious information on consumer behavior through various methods of tracing and 

evaluating their consumption habits, their payment motivation, different varieties, etc. By means of 

acquiring such information, various industries are capable to foresee their consumers personal 

preferences, hence provide tailored personalized pricing options, promotional pricing, customized etc. 

Such type of pricing strategy permits sellers to diminish massive loss and seize consumer excess 

(Hinz et al, 2011). However, while industries by incorporating IT tech employ multifunction strategic 

pricing, on the other hand, consumers are becoming highly refined as well (Soysal & Krishnamurthi, 

2012). Prior to purchasing, consumers deliberately consider the advantage of acquiring products at 

present day, or postponing for a reduction price later on. In the apparel industry, where quantity of 

goods is sometimes reduced, a consumer regularly considers the high threat of missing goods if one 

postpones for a discounted price on goods. Contrary to this, lucky retailers that possess too much 

stock in their disposal, have much better possibilities to meet their needs, however, reducing the 

goods it could stimulate strategic consumers to buy stock early at higher price (Soysal & 

Krishnamurthi, 2012). 

The next section illustrates how various industries apply cost-plus pricing, value-based pricing, 

predatory pricing and lastly dynamic pricing strategy and its practice.   

2. Cost-Plus Pricing  

This pricing method is very popular and widely used on pricing everything from a bottle of beer to a 

multi-million project. This pricing method is straightforward, where a seller calculates fixed and 

variable costs incurred on producing a good followed an application of markup percentage rate in 

order to asses selling price for the consumers. According to Dholakia (2018) markup is set by the 

buyer or occasionally from the manager ranking from 5 percent up to 20 percent depending on the 

demand and company profit margin policies. In Economics, the formula for cost plus pricing is: P = 

AVC + AVC (M), where AVC – is average variable cost; M – markup percentage.  
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When implemented with precaution and prudence, cost plus pricing enables companies to prevail 

differentiation, higher consumer trust, low risk of price competition between rivals and gradually 

predictable profits for the company. Besides simple implementation of this pricing method with a 

simple calculator, it also provides gains for companies that have cost advantage in using price 

transparency as a differentiating tool and turn it into their pricing strategy. Furthermore, for sellers 

that are interested to convey that their prices are rational and intend to build consumer trust, cost 

plus method is a successful strategy (Dholakia, 2018). In addition, competition intensity is positively 

related to this pricing method. In an agresive market, having correct price information is very 

important information for an industry concerning how low they should price a product in order to cover 

variable costs (in case short-term variable cost method is adapted) or even fixed and variable cost (in 

case of long-term full cost method adapted). Likewise, in the framework of competition intensity, firms 

are anticipated to try to distinguish their goods and services by modifying them to consumer’s requests 

and wants. Such modification is anticipated to increase the value of cost-plus pricing, as improved 

goods and service modification shall affect on increased price modification (Guilding et al, 2005). In 

addition, company size plays a crucial role on determining its strategy as a price maker or price taker. 

Larger companies are expected to be key players in the market, therefore, their capacity to influence 

price changes is higher. On the other hand (Brennan & Canning, 2007) argue that cost plus pricing 

tends to create an illusion of security, where initially the company will necessarily cover its costs 

incurred and generate profit. However, cost plus pricing has flaws as it entirely ignores rivals and 

customers. Some of the flaws that cost-plus pricing contains in its own core are:  

In order to set a price, a company should be able to know regular cost of production; a company won’t 

be able to know regular cost of production if it doesn’t know production and sales quantity; sale 

quantity varies depending on price and therefore, to set a price a company should have information of 

rival prices to set their own price.  

3. Value Based Method  

According to Dholakia (2016) this method is a way of introducing a price through which a firm assesses 

and attempts to earn the differentiated wealth of its products for specific market customers when 

compared to its rival. The value-based pricing method has occurred as equally as a successful pricing 

method for industries in competitive markets and also as an independent area of research (Rackham 

& De Vincentis, 1999). By explanation, value based is a price method that enables managers to develop 

prices built on the consumer’s perception of gains towards acquiring quality products or services 

(Liozu et al, 2011). Furthermore, implementing this pricing method has a direct and positive result on 

generating high profits. Likewise, such proclamation has found further support from (Monroe, 2003) 

who argued that developing a value method from various industries enables them far superior profit 

potential rather than implementing other pricing methods. In addition to that proclamation, (Docters 

et al, 2004) conquer with such argument as they insinuate that this pricing method is appearing to be 

as one of the most precious strategies. On the other hand, Kienzler (2018) describes value-based 

pricing as the perceptions of how consumers value product’s gains compared to the price. In industry 

markets such gains may encompass drop of price or increase of revenue, thus many scholars consider 

value-based pricing to generate high achievable profitable pricing, and this view contemplates that 

there is a strong bond between this pricing method with superior new product performance and 

company performance. Nevertheless, (Toytari et al, 2017) argue that this pricing technique has the 
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potential to enhance diversity, cost-effectiveness, and value formation for industrial companies and 

its customers, while companies introduce or get this pricing method, only limited research findings 

contemplate how industry executives have impact on the pricing activity and what prohibits them in 

order to introduce and get such pricing techniques. Such behavior, bears severe concern, since we 

are not dealing only with companies, but also individuals like managers within companies that are 

involved on pricing evaluations, and their policy creation tends to be influenced by official burdens 

like: socially given rules, justified implications, and dogmas regarding lucrative methods to pricing.  

Although value-based pricing is used in almost every industry like pricing TV’s, drugs, in oil industry 

and even pricing airplanes, despite its popularity, there are many misconceptions about this pricing 

approach argues (Dholakia, 2016). Some of the most common misconceptions arise when companies 

upon using value-based pricing, their managers wrongly believe that they have to evaluate how much 

the customer values every single product specification, appoint a dollar value amount to every one of 

them and then add them all together to receive the final product’s price. While knowing that even the 

simplest products possess lots of specifications, imagine setting prices for an oil rig or TV’s. Such 

misconception could lead companies to failure. Another pricing misconception, according to Dholakia 

(2016) occur when company managers think that value-based pricing is a “panacea”. If they incorporate 

it, they will generate high revenues under any circumstance. This is a wrong assumption, as success 

of this pricing method in all varies how rivals assessed their products. If rivals have introduced 

unreasonably low prices, then this pricing method won’t save these company managers.   

4. Predatory Pricing Strategy 

Predation for a long time was enduring and debatable matter in economics. Countless models of this 

method built on inadequate evidence were refined in which this price method is a logical strategy. 

Furthermore, numerous empirical findings have revealed proof of predatory pricing behavior in 

various industries and markets, including retail industry, IT industry, airline industry and so on 

(Lindsey & West, 2003). Since the 1980’s several important theories of this method have emerged. Such 

theories which incorporate finance market and cost signaling models, normally entail asymmetric 

information setting. Moreover, the incumbent acquires sensitive information prior to its new entrant, 

and takes advantage of this information asymmetry to push the new comer of the market or even to 

discourage its extension into new markets. Towards financial market predation, the new comer may 

need external financing as a source in order to stay in the market. Therefore, creating a relationship 

between the new comer and its investors is highly crucial factor. Likewise, the incumbent eagerly 

trying to dominate the market will try to disrupt that relationship. For instance, the incumbent will 

attempt to lower its prices just so it could affect its competitor’s revenues. Investors seeing this 

decrease on revenues will think that predictions in this market are reduced and they will reduce 

financial funding towards the new entrant causing financial problems and pushing to leave the market 

(Bolton et al, 2000). In cost signaling model, the incumbent desires to notify its competitor that its 

activities are based on low cost, rather than high cost. Usually competitor companies join the market 

if they possess information that incumbent provides high cost services, however, they will not join the 

market or even decide to leave the market if they believe that the incumbent provides low cost 

services. In the cost signaling the incumbent significantly lowers the prices in order to delude its rival 

that the incumbent has lower costs than the new entrant forcing for market exit (Fumagalli & Motta, 

2013). Predatory pricing is a two-step method to secure domination profits. On the initial step a 
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company sets a value under its costs hoping to push its rivals outside the market by pushing them to 

sell without any profit at all. In case of succeeding, the company then starts to proceed towards the 

second step called recoupment phase. After gaining market share and total control, the dominant 

company now charges a different price – a monopoly price by attempting to regain the losses it 

incurred during the predation phase and starting steadily to generate revenues and eventually 

monopoly profits in the future (Leslie, 2013). On the other hand, Brodley and Hay (1981) argued that 

predatory pricing is costlier to incumbent company with its high volume of sales, than to its new 

entrant since the cost of predatory method is equal to the loss per unit sold multiplied by units sold. 

Furthermore, if an incumbent succeeds in pushing out a smaller rival, predatory prices will not 

generate monopoly profits except new access into the industry could be restricted.   

5. Dynamic Pricing Strategy 

Throughout decades many flight industries incorporating different pricing methods, separated market 

divisions and distinguished them based on consumers’ willingness to pay. Airlines pricing strategy on 

the short plan, is established to raise their profits (via charging higher prices when the demand is 

high) through advance sale of tickets towards their designated target like: students and families (Alves 

& Barbot, 2009). Moreover, other evidence shows that airlines offer a series of what is called “bins” or 

“buckets”, where it includes different characteristics of travel arrangement such as class, ability to 

refund, advance ticket purchase, restrictions on minimum and maximum of trip duration and or 

weekend stayover. Such airline companies are Southwest, operating mainly in USA and Wizzair 

Europe with its establishment in Hungary. In this bucket, airlines limit the quantity of low-price tickets 

by offering in certain occasion only for certain days of the week, or available only for round trips. Their 

target customers for high priced tickets in these circumstances is not only business customers, but 

also less informed customers that do not purchase their tickets online and compare fair trips 

(Sengupta & Wiggins, 2014).  

Despite many research investigations on airline companies, there exists little empirical understanding 

how dynamic pricing works as the flight date approaches (Escobari, 2012). Features that make dynamic 

pricing and inventories (flight tickets) more interesting when the flight date approaches are as in the 

following: 

• Airline companies offer advanced tickets for their potential customers, while tickets that were 

not sold expire at the departure time. 

• Capacity arrangement is usually planned a head of time and last-minute modifications or 

changes could take effect at a large marginal cost.  

• Finally, it’s hard to forecast aggregate demand of customers. One could guess only partially by 

looking at the trends in the past, yet the outcome is uncertain.  

To estimate how price, inventories and date of departure is linked with each other, dynamic price 

equation is incorporated to calculate whether trips increase as the date of departure approaches and 

whether trips increase as inventory decrease: 

ln(Trip)ijt, = ln(Trip)ij,t-1 + DayAdvt, + LOADij,t-1 + ij + ijt 
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Where i refers to the flight, j refers to the route and t to the time. Variable ln(Trip)ijt, is the logarithm of 

trip, DayAdvt is the number of days before the departure, both measured at the time t.  LOADijt is the 

factor of load at the time of t. Airlines set prices based on the beginning cumulative period bookings, 

LOADij,t-1. This equation shows that prices are dependent on the inventories and on time to departure. 

On the other hand, ij means flight time variant, carrier and specific route, ijt is for remaining 

disturbance (Escobari, 2012).  

While airline industries were utilizing dynamic as a pricing method, internet industries such as 

Amazon and Ebay are evolving to pertain such dynamic techniques. During winter holidays they lure 

reduction prices on entertainment goods like Xbox games with discounted price from $48 to $25 and 

then to $15. Looking at the retail’s perspective, although such strategy might generate higher profit in 

the short period, such practice could obliterate long term profits (Rafi, 2012). Retailing industries 

should be cautious in terms of arranging their prices on their products as it might have opposing 

effects towards their sales and company name. When retailer industries apply dynamic method, it 

won’t take long time before those consumers that purchased high prices goods notice that they were 

deceived and complain about it.  

Should a firm decide to maximize its profit, it contemplates various possible options of pricing strategy. 

However, nowadays in a competitive market with many rivals, firms have to consider consumers 

attitude, therefore, they take into consideration consumers before defining the ideal prices for their 

products. In terms of competition, firms attempt to apply dynamic method to increase their profit by 

offering for sale identical stocks (i.e. products and services) at a set deadline (Currie et al, 2008). 

Furthermore, in the industries that offer such identical goods frequently are confronted with their 

rivals and compete on their best pricing methods with the main tenacity of enlarging their profits. Such 

industries are: rental car industries, hotels and resorts, airline companies and so on.   

In order to stay in footpath with rival competitors, industries apply price fluctuations to retain 

consumers in the fishhook and lure them into their facilities, stores or even sites. Providing continuous 

price fluctuations appears to be in their favor as a means to deliver price reductions selectively and 

in order to keep their excess profit. In contrary, (Dholakia, 2015) contends that, having regularly price 

fluctuations creates confusions on consumer’s head on purchasing goods and consumers at this point 

are missing clear reference prices, therefore they have no idea when to make a purchase.  

Nevertheless, the magnitude of price rivalry that firms are challenged and faced in the market and the 

degree of complex attitude received by consumers is the cause that determines many firms to adjust 

or even swing from older pricing methods into the newer ones. In addition to that, firms put emphasis 

on distinguishing their company products and services compared to their rivals in terms of product or 

service value in order to seize consumer preferences and as a significant technique of dual 

communication they are able to offer differentiated products (Levin et al, 2009). 

Although countless companies battle to catch up with their main rivals, applying dynamic method it 

appears tougher than anticipated. Some of the key obstacles for firms is acquiring information to 

continuously learn about rivalry prices, modifying distinctive prices based on demand and inventory, 

and finally constantly being able to change price tags. In spite of many impediments, dynamic pricing 

provides a viable and attractive pathway into generating greater income for industries that apply this 

method. According to Sahay, (2007) implementing such strategy, industries generate profit on estimate 
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between 9 percent and 27 percent respectively. Regarding this matter, industries where price reacts 

towards supply and demand burdens, affects clothing industry, car industry, phone industry, etc. 

Dynamic method of pricing with the rise of electronic business (online) is becoming groundbreaking 

instrument of applying prices based on market/consumer demands and as a means of greater benefit 

of industry profits. Dynamic pricing older system methods is still evident in some out-of-doors 

markets where usually as noticed sellers or traders have a tendency of setting high prices on their 

goods in the morning and then later after the mid-day begin to lower the prices based on demand 

while dropping very low prices by the end of the day. Contrary to older system, online sales are slightly 

different how firms devise prices for their products, where subject to the type of business, prices 

usually start low and gradually increase to higher price that the consumer is prepared to pay for it 

(Pupavac, 2016). Such a case of utilizing this pricing strategy are found in airline industry, where prices 

start low weeks in advance before departure and with the approach of departure date prices start to 

increase. Another great example is eBay, a billion-dollar company that has several options of pricing 

products and services. Starting with their lower prices on bidding auction on weekly bases or even 

daily bases until the sale ends, or even such familiar cases of football games, where ticket prices 

usually start cheaper a few weeks or even months before the game depending on the importance of 

the game, whereas last minute consumers that decide to purchase the ticket right before the football 

match have to buy an expensive ticket (Pupavac, 2016). 

6. Conclusion  

Industries very regularly change their pricing methods with the objective of focusing on a larger 

market of customers by considering reasonable prices, demand and supply and other exterior causes 

that may affect customer attitude. Furthermore, this research paper tried to describe how various 

industries pay significant attention to distinguishing their products and services from their rivals by 

product or service value to gain consumer choice. Should a firm decide to maximize its profit, it 

contemplates various possible options of pricing strategy. However, nowadays in a competitive market 

with many rivals, firms have to consider consumer attitude, therefore, they reflect on costumers 

before defining the ideal price for their products and services. In the cases of rivalry, firms attempt to 

apply different pricing strategies to extend their profit by offering lower products and services to its 

customers. In a competitive market, having accurate cost information is very important information 

for an industry concerning the minimum price they can afford in pricing a product in order to cover 

their costs. Likewise, in the framework of rivalry intensity, firms are anticipated to try to distinguish 

their goods and services by modifying them to consumer’s necessities and wants. 
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Impediments to adoption of payments banks: A grounded 

theory approach 
Rahul Pramani & S Veena Iyer 

 

Key words: Payments banks, Adoption, Grounded theory 

 

1. Introduction 

In the year 2013, realizing the problems the unbanked population could face in a global digitalized 

economy, the Reserve Bank of India (RBI) commissioned a study to bring financial solution for small 

businesses and & low-income households. The recommendations of this committee lead to the 

establishment of Payments Banks (PB) in India. 

The primary objective for setting up PB was to provide access to financial services to migrant laborers, 

small business enterprises and low income households (RBI, 2019a). As on September 2018 481,303 

out of 491,879 identified villages across the country having a population of less than 2,000 have been 

provided with banking services (RBI, 2019b). The payment and settlement systems of India as per the 

RBI’s annual report for the year 2018-19, recorded a strong growth with volume and value growing at 

54.3 per cent and 14.2 per cent, respectively. The share of electronic transactions in the total volume 

of retail payments increased to 95.4 per cent in 2018-19, up from 92.6 per cent in the year 2017-18. 

However, PB contribution to the overall volume of outward debit and inward credit of the banking 

industry stands at 0.36% & 0.22% for the month of March 2019. We also collected data on volume/share 

in National Electronic Fund Transfer (NEFT), Real Time Gross Settlement (RTGS) and Mobile 

Transactions from the RBI’s database. The share of PB in RTGS inward and outward transactions for 

the month ending March 2018 stands at 0.006% and 0.001% of the total value. In the absence of data 

pertaining to the number of accounts held separately by each bank the authors turned to ATM cards 

outstanding of all the banks released by RBI, as a proxy to analyze the trend of new account openings 

in the PB (Refer Table 1).  

The low adoption figures, no lending coupled with huge losses in the last few years prompted us to 

search the literature on adoption of PB. Most of the studies on adoption of banking services have 

focused on the mobile banking dimension. A study of how the urban migrants, low-income households 

and small businesses adopt banking services, especially dealing with PB is important because a 

separate channel has specifically been created to cater banking services to this class. In this context 

it becomes important to study what hinders the adoption of services offered by PB? 

2. Methodology 

Exploratory, qualitative work was considered the most appropriate starting point given the lack of 

prior evidence on this issue. To answer the question the authors have used the grounded theory 
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approach. The authors adopted this approach primarily because, grounded theory (GT) justifies itself 

by providing a detailed and carefully crafted account of the area under investigation GT is used to fully 

understand the factors influencing adoption of PB by the migrant and lower income households 

because, we believe quantitative or survey methods in this case would not have served the purpose 

of this paper. It would have brought inconsistencies and misinterpretation of the questionnaire itself. 

In this scenario, we believed a GT approach, with  

Table 1 

 

personal unstructured interviews would help us delve into what prevents the migrant labor and the 

other low income households from opening a bank account with a payments bank.  

3. Results 

In this section, the researchers analyzed the factors or categories affecting the adoption of PB which 

is a central phenomenon and presents propositions derived from the interviews conducted with the 

migrant labors/ low income households and branch managers of PB. On the premises of collected 

data and given our exposure to the PB (after interacting with so many users/non-users/managers) 

we identified and present factors which effects, as per this study, the adoption of PB. These factors 

were grouped under two categories: impediments to adoption caused by the system and impediments 

to adoption as viewed by the consumer.  

 

 

Bank 

No. of ATM outstanding cards as at the end of the month 

April'18 June'18 
September 

'18 

December  

'18 
March'19 April’19 

Aditya Birla Idea 

Payments Bank 
3 1369 2634 3718 4781 4808 

Airtel Payments Bank 1338589 1515141 1898447 2450120 2975319 949155 

FINO Payments Bank 248703 282969 282744 308168 426275 464140 

India Post Payments 

Bank 
2309 2622 0 0 0 0 

Jio Payments Bank 0 0 0 0 0 0 

NSDL Payments Bank 0 0 0 21 85 100 

PayTm Payments Bank 34312263 41587776 41591704 41599418 44089844 45335254 

Total 35901867 43389877 43775529 44361445 47496304 46753457 

Total of Airtel and PayTm 35650852 43102917 43490151 44049538 47065163 46284409 

Share (%) of above in 

total 
99.30 99.33 99.34 99.29 99.09 98.99 
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3.1 Impediments to adoption of Payments Banks as caused by the system 

3.1.1 Lack of Awareness 

Rogers and Shoemaker (1971) established that consumer go through several stages in knowledge 

conviction and decision confirmation before they finally adopt a product of service. The results of this 

study indicate that there is altogether a greater need to generate awareness about what the PB are, 

along with the benefits of digital payment. 

3.1.2 Physical Documents 

When financial services are easy and convenient to use and tailored to the financial needs of people, 

they enjoy the broadest adoption (RBI, 2015). A payment bank, as per the regulations cannot issue a 

bank statement or a pass book. This acts as a major hindrance for opening new accounts. The migrant 

labors generally are not very tech-savvy, they need physical evidence/hard copy which basically gives 

them trust in the bank and makes them feel secure. 

3.1.3 Alternate Channel 

Apart from a bank account, a user can always send money through the intermediaries also known as, 

‘Money Transfer Agents’. Here, the sender and the receiver need not have a bank account to transfer 

or receive money. To shell out Rs. 400 in one go is a task for a poor man of this country, whereas, on 

the other hand it is economically feasible to shell out Rs. 50-60 for a transfer of about Rs. 8000-10000 

to the middlemen. 

3.2 Impediments to adoption of Payments Banks as faced by the customers 

3.2.1 Convenience/Usage Barrier 

An important aspect of why customers resist an innovation is primarily because it is not compatible 

with existing workflows, practices and habits (Ram & Sheth, 1989). It has been observed that if the 

existing mode of service or product delivery fulfil the customers’ needs (cash) adequately then it will 

definitely impede the adoption of new product or service (Sathye, 1999) 

3.2.2 Security Risk & Trust 

When transactions of significant amount are incurred, security usually tends to be that matter of 

reliability which takes the forefront position. While delivering the 17th C.D. Deshmukh lecture economist 

Agustín Carstens highlighted the importance of trust in financial literacy. In his words, “Indeed, people 

cannot be expected to trust something they do not understand.”  

3.2.3 Herd Mentality 

“Herd Mentality” in our research has come out as a major impediment to the adoption of PB. Herd 

mentality refers to a group mindset, wherein a group of people take actions not through individual 

rational thinking but tend to follow the majority of the people. 
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4. Discussion 

Financial inclusion in a country is extremely important; it becomes even more important in a scenario 

where the poor cannot approach the system (bank) to meet his/her financial needs, but visits an 

unscrupulous money lender who charges an exorbitant rate which in-turn pushes the poor into 

extreme poverty. Financial inclusion provides an alternative to this vicious circle, but the mere 

formation of such kind of banks has not provided enough impetus for the poor to become a part of the 

financial system. The regulators needs to spread more awareness, ensure flexible regulations, it also 

needs spread awareness on the documentation flexibility that PB offer. The lack of awareness and 

knowledge on account of PB and services offered by them has created an asymmetry of information 

between the potential users and PB. Strategies that could be employed in this scenario include 

communication strategy (to spread awareness), pricing strategy, market strategy (to facilitate trial) 

and product strategy to speed-up the adoption process of PB.  
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Is the road to brand love and loyalty paved with emotional 

attachment? A serial mediation framework 
Alisa Mujkic, Vesna Babic-Hodovic & Maja Arslanagic-Kalajdzic 

 

Key words: Brand love, Brand loyalty, Emotional attachment 

 

Emotional connection between customers and brands attract interest of scholars and practitioners. 

Extending Shimp and Madden's (1988) argument, Roberts (2005) has written that behind every 

successful brand lies strong emotional-level relationship with consumers, as emotions provoke 

„loyalty beyond reason“. Drawing on Russell’s (1980) model of affect, we have developed a serial 

mediation framework that portraits the drivers and consequences of brand love. Developed within 

environmental psychology, Russell’s model posits that affect behaves as a mediator between cognition 

and response behavior (1980). In line with that, we have assessed an emotional attachment as a 

mechanism through which cognitive drivers (brand popularity, brand authenticity, social-self 

expressiveness and inner-self expressiveness) impact brand love. More specifically, we have 

delineated between emotional attachment and brand love demonstrating the difference between these 

constructs (e.g. Batra et al., 2012). As Thomson et al. (2005) have argued, brand love necessitates 

emotional attachment. This argument points to the conclusion that emotional attachment does not 

obligatory need to be perceived as the inseparable part of brand love, as suggested by Carrol and 

Ahuvia’s (2006) definition, but the “predecessor” part through which brand love could be accomplished. 

Furthermore, our framework aims to provide better understanding of potential outcomes of brand 

love identifying excessive buying and brand loyalty as important behavioral outcomes.  

In order to empirically verify our framework, we conducted a quantitative study employing a two-step 

methodology. Firstly, in a pre-test phase, we conducted a student experiment in order to control for 

brand familiarity level and to be guided for the brand selection. Students were offered with the list of 

25 different international brands including their logos as previous research indicate that they present 

stimuli and “serve as a neutral representation of a brand” (Maxian et al., 2012). Based on the students’ 

responses we narrowed in on the 6 final brands to be included in the quantitative study. Second step 

included a paper-and-pencil survey where 216 random respondents gave their opinions regarding 

selected constructs from our conceptual framework. For the assessment of brand popularity and 

brand authenticity, we have used questions from a scale created by Warren and Campbell (2014). We 

measured social- and inner-self expressiveness by using Carrol and Ahuvia’s scale (2006). Emotional 

attachment was measured through the questions available from Batra, Ahuvia and Bagozzi (2012), 

whereas brand love was measured with seven-item scale by Rageh and Spinelli (2012). For excessive 

buying scale we have used questions adopted from Scherhorn et al. (1990).  
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We tested our model using structural equation modeling in LISREL 8.71, applying two-step procedure 

(Anderson & Gerbing, 1988). Both measurement model (χ2=1433.39; df=836; χ2/df=1.71; RMSEA=0.06; 

NNFI=0.960; CFI=0.964; SRMR=0.05) and structural model (χ2=595.88; df=387; χ2/df=1.54; RMSEA=0.05; 

NNFI=0.979; CFI=0.981; SRMR=0.05) showed excellent model fit (Hair et al., 2010; Fornell & Larcker, 

1981). Our results show the following: a) brand popularity does not influence emotional attachment 

whereas its impact on brand love is positively significant; b) brand authenticity has positive influence 

on emotional attachment, whereas its impact on brand love is not significant; c) social-self 

expressiveness has a positive influence on emotional attachment, whereas its impact brand love is 

not significant; d) inner-self expressiveness positively influences both emotional attachment and 

brand love; e) emotional attachment has a positive impact on brand love; f) brand love positively 

influences excessive buying; g) excessive buying has a positive impact on loyalty; h) brand love 

mediates the relationship between emotional attachment and excessive buying; i) brand love mediates 

the relationship between emotional attachment and loyalty.  

This study has several theoretical and managerial implications. In light of theoretical contribution, the 

study contributes to the body of literature on brand management by investigating the role of brand 

love as a mediator between four important antecedents, and excessive buying and loyalty as their 

outcomes. Although Moussa (2015) stated that brand love and emotional attachment are “the two 

facets of the same single penny”, our study supports different view according to which emotional 

attachment, in our case preceded by the set of cognitive drivers (Grisaffe & Nguyen, 2011), is not the 

same as brand love (Hwang & Kandampully, 2012), but it is its predictor. Secondly, the results of our 

study show the different routes through which cognitive antecedents impact emotional attachment 

and brand love and thus expand their under-researched relationships. The findings confirm that a 

popularity of a brand has a potential to create brand love directly which makes this path less 

complicated in comparison with the path between brand authenticity and brand love that requires the 

involvement of emotional attachment through which this relationship is possible. In terms of self-

expressiveness, we further show that socially self-expressive brands impact brand love indirectly, 

through emotional attachment, while there is a partial mediation effect between brands that express 

inner-self. Moreover, these cognitive antecedents have not been studied in terms of suggested 

framework, which additionally contributes to the body of literature. Lastly, building on Russell’s (1980) 

model of affect, sparsely applied in brand management and marketing in general, we have confirmed 

the existing importance of brand love in creating customer loyalty (Bergkvist & Bech-Larsen, 2010; 

Drennan et al., 2015; Alnawas & Altarifi, 2015). It is worth considering that brand love has additional 

value as our results indicate that it leads to excessive buying and behaves as a “right path” through 

which emotional attachment (with specified cognitive predictors) impacts excessive buying and 

loyalty.  

The results of this study shed new light on brand love as a relevant emotion necessary for building 

customer loyalty, and hence they offer valuable managerial implications. We provide a “toolbox” for 

managers in terms of cognitive drivers they could use in their positioning in order to achieve brand 

love (e.g. popularity and/or authenticity), additionally stressing that in most of the cases (except for 

popularity), building emotional attachment is as important as building brand love. Furthermore, we 

show all possible benefits managers can expect if they build high level of brand love – excessive 

buying which yields higher returns as well as loyalty which is the ultimate goal for every brand.   
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Trust building in the sharing economy – evidence from an 

European perspective 
Elfriede Penz, Barbara Hartl, Elke Schüßler & Eva Hofmann 

 

Key words: Sharing economy, Trust, Business models, Carpooling 

 

1. Purpose of the study 

In the sharing economy goods are not necessarily owned by consumers and services are not 

necessarily provided by a company, but shared between consumers. This is often mediated through 

digital platforms (Heinrichs, 2013). The term ‘sharing economy’ is used to refer to organized systems 

in which consumers gain access to goods and services through peer-to-peer (P2P)-“sharing” 

(Möhlmann, 2015).  

In this context, consumer trust appears a necessary condition for sharing activities, which needs to 

be actively created and maintained by sharing economy platforms (cf., Hamari, Sjöklint, & Ukkonen, 

2015). The creation of trust is thus a central aspect of sharing economy business models. The objective 

of this paper is to explore the emerging business models in shared mobility, and to contribute to the 

question how sharing economy platforms foster consumers’ trust by applying different business 

models. Platforms may adapt their business model to enhance consumers’ trust by defining different 

customer segments, use various channels to reach and communicate with its users, build different 

customer relationships, or put emphasis on different key activities (Osterwalder & Pigneur, 2010). For 

instance, platforms use peer review systems, GPS tracking to enhance safety and provide contact 

information.  

Sharing economy platform providers’ decision how to organize the sharing transaction –how to 

integrate consumers in the transaction process, for instance, or which kind of providers are allowed 

to offer their goods and services – effectively impact consumers’ decision to use the platform. Sharing 

activities involve an online but also an offline component; for instance, in the case of ridesharing, the 

matching of drivers and passengers occurs online but the actual ridesharing takes place offline. 

Sharing activities may harm goods or affect personal safety, thus trust in both the provider of the good 

or service, and the platform is essential (ter Huurne, Ronteltap, Corten, & Buskens, 2017). 

Consequently, multi-sided business models benefit from trust-building in largely impersonal 

interactions (e.g. Brinkmann and Seifert, 2001; Diekmann and Przepiorka, 2017; Belk, 2014; Dolata, 2015; 

2017; Hartl et al., 2016).  

In the mobility area, new sharing economy platforms provide users with short-term access to 

transportation modes, offering an alternative to owning a vehicle. In the particular case of carpooling, 

car owners allow passengers to share a ride in their vehicle to a destination organized via the platform 

(Stephany, 2015). Service providers match people with the closest shared mobility options available 
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(Cohen & Kietzmann, 2014). Sharing via online platforms provide an uncertain environment for 

consumers, therefore, the integration of trust-building mechanisms in the platforms’ business model 

lowers consumers’ risk and reduces information complexity (Grabner-Kraeuter, 2002). If platforms 

organize the sharing transactions in such a way that trust-building mechanisms are present, 

consumers’ intention to use the service should increase (cf., Hartl, Hofmann & Penz, 2017).  

The current research aims to examine how trust mechanisms are implemented in the business models 

of four selected carpooling platforms, which are active in Europe.  

2. Research methodology 

The websites of selected carpooling platforms were analyzed using the nine business model building 

blocks by Osterwalder & Pigneur (2010) as an underlying framework and following template analysis 

(Brooks, McCluskey, Turley, & King, 2015). These companies are all active in at least one country in 

Europe. Three companies operate predominantly in their home countries: Oszkár (Hungary), Zego 

(Italy) and Carpul (Slovakia), while BlaBlaCar is active in all three countries and many others across 

the world.  

After a first analysis of each website content regarding trust-building measures, personal semi-

structured in-depth interviews were held with representatives of the platforms. The semi-structured 

interview guideline followed the framework and included trust-building related questions that could 

not be answered by the website analysis. 

To reflect the user side of the platforms, two focus group discussions with overall nine international 

students (21-31 yrs, 6 female) were conducted. They all had experience with carpooling (either as 

driver or passenger) and are seen as a major target group by carpooling platforms.  

3. Results 

The results revealed that both carpooling platforms heavily rely on reputation systems as trust 

building measures and that both do not take over responsibility in case of dispute between drivers and 

riders, but rather try to facilitate communication between the two parties. However, the platforms 

differ in other important respects, such as whether the platform can be used commercially, whether 

offline events are organized, or whether forum and automatized messages are provided.  

Through focus group discussions we studied the perceptions of users, such as the review system. 

Participants know and actively use the review system, and check the other party’s ratings before 

booking a ride with the driver. Similarly, participants who use the platform as drivers also check the 

passenger’s ratings before accepting him/her to join the journey. For example, a participant claims, “I 

think the rating system is very useful for this. I would never pick anyone under 3 stars or something 

like that.” However, the findings show that users barely submit negative feedback to drivers in the 

review system. They are concerned of expressing a negative opinion. Some of them argue the lack of 

anonymity, others emphasize that rating someone they have already met is not easy. 

Eventually, participants ranked trust measures: Verification (background check of driver) is the 

strongest asset of the company to alter trust, followed by monetary policies and regulations 

(cancellation and penalty fee). The least effective trust-building mechanism is low control, thus the 
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platform should have control over the behavior of its members and the users of the platform and the 

right to exclude participants.  

4. Key contributions and implications 

The current research shows that the review system is perceived as a key element by carpooling 

platforms to establish trust between drivers and riders. This result is in line with earlier research on 

accommodation platforms (Marth, Hartl, & Penz, 2018), showing that sharing economy platforms rely 

on review systems and reputation system as means of self-regulation. However, the analysis revealed 

that some carpooling platforms differ in the application of other trust mechanisms, e.g., Oszkár, which 

is currently only operating in Hungary, allows the commercial use of their platform. BlaBlaCar, which 

operates worldwide, regularly organizes events to promote community building.  

Depending on their role, the organization of the business model may impact their trust in the platform 

in a different way. On this basis, we discuss the need for adaptations of traditional business models 

for value creation and capture in the sharing economy. 
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How marketing can handle chronic diseases as an effect on 

the household as a consumption community 
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In 2018 71% of all death was caused by different types of chronic diseases as WHO reports. Although 

this ratio is lower in the developed countries in the same year Eurostat summarizes it was above 50% 

in the European Union as well. Not only the ratio is remarkable but also the growing number of 

incidents in case of the most significant and frequent illnesses, such as cardiovascular diseases, 

cancer, respiratory diseases or diabetes.   

The development of the disease takes a long period such as the phase of the illness itself takes years 

or in several cases the whole lifetime. The quality of life for the person living with chronic disease is 

changed by the new physical conditions. This change requires accommodation not only by the patient 

but also by the relatives living in the same household.  

The growing number of disease incidents and the multiplying effect through the households implicate 

that markets need to understand and serve the needs of this target group: household living with 

chronic conditions. 

Our research focuses on identifying how marketing literature approaches or consider chronic 

diseases in its scientific area. This paper aims to differentiate those widely used fields that already 

connected to chronic health issues in marketing research. The following keywords were applied for 

identifying relevant research articles: chronic disease, chronic illness, diabetes, cancer, blood 

temperature. References of identified articles were also reviewed and considered to be involved.  

First of all, the family as a consumption community must be defined. Consumption is not only important 

for families because of gathering goods. Other families, material world and other sub-systems of 

society are connected via consumption acts. These relations might be stigmatized if chronic diseases 

are present in the family.  

Household crisis is an issue in marketing and consumer behavior publications since the early nineties. 

Typical critical changes in the situation are the birth of a child, the foundation of a new household, 

marriage, unemployment, and also illness and death. These changes have an effect on consumption 

patterns as well. The crisis caused by diseases are grouped differently.  A social crisis might occur 

when for example diabetes appears in the family since relatives and friends may be uncertain how to 

handle the fragile situation with the family member and the whole family. The result might be less or 

even zero social contact with previous family relations. Tension might also be a phenomenon within 



 

 

57 

 

the family as the patient may feel like an extra charge for the close relatives. Financial burden as a 

tension is expressed such as extra cost on a special diet.  

The most obvious approach is the so-called ‘health marketing’ which consists of two main areas. The 

first area focuses on how the health industry, for example healing institutions and pharmaceutical 

companies, develop, promote and position their products and services. This also requires 

understanding how the development and presence of long-time diseases influence the consumption 

decision. The second area of health marketing investigates the effectiveness of health-related 

messages. How the positive and negative state of mind influences the types of advice related to 

lifestyle and disease prevention. In a positive mental state, the health risks are more accepted while 

in a negative state more rejected.  

Adherence must be mentioned at this point as a border area. Adherence describes how patients stick 

to the different treatments such as taking medicines, follow a diet, doing sports or any other 

restrictions given by the doctor. As chronic diseases accompany for a longer period, following any 

treatment might be even more difficult as in the case of short-term diseases. This long-term or many 

cases lifetime consistency might be boosted by marketing tools.  

Household life-cycle theories highlight that changes in the stage of the household result changes in 

the household consumption pattern. Most of these theories follow the stages from single youth to a 

single elderly but differentiate several numbers of stages. Five of the stages are listed in most of them: 

(1) single youth, (2) young couple with no children, (3) young couple with children, (4) an empty nest, 

(5) elderly single. In the last to cycle stages households are more likely to face higher health 

expenditures. Life-cycle stages have an effect on healthy eating and shopping.  Couples with small 

kids is the most health-conscious stage. These families buy more vegetables and fruits and also 

consume less fat.  

No special research stream was identified in marketing dealing with families living with chronic 

disease. The growing number of incidents of chronic conditions urges more investigation in this field 

with a marketing focus.  
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1. Introduction 

The word slogan rooted in the Scottish Gaelic word slogorne, which stands for “battle-cry” (Kohli, 

Leuthesser, & Suri, 2007). The importance of slogans stems from the fact that they help to create 

brand differentiation in consumers’ minds through enhanced brand awareness and brand image. In 

this sense, they make a significant contribution to the creation and maintenance of brand’s identity 

(Keller, 1993).  

The creation of an effective slogan, that is the one conveying the intended message or meaning in the 

best possible way, is an arduous work. Firms are under pressure in having successful slogans 

because the estimated cost of developing an effective slogan can be as high as $1 million (Dimofte & 

Yalch, 2007). The pressure gets even higher when the risk of slogan backlashing and the related costs 

are considered. For this reason, it is critical to set forth the factors determining the slogan 

effectiveness correctly. Dimofte & Yalch (2007) suggest three main success factors for polysemous 

brand slogans, namely, the characteristics of the recipient, possible meanings of the slogan and the 

context in which the slogan is transmitted. However, the recent studies indicate that slogan 

interpretation is more dependent on slogan characteristics than on consumer characteristics (Dahlén 

& Rosengren, 2005).  

2. Linguistic Perspective into Slogan Formation 

The ongoing debate on the link between brands’ intended messages and consumers’ perceptions of 

them is very often discussed from a linguistic perspective, such as the use of letters, sounds, words 

and sentences in many direct and indirect ways. The idea behind these arguments is that consumers’ 

interpretation of slogans has a significant effect on how they see the related brand. The mostly 

referred linguistic ways of slogan differentiation in current literature include phonological, lexico-

grammatical, syntactic and semantic levels. Being the subject of this study, the semantic perspective 

into brand slogans, include an associational interplay between people and slogans (Supphellen & 

Nygaardsvik, 2002). In this regard, people make inferences about the brands based on the slogans 

they are exposed to (or about the slogans based on the brands), which plays a critical role in the 

success or failure of a marketing campaign.  
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Under the points mentioned, the main purpose of the study is to investigate how brand slogans 

launched for the same brand/product in two different countries, namely Turkey and Russia, thus being 

in two different languages, differ semantically.  

3. Research methodology 

Sampling and Analysis 

Approximately 300 slogans for multiple brands and/or products launched both in Turkish and Russian 

simultaneously were collected using such sources as the Turkish and Russian patent institutes and 

company websites. These slogans went through an elimination process by choosing one slogan for 

one firm, and only those belonging to only well-known brands. This gave 26 pairs of slogans which 

were divided into 3 industries, namely personal care, electronic, cleaning products.  

The slogans gathered were later analyzed by using the explication method, which involves bringing to 

the surface the meanings that are in the words but that may not be immediately apparent (Stern, 1988).  

The explication method was based on a total of 19-devices taxonomy, 14 of which are suggested by 

Miller & Toman (2016), and remaining 5 by Musté, Stuart, & Botella (2015). They include Metaphor, 

Personification, Metonymy, Synecdoche, Simile, Aphorism, Antitheses, Allusion, Converse, Pun, Irony, 

Litotes, Oxymoron, Self-reference, Rhetorical Questions, Hyperbole, Epithet and Anaphora. 

Initially, three academics assessed the slogans in Turkish on an individual basis. Turkish was their 

mother tongue. Three other academics assessed the Russian slogans. Similarly, Russian was their 

mother tongue. The prerequisite for slogan inclusion in the final list was the full agreement by all three 

assessors on every semantic device used in the slogan. Each assessor was requested to classify each 

observation into one of 19 semantic categories in the form of cross tabulation, as suggested by 

Perreault JR. & Leigh (1989). The assessors were later requested to re-evaluate those slogans on 

which they had not agreed previously. At the end of the analysis process, a total agreement was 

reached on a total of 23 slogan pairs. 

4. Results 

It is known that slogans of many competing brands within the same sector tend to be similar in terms 

of the semantic and associative meanings to some extent (Dahlén & Rosengren, 2005). For this reason, 

the investigation of the slogan pairs in Turkish and Russian were conducted industry-specific. Results 

for the personal care industry indicate that hyperbole was the most-frequently used semantic device 

in the Turkish market while the Russian slogans tend to use self-reference the most. The use of epithet 

followed the hyperbole on the Turkish side, while it was simile on the Russian side. In the electronics 

sector, the case reversed and the hyperbole was found to be the most common device in the Russian 

market while the Turkish slogans used self-reference the most. Personification followed the semantic 

devices on both sides. In a similar vein, the Russian slogans in the cleaning products industry highly 

referred to the hyperbole; on the other hand, self-reference topped the list in the Turkish ones. 

5. Discussion  

Russia comes forward in the personal care industry, the flagship of which is the cosmetics, with many 

local brands such as Siberica, Кора, Чистая линия, Таёжный травник and Черный жемчуг. The 
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average spending rate per customer in Russia is much higher than an average Western customer 

(Средств, 2015). Also, the consumption in the industry is considered to go beyond the purpose of just 

a make-up and turns into almost a basic need.  

On the other hand, Turkey differentiates itself from the Russian market in the electronic and cleaning 

products industries. With its local brands such as Arçelik, Beko, Vestel, Regal, Altus, Arzum, it has an 

important competitive power against its international rivals in the electronics industry. Having a 

market size of 1 trillion dollars, it substantially contributes to the development of many other industries 

at the same time (Şahin, 2009). Secondly, the cleaning products industry in Turkey has a much more 

competitive character than that in Russia. The big players such as P&G and Henkel Group face serious 

competition by a number of local brands in Turkey such as Bioxin, ABC, Duru, Dalin, Otacı, Faber, Tek. 

The competition has escalated with the inclusion of many private labels following the rise of the local 

discount supermarkets such as BIM and A101. Russia ranked the fourth biggest customer of Turkey in 

the cleaning products industry with an importation value of 36.5 million $, after Iraq, Azerbaijan and 

Israel according to the industry report by Turkey Ministry of Economy (2017). 

Based on the findings according to the explication method, it could be concluded that the formation of 

brand slogans is highly dependent on the industrial dynamics. In the case of a strong local competition, 

firms tend to resort to self-reference as a way of making their brand names remembered. In the case 

that the market is dominated by many big players, the hyperbole as the use of exaggerated language, 

arises as a common semantic device used in slogans. 

6. Key contributions and implications 

The study contributes to the existing literature by showing that the brand slogans in a given industry 

may follow certain semantic patterns. In other words, the coding of firms’ communication messages 

tends to resemble each other within a given industry, no matter how diverse the value propositions 

and their consumer profiles could be there. 

It may also mean that the competing firms within an industry keep a close watch on the formation of 

slogans of their rivals, and try not to diverge so much from the prevailing way instead of introducing 

a brand-new way of communicating with their customers.  

The strategy may pay off under certain conditions such as the existence of strong competitive power 

by the local firms, and necessity-motivated consumers rather than ad-hoc ones. 
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1. Introduction 

The purpose of this case study is to highlight how an education program in Senegal, Africa  – the SEED 

Project (Sport, Education & Economic Development) -- advanced educational and economic outcomes 

for youth by utilizing a form of Sport for Development (SFD).  SFD is defined as -- “The intentional use 

of sport, physical activity and play to attain specific development objectives in low- and middle-income 

countries and disadvantaged communities in high-income settings” (Richards et al. 2013, p. 1). 

Lyras and Welty Peachey (2011) advanced SFDT (sport for development theory) to examine how sport 

interventions can most effectively promote social change and development and to provide a blueprint 

for using sport as a vehicle to promote positive social change.  In essence, SFD programs use sport 

as the “hook” to attract people interested in sport, in order to achieve a non-sport development goal.  

This makes SFDT an appropriate model to use when evaluating the SEED Project.   

The mission of SEED is to foster an environment which will lead to greater economic outcomes, both 

for the individual participants and Senegal as a whole.  Demographic trends in Senegal point to both 

opportunities and challenges -- with more than 60% of the population under 25 years of age, economic 

growth is needed to create more opportunity for young people (The World Fact Book, 2019).   

Moreover, the important role of education for development is a well-accepted concept.  For example, 

economist Michael Todaro states that “Education is fundamental to enhancing the quality of human life 

and ensuring social and economic progress” (Todaro, 2000, p. 226).  In a similar vein, the United 

Nations’ Report on the World Social Situation (1997) noted:  “Education is the key to creating, adapting 

and spreading knowledge… But the gains in access to education have been unevenly distributed, with 

the poor seldom getting their fair share” (Todaro, 2000, p. 326). The Education Development Center 

(EDC) notes that Africa, in particular, will require innovative solutions to take advantage of 

investments in educational, economic, and physical infrastructure (https://www.edc.org/region/africa, 

n.d.). 

2. SEED Program Overview 

It was founder Amadou Gallo Fall’s dream for other African youth to have the same opportunity that 

he had for education through sport.  The goal of the SEED Project is to have an educational curriculum 

which prepares students for university level studies as well as, enables them to become socially 

responsible citizens and leaders for the sustainable benefit of the country and continent. This is 

https://www.edc.org/region/africa
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accomplished through a blend of education and basketball as tools to help young people realize their 

potential and become role models and mentors for future generations. Basketball is the “hook” which 

attracts participants to the program (SEED Project, January 24 2018).   

The SEED Project consists of three main programs: 

- SEED RISE (ages 6-18): An after-school academic, athletic, and leadership program currently 

serving over 2,000 boys and girls (SEED Rise, n.d.). 

- SEED ACADEMY (ages 12-18):  Provides full scholarships for 40 top student athletes (both boys 

and girls) to attend the SEED Academy’s boarding school in Thies, Senegal. Students receive 

room and board, school tuition, academic support, basketball training, leadership development, 

and English language classes (SEED Academy, n.d.).  

- SEED ALUMNI (ages 19+):  Career service support is provided for the over 120 SEED graduates 

currently working or studying in over 16 countries. (SEED Project, January 24 2018).  

 

3. Sport for Development Theory (SFDT) and the SEED Project 

Sport for Development Theory (SFDT) posits that by blending sports with other activities (e.g., 

educational or cultural), personal development and social change can be facilitated.  The SFDT  

framework  and  associated  outcomes consist  of  five  components:  (a)  impacts  assessment,  (b)  

organizational,  (c)  sport  and  physical  activity,  (d) educational,  and  (e)  cultural  enrichment  (Lyras 

& Welty Peachey, 2011). 

This case study uses the SFDT model as a framework to aid in understanding how the SEED Project 

works in Senegal.  Below we provide highlights of how the SEED Project achieves each element of the 

model.  

3.1 The Impacts Assessment Component 

This component entails evaluating the program. Since SEED Academy opened in 2002, 110 students 

have graduated and 95% have either enrolled in university or secured a job upon leaving the program. 

Eighty-four (76%) of SEED Academy graduates have continued on to universities.  These outcomes 

compare very favorably to the only 7% of youth who attend university in the communities served by 

SEED (SEED Project Africa Presentation as of Jan 24 2018.pdf).  Additionally, at the high school level, 

94% of graduates passed the BAC, the national high school exit exam while only 35% of the country 

passes the test.  Furthermore, 83% of graduates passed the BFEM, the national middle school exit 

exam.  Just 49% of the country passes the test (SEED Project Impact, n.d.). 

3.2 The Organizational Component 

The importance of a strong change agent and champion can be seen in how the SEED Project evolved.  

Founder Amadou Fall’s determination and hard work eventually drew attention from institutions such 

as NBA and Nike who became partners and supporters.  These relationships are important for SEED 

since the Senegalese government does not provide funding and the organization must seek private 

support.  Because of its NGO status and mission, SEED also benefits from relationships with USAid, 

UNICEF, and the Peace Corps, among others. 
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3.3 The Sport Component 

The objective of sport in the SEED program is twofold.  First, basketball for SEED Rise and SEED 

Academy students is the means to teach skills that contribute to character formation (i.e., teamwork 

and citizenship skills) and enable them to stay focused academically.  Second, the older SEED 

Academy students learn to play basketball at such a high level of competence, they can leverage this 

for college scholarships and/or professional play contracts. In fact, 58 students have played college 

basketball in the U.S., 31 graduates have played professional basketball around the globe, and 6 have 

played in the NBA or NBDL (SEED Project, January 24 2018). 

3.4 The Educational Component 

The SEED Project is an excellent example of the concepts of SFDT, blending sport and education to 

achieve higher goals.  Basketball is the “hook” used to engage youth in SEED programs.  The basketball 

curriculum teaches youth fundamental skills and team-based concepts.  SEED’s educational program 

is designed to support student performance in school, increase student retention rates, and assist 

students to matriculate to universities in Africa or abroad.   

3.5 The Cultural Enrichment Component 

The final component of SFDT, the cultural enrichment component, encompasses the blend of sport 

with cultural and educational activities and global citizenship education (Lyras & Welty Peachey, 2011). 

The idea is to promote social change by providing participants with multidisciplinary, cultural 

enrichment opportunities that add to understanding of local and/or global concerns (Lyras & Welty 

Peachey, 2011).   

These elements of cultural enrichment are embedded throughout the SEED Rise and SEED Academy 

programs, and also through the many additional programs outside of the purely academic and sports 

arenas. These programs include: women’s empowerment program, public speaking, financial literacy, 

and community give-back events.  

4. Future Directions 

A SEED Rise program was launched in Gabon at the end of 2019. But challenges still remain for the 

SEED Project. Measurement of success at a macro level is impossible to quantify and one must rely 

on qualitative data and educational and career outcomes as indicators of success.  As mentioned 

previously, SEED relies entirely on financial donations to support its programs.  SEED must 

continuously evolve and enhance its programs in order to continue to provide high quality and 

appropriate education and sports training to attract donors, sponsorship, and partners. Current plans 

include a SEED Campus in Sandiara, Senegal  by 2022 to accommodate 250 students (boys and girls) 

from across Africa with world-class education and basketball training. The curriculum will have a 

heavy emphasis on STEM, agribusiness, and social entrepreneurship. SEED continues to seek 

additional partnerships for this new venture (Seed Project, June 12, 2019).    
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In recent decades, sustainability has been instrumental in the normal development of different social 

groups across several marketing systems. It encompasses sustainable consumption, which is a key 

concern of contemporary business in addressing the triad of economy, environment, and society (Liu, 

Qu, Lei, & Jia, 2017).  

Clothing consumption is considered one of the most important consumption areas where the concept 

of sustainability is highly relevant (Geiger, Fischer, & Schrader, 2018). An important and worrying fact 

is that less than 20% of clothing is recycled or reused (European Parliament, 2019). In addition, 

increased demand for clothing raises the issue of disposal. The consumption of clothes is expected to 

increase for 63% by 2030 (Pulse Fashion Industries, 2017). These data clearly indicate the importance 

of studying the sustainable consumption of clothing. 

Often consumers, without any attention and awareness, make automatic decisions in their day-to-day 

consumption, which eventually leads to unsustainable consumption practices (Jackson, 2005). The 

opposite is the state of mindfulness, a state of conscious awareness where an individual is aware of 

the context and content of information (Langer, 1992). By enhancing mindfulness, individuals may 

behave more in line with their values and interests (Deci, Ryan, Schultz, & Niemiec, 2015), which may 

also contribute to narrowing the gap between the individual's attitudes and behaviors. An emerging 

literature stream suggests that increased consumer mindfulness may offer a pathway to a more 

conscious and sustainable consumption (Helm & Subramaniam, 2019). Indeed, the role of mindfulness 

in sustainable consumption has been insufficiently examined (Wamsler et al., 2018). 

On the other hand, sustainable consumption is often encouraged as a means to ensure happiness for 

future generations (Veenhoven, 2004) as well as one’s personal happiness (Jacob, Jovic, & 

Brinkerhoff, 2009). The few studies that deal with this relationship have provided inconclusive, even 

somewhat controversial findings (Carrero, Valor, & Redondo, 2020). It has been pointed out that the 

relationship between sustainable consumption and consumer well-being has been under-researched 

(Lunde, 2018). 

This research responds to the call for a greater understanding of how the concepts of mindfulness, 

sustainable consumption, and consumer well-being in the field of clothing consumption are related. 

For this purpose, a qualitative methodology has been selected. Convenience sampling was used to 

recruit the individuals and 20 semi‐structured, in-depth interviews were conducted. Participants 
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represented in the sample provided a variety of demographic and lifestyle variables. The final sample 

included 8 men and 12 women aged from 17 to 69 years.  

The analysis was not a linear process of moving from one step to the next. Instead, it was necessary 

to move back and forth, throughout the steps. The analysis was conducted using the following phases 

in the thematic analysis (Braun & Clarke, 2006): familiarizing yourself with your data, following with 

generating initial codes, searching for themes, reviewing themes, defining and naming themes, and 

producing the report. 

The emergent themes from the thematic analysis revealed a number of key findings. As the first theme, 

sustainable consumption has been identified. Many viewed it as consumption of things that will last 

long. A few participants perceived sustainable consumption more comprehensively, including 

consumers, producers, workers, and nature. Some participants viewed sustainable consumption 

primarily as recycled and up-cycled products and a few participants believed that sustainable 

consumption is primarily about taking care of the environment.  

Several consumption habits of a sustainable apparel consumer were mentioned: buying apparel with 

eco labels or made from natural materials, buying locally manufactured products, buying in second-

hand stores, buying products that can be recycled, buying apparel that will last a long time, and doing 

some research before buying apparel, recycling fashion apparel, wearing apparel that will last a long 

time, not washing the clothes too often, using environmentally friendly detergents, wearing a piece of 

clothing more often, taking good care of apparel and mending it if necessary. 

Most informants agreed that sustainable consumption has a positive effect on consumers, for 

instance: a personal sense of achievement, having more time for others, and not spending as much 

money on clothes. As negative outcomes the informants mentioned: spending more money on fashion 

apparel and being judged by others.  

When talking about their own consumption habits, most informants pointed out at least some elements 

of sustainable apparel consumption, such as wearing individual fashion apparel items for a long time, 

not buying often, giving unwanted apparel items to their friends and family, to charity, wearing second-

hand apparel and occasionally buying apparel with eco labels. The informants also acknowledged 

habits that are not considered sustainable, for example, buying in fast fashion stores and never paying 

attention to what materials the apparel is made of.  

The second theme of in-depth interviews was well-being. Most participants mentioned that consumer 

well-being is happiness when buying an apparel item, a few of them mentioned it is happiness when 

wearing an apparel and a few mentioned the happiness throughout the whole customer experience. 

Participants’ words describing consumer happiness or well-being were: happiness, satisfaction, and 

feeling good. 

The third major theme of the discussions was mindfulness. Most participants were describing 

mindfulness as being aware of your own thoughts and attentive to the things around you. Further, the 

informants described a mindful consumer as someone who is attentive and precise and as someone 

who is kind to nature, animals, and people. Some of the participants indicated also that a mindful 

consumer is frugal and contemplates and does research before the purchase. 
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Many participants viewed themselves as somewhat mindful consumers or at least trying to be. Their 

fashion apparel consumption habits consisted of not buying too much apparel and striving to buy even 

less, staying away from big shopping centres and fast fashion stores and practicing thoughtful 

purchases. Overall, participants view mindful consumption as something positive for an individual 

consumer, nature, and the society. 

The informants also touched upon relationships among the three major themes. Most of the 

participants believed that mindfulness has an effect on sustainable consumption, such that a mindful 

consumer is much more likely to be sustainable consumer. Interestingly, none of the participants 

believed that sustainable consumption has an effect on mindfulness. Further, most informants 

believed that sustainable consumption has a positive effect on well-being such that consumers are 

happier because they are consuming sustainably. Some informants assumed that happiness has no 

effect on sustainable consumption and some stated that well-being has an effect on sustainable 

consumption, maybe even more so than sustainable consumption on well-being. When discussing the 

concepts of mindfulness and well-being (or happiness), majority thought that mindfulness has a 

positive effect on well-being, while some participants also pointed out that mindfulness can have a 

negative effect on well-being. One participant did not see any connection between these two concepts 

and one participant mentioned that well-being has an effect on mindfulness, such as happy consumer 

will be more mindful. This study adds to our understanding of the interplay of mindfulness, sustainable 

consumption, and well-being. By investigating these concepts in the light of sustainable apparel 

consumption, an under-researched topic is elucidated (Wamsler et al., 2018). 
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Sustainability has become a major norm of behaviour across various societal groups affecting multiple 

levels of the present market system. Sustainability involves sustainable consumption as the key 

concern of modern society, where both macro- (institutional) as well as micro-level (individual) 

perspectives on sustainable consumption require researchers’ and practitioners’ attention (Prothero 

et al., 2011). Individual consumers seem to play one of the focal roles in pursuing sustainability-related 

goals. However, it has been suggested that sustainable consumption is not consistent nor coherent 

(Peattie, 1999). Namely, there are considerable differences in how the same consumers approach 

purchase and consumption processes across various product categories, but there is a lack of work 

in this field (McDonald, Oates, Thyne, Alevizou, & McMorland, 2009). 

To address these challenges, our research focuses on consumers’ sustainable consumption of two 

types of products: food and apparel. Both consumption areas have been identified as one of the most 

relevant in the sustainability arena (Geiger, Fischer, & Schrader 2018). Food and apparel consumption 

are among the main drivers of environmental and socio-economic impacts, also leading to climate 

change, water shortage and increasing health and social costs (Boström & Micheletti 2016; 

Notarnicola, Tassielli, Renzulli, Castellani, & Sala, 2017). 

Previous research indicates that in food category, the important drivers of “organic consumption” 

include beliefs of consumers about positive health effects, sensory appeal of organic food, 

environmentally sustainable and ethical production (Chekima, Igau, Wafa, & Chekima, 2017; Rana & 

Paul 2017), but also subjective norms (Asif. Xuhui, Nasiri, & Ayyub, 2018; Aertsens, Verbeke, 

Mondelaers, & Van Huylenbroeck, 2009). Several studies found that egoistic motives like health 

concerns are better predictors of organic food purchase than altruistic motives like environmental 

concerns (Magnusson, Arvola, Hursti, Åberg, & Sjödén, 2003, Asif et al. 2018). 

Sustainability issues are becoming more important also in fashion industry. Studies in the past decade 

have focused on importance of factors such as eco-friendly manufacturing processes, materials (e.g., 

organic cotton), production methods, fair trade, and sustainable environmental, social, and economic 

dimensions (Song & Ko 2017). However, despite widespread consumer concerns about sustainability, 

few consumers actually purchase sustainable fashion (Kong, Ko, Chae, & Mattila, 2016). The gap 

between the proclaimed and actual purchase behavior seems to be even wider than in other product 

categories (Joergens, 2006). 

 

http://onlinelibrary.wiley.com/doi/10.1111/ijcs.12335/full#ijcs12335-bib-0034
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The objective of our research was to compare and contrast consumers’ sustainable consumption of 

food products and apparel. To get an in-depth insight we conducted a qualitative study in a small 

Central European country. In a series of focus groups, we investigated respondents’ acquisition as 

well as use and disposal of selected products. In total, 25 informants participated in the interviews, 

their age ranging from 22 to 50 years, and their level of education from a completed high school to a 

Ph.D. We thematically analyzed the data in order to identify the dominant and commonly recurring 

themes emerging from the data. 

Our findings indicate that local origin is important for both product categories, but reflects a national 

origin in case of food, while European context is considered for apparel. “Organic” was a very important 

factor for food products, while it was not important, nor relevant in choosing apparel.  Interestingly, 

the ingredients, sustainable production methods, and traceability were highly influential when buying 

food (especially milk and meat products). Nevertheless, the majority of participants seemed to be 

reluctant to consider sustainable and ethical production when choosing apparel. This finding is 

consistent with previous research (e.g., McNeill and Moore 2015) suggesting that consumers care 

much more about the products they actually consume (“put in”) than the products they wear (“put on”). 

All respondents had similar preferences on high quality food products, but in case of apparel, older 

respondents valued enduring, high quality materials, and “classical” design. Conversely, younger 

respondents prefer fast fashion due to lower prices and trendiness, despite being aware that such 

behavior supports unsustainable practices. We also found that younger respondents seem to be more 

price sensitive compared to older respondents in both types of consumption, food and apparel. 

The participants agreed that sustainable food consumption requires shopping prudently and 

(creatively) using up entire stock. In case of clothing, sustainable use was defined as using an item for 

a long time. However, almost all participants admitted that they regularly wear only a fraction of 

clothes they own. In terms of disposal, the participants considered food waste to be an indicator of 

unsustainable behavior, which should be avoided by careful shopping and (family) meal planning. It 

has been mentioned that food waste can be partly mitigated by waste separation and recycling. In case 

of clothing, responsible disposal offers opportunity of partial “redemption” for lack of sustainability 

considerations at the time of purchase. It often takes form of donating clothes to charity or passing 

them on to family members and friends. Our respondents rarely consider selling them to the second-

hand shops, and are also reluctant to wear clothes bought second hand. Renting and swapping clothes 

as two practices of collaborative consumption are still not fully considered, despite the relatively high 

sustainable consumption orientation of our participants. Overall, our study extends prior research and 

corroborates findings about considerable inconsistencies in sustainable consumption patterns across 

different product categories (McDonald et al. 2009). 
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Changing climate conditions and its effects on lives of people are becoming more evident, and as such 

draw significant attention of the public and mass media (Chan & Lau, 2002; Brulle, Carmichael & 

Jenkins, 2012). Not surprisingly, people tend to show more concern for the environmental 

consequences of their actions. In addition to this, the accountability for the changes and environmental 

state is widely accepted by the individuals (Paço & Lavrador, 2017; Rejikumar, 2016) and people are in 

general actively trying to do more for the environment (Rejikumar, 2016).  

What is more, education seems to be playing an important role as well, as younger population shows 

increasing concern and intentions to make actions beneficial for the environment (Smith, 2010; 

Rejikumar, 2016). The perceived empowerment and the ability to make an actual change in the impact 

humans have on environment is an important factor for the consumer attitude and behavior change 

(Gimenes, Machado & Vernalha, 2019). It is also important to encourage consumers to minimize 

behavioral changes that facilitate a more balanced lifestyle, increase requirements for durable goods, 

and reduce consumption waste. (Verhofstadt, Van Ootegem, Defloor & Bleys, 2016). 

Apart from perceived empowerment, individuals can feel powerless when they doubt their ability to 

contribute to the environment preservation. In such situations, their actual pro-environmental 

behaviors can be inhibited as well (Bamberg & Möser, 2007). Moreover, while it is (pre)dominantly a 

characteristic of an individual, research also shows that feeling of powerlessness can be culturally 

conditioned (Ballard, 2000).  

Concern is the most widely present reaction to the environmental matters, however some skepticism 

may arise as well, especially about the extent to which an individual can contribute to the environment 

preservation or climate change reverting. Skeptical attitudes are in certain cases also related to the 

decreased motivation and lower intentions to take positive actions (Goh & Balaji, 2016; Leonidou & 

Skarmeas, 2017). While many of the consequences of 'green' skepticism are more or less known, some 

of the relevant factors related to it, such as cultural or knowledge background of the individuals, are 

yet to be examined in detail (Goh & Balaji, 2016; Muralidharan, Rejón-Guardia & Xue, 2016). 

Factors like skepticism, concern and perceived empowerment are heavily affected by the individuals' 

background, including the knowledge they have about the topic (Tobler et al., 2012). Over the last 
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decades, consumers have shown the understanding of consequences their behavior has on the 

environment, and have shown the desire to change it (White, Habib & Hardisty, 2019).  

In this process, the values of individuals were also changed, and some new were developed (Haws et 

al., 2014). Increased awareness of the detrimental effects human behavior can have on the planet also 

resulted in strong environment-related attitude and values formation (Tobler, Visschers & Siegrist, 

2012). These values are easily translated in the behavior of individuals that can actually show the 

striving of consumer to make greener choices. Green consumption values (abbr. GCV) have been 

defined as “the tendency to express the value of environmental protection through one's purchases 

and consumption behaviors” (Haws, Winterich & Naylor, 2014, p.337). There is a noticeable change in 

the behavior of consumers who are increasingly making purchasing decisions, taking into account the 

impact of their activities on the environment (Yadav & Pathak, 2017). 

While younger generations on average show more interest in environment, and nurture green values 

(Bucic, Harris & Arli, 2012), the role of the culture influence still remains open. Different cultures and 

countries vary in the factors that are dominant for consumer decision making and intentions, such as 

accessibility of products, strength of attitudes individuals have, or social norm importance (Chan & 

Lau, 2002). This study aims to investigate the relationships between the attitudes individuals hold 

about climate change (i.e., their concern, skepticism, empowerment, and guilt) and green consumption 

values across several cultures. Changing consumer behavior, as well as creating an ecological 

imperative, are lengthy and difficult processes. The occurrence of ecological consumer behavior, i.e. 

factors that shape demand and consumption patterns, is accompanied by the supply of ecological and 

environmentally friendly products (Smerichevskyi, et al., 2018; Sustainable Consumption, 2015). 

Toward this end, a survey was conducted in five countries – Taiwan, Denmark, Germany, Poland, and 

Slovenia. Questionnaires were distributed online to students of the participating academic institutions 

in these countries. Constructs were measured using scales that are established in the existing 

literature. Climate change attitudes were measured using the scales developed by Tobler et al. (2012), 

which acknowledge the importance of empowerment, skepticism and climate change concern for the 

environmental attitude. Collective guilt was evaluated using scale of Ferguson and Branscombe (2010), 

while the green consumption values were measured with the scale from Haws et al. (2014). 

Our empirical analysis showed that the scales were reliable and conformed to standards of 

convergent and discriminant validity. Full metric invariance was obtained across the samples (i.e. 

countries). The differential effects of attitudes toward climate change on GCV were statistically 

significant across countries. Climate change concern was the only construct that had a significant 

positive effect on GCV in all five countries. Collective guilt was a significant positive predictor of GCV 

in Denmark, Poland and Taiwan, while the positive effect of perceived empowerment was present only 

in Slovenian and Danish sample. Additionally, the green skepticism was shown to negatively affect 

GCV only in Taiwan. 

Results obtained in this study imply that young generations across countries and cultures in general 

share climate change concern. Nevertheless, some differences between cultures are still worth 

noting. While European countries from the sample mostly share feelings of empowerment and guilt 

(responsibility) for climate change that consequently influence the consumption values they hold, 
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results from Taiwanese sample imply that some skepticism towards climate change and ability of 

individuals to contribute to solving it still exists in some cultures, even among youngsters. This 

skepticism is detrimental to adoption of GCV and is worth of further investigation. Addressing these 

cultural differences through appropriate appeals in the communication attempts to inform and educate 

the public about ecological consumption practices and sustainability can be crucial. In addition to this, 

deeper examination of the cultural and educational background that leads to these differences would 

be of interest in further research on GCV. 
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The rapid advances in pedagogical and technological innovations are redefining higher education in 

the last few decades and traditional universities are facing new challenges. The learning needs of the 

new genre of students are vastly different from their predecessors as the kind of skills they need to 

develop for the jobs of the 21st century are distinct.The aim of this paper is to analyze the factors which 

motivates Indian Higher Education students to various online platforms which offer MOOCs. The paper 

intends to systematically analyse the extant literature on various factors affecting learner satisfaction 

and propose a model with a specific focus on Indian students. This paper intends to empirically test 

the model and provide further guidelines for academic institutes, policy makers and online platforms 

in targeting a mass audience to delivering the best overall customer experience. 

1. Introduction 

Online learning emerged as an imperative paradigm of modern education unrestricted by time or 

place. It offers new personalised and flexible learning experience to students and have attracted a lot 

of attention from educational institutions, administrators, policymakers, and society at large (Ganesh 

et al 2015).  Online learning has not only experienced significant growth, but it has also gone through 

a transformation in recent years (Arbaugh et al 2010). Distant Learning classes using conventional 

audio -video aids were perceived as ineffective by both students and faculty (Bergmann &Dobie, 1999; 

Ponzurick, et al 2000) while  the current literature provides enough evidence of  an increasing 

confidence in computer-mediated distant learning formats (Peltier et al 2007; Wood et al, 2008). As 

per the extant literature the factors supporting the use of online courses which offers some rationale 

for their popularity, are the availability of the content, student-cantered teaching approaches, 

preparation for future employment and cost efficiency(Khalil &Ebner 2013;Chyung and Vachon 

2013;Abou Naaj et al 2012). 

2. Materials and methods 

To address the research objective this paper reviewed the literature on MOOCs/Online courses. The 

methodology followed in the present study is a systematic literature review using electronic 

databases: Scopus, EBSCO, Science Direct, and Web of Science &Proquest. 
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The first stage of the review procedure identified keywords in the literature research around online 

courses, MOOCs, student satisfaction. We focused on the academic articles published in English peer 

- reviewed journals published between 2000 and 2019 barring some relevant old published papers 

related to distance learning.The subsequent filtering of the articles after eliminating duplication was 

based on the requirement that at least one of the keywords must be used in the title or abstract and 

it had to demonstrate the orientation of factors impact student selection and completion of online 

courses/MOOCs. By following this procedure, we have selected 52 articles for further review. After a 

thorough analysis of the articles, main trends and factors impacting student satisfaction on MOOCs 

were determined (table I). 

Table 1. Literature related to various constructs for the study 

 

Course Content 

The ease with which a student can access online material and conveniently move from one activity to 

the other is also seen as an important aspect of course content leading to student satisfaction 

(Karuppan and Karuppan 1999;Eastman & Swift, 2001;Chyung and Vachon 2005). 

Instructor Interaction 

According to Collis (1995, p. 146)in the age of technology, it is the instructional implementation that 

matters the most than the technology itself. The learning experience is considered to be highest if the 

instructor has a positive attitude towards technology enabled course delivery (Serwatka, 1999). 

Convenience 

With reference to MOOCs, convenience for any student refers to the ease with which a students can 

access the desktop or other device, log in and navigate to the course content (Berry et al. 2002). In 

other words it refers to the ease with which technology can help students to access their study 

material and course activities. 

The benefit further includes: ability to enroll in a class, complete a course sooner, save on travel time 

& cost, spend more time with friends and family etc(Lin et al., 2017;Moore &Kearsely 2005).  

Factors References  

Course Content Khalil & Ebner 2013; Abou Naaj et al 2012; Lang & Zhao 2000; Smith et al 

2001;  Drago et al 2002; Jones & Kelley, 2003;  Peltier et al. 2007; Bocchi et 

al 2004; Chyung and Vachon 2013. 

Instructor Interaction Vargas and Tian, 2013; Abou Naaj et al 2012; Arbaugh, 2010; Greener 2010; 

Graf and Liu 2009; Reisetter et al 2007; Hutchins, 2003; Coppola et al, 2002. 

Convenience Sanford et al 2017;Harry et al. 2010; Arbaugh, 2010; Moore & Kearsely 2005 

Social Presence Ali & Smith, 2015;Richardson et al., 2015; Tinto, 2012;Laffey et al 2006; Tu & 

McIsaac, 2002; Picciano, 2002 

Self-Efficacy Khan et al 2018;Alqurashi et al 2016;Majid et al 2012;  Tsai 2012; Hussin et al 

2009; Artino, 2009;  Compeau and Higgins, 1995 

Course Satisfaction Lucas, 2014; Kolowich, 2012 
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Social Presence 

The emergence of MOOCs has also lead to the creation of online learning communities to foster social 

presence and feeling of belongingness (Tu & McIsaac, 2002; Picciano, 2002).Social presence on e-

learning platform serves the purpose of communication, interaction and thereby enhances the 

effectiveness of online learning (Laffey et al 2006).  

Self-Efficacy 

In the MOOCs context, students who possess high self-efficacy seem to be capable of performing well 

while using e-learning platforms (Compeau and Higgins, 1995).According to Eastin & LaRose 2000, 

self-efficacy means ones’s ability to manage and use internet to attain task assigned.It is regarded 

crucial for web learners to attain self-efficacy in internet usage to finish the task assigned on the 

online platform (Roach &Lemasters, 2006).  

3. Results and discussion 

This study provides some insights into factors that impact students’ satisfaction with MOOCs in India.  

The most significant contribution of the study is to identify factor/s influencing the learner satisfaction 

on MOOCs in India.As evident from the analysis, the student satisfaction of MOOCs depends on factors 

like Course Content, Social Presence and Self Efficacy (table II). The first finding based on our 

empirical analysis of our conceptual model is that a well-defined course content leads to increased 

levels of satisfaction. Few of the essential components of Course Content was use of a Course 

documents that includes learning materials, lecture notes and quizzes/exams. The results indicate 

that these course documents contributed to the learning of the participants(Khalil &Ebner 2013; 

AbouNaaj et al 2012).  In the present study, since the majority of participants are students, they may 

appreciate guided learning and expect all learning aids that can support their course completion to be 

made available. Since they opt for these courses along with their regular University programs, they 

may not be able to spend more time to prepare for its completion.They consider MOOCs as a secondary 

course and hence spend majority of time on regular class room courses.  Therefore, if they the course 

material is not well structured and made available on time, students may not be motivatedto learn 

through online platform in future or may discontinue the existing course. 

Social presence has also emerged as a significant factor that impacts students overall satisfaction on 

Moocs. Social presence can be understood interaction with other students of the class virtually by 

means of discussion and exchange of ideas. According to Palloff& Pratt (2005) social presence creates 

the feeling of community and connection among learners and contributes positively to learning 

outcomes and learner satisfaction with online courses. 

In the present study the hypothesis that self-efficacy would be positively related to learner satisfaction 

in MOOCs has been supported. Students in India choose to take MOOCs to develop professional skills.  

These students are young and highly motivated with an urge to stand out from the rest in the job 

market. MOOCs provides them opportunity to choose courses from emerging areas that are delivered 

by experts from the domain. 
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Extant literature suggests Convenience (Sanford et al 2017;Harry et al. 2010;Arbaugh, 2010) and 

Instructor Interaction (Vargas and Tian, 2013;  AbouNaaj et al 2012;Reisetter, et al 2007) also contribute 

to the learner satisfaction.However according to the present study, these two factors are found to be 

insignificant in influencing learner satisfaction. Availability of high speed internet anywhere and 

everywhere is still a challenge in most part of India.Hence the participants of MOOCs had to depend 

on the Internet connections when they are in their universities or at home. This may be a cause of 

inconvenience to the learners in terms of time spent on internet. The Instructors of MOOCs have to 

dedicate more time and innovate methods for creating engaging learning experience. In the absence 

of qualified and trained faculty for such courses, the students may not find the relevance of active 

Instructor Interaction. 

Table 2. Hypothesis Testing 

  

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values Hypothesis 

CC -> SAT 0.369 0.363 0.095 3.878 0 Supported 

INT -> SAT -0.029 -0.026 0.066 0.441 0.659 Rejected 

CON -> SAT 0.066 0.079 0.08 0.829 0.407 Rejected 

SP -> SAT 0.108 0.105 0.05 2.154 0.032 Supported 

SE -> SAT 0.493 0.486 0.064 7.759 0 Supported 

 

4. Conclusion 

The empirical results of our survey support the central proposition of our study that there is a clear 

impact of the various constructs in our proposed model on the satisfaction of learners of MOOCs in 

India. We consider that this can have some very significant practical implications for the Instructors 

who design and deliver the courses and the Coordinators ofvarious MOOCs platforms. When 

instructors are designing their Online Courses, they will need to consider not only the Course Content 

and other technical aspects which allowspeer-to-peer learning, but also some important factors, such 

as self-efficacy of learnerswhich will lead to higher satisfaction. Technological Infrastructure is the 

key factor for the successful implementation of MOOCs. Though there are some initiatives by 

Regulatory bodies to promote Online education in India, these are very limited and in the 

nascentstages. We recommend a strong intervention from the concerned authority like Government 

bodies or Premium Institutes can help improving the MOOCs landscape inIndia. 
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1. Purpose of the study 

A broader literature on pricing highlights price as the most important driver of profits (Hinterhuber, 

2016). Despite its importance, price is often not well managed in practice (Simon & Fassnacht, 2019) 

and does not receive the adequate managerial attention (Dutta et al., 2002). Moreover, of the marketing 

decision variables, pricing has received the least attention also in academic research despite it has 

been repeatedly identified as an important problem area particularly for exporting firms (Myers et al., 

2000). As a result, there is a lack of guidelines to help managers when setting export prices (Sousa & 

Bradley, 2009). Existing empirical studies have often focused on price adaptation/standardization (Tan 

& Sousa, 2011), whereas other strategic issues related to pricing remain largely neglected.  

One important question is how exporting SMEs approach toward price setting. The pricing literature 

typically distinguishes three pricing methods: cost-based, competition-based and value-based pricing. 

These pricing methods are not mutually exclusive, as managers typically combine different kinds of 

information when setting prices (Kienzler, 2018). In cost-based pricing, which is the main pricing 

method also in SMEs (Hinterhuber, 2016), prices are predominantly determined by the cost. While this 

pricing method seems financially prudent, it has been widely criticized by marketing scholars due its 

neglect of customers’ willingness to pay and competitors’ prices (Nagle & Müller, 2018). Competition-

based pricing has been criticized as well due to its short-term view. The marketing scholars widely 

agree that value-based pricing is superior to cost-based and competition-based pricing, since it is 

guided primarily by the value delivered for the customer (Nagle & Müller, 2018). Yet, the empirical 

evidence for this claim is surprisingly scarce.  

Following the resource-based view (RBV), pricing is a capability based on combination of routines, 

coordination mechanisms, systems, skills, and other complementary resources that are difficult to 

imitate (Duta et al., 2003). Pricing capabilities are the skills and accumulated knowledge which 

exporters effectively use when setting export prices (Tan & Sousa, 2015). In comparison to cost-based 

and competition-based pricing, value-based pricing is more complex and requires more capabilities 

(Nagle & Müller, 2018). Based on this, we posit that the pricing capabilities are positively related to all 

three main pricing methods, but the relationship is expected to be stronger for the value-based pricing. 

In order to develop stronger pricing capabilities, firms need to consider pricing decisions from more 

strategic perspective and examine their long-term consequences (Indounas, 2015). This is embraced 

in the concept of strategic pricing which reflects the long-term view on pricing as the integrated 
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component of the overall marketing strategy (Tzokas et al., 2000). In sum, we expect that strategic 

pricing is the key prerequisite and important driver of pricing capabilities. 

The purpose of this study is to investigate the under-research topic on the importance of strategic 

perspectives on pricing for SMEs’ export performance. More specifically, we examine the following 

research questions: What is the relationship between strategic pricing and pricing capabilities? What 

is the effect of pricing capabilities on the three main pricing methods, i.e., value-based, competition-

based and cost-based pricing? What is the effect of the value-based, competition-based and cost-

based pricing on export performance? We address these research questions in the context of SMEs’ 

exporters for two main reasons. First, in the dynamic globalized business environment with a growing 

price pressure, SMEs face many challenges when competing with large firms in international markets 

(Paul et al., 2017). Second, marketing processes, including price-setting, tend to be simpler, more 

informal and more spontaneous in SMEs than in larger firms (Bocconcelli et al., 2018).  An important 

question, therefore, is whether exporting SMEs can benefit from adopting a more strategic approach 

toward export pricing.  

2. Research methodology 

Scale items were adapted from previous studies and were slightly modified based on prior in-depth 

interviews and questionnaire testing. The sources of scale items were as follows: strategic pricing 

(Indounas, 2015; Tzokas et al., 2000); pricing capabilities (Kayabasi & Mtetwa, 2016), pricing method 

(Ingenbleek & van der Lans, 2013) and export performance (Bello & Gilliland, 1997). Similarly to 

comparable previous studies (Tan & Sousa, 2011), our unit of analysis is the firm’s main export venture 

(i.e., the most important product/line exported to the firm’s most important export market).  

We carried out an Internet survey among Slovenian SMEs (i.e., firms with fewer than 250 employees) 

with at least 10% of revenues derived from exporting. The sampling frame was developed based on the 

public database of Slovenian exporters which provides also the name of the person in each company 

responsible for exporting. We received 338 usable responses from SMEs. Our sample contains 38.6% 

micro, 38% small and 23.4% medium-sized firms. Predominantly they are oriented to B2B markets 

(69.7%) and provide complex products/services (58.5%) that are mostly (57.8%) final products. On 

average the firm’s main export venture accounts for 51.8% of their total exports. 

3. Results 

Following the measurement model analysis, where we established construct reliability, convergent 

and discriminant validity, we conducted analysis of the structural model. We tested the effect of 

strategic pricing on pricing capabilities, pricing capabilities on pricing methods (cost-based, 

competition-based and value-based pricing) and pricing methods on export performance, controlling 

for the relative importance of the main export venture (percentage of exports), experience with export 

venture (in years), complexity of the product/service, position of the firm in the value chain and firm’s 

size. Results show that strategic pricing has a positive effect on pricing capabilities, which in turn have 

a positive effect on three pricing methods (the strongest relationship is with value-based pricing). 

While value-based and cost-based pricing have a positive effect on export performance, competition-

based pricing has a negative one.  
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4. Key contributions and implications 

Our study sheds new light into the importance of strategic perspectives of pricing on SMEs’ export 

performance. To the best of our knowledge, this is the first study that examines the relationships 

between strategic pricing, pricing capabilities, pricing methods and SMEs’ export performance. The 

study is a response to the calls for more research on export pricing, particularly in terms of 

capabilities (Tan & Sousa, 2011) and benefits of value-based pricing (Liozu & Hinterhuber, 2013). While 

pricing capabilities have already gained some research attention in the studies on marketing 

capabilities, these studies often combine different marketing capabilities into a second-order 

construct (e.g., Kayabasi & Mtetwa, 2016). Furthermore, previous studies often considered value-based 

and competition-based pricing jointly as a market-based pricing (e.g., Sousa & Bradley, 2009). Our 

study shows that these two pricing methods affect export performance differently, therefore it is 

important to examine them separately.  

The study brings also important implications for business practice. SMEs may enhance their export 

performance by adopting a more strategic approach toward pricing and improving their pricing 

capabilities. Stronger pricing capabilities can help exporting SMEs to more effectively capture a fair 

share of value created for the customers, while not leaving money on the table. Costs are important, 

but should not be the main basis for export pricing, but rather as a supplement to value-based pricing. 

In line with Nagle and Müller (2018), rather than asking “What prices do we need to cover our costs?” 

it is better to ask “What costs are justified given the prices achievable in the market?” Finally, exporting 

SMEs are advised not to be overly reliant on competition-based pricing as such approach may be 

detrimental for their export performance. 
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1. Background 

Studies on information privacy on the Internet are of great interest to researchers, professionals, and 

policy makers worldwide. While there exist different disciplines, each with a specific understanding of 

privacy, most empirical research focuses on the notion of information privacy concerns (IPCs) as a 

proxy for measuring information privacy (Smith, Dinev, & Xu, 2011). The concept of IPCs was conceived 

in order to understand people’s beliefs about information privacy, to understand their related attitudes, 

and to predict privacy-related behavior (Li, 2011; Smith et al., 2011). At the present time, IPCs are often 

associated with the privacy paradox, which states that people’s expressed privacy concerns do not 

align with their actual privacy-related behavior (Gerber, Gerber, & Volkamer, 2018). Preibusch (2013) 

suggested that the privacy paradox is more of a methodological artifact than a true research finding. 

In fact, Dienlin and Trepte (2015) showed that strictly following the theory of reasoned action and 

conceptualizing privacy concerns as beliefs, there is nothing paradoxical between reported privacy 

concerns and behavior. Moreover, Preibusch (2013) found that many studies on IPCs have used ad hoc 

measurement instruments without testing their construct validity. Hence, many scholars (e.g., Gerber 

et al., 2018; Li, 2011) have claimed that the existing limitations of IPC measures demand a better 

understanding of the conceptual origins of IPCs and their various domains of relevance and application 

as well as an attempt to develop a conceptual framework that would allow researchers to measure 

IPCs in a valid manner across different social contexts. While many studies have dealt with the 

conceptual and psychometric limitations of IPC measures, to the best of our knowledge, no study has 

been conducted that would provide a systematic overview of the conceptual background and 

measurement validity of IPC survey scales among Internet users. 

2. Research Questions and Methods 

Accordingly, we aimed to identify and appraise IPC survey scales designed for use across different 

domains on the Internet by systematically reviewing published articles on scale development and 

validation studies. To this end, the following five research questions (RQs) have been formulated: (RQ1) 

what are the conceptual definitions of IPCs used in scale development, (RQ2) what is the 

methodological quality of the procedure used to develop IPC survey scales, (RQ3) for which online 

context(s) were IPC scales developed, (RQ4) which dimensions do IPC scales include, and (RQ5) which 

dimensions are present across different online contexts.  
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The present study design was based on a two-stage approach in which the PRISMA statement (Moher, 

Liberati, Tetzlaff, Altman, & The PRISMA Group, 2009) and COSMIN methodology for systematic 

reviews of measurement instruments (Prinsen et al., 2018) were combined. In the first stage, a basic 

search strategy with a set of keywords was defined based on a literature review. Further, the inclusion 

and exclusion criteria were determined. Importantly, we only included publications that stated that 

their primary goal was the development of a self-assessment survey scale for individuals’ IPCs in the 

context of the Internet. Electronic searches of three databases, Web of Science, Scopus, and DiKUL, 

were performed. In the second step, drawing on the COSMIN methodology (Prinsen et al., 2018), a 

coding book was developed to assess the quality of the identified IPC survey scales. This coding book 

consisted of four main parts, each for one of the RQs 1–4, with RQ5 answered by combining the data 

for RQ3 and RQ4. The pilot study was conducted on a sample of two studies to test the suitability, 

validity, and feasibility of the coding book and rating procedures. After a few changes and adjustments 

were made to strengthen the coding book, two expert raters independently coded the scales found in 

the publications identified by the electronic search. The final codes were assigned by consensus. In 

the case of a disagreement between the two raters, the scoring was to be resolved with the help of a 

third rater. 

 

3. Results 

The electronic search conducted in August 2019 yielded 970 records. After removal of duplicates (502) 

and screening of abstracts against the inclusion and exclusion criteria, we were left with a set of 28 

publications. The full texts of these records were checked to respect the inclusion and exclusion 

criteria. References were also checked for any additional records that focused on developing IPC 

survey scales in the Internet context. After checking all of the records and adding the records found 

through manual searches (i.e., one publication), 13 publications were admitted for further COSMIN-

based evaluation, which is being carried out currently. As this is an ongoing study, the final results 

are not yet available. However, the preliminary results unveiled that in 13 publications, there were 31 

studies in which the authors developed and tested 16 different IPC survey scales. The first analysis of 

measurement properties indicated a critical lack of adequate conceptual grounding for a number of 

identified IPC scales as well as a scarcity of qualitative technique employment (present in only four 

publications) for the elicitation of measurement models. The measurement quality of the survey scales 

varied substantially, particularly in terms of content validity and testing the comprehensibility and 

comprehensiveness of the developed survey scales. 

 

4. Discussion and Conclusions 

The preliminary results of this study seem to be in line with the results of prior research on 

management information systems, supporting the claim that measurement instruments in this field 

are often of poor quality and show scarce construct validity (MacKenzie, Podsakoff & Podsakoff, 2011). 

This lack of construct validity leads to confusing results, as in cases of privacy paradox in IPC 

research, because poor construct specification results in vague and potentially invalid 

operationalization (MacKenzie, 2003). Although we were able to identify 16 different IPC survey scales 

developed for various Internet contexts, many of these scales had questionable conceptual 

backgrounds and measurement characteristics. Hence, future research on IPCs might take a step 
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back to develop a more precise conceptual definition of IPCs, which should be grounded in a 

theoretical framework that would enable its validation in relation to other constructs. Relatedly, more 

in-depth qualitative studies are warranted to elucidate and evaluate the content validity of IPC 

constructs across different online domains. Since IPCs are highly dependent on context (Nissenbaum, 

2010), creating new scales for specific contexts (e.g., cloud-computing, cookies, and voice assistants) 

could improve the internal and external validity of measurement models. Further, as Smith, Milberg, 

and Burke (1996) argued while developing the first IPC survey scale, “the dimensionality is neither 

absolute nor static” and “the instrument should be viewed as measuring the most central dimensions 

of the construct at the time” (p. 190). Therefore, future studies in this field should take the ever-evolving 

digital landscape into consideration together with its changing cultural and societal contexts (Dourish 

& Anderson, 2006). From an online marketing perspective, this could help practitioners to address 

some of the issues related to consumer privacy, help companies better understand consumers, and 

design strategies that would improve the overall online consumer experience. 
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1. Purpose of the Study  

Marketers have always strived to identify relevant opinion leaders and use their voices to reach out 

more effectively to their customer bases. Technology and social media have made possible a new 

genre of online opinion leaders in the form of social media influencers. Freberg et al. (2011,)  define 

social media influencers as “a new type of independent third party endorser who shape audience 

attitudes through blogs, tweets, and the use of other social media”. These social media influencers use 

platforms such as Instagram, Youtube, Facebook, Twitter, Pinterest, snapchat etc., to communicate 

with their audiences.  Lin et. al (2018) identify various functions and roles that online opinion leaders 

can serve through their appeal to consumers and their specialized knowledge on a particular topic in 

influencing consumer purchase decisions.  According to statista.com, the market size of influencer 

marketing platforms is expected to grow from 161.9 million U.S dollars (USD) by the end of year 2020 

to 393.5 USD by the year 2027.  In India, there were 326 million social media users in 2018, a number 

which is predicted to increase to 447.9 million by 2023(statista.com). Social media influencers are 

active in a range of areas  such as beauty, health, fitness, education, fashion, travel, technology. 

Social media influencers are increasingly being recognized as of immense potential value by brands. 

The role of these influencers is still evolving as is consumer perceptions and behavior regarding 

following and trusting them. Employing a uses and gratification approach this study explores behavior 

amongst followers in India with reference to social media influencers in the fitness and beauty domain 

and attempts to understand the types of gratification that these followers derive. In India, the top ten 

social media influencers in the area of fitness on Instagram alone have 20.4 million followers 

(www.brandholic.in) while in the area of beauty the top ten social media influencers have 4.6 million 

followers (www.grynow.in). Research on influencer marketing is still at a nascent stage. Following an 

examination of the popular social media influencers in the beauty and fitness domains in India, the 

study examines the specific types of gratification that followers derive by following the posts of social 

media influencers in these fields. Further, the study examines the resonance behavior of theses 

followers   towards the social media influencers’   posts.  
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2. Methodology 

 Primary data for the study was collected through a structured questionnaire from social media users 

following influencers active in the beauty and fitness domains on various online platforms.   The 

questionnaire comprised items adapted from extant literature to capture follower behavior and 

measure the types of gratification that followers derive from following the influencers. These items 

were in the form of statements to which respondents were asked to indicate the extent of their 

agreement/disagreement on a five-point Likert type scale. The data was collected in an online mode 

using non-probability sampling.   

3. Findings  

The study examines the amount of daily time spent by the respondents on social media and in following 

social media influencers and identifies the various types of gratification that the respondents derive 

from following influencers in the beauty and fitness domain. Both utilitarian and hedonic benefits drive 

follower activity. Obtaining product related information and information regarding discounts and 

promotional offers and getting to know about the new trends and information in the area of beauty 

and fitness are the primary utilitarian benefits reported by respondents for following social media 

influencers in the lifestyle category of beauty and fitness. The hedonic values that drive this online 

behavior include the opportunity to escape from existing routines and   concerns and, entertainment.  

A sense of group membership and peer pressure are also other motivations reported. User resonance 

(Shang, 2017) in terms of likes, replies and shares of influencers’ posts are fairly high and indicative 

of positive audience engagement. The study finds a positive relationship between user resonance 

levels  and intentions to purchase products recommended by social media influencers.   

4. Key Contributions and Implications 

The study highlights the various types of gratification which drive social media users to follow social 

media influencers in the area of beauty and fitness and examines resonance behavior of these 

followers. The findings of the study have relevance for marketers, social media influencers, and 

researchers. The study contributes to theory building in an area that is currently evolving. It has 

implications for social media influencers as it provides insights in to the various types of gratifications 

that drive follower behaviors. The findings of the study can be used by marketers in their quest to 

leverage the influence that online opinion leaders enjoy with their followers. Marketers stand to 

benefit   by collaborating with social media influencers as consumers are more likely to be influenced 

by the opinion and thoughts shared by these social media influencers about products and services as 

compared to advertisements given by the companies. Consumers are less likely to perceive the 

information from opinion leaders as being due to commercial motives only (Bao & Chang, 2014). Also, 

given their media choices, the youth population, an important market for beauty and fitness related 

products and services, can be better reached through online media rather than the traditional 

communication channels (Phung and Luning, 2018). Based on study’s findings, the paper identifies 

strategies that marketer can associate their brands with consumer health, beauty and fitness and 

collaborate with relevant social media influencers to reach out to customers.  

 



 

 

96 

 

References 

1. Bao, T., & Chang, T. S. (2014). Finding disseminators via electronic word of mouth message for effective 

marketing communications. Decision Support Systems, 67, 21-29. 

2.  Freberg, K. et al. (2011). Who are the social media influencers? A study of public perceptions of 

personality. Public Relations Review,  37(1), 90–92.  

3. Lin, H. C., Bruning, P. F. and Swarna, H. (2018).  Using online opinion leaders to promote the hedonic and 

utilitarian value of products and services.  Business Horizons., 61(3), 431- 442. 

4. Lin, K. Y. and Lu, H. P. (2011). Why people use social networking sites: An empirical study integrating 

network externalities and motivation theory’. Computers in Human Behavior, 27(3), 1152–1161. 

5. Phung, L. and Luning, Q. (2018).  Perception of Social Media Influencers-A study on evaluation of Social 

Media Influencer types for different beauty categorie. Retrieved from http://www.diva-

portal.org/smash/get/diva2:1213878/FULLTEXT01.pdf.  on 12.02.2020 

6. Shang, S. S. C., Wu, Y. L. and Sie, Y. J. (2017). Generating consumer resonance for purchase intention on 

social network sites.  Computers in Human Behavior , 69, 18–28.  

7. https://brandholic.in/top-10-fitness-influencers-of-india/; accessed on 17.01.2020 

8. https://www.grynow.in/blog/top-indian-beauty-influencers-in-2019.html; accessed on 17.01.2020 

9. https://www.statista.com/statistics/278341/number-of-social-network-users-in-selected-countries/; 

accessed on 02.01.2020 

10. https://www.statista.com/statistics/1036560/global-influencer-marketing-platform-market-size/; 

accessed on 02.01.2020 

 

 

  



 

 

97 

 

The analysis of wellness offer in Slovenian hotels 
Milica Rančić Demir, Katja Kokot & Maja Turnšek 
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Wellness centres within the hotel facilities are a very important component of the development of the 

hotel industry. The competitiveness of Slovenia as a tourist destination, as well as the competitiveness 

of hotels in Slovenia are largely dependent on the quality of tourist product, especially when it comes 

to wellness tourism, which represents one of the most developed type of tourism in the country. In 

addition to the typical offer which is exemplified in wellness centres (hydrotherapy, cosmetic 

treatments, massages, fitness, meditation, nutritionally balanced menus etc.), one of the frequently 

overlooked functions of wellness centres is the educational one – the spreading of wellness 

philosophy with an emphasis on healthy lifestyle.  

Wellness centres, as an important factor of competitiveness of contemporary high-class hotels, have 

a big perspective of further development, not only inside wellness tourism, but also as an additional 

service within different hotel arrangements. Modern wellness programmes have become an 

obligatory part of the offer of Slovenian wellness centres, and the organization of the wellness tourism 

in Slovenia can serve as a unique example of the mutual complementarity of the health and tourist 

function. The goal of the study is conduct an analysis based on the case of Slovenian wellness centres 

regarding to their offer and the marketing approach of hotels. This also emphasizes the significance 

of wellness offer quality for the market positioning of hotels. The objective of the study is to point to 

the significance of the customization of wellness offer to the needs of wellness tourists and the 

modern trends in wellness tourism. Therefore, an analysis of hotel websites has been carried out in 

order to research and grade the content of the wellness offer in those hotels.  

The instrument used to research the offer is composed of indicators based on ''expanded wellness 

model'' (Mueller and Kaufmann, 2001). Starting from the abovementioned model and taking into 

consideration the characteristics and particularities of the wellness offer in Slovenia, a new 

instrument has been designed for the purposed of this research.  

During the application of this measuring instrument, a method called ''content analysis'' was used 

(Krippendorff, 2004). Primary data was gathered through a detailed analysis of websites of Slovenian 

hotels which offer wellness programmes. For each of these indicators of wellness offer, what was 

graded was the existence of service, as well as the number of these services in hotels with certain 

indicators. After that, each indicator was attributed a specific value which was given as average value 

of each individual grade. 

The analysis of wellness offer of Slovenian hotels with 3, 4 or 5* was carried out. 24 hotels took part 

in the study. The sample included all four of its tourist regions and their fitting hotel types: Alpine 
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Slovenia (mountain type of hotel), Mediterranean Slovenia (coastal type of hotel), Ljubljana and Central 

Slovenia (city type of hotel) and Thermal-Pannonian Slovenia (spa type of hotel). 

As part of the study, the following indicators were analyzed: Body, Healthy diet, Relaxation, Mental 

activities and Social and natural surrounding. When it comes to the Body indicator, it's been 

established that the hotels from this sample offer very good possibilities for physical exercise to their 

guests, especially when it comes to the activities within the facility itself. Fitness, for example, is one 

of the sports contents found in the majority of the hotels, as many as 22. A large number of hotels (18) 

from the sample also has a sports pool. It was then determined that a great majority of the sample 

(83,3%) had facial treatments as part of its offer, as well as body treatments and salon services. 

Out of all the analyzed wellness programmes, the only service offered by all the hotels contained in 

the sample is a sauna. Also, most of the hotels have thermal pools as part of their offer (23 hotels) 

and massages (20 hotels). A good portion of them, as many as two third, have yoga. More than half is 

composed of hotels, which offer medical services aside from the typical/standard wellness offer.  

Using the Healthy diet/nutrition indicator analysis, it was determined that a third of the sample was 

made of hotels offering the services of a nutritionist, while a third of the sample offered vegetarian 

and organic food. These results indicate that the offer of any form of healthy food, in any facility, wasn’t 

typical of a great number of sampled hotels. 

Descriptive statistics of Relaxation indicators showed that, out of 24 hotels in the sample, five offered 

meditation, one offered laughter yoga, six had breathing exercises and five offered Tibetan exercises. 

Education was analyzed as part of the Mental activity indicator (courses, lectures, Ayurveda and 

selfness) and animations (cultural events for adults and events for children). 17 hotels had cultural 

events for adults in their offer (70.8%), while 13 hotels offered those for children (54,2%). Selfness, 

which is a new trend in the hotel industry, was offered by only two hotels, while Ajurveda programme 

was offered by one fifth of the sample. 

The indicator of Social and natural surrounding includes the analysis of the excursion to the local 

surroundings, the natural surroundings of a hotel and the existence of an ecological certificate. Only 

two hotels owned an ecological certificate and that was the EU Ecolabel certificate.  

According to the analyzed indicators, the total sum of the wellness offer was calculated, based on 

which it can be concluded that the hotels Thermal Park Laško and Grand Hotel Rogaška are the two 

best graded hotels of the sample. Both hotels are located in the Thermal –  Pannonian tourist region, 

representing the spa type of hotel and belonging to the Community of Slovenian natural spas.  

A big contribution of this study is the development of the instrument for grading the wellness offer in 

hotels or for grading any type of wellness programme. The starting point for the development of this 

instrument was the ‘’Extended Wellness Model’’(Mueller and Kaufman, 2001), which entails the most 

important wellness elements. For the purposes of this study, the initial model was significantly 

expanded and adapted to the wellness offer in Slovenia. In the course of this study, a research was 

done inside hotels, but the given instrument for wellness offer can be applied in other hospitality 

facilities offering wellness programmes. 
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At this moment, there is not a complete review of the wellness offer in Slovenia, so it would be good 

to use this model in the future, in order to determine the state in relation to the type of offer and hotel. 

This could also be used for periodic monitoring, in order to truly monitor contemporary trends. 

References 

1. Mueller, H., Kaufmann, E. L. (2001). Wellness tourism: Market analysis of a special health tourism 

segment and implications for the hotel industry. Journal of Vacation Marketing, 7(1), 5-17. 

2. Krippendorff, K. (2004). Content analysis: an introduction to its methodology. University of Pennsylvania. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

100 

 

Separate and unequal: Does homophily and relative 

deprivation affect service experience? 
Kerry Chipp & Itumeleng Mogotsi 
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The new middle class in emerging markets demonstrates the rapid social mobility that comes with 

market liberalisation. Yet many of these societies have historical structural inequality and not all 

consumers are mobile. In service environments there are reports of tension arising from class and 

racial differences, where the new middle class experiences discrimination from service staff. Using 

homophily and relative deprivation as a lens, the current study seeks to understand how social context 

and social position affects service quality. The study found that persistent structural inequality plays 

out strongly in service environments and permeates and perceptions of discrimination in service 

experiences.  

1. Purpose of the study 

Conflicts have often been studied as “dining out while black” and the racial nature of systematic poor 

service experiences has been investigated in the USA (Brewster, 2012; Brewster, Lynn, & Cocroft, 2014; 

Brewster & Wang, 2020; Dirks & Rice, 2004; Gianfranco & Hammes, 2017). Black diners have reported 

discrimination in service practices in South African restaurants and one compiled a “Welcome List” of 

restaurants where discrimination is low (Ranchod, 2017). The dual nature of race and class, however, 

is seldom explored in service studies. The current study explores the roles of race and class through 

the lens of relative deprivation and homophily. 

Emerging markets are places of rapid social mobility, but this only affects part of the market and the 

middle class exists alongside conditions of dire poverty (Chipp, Carter, & Chiba, 2019). Interactions 

between bottom of the pyramid segments of a market and the newly middle class have seldom been 

studied; most studies view the groups in isolation (Chipp et al., 2019). How the newly different class 

differences interact with existing racial and new class based prejudice has not been explored.  

Sudden shifts in social standing (i.e. status) have negative consequences for the those who progress 

and for those left behind (Jensen & Kim, 2015). Feelings of deprivation stem from social hierarchy 

(Greitemeyer & Sagioglou, 2017) which evokes a comparison process (Smith & Pettigrew, 2014). 

In order for comparison to occur and relative deprivation to be felt, there has to be strong in-group 

identification (De la Sablonnière, Auger, Taylor, Crush, & Mcdonald, 2013).  Hence the importance of 

homophily or preferable identification with others of shared social identity and the concept that 

‘similarity breeds connection’ (Currarini & Mengel, 2016). Strong in-group identification results in high 
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awareness of threats against the group over time and alert to historical change in relative deprivation 

status (De la Sablonnière et al., 2013). In relative deprivation, there are individual feelings of 

deprivation (egoistic relative deprivation) and those of the group that the individual belongs to 

(fraternal relative deprivation) (Helsper, 2017). The current paper explores how these impact service 

experiences.  

2. Research methodology 

Qualitative techniques enable depth review of phenomena or encounters based on personal 

experience and provide rich narrative data on the participants’ life journey (Merriam, 2002). The 

current research used in-depth personal interviews to customers who frequent quick service 

restaurants in the Johannesburg area. The format and approach adopted was that of the long interview 

(McCracken, 1988). 

3. Results  

The sample was split by gender in a 7/5 ratio of females to males.  Most reported growing up poor but 

in close-knit communities which developed a strong sense of homophily based on the chronic 

distinctiveness of race. Most respondents had some experience of South Africa under Apartheid, 

although this was dependent on age. Respondents were socially mobile and had opportunities to 

attend good schooling, which was often multiracial. Some had memories of fraternal deprivation when 

young as their communities were disadvantaged relative to white, wealthy communities. Childhood 

relative deprivation was more pronounced for city dwellers than rural communities. 

Discrimination is evident in service environments with two primary drivers reported: firstly, residual 

racial discrimination ingrained in the social norms from the previous Apartheid regime, where darker 

skinned people were treated worse than lighter skinned people. Secondly, there is an expectation of 

empathy by staff and an allowance for greater margin for error based on homophily.  Third there is 

the sense of egoistic relative deprivation. Egoistic relative deprivation shows signs of class differences 

that create tension when the characteristic of chronic distinctiveness, race, is the same. Individuals 

who achieve socio-economic success are often treated with perceived jealousy and getting above 

their station. Intersectionality is present, where multiple intersecting characteristics of gender, race 

and class lead to heightened discrimination. 

Respondents are very aware of persistent inequality and feel a fraternal relative deprivation on behalf 

of people from their racial group who are not socially mobile. One respondent termed this 

discrimination based on economic inequality. There is widespread recognition among respondents that 

market and social change is needed to build a more equal and inclusive society. 

4. Key contributions  

The paper contributes to the literature in a number of ways.  First it explores how disruptive social 

change (DSC) creates the potential for discrimination in service context. Recent work in SD-logic has 

incorporated institutional theory and much has sought to discuss how markets are made and shaped 

by actors (Baker, Storbacka, & Brodie, 2018; Storbacka, 2019). The current research demonstrates how 

broader social forces and large political and economic change influences markets and how actors 
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perceive each other in exchanges. Storbacka (2019) delineates actor engagement as crucial for 

resource integration and determined through the disposition of actors to engage, which can be 

cognitive, emotional or behavioural.  

Second, the paper demonstrates how differential access to resources and thereby social positions 

determines access to preferential, discriminatory or retaliatory treatment. Crucial to Storbacka (2019) 

is the resource density of individual actors, where greater resource density enables actors to achieve 

their goals. Social mobility, fostered through market liberalisation, has created greater inequalities 

leading to class distinctions and differential access to preferential treatment. Simultaneously, there 

is evidence of the “tall poppy syndrome” or “law of Jante” (Cappelen & Dahlberg, 2018; Mancl & 

Penington, 2011), where individuals who obtain distinction are targeted by others who seek to be “poppy 

clippers”. Individuals who occupy less resourced social positions, intersecting variables of race, 

gender and class feel relatively deprived and are often discriminated against in market environs. For 

individuals who are socially mobile and previously disadvantaged, their homophily for others who are 

not socially mobile fosters a sense of fraternal relative deprivation. Respondents are aware that their 

interaction forms homeopathic resource integration systems where norms of discrimination persist 

(Storbacka, 2019; Storbacka, Brodie, Böhmann, Maglio, & Nenonen, 2016).  

Third, differential resource access makes for exclusive and unequal markets, which market makers 

need to combat. In order for true market inclusiveness and social advancement of citizens in order 

for them to be full market actors new resource integration systems need to be developed (Storbacka, 

2019).  

5. Implications  

The current research highlights how at a business strategy level, businesses should design processes 

and services to be more inclusive.  At a micro-level, training staff to identify occasions of 

discrimination, as Starbucks did with their racism training (Gabbatt, 2018) should become more 

commonplace. As markets become more culturally diverse, cultural intelligence could become a key 

success factor for frontline service personnel. 
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Insight into perceived private label authenticity 
Sandra Horvat, Tanja Komarac & Đurđana Ozretić Došen 
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1. The purpose of the study  

Private labels are growing their market presence and becoming more accepted by consumers due to 

their good quality at a reasonable price. Nevertheless, they are increasingly searchingfor authentic 

brands and new experiences (Beverland, 2009 in Kadirov, 2015) where private labels are still lagging. 

The goal of this research is to verify do consumers perceive private labels as authentic brands 

measured by selected dimensions of private labels authenticity. Authenticity is defined as “the 

perceived consistency of brand's behaviour that reflects its core values and norms, according to which 

it is perceived as being true to itself, not undermining its brand essence or substantive nature” (Fritz 

et al., 2017, p. 327). Current branding literature offers different measurement scales of brand 

authenticity (e.g. Bruhn et al., 2012; Morhart et al., 2015; Fritz et al. 2017; Carsana and Jolibert, 2018). 

Dimensions of private label authenticity used in this study were as follows:    

• The credibility dimension “reflects brands transparency and honesty toward consumer, as well 

as its willingness and ability to fulfil its claims” (Morhart et al., 2015, p. 202).  

• The symbolism dimension “stands for the potential of the brand to serve as a resource for 

identity construction by providing self-referential cues representing values, roles and 

relationships” (Morhart et al., 2015, p. 203).  

• Originality reflects how different the brand is from all the other brands and expresses the 

brand uniqueness (Bruhn et al., 2012).  

• Brand commercialization reflects the process by which brands subordinate their values and 

norms to interest of profit maximization (Fritz et al, 2017).  

• Employee’s passion can be defined as an indicator of perceived enthusiasm and eagerness of 

employees in the retail chain (Fritz et al, 2017) that owns private label.     

• Trust in the chain is defined as “the expectation held by the consumer that the service provider 

is dependable and can be relied on to deliver its promise” (Sirdeschmukh et al., 2002 in Rubio, 

2017, p. 359).  

 

2. Research Methodology  

The survey method was employed. All items were measured on Liket scale from 1 to 5 (1 meaning 

stongly disagree and 5 strongly agree). The scales for testing two selected dimensions of perceived 

brand authenticity, credibility and symbolism were taken from Carsana and Jolibert (2018), for 

originality, brand commercialization, and employee’s passion from Fritz et al. (2017), for trust in the 

chain (Rubio et al., 2017). All scales were tested for internal validity, and their respective Cronbach 
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alpha values exceeded 0.7. The research was done on the convenience sample of 282 consumers by 

using self-administrated questionnaire pertain to two leading private labels on the Croatian market 

(Spar and K Plus). Descriptive statistics analysis was employed and the differences between the two 

samples were tested with t-test (using IBM SPPS, version 23).   

3. Results  

The sample consisted of 282 respondents: 223 (79%) female and 59 (21%) male, dominantly from 18-24 

years old. 

Table 1. Descriptive statistics analysis and t-test 

Variable Item 

Mean 

value K 

Plus 

Standard 

deviation 

K Plus 

Mean 

value 

Spar 

Standard 

deviation 

Spar 

p-value 

Originality 

The brand X is different from all 

other brands (ori_01) 
2,41 ,802 2,87 ,893 

0,024898 

 

The brand X stands out from 

other brands (ori_02) 
2,70 ,902 3,05 ,928 

I think the brand X is unique 

(ori_03) 
2,29 ,899 2,71 ,907 

The brand clearly distinguishes 

itself from other brands (ori_04) 
2,70 ,947 2,98 ,906 

Symbolism 

Brand X is a brand that adds 

meaning to people’s lives 

(sym_01) 

2,65 ,887 2,99 ,815 

0,075347 

 

Brand X is a brand that connects 

people with their real selves 

(sym_02) 

2,23 ,831 2,69 ,829 

Brand X is a brand that connects 

people with what is really 

important (sym_03) 

2,57 ,880 2,89 ,859 

Credibility 

Brand X is a brand that will not 

betray you (cre_01) 
2,87 ,804 3,11 ,704 

0,027221 

 Brand X is a brand that 

accomplishes its value promise 

(cre_02) 

2,77 ,799 3,13 ,809 

Brand 

commercialization 

The brand X is commercial 

(brc_01) 
3,82 ,883 3,50 ,961 

0,041536 

 

The objective of brand x is 

making profits, even if this 

contradicts its ideals (brc_02) 

3,70 ,884 3,50 ,953 

The objective of brand x is 

making profits, even if this 

means neglecting its initial 

brand promise (brc_03) 

3,57 ,950 3,38 ,923 
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Employee’s 

passion 

I have the feeling that the 

employees like working for 

brand X (emp_01) 

1,77 ,769 2,76 ,992 

4,07592E-

06 

 

I perceive the employees of 

brand X as being motivated 

(emp_03) 

1,84 ,804 2,70 ,962 

The employees enjoy working 

for brand X (emp_04) 
1,79 ,779 2,73 ,992 

Trust in the chain 

The chain has not disappointed 

the consumers (tru_01) 
2,40 1,055 3,23 ,848 

0,020479 

 
The chain is honest (tru_02) 2,21 ,874 3,02 ,815 

The consumers trust in the 

chain (tru_03) 
2,78 ,979 3,43 ,786 

Source: authors’ research 

Research results show that the highest mean values are related to brand commercialization 

dimension of brand authenticity. Respondents think both private labels are primarily focused on profit. 

The lowest scores were associated with a dimension employee’s passion. Respondents do not agree 

with the notion that employees like to work for the retailer, and that  

they are motivated. This goes in line with the results for trust in the chain dimension. This is especially 

evident for K Plus private label. Finally, when it comes to other dimensions; originality, symbolism and 

credibility, respondents are indifferent for both private labels. Private label Spar has all mean values 

higher than private labels K Plus (except in brand commercialization dimension) and these differences 

are statistically significant as shown by the p-values in Table 1.   

4. Key contribution and implications  

Although retailers are increasingly investing in the quality of private labels and the presence in 

different categories, they are neglecting the development of brand identity as a prerequisite of 

perceived authenticity. This has led to the research finding that private labels are commercial brands 

interested in making profits. On the other hand, when it comes to dimensions like originality, 

symbolism and credibility, respondents are not associating them with both private labels. Therefore, 

retailers should focus more on differentiating private labels from leading national brands and 

developing their own clear brand identity. However, private label identity would never be completely 

separated from the identity of the retailer, as their owner. Therefore, retailers should strive to be 

trustworthy and have motivated and satisfied employees because their passion can translate into 

favourable private label perception. Employee’s passion in relation to retailer and private labels can 

reinforce consumer trust and help build authenticity. Giving the rising importance of brand authenticity 

retailers should take a more holistic approach to private label management. 
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