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Preface

The Academy of Marketing Science was founded in 1971, held its first Annual Conference in 1977, and has

grown and prospered ever since. The relevancy of the Academy’s mission and activities to our chosen target market of
the marketing professorate has been a key factor in attracting the discipline’s best and brightest from all over the world.

The revised Articles of Association of the Academy, approved the Board of Governors in the spring of 1984,

and by the general membership if the fall of that year, define the mission of the Academy as follows:

1.

10.

11.

Provide leadership in exploring the normative boundaries of marketing, while simultaneously seeking new ways of
bringing theory and practice into practicable conjunction.

Further the science of marketing throughout the world by promoting the conduct of research and the dissemination
of research results.

Provide a forum for the study and improvement of marketing as an economic, ethical, social and political force
and process.

Furnish, as appropriate and available, material and other resources for the solution of marketing problems, which
confront particular firms and industries, on the one hand, and society at large on the other.

Provide publishing media and facilities for Fellows of the Academy and reviewer assistance on the Fellows’ schol-
arly activities.

Sponsor one or more annual conferences to enable the Fellows of the Academy to present research results; to learn
by listening to other presentations and through interaction with other Fellows and guests; to avail themselves of the
placements process; to conduct discussion with book editors; and to exchange other relevant information.

Assist Fellows in the better utilization of their professional marketing talents through redirection, reassignment and
relocation.

Provide educator Fellows with insights and suck resources as may be available to aid them in the development of
improved teaching methods, materials, devices and directions.

Seek means for establishing student scholarships and professional university chairs in the field of marketing.
Offer Fellow of the Academy status to business and institutional executives and organizations.

Modify the Academy’s purpose and direction as the influence of time and appropriate constructive forces may dic-
tate.
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CONSUMER PERCEPTIONS OF QUALITY, RISK, AND VALUE:
A CONCEPTUAL FRAMEWORK

Pelin Bicen, Texas Tech University, United States
ABSTRACT

Consumer purchase intention has attracted so much attention by marketing scientists and marketing managers because of its
importance in consumer behavior. In marketing literature, two streams of research regarding value assessment and perceived
risk have been trying to understand the process of consumer purchase intention. The first research stream of value assessment
was initiated by Monroe’s (1979) conceptualization of perceived value in which value is defined as a trade off between
perceived quality and monetary sacrifice and also characterized as an antecedent of consumers’ willingness to buy. After he
introduced the model, his model has been extended by adding different quality cues which are the antecendents of quality and
sacrifice (Doods et al. 1991). The second research stream of perceived risk is initiated by Bauer, claiming that the issue of
risk taking is readily seen as an integral part of many familiar phenomena of consumer behavior (1967, p.30). In particular,
Bearden and Shimp (1982) conceptualized a model in which different extrinsic product cues impact product value assessment
through perceived risk. The two research streams were first integrated by Wood and Scheer (1996), who proposed that
purchase intention is mediated by overall evaluation of the deal in which product benefit, product costs, and perceived risk
are the antecedents. However, Sweeney, Soutar and Johnson (1999) proposed that perceived value is not directly influenced
by perceived quality but rather perceived risk mediates the relationship between them. The authors used the financial and
performance risks to define the overall perceived risk in their study. Agarwal and Teas (2001) extended their study by
proposing that financial risk is the primary mediator of the relationship between monetary sacrifice and perceived value,
whereas performance risk is the primary mediator of the relationship between perceived quality and perceived value. The
authors used four extrinsic product cues in which brand name, store name, and country name impact the perceived quality,
and price impacts both perceived quality and monetary sacrifice.This study extends the Agarwal and Teas’s (2001)
conceptual model in four ways. Firstly, in marketing literature there are a number of intrinsic and extrinsic product cues that
impact the concepts of perceived quality and perceived risk such as manufacturer reputation, retailer reputation, packaging,
and warranty. In this study, warranty will replace the country name while other extrinsic cues will remain the same.
Secondly, in perceived risk-perceived value literature only financial risk and performance risk have been examined. In what
is unique to this study, it is proposed that financial and performance risks are mediated by psychological risk. Thirdly, this
study posits that monetary sacrifice and perceived quality have both direct effect and indirect effect through psychological
risk on perceived value. Finally, this study posits the possibility that financial risk and performance risk do not completely
mediate the relationship between monetary sacrifice, perceived quality, and psychological risk. Thus, there can be direct
linkages between monetary sacrifice and psychological risk, and also between perceived quality and psychological risk. An
experiment is proposed to test the hypotheses developed in the study. The study design will be a 3x2x2x2 factorial between
subject experiment.
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THE PRICE IS RIGHT! OR IS IT?
Komal Gyani Karani, Drexel University, United States
ABSTRACT

Consumers are bombarded with information about different products being offered at different ‘sales’ or ‘special deals.’
Many retailing firms use price as a major differentiating factor to set themselves apart from other merchandisers, but with the
glut of differently priced products in the market, it may not help much if the consumers are unable to assimilate and recall the
information.

This study examines the effect of numerous retailers offering similar products at different prices and the consumer’s ability to
recall and pick the best ‘value’ deal. It builds on previous research by Jacoby, Speller & Kohn(1974), Scammon(1974) and
Malhotra(1982). All these studies accepted that there are finite limits to a person’s attentional resources. Most researchers
investigated the effects of information load on consumer decision making by product attributes and alternatives as measures
of information. However, there has not been much work which looks at price as a measure of information. I hope to fill this
gap with this paper. This study puts forward the hypothesis that different prices by different merchandising firms for the same
product will eventually lead to an information overload leading to consumer confusion by adding to the finite amount of
information that a consumer can process. After a certain point, the consumer is unable to recall which seller is offering the
best value and the probability of his/her making a utility maximizing purchase decision follows a parabolic curve. That is, at
first, increasing the choice set presents the consumer with more options and increases her likelihood of finding a better deal.
But as the choice set expands to a level where it takes up more of attentional resources than the consumer is willing to
allocate to the purchase decision, (s)he may tune off and stop absorbing further information to try to reduce the information
overload.

This effect will be more prominent in the case of lower involvement products than in the case of higher involvement
products. In case of the high involvement products, the consumer will be more likely to postpone the purchase decision than
carrying out the purchase in a state of confusion. This is because high involvement products are typically expensive, reflect
on one’s self-image and/or have serious personal consequences. Since there is more at stake in case of higher involvement
products, this study predicts that even though the confusion created by increasing number of sources involved in promotion
for a product may be comparable for all types of purchases, consumers will be more likely to carry out the purchase even in
their state of confusion in case of a lower involvement purchase than in case of the higher involvement purchase.

Another effect of the information overload will be reduced confidence from the purchase, since the consumer will be left
wondering if his/her purchase was actually the value optimizing deal or if there is another retailer selling the desired product
at a still lower price. Since confidence in the purchase decision reduces the perceived risk of the transaction, reduced
confidence leads to a state of increased confusion and decreased satisfaction from the purchase.

These hypotheses draw from theory explaining confusion and consumer confusion. One of the sources of consumer
confusion is overchoice. Mitchell and Papavassiliou proposed that some of the ways consumers deal with confusion is by
doing nothing, postponing or abandoning the purchase. Therefore, if more information does not increase confidence levels
and leads to an overload, eventually, confusion could set in which could be followed by a decision of ‘no-buy’ or ‘purchase
postponement’ which is the reverse of what the marketing efforts of different firms aim for. This happens when the
consumer’s confidence falls below a minimally acceptable threshold and she decides that no choice is better than a wrong
choice which delivers less than the value expected.

This is highly significant for managers and academicians alike since pricing has been considered an important differentiating
factor between different merchandisers. This study attempts to determine if pricing may be losing its significance as a
differentiator since the marketplace is overloaded with too many merchandisers offering products at too many varying prices.
Even worse, by causing potential buyers to postpone or even abandon their purchase plans, multiple prices may be driving
some consumers out of the marketplace. Therefore the implications of this study are clear: retailers need to consider other
variables in the marketing mix too to make an impact instead of simply relying on a mantra of lowest price.
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PARENTAL AND SIBLING IDENTIFICATION: A NEW THEORETICAL FRAMEWORK FOR THE EFFECTS
OF BIRTH ORDER, SEX CONGRUENCY AND ETHNICITY ON PURCHASE INFLUENCE

Adriana M. Boveda-Lambie, University of Rhode Island, United States
ABSTRACT

Previous literature operationalizes family as a household or comprehensive unit, with only part of its members being
researched — primarily parents and children focusing on on the influence of parents on the socialization of the children and
their consumption behavior (Childers and Rao 1992; John 1999; Moore-Shay and Lutz 1988; Moschis 1978; Moschis and
Churchill 1978; Moschis 1987; Ward 1974), on the influence of the family environment on socialization (Moore-Shay and
Berchmans 1996; Moschis 1987), on spousal decision making (Chenting, Edward, and Keying 2003; Davis and Rigaux 1974;
Ford, LaTour, and Henthorne 1995; Seymour and Lessne 1984; Webster 2000; Wilkes 1975) and the influence of the child
on the parents (Selwyn 2004).

A family consists of two or more people, one of whom is the householder, related by birth, marriage, or adoption and residing
in the same housing unit. A household consists of all people who occupy a housing unit regardless of relationship. A
household may consist of a person living alone or multiple unrelated individuals or families living together (Census.gov).
The family unit is a socialization agent, along with peers, schools, organizations, advertising and mass media.

This paper has two objectives. First, to add to the existing consumer socialization literature by outlining new research
propositions that disaggregate the family model into two units (parent-offspring and sibships), and evaluating their influence
on each other’s purchases. Second, the unique contribution of examining the moderating variables of sex congruency and
birth order, to determine how they can affect the magnitude and direction of the influence in both units.

This paper also attempts to establish a theoretical framework that answers John’s (1999) call for research regarding
disaggregating the family unit by proposing a new family influence model that further breaks down the parental influence
model, and seeks to extend the limited existing body of research on sibling influence on consumption behavior. Family
influence models previously researched have neglected to include siblings as a source of influence on each other’s purchases.
This paper disaggregates the family into parents and siblings and proposes new avenues for research into sibling influence
considering moderating variables. Further research and implications are discussed.
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DESIRE FOR VISUAL AESTHETICS (DVA) IN THE STORE ENVIRONMENT: CONCEPT AND
MEASUREMENT

Anshu Saran, University of Texas-Pan American, United States
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Morris Kalliny, University of Missouri-Rolla, United States
Michael S. Minor, University of Texas-Pan American, United States

ABSTRACT

The paper describes the development, purification, and validation of a reliable self-report scale designed to measure the
Desire for Visual Aesthetics (DVA) in the store environment. Despite the increasing amount of research on aesthetics, there
is no guidance available to businesses to measure their customers’ desire for visually aesthetic environments, or for
environments with better or improved design. After all, an individual’s aesthetic sensitivity is affected by his or her artistic
judgment, which may differ from one person to the other.This research conceptualizes and develops a multi-item scale that
measures an individual’s level of desire for aesthetics in the store environment. Such a scale will have the potential to aid
retailers to recognize possible improvement opportunities in store aesthetics and be able to position themselves according to
the minds of the target market.

While superior designs help to distinguish from competitors, and gain recognition for some (Bloch, Brunel, and Arnold
2003), it is possible that superior visual aesthetics do the same for stores in their physical store environment. Bloch, Brunel,
and Arnold (2003) state that aesthetics (visual) have a symbolic function on how a product is understood and evaluated, and
as per Hollins and Pugh (1990), product appearance is the central channel for building the relationship between consumers
and products. This research proposes that aesthetics can be applied to the store environment as well, suggesting that
consumers might experience a higher level of satisfaction when they encounter a fine, or an agreeable atmosphere within a
store.

Based on conceptual and empirical material obtained, which included focus groups, individual interviews, and 891 surveys,
DVA emerged as a uni-dimensional, 9-item, construct comprised of elements from two domains: hedonistic and utilitarian.
For the purpose of this research, the desire for visual aesthetics in the store environment is defined as a person’s desire for all
the necessary cues, such as layout, atmospherics, and design and display, that would please the senses, and may attract and
retain customers, as well as motivate them to increase the length of time they spend in the store.

One of the most important managerial implications of this study is that store aesthetics could influence the decision of the
customers with regards to the store choice. The research also provides evidence for reliability and validity. The scale could be
used by academicians and practitioners alike, and could replace single items to measure the concept. Future research could
investigate the possibility of developing a model using this scale and the intention to purchase for a particular store with
aesthetics as a predictor variable. It could possibly be used in cross-national research, and longitudinal research could be
undertaken to evaluate if the people’s liking for store aesthetics is undergoing a change.
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DO OTHER CUSTOMERS MATTER? EXAMINING THE IMPACT OF OTHER CUSTOMERS
IN RETAIL/SERVICE SETTINGS

Jingyun (Kay) Zhang, Bowling Green State University, United States
ABSTRACT

Service encounters take place in the presence of other customers in numerous service settings (Martin and Panter 1989). It
has been claimed that in most retail and service settings, the volume of customer-to-customer interactions greatly outnumbers
that between customers and employees (Martin and Clark 1996). Despite the importance of other customers, the influence of
other customers has largely been overlooked by both practitioners and academics (Martin and Pranter 1989).

The major purpose of this article is to examine the impact of other customers upon one’s service experience. Three basic
research questions are specifically examined in this article: 1) When do other customers matter? 2) What types of interactions
do customers engage in with other customers? 3) Why do customers engage in interactions with one another?

In this article, relevant literature related to customer-to-customer interactions in retail/service settings is reviewed. Findings
from two studies involving both Critical Incident Technique (CIT) and qualitative interviews addressing the specific research
questions are presented and discussed. Finally, the paper concludes by suggesting future research directions.

The finding suggests that the importance of other customers’ impact vary across different retail/service settings. Using CIT, 9
groups of different type of customer-to-customer incidents in retail/service settings are classified. It was also found that
customers engage in customer-to-customer interactions based different types of motivations including functional, social and
psychological motivations.

Overall, current literature on customer-to-customer interactions in retail/service settings still remains exploratory in nature
and there appears to be a lack of theory that explains the process of customer-to-customer interactions and how and why
other customers influence one’s service experiences. However, this is also a promising area deserving much more research
attention in the future.
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WHO IS TO BLAME? THE EFFECTS OF STORE IMAGE AND PRODUCT BRANDING
ON THE ASSIGNMENT OF RESPONSIBILITY FOR FAILURES INVOLVING MULTIPLE FIRMS
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ABSTRACT

The current work examines who consumers hold responsible when multi-loci failures occur- failure situations in which
multiple firms contribute to the failure. Much of the literature that examines consumer responses to product and service
failures has traditionally focused exclusively on situations that are caused by a single firm or employee (Bitner 1990; Folkes
1984; Folkes, Koletsky, and Graham 1987; Oliver and DeSarbo 1988). There are many failure situations in which multiple
firms jointly contribute to or potentially contribute to the failure. Indeed, the growing trend in outsourcing production,
distribution, and various sales activities has made error-free delivery of products and services quite challenging for
organizations (Bennedsen and Schultz 2005; Hamm 2004). In two studies, we establish that both retailers and producers are
blamed for failures occurring in the food industry. In a scenario-based survey, we manipulate store image and product
branding to examine whether these constructs buffer retailer and producer responsibility, respectively. Store image has little
impact in a multi-loci failure. Interestingly, counter to the standard understanding of brand equity, product branding draws
blame to the producing firm. Perceptions of responsibility had direct effects on “exit” and “voice” after controlling for
satisfaction. Implications for future failures research, retail policy, and brand equity are also discussed.



RELIGIOUS AND CULTURAL ANIMOSITY MODEL EXTENSION:
IMPLICATIONS FOR PURCHASE INTENTIONS
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ABSTRACT

Although issues of cultural and religious differences are complicated, assessing the influence of cultural and religious
animosity have on purchase intentions is even more complex and is often neglected in the consumer behavior literature
(Klein, Ettenson and Morris 1998). The purpose of this study is to twofold: 1. to extend the animosity model developed by
Klein, Ettenson and Morris (1998) by adding cultural and religious animosity constructs. 2. to provide a measurement tool
and an understanding of how cultural and religious differences impact consumer intention to purchase regardless of beliefs
regarding the quality of the product.

INTRODUCTION

One of the main areas neglected in consumer research is the impact of religious differences and cultural stereotypes on
foreign purchase intention and foreign product quality evaluation. Huntington (1993) argues that differences in history,
language, culture, tradition and, most importantly, religion will be the driving forces for conflicts. History is full of examples
of wars that have been fought based on religious and cultural differences. If religious and cultural differences can lead to
armed conflict and atrocities, it is reasonable that religious and/or cultural animosity toward a nation or culture might also
affect consumers’ willingness to buy products produced by companies identified with the source of this animosity. Although
there has been a substantial amount of research with respect to the country of origin effect (COO) and ethnocentricity,
arguably these phenomena are different than those proposed here, a contention substantiated by the results uncovered by
Klein and her colleagues (1998). The purpose of this study is twofold: 1. to extend the animosity model developed by Klein,
Ettenson and Morris (1998) by adding cultural and religious animosity constructs 2. to provide a measurement tool and an
improved understanding of how cultural and religious differences impact consumer intentions to purchase products regardless
of their product quality evaluations or ethnocentricity. There is a growing need for such measures as more corporations seek
a global market, bringing them face-to-face with potential animosity from consumers in that marketplace.

RELIGIOUS AND CULTURAL ANIMOSITY

Klein and her colleagues (1998) argue that animosity is a country-specific construct based on beliefs regarding the collective
actions of that particular country either in the past or today. These beliefs inform consumer attitudes about the
appropriateness of products from that country. Their findings show that consumer animosity toward the military and/ or
economic actions of a country lead consumers to reject products identified with that country despite their evaluations of the
product itself. Ethnocentrism, which is a belief that buying all foreign products is inappropriate, also leads consumers to
reject products regardless of product quality. These constructs are independent, in prior empirical trials (Klein et al. 1998).
Thus, an individual unwilling to purchase products from one foreign country based on war or economic animosity might be
perfectly willing to buy products from another foreign country. Another distinction between ethnocentrism and animosity is
the perception of product quality. Netemeyer, Durvasula, and Lichtenstein (1991) found a negative correlation between
ethnocentrism and product judgment. However, in the case of animosity, it is conceivable that consumers who bear animosity
toward a culture may still be objective about judging the quality of their products.

There are also crucial differences between war and economic animosity constructs developed by Klein, and her colleagues
(1998) and our religious and cultural animosity constructs. First, these types of animosities are different from one another in
terms of what they represent. Huntington (1993) argues that culture and religion define who we are. He argues that a person
for example, could be a half Chinese and a half Japanese but a person could not be a half Muslim and a half Christian. We
can safely argue that people may find it easier to compromise on issues that are based on economics or wars and find it harder
to do the same when it comes to culture and religion. Based on this we argue that cultural and religious animosity may be
deeper and longer lasting compared to war or economic animosity. Second, the war construct is based on past or present
wars between countries or nations while cultural and religious animosity constructs are based on present religious and
cultural differences discords.



Finally, it can be argued that the impact of cultural and religious animosity can be more prevalent among citizens compared
to war or economic animosity. For example, according to CBS news, millions of people in Iraq did not resist the U.S.
occupation and it can be safely assumed that if this war was viewed to be a religious war, these people would have probably
acted differently. Based on this argument we believe cultural and religious animosity may be more shared by people of one
nation than war or economic animosity. We also argue that animosity and ethnocentrism are fundamentally different.

THE CULTURAL AND RELIGIOUS ANIMOSITY MODEL

Klein and her colleagues (1998) proposed the construct of animosity between nations and their finding support its impact on
foreign product purchase. Klein’s model, which developed scales to measure war and economic animosity (defined as
remnants of antipathy related to previous or ongoing military, political or economic events), demonstrated the negative
impact of these constructs on Chinese purchase intentions related to products from the source of this animosity, Japan.
Nijssen and Douglas (1999) tested the animosity model in The Netherlands and found support for the theory. They also found
that those who are willing to travel to foreign countries to have a positive attitude toward foreign products. Shin (2001) tested
the animosity model in Korea and found support for it as well. Although the model has been supported we argue that
animosity toward another country or culture emanates from several potential sources in addition to those identified by Klein,
et al (1998) and Figure 1 attempts to model these factors. Specifically, extant literature identifies the potential of religious
and cultural animosity to impact purchase intentions.

Carroll (2001) argues that more people have been killed in the name of Jesus Christ than any other name in the history of the
world. There is little doubt that the terrorist attacks of September 11, 2001 were due to religious animosity, at least in part.
Throughout history, religion has played a critical role in many aspects of life including whether countries traded with each
other or declared war against each other. Although empirical documentation of the impact of religious animosity on
consumers’ purchase intention is lacking, anecdotal evidence suggests that there is an impact of religious animosity on
consumers’ purchase intention. For example, some Muslim religious leaders make it a religious and a moral obligation for
the faithful to boycott foreign products from certain countries at certain times. Muslim leaders have called for a boycott on
French products in protest over France's move to ban Islamic headscarves from schools (Aljazeera News 2004). It seems
plausible to suspect that this religious animosity plays a role in their willingness to buy foreign products, thus we propose:

H1: Religious animosity will have a negative impact on consumers’ willingness to buy products representative of rejected
religious values.

Netemeyer, Durvasula, and Lichtenstein (1991) found that customers who believe it is wrong to buy foreign goods tend to
perceive foreign goods to be of lower quality. However as argued above the situation of animosity is different. It seems
plausible to think that consumers who harbor religious or cultural animosity may still be able to view products from the hated
country objectively. Thus we propose:

H2: Religious animosity will have no effect on product judgments.

Cultural animosity has also played a role in world affairs and in consumer behavior. Grantham (1998) argues that it is easy to
trace French animosity toward America back a century and a half and this animosity played an instrumental part in placing
quotas on American films in France. Similarly, American consumers boycotted French products (wine, etc.) during the
American/Iraqi war because the French government would not support the American invasion of Iraq (CBS News 2003).
Meanwhile, Saudi schoolchildren are taught intolerance and contempt for the West, Christians and Jews in their textbooks
(Harris 2003). It seems plausible that cultural animosity will have a negative impact on foreign product purchase intention.
In regard to product judgment, we use the previous argument where we suspect that cultural animosity will not impact
product judgment. Thus we propose:

H 3: Cultural animosity will have a direct negative impact on willingness to buy.
H4: Cultural animosity will have no effect on product judgments.

It seems logical to think that there is an overlap between religion and culture. We believe religion has an impact on culture
and cultural practices. For example, Kabasakal and Bodur (2002) argue that the Koran (the holy book of Islam) indicates
inequalities in power distribution and Islam clearly advocates that people accept the authority of people in leadership



positions and followers should not be critical of decision and applications of their superiors but obey them without any
question. It is clear that this religious teaching has influenced the culture and values of the Arab world. Thus we propose:

HS: There is a positive correlation between religious and cultural animosity.

Finally, we argue that our religious and cultural animosity constructs and Klein et al war and economic animosity constructs
will be correlated. This is based on the logic that many wars were fought because of religion and culture as we argued above.
In many situations war becomes the outcome or the demonstration of these religious and cultural animosities. It seems
plausible to assume that religious and cultural difference may answer the question: why there is an animosity between
nations? While war may answer the question: what do nations do as a result of these religious and cultural differences? On
this premise we suspect that cultural and religious animosity will be correlated with war and economic animosity. Thus we
propose:

H6: Religious animosity and war animosity will highly correlate.

H7: Religious animosity and economic animosity will be positively correlated.
HS: Cultural animosity and war animosity will be positively correlated.

H9: Cultural animosity and economic animosity will be positively correlated.

METHOD

Given the lack of theoretical guidance regarding what items should be included in the constructs of religious and cultural
animosity, a qualitative study was conducted. Due to the sensitivity of the issue of religion and culture, a depth interview
methodology was employed. A standard question guide including some probing questions was developed. Interviews were
analyzed to identify themes that would provide the researchers presumptive scale items (Glaser and Strauss 1967).

A stratified sample procedure was used to select informants (Davis 1997; Patton 2000). Our goal was to obtain a sample that
would include representation from all major religions (Christianity, Islam, Judaism, Hinduism and Buddhism) and cultures
(North America, Middle East, Far East, Africa, and Latin America). Informants were chosen from a group of international
students at a major US university with an international focus. Informants consisted of two Indians (Hindu), two Latin
Americans (Christian), two Middle Easterners (Muslim), two Chinese (Buddhist), one African (Muslim), one Bangladesh
(Muslim), one Caucasian American (Christian) and one Middle Easterner (Christian). Both genders were represented (5
females and 7 males) and a range of ages (16-52).

The analysis of the interviews provided some interesting findings. Unsurprisingly, most informants felt their religion and
culture was superior to others. The reasons given for religious superiority were ‘the age of the religion, its truth content, and
its consistency. Sources of cultural superiority were the age of the culture and major cultural elements, such as. Most
participants felt that making fun of one’s culture or sarcastically questioning values found in one’s culture may cause anger
and animosity toward the source of these comments. Some participants stated that being stereotyped was a source of distress
and a cause for resentment and animosity. When participants were asked to define cultural and religious animosity,
participants used the following key words: anger, disrespect, intolerance and hatred. Finally, Participants stated that cultural
and religious animosities affect nations negatively by leading to conflicts. Below we discuss how the information obtained
from interviews was used to develop the questionnaire. The qualitative data collected was analyzed using thematic coding to
identify a total of 29 items (17 religious animosity and 12 cultural animosity items).

The 29 items, along with demographics and a religion item comprised the survey that was administered to a sample of 113
graduate and undergraduate students at the same US University (see Table 1). All items (except for the religious item) were
measured using a 5-point Likert type scale with strongly agree and strongly disagree as anchor points. Questionnaires were
distributed during class and later collected to ensure anonymity and reduce response bias by preventing respondents from
being influenced by others to respond in a certain way thinking that one response is preferred to the other (Nunnally and
Bernstein 1994, p. 391). Cronbach’s alpha, Factor Analysis, and item-to-total correlation were used to assess validity and
reliability of the constructs (Churchill, 1979).

Unless otherwise stated, all analysis was conducted using SPSS 11.0. Factor analysis employed Maximum Likelihood
extraction with an Oblique rotation (Gorsuch, 1997a). To test the dimensionality of the items, Exploratory Factor Analysis
(EFA) was conducted. As shown in Table 2, an eight factor solution was obtained that explained 41% of the variance. Five



items of the original 29 items loaded on factor one with factor loadings greater than the .3 cutoff suggested by Nunnally and
Bernstein (1994). Five items loaded on a second factor using the same criterion. The first factor contains items reflecting
religious animosity and the second, cultural animosity. Religious animosity and cultural animosity constructs demonstrated
acceptable reliability based on Cronbach’s alphas (.71 and .86 respectively).

Hypotheses Testing

A test of the animosity model was performed using Structural Equation Modeling (SEM) implemented by Amos (4). As
Table 3 demonstrates, a good fit between the data and theoretical model. H, postulated that religious animosity will have a
negative impact on willingness to buy products representative of different religious values. The resulting path coefficient
between these constructs supported HI. H2 stated that religious animosity will have no effect on product judgments. A
strong positive relationship between animosity and product judgment was found thus hypothesis 2 was not supported. This
result is similar to what (Netemeyer, Durvasula, and Lichtenstein 1991) found in regard to consumer ethnocentrism and
product judgment. H3 postulated that cultural animosity will have a direct negative impact on willingness to buy. H3 was
strongly supported by a coefficient path of -.73 between cultural animosity and willingness to buy. Subsequently, religious
and animosity subscales were combined to form one variable that we called animosity, which also demonstrated a strong
negative effect on willingness to buy, offering further support to the previous hypotheses. H4 postulated that cultural
animosity will have no impact on product judgment. H4 was not supported. Similar to the case of religious animosity, we
found a strong relationship between cultural animosity and product judgment. The path coefficient also revealed a strong
correlation at .81 between religious and cultural animosity supporting HS5. H6 stated that religious animosity and war
animosity will highly correlate. There was a strong correlation between religious animosity and war animosity at .88
supporting H6. H7 postulated that religious animosity and economic animosity will be positively correlated. A significant
correlation of .336 was found between these two constructs supporting H7. A significant positive correlation of .451 between
cultural and war animosity was obtained supporting H8. Finally a significant correlation of .36 between cultural and
economic animosity was found supporting H9.

CONCLUSION

This paper presents evidence of the existence of cultural and religious animosity between individuals from different cultural
and religious backgrounds. The terrorist attacks of September 11, 2001 are the most recent reminders of these animosities.
Some researchers (see Huntington, 1993) suggest that cultural and religious animosities are likely to increase in the future
due to increase in civilization-consciousness. The purpose of this paper was to extend Klein et al. (1998) animosity model by
adding two more constructs (religious and cultural animosity) and to create a scale that would allow us to measure religious
and cultural animosity. We collected data for different populations to develop and purify the scales. Discrimiant validity
showed that cultural and religious animosity scales are distinct and measure different kinds of animosity, which are related to
Klein’s et al. war and economic scales. The data colleted present empirical evidence that cultural and religious animosity
have a negative impact on willingness to purchase foreign products. This result is similar to the effect of war and economic
animosity on purchase intention found in Klein et al. study. This study provides support for Klein et al (1998) theory of
animosity and extends the theory to now include religious and cultural animosity and their impact on purchase intention. The
data also provide evidence that religious and cultural animosity have a negative effect on product judgments which was also
found in prior studies regarding consumer ethnocentrism. This is an important finding because it suggests that consumers’
might be blinded regarding the quality of foreign products due to cultural and religious animosity that they may have toward
the producing country. Although animosity and consumer ethnocentrism are two different things, it can be argued that this
study provides support for the product judgment theory because in both cases consumers are blinded by love of one’s
country, religion or culture. This study also suggests that consumer ethnocentrism is related negatively to product judgments.
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Table 1

Sample Demographics (Sample #1 and #2)

Variable Sample # 1 (Percentage) Sample # 2 (Percentage)
Age
18-25 79 40
26-30 11 25
31-40 5.5 15
41-50 2.5 10
51-above 2 10
Gender
Male 35 40
Female 65 60
Education
Less than High School 0 3
Table 2

Factor Analysis Results

Religious Animosity Construct

Item Factor Loading
I will never forgive the Muslims for September 11. 384
I think Islam is a good religion. 404
I feel angry toward Muslims. 744
The events of September the 11 have caused me to feel angry 901

toward Muslims and Islam.

Reliability = .72

Cultural Animosity Construct

Item Factor Loading
I think if we get rid of Muslims, this

world will be a much safer place. 451

I think Arabs encourage the killing of other people. 781

I think it is stupid that women cover their 402

faces in Muslim countries.

I think the Arab culture encourages terrorism. 157

I think the Arabs are responsible for

the terrorism that is currently taking place. .643

The Arab culture is stupid. 477

Reliability = .83
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Yong Jian Wang, University of Texas-Pan American, United States
Monica D. Hernandez, Kansas State University, United States
Michael S. Minor, University of Texas-Pan American, United States

ABSTRACT

In today’s unpredictable market environment, superstition may be deployed by a consumer in controlling and predicting
particular market conditions with uncertain information. Particularly, when consumers encounter a brand logo without
experiencing a company’s service or consuming its products, superstitious beliefs may serve to fill the void of the unknown
to evaluate the brand logo and judge the services or products. Our purpose is to examine the role of various superstitious
beliefs in the way consumers process information and link their beliefs to brand logos.

We proposed six variables affecting superstitious evaluation of brand logos, in order to measure the unconscious memories
and beliefs in consumers’ interpretation of brand logo meanings not accounted by experiencing a company’s services or
consuming its products. These variables include belief in fate, belief in fortune-tellers, belief in magic and fictional figures,
belief in urban legends, belief in lucky charms, and belief in superstitious rituals.

Our survey instrument was based on previously tested scales, including both positive and negative aspects of superstitious
beliefs. Factor analysis results confirmed that superstitious beliefs include both aspects.

Multiple regression analysis was used to investigate the relationship between consumers’ superstitious evaluation of brand
logos and six independent variables (superstitious beliefs). Results indicated that consumers’ belief in fate has a negative
effect on their superstition toward brand logo, while consumers’ belief in fortune-tellers, belief in magic and fictional figures,
belief in lucky charms, and belief in superstitious rituals have positive effects on their superstition toward brand logo.

Our study indicates that highly fatalistic individuals are less likely to rely on environmental clues, such as brand logos, to
explain their consumer-related benefits because they tend to believe that fate determines their fortune. Our study also

revealed that brand logos associated with good luck and fortune might increase brand equity.

The understanding of the effects of superstition in consumer evaluation of brand logos offers an unexplored perspective from
the traditional and scientific-based consumer behavior research concerning evaluation and decision process.
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China’s Changing Culture: Rural and Urban Consumers’ Favorite Things

Fracis Prion, Qatar University, State of Qatar
Abstract

Following the upheavals of the revolutionary era, the People's Republic of China's consumer culture is somewhat over twenty
years old. In this research, we aim at discovering and thus better understand what Chinese consumers value most, among
their possessions. In turn, this finding should help us better understand the contemporary Chinese culture.

All data were collected through at-home, in-depth personal interviews, following established guidelines outlined by Lincoln
and Guba (1985), and Wallendorf and Belk (1989). A snowball sampling (Doran 1997) resulted in the participation of 20
rural and 20 urban households.

Participants' demographic profile ended up matching well the national profile in terms of income, and the gender and age
make-up of the rural and urban samples were not significantly different.

Four categories emerged to comprehensively represent all the favorite products identified by the participants: entertainment,
functional, hedonic, and mementos. In addition, a numerically significant number of participants could neither think of a
favorite product nor possess one. As developed in the paper, conventional typologies, such as Hostede (1980) and Triandis'
(1995) collectivism-individualism do not account well for the results observed in this study. Rather, we turn towards Lu's
research (1998) and suggestion that using instruments developed by Western cultures suffer from methodological defects
when applied to Chinese behaviors. This research then defines the Yi, a Confucian value related to benevolence, morality,
righteousness, and the Li, a Mohist/Legalist value related to utilitarianism and profit, and suggests that the two better help
understand the findings and support observations.
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THE NEUROSCIENCE OF CONSUMER BEHAVIORAL DECISION MAKING
Dante Monique Pirouz, University of California, Irvine, United States
ABSTRACT

Decision making is a consequential and ineradicable part of human behavior. We all make decisions everyday that influence
our health, well-being, finances, and future prospects among other things. Researchers have become increasingly interested in
why we make the decisions we do, especially when in many cases these decisions do not make rational sense or benefit us in
the long run. While neoclassical economics has traditionally looked at how people should behave, other disciplines, such as
psychology and cognitive science, have tried to answer the question of wiy people act the way they do (Camerer et al. 2003).

A new discipline, referred to by some as neuroeconomics, has sought to meld theory and methodology from diverse areas
such as economics, psychology, neuroscience, cognitive science, cognitive neuroscience, mathematics, statistics, behavioral
finance and decision theory in order to create a model of human behavior that not only explains but also predicts how people
make decisions (Glimcher and Rustichini 2004). While there is an extensive history of neuroscience, only recently has this
discipline been applied to answer questions about decision making, choice, preference, risk and happiness. This paper
reviews some of the key developments in cognitive neuroscience and neuroeconomic research as it relates to consumer
behavioral decision making. Cognitive psychology, and more recently cognitive neuroscience, has introduced new tools that
allow researchers to capture and measure data from brain activity related to a specific function and activity. This new type of
data has created new directions of research that combine neuroscience, psychology, and decision theory to better understand
the complexities of human decision making.
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FAN OR FANATIC: A MEASURE OF CONSUMER DEVOTION
Mandy H. Ortiz, University of Alabama, Tuscaloosa, United States
ABSTRACT

In contemporary culture consumers increasingly exhibit public displays of loyalty and passion towards various brands and
activities. Today consumers line up overnight for a Harry Potter book, wear clothing to represent their loyalty to Star Trek,
travel across country to pay homage to Elvis, or collect related items. Consumer devotion goes beyond loyalty in that
consumers find various ways to express their devotion in ways that affects their behavior. Andy Griffith fans may own every
episode on tape and attend monthly fan club meetings, other fans may also make the annual pilgrimage to his home town in
North Carolina, whereas more extreme fans may dress up to impersonate one of the show’s characters. The range of
expression of a consumer’s devotion varies with the depth of their commitment. However, we have yet to fully understand
and measure the level of devotion in order to predict to what extremes this dedication will affect their behavior. Both
academic literature and popular press have written about many of these consumer groups. Researchers have suggested that
participation and involvement in various activities and brands are caused by psychological motivations and lead to various
levels of behavior ranging from casual fans to dysfunctional fanatics. However, a measure of the level of devotion and how
it predicts behavior has been untapped. This study explores the reasons why consumers become devoted and how it impacts
their behavior. Based on an iterative process of qualitative and quantitative methods, a scale is developed that captures a
consumer’s passion and commitment towards a brand or experience. A multi-item consumer devotion scale is developed to
capture the concept of this intense consumer passion which is termed consumer devotion — the state of commitment and
dedication towards a brand or experience. This construct should be useful in the field of marketing as consumer behavior is
ever changing and consumers are becoming more intensely devoted across many categories. The findings indicate that
consumer devotion is a unidimensional construct and is related to consequences such as possession attachment and increased
expertise. The results suggest that consumer devotion is a step in furthering understanding of consumptive behavior, and
further research is warranted to validate the scale.
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CONSUMER-BASED BRAND TRUST SCALES: VALIDATION AND ASSESSMENT
Susan Brudvig, Florida State University, United States
ABSTRACT

The purpose of this study is to evaluate three overall brand trust scales used in the marketing literature. One scale satisfied
unidimensionality, reliability, and validity criteria. Two scales were not unidimensional and failed to discriminate from an
underlying trust dimension. Competing explanations and study limitations are discussed.

INTRODUCTION

Trust has emerged as a key construct in the marketing literature (Singh and Sirdeshmukh 2000). While trust has proliferated
in the B2B domain (Geyskens, Steenkamp, and Kumar 1998), more recently trust has emerged as a defining construct in the
B2C domain, particularly with regard to consumer trust in brands (Delgado-Ballester 2004). Despite the significance of trust
in building and maintaining customer relationships, few studies have specified and validated consumer-based measures of the
trust construct (for exception, see Gurviez and Korchia 2002; Hess 1995). A consensus measure of brand trust does not exist,
which may create key problems for consumer-based trust research: If measures cannot be compared across empirical studies,
theory testing and development may be hindered. The purpose of this paper is to provide a psychometric evaluation of
consumer-based brand trust scales currently used in the marketing literature.

BRAND TRUST SCALES

Overall brand trust scales used in the marketing literature were identified through an extensive search conducted in Spring
2004. The goal was to identify published consumer-based measures relating to trust in branded products or services. Rather
than identifying specific dimensions of trust, the search was restricted to consumers’ overall global assessments. Consistent
with recommendations for scale construction (Spector 1992), only scales containing four or more items were considered.

Three consumer-based brand trust scales were identified that met the criteria of an overall global assessment utilizing four or
more items (Chaudhuri and Holbrook 2001; Lau and Lee 1999; and Sirdeshmukh, Singh, and Sabol 2002). The researchers’
measures of overall brand trust share two common elements. First, each scale was adapted from the B2B literature rather than
developed for a B2C application. Second, based on the published reports it does not appear that the scales were
independently validated on a consumer sample. (See Table 1.) Therefore, evaluating the scales may aid theory development
and empirical testing of brand trust in the B2C domain.

METHOD

Participants in this study were 231 student consumers at a large southeastern university. Subjects were recruited to participate
in “market research regarding a UK company considering entering the US market” with the author posing as an executive
representing the company. Students received course credit in exchange for participation, and subjects were debriefed
following data collection.

Prior to administration of a questionnaire, subjects were exposed to fictional Wall Street Journal (WSJ) articles describing
the market entry of a branded, cellular service provider. The WSJ articles contained information about the company’s
network performance and customer satisfaction ratings. Subjects read one of two versions which manipulated trustworthiness
of the brand. A fictitious brand was chosen to reduce the confounding effects of prior experience and brand familiarity on
trust measures. Cellular service was chosen due to the relevance of the category to student consumers.

In addition to the items from the three overall brand trust scales, the questionnaire contained additional items. Items for two
dimensions of consumer-based trust — reliability (Delgado-Ballester, Munuera-Aleman, and Yague-Guillen 2003) and
benevolence (Garbarino and Lee 2003) — were included to assess whether the overall scales tapped established dimensions of
the trust construct. Items for personal involvement (Mittal 1995) and for company expertise (Newell and Goldsmith 2001)
were included in the questionnaire for discriminant and convergent validity tests.
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ANALYSIS

A three-step sequential approach was followed to analyze the overall brand trust scales’ psychometric properties. First, the
scales were tested for unidimensionality, the scales were pruned if necessary, and model fit was assessed. Then, reliability
was evaluated. Finally, several validity checks were performed. Since published scales were used and a structure for the
scales was hypothesized, the measurement testing approach is confirmatory.

Unidimensionality

Some constructs can be specific and narrow while others can broad and global. Regardless, constructs must be homogeneous,
and homogeneity is tested with unidimensionality analysis (Spector 1992). While it is generally agreed that some method
must be used to assess dimensionality, procedures are not well-known and are infrequently used (Ping 2004).

To assess the dimensionality of the overall brand trust scales, the approach adopted was to evaluate each scale’s items in a
single factor measurement model (Ping 2004). Unidimensional constructs should have significant loadings, standardized
loadings greater than 0.50, and a ratio of standard error to loading greater than 10.0 (Gerbing and Anderson 1988; Shook,
Ketchen, Hult, and Kacmar 2004). In addition, the shared residual variance of individual items, with values less than the
absolute value of 2.58, is considered evidence of unidimensionality (Bryne 1998). The process is iterative, with items pruned
as necessary to meet the unidimensionality criteria. Then, with these criteria established, model fit is assessed. In a
confirmatory context, unidimensionality of a scale would be suggested by a single factor measurement model that fits the
data when constructs are specified as unidimensional (i.e., the scale’s items are connected to a single latent construct).

One overall brand trust scale (Sirdeshmukh, Singh, and Sabol 2002) passed the unidimensionality criteria without eliminating
items. For two scales (Chaudhuri and Holbrook 2001; Lau and Lee 1999), one item was eliminated in each scale to meet the
unidimensionality criteria. However, none of the overall brand trust scales met model fit criteria, which would be suggested
by CFI of 0.95 or greater and RMR less than 0.09 (Hu and Bentler 1999). (See Table 2.)

Reliability

To test reliability and validity, covariance structure modeling was used. The confirmatory factor model tests all constructs,
where each item is restricted to load on its corresponding construct and all constructs are allowed to correlate (Bryne 1998).
Three measurement models were prepared, each containing one of the three overall brand trust scales with four additional
measures: a reliability dimension (Delgado-Ballester, Munuera-Aleman, and Yague-Guillen 2003), a benevolence dimension
(Garbarino and Lee 2003), a corporate expertise construct (Newell and Goldsmith 2001), and the personal involvement scale
(Mittal 1995).

Reliability is the degree to which a set of indicators is consistent with its measurement (Hair, Anderson, Tatham, and Black
1998). For computing the reliability of items measured with error, a frequently used measure is construct reliability (Fornell
and Larcker 1981). While there is no firm rule, many authors suggest an acceptable level of reliability at 0.80 or more
(Nunnally and Bernstein 1994). Each of the overall brand trust scales exhibited strong construct reliability, ranging from 0.80
to 0.93. In addition to construct reliability, average variance extracted (AVE) can be used as a reliability criterion. AVE
assesses the amount of variance captured by the construct in relation to the amount of variance due to random error. Fornell
and Larcker (1981) suggest that a construct's measure should extract at least fifty percent of the variance. AVE of each of the
overall brand trust scales exceeded 0.50, ranging from 0.58 to 0.76. (See Table 2.)

Validity

Validity is the ability of a construct’s indicators to measure the construct accurately (Hair et al. 1998). However, interpreting
what the scales represent is difficult because validation occurs “within a system of hypothesized relations between the
construct of interest and other constructs. Tests for validity involve simultaneous tests of the hypotheses about constructs and
hypotheses about scales” (Spector 1992, p. 46). While there are several types of validity, the overall brand trust scales were
tested for convergent, discriminant, concurrent, and known-groups validity.

Convergent validity — the degree to which items converge on a theoretical construct — is assessed in a confirmatory context.
Adequate convergent validity is frequently hinted at by reliabilities of 0.80 or higher and demonstrated by an AVE above
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0.50 (Ping 2004). A measure’s convergent validity is then qualitatively assessed considering this minimal set of criteria. The
three overall brand trust scales pass the test of convergent validity. (See Table 2.)

Discriminant validity is the degree to which measures of different constructs are distinct (Bryant 2000). The Fornell and
Larcker (1981) test of discriminant validity is established by comparing shared variance between pairs of constructs to
average variance extracted. The three overall brand trust scales passed the test of discriminant validity with the other four
constructs in the measurement model with two exceptions. Two overall brand trust scales — Chaudhuri and Holbrook (2001)
and Lau and Lee (1999) — did not pass the discriminant validity test with the reliability dimension of consumer trust
(Delgado-Ballester, Munuera-Aleman, and Yague-Guillen 2003). This may suggest that the two scales tap an underlying
dimension and may question the use of these scales as broad, global assessments of consumer-based brand trust. (See Table
2)

Concurrent validity is tested by relating the scales of interest and to a criterion (Spector 1992). It is hypothesized that the
overall brand trust scales will positively correlate with perceived corporate expertise (Newell and Goldsmith 2001), with
statistically significant relationships taken as support for validity. Corporate credibility was found to be strongly and
significantly related to the three overall brand trust scales (0.46 <1 < 0.64, p < 0.01), establishing concurrent validity for all
three scales. (See Table 2.)

Known-groups validity is established if groups of respondents score differently on the scale of interest as hypothesized
(Spector 1992). Known-groups validity of the overall brand trust scales was assessed by investigating whether the scales’
mean scores would distinguish between subjects in the high and low trust conditions. ANOVA was performed to test for a
difference in the means of the experimental groups for each overall brand trust scale. Tests were significant at the 0.01 level,
establishing known-groups validity for all three scales. (See Table 2.)

Summary

The goal of this study was to identify and evaluate consumer-based overall brand trust scales. One scale — Sirdeshmukh,
Singh, and Sabol (2001) — satisfied the criteria of unidimensionality, reliability, and validity. (See Table 3.) The overall
scales of Chaudhuri and Holbrook (2001) and Lau and Lee (1999) passed unidimensionality after an item was pruned.
However, two scales failed to discriminate from an underlying dimension of consumer-based trust. On face inspection of
scale items, consumer beliefs about reliability, safety, and honesty are important facets of trust operationalized by the two
scales. As such, it is reasonable that the scales did not pass discriminant validity with the underlying reliability dimension
given the experimental context in which the scales were tested.

CONCLUSIONS

While definitional considerations have received some attention in the brand trust literature, this study is the first known
attempt to assess the psychometric properties of currently used consumer-based brand trust scales. While reliabilities of the
three scales were high, the results suggest that two of the scales were not unidimensional and did not discriminant from a
dimension of trust. This finding might be interpreted as suggesting caution in using these two scales as measures of overall
brand trust. However, the two scales that did not pass unidimensionality contain reverse items, and reverse items previously
have been demonstrated to hinder unidimensionality (Herche and Engelland 1996). In addition, method effects may account
for the strong performance of the Sirdeshmukh, Singh, and Sabol (2002) scale because it was the only scale utilizing ten
points in a semantic differential format in the questionnaire.

This study is not without limitations. The study used student consumers, a fictitious brand, and an experimental context.
While prior experience and brand familiarity were eliminated as potential confounding explanations, further validation may
shed light on the degree to which these factors might account for consumers’ perception of brand trust.

For researchers who test theories, there are implications. If overall brand trust scales tap into dimensions of trust, rather than
representing global assessments, then theory-testing and theory-building could be impacted. This suggests a need for further
development of the construct, coupled with empirical testing. It may be that overall brand trust is factorially complex, with
many dimensions being tapped by a single construct. Alternatively, it may be that a second-order factorial model better
represents a consumer-based trust construct. Nevertheless, the findings suggest that researchers should carefully examine
scales for content and face validity, in addition to examining scales for unidimensionality. It is certainly possible that
different (and perhaps better) constructs could exist for consumer-based measures of brand trust.
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Table 1 — Overall Brand Trust Scales Used in Previous Research

Study Chaudhuri and Holbrook Lau and Lee Sirdeshmukh, Singh, and
(2001) (1999) Sabol (2002)
Measure Brand trust Brand trust Service provider trust

Consumer Domain

Researcher-selected branded

Respondent-selected branded

Respondent-selected branded

products product retail store or airline

Number of Items 4 5 4

Contains Reverse Items | Yes Yes No

Scaling 7-point likert agreement 7-point likert agreement 10-point semantic differential

Source of Items Adapted from B2B Adapted from B2B Adapted from B2B

Reported Reliability 0.81 0.93 0.96

Independent Sample No No No

Table 2 — Overall Brand Trust Measurement Models

Study Chaudhuri and Holbrook Lau and Lee Sirdeshmukh, Singh, and
(2001) (1999) Sabol (2002)

Unidimensionality

Met Criteria No No Yes

Pruned Yes Yes No

Model Fit No No No

Reliability

Construct Reliability 0.80 0.88 0.93

AVE 0.58 0.65 0.76

Discriminant Validity

Convergent Yes Yes Yes

Discriminant No (Reliability dimension) No (Reliability dimension) Yes

Concurrent Yes Yes Yes

Known-Groups Yes Yes Yes

Table 3 — Overall Brand Trust Scale Performance

Study Chaudhuri and Holbrook Lau and Lee Sirdeshmukh, Singh, and
(2001) (1999) Sabol (2002)

Unidimensionality 2 2 1

Reliability 3 2 1

Validity 2 2 1

Note: Performance among scales ranked 1 (high) to 3 (low). Ties indicated with equal rank.
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END-OF-LIFE CARE: THE NEED FOR A CULTURAL TRANSITION
Mohammadali Zolfagharian, University of North Texas, United States
ABSTRACT

The world is changing, especially for those who are dying. On the one hand, traditional and institutional approaches to End-
of-Life Care (EOLC) are undergoing major modifications as 75 million boomers confronting the issue demand changes in
various denominators: cultural, political, and economical (Rybarski 2004). On the other hand, the self-interested
unwillingness among medical and funeral stakeholders restrains the shift towards an alternative EOLC paradigm (Wreth et al.
2002). This clash of worldviews and interests has important implications for the society and individual consumers. As an
initial step toward addressing such implications, this study seeks to understand consumers’ knowledge, attitudes, and
behavior as relating to EOLC. The three dimensions of knowledge, attitude, and behavior are not mutually exclusive; in fact,
each dimension gives valuable insights into other perspective. Any information derived from one perspective should inform
and be informed by the other two.

Using an ethnographic method, we conducted and analyzed over 50 interviews. The interviews were semi-structured and
semi-directed. Fifteen anthropology graduate students conducted the interviews and provided assistance and insights in the
transcription, coding, and analysis of the data. There were two convenience samples: (1) community at large including
professional adults and (2) medical community both located in a major city in Southwest U.S. While conducting the research,
one of the most famous cases involving end-of-life decisions came to a climax. Several times every day, there were news
bulletins on television, the Internet and radio about Terri Schiavo, a woman who had been in a persistent vegetative state for
15 years while her husband and her parents fought over her fate. We decided to include several questions about the Schiavo
case in our interviews to ascertain its impact on informants’ EOLC awareness and opinions.

In summary, the informants associated palliative-care providers more with terminally ill people and EOLC more with the
traditional medical system. Comfort and quality care are the two most prominent components of EOLC. Institutions such as
hospice still have a long way to go before they enjoy sufficient public awareness (Rizzo 2005). It seems that consumers
receive information about EOLC options and issues basically through the traditional medical system and from the Internet.
The majority of the informants were right in contemplating that Medicare would pay at least for a good portion of the costs
associated with EOLC (see Rybarski 2004). Physical and psychological comfort and emotional and spiritual support emerged
as the primary needs of the dying consumers and their caretakers. Surprisingly, a significant number of the informants did not
know what needs the terminally ill consumers and their caretakers might have. Whereas there are mixed attitudes towards the
traditional medical system, the informants possessed mostly positive attitude towards palliative-care providers in general and
hospice employees in particular. An important barrier on the consumers’ way to secure and legalize their EOLC wishes is the
widespread reluctance or fear of talking about one’s own or one’s family members’ death. As far as behavior, (1) very few
informants actually had some type of EOLC legal instrument prepared and (2) personal experience is a powerful force
motivating consumers to take contingent actions.

This research has three recommendations for decision-makers who are striving to promote consumers’ knowledge about, and
attitude towards, EOLC services. First, there exists a general lack of knowledge regarding EOLC services. Consumers, to
make better, educated EOLC decisions, are in immediate need of education. Second, there exists a general discomfort in
speaking of one’s own death. This discomfort leads to a decreased sense of immediacy regarding EOLC decision.
Developmental programs are needed to help elevate the public’s understanding and appreciation of death and the dying
process. Third, there is a gap between knowledge about legal instruments and actually making the efforts to obtain these
instruments. This gap is due to the lack of a sense of immediacy regarding EOLC decisions. Decision-makers should pay
special attention to this point and devise mechanisms that create a sense of urgency in regard to one’s EOLC decisions.

The medical community has the opportunity to improve its EOLC-related standards and practices (Whitten et al. 2003). It
needs to create a commitment infrastructure to motivate all types of medical professionals to elevate their knowledge of the
EOLC-related issues. Knowledge of EOLC was found to influence service-providers’ attitudes and behaviors. The
aforementioned commitment is hoped, then, to ultimately place a constructive impact on medical community’s practices. The
following are some specific recommendations towards this end.

References available upon request
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CONCEPTUALIZING FRANCHISEE PERCEIVED RELATIONSHIP VALUE:
IMPLICATIONS FOR BEHAVIORAL AND PERFORMANCE OUTCOMES

Tracy R. Harmon, University of South Florida, United States
Merlyn A. Griffiths, University of California Irvine, United States

ABSTRACT

Collaborative relationships in franchised markets are of rising importance to franchisors and franchisees alike. Franchisees
have to determine whether to invest in a franchise relationship, to sustain and cultivate a valued relationship, or to dissociate
from a low-worth relationship. Franchisors, in turn are coping with increased global expansion and increasing conflict in the
franchise relationship, and therefore seek to minimize tension while maximizing profitability in the relationship. The
assessment of value formation in franchisor-franchisee relationships is still in its formative stage, and a judicious
understanding of how franchisors create and deliver value in the franchise relationship is needed. Therefore, the present
research develops a conceptualization of franchisee perceived relationship value, which is conceptualized as a trade-off
between perceived benefits and perceived costs, whereby the influence of a franchisor’s relationship proneness on the
franchisee’s perceived relationship quality is moderated by relational norms. Testable research propositions of the related
constructs are presented for empirical testing, and implications for both franchisors and franchisees are discussed.
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WHY DO LEADING BRAND MANUFACTURERS SUPPLY PRIVATE LABELS?

J. Tomas Gomez-Arias, St. Mary’s College of California, United States
Laurentino Bello-Acebron, University of A Corufia, Spain

ABSTRACT

Private labels are gaining increasing importance in many industries. If some years ago they seemed to be confined to
consumer packaged goods (CPG) sold through some large retailers, nowadays they command large and growing market
shares in such diverse industries as investment funds, fixed-income securities, software, electronics, contact lenses, wine,
pharmaceuticals, books and others. While there are obvious benefits for retailers to embrace private labels, the standard
explanations for manufacturers’ involvement (idle capacity, buffer against follower brands, retailer’s conditions) do not
explain it completely.

We try to explain the phenomenon of leading brand manufacturers supplying private labels using a model of vertical
differentiation. It shows that, depending on the quality positioning chosen by the retailer, both manufacturers find situations
where they are better off by not supplying the store brand and allowing the other manufacturer to produce the private label,
and situations where they prefer to produce the private label, against Dunne and Narasimhan’s (1999) contention that the
threat of entry by another manufacturer is a sufficient condition for a branded good manufacturer to supply private labels.

We use a model of vertical differentiation inspired by Moorthy (1988) that departs from the existing analytical literature on
private labels in two main aspects. On the demand side, we use an explicit consumer utility function where the main
determinant of choice is the relative price-quality ratio for each brand. Unlike other authors (Narasimhan and Wilcox 1998;
Scott Morton and Zettelmeyer 2001), we do not require the national brands to be preferred to the private brand under equal
prices, thus offering a more realistic depiction of a market where premium private labels abound and are often preferred to
national brands. On the supply side, while other authors use a third party who is not a strategic player as the supplier of the
private label (Narasimhan and Wilcox 1998; Raju, Sethuraman and Dhar 1995; Scott Morton and Zettelmeyer 2001), or
assume that one of the manufacturers necessarily manufactures only the private label (Cotterill, Putsis and Dhar 2000), we
require the private label to be manufactured by one of the national brand manufacturers behaving strategically. This is in line
with our purpose to study the supply of private labels by national brand manufacturers, but it can also accommodate the
manufacture by an independent third party or a specialist, since the manufacturers in our model can choose to produce only
the store brand, and the decision to become a private label specialist is endogenous. In fact, one of the results of our model is
that when a retailer chooses to introduce a private label at a quality level between that of the existing brands in the market,
and chooses the low-quality manufacturer to make the store brand, the low-quality manufacturer drops its own brand and
becomes a private label manufacturing specialist. Also, we consider only differences in quality (vertical differentiation), but
we do not model horizontal differentiation. Since the retailer appears both as a distributor and as a competitor, vertical
strategic interaction and horizontal strategic interaction effects result (Sudhir 2001).

We show that, once the retailer has decided to introduce the private label, and depending on the quality positioning chosen by
the retailer, both manufacturers find situations where they are better off by not supplying the store brand and allowing the
other manufacturer to produce the private label, but also situations where they prefer to produce the private label. As a result,
our model contributes to explaining why private label supply is becoming so pervasive among all kinds of manufacturers.
Also, we show that retailers will choose the high-quality manufacturer for its premium store brand, and the low-quality
manufacturer otherwise, and this decision is not based on the set of skills possessed by each manufacturing company.

References available upon request
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A DYADIC STUDY OF THE DETERMINANTS OF EXPORTER-IMPORTER RELATIONSHIP PERFORMANCE
Farid Ahmed, University of Western Sydney, Australia
ABSTRACT

The determinants of exporter-importer relationship performance are tested with data from 125 pairs of Australian-Thai
exporter-importer relationships. Drawing on earlier work in domestic distribution channels, and several inter-organizational
relationship theories; namely transaction cost analysis, resource dependence theory, and relationship marketing, this article
develops and tests a dyadic model that hypothesizes links between relational variables and export performance.

Relationship performance is modeled as a function of each party’s commitment (two types: calculative and affective) towards
the other partner. This commitment is driven by a reciprocal cycle of each partner’s perception of the other’s commitment,
relationship specific investments and dependence. This cycle of commitment is in turn influenced by each partner’s trust
(three types: contractual, competence and goodwill) in the other, with different types of trust linked to different types of
commitment. Trust and commitment are then hypothesized as being related to both interpersonal factors (such as effective
communication, cultural sensitivity and likability of partner) and firm factors (reputation and competencies of partner).

While most studies in an international context use perceptions and/or reported behavior from one side of the partnership (i.e.,
either importer or exporter), the unit of analysis in this study was the dyad — i.e., the exporter-importer partnership. This is
one of the few reported studies that have examined both sides of the export-import dyad simultaneously. Our reasoning is
simple — to truly assess what makes the partnership succeed or fail it is necessary to seek the views of both partners. Phase 1
comprised personal, in-depth interviews with eleven Australian exporters and their corresponding import partners in
Thailand. Phase 2 involved developing and administering a self-completion questionnaire in both Australia and Thailand.
The sampling frame for the cross-sectional study comprised the Australian Trade Commission database of exporters to
Thailand. The database yielded 500 companies. The final sample comprised responses from 125 Australian exporters and
their corresponding import partners in Thailand. Our cross-cultural empirical design followed Berry’s (1989) schema which
combines in the one study the emic and the etic approach to measurement. We began the research in the home culture
(Australia) and then applied the constructs to the second culture, Thailand (imposed etic).

Scales were sourced from the literature, and in some cases modified for the context and based on the results of qualitative
interviews. For scale validation, first we conducted exploratory factor analysis to assess the underlying factor structure of the
items. Next, we conducted confirmatory factor analysis so as to assess the validity of the measures. The fit indices indicate
that the models fit the data extremely well. Standardized loadings for all items for each construct were significant at p<0.01,
thus supporting the dimensionality of the constructs. Furthermore, the average variance explained, composite reliability
measures and model fits are almost identical for both samples (Australia and Thai) thus providing further evidence that the
factor structure is invariant across the samples. Next, as evidence of convergent validity, the factor loadings for each group
of variables were all significant (all t values greater than 5), construct reliabilities were large (ranging from .77 to .95), and
the Average Variance Extracted (AVE) indicated that in each case the variance captured by the construct was greater than the
variance due to measurement error (AVE’s ranging between .60 and .83). Finally, as a measure of discriminant validity, the
AVE for each construct is higher than the squared correlation between that construct and any other construct.

We estimated the hypothesized structural model using LISREL VIII. Similar to the approach used by Gruen , Summers and
Acito (2000), we made the analysis of the hypothesized model in the following steps. First, the baseline model was divided
in four sub models for both Australian and Thai sample. Second, hypothesized relationship between two types of
commitment and E-I relationship performance was tested in a separate model. Third, hypothesized reciprocal effects of
commitment were tested. Finally, we examined the determinants of commitment in a separate model. The findings support
the overall model, highlighting the importance of relational variables to exporter-importer relationship performance.

The primary contributions of the article are four-fold: (1) it examines business relationships in an international setting, and
between firms from Western and Eastern cultures; (2) the dyadic design enables reciprocal effects between variables from
each side of the dyad to be tested, not previously done in an international setting; (3) it introduces new relational variables
that specifically relate to the international setting (such as cultural sensitivity); and (4) it explicitly links relational variables to
export performance.

References available upon request
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GLOBAL CONSUMER MARKET SEGMENTATION STRATEGY DECISIONS AND MANAGERIAL
ASSESSMENT OF PERFORMANCE

Stephen H. Craft, Birmingham-Southern College, United States
Salah S. Hassan, George Washington University, United States

ABSTRACT

The decision to segment international markets should be based upon the ability of that strategy to contribute to firm
performance. This paper presents a synthesis framework of international market segmentation strategy decision-making and
a study examining specific relationships between segmentation decisions and managerial assessment of performance.

INTRODUCTION

International market segmentation is widely accepted as an effective strategy for enhancing marketing performance. While
anecdotal information is common, little empirical work has been published that examines the performance implications of
actually implementing a segmentation strategy in global markets. Establishing the link between segmentation decisions and
effective strategy performance is important in order to weigh the benefits of segmentation against the cost.

The contribution of this research is to present a framework of international market segmentation strategy decision-making
derived from the literature and to support the framework empirically. The study utilized a sample of North American based
firms engaged in marketing to consumers internationally in order to empirically demonstrate a link between global market
segmentation strategy decisions and management’s assessment of the success of international segmentation strategy.

Theoretical Development

The development of international segmentation strategy has been alternately conceptualized as a linear process or as a
portfolio of interrelated decisions (Wind and Douglas 1981). However, in each conceptualization at least two distinct
decisions for defining international market segments are implicitly assumed. Wind and Douglas (1972) described the first
decision as “macro” segmentation in which countries are classified and targeted based upon national market characteristics.
The second decision is to analyze and sub-divide each qualifying target country by customer characteristics to form market
segments (Wind and Douglas 1972).

Kale and Sudharshan (1987) also assumed the existence of multiple decisions. The first decision they presented was referred
to as “country screening”’-- selecting countries that qualify as potential markets for the firm. The second decision they
presented was termed “microsegmentation” where consumers are classified based upon product predisposition and
consumption patterns. Once segments are identified, they suggested that firms look for “strategically equivalent” segments
across a range of countries that may be served with a common marketing mix. Kale and Sudharshan (1987), like Wind and
Douglas (1972), assumed a linear or hierarchical order to the decision steps.

Ter Hofstede, Steenkamp and Wedel (1999) empirically verified that a segmentation model can integrate both country factors
and consumer characteristics to better form segments that share consumption patterns versus traditional models employing
country factors alone. However, the study stopped short of addressing the nature of segmentation decision-making or the
contribution of segmentation decision criteria to performance.

A review of the extant literature (e.g., Helsen, Jedidi and DeSarbo 1993; Jain 1993; Jaffe 1974; Kale 1995; Kale and
Sudharshan 1987; Wind and Douglas 1972) suggests that country selection based upon the attractiveness of the country or
countries is appropriate as the first step in the synthesis framework utilized in this study. Consequently, the first hypothesis
examines the relationship between country attractiveness and segmentation strategy performance.

H;: The degree to which a firm utilizes specific country attractiveness factors in its international segmentation decision-
making is positively related to the degree of successful performance of the firm’s segmentation strategy.

Likewise, within-country consumer selection is being adopted as the second step in the synthesis framework based upon the

literature (Huszagh, Fox & Day 1986; Samli & Hill 1998; Smit & Neijens 2000; Verhage, Dahringer and Cundiff 1989). The
distinction between country selection factors and consumer characteristics may seem arbitrary since country factors might
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actually be related to the characteristics of consumers within the country. The operational distinction is that while country
factors might be common to all consumers within the country, within-country segment bases allow distinctions among
consumers within a country. For example, the general level of educational attainment across the society might be a factor
used to identify target countries, and the individual consumer’s level of education might be a demographic base for sub-
dividing the market into market segments. The second hypothesis examines the relationship between country attractiveness
and segmentation strategy performance.

H,: The degree to which a firm utilizes specific within-country segment bases in its international segmentation decision-
making is positively related to the degree of successful performance of the firm’s segmentation strategy.

The third decision in the synthesis framework is to determine the scale of segment management. A number of authors have
taken up the issue of how segments might be managed and have suggested that the scale of segment management may be
country specific, based upon clusters of countries with similar characteristics, or based upon a global “intermarket” customer
segment which transcends national boundaries (Daniels 1987; Hassan and Katsanis 1991; Helsen, Jedidi and DeSarbo 1993;
Nachum 1994). A firm’s international marketing may consist of a mix of strategies with each strategy based upon an
appropriate product/customer combination (Douglas and Wind 1987). The third hypothesis examines the relationship
between country attractiveness and segmentation strategy performance.

H;: The degree to which a firm utilizes specific scale of segment management in its international segmentation decision-
making is positively related to the degree of successful performance of the firm’s segmentation strategy.

The synthesis framework is readily operational which allows for examining the veracity of the decision steps and the
important question of their contribution to performance. However, the key connection between international segmentation
and performance is the degree to which the firm meets its own objectives for creating valuable relationships with consumers -
- not just financial performance but performance in serving the firm’s customers. Recent studies seeking to draw a specific
link between the scale of segment management and performance have reached conflicting results (Ozsomer and Prussia
2000). Studies have found that standardization of products to global or regional market segments is positively related to
performance (Kotabe and Omura 1989, Johansson and Yip 1994) while others failed to find any relationship between
performance and scale of segmentation (Samiece and Roth 1992). Cavusgil and Zou (1994) found that the segment
management scale sometimes contributes to performance for very inexperienced and very experienced firms but not
universally. The link between scale of segmentation and performance remains unresolved (Ozsomer and Prussia 2000, 27).

RESEARCH DESIGN

The study utilized a convenience sample of segmentation decision makers in firms marketing to consumers internationally.
The study used a key informant methodology where respondents were independently screened as to their qualification to
respond. Key informants are not selected to be statistically representative but are chosen because they possess unique
knowledge on the topic of interest (Kumar, Stern and Anderson 1993). Utilizing key informants in strategy research is
appropriate where the likelihood of randomly locating respondents with in-depth knowledge is low (Seidler 1974).

The data gathering process consisted of initial mail or e-mail contact asking for participation in the study followed by
delivery of the survey instrument. As an incentive to participate, the respondents were offered the opportunity to receive a
summary report of the study’s findings. In addition, a charitable contribution for each completed questionnaire was made to
the respondent’s choice of three charitable organizations.

ANALYSIS AND RESULTS

Having successfully identified factors for both country attractiveness and within-country segment bases, indices of those
factors are used as independent variables to address hypotheses 1 and 2 and individual ‘degree of utilization of scale of
segment management’ served as the independent variables to test hypothesis 3. Averaging the values of the underlying items
that loaded upon a factor creates a factor index. For example, the within-country segment bases items gender, age, lifestyle,
disposable income, and social class were averaged to create a factor index for the factor ‘demographics.” The regression
model presented was constructed using factor indices; however, when the model was run using factor scores in place of factor
indices the same practical results were reached.
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The regression model utilized ‘success of the firm’s segmentation strategy’ performance measure as the dependent variable
and the following independent variables: country demographics; economic development; legal, political and economic
stability; technology development; demographics; market potential; culture; socio-economic level; loyalty; product
acceptance; manage each country as a separate market; manage markets on a multi-local basis; and, manage markets on a
single world-wide basis. The control variables were included in the regression model to assess their impact upon the
relationships between the principle variables in the analysis. None of the control variables yielded significant results in the
current model so they were not included in the model for analysis. The F-test for the model is significant at p=0.088 and R’
is 0.338. The power for the model is 0.971.

The t-tests for the independent variables did not demonstrate a statistically significant relationship between any of the derived
factor indices representing ‘degree of utilization of country attractiveness factors’ and ‘success of the firm’s segmentation
strategy’ performance measure. Therefore, H, is not supported.

Among the within-country factors, the t-tests indicate that there is a statistically significant relationship between ‘market
potential’ (factor 2) and performance (p = 0.109). There is a statistically significant relationship between ‘culture’ (factor 3)
and performance (p = 0.051). In addition, there is a statistically significant relationship between ‘socio-economic level’
(factor 4) and performance (p = 0.099). Finding more than one within-country segment bases to be significantly related to
performance, it is possible to interpret their differential impact. The factor ‘market potential’ accounts for 13.37% of the
variance explained in the model, ‘culture’ accounts for 24.04%, and socio-economic level accounts for 14.00%. Based upon
these findings, H, is supported.

Among the three levels of segment management, the t-tests demonstrate that one of the scale of segment management
variables is significantly related to performance. ‘Manage each country as a separate market’ is significant at p = 0.075.
Because there was only a single scale of segment management variable found to be significant, there was no opportunity to
examine the betas to differentiate their impact upon performance. ‘Manage each country as a separate market’ accounts for
14.75% of the variation identified in the regression model. Based upon the findings, H; is supported.

DISCUSSION OF FINDINGS

This research study examined the influence of global segmentation variables on segmentation strategy performance. The data
supports the hypothesized synthesis framework as reflecting actual practice. In the current study, 93.5% of the key
informants report using country attractiveness, 100% of the key informants report using assessment of within-country
segment bases, and 93.5% report using scale of segment management as a decision point in their organization’s international
segmentation strategy decisions.

Support for Country Attractiveness Factors

No significant relationship was found between any element of country attractiveness and segmentation strategy performance.
There are four potential explanations for the lack of a significant relationship between country attractiveness as a decision
element in international segmentation strategy and segmentation strategy performance. One possible explanation is that the
relationship does exist but is beyond the ability of the current research design or sample to detect. The second possible
explanation is that trade liberalization and standardization of world markets have caused consumers’ needs to grow more
homogenized such that choice of country is no longer critical to performance in international marketing. However, this
explanation seems to run counter to the literature that asserts firms will only invest time in a segmentation decision to the
extent that it matters and will add value. The third possible explanation is that all of the firms represented in the current study
are making effective country selection decisions and therefore leaving little variability in performance. However, 43% of
respondents reported on projects that were not successful. Therefore, not all of the country selection decisions were effective.
The fourth and most likely explanation for the lack of a significant relationship between country attractiveness as a decision
element in international segmentation and segmentation strategy performance is that the decision is being made based upon
non-marketing or at least non-segmentation considerations.

Support for Within-Country Segment Bases
The second hypothesis examines whether specific within-country segment bases are positively related to the performance of

the firm’s segmentation strategy. The factor analysis resulted in six factors of which market potential, culture, and socio-
economic level proved to be significantly related to segmentation strategy performance. Although market potential, culture,
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and socio-economic level all contribute to performance, culture clearly has a greater impact. Market potential, culture, and
socio-economic level account for 13.37%, 24.04%, and 14.0% of the explained variation in performance relative to the other
predictors. Additional factors identified but not significantly related to segmentation strategy performance included:
demographics, loyalty, and product acceptance.

The implications of this finding are threefold. First, there is strong evidence that a firm can increase performance in the
markets it serves by utilizing within-country segmentation bases as a decision element in its international segmentation
strategy. Focusing managerial attention on the performance impacting elements of within-country segment bases will allow
the firm to target appropriate consumer segments and limit resources expended on less appropriate consumer segments.
Second, firms wishing to understand the variable nature of market performance in international consumer marketing might
look to these findings regarding within-country segment bases to serve as a cross-industry benchmark for adjusting their use
of within-country segmentation techniques to best analyze and eventually maximize market performance in a host country.
Third, understanding the performance of utilizing within-country segment bases in segmentation strategy development will
allow the firm to make more effective decisions regarding which segments to serve within a host country based upon its own
performance objectives. Not all firms will be equally effective at serving all segments within a host country.

Support for Scale of Segment Management

The third hypothesis examines whether the utilization of specific scale of segment management (e.g., multi-local, regional,
and intermarket/global) will be positively related to the performance of the firm’s segmentation strategy and whether scale of
segment management will differentially impact performance. No relationship was identified between two of the scales of
segment management (manage each country on a multi-country regional basis and manage markets on a single world-wide
basis) and segmentation strategy performance. However, the data supports this hypothesis by identifying a direct significant
relationship between utilizing the item manage each country as a separate market and segmentation strategy performance.
This item accounts for 14.75% of the variation explained.

The implications of this finding are twofold. First, the finding supports a large and growing body of literature which argues
that local control of segment management allows for greater attention to the particular needs of within-country consumers
and is therefore more effective than regional or global marketing (Kotabe and Omura 1989, Johansson and Yip 1994,
Cavusgil and Zou 1994). This finding may help resolve the issue of linking scale of segment management to performance
where prior studies have found conflicting results (Ozsomer and Prussia 2000). Second, the data clearly suggests that there is
a relationship between a multi-local scale of segment management and successful segmentation strategy performance.

These findings should not be interrupted as a definitive statement that multi-local control is necessarily a better strategy for
all firms in all circumstances. The findings indicate that using multi-local control does positively impact segmentation
strategy performance; however, the firm will need to balance effective segmentation against the cost of maintaining duplicate
management systems in each country. The opportunity to have more effective segmentation strategy performance must be
weighed against other priorities to determine whether the gains in segmentation strategy performance are cost-effective.
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DISCOVERING IMPORT INTERMEDIARIES
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ABSTRACT

This paper presents a new dynamic in the global supply chain—the import intermediary (IM). The primary objective is to
obtain a deeper and real-life understanding of these firms’ market environment, development, and functions. The results
indicate that import intermediaries play an important role in filling the gap between the “old” and “new” market environment.

INTRODUCTION

Many industries have experienced tremendous geographical shifts in recent years, and the effects have been enormous
(Dicken 2003). In addition to changes in importer/exporter status, the relocation of manufacturing, and the resulting
restructuring of industries, these shifts have led to the appearance of a new kind of firm—the import intermediary
(Appelbaum and Christerson 1997). Past interest in intermediary studies has focused primarily on export intermediaries, as
exporting is a critical channel for foreign market entry and sales expansion (Balabanis 2000; Peng and York 2001).
However, little research has been conducted on import intermediaries, despite the large industry impact and economic
contribution that these firms are making.

In response to the dearth of research on import intermediaries, this study seeks to obtain a deeper understanding of import
intermediaries’ perceptions of the characteristics of their market environment, development, and functions as the foundation
to future research efforts, using the apparel industry as an example. Given the study’s exploratory nature, qualitative in-depth
interviews based on interpretive analysis (philosophical hermeneutics) were used as they are excellent approaches when
building a theory or model of a particular reality in the beginning stage of the research cycle (Wengraf 2001).

This paper first presents a brief industry background and then an explanation of intermediary types that have emerged. Next,
the contribution of interpretive (hermeneutic) analysis in general and in particular to developing a greater understanding of
the unexplored research area of import intermediaries is discussed. Data analysis and interpretation follow under three broad
topical questions as perceived by import intermediaries: (1) the characteristics of the “new” market environment; (2) IMs’
development; and (3) IMs’ functions. Finally, the paper concludes with a discussion of the study results, implications, study
limitations, and future research opportunities.

INDUS