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KEY ACCOUNT VS. OTHER SALES MANAGEMENT
SYSTEMS: IS THERE A DIFFERENCE IN PROVIDING
CUSTOMER INPUT DURING THE
NEW PRODUCT DEVELOPMENT PROCESS?
KIMBERLY M. JUDSON, Illinois State University
GEOFFREY L. GORDON, Northern Illinois University
RICK E. RIDNOUR, Northern Illinois University
DAN C. WEILBAKER, Northern Illinois University
While the introduction of a new product or service carries considerable risk, incorporating customer
input into the new product/service development (NPD) process increases the probability of
commercial success. In their boundary spanning role, industrial (B-to-B) salespeople are well
suited to serve as a conduit between customers and those inside their company who are largely
responsible for the NPD process. The current study investigates the perceptions of sales managers
and examines the role the sales force may play in the early stages of the NPD process. An empirical
analysis is conducted to determine whether differences exist between organizations that employ key
account management (KAM) systems and those that do not employ KAM systems. The findings of
this study suggest that salespeople from KAM organizations are better suited to provide input into
the NPD process than their non-KAM counterparts.
INTRODUCTION
During times of economic uncertainty, the need
for product/service differentiation through
innovation becomes increasingly important.
More than ever, companies that are adept at
innovation and commercialization will hold a
competitive advantage in the marketplace. In
several recent studies involving leading
manufacturers and top level executives,
launching new products remains the most
important driver for organizational growth
(Preez, Schutte and van Zyl 2007).
Berkowitz, Wren and Grant (2007) estimate
that 35-plus percent of firm revenues come
from products that did not exist five years ago.
While a large portion of sales for many firms
continually comes from new products (Jain
2007), improving the new product/service
development (hereafter referred to as new
product development or NPD) process and the
The Marketing Management Journal
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resulting commercial success remains a
daunting task. Depending on the source, the
failure rate for new products continues to be
alarmingly high, ranging from 40-to-90 percent
(Cannon 2005; Clancy and Stone 2005; Stevens
and Burley 2003). Further, results of a recent
study by the Product Development &
Management Association reveal that sales from
new products had declined even though R&D
spending had remained constant (Edgett and
Cooper 2008), reinforcing the notion that the
current state of new product development could
be characterized as ‗abysmal.‘ (Jusko 2007) In
cases where organizations are innovating,
minor innovations make up the lion‘s share of
such efforts (Day 2007).
Today‘s marketers are simultaneously faced
with understanding customer needs in new
ways while bringing innovative products to
market at an ever-faster pace (Olivia and
Donath 2008). Capturing the voice of the
customer during the new product development
process translates into product offerings with a
greater probability of commercial success
Marketing Management Journal, Fall 2009
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(Ciappei and Simoni 2005).
Indeed, the
majority of successful innovations in diverse
industries such as snowboarding, petroleum
processing, software, and outdoor consumer
products were originally developed with large
participation by intended customers (Schreier
and Prugl 2008). Leading companies continue
to undertake efforts aimed at developing deep,
long-term relationships with customers,
engaging them in ongoing interactive and
relational activities as it relates to all aspects of
the NPD processes (Alam and Perry 2002;
Yakhief 2005). However, merely engaging
customers in the NPD process is not enough;
customer input must be integrated into the NPD
process as early as possible to avoid costly
mistakes later on (Koufteros, Vonderembse and
Jayaram 2005).
Unfortunately, most organizations are failing in
their efforts to actively integrate customer input
into their marketing strategy processes,
including the early stages of NPD. Barczak,
Griffin and Kahn (2009) report that idea
generation and management of the system
remain poorly monitored during the NPD
process. Cooper (2003) and Osborne (2002)
find that lack of communication with customers
early in the NPD process is leading to product
development delays and/or failures in many
cases. Brandt (2008) in a study on the voice of
the customer, reports that more than 75 percent
of managers surveyed indicate their
organizations were having difficulties in both
integrating the voice of the customer into
operations and taking action based on the voice
of the customer. A seemingly self-evident truth
is that in order for firms to become more
customer-oriented, these organizations must
actually integrate customers into a greater
number of activities. As proposed by Akamavi
(2005) and McMahon (2008), companies
should no longer seek to create value for the
customers, rather, firms must seek to co-create
value with their customers.
While firms may look to various strategies to
capture the voice of the customer during the
early stages of the NPD process, the sales force
should be viewed as a primary resource for
Marketing Management Journal, Fall 2009
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actively soliciting and gaining customer
involvement. Salespeople serve as boundary
spanners by interacting with customers as well
as organization members and observing the
external environment. In recent years, the role
of a salesperson has evolved from being a
spokesperson for the selling firm‘s product to
that of a consultant for the buying firm (Sheth
and Sharma 2007). As such, the industrial (Bto-B) sales force has the ability to become a
trusted partner with the buyer. The sales force,
through their boundary spanning roles, is
usually the primary source of information about
customers for the rest of the organization
(Pelham and Lieb 2004). Foster and Cadogan
(2000) conclude that the quality of the
relationships customers build with salespeople
positively influences the propensity to conduct
business. Piercy and Lane (2005) report that
achieving strategic differentiation with key
customers requires a strong buyer-seller
relationship that focuses on the sales force.
For many organizations, the sales function has
become a key strategic issue. Indeed, as stated
by Gilbert (2007), ―A radically changed
business environment requires that management
views the sales function in a radically different
way than what has been prevalent (and
productive) for the past three or four decades.‖
As such, the current study begins with a review
of the body of literature surrounding the roles
the sales force may play in the early stages of
the NPD process.
The study seeks to
understand if organizations with key account
management (KAM) systems provide a
competitive advantage to organizations when
the sales force serves as a conduit in the early
stages of the NPD process. An empirical study
examines differences between KAM
organizations versus other non-KAM
organizations and investigates: (1) the extent to
which salespeople are involved in the idea
generation stage of the NPD process, (2) the
outcomes of such involvement; and, (3) barriers
to successful use of salespeople to gather
information and market intelligence.

2
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BACKGROUND
Marketing and sales managers share a major
responsibility in creating a fair return on value
for customers (Anderson, Kumar and Narus
2008) and many of these contributions take
place during the NPD process as new offerings
are developed and launched.
Market
uncertainties, intensified competition, and an
ever-changing technological landscape,
however, are presenting unique challenges to
firms seeking to utilize the sales force and
involve customers in the NPD process (Hultink
and Atuahene-Gima 2000). Within the extant
body of literature for salespeople involvement
in the NPD process and the degree to which
organizations utilize this potentially valuable
resource, there has been little, formalized
research conducted to date.
Sales Force Involvement in the NPD Process
Too little attention remains given to the
opportunities and challenges associated with
interaction between the sales force and
marketing (Williams and Plouffe 2006). Past
studies support the notion that a participative
approach and a clear strategic direction are vital
to the NPD process (Tracey 2004; Kahn,
Franzak, Griffin, Kohn and Miller 2003).
Researchers have also argued that major
customers are a significant source of new
product information for companies (Von Hippel
1989). In addition, salespeople can effectively
assess market information (Lambert,
Mammorstein and Sharma 1990) and be a
source of many new ideas (Cross, Hartley,
Rudelius and Vassey 2001). Furthermore,
marketing managers often have an opportunity
to form alliances with salespeople and gain
access to customers‘ minds (Carpenter 1992).
In order to capture useful customer data,
however, Sanghani (2005) concluded that
greater involvement of the sales force in the
NPD process is necessary. A customer centric
culture within an organization can offer a
competitive advantage when information
systems are developed and customer feedback
and satisfaction levels are conveyed to
appropriate entities (Arnett and Badrinarayanan
3
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2005; Leigh and Marshall 2001). However, in
order to achieve a seamless integration,
priorities of the sales and marketing functions
must be aligned, which too often may not be the
case (Matthyssens and Johnston 2006)
Typically, the salesperson does not become
involved in the NPD process until the later
stages at which point they are assessing
customer reaction to and use of new products
prior to the launch of a new product or
immediately following a launch (Rochford and
Wotruba 1993; Michael, Rochford and Wotruba
2003). However, there is a strong argument for
involving salespeople much earlier in the NPD
process. Strong communication between an
organization and its external partners (e.g.,
customers) can facilitate the exchange of
information critical to successful NPD activities
(Bonner and Walker, Jr. 2004). In addition,
new information technology now facilitates
information-sharing (Langerak, Peelen and
Commandeur 1997) and teamwork/
collaboration are requisite for success (Lynn
and Akgun 2003).
A study by Gordon, Calantone, Di Benedetto
and Kaminski (1993) further supports the
involvement of the sales force early in the NPD
process by finding that customers in the
telecommunications industry viewed
salespeople as more important information
gathering resources than personnel from any
other department. In addition, Sanghani (2005)
found that by utilizing the sales force‘s
knowledge and field expertise, TransUnion was
able to greatly improve the identifying,
building, and launching of new products.
Likewise, companies such as General Electric,
IBM Consulting, General Mills, and SC
Johnson (Anderson, Narus and Van Rossum
2006) have also experienced success by
utilizing the sales force at an earlier stage in the
NPD process. Ritrama, Inc., a manufacturer of
pressure-sensitive films and specialty paper, is
a company that trains each salesperson to
identify future customer needs and market
trends (Boyle 2004).

Marketing Management Journal, Fall 2009
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The Importance of Sales Force Training and
Incentives
In many cases, salespeople may need special
skills and have to put forth extra effort to
successfully engage in the early stages of the
NPD process. As the firm evolves into a
customer-focused organization and sales
managers and salespeople are expected to
assume a more strategic role, adapting to
change becomes part of the requisite skill set
(Homburg, Workman and Jensen 2000).
Anderson, Mehta and Strong (1997) determined
that of the major topics covered in sales training
programs, there is no explicit mention of the
NPD process.
Increasingly, salespeople are being asked to
adopt technologies such as sales force
automation (SFA) and customer relationship
management (CRM) that could aid in the flow
of information from the customer to areas
within the organization. According to Buehrer,
Senecal and Pullins (2005), lack of
management and technical support was the
greatest barrier to the use of these systems and
training was most effective in increasing usage.
Likewise, Liu and Comer (2007) acknowledged
that salespeople are in a vantage position to
garner intimate information from customers,
however, training and upper management
support are necessary requirements in order for
salespeople to use the information retrieval
aspect of their CRM systems which can relay
information to others within the organization.
Obtaining access to the information can be
challenging and may require incentives that
encourage members of the sales force to relay
pertinent feedback to appropriate areas.
Interestingly, Zahay, Griffin and Fredericks
(2004) found that valuable customer
information collected by the sales force may
simply reside as mental notations instead of
within formal files of CRM systems. Gordon,
Schoenbachler, Kaminski and Brouchous
(1997) conclude that the sales force is not a
reliable source of customer information in the
NPD process due to the lack of structured
Marketing Management Journal, Fall 2009
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systems and effective incentives that might
encourage information gathering and reporting
to appropriate area(s) within the organization.
Most successful salespeople are competitive by
nature and respond to pay structures and
contests that are incentive-based (Shinnick
2007).
Both monetary remuneration and
personal recognition would serve to increase
the flow of information from salespeople back
to appropriate areas of the organization during
the NPD process. From the perspective of the
NPD process, Kleinschmidt and Cooper (2004)
found that 44.8 percent of the best performing
companies provided rewards or recognition to
those who submitted new product ideas while
all of the worst performing companies provided
no rewards. Overall, only 23.1 percent of all
businesses provide rewards to their employees
for providing feedback during the NPD process.
The vast majority of employee incentive
programs primarily reward sales of existing
products and do little to motivate the sales force
to spend time with the NPD team, learn about
user developments and needs, or buy into
product development strategies as a whole
(Withers 2002).
Counterargument to Involving the Sales
Force in NPD
Even though much research supports the notion
of salespeople as an information source, many
academics and practitioners have argued
against it for three reasons. First, some believe
the sales force is too focused on individual
customer needs and blind to the future (Kotler,
Rackham and Krishnaswamy 2006). Second,
regardless of whether marketing were to
encourage inclusion, salespeople and sales
managers are not equipped with the requisite
job skills needed to effectively participate in the
NPD process (Anderson, Mehta and Strong
1997). Third, even if the sales force is
successful in acquiring meaningful information,
there is no assurance that this information will
be communicated to relevant personnel and
departments in a timely manner.
Sales,
marketing, and R&D integration is critical to
ensure that overall organizational goals, as they
4
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relate to the NPD process are reached.
Organizations need effective means to not only
capture relevant information/intelligence but
also to disseminate, retain, and access this
knowledge quickly (Day 2002).
Are Key Account Managers Better at NPD?
Organizations utilizing key account
management systems of sales structure have
become increasingly important (Boles,
Johnston and Gardner 1999) and more
prevalent (Plouffe and Barclay 2007). The
growing occurrence of key account
management (KAM) derives from the fact that
a few powerful customers can control an
important portion of a supplier‘s revenues and
profits (Gosselin and Bauwen 2006). Are key
account management managers better suited at
NPD? Advocates argue that the answer is yes;
the key account management process is
superior to alternative sales processes when it
comes to NPD. This type of sales organization,
regardless of whether it is labeled a major
account, key account, global account, or
national account management organization, is
one that has its primary focus on the importance
of customers.
Key account management
organizations are created under the premise that
customer companies with more current and
potential sales over time are of significant
importance and, as a result, merit special
attention (Ingram, LaForge, Avila, Schwepker
and Williams 2004). Weitz and Bradford
(1999) state that the primary goal of key
account managers is to optimize fit between the
suppliers‘ value offer and customers‘ needs.
In an effort to develop a win-win situation for
both vendor and customer, Napolitano (1997)
was one of the first to outline the
responsibilities of the KAM organization which
include choosing value drivers, maintaining
comprehensive profiles of customer needs and
wants, and focusing on mutually beneficial
growth opportunities. Homburg, Workman, Jr.
and Jensen (2002) recognize that the increasing
role of KAM is one of the most profound
changes in sales. To-date, research into the
area remains limited (Hughes, Foss, Stone and
5
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Cheverton 2004).
Additionally, Honeycutt
(2002) concluded that firms in the global
marketplace that modify their approach toward
key customers from a one-time transaction to a
longer term view tend to experience greater
success. As part of their responsibilities, key
account managers communicate the customers‘
issues to foster innovative solutions, support
customer orientation, and ultimately increase
the fit between their organization‘s value offer
and customers‘ needs (Georges 2006). Toward
this end, joint R&D projects are becoming more
typical between a selling company and a key
account in industrial and high-tech markets
(Ojasalo 2001).
Any discussion of KAM would be remiss
without recognizing associated limitations of
this type of sales process. Lane and Piercy
(2004) identify several reasons including: 1) the
need to overlay a centralized account
management function over an established
decentralized sales force; 2) specific customers‘
desire to not have close relationships with
vendors; and 3) customers‘ differing value
requirements as reasons why KAM
organizations appear better in theory than in
actual practice. Further, Piercy and Lane
(2006) argue that the adoption of a KAM
process leads organizations to focus its efforts
on customers which may have the lowest
margins and the highest business risk. Low and
Johnston (2006) found that the success of KAM
relationships depended greatly on customers‘
relationships with specific sales personnel, a
finding supported by Sharma (2006) who notes
that social/personal bonds are critical for
successful key accounts.
METHODOLOGY
The focus of this study was to investigate
differences between organizations utilizing key
account management (KAM) sales processes
and organizations that do not utilize key
account management processes (non-KAM)
with regards to their involvement of salespeople
during the early stages of the new product
development process. The survey instrument
was pre-tested among 30 members of a
Marketing Management Journal, Fall 2009
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professional selling advisory board and their
feedback was incorporated into the final
instrument. The survey was sent to 2,650 sales
managers (or sales directors) employed by
firms across the United States whose contact
information was obtained through a list broker.
These firms each operate in a business that is
primarily business-to-business and they employ
a minimum of 50 salespeople each.
RESULTS
Usable surveys were received from 246
respondents reflecting a response rate of 9.3
percent. While the response rate was lower
than hoped, it remains in line with or higher
than other recent studies examining: 1) KAM
systems (Wengler, Ehret and Saab 2006); 2)
the use of salespeople to collect information
(Liu and Comer 2007); and 3) sales and other
managers involved in B-toB markets (Ettlie and
Kubarek 2008; Nevins and Money 2008;
Schwepket and Good 2007; Carr and Lopez
2007; Green Jr., Inman and Brown 2006; Ozer
and Chen 2006; Schwepker and Good 2004).
According to Greatlists.com (2006), a response
rate of 5.0 percent is acceptable for business-tobusiness surveys. The number of respondents
indicating they utilized key account
management sales process totaled 65 and
respondents indicating they utilized other sales
processes (Non-KAM) totaled 178. Three
respondents were not included because they did
not complete the entire questionnaire. The
survey instrument consisted of numerous closed
end questions and Likert-type scales that were
designed to capture and evaluate respondent
opinions regarding salesperson involvement in
the new product/service development process.
The survey data was subsequently edited,
coded, and entered in SPSS 16.0 for analysis.
Salesperson Responsibilities, Training, and
Input (KAM vs. non-KAM)
Sales managers (or sales directors) were first
asked to evaluate the responsibilities of
salespeople within the organization for
acquiring new product/service information from
customers. A Likert scale was employed with 1
Marketing Management Journal, Fall 2009
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= strongly disagree and 6 = strongly agree. As
reflected in Table 1, no significant difference
existed between KAM and non-KAM
organizations (4.44 and 4.56, respectively) as it
related to salesperson responsibility for
acquiring new product/service information from
customers.
When asked whether salespeople received
training in methods to collect NPD information
from customers and whether it was formalized,
again there was no significant difference
reported between KAM (3.69 and 3.02,
respectively) and non-KAM organizations (3.58
and 2.99 respectively). Noteworthy is the fact
that, in both type organizations, there appears to
be little emphasis on training. As a result, there
does not appear to be a high level of
understanding on the sales force‘s part as to
how the NPD process works in their
organizations for KAM organizations (4.00) or
non-KAM organizations (3.99).
Likewise,
there appears to be no formal efforts being
made to increase salespeople‘s understanding
of the NPD process in either the KAM (3.89) or
non-KAM (3.78) organizations.
Significant differences did exist when sales
managers were asked if their salespeople had
input in the NPD process (p = .034) and if the
salespeople provide valuable input in the NPD
process (p = .041). In both cases, the mean was
significantly higher for the KAM organizations
(4.58 and 4.69, respectively), as compared to
non-KAM organizations (4.11 and 4.24,
respectively).
Table 1 also reflects significant differences
between the KAM and non-KAM organizations
when inquiring about interaction with
individuals from marketing (p = .043) and NPD
teams (p = .011). Once again, the mean was
significantly higher for salespeople from the
KAM organizations (4.33 and 4.03,
respectively) as compared to non-KAM
organizations (3.87 and 3.43, respectively).
However, no statistically significant differences
exist between KAM and Non-KAM
organizations concerning the interaction
6
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TABLE 1
Salesperson Responsibility within the Organization
Statement regarding salesperson responsiMean* –
Mean* –
bility within their respective organization
N
KAM
Non-KAM
systems
systems
Salespeople are responsible for acquiring new
product/service information from customers.
241
4.44
4.56
Salespeople receive training in methods to
collect information regarding new product/
service ideas.
Training for information collection regarding
new products/service is formal.
Salespeople understand how the NPD process
works in my organization.
Formal efforts are made to increase salesperson understanding of NPD process.
Salespeople are part of the NPD teams.
Salespeople have input in the NPD process.
Salespeople provide valuable input in the
NPD process.
Salespeople have the ability to provide valuable input in the NPD process.
Salespeople interact with marketing people as
part of the NPD process.
Salespeople interact with R & D people as
part of the NPD process.
Salespeople interact with engineering people
as part of the NPD process.
Salespeople interact with NPD teams in my
organization.

Sig.**
.595

242

3.69

3.58

.663

241

3.02

2.99

.904

238

4.00

3.99

.978

241
237

3.89
4.00

3.78
3.56

.619
.068

241

4.58

4.11

.034**

240

4.69

4.24

.041**

240

4.78

4.42

.078

240

4.33

3.87

.043**

238

3.53

3.06

.055

233

3.20

2.82

.115

232

4.03

3.43

.011**

*Based upon 6 point Likert-type scale: 1 = Strongly disagree; 6 = Strongly agree.
**p<.05

between sales and individuals from engineering
or R & D.
Incentive Use (KAM vs. non-KAM)
Another issue of interest pertains to incentives
given to salespeople for gathering new
product/service ideas from customers. Table 2
reflects the percentage of all KAM
organizations offering each incentive and the
percentage of all non-KAM organizations
offering each incentive. A total of 240
respondents completed this question (with six
respondents not completing this question). For
7

every incentive, respondents from organizations
using key account management indicated a
higher percentage of incentives offered to
salespeople for gathering new product/service
ideas from customers. Intrinsic incentives such
as positive feedback and company praise were
the main forms of incentives provided. Even in
KAM organizations, only about one third of
respondents reported that tangible incentives
such as bonuses, compensation increases, or
profit sharing were provided to salespeople for
gathering new product/service ideas.

Marketing Management Journal, Fall 2009
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TABLE 2
Incentives Given to Salespeople
Incentive

Intrinsic

Extrinsic

Other

KAM systems –
Using incentive*

Non-KAM systems –
Using incentive*

Positive feedback

41
(64.1 %)

95
(54.8 %)

Company praise

27
(42.2 %)

65
(36.9 %)

Bonus

22
(34.4 %)

34
(19.3 %)

Compensation
increase

20
(31.3 %)

32
(18.2 %)

Profit sharing

12
(18.8 %)

18
(10.2 %)

Other

16
(25.0 %)

19
(10.8 %)

*N = 240 (64 = KAM ; 176 = Non-KAM respondents)

Degree of Responsibility for Gathering NPD
Information (KAM vs. non-KAM)

Time Allocation (Current vs. Potential
Customers)

The respondents were also asked to indicate the
degree of responsibility salespeople had for
gathering information related to new
product/service ideas for each unit within their
organization. A six-point Likert scale was used
for this question (1 = No responsibility; 6 = Full
responsibility). The KAM organization mean
was higher (reflecting greater responsibility for
gathering ideas) for field salespeople and sales
managers even though there were no
statistically significant differences in the means.
The results indicate that the means for all of the
other units were higher for organizations
implementing the non-key account management
process. See Table 3.

Respondents were asked to consider the
percentage of time salespeople actually spend
with customers (e.g., face-to-face, phone,
email, instant message). Table 4 reflects the
percentages for established customers (based
on total established customers) and percentages
for potential customers (based on total potential
customers). The sales managers‘ responses
indicated that the largest percentage for time
spent with established customers for both KAM
and non-KAM salespeople was in the range of
26-75 percent (70.3 percent for KAM, 67.5
percent for non-KAM). In contrast, the largest
percentage for time spent with potential

Marketing Management Journal, Fall 2009
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TABLE 3
Degree of Responsibility for Gathering Information
Related to New Product/Service Ideas by Unit

N

Mean* – KAM
systems

Field salespeople

239

4.59

Mean* –
Non-KAM
systems
4.57

Inside salespeople

239

3.73

3.96

.307

Sales managers

238

4.54

4.46

.654

Specialized market development/research group(s)

235

4.76

4.87

.691

Applications engineers

230

3.78

4.08

.369

Permanent new product development team

233

4.57

4.81

.422

Ad hoc new product development team

229

4.69

4.73

.903

Customer service representatives

233

3.17

3.32

.559

Other representatives of the marketing function

184

4.74

4.75

.970

Operations/Manufacturing personnel

235

2.81

2.98

.514

Finance/Accounting personnel

239

2.06

2.51

.069

Unit within Organization

Sig.**
.867

*Based upon 6 point Likert-type scale: 1 = No responsibility; 6 = Full responsibility.
**p<.05

customers for both KAM and non-KAM sales
forces was in the 0-50 percent range (78.1
percent for KAM, 75.7 percent for non-KAM).
Sales Volume and Presence of KAM
A Pearson‘s Chi-Square test was conducted to
test for statistical significance between
organizational sales systems (KAM vs. nonKAM) and annual sales volume. A negative
association exists between the two variables
with a correlation coefficient of -.156 and a
Pearson Chi-Square value of 5.719 with a
significance value of .017. Table 5 depicts the
differences across quadrants that are associated
with this statistical significance.
How Often Outcomes Resulted
Table 6 reflects how often the ideas collected
by salespeople from the customers resulted in
9

outcomes for the firm. These outcomes could
potentially include a totally new product, a line
extension, an improvement or added feature in
the product/service, as well as finding a new
market. While the differences for KAM and
non-KAM organizations did not indicate any
statistical difference, it is important to note that
the frequency means were lower for both types
of organizations for totally new products (2.92
for KAM and 3.05 for Non-KAM
organizations) and for finding new uses or
markets (2.98 for KAM and 3.27 for Non-KAM
organizations). The means for both
organizations for extensions, improvement, or
added features were higher but certainly could
use improvement.
This study also examined how often
salespeople communicated new product/service
ideas to internal groups within the organization.
Again, while the differences between KAM and
Marketing Management Journal, Fall 2009
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TABLE 4
Time Spent by Salespeople with Customers
Percent of
Time

Frequency *
Established Customers

Frequency **
Potential Customers

KAM

KAM

Non-KAM

Non-KAM

0% – 25%

10 (15.6%)

24 (13.7%)

24 (37.5%)

24 (37.5%)

26%-50%

20 (31.3%)

57 (32.6%)

26 (40.6%)

26 (40.6%)

51%-75%

25 (39.0%)

61 (34.9%)

10 (15.6%)

30 (16.9%)

9 (14.1%)

33 (18.8%)

4 (6.25%)

13 (7.4%)

64 (100%)

175 (100.0%)

64 (100.0%)

177 (100.0%)

76%-100%

Total
* N=239 ** N=241

TABLE 5
Chi-square Analysis of Organizations
(KAM and Non-KAM) Compared to Annual Sales Volume
KAM
systems

Non-KAM
systems

Total*

Sales volume less than $1 billion

29

113

142

Sales volume greater than $1 billion

32

61

93

Total

61

174

235

*Pearson Chi-square value = 5.719 with a significance value = .017 and Pearson‘s R = -.156.
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TABLE 6
How Often Ideas Collected by Salespeople from Customers Generated Outcome
Outcome

N

A totally new product

241

An extension of an existing product/
service line

241

Improving tangible quality of current
product/service

239

Adding features to a current product/
service

240

Adding services associated with a current product

236

Finding new use/market for a current
product/service

238

Mean* – KAM
systems

Mean* –
Non-KAM
systems

2.92

3.05

64

177

3.48

3.61

63

178

3.55

3.67

62

177

3.69

3.75

62

178

3.38

3.51

63

173

2.98

3.27

62

176

Sig.**
.419

.350
.393
.727
.422
.072

*Based upon 6 point Likert-type scale: 1 = Never; 6 = Always.
**p<.05

non-KAM organizations are not statistically
significant, it reflects to whom ideas are most
likely to flow. Not surprisingly, Table 7
indicates that salespeople were far more likely
to convey information to others on their (4.30
for KAM and 4.36 for Non-KAM
organizations) and sales managers (4.76 for
KAM and 4.57 for Non-KAM organizations)
than to a new product development group (3.92
for KAM and 4.20 for Non-KAM
organizations) or market researchers (4.05 for
KAM and 4.09 for Non-KAM organizations)
application engineer (3.16 for KAM and 3.76
for Non-KAM organizations) or
operations/manufacturing (2.92 for KAM and
3.01 for Non-KAM organizations).
MANAGERIAL IMPLICATIONS
The results of this study provide support for the
idea that KAM organizations are better suited
to provide input into the idea generation stage
of the NPD process. For example, KAM
salespeople are perceived to provide more
valuable input to the organization than non11

KAM salespeople.
The fact that KAM
salespeople are more engrained in customer
organizations and customer retention efforts
should mean they have more and stronger
relationships and, as a result, more access to
key information about new product needs. So,
companies need to be using the time of the
sales force wisely which may mean that nonKAM salespeople need to have less
responsibility for obtaining NPD information
and more time to secure new business from
potential customers.
In addition, the absence of support for some
issues provides ammunition for action on the
part of business if the NPD process is to be
improved and made more effective and
efficient. It is clear from the results that
companies feel that NPD is an important issue
and that all salespeople (including KAM and
non-KAM) are responsible for gathering
information on NPD. This is consistent with
previous research that stresses the importance
of NPD in corporate survival. However, it is
not enough to just give salespeople the
Marketing Management Journal, Fall 2009
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TABLE 7
How Often Salespeople Communicate New Product/Service Ideas
to Internal Groups in the Organization
Internal Group

N

Mean* – KAM
systems

New product/service development group
235
Sales manager
239
Marketing/market research
236
Application engineer
234
Operations/manufacturing
233
Sales team
211

Mean* –
Non-KAM
systems

3.92

4.20

62

173

4.76

4.57

63

176

4.05

4.09

63

173

3.16

3.76

61

173

2.92

3.01

63

170

4.30

4.36

54

157

Sig.**
.294
.280
.861
.067
.728
.727

*Based upon 6 point Likert-type scale: 1 = Never; 6 = Always.
**p<.05

responsibility to collect the information; they
also need to be trained. What is surprising is
that neither KAM nor non-KAM salespeople
receive formal training (lowest variable for
both) or receive training on how to collect the
relevant information. Therefore, companies
have given salespeople the responsibility
without support. This is further aggravated by
the lack of formal efforts on the part of
companies to help salespeople (both KAM and
non-KAM) understand the NPD process. If
companies want salespeople to help (and they
clearly do), then they need to provide training
to help them perform more efficiently and
effectively in their position.
This study also addresses the critical issue of
with whom the salespeople interact. First due
to the nature of the position, salespeople within
KAM organizations are statistically more likely
to interact with marketing personnel than those
in non-KAM organizations. In addition, KAM
salespeople are more likely to interact with
Marketing Management Journal, Fall 2009

R&D personnel than non-KAM (marginally
significant) salespeople.
Both type sales
organizations are less likely to interact with
engineering. This could be due to the lack of
cross functional integration in most companies.
The role of incentives can also be an issue as to
why more salespeople (KAM and non-KAM)
do not actively engage in the idea generation
stage of the NPD process. It is clear that
companies have tried to use intrinsic factors
(praise and feedback) more than extrinsic
rewards (bonus, pay increase, profit sharing,
etc.). It would make sense for companies that
know money motivates most salespeople to
offer both intrinsic and extrinsic rewards to try
to get salespeople to perform tasks they
normally would prefer not to do. The collection
of customer information on NPD is clearly one
of those factors that most salespeople would not
do voluntarily. Companies should start to look
at the impact that the lack of new products
would have on their company and decide to
12
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earmark some development money for the sales
organization (both in the form of incentives as
well as training).
Salespeople of both KAM and non-KAM
organizations tended to focus on the
conservative or shorter-term versus the radical
or longer-term when it came to how often ideas
collected by salespeople generated various
product/service outcomes.
Totally new
products ranked at the low end of outputs while
the addition of features and/or services to a
current product/service seemed to be the
predominant outputs of salesperson information
gathering activities.
Finally, KAM is a resource intensive activity
and it is presumed that not all organizations will
be able to use this type of selling. The results
of this study support that notion. In the current
study, there was a significant difference
between those companies who use KAM and
the size of the organization. It is more likely
that organizations that have over a billion
dollars in sales will employ a KAM process
than those with less than a billion dollars in
sales. Thus, the larger corporations may have
an advantage in developing new products
simply because they employ key account
management processes.
CONCLUSIONS, LIMITATIONS AND
DIRECTIONS FOR FUTURE RESEARCH

Judson, Gordon, Ridnour and Weilbaker

and recognition are not sufficient enough
incentives and that some of the resources
invested in NPD should be shared with the sales
force. Fourth, and as Massey and Dawes
advocate (2006), senior management must
encourage more collaborative forms of
communication between the Sales and
Marketing functions.
Several limitations to this study should be
noted. First, the study is exploratory in nature.
Second, the number of respondents indicating
they utilized a key account management sales
process totaled 65 while respondents indicating
they utilized other sales processes (Non-KAM)
totaled 178. Ideally, responses garnered from a
sample with an increased and equal number of
KAM and non-KAM respondents would be
more compelling. As a third limitation, this
sample reflects the responses of sales managers
from firms based only in the United States.
Hence, future research could focus on the
perceptions of sales managers from countries
outside of the United States, perhaps countries
with emerging markets. Another opportunity
exists by investigating the salespeople‘s
perceptions, rather than sales managers‘
perceptions, of key account management
systems. Finally, future research could focus
on comparing the use of the sales force in the
idea generation stage of the NPD process across
varied industries.
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WHERE ARE WE NOW AND WHERE DO WE GO FROM
HERE? A REVIEW OF THE TRANSACTION COST-BASED
BUYER-SELLER RELATIONSHIP LITERATURE
EDWARD O’DONNELL, Columbus State University
Over the past two decades, marketing researchers have used transaction cost analysis (TCA) to make
important advancements in our knowledge and understanding of interorganizational buyer-seller
relationships. Interestingly, though a great deal of research has been done to date, no
comprehensive review of the TCA-based buyer-seller relationship literature beyond that provided by
Rindfleisch and Heide (1997) currently exists. Taking note of their landmark paper, we consider
how Williamson’s (1975; 1986; 1996) original framework has been extended to model buyer-seller
relationships. We then evaluate the current state of the marketing literature and identify an agenda
for future research.

INTRODUCTION
Over the past two decades, transaction cost
analysis (TCA) has received considerable
attention in the marketing literature
(Rindfleisch and Heide 1997). TCA has been
used to study a wide variety of phenomena such
as foreign market entry strategy (Anderson and
Coughlan 1987; Brouthers, Brouthers and
Werner 2003; Klein, Frazier and Roth 1990),
sales force control and compensation
(Anderson and Oliver 1987; John and Weitz
1988; Krafft 1999; Oliver and Anderson 1994),
franchise governance (Agrawal and Lal 1995;
Dahlstrom and Nygaard 1999; Srinivasan
2006), and industrial purchasing strategy
(Noordeweir, John and Nevin 1990; Stump and
Heide 1996).
For this reason, TCA is
considered by many researchers to be a widely
accepted and important framework in
marketing. In their comprehensive review of
the TCA framework, Rindfleisch and Heide
(1997) found that much of the empirical work
in marketing and other related disciplines can
be classified within one of four main contextual
domains: (1) vertical integration, (2) vertical
interorganizational relationships, (3) horizontal
interorganizational relationships, and (4) tests
of TCE’s assumptions. Here we specifically
focus on the research that has been done on
vertical interorganizational relationships or
The Marketing Management Journal
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more specifically,
relationships.

interfirm

buyer-seller

Buyer-seller relationships play a critical role in
the strategic initiative of firms by providing
them with access to resources and capabilities
that are needed to improve their performance
and competitive position (Gadde and Snehota
2000; Grant 1998; Anderson and Weitz 1989).
Firms like Cisco and Nokia are well recognized
for their ability to use supplier relationships to
realize sources of strategic advantage (Hamel
2000). For instance, Cisco’s revenue per
employee is about 76 percent higher than those
of its average competitor in the
communications equipment industry (Skilling
2001). Unfortunately, many businesses are not
as successful as Cisco and Nokia in managing
their supplier relationships. Kim and Michell
(1999) found that U.S. automakers, which
traditionally have taken a more adversarial
posture regarding their supplier relationships
(McCracken and Glader 2007), have
significantly higher overall procurement costs
than their Japanese competitors. In fact, Dyer
(1997) estimated that General Motors’s
procurement costs were more than six (6) times
higher than those of the Toyota Motor
Corporation. Thus, the management of supplier
relationships has important ramifications on a
firm’s bottom line performance and for this
reason, merits continued academic attention.
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Though a great deal of research has been done
to date, to the best of our knowledge, no
comprehensive review of the TCA-based
buyer-seller relationship literature beyond that
provided by Rindfleisch and Heide (1997)
currently exists. This is unfortunate since
major insights and theoretical advancements
have been made since they published their
comprehensive review of the TCA literature. In
this paper, we contribute to the continued
advancement of the buyer-seller relationship
literature by:
1. examining how the TCA framework has
been extended by marketing researchers to
model buyer-seller relationships,
2. reviewing and integrating the extant
research to identify areas that are in need of
further empirical and theoretical
development, and
3. identifying a number of potential research
streams that appear to merit further
academic attention.
Through our efforts, we hope to encourage
continued academic interest in the empirical
testing and theoretical development of TCA in
a buyer-seller relationship context. We begin
our review of the marketing literature by briefly
describing Williamson’s (1975; 1985; 1996)
original framework. We extend our discussion
to consider how the original framework has
been extended to model buyer-seller
relationships, and then examine the current
state of the marketing literature. Finally, we
summarize our findings and identify areas for
future research.
TRANSACTION COST ANALYSIS:
THEORETICAL OVERVIEW
Transaction Cost Analysis (TCA) (Williamson
1975; 1985; 1996) is part of the “New
Institutional Economics” paradigm that, unlike
traditional neoclassical economics that views
the firm as a production function, considers the
firm a governance structure (Rindfleisch and
Heide 1997; Barney and Hesterly 1996).
Generally speaking, TCA was initially
developed to model a firm’s selection of an
institutional governance mechanism (e.g.,
market, hierarchical, or hybrid) to efficiently
(e.g., minimize transaction costs) govern a
19

O’Donnell

particular transaction or type of transaction
(David and Han 2004; Geyskens, Steenkamp
and Kumar 2006; Rindfleisch and Heide 1997;
Shelanski and Klein 1995). TCA is built upon
two key behavioral assumptions: bounded
rationality and opportunistic behavior.
Bounded rationality is the assumption that
decision makers have limited cognitive
capabilities and as such, are “intendedly
rational, but only limitedly so” (Simon 1961, p.
xxiv). Because of bounded rationality, complex
agreements such as those involved in long-term
purchasing relationships will typically be
incomplete (Buvik and John 2000; Radner
1968) providing opportunities for one or both
parties to take advantage of contractual “gaps”
to suit their own best interest.
In contrast to bounded rationality, which finds
its origin in the cognitive limitations of decision
makers, opportunistic behavior is more strategic
in nature. Williamson (1985, p. 47) defines
opportunistic behavior as “self-interest seeking
with guile” (Williamson 1985, p. 47).
Opportunism implies that given the
opportunity, one or both parties may resort to
behaviors such as lying, cheating, deceitful
concealment of information, or violating formal
or informal agreements to further their own
self-interest (Wathne and Heide 2000). Thus, a
major concern of relationship participants is
how to protect themselves from the potential
opportunism of their partner.
Williamson
operationalized these two behavioral
assumptions as three sources of transaction
costs:
asset specificity, uncertainty, and
frequency.
Asset specificity (Williamson 1996, p. 377)
involves “specialized investments (in assets)
that cannot be redeployed to alternative uses or
by alternative users except at a loss of
productive value.” The primary issue related to
specific assets (referred to as transaction
specific assets (TSAs) throughout the
remainder of this text) involves their
transferability to other relationships. Assets
with a high degree of specificity relative to a
particular exchange partner have dramatically
lower value when used in other uses or with
alternative exchange partners and therefore,
create interdependencies between them.
Marketing Management Journal, Fall 2009

Where Are We Now And Where Do We Go From Here?. . . .

Williamson (1975; 1985; 1996) identifies four
types of specific assets: 1) physical assets
whose engineering or physical properties are
specifically designed to support a particular
relationship; 2) human assets involving worker
skills, know-how, and information; 3) site
specific assets that are located in close
proximity to a particular exchange partner; and
4) dedicated assets in plant and equipment.
Because the development of these assets
requires one or both parties to make
considerable investments, much of the extant
literature addresses how parties should protect
themselves from being expropriated when they
had made investments in TSAs.
The second dimension, uncertainty, is a major
problem facing all economic organizations.
Archol and Stern (1988) define uncertainty as
the extent to which a firm has enough
information to make a decision, can predict the
outcomes of that decision, and has confidence
in the decision that it makes. Williamson
(1975; 1985; 1996) identifies three basic types
of uncertainty that firms should address.
Primary uncertainty involves acts of nature or
changes in customer preferences. In contrast,
secondary uncertainty is derived from the
inability of firms to ascertain the concurrent
decisions and actions of their exchange partner.
Secondary uncertainty increases the potential
that one party could make decisions that
unknowingly have a negative impact on those
of its exchange partner; moreover, it facilitates
the maintenance of redundant activities that
reduce relationship efficiency. The final type,
behavioral uncertainty, involves the potential

O’Donnell

that one or both parties would take advantage of
its exchange partner if given the opportunity
(i.e., opportunistic behavior).
The final dimension, frequency, refers to the
repeatability of a particular transaction or type
of transaction.
Firms are predicted to
internalize frequently occurring transactions
because internalization costs can be amortized
over a larger number of transactions
(Williamson 1985).
According to the
“discriminating alignment hypothesis”
(Williamson 1991, p. 277), represented in
Figure 1, economic parties attempt to match
transactions, which differ along these three
dimensions, with governance structures that
differ in their costs and competencies in a
transaction cost economizing way.
The primary driver of TCA (Williamson 1998)
is asset specificity (Geyskens et al. 2006).
Transactions with low asset specificity are
expected to be undertaken in the market while
those with intermediate and high levels of asset
specificity are expected to be undertaken by
hybrid (or relational) and hierarchical (i.e.,
vertical integration) forms of governance
(David and Han 2004; Geyskens et al. 2006).
In contrast to asset specificity, uncertainty’s
effect on buyers’ governance decisions is more
conditional in nature. Under conditions of low
asset specificity, market governance is
preferred regardless of the degree of uncertainty
since alternative transaction arrangements can
be readily made; however, at higher levels of
asset specificity and uncertainty, hierarchical
governance should be preferred because of its

FIGURE 1
TCA Relationship Framework

Transaction Dimensions
1. Asset Specificity
2. Uncertainty

Institutional
Governance
Mechanism

Transaction
Cost
Economizing

Conduct

Performance

3. Frequency
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improved adaptive capabilities (David and Han
2004). Finally, because overhead costs will be
easier to recover for recurring transactions,
higher levels of frequency tends to move
transactions away from the market and toward
hierarchies when asset specificity is present.
Thus, all three transaction cost dimensions play
an important role in a firm’s selection of an
institutional governance form.
Though TCA provides considerable insights
into a firm’s selection of institutional
governance, the theory as proposed by
Williamson (1975; 1985; 1996) provides
limited insights into the governance of any
particular institutional form once it is selected.
To address this limitation, marketing
researchers looked to TCA to gain insights into
the operational aspects of buyer-seller
relationships.
Extending TCE to Buyer-Seller
Relationships

O’Donnell

Consistent with the original framework, the
buyer’s goal is to minimize its transaction costs.
Arrow (1969, p.48) defines transaction costs as
the “costs of running the economic system.”
Transaction costs include a wide variety of
costs such as those involved in searching for
new suppliers, monitoring the environment, and
negotiating and enforcing agreements (Dyer
1997; North 1990). Buying firms minimize
transaction costs by establishing efficient
controls over the three transaction cost
dimensions identified earlier (i.e., the TSA,
uncertainty, and frequency).
However, in
contrast to the original framework described
earlier, the dimensions making up the model
must be redefined as described here to suit the
buyer-seller relationship context.
The first dimension, the Transaction Specific
Asset (TSA), involves the product that is being
purchased as well as any investments made by
the buying firm to facilitate that product’s
exchange. The product, or more specifically
the characteristics of the product, has a major
impact on the costs associated with a particular
exchange transaction.
For instance, if a
standard product (i.e., a commodity) is
exchanged, the transaction costs associated with
that product should be fairly small (Pilling,
Crosby and Jackson 1994). In contrast, if a
highly specialized product is exchanged, the
buyer will attempt to establish controls to
reduce any potential problems that may arise in
its exchange resulting in higher transaction
costs (Pilling et al. 1994). In addition to the
product’s characteristics, the parties’ physical

In the marketing literature, TCA has been
predominantly applied from the perspective of
one of the participants, typically the buying
firm (Corsten and Kumar 2005; Kalwani and
Narayandas 1995), who attempts to identify and
implement efficient controls over its exchanges
with suppliers. The model described here is
represented in Figure 2 with the buyer’s goal
(i.e., the primary driver of the model) being
identified by “G” and the unidirectional arrow
emanating from the buyer to the seller
representing the application of TCA from the
buyer’s perspective.
FIGURE 2
TCE-Based Relational Model

Environment

Buying
Firm
Goal
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and social investments to the relationship
represent an additional source of transaction
costs.
Because such investments have
substantially lower value when redirected to
other uses or to alternative relationships, they
make the investing party, in this case the buyer,
more dependent on the focal relationship
leaving it vulnerable to supplier expropriation
(Heide and John 1990; Klein 1996). Therefore,
when buying firms make such investments,
they will attempt to protect themselves from
higher potential supplier opportunism resulting
in higher transaction costs.
The second source of transaction costs is
uncertainty. From the buyer’s perspective,
there are two sources of uncertainty: 1) the
selling firm and 2) the environment. The first
source, the selling firm, involves how much the
buyer knows about the selling firm and then,
given what they know about the seller, does the
buyer believe that the seller would take
advantage of them if given an opportunity (i.e.,
to behave opportunistically). If the buyer has
extensive experience with the seller and has
found them to consistently behave in a fair and
honest manner, the buyer may be able to reduce
its usage of more costly governance
mechanisms resulting in lower transaction
costs. The second source, the environment,
involves how much the buyer knows about its
operating environment as well as the overall
volatility of that environment. If the buying
firm is involved in a volatile or unfamiliar
market environment, higher transaction costs
will be incurred as it searches for information
and actively monitors the environment.
The final source, frequency, involves the
volume of transactions that the buyer expects to
occur in the future (Pilling et al. 1994). If the
buyer expects that a particular transaction or
type of transaction will occur frequently in the
future, policies and procedures may be
established to more efficiently control them
resulting in higher transaction costs (Pilling et
al. 1994).
Thus, the current relationship
framework (consistent with the discriminating
alignment hypothesis) posits that buyers will
assign governance mechanisms to transactions,
which vary along the three sources of
transaction costs identified earlier, such that
Marketing Management Journal, Fall 2009
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their transaction costs will be minimized (i.e.,
the buyers’ goal). However, because the
framework described here models the buying
firms’ perspective (Corsten and Kumar 2005;
Kalwani and Narayandas 1995) of individual
exchange transactions (Dwyer, Schurr and Oh
1987; Zajac and Olsen 1993), what is being
modeled in much of the current literature is not
the buyer-seller relationship but the buyer’s
control over the seller. For this reason, much
of the research focuses on the governance
aspects of buyer-seller relationships
(Narayandas and Rangan 2004). Despite this
tendency, marketing researchers have
effectively extended TCA to study the influence
of relational governance on relationship
outcomes. In the remainder of this paper, we
review the marketing literature in order to
identify the current state of the buyer-seller
relationship research and to better establish
what empirical and theoretical work remains to
be done.
EMPIRICAL RESEARCH: BUYERSELLER RELATIONSHIP LITERATURE
Transaction Cost Analysis (TCA) has been
widely used to study the governance aspects of
interorganizational buyer-seller relationships
since the mid 1980s. A summary of the key
empirical studies is provided in Table 1.
The objective of this review is to provide a
representation rather than an exhaustive
collection of the empirical studies that have
used TCA as the primary relationship-modeling
framework. In this paper, the relationship
literature has been organized according to how
it has addressed each of the transaction cost
dimensions (e.g., TSA, uncertainty, and
frequency) beginning with the TSA.
Transaction Specific Asset (TSA)
In the marketing literature, substantial effort
has been devoted to examine the effect that
TSAs have on the governance decisions of
buyers. In a relationship setting, the TSA
involves both the characteristics of the product
being exchanged and the investments made by
the parties to facilitate that exchange. Though
both are addressed in the marketing literature,
22
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TABLE 1
Summary of TCA-Based Empirical Studies
Author(s)

Sample

Independent Variable(s)

Dependent

Key Findings

Heide, Wathne & 105 matched buyerSupplier output monitor- Supplier opporRokkan (2007)
seller dyads in build- ing; supplier behavior
tunism
ing materials industry monitoring; microlevel
social contract for output;
microlevel social contract
for behavior

Output monitoring decreases supplier opportunism. In contrast,
behavior monitoring increases opportunism. The existence of microlevel output oriented social contracts (i.e., product quality, delivery timeliness, order accuracy) enhances the effect of output monitoring on opportunism whereas microlevel behavior oriented social
contracts (i.e., production schedules, quality control procedures,
storage and handling practices) offset the effect of behavior monitoring on supplier opportunism.

Ghosh & John
(2005)

193 purchasing managers/directors of
manufacturing firms
from the general
machinery, electronic,
and transportation
equipment industries

Incomplete ex ante contracting; buyer specific
investments. Moderating
variable: buyer end market strength

End product
enhancement
(EPE) outcomes;
cost reduction
(CR) outcomes

CR outcomes are higher when OEM specific investments (SIs) are
aligned with complete contract terms whereas EPE outcomes are
higher when OEM SIs are aligned with incomplete contracts. OEMs
with stronger positions in their end markets reduced their EPE outcomes were lower for OEMs with stronger end market positions when
they had SIs that were not supported by complete contracts.

Wuyts & Geyskens
(2005)

177 purchasing managers from small/
medium sized firms
from the Netherlands
in the general machining and electronic
equipment industries

Uncertainty avoidance;
collectivism; power
distance. Mediating
variables: detailed contract drafting; close
partner selection

Supplier opportunism

Supplier opportunism is reduced when buyers enter into close partnerships with suppliers. However, detailed contract drafting and
close supplier partnerships are not compatible and actually increase
supplier opportunism. A greater propensity to write explicit contracts
was noted for firms that were more collectivist, more uncertainty
avoidant, and more tolerant of power distance. Collectivist firms are
more likely to select partner with whom they share close ties.

Supplier transaction
specific investments;
cross-functional teams
and supportive incentive
systems in supplier organization.
Moderating variables:
efficient customer response (ECR).
Mediating variables: trust;
complementary retailer
capabilities

Supplier economic performance; supplier
perceived equity;
supplier capability development

Suppliers who participate in ECR programs with large retailers experience enhanced economic performance and capabilities development; however, ECR participation increases suppliers’ inequity
perceptions. Moreover, as suppliers’ trust in the retailer increase,
greater adoption of ECR further increases suppliers’ feelings that they
are inequitably treated. Retailer capabilities also have an enhancing
effect on supplier perceived inequity. These results hold regardless of
differences in supplier size and type of product provided (branded
versus private labeled products).

421 managers of U.S. Downstream market
Apparel company
apparel companies
uncertainty; contractor
flexibility
qualification; contractor
hostages; apparel company (upstream) hostages;
and various interaction
terms

Downstream market uncertainty has a negative effect on apparel
company flexibility for lower levels of contractor qualification and a
positive effect for higher levels of contractor qualification. Reciprocal
hostages by the apparel company and the contractor promote flexible
adaptation to uncertainty. Qualification of the retailer has a positive
effect on apparel company flexibility and apparel company
(downstream) hostages have a negative effect on apparel company
flexibility. Retailer hostages do not have a significant effect on
apparel company flexibility.

Corsten & Kumar 266 suppliers of a
(2005)
large supermarket
chain

Wathne & Heide
(2004)

Rokkan, Heide & 198 matched buyerWathne (2003)
seller dyads of manufacturers of building
materials

Buyer specific investSupplier's percepment; extendedness; norm tion of own
of solidarity
opportunism;
buyer's perception
of supplier opportunism

Expectation of relationship extendedness did not discourage opportunism on the part of the supplier; however, the norm of solidarity did
discourage opportunism. The investing party tends to overestimate
the effect of extendedness on discouraging supplier opportunism.

Jap & Anderson
(2003)

Ex post opportunism.
Moderating variable:
bilateral investments; goal
congruence; interpersonal
trust

In the face of ex post opportunism, goal congruent parties judge their
partners' performance more favorably and anticipate a longer time
horizon to their relationship; however, these benefits are not realized
when all is well. Interpersonal trust has the reverse effect in that
when all is well, the confidence that the two parties have in each other
makes the relationship perform better; however, these effects diminish as ex post opportunism increases. In contrast, bilateral idiosyncratic investments improve relationship performance with or without
ex post opportunism.

At time 1, 220 buyers
from the procurement
divisions of 4 Fortune
50 manufacturing
companies: PC manufacturer, photography
equipment manufacturer, chemical manufacturer and a brewery.
At time 2, 154 buyers

Evaluation of the
counterpart's
performance;
competitive
advantages; joint
profit performance; expectation
of relationship
continuity

Table 1 continued on next page
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TABLE 1 (continued)
Heide (2003)

155 purchasing agents/
directors of manufacturing
firms from the general machinery, electronic, and
transportation equipment
industries

Information asymmetry (i.e.,
buyer information deficiencies about the supplier).
Moderating variables: augmentation of supplier relationship with internal organization (plural governance)

Degree of supplier relationship centralization;
degree of supplier relationship formalization

Buyer information deficiencies
increase the likelihood of the
buyer augmenting the supplier
relationship with internal production. Plural governance involving both market and internal
production increase the degree of
centralization (concentration of
decision-making) and formalization (reliance on rules and standard operating procedures) of the
supplier relationship.

Buvik (2002)

160 industrial buyers from
firms in chemical and engineering production

Frequency of exchange;
manufacturing specific assets; interaction of frequency;
manufacturing specific assets

Formalized purchase
contracting; buyer hierarchical control

Higher frequency of transactions
is needed to support the financial
obligations associated with
hierarchical governance.

Wathne, Biong &
Heide (2001)

114 Customer and 37 selling
firms (commercial banks) of
corporate financial services

Interpersonal relationship;
Switching behavior;
switching costs; price of
intention to switch
alternative supplier; product
breadth of alternative supplier

Buyers emphasize firm level
switching costs as opposed to
interpersonal relationships in
deciding to remain with an
existing supplier. Also, the
positive effect of a potential
supplier's superior price or
product breadth on buyer switching behaviors decrease for higher
levels of switching costs.

Cannon, Achrol & Gundlach
(2000)

424 members of the National
Association of Purchasing
Management

Transaction uncertainty X
Relationship specific adaptation (consisting of (1) market
dynamism X RSA and (2)
task ambiguity X RSA); legal
bonds; cooperative norms

Supplier performance:
price, product quality, and
after-sales service

If uncertainty is high, explicit
contracts result in reduced performance; however, at low levels
of uncertainty, contracts provide
higher levels of performance.
Relational norms result in improved performance whether
uncertainty is high or low. When
uncertainty is high, plural governance consisting of an explicit
contract and relational norms
provides improved performance.

Jap & Ganesan
(2000)

1457 retailers of a major
chemical product manufacturer

Retailer's Transaction Specific Investments (TSIs);
control mechanisms (supplier
TSI, relational norms &
explicit contracts). Control
mechanisms and relationship
phase act as moderating
variables.

Evaluation of supplier's
performance; conflict
level; relationship satisfaction

Both supplier TSIs and relational norms enhance retailers’
perception of supplier commitment whereas explicit contracts
reduce retailers’ perception of
supplier commitment. Retailer
perception of supplier commitment is positively related to its
evaluation of supplier performance and satisfaction and negatively related to conflict.

Buvik & John
(2000)

161 buyers for manufacturers

Vertical coordination; environmental uncertainty; supplier asset specificity

Ex post transaction costs

Vertical coordination reduces
transaction costs in highly uncertain environments when supplier
specific investments are low.
However, vertical coordination
increases transaction costs in
highly uncertain environments
when supplier specific investments are high.

Table 1 continued on next page
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TABLE 1 (continued)
Houston & Johnson (2000)

107 suppliers (89 contract, 18
joint ventures).

Supplier asset specificity;
supplier’s performance
ambiguity; supplier's reputation; stock price for announcement of contract
versus joint venture

Contract; joint venture

Joint ventures (rather than
explicit contracts) are more
likely to occur when suppliers have higher levels of firm
specific investments, performance ambiguity, and
weaker reputations.

Joshi & Stump
(1999)

184 purchasing managers of
Canadian OEMs from the
non-electronic, electronic,
and transportation equipment
industries

Manufacturer specific asset
investment. Mediating
variables: supplier asset
specificity; decision making
uncertainty; and manufacturer trust in supplier

Joint action

Decision-making uncertainty
and trust enhance the impact
of manufacturer asset specificity on joint action.

Stump & Joshi
(1998)

161 buyers from manufacturing firms in the chemical and
allied product markets

Situational factors (supplier
dedicated investments);
contextual factors
(technology uncertainty,
supply uncertainty, market
uncertainty and procurement
strategy)

Buyer dedicated investments

Buyer relationship specific
investments (RSIs) are positively effected by 1) the
extent of supplier RSIs, 2)
the extent of past adaptations
made within the pre-existing
relationship, and 3) the size
of procurement. However,
buyer RSIs are lower when
the buyer is pursuing a multisourcing purchasing strategy.

Stump & Heide
(1996)

164 buyers for firms in the
chemical industry

Qualification of supplier
ability; qualification of
supplier motivation; supplier's specific investment;
buyer's specific investment;
technological unpredictability; performance ambiguity;
purchase importance

Monitoring

Firm control mechanism
choices are heavily influenced by contextual factors.
Specific investments by
buyers are positively associated with buyer qualification
of supplier ability and motivation and with supplier
specific investments. Performance ambiguity is negatively associated with buyer
monitoring and qualification
of suppliers’ abilities.

Heide & Weiss
(1995)

215 U.S. firms that had
recently purchased computer
workstations

Buyer uncertainty (consisting
of pace of technological
change, technology heterogeneity, and lack of buyer
experience); switching costs
(technology and vendor
related); situational factors
(consisting of buying process
centralization and purchase
importance)

Consideration set (open or
closed); switching behavior

Rapid technological change
increases buyers’ information
collection efforts while
reducing their tendency to
switch suppliers.

Norris & McNeilly
(1995)

148 buyers from large steel
service centers in the Midwest

Supplier capacity; supplier
concentration; market diversity; market dynamism;
product characteristics;
supplier specific investments;
buyer specific investments

Buyer commitment to the
supplier

Buyers’ commitment to
suppliers is increased when
they need technical, unique,
or high quality products,
major differences in the order
size of the buyer’s end customers, and the supplier has
made higher RSIs. Commitment to suppliers is reduced
when there is a shortage of
suppliers and when the
buyer’s end customers’
demands change frequently.

Dahlstrom, Dwyer &
Chandrashekran (1995)

94 mainframe computer
group members in 6 major
midwestern cities

Decision making structure
(consisting of formalization
and participation). Moderating variable: transaction
characteristics (consisting of
technological uncertainty and
specific assets)

Effectiveness; opportunism

Formalization and limited
participation raise effectiveness and reduced opportunism in relationships involving
specialized investments.
Relationship length does not
affect opportunism.

Table 1 continued on next page
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TABLE 1 (continued)
Heide (1994)

155 purchasing agents/
directors and 60 suppliers of
manufacturers from the
general machinery, electronic, and transportation
equipment industries

Buyer dependence; supplier
dependence

Flexible adjustment processes

For dependence to lead to bilateral
interaction, both parties must be
locked into the relationship. Symmetric and high dependence promote
flexibility. Also, unilateral dependence between buying and selling
firms reduces flexibility.

Pilling, Crosby &
Jackson (1994)

229 midlevel purchasing
personnel in the aerospace,
electronics, and defense
industries

Asset specificity; environmental uncertainty; transaction frequency.
Mediating variables: level of
ex ante and ex post transaction costs

Relationship closeness

Asset specificity is positively related
to buyers’ efforts to monitor suppliers and to develop and maintain
relationships; similar results were
found for uncertainty relative to
buyers’ relationship development
efforts but only under conditions of
high frequency. Frequency was not
related to buyer monitoring or relationship development efforts. Buyer
relationship development efforts are
positively related to relational closeness; in contrast, supplier opportunism had the opposite effect on relational closeness.

Sriram, Krapfel &
Spekman (1992)

65 purchasing managers from
a large, multidivisional
manufacturing firm

Transaction importance;
buyer transaction specific
investments.
Moderating variable: perceived buyer dependence

Propensity to collaborate;
perceived transaction costs

Transaction importance is positively
related to buyer dependence; supplier
transaction specific investments have
the opposite effect on buyer dependence. Buyer dependence has a
positive effect on buyers’ propensity
to collaborate with suppliers and on
buyer perceived transaction costs.
Transaction costs are positively
related to buyers’ propensity to
collaborate.

Heide & John
(1992)

155 purchasing agents/
directors and 60 suppliers of
manufacturing firms from the
general machinery, electronic, and transportation
equipment industries

Buyer specific assets; relational norms; specific assets
X relational norms; buyer
concentration; buyer's inhouse manufacturing capabilities

Buyer control over supplier
decisions

Buyers safeguard their investments
in relationship specific assets by
implementing controls over suppliers’ operations. Relational norms
provide the buyer with the ability to
acquire that control.

Heide & John
(1990)

155 purchasing agents/
directors of manufacturing
firms from the general machinery, electronic, and
transportation equipment
industries

Supplier specific investments; buyer specific investments; volume unpredictability; technological unpredictability; performance ambiguity. Moderating variables:
continuity expectations;
verification of supplier capabilities

Joint action

Supplier specific investments (SIs)
increase the buyer’s perceived continuity expectations. Buyer SIs and
performance ambiguity encourage
higher levels of supplier verification.
Technological unpredictability
decreases buyers’ continuity expectations. Buyer SIs and supplier SIs are
positively associated with higher
levels of joint efforts. Increased
continuity expectations and supplier
verification efforts are positively
associated with higher levels of joint
action.

Noordewier, John &
Nevin (1990)

140 buyers for bearing manufacturing firms

Relational governance;
environmental uncertainty

Buyer transaction performance

When uncertainty is high, increasing
relational governance in industrial
buyer-seller relationships improves
buyers’ purchasing performance (i.e.,
lower acquisition costs). Relational
governance had no effect on buyers’
performance when uncertainty is
low.

Table 1 continued on next page
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more emphasis has been placed on the
investment rather than the product aspects of
the TSA. With respect to the product, Norris
and McNeilly (1995) found that the more the
buyer’s need for technical, unique, and high
quality products, the more likely that an
enduring relationship would exist between
themselves and the supplier.
Moreover,
research on product customization (Buvik
2002; Heide 1994; Heide and Miner 1992)
suggests that it enhances flexibility and
information sharing but has little or no effect on
shared problem solving or in restraining power
in relationships. Thus, the current research
suggests that the product has a major influence
on the nature of buyer-seller relationships
(Cannon and Perreault 1999; Dyer 1997; Heide
1994; Heide and Miner 1992; Norris and
McNeilly 1995).
Unfortunately, in many
studies, product characteristics were included as
control variables only and as such, provide
limited insights into the product’s impact on the
governance decisions of buyers. For this
reason, additional product research appears
warranted.
Considerably more research examines the
impact that relationship specific investments
(RSIs) have on relationship governance. RSIs
are an important consideration in
interorganizational relationships since they
have substantially lower value when employed
in uses outside of the focal relationship
(Williamson 1996). Essentially, RSIs “lock”
the investing firm into a specific exchange
relationship (Besanko, Dranove and Shanley
2000) by creating costs that discourage
switching behaviors (Wathne, Biong and Heide
2001). Moreover, because the value of RSIs
may be lost or depleted, they increase the
investing firm’s tolerance of the opportunistic
behaviors of its exchange partner (Wathne and
Heide 2000). Much of the existing research
supports this view and suggests that buyer RSIs
decrease supplier commitment (Jap and
Ganesan 2000), and increase supplier
opportunism (Rokkan, Heide and Wathne 2003)
and buyer transaction costs (Buvik and
Anderson 2002). Because of the overwhelming
consistency of this finding, many studies
examine buyer RSIs (relative to those of the
seller) to identify relationships with high
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opportunistic potential in order to evaluate the
effectiveness of various governance
mechanisms in curbing supplier opportunism.
Therefore, rather than investigating the effect
that the TSA has on relationship governance,
most RSI studies evaluate the control of
behavioral uncertainty (i.e., supplier
opportunism).
Uncertainty
Buyers face two sources of uncertainty, the
supplier and the environment.
Marketing
researchers have examined both sources
relative to their impact on relational governance
with most studies focusing on the governance
of behavioral uncertainty (i.e., supplier
opportunism). Five governance mechanisms
have received considerable attention in the
marketing literature: 1) explicit contracts, 2)
supplier RSIs, 3) bilateral RSIs, 4) relational
norms, and 5) informational governance
mechanisms (i.e., monitoring and supplier
qualification).
Explicit Contracts. According to Lusch and
Brown (1996, p. 20), an explicit contract is a
document that is prepared by two parties that
attempts to “see into the future and explicitly
state today (i.e., in the present) how various
situations that might occur in the future would
be handled if they were to occur.” The
empirical research regarding the ability of
explicit contracts to control supplier
opportunism is mixed. Some research suggests
that explicit contracts have no effect on supplier
opportunism (Wuyts and Geyskens 2005) while
other research (Young and Wilkinson 1989)
suggests that contractual governance negatively
impacts supplier opportunism.
The logic underlying the latter finding is that
the use of explicit contracts is more
characteristic of transactional relationships
since the more dominant party (typically the
buying firm) plays a bigger role in specifying
its provisions (Gundlach and Murphy 1993).
Because suppliers doubt the buyer’s
commitment when explicit contracts are used
(Jap and Ganesan 2000), they may be motivated
to behave opportunistically to make up any
“losses” that they may have experienced due to
Marketing Management Journal, Fall 2009
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any perceived “forced” provisions. But if
contracts are expected engender such reactions,
what explains Wuyts and Geyskens’s findings?
Heide, Wathne and Rokkan (2007) provide one
possible explanation.
Heide et al. (2007) found that more obtrusive
types of monitoring, in their case, behavior
versus output monitoring, increases supplier
opportunism. Their findings also suggest that
contextual factors such as microlevel social
contracts “serve as buffers that both enhance
the effects of output monitoring and permit
behavioral monitoring to suppress opportunism
in the first place” (Heide et al. 2007, p. 425).
Thus, the obtrusiveness of the buyer’s
monitoring activities appears to have a strong
influence on the supplier’s response to
contractual governance. In addition to the
buyer’s monitoring approach, prior research
(Buvik and John 2000; Cannon, Archol and
Gundlach 2000) also suggests that contracts are
less effective in controlling supplier
opportunism in unstable environments.
Therefore, in addition to selecting less
obtrusive monitoring methods, buyers may be
well advised to supplement contractual controls
with other mechanisms in less stable
environments (Heide 2003; Lusch and Brown
1996).
Supplier RSIs.
Relationship specific
investments (RSIs) are investments that have
limited transferability to other uses or users
(Williamson 1996). Supplier RSIs, because of
their limited transferability, act as a hostage that
in effect “locks” the supplier into a specific
exchange relationship (Buvik and John 2000).
Because the supplier’s loss potential is now
substantially higher than that of the buyer, the
supplier is more inclined to accept the buyer’s
decisions (Anderson and Narus 1990) in order
to protect their investment. For this reason,
buyer control increases when suppliers have
made substantial RSIs (Joshi and Stump 1999;
Sriram, Krapfel and Spekman 1992).
Early research (Heide and John 1990), mostly
established from the buyer’s perspective,
suggests that supplier RSIs enhance
relationship development by improving
relational continuity and collaboration (Heide
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and John 1992).
More recent research
(Gundlach, Archol and Mentzer 1995; Wathne
and Heide 2004), however, appears to
contradict these findings by suggesting that
supplier RSIs reduce relationship flexibility and
to encourage supplier opportunism.
This
suggests that though buyers believe supplier
RSIs to have a positive impact on relationship
stability and collaboration, suppliers may have
a much different perspective (Buvik and John
2000). In particular, much of the marketing
literature suggests that to the extent that
suppliers are able to successfully act
opportunistically, they may be more inclined to
do so in order to reduce the magnitude of their
loss potential and their dependence on the
buyer.
For this reason, buyers who are
interested in developing close supplier
relationships may be wise to establish policies
that reduce this potential; for example, by
reciprocating supplier RSIs in order to create a
bilateral RSI condition.
Bilateral RSIs. Bilateral RSIs occur when both
the buying firm and the selling firm, over the
course of the relationship, have made
substantial relationship investments. Under this
condition, both parties now stand to lose their
respective RSIs if the relationship were
damaged or terminated. As a result, bilateral
investments represent mutual hostages that
effectively “lock” both firms into the
relationship which encourages cooperation
(Anderson and Weitz 1992; Jap and Anderson
2003; Williamson 1975; 1985; 1996) and a
long-term relationship orientation (Ganesan
2000).
Bilateral RSIs enhance collaboration,
flexibility, and relationship performance
(Buchanan 1992; Jap and Ganesan 2000; Stump
and Heide 1996; Stump and Joshi 1998;
Wathne and Heide 2004) under conditions of
high and low uncertainty (Jap and Anderson
2003). Moreover, bilateral RSIs have been
posited to play an important role in the
development of relational norms (Gundlach et
al. 1995). Thus, empirical support for the
relational benefits of bilateral RSIs is quite
strong; based on our review of the literature, we
believe that they represent an important link
between the economic and social aspects of
28
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interorganizational relationships which has
been identified as an important area for future
study (Rokkan et al. 2003).
Relational Norms.
Relational norms are
expectations about relationship behaviors that
are shared by relationship participants (Dwyer
et al. 1987; Heide and John 1992). The
marketing literature consistently demonstrates
the positive effect that relational norms
(Rokkan et al. 2003; Jap and Ganesan 2000;
Heide and John 1992) have on reducing
supplier opportunism (Gundlach et al. 1995;
Heide and John 1992) and relationship
performance (Noordeweir et al. 1990). In fact,
Rokkan, Heide and Wathne (2003, p. 213)
suggest that relational norms promote “the
creation of joint value rather than individual
value claiming.” Essentially, relational norms
are posited to cause a fundamental shift in
relationships which has the effect of reducing
supplier opportunism, creating a joint
relationship focus, and promoting “bonding”
between buying and selling firms. Despite their
ability to facilitate relationship development,
relational norms take time to develop (Lambe,
Spekman and Hunt 2000). For this reason,
additional mechanisms such as mutual hostages
and/or monitoring may be needed to
supplement relational norms until the
relationship reaches an adequate maturity level
(Heide 1994; Jap and Ganesan 2000; Rokkan et
al. 2003).
Informational Governance Mechanisms.
Information uncertainty is said to exist when
one or both of the parties lack information
about the other. This increases the potential for
opportunism in relationships by creating a
condition in which the behaviors of the parties
can go unnoticed (Wathne and Heide 2000).
When faced with informational deficiencies,
buyers may use informational mechanisms such
as monitoring and supplier qualification, which
are designed to reduce information uncertainty,
to reduce this potential.
Wathne and Heide (2000) identify two hazards
associated with information uncertainty, (1)
adverse selection and (2) moral hazards.
Adverse selection (i.e., does the supplier
possess the capabilities promised) is a major
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concern in the beginning stages of the
relationship whereas moral hazards (i.e., will
the supplier behave opportunistically given that
they can conceal their opportunism) represent
an ongoing threat.
Overall, research on
informational mechanisms such as monitoring
and qualification programs has been fairly
limited yet these studies strongly suggest that
these mechanisms are effective in controlling
both hazards by providing buyers with
information about the supplier’s capabilities
and decisions. However, the effectiveness of
both mechanisms is dramatically reduced when
information is difficult to acquire or understand
(Wathne and Heide 2000). For example, Stump
and Heide (1996) found that if certain aspects
of the supplier’s performance are not readily
observed or the buyer cannot readily distinguish
between high or low levels of performance,
monitoring becomes less desirable (Ouchi
1980).
Similarly, supplier qualification
programs have been found to be less effective
when it is difficult for buyers to evaluate a
supplier’s true level of performance or if the
signals sent by the supplier are not easily
interpreted (Stump and Heide 1996).
Therefore, information based mechanisms,
though effective in reducing supplier
opportunism, are considerably less effective
when there is moderate to high performance
ambiguity. For this reason, buyers should be
advised to supplement informational
mechanisms when supplier information is
difficult to understand or acquire.
The second source of uncertainty is the
environment. Much of the work in this area
centers on the effect that environmental
volatility (i.e., environmental dynamism) has on
buyer governance decisions.
Empirical
findings appear to support two competing
positions. The first suggests that buyers will
retain their ability to switch suppliers to acquire
the flexibility to adapt to environmental
changes (Kim 2000; Sutcliffe and Zaheer 1998)
whereas the second suggests that buyers will
choose to enter into close relationships with
suppliers to utilize its flexibility features to
better respond to volatile environments (Jap
1999; Norris and McNielly 1995; Wernerfelt
and Karnani 1987). To reconcile these two
positions, one possible explanation is provided
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by Joshi and Campbell (2003). Their research
suggests that buyers who strongly believe that
collaborative relationships are highly beneficial
in establishing sources of competitive
advantage will have a predisposition to use
relational governance under conditions of
uncertainty. In short, their study suggests that
buyers who have strong collaborative beliefs
and quality suppliers will tend to enter into
collaborative supplier relationships under
conditions of high volatility whereas buyers
with weak collaborative beliefs will attempt to
retain their ability to switch suppliers. Despite
this study, this still remains an area of
contention among scholars. Based on our
review of the marketing literature, we suspect
that different types of uncertainty will engender
different responses from buyers; therefore,
additional studies examining the influence that
different types of uncertainty such as product
volume (Heide and John 1990) and
technological unpredictability (Heide and
Weiss 1995) have on buyers’ governance
decisions may provide a fruitful path for future
research.
Frequency
In contrast to the vast work on uncertainty,
frequency has received considerably less
academic attention (Buvik 2000; Carter and
Hodgson 2006; David and Han 2004;
Rindfleisch and Heide 1997). In much of the
marketing literature, frequency variables have
been included as controls and thus, not
specifically tested. Despite its limited attention
in the academic literature, frequency related
variables such as delivery frequency (Heide and
Miner 1992), procurement size (Heide 1994;
Stump and Joshi 1998), and expectations of
relationship extendedness (Heide and John
1990; Heide and Miner 1992; Rokkan et al.
2003) have been found to have a strong impact
on relationship flexibility, cooperation, and
joint action. In one of the few studies to
specifically test frequency related hypotheses,
Heide and Miner (1992) found that delivery
frequency positively influences cooperation,
shared problem solving, and flexibility. Based
on these findings and on the limited work done
to date, frequency-based research appears to be
an area ripe for future study.
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CURRENT AND FUTURE
RESEARCH DIRECTIONS
So where do are we now and where do we go
from here? Clearly, our understanding of
interorganizational buyer-seller relationships
has been advanced through the efforts of
marketing researchers over the past three
decades. However, based on our review of the
buyer-seller relationship literature, considerable
gaps remain in the coverage of the major TCA
dimensions. Of the three dimensions identified
by Williamson (1975; 1985; 1996), uncertainty
has received the most academic attention with
many studies focusing on the control of
supplier opportunism. Much less attention has
been directed toward the product aspects of the
TSA; of the limited studies that have done so,
most included product characteristics as control
variables only. Despite the limited work in this
area, much of the extant research (Heide and
Miner 1992; Norris and McNeilly 1995)
demonstrates the product’s importance in
supplier relationships. Suppliers that provide
high quality, innovative, technical, and
customized products were more likely to be
involved in collaborative relationships with
their customers. Similarly, frequency has also
received little empirical attention (David and
Han 2004; Rindfleisch and Heide 1997) even
though prior research (Buvik 2002; Heide and
Miner 1992) suggests that its impact on
exchange relationships may be quite
substantial; in particular, delivery frequency
(Heide and Miner 1992), procurement size
(Heide 1994; Stump and Joshi 1998), and
expectations of relationship extendedness
(Heide and John 1990; Heide and Miner 1992;
Rokkan, Heide and Wathne 2003) have been
found to improve relationship flexibility,
cooperation, and joint action.
So now that we have a better idea of where the
current literature is, where do we go from here?
We propose four broad research directions that
appear to hold considerable promise. First, we
recommend that researchers continue to expand
on the existing TSA and frequency research.
For instance, additional research that attempts
to identify which product characteristics are
most important in the development, longevity,
and success of collaborative exchange
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relationships represents an important topic for
future research. Furthermore, more in-depth
research examining the influence that the
frequency expectations of the exchange parties
has on the nature and longevity of buyer-seller
relationships represents another fruitful area for
future study. Prior research suggest that firms
that are involved in long-term/strategic
relationships are more likely to accept shortterm disadvantages based on a belief that things
will even out in the long run (Heide and Miner
1992; Noordeweir et al. 1990). Furthermore,
both parties should be more willing to make
relationship investments (Buvik 2002; Dyer and
Singh 1998) when they share similar frequency
expectations and expectations that the
relationship will continue to grow. Similarities
in frequency expectations encourage
relationship unity and stability whereas
differences facilitate conflict and instability.
Thus, our review of the marketing literature
suggests that more product and frequency
research is needed.
Second, additional research on bilateral RSIs
may hold considerable promise in extending
our understanding of the development of longterm relationships (Gundlach et al. 1995; Nevin
1995). Bilateral RSIs change the motivational
characteristics of relationships by shifting the
individual focus of relational parties from
protecting “self” to protecting the relationship
thereby creating a spirit of cooperation and
unity. Bilateral RSIs also set the stage for a
more “extensive” relationship vision to be
established between the parties by creating a
more long-term and unified perspective of
maximizing relationship investments and thus,
tend to align the activities of the firms and to
provide direction to the relationship.
Third, more focused research on the
compatibility and effectiveness of different
governance combinations under varying
environmental conditions appears warranted.
For example, the effectiveness of many
mechanisms such as explicit contracts, supplier
qualification programs, and monitoring are
dramatically reduced when information is
difficult to acquire or understand (Wathne and
Heide 2000). Because environmental volatility
and interfirm informational uncertainty limits
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buyers’ ability to acquire or interpret exchange
and market information, it may be interesting to
develop a contingency-based model
(Venkatraman and Prescott 1990) to study the
combinations of mechanisms that are most
effective in facilitating relationship
development (Ring and Van De Ven 1994)
under different environmental conditions.
Moreover, extending our understanding of the
inter-relationships of different governance
mechanisms throughout the relationship
development process represents another
important area of future research (Heide and
Wathne 2006).
Finally, in most of the marketing literature,
TCA has been applied from the buying firms’
perspective (Corsten and Kumar 2005; Kalwani
and Narayandas 1995) and to individual
exchange transactions (Dwyer et al. 1987;
Zajac and Olsen 1993).
Though this is
consistent with transactional relationships, it is
incompatible with collaborative relationships
(Madhok 1997; Zajac and Olsen 1993) which
involve unified goal structures and multiple
exchanges over time (Anderson and Weitz
1989; Dwyer et al. 1987; Eliashberg and Michie
1984; Ganesan 2000; Wilson 1995). For this
reason, TCA has come under sharp criticism as
a relationship framework because of its
overemphasis on control and opportunism
(Conner and Prahalad 1996; Ghoshal and
Moran 1996; Moran and Ghoshal 1996) and for
espousing a static rather than developmental
perspective toward relationships (Narayandas
and Rangan 2004; Rindfleisch and Heide 1997;
Williamson 1999).
In response to these criticisms, marketing
researchers have looked to other frameworks
such as SET, RBV, and the theory of power to
gain additional insights into the maintenance
and development of interorganizational buyerseller relationships; unfortunately, most of these
frameworks have their own inherent limitations
as well. For this reason, Lambe, Spekman and
Hunt (2000) suggest that a better relationship
framework may be developed by applying
different theories at various stages of
relationship development. Similarly, Ghosh
and John (1999; 2005) suggest that combining
different theories, in their case, TCA and
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resource-based view of strategy (Barney 1986;
1991; Peteraf 1993; Wernerfelt 1984), may
allow researchers to offset some of the inherent
limitations of TCA and to better model the
value creation aspects of relationships. Thus,
an important issue facing relationship
researchers in the upcoming decade involves
developing and testing more robust
interorganizational frameworks (Jap 1999;
Rangan, Corey and Cespedes 1993; Rindfleisch
and Heide 1997).
CONCLUSION
Interorganizational buyer-seller relationships
are an important part of a firm’s strategic
arsenal by providing it access to resources and
information that are needed to improve its
competitiveness in existing markets and to
more successfully enter new markets. Because
of their strategic importance, buyer-seller
relationships merit continued academic
attention. TCA has proven to be a useful
framework in advancing our understanding of
this important market phenomenon.
Unfortunately, similar to other powerful
theories, it has limitations that inhibit its ability
to model certain aspects of relationships.
Despite these limitations, marketing researchers
have successfully advanced our understanding
of interorganizational buyer-seller relationships
over the past three decades; however, there is
much more empirical and theoretical work to be
done.
An important step in advancing any area of
research is to assess the current state of the
literature and to synthesize its key findings. By
providing a detailed review of the TCA-based
buyer-seller relationship research and by
identifying areas of future research, we hope to
establish a foundation upon which to direct and
align the theoretical and empirical efforts of
relationship researchers in the future. Only by
working together can we hope to continue to
make major strides in advancing our knowledge
and understanding of this challenging yet
important market institution.
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SUBSERVIENT SELLER SYNDROME:
OUTCOMES IN ZERO-SUM GAME NEGOTIATIONS
EXAMINING THE INFLUENCE OF THE SELLER
AND BUYER ROLE/LABELS
MICHAEL J. COTTER, Grand Valley State University
JAMES A. HENLEY, JR., The University of Tennessee at Chattanooga
This study contrasts the success of negotiators in the roles of sellers and buyers while making the
first offer or counter offers during high-stake, face-to-face, zero-sum game bargaining sessions. A
total of 2,351 separate negotiations were examined. Results for the overall negotiations indicate the
person acting as the buyer was significantly more successful than the seller. Further results indicated
the lack of a first offer or counter offer advantage regardless of the buyer or seller role.
“What’s in a name? That which we call a rose
By any other name would smell as sweet.”
William Shakespeare (circa 1600)

INTRODUCTION
Each day we enter circumstances in which we
must adapt our preferences with those of others
in making decisions, addressing problems, and
handling conflicts. Conflict management occurs
in selling functions when we are interdependent
with others with whom we must accommodate
in a give-and-take relationship style to
coordinate our actions. Development of
effective negotiation skills as a seller or buyer
is based on understanding dynamic factors that
often shape the negotiation situations we face.
Comprehending negotiation problems to
ultimately select the strategies and tactics is a
highly practical skill that may lead to optimal
outcomes (Dion and Banting 1988).
A buyer in a negotiation is often automatically
considered to enjoy a stronger position than the
seller. An extreme circumstance is typically
found in the relatively status-conscious
Japanese society in which the buyer feels
dominant and considers it normal to ask a great
many things of the seller. The sellers show
The Marketing Management Journal
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Copyright © 2009, The Marketing Management Association
All rights of reproduction in any form reserved

Marketing Management Journal, Fall 2009

acceptance of their subordinate status by using
an honorific speaking style in dealing with the
buyers and bowing deeper than the buyers
(Herbig 1995). While the Japanese may go to
greater length in illustrating situational status,
such an attitude by sellers and buyers may
permeate other cultures including Western.
The purpose of this paper is to contrast the
outcome success of sellers compared to buyers
in a situation in which neither party has an
advantage. We further analyze seller and buyer
success when interacting with first offer and
counter offer variables. The negotiation results
were garnered from freshly trained negotiators
involved in face-to-face negotiations with
deadlines in which outcomes involved
significant stakes and no advantage to either
party.
NEGOTIATION
DIMENSIONS REVIEWED
A substantial number of variables found to
significantly impact negotiation behavior may
indicate considerable interest and consequence
of the negotiation genre. A variable found to
impact negotiation is the manner in which
people prepare for negotiation (Bass 1966;
38
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Druckman 1967, 1968; Klimoski 1972).
Another factor considered was whether the
negotiation situation has an all-or-nothing result
or a manner of distributing winnings to
competing parties (Kelley, Beckman and
Fischer 1967; Zeckmeister and Druckman
1973). Druckman (1967) examined the
participant‟s attitudinal orientation toward the
negotiation. The communication types to the
negotiator from the represented decision maker
have also been examined (Organ 1971; Benton
and Druckman 1974). Hammond (1965)
considered the different effects derived from
the type of conflict (interest or cognitive points
of debate) addressed in the negotiation. Another
area examined was negotiator prior experience
(Conrath 1970; Thompson 1990) and amateur
relative to expert negotiator (Neale and
Northcraft 1986). Pre-negotiation familiarity
and/or discussion with the negotiation
opponents or lack thereof and its impact on the
negotiation were assessed (Breaugh and
Klimoski 1977; Korper, Druckman and Broome
1986; Druckman, Broome and Korper 1988;
Druckman and Broome 1991).
Other dimensions found to impact negotiation
include the visibility of the talks (Brown 1970;
Pruitt et al. 1986).The opponent‟s bargaining
strategy was determined to affect negotiation
behavior (Gruder 1971; Johnson 1971; Frey and
Adams 1972; Druckman, Zechmeister and
Solomon 1972; Yukl 1974; Druckman and
Bonoma 1976). The sheer magnitude of the
conflict also can play a significant part in the
negotiation (Thibaut and Faucheux 1965;
Rappoport 1969; Deutsch, Canavan and Rubin
1971; Rozelle and Druckman 1971; Love,
Rozelle and Druckman 1983). The factor of
time pressure was examined and sometimes
found telling in negotiation behavior (Komorita
and Barnes 1969; Hamner 1974; Smith, Pruitt
and Carnevale 1982; Carnevale and Lawler
1986).
Researchers have studied negotiator attempts to
overcome the uncertainty surrounding the
negotiation situation. Lichtenthal and Tellefsen
(2001) found negotiators performed better
when they had the ability to find areas of
39
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internal similarity with their opponents.
Tversky and Kahneman (1974) discovered that
in conditions of uncertainty negotiators will use
simple heuristics to help make judgments.
However, Arkes (1991) warned that using these
tactics could result in a negotiator bias.
Further work has been performed in developing
frameworks of variables that connect the
aspects of negotiation to aid in considering a
broader landscape (Sawyer and Guetzkow
1965; Randolph 1966; Druckman 1977) and
meta-analysis (Druckman 1994). To add to this,
there have been summaries of the negotiation
literature presented (Pruitt 1981; Druckman and
Hopmann 1989; Pruitt and Carnevale 1993;
Wall and Lynn 1993).
A more specific
summary of negotiation research considered
interpersonal and intergroup conflict (Blake and
Mouton 1989).
A study of an elaborate model pitting a seller
versus a buyer in which neither the buyer nor
seller had an advantage found the buyer
enjoyed a more favorable outcome than the
seller (Neslin and Greenhalgh 1983), although
not to a large extent. The authors did not
discuss the possibility of a buyer or seller label
impact. We probed deeper into the negotiator‟s
label in the dealing as a consideration in
determining outcomes.
THE CONCEPTUAL BASIS
FOR THE STUDY
The study focus is to examine the outcomes of
sellers and buyers when placed in a controlled
situation in which neither party retains an
apparent advantage. Since no advantage
appears to exist, the negotiators‟ outcome
scores were not expected to significantly differ.
The Chatterjee and Lilien (1984) study‟s
conclusions indicate that neither buyers nor
sellers gained an advantage when retaining twosided, incomplete, and private information. The
Neslin and Greenhalgh (1983) study mentioned
above found a small advantage for the buyer
over the seller, but their results were not
considered statistically robust.
Marketing Management Journal, Fall 2009
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We combined the factor of buyer and seller
labels in conjunction with determining which
negotiator made the first offer and counter
offer. Galinsky and Mussweiler (2001) studied
the impact of a first offer in the buyer and seller
roles. Their study results found that it did not
matter whether the buyer or the seller made the
first offer. The party making the first offer had
a better outcome. They concluded the first
offer, not the buyer or seller roles, was the most
important variable. Our results stand in sharp
contrast to Galinsky and Mussweiler‟s (2001)
results.
In this study‟s procedure, the negotiator was
told whether she or he was a “seller” or “buyer”
and whether he or she would make the first
offer or counter offer in the negotiation. We
sought to determine if there was evidence of a
role/label impact given to the negotiators. Our
results may offer a fresh perspective for those
determining advantages or disadvantages
inherent in situations involving acting as “firstoffer seller,” “first-offer buyer,” “counter-offer
seller,” or “counter-offer buyer.”
Inconsistent Research Designs
Since the research designs differed, caution is
necessary in comparing our results to past
studies. We used 2,351 separate face-to-face
negotiations over an eight-year period for the
study. The participants were both
undergraduate and graduate students who had
received a half a semester of training in a
negotiation course. Each student gained
experience by negotiating in ten separate
negotiations. Finally, 50 percent of a
participant‟s course grade depended on his or
her negotiated outcomes.
Similarly, the Neslin and Greenhalgh (1983)
study used a student sample of MBA students
taking a negotiation course. Their participants
had also gained experience by partaking in
more than 12 negotiations over the course of
the semester.
However, the Neslin and
Greenhalgh (1983) study used 27 negotiations
to arrive at their conclusions.
Marketing Management Journal, Fall 2009
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The Galinsky and Mussweiler (2001) article
describes three experiments that used MBA
students. The students were part of a
negotiation class, however, two of the
experiments were conducted on the first day of
class and the other was conducted via email
between the first and second week of class.
Consequently, little or no training in
negotiation skills was likely to have occurred.
The sample sizes for the negotiations were 38
negotiations for experiment one, 35
negotiations for experiment two, and 40
negotiations for experiment four. The article
offered no information about the personal
stakes of the negotiation outcomes for the
negotiators.
ANCHORING AND
FIRST OFFER LITERATURE
Much of our analysis on the influence of the
seller and buyer roles/labels uses the first or
counter offer variables. In the Galinsky and
Mussweiler (2001) study, the authors state that
the buyer or seller‟s first offer was an anchor,
which is consistent with the literature (Yukl
1974; Orr and Guthrie 2006). An anchor is a
negotiator bias based on previously received
information that influences an estimate of what
a negotiator considers as reasonable (Tversky
and Kahneman 1974). This previously received
information often comes from the negotiator‟s
opponent. The influence of anchors including
first offers has been a topic of widespread
research. The following sections review the
anchoring and first-offer literature.
Anchoring
Mussweiler and Strack (1999; 2000) offered a
theory to explain the anchor‟s influence. They
state that people recall information consistent
with the anchor, and this consistency is likely to
cause a negotiator to accept an anchor. For
example, if a first offer is a price on a
negotiated item and the negotiator considering
the first offer knows the item has many positive
qualities, the negotiator would be more likely to
feel a high price was reasonable.
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Researchers have demonstrated anchoring
effects in many areas. They have found that
pricing anchors can increase sales (Wansink,
Kent and Hoch 1998) and negotiated outcomes
in real estate sales (Northcraft and Neale 1987;
Black and Diaz 1996). Bottom and Paese
(1999) found that positively biased anchors
could result in higher profits to the receiving
party. Joyce and Bittle (1981) studied
anchoring effects on auditors. A person‟s own
experience anchors his or her judgment toward
others (Gilovich, Savitsky and Medvec 1998;
Gilovich, Medvec and Savitsky 2000). Even
irrelevant anchors influence consumers
(Kristensen and Garling 2000).
The legal profession has examined extensively
the effects of anchoring. Many studies found
anchors have an influence on monetary awards
(Malouff and Schutte 1989; Hinsz and Indahl
1995; Hastie, Schkade and Payne 1999;
Robbennolt and Studebaker 1999; Englich and
Mussweiler 2001). Anchors have influenced
judges, juries and legal professionals (Raitz et
al. 1990; Wistrich, Guthrie and Rachlinski
2005; Englich, Mussweiler and Strack 2006).
First Offer
Many studies revealed first offers may
influence negotiated outcomes (Sterbenz and
Phillips 2001; Poucke and Buelens 2002;
Moran and Ritov 2002). Orr and Guthrie (2006)
performed a meta-analysis of first offer studies
and concluded that 25 percent of the variance in
negotiated outcomes is explained by the first
offer. Studies also found that first offers
influence counter offers as well as the ultimate
outcomes (Chertkoff and Conley 1967; Liebert
et al. 1968; Benton, Kelley and Liebling 1972;
Ritov, I. 1996; Galinsky and Mussweiler 2001;
Orr and Guthrie 2006).
With regard to the size of the initial offer, some
studies have looked at the role of the
negotiator‟s gender. Although not strongly
statistically significant, Eckel and Grossman
(2001) found evidence that women‟s initial
offers were more generous than men‟s initial
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offers. Solnick (2001) found when women
negotiated with men the women made more
generous offers than men.
Overcoming the First Offer
The negotiator receiving a first offer is not
defenseless against this tactic. There are a
number of ways to mitigate the first-offer
influence. The first-offer recipient can counter
the first offer by considering information
different from the first offer (Lord, Lepper and
Preston 1984; Chapman and Johnson 1999), by
evaluating reasons why the first offer was
unacceptable (Mussweiler, Strack and Pfeiffer
2000), or by obtaining market price information
(Kristen and Garling 2000). A negotiator can
counter a first offer by determining the
negotiator‟s best available alternative to an
agreement (Buelens and Poucke 2004), by
estimating the opponent‟s best available
alternative to an agreement (Wansink, Kent and
Hoch 1998), or by taking into account the
negotiator‟s goal or aspirations (White and
Neale 1994; Galinsky and Mussweiler 2001).
Study results on the mitigating effects of
negotiator experience are mixed. Some studies
have found that anchors influence people with
experience in their field (Northcraft and Neale
1987; Englich and Mussweiler 2001; Guthrie,
Rachlinski and Wistrich 2001; Englich,
Mussweiler and Strack 2006). Other researchers
have found that experience is an effective
antidote to an anchor (Neale and Bazerman
1983; Orr and Guthrie 2006; Cotter and Henley
2008).
NEGOTIATION DATA
The study analyzed 2,351 negotiated outcomes.
The negotiations were part of a negotiation
class at a Midwestern university which enrolls
over 23,000 students. The negotiations occurred
from 1999 through 2007. The negotiation class
consisted of undergraduate and graduate
students. Student negotiations were a required
course component with 50 percent of a
student‟s grade dependent on the negotiation
Marketing Management Journal, Fall 2009
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outcomes. The students were required to
participate in 10 face-to-face negotiations
conducted on separate days.
The professor determined the negotiation
circumstances, so the students had no
opportunity to manipulate the situation to their
advantage. The professor determined which
students would negotiate with each other
through a random selection process revealed
just before the negotiation, assigned the buyer
and seller roles to the students, and decreed
which student would make the first offer. The
professor gave the buyer and seller in each
pairing unique cost information that provided
an opportunity for profit in the negotiation. The
negotiators did not know the product in the
negotiation so that there was no possibility for
one student to have greater product knowledge
over the other student. The professor also
determined the variables for negotiation by the
students and the beginning and ending times for
the negotiation based on the number of
negotiation variables. The time was usually 25
to 35 minutes. In effect, every student had an
equal opportunity for success.
The student negotiator‟s goal was to negotiate a
higher percentage of profit on negotiation
variables. The number of variables for
negotiation were between five and ten per
negotiation with separate prices. On a
negotiation deal, for example, a buyer may be
able to make a product for $20,000, while the
seller could make the same product for
$10,000. Therefore, there is $10,000 of profit
available. If the negotiators came to agreement
on the a deal with a final price of $14,000, the
seller gets $4,000 or 40 percent of the profit and
the buyer $6,000 or 60 percent of the profit.
If the negotiation resulted in no deal at the end
of the time allocated, the students earned a zero
for the negotiation. Students also received a
zero if they were absent for the negotiation.
Therefore, there was high motivation to
complete a deal. For the study, the analysis
excluded negotiations resulting in no deals and
absences. Only completed deals made up the
database.
Marketing Management Journal, Fall 2009
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PARTICIPANT MOTIVATION
Our study used a student sample for negotiation
outcomes. This practice is common in
negotiation studies (Stulhlmacher and Walters
1999). Using student samples calls into
question the level of student motivation and
amount of training the students have received in
negotiation. Our study differs from most
negotiation studies in that our student sample
had a strong motivation and they had received
considerable negotiation training prior to their
actual negotiations.
If access to negotiation data involving actual
business negotiations were readily obtainable,
the question of negotiator motivation and
relevance of the results for negotiators might be
less of an issue.
When using students,
however, the question of relevance and
motivation has merit. Some studies using
student negotiation samples avoid the question
altogether (Kimmel, Pruitt, Magenau, KonarGoldband and Carnevale 1980; Galinsky and
Mussweiler 2001). Other studies have used
monetary rewards to increase student
motivation. Unfortunately, probably because of
limited financial resources, the monetary
rewards have been rather small (Eckel and
Grossman 2001; Solnick 2001). Consequently,
the motivation level may not be as high as that
of a professional negotiator in a “real world“
situation.
The motivation level of our student sample
appeared strong. With 50 percent of a student‟s
course grade determined solely by their
negotiation performance, the desire and effort
to bring back the majority of the profit was
extremely high. This strong motivation results
from the zero-sum game situation for the
negotiation.
The negotiation competition
among students in the classes was so intense
that it was not uncommon to have emotional
outbursts by the students.
Our student sample received significant
negotiation training. They received instruction
on negotiation for half the semester (24
classroom hours) before they were allowed to
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negotiate.
Many of the other student
negotiation studies used students with minimal
or no training in negotiation. For example,
Galinsky and Mussweiler (2001) had the
students negotiate on the first day of class in
two negotiations, and before the third week of
class in an email negotiation. Another study
trained their participants for six hours prior to
the negotiations (Stevens, Baveta and Gist
1993).
NEGOTIATION HYPOTHESES
Five hypotheses were tested in this study.
Hypothesis 1 tested the negotiation outcome
score of negotiators acting as sellers in contrast
to those acting as buyers. Hypothesis 2
examined negotiators making the first offer
while contrasting the success of sellers and
buyers. The test of Hypothesis 3 compared the
success of sellers and buyers when taking on
the role of the negotiator making the counter
offer. Hypothesis 4 sorted out the negotiators
acting as the seller while comparing results of
those making the first offer versus the counter
offer. Hypothesis 5 addressed the negotiation
outcomes of buyer with a contrast between
those made the first offer and those who made
the counter offer.
HYPOTHESES TESTING
We tested the equality hypotheses, in null form,
using a two-tailed t-test to detect both size and
direction of any difference in the negotiators‟
outcome means. When the mean of the null
hypothesis is known and the standard deviation
is unknown, the t-test is appropriate. The
population of scores was assumed to be
normally distributed because population size in
all hypotheses tests is considerably greater than
30 (Pagano 1990). The level of significance for
the study was a p-value of .05. All calculations
used SPSS 14.0.1. Table 1 contains the
hypotheses while Table 2 shows the hypotheses
test results.
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Results for Sellers versus Buyers
We began by testing the overall negotiation
outcomes of sellers versus buyers. As
previously stated, Neslin and Greenhalgh
(1983) found a small advantage for the buyer.
Based on their results, we expected to find a
slight advantage for the buyer or no advantage
for either the seller or buyer.
______________________________________
TABLE 1
Hypotheses
______________________________________
H1: There is no difference in negotiation
results between negotiators acting in the
role of seller and those acting as buyers.
H2: There is no difference in negotiation
results between negotiators making the
first offer who act as sellers and those who
act as buyers.
H3: There is no difference in negotiation
results between negotiators making the
counter offer who act as sellers and those
who act as buyers.
H4: There is no difference in negotiation
results between negotiators acting as
sellers who make the first offer and those
sellers who make the counter offer.
H5: There is no difference in negotiation
results between negotiators acting as
buyers who make the first offer and those
buyers who make the counter offer.
______________________________________
The testing of Hypothesis 1 contrasted the
outcome success of those negotiators acting as
sellers compared to those acting as buyers. The
overall mean scores of those buying (52.72
percent) was higher than the mean selling
scores of those selling (47.28 percent). The two
-tailed t-test p-value was calculated as < .001,
therefore the null H 1 was rejected.
Consequently, the Neslin and Greenhalgh
(1983) finding was supported. Whereas their
results for the buyer were not a great advantage,
our results indicate a solid buyer advantage.
To test further the role/labels of seller and
buyer, we considered the seller and buyer roles
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TABLE 2
Hypotheses Test Results
Hypothesis
and
Negotiation

Score of
possible 100%

H1

47.28%
All Sellers

H2

Score of
possible 100%

P-Value

Sample
Size

Standard
Deviation

52.72%
All Buyers

< .001

2351

25.40%

47.15%
Seller – First Offer

52.56%
Buyer – First
Offer

<.001

Seller – 1259
Buyer - 1092

Seller – 26.00%
Buyer – 24.69%

H3

47.44%
Seller – Counter
Offer

52.85%
Buyer –
Counter Offer

<.001

Seller – 1092
Buyer – 1259

Seller – 24.69%
Buyer – 26.00%

H4

47.15%
Seller – First Offer

47.44%
Seller – Counter
Offer

.785

First Offer – 1259
Counter Offer –
1092

First Offer –
26.00%
Counter Offer– 24.69%

H5

52.56%
Buyer – First Offer

52.85%
Buyer – Counter
Offer

.785

First Offer – 1092
Counter Offer 1259

First Offer – 24.69%
Counter Offer– 26.00%

and held constant first offers and counter offers.
Galinsky and Mussweiler (2001) found the
negotiator making the first offer met with
greater success regardless of the negotiator
acting as seller or buyer. Based on their finding
that the first offer or counter offer role was
more important than the seller or buyer role, we
expected the results to show no differences
between buyers and sellers since both were
making first offers in H2 and counter offers in
H3.
In Hypothesis 2, negotiation scores for sellers
making the first offer were contrasted to buyers
making the first offer. The testing indicated the
mean scores of negotiators making the first
offer when selling (47.15 percent) were lower
than the mean scores of those making the first
Marketing Management Journal, Fall 2009

offer when acting as buyers (52.56 percent).
The two-tailed t-test p-value was calculated as
< .001. Null H2 was rejected.
The negotiation scores of those required to
make the counter offer acting as the sellers
versus buyers was tested in Hypothesis 3.
Results of testing showed the mean scores of
negotiators selling when making the counter
offer (47.44 percent) were lower than
negotiators buying when making the counter
offer (52.85 percent). The two-tailed t-test pvalue was calculated as < .001, therefore null
H3 was rejected.
The rejections of null Hypotheses 2 and 3
indicated the buyer and seller role/labels might
have more importance than previously
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expected. When comparing first offers of
buyers and sellers (H2), we expected no
differences because Galinsky and Mussweiler
(2001) found first offers to be more important
than the buyer and seller roles. In fact, buyers‟
outcomes were significantly higher. Similarly,
buyers and sellers making counter offers (H3)
were expected to have no differences. Again,
the buyers‟ outcomes were significantly higher.
To examine further the importance of the buyer
and seller roles, we held the seller (H4) and
buyer (H5) roles constant and varied the first
and counter offers. Based on Galinsky and
Mussweiler‟s (2001) findings, we expected the
first offer to be more successful. In terms of the
hypotheses, we expected to reject the null
Hypotheses H4 and H5.
Hypothesis 4 tested for any differences between
sellers making first and counter offers. The
mean scores of the selling negotiators making
the counter offer (47.44 percent) were slightly
higher than the mean scores of the selling
negotiators making the initial offer (47.15
percent). The two-tailed t-test p-value was
found as .785; therefore, the null H4 was not
rejected.
The testing of Hypothesis 5 contrasted the
outcome success of buyers making the first
offer and buyers making the counter offer. The
overall mean scores of those making the first
offer when buying (52.56 percent) was slightly
lower than the mean selling scores of
negotiators buying when making the counter
offer (52.85 percent). The two-tailed t-test pvalue was found as .785. Null H5 was not
rejected.
Comparing sellers making first and counter
offers (H4), the first-offer advantage did not
prevail. Similarly, when comparing buyers
making first and counter offers (H5), the firstoffer advantage was not evident. Our results
indicated that the role/label of seller or buyer
might be more important than the role of
making the first or counter offer. The Galinsky
and Mussweiler (2001) finding of the first offer
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being the most important variable was not
supported.
DISCUSSION
The overall objective of this paper is to
compare the outcomes of negotiators in a zerosum game situation in which neither party
enjoys an advantage. Outcome contrasts were
made of sellers with buyers, first offer sellers
with first offer buyers, counter offer sellers with
counter offer buyers, first offer sellers with
counter offer sellers, and first offer buyers with
counter offer buyers.
In the analysis of outcomes of sellers (47.28
percent) versus buyers (52.72 percent)
(considered in H1), the buyers enjoyed a
statistically significant (p-value
< .001)
advantage. This strikes us as an intriguing result
especially in light of the negotiation situation
enacted. While in “real world” situations, it is
typical for the salesperson to call on the buyer
with the understanding that the salesperson is in
a subordinate position with the buyer in the
dominant position (else the buyer would likely
be calling on the seller). In the “real world”
circumstance, it might be expected that the
dominant buyer would enjoy the negotiation
advantage. However, in this study‟s negotiation
circumstance, pains were taken to ensure that
neither the seller nor the buyer had an
automatic advantage. Both face the same
deadlines, lack of product information, lack of
even a “guesstimate” of the opponent‟s
financial specifics, and inability to determine
partners or who makes the first offer. In spite of
these variables held in control, the seller is still
found to arrive at a significantly lower outcome
than the buyer. In contrast to the spirit of
Shakespeare‟s notion about the impact of a
label in considering a rose, perhaps there is a
stigma at work in the unconscious minds of the
negotiators. Even in an arena in which there is
no built-in disadvantage, the seller may still act
as the subordinate in the dealing while the
buyer acts dominant.
The possibility of the seller stigma presented
itself in our further analysis. When assessing
Marketing Management Journal, Fall 2009
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the impact of buyer versus seller outcomes
when both parties are forced to make the first
offer (considered in H2) in the negotiation, the
buyer is found to enjoy a significant advantage.
The same is true of outcomes for the buyer
when both seller (47.44 percent) and buyer
(52.85 percent) are contrasted when delegated
as the party to make the counter offer
(considered in H3).
The power of the buyer and seller roles/labels
to hold sway over the first and counter offers
was evident in our last two hypotheses. When
reflecting on the outcomes when the seller
made the first offer (47.15 percent) are
contrasted to sellers making the counter offer
(47.44 percent), it appears the impact of order
in these negotiations played little role in
influencing the outcome (considered in H4).
This also seems to hold true in the assessment
of the negotiators acting as buyers when
directed to make the first offer (52.56 percent)
or counter offer (52.85 percent) (considered in
H5).
MANAGEMENT IMPLICATIONS
A pragmatic implication arises from the data
analysis. There might be some psychological
component at play for either the seller, buyer or
both which results in an advantage for the buyer
in a zero-sum game negotiation on a level
playing field.
Management of negotiators or salespeople may
seek to fortify the power of their employees
relative to their counterparts in sales and
negotiation sessions. The objective would be to
disassemble the seller‟s sense of feeling as an
inferior in the negotiation sessions. A number
of tactics might be employed such as
controlling the negotiation site and time,
directing the agenda, writing the contract, etc.
Further, extensive training for those in the
selling role may inspire an optimal mind-set in
negotiation. This training may help them guard
against “playing defense” only and may aid in
mitigating the subordinate perspective.
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This is not to say that there are not times when
the selling party in a negotiation is in a clearly
weaker position. We suspect it would be rare to
find a “real world” negotiation in which one
party does not enjoy an advantage of some sort
relative to its bargaining partner. However,
mentally tugging a forelock while en route to a
negotiation probably will not result in the best
outcome for the seller. Another consideration is
that just because the opposing negotiator has a
more advantageous position does not mean that
a deal must be struck. The ability to walk away
from the deal is often a strong possibility and
point of leverage for the weaker party, even at
the loss of potential profits.
STUDY LIMITATIONS
While commonly used as participants in
negotiation studies, student negotiators generate
the primary study limitation. The student
sample sought to generate successful
negotiation results to bolster their grades,
however; the motivation intensity for the
students may not be the same as for negotiators
in the “real world.” Further, the desire of each
student to earn higher grades may not be equal.
Therefore, the findings could differ from
negotiators in other situations.
The student-subject, enlistment procedure used
may also be a limitation. The negotiation
course, in which the students make up the
sample, is a popular course and often not
everyone wishing to enroll can secure a spot in
class. Further, the course is an elective. It is
likely that only students with an inclination
toward negotiation may attempt to enroll in the
course. Since they have an interest in
negotiation, their motivations may differ from
the general population.
The negotiation format also curbs general
conclusions about negotiations. The negotiation
procedure implemented in this analysis required
the negotiators to participate in a zero-sum
game. In reality, many negotiations are not zero
-sum games. In some “real world” negotiation
circumstances, negotiators could obtain results
such that both parties in the negotiation win. A
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cooperative, rather than a competitive, spirit
may be in both parties‟ best interest. Such an
atmosphere could engender a very dissimilar
style of negotiation behavior than that found in
a zero-sum game. Consequently, the suitability
of this study‟s conclusions regarding those
types of negotiations would not be appropriate.
To ensure that no negotiator had a knowledge
advantage in dealing, the participants did not
negotiate for a specific product in the study.
However, this unrealistic facet does create
problems for thoughtful use of the results.
Indeed, students who had professional
negotiation experience prior to the class
negotiations often remarked that negotiating
over an unspecified product with no general
price information was far more difficult than
negotiating over a concrete product with
"ballpark guestimate" price knowledge.
FUTURE RESEARCH
The purpose of this study was to examine
negotiation success of sellers and buyers and to
consider the impact of acting as the seller or
buyer when in the role of making first offer or
counter offer in the deal. The study assessed the
results of 2,351 negotiations by students
engaged in zero-sum games with 50 percent of
their course grade at stake.
Student negotiations may not be directly
comparable to situations faced outside the
classroom. Future negotiation studies could use
a different population base such as professional
negotiators to determine if the results reported
by this study do apply to other situations. It
may be fruitful to understand if the results of
this study were mirrored in negotiation
situations in which the negotiators who
cooperate might achieve "win-win” outcomes.
Negotiation requiring a team may also impact
the situation dynamics such that results could
change. Tinkering with some dimensions of the
negotiations such as eliminating the time limit,
making product or price information available
to the participants, or shifting the stakes to
money or other reward from grades might also
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inspire fresh
negotiation.

insights
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SUBSERVIENT SELLER SYNDROME:
OUTCOMES IN ZERO-SUM GAME NEGOTIATIONS
EXAMINING THE INFLUENCE OF THE SELLER
AND BUYER ROLE/LABELS
MICHAEL J. COTTER, Grand Valley State University
JAMES A. HENLEY, JR., The University of Tennessee at Chattanooga
This study contrasts the success of negotiators in the roles of sellers and buyers while making the
first offer or counter offers during high-stake, face-to-face, zero-sum game bargaining sessions. A
total of 2,351 separate negotiations were examined. Results for the overall negotiations indicate the
person acting as the buyer was significantly more successful than the seller. Further results indicated
the lack of a first offer or counter offer advantage regardless of the buyer or seller role.
“What’s in a name? That which we call a rose
By any other name would smell as sweet.”
William Shakespeare (circa 1600)

INTRODUCTION
Each day we enter circumstances in which we
must adapt our preferences with those of others
in making decisions, addressing problems, and
handling conflicts. Conflict management occurs
in selling functions when we are interdependent
with others with whom we must accommodate
in a give-and-take relationship style to
coordinate our actions. Development of
effective negotiation skills as a seller or buyer
is based on understanding dynamic factors that
often shape the negotiation situations we face.
Comprehending negotiation problems to
ultimately select the strategies and tactics is a
highly practical skill that may lead to optimal
outcomes (Dion and Banting 1988).
A buyer in a negotiation is often automatically
considered to enjoy a stronger position than the
seller. An extreme circumstance is typically
found in the relatively status-conscious
Japanese society in which the buyer feels
dominant and considers it normal to ask a great
many things of the seller. The sellers show
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acceptance of their subordinate status by using
an honorific speaking style in dealing with the
buyers and bowing deeper than the buyers
(Herbig 1995). While the Japanese may go to
greater length in illustrating situational status,
such an attitude by sellers and buyers may
permeate other cultures including Western.
The purpose of this paper is to contrast the
outcome success of sellers compared to buyers
in a situation in which neither party has an
advantage. We further analyze seller and buyer
success when interacting with first offer and
counter offer variables. The negotiation results
were garnered from freshly trained negotiators
involved in face-to-face negotiations with
deadlines in which outcomes involved
significant stakes and no advantage to either
party.
NEGOTIATION
DIMENSIONS REVIEWED
A substantial number of variables found to
significantly impact negotiation behavior may
indicate considerable interest and consequence
of the negotiation genre. A variable found to
impact negotiation is the manner in which
people prepare for negotiation (Bass 1966;
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Druckman 1967, 1968; Klimoski 1972).
Another factor considered was whether the
negotiation situation has an all-or-nothing result
or a manner of distributing winnings to
competing parties (Kelley, Beckman and
Fischer 1967; Zeckmeister and Druckman
1973). Druckman (1967) examined the
participant‟s attitudinal orientation toward the
negotiation. The communication types to the
negotiator from the represented decision maker
have also been examined (Organ 1971; Benton
and Druckman 1974). Hammond (1965)
considered the different effects derived from
the type of conflict (interest or cognitive points
of debate) addressed in the negotiation. Another
area examined was negotiator prior experience
(Conrath 1970; Thompson 1990) and amateur
relative to expert negotiator (Neale and
Northcraft 1986). Pre-negotiation familiarity
and/or discussion with the negotiation
opponents or lack thereof and its impact on the
negotiation were assessed (Breaugh and
Klimoski 1977; Korper, Druckman and Broome
1986; Druckman, Broome and Korper 1988;
Druckman and Broome 1991).
Other dimensions found to impact negotiation
include the visibility of the talks (Brown 1970;
Pruitt et al. 1986).The opponent‟s bargaining
strategy was determined to affect negotiation
behavior (Gruder 1971; Johnson 1971; Frey and
Adams 1972; Druckman, Zechmeister and
Solomon 1972; Yukl 1974; Druckman and
Bonoma 1976). The sheer magnitude of the
conflict also can play a significant part in the
negotiation (Thibaut and Faucheux 1965;
Rappoport 1969; Deutsch, Canavan and Rubin
1971; Rozelle and Druckman 1971; Love,
Rozelle and Druckman 1983). The factor of
time pressure was examined and sometimes
found telling in negotiation behavior (Komorita
and Barnes 1969; Hamner 1974; Smith, Pruitt
and Carnevale 1982; Carnevale and Lawler
1986).
Researchers have studied negotiator attempts to
overcome the uncertainty surrounding the
negotiation situation. Lichtenthal and Tellefsen
(2001) found negotiators performed better
when they had the ability to find areas of
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internal similarity with their opponents.
Tversky and Kahneman (1974) discovered that
in conditions of uncertainty negotiators will use
simple heuristics to help make judgments.
However, Arkes (1991) warned that using these
tactics could result in a negotiator bias.
Further work has been performed in developing
frameworks of variables that connect the
aspects of negotiation to aid in considering a
broader landscape (Sawyer and Guetzkow
1965; Randolph 1966; Druckman 1977) and
meta-analysis (Druckman 1994). To add to this,
there have been summaries of the negotiation
literature presented (Pruitt 1981; Druckman and
Hopmann 1989; Pruitt and Carnevale 1993;
Wall and Lynn 1993).
A more specific
summary of negotiation research considered
interpersonal and intergroup conflict (Blake and
Mouton 1989).
A study of an elaborate model pitting a seller
versus a buyer in which neither the buyer nor
seller had an advantage found the buyer
enjoyed a more favorable outcome than the
seller (Neslin and Greenhalgh 1983), although
not to a large extent. The authors did not
discuss the possibility of a buyer or seller label
impact. We probed deeper into the negotiator‟s
label in the dealing as a consideration in
determining outcomes.
THE CONCEPTUAL BASIS
FOR THE STUDY
The study focus is to examine the outcomes of
sellers and buyers when placed in a controlled
situation in which neither party retains an
apparent advantage. Since no advantage
appears to exist, the negotiators‟ outcome
scores were not expected to significantly differ.
The Chatterjee and Lilien (1984) study‟s
conclusions indicate that neither buyers nor
sellers gained an advantage when retaining twosided, incomplete, and private information. The
Neslin and Greenhalgh (1983) study mentioned
above found a small advantage for the buyer
over the seller, but their results were not
considered statistically robust.
Marketing Management Journal, Fall 2009
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We combined the factor of buyer and seller
labels in conjunction with determining which
negotiator made the first offer and counter
offer. Galinsky and Mussweiler (2001) studied
the impact of a first offer in the buyer and seller
roles. Their study results found that it did not
matter whether the buyer or the seller made the
first offer. The party making the first offer had
a better outcome. They concluded the first
offer, not the buyer or seller roles, was the most
important variable. Our results stand in sharp
contrast to Galinsky and Mussweiler‟s (2001)
results.
In this study‟s procedure, the negotiator was
told whether she or he was a “seller” or “buyer”
and whether he or she would make the first
offer or counter offer in the negotiation. We
sought to determine if there was evidence of a
role/label impact given to the negotiators. Our
results may offer a fresh perspective for those
determining advantages or disadvantages
inherent in situations involving acting as “firstoffer seller,” “first-offer buyer,” “counter-offer
seller,” or “counter-offer buyer.”
Inconsistent Research Designs
Since the research designs differed, caution is
necessary in comparing our results to past
studies. We used 2,351 separate face-to-face
negotiations over an eight-year period for the
study. The participants were both
undergraduate and graduate students who had
received a half a semester of training in a
negotiation course. Each student gained
experience by negotiating in ten separate
negotiations. Finally, 50 percent of a
participant‟s course grade depended on his or
her negotiated outcomes.
Similarly, the Neslin and Greenhalgh (1983)
study used a student sample of MBA students
taking a negotiation course. Their participants
had also gained experience by partaking in
more than 12 negotiations over the course of
the semester.
However, the Neslin and
Greenhalgh (1983) study used 27 negotiations
to arrive at their conclusions.
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The Galinsky and Mussweiler (2001) article
describes three experiments that used MBA
students. The students were part of a
negotiation class, however, two of the
experiments were conducted on the first day of
class and the other was conducted via email
between the first and second week of class.
Consequently, little or no training in
negotiation skills was likely to have occurred.
The sample sizes for the negotiations were 38
negotiations for experiment one, 35
negotiations for experiment two, and 40
negotiations for experiment four. The article
offered no information about the personal
stakes of the negotiation outcomes for the
negotiators.
ANCHORING AND
FIRST OFFER LITERATURE
Much of our analysis on the influence of the
seller and buyer roles/labels uses the first or
counter offer variables. In the Galinsky and
Mussweiler (2001) study, the authors state that
the buyer or seller‟s first offer was an anchor,
which is consistent with the literature (Yukl
1974; Orr and Guthrie 2006). An anchor is a
negotiator bias based on previously received
information that influences an estimate of what
a negotiator considers as reasonable (Tversky
and Kahneman 1974). This previously received
information often comes from the negotiator‟s
opponent. The influence of anchors including
first offers has been a topic of widespread
research. The following sections review the
anchoring and first-offer literature.
Anchoring
Mussweiler and Strack (1999; 2000) offered a
theory to explain the anchor‟s influence. They
state that people recall information consistent
with the anchor, and this consistency is likely to
cause a negotiator to accept an anchor. For
example, if a first offer is a price on a
negotiated item and the negotiator considering
the first offer knows the item has many positive
qualities, the negotiator would be more likely to
feel a high price was reasonable.
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Researchers have demonstrated anchoring
effects in many areas. They have found that
pricing anchors can increase sales (Wansink,
Kent and Hoch 1998) and negotiated outcomes
in real estate sales (Northcraft and Neale 1987;
Black and Diaz 1996). Bottom and Paese
(1999) found that positively biased anchors
could result in higher profits to the receiving
party. Joyce and Bittle (1981) studied
anchoring effects on auditors. A person‟s own
experience anchors his or her judgment toward
others (Gilovich, Savitsky and Medvec 1998;
Gilovich, Medvec and Savitsky 2000). Even
irrelevant anchors influence consumers
(Kristensen and Garling 2000).
The legal profession has examined extensively
the effects of anchoring. Many studies found
anchors have an influence on monetary awards
(Malouff and Schutte 1989; Hinsz and Indahl
1995; Hastie, Schkade and Payne 1999;
Robbennolt and Studebaker 1999; Englich and
Mussweiler 2001). Anchors have influenced
judges, juries and legal professionals (Raitz et
al. 1990; Wistrich, Guthrie and Rachlinski
2005; Englich, Mussweiler and Strack 2006).
First Offer
Many studies revealed first offers may
influence negotiated outcomes (Sterbenz and
Phillips 2001; Poucke and Buelens 2002;
Moran and Ritov 2002). Orr and Guthrie (2006)
performed a meta-analysis of first offer studies
and concluded that 25 percent of the variance in
negotiated outcomes is explained by the first
offer. Studies also found that first offers
influence counter offers as well as the ultimate
outcomes (Chertkoff and Conley 1967; Liebert
et al. 1968; Benton, Kelley and Liebling 1972;
Ritov, I. 1996; Galinsky and Mussweiler 2001;
Orr and Guthrie 2006).
With regard to the size of the initial offer, some
studies have looked at the role of the
negotiator‟s gender. Although not strongly
statistically significant, Eckel and Grossman
(2001) found evidence that women‟s initial
offers were more generous than men‟s initial
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offers. Solnick (2001) found when women
negotiated with men the women made more
generous offers than men.
Overcoming the First Offer
The negotiator receiving a first offer is not
defenseless against this tactic. There are a
number of ways to mitigate the first-offer
influence. The first-offer recipient can counter
the first offer by considering information
different from the first offer (Lord, Lepper and
Preston 1984; Chapman and Johnson 1999), by
evaluating reasons why the first offer was
unacceptable (Mussweiler, Strack and Pfeiffer
2000), or by obtaining market price information
(Kristen and Garling 2000). A negotiator can
counter a first offer by determining the
negotiator‟s best available alternative to an
agreement (Buelens and Poucke 2004), by
estimating the opponent‟s best available
alternative to an agreement (Wansink, Kent and
Hoch 1998), or by taking into account the
negotiator‟s goal or aspirations (White and
Neale 1994; Galinsky and Mussweiler 2001).
Study results on the mitigating effects of
negotiator experience are mixed. Some studies
have found that anchors influence people with
experience in their field (Northcraft and Neale
1987; Englich and Mussweiler 2001; Guthrie,
Rachlinski and Wistrich 2001; Englich,
Mussweiler and Strack 2006). Other researchers
have found that experience is an effective
antidote to an anchor (Neale and Bazerman
1983; Orr and Guthrie 2006; Cotter and Henley
2008).
NEGOTIATION DATA
The study analyzed 2,351 negotiated outcomes.
The negotiations were part of a negotiation
class at a Midwestern university which enrolls
over 23,000 students. The negotiations occurred
from 1999 through 2007. The negotiation class
consisted of undergraduate and graduate
students. Student negotiations were a required
course component with 50 percent of a
student‟s grade dependent on the negotiation
Marketing Management Journal, Fall 2009
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outcomes. The students were required to
participate in 10 face-to-face negotiations
conducted on separate days.
The professor determined the negotiation
circumstances, so the students had no
opportunity to manipulate the situation to their
advantage. The professor determined which
students would negotiate with each other
through a random selection process revealed
just before the negotiation, assigned the buyer
and seller roles to the students, and decreed
which student would make the first offer. The
professor gave the buyer and seller in each
pairing unique cost information that provided
an opportunity for profit in the negotiation. The
negotiators did not know the product in the
negotiation so that there was no possibility for
one student to have greater product knowledge
over the other student. The professor also
determined the variables for negotiation by the
students and the beginning and ending times for
the negotiation based on the number of
negotiation variables. The time was usually 25
to 35 minutes. In effect, every student had an
equal opportunity for success.
The student negotiator‟s goal was to negotiate a
higher percentage of profit on negotiation
variables. The number of variables for
negotiation were between five and ten per
negotiation with separate prices. On a
negotiation deal, for example, a buyer may be
able to make a product for $20,000, while the
seller could make the same product for
$10,000. Therefore, there is $10,000 of profit
available. If the negotiators came to agreement
on the a deal with a final price of $14,000, the
seller gets $4,000 or 40 percent of the profit and
the buyer $6,000 or 60 percent of the profit.
If the negotiation resulted in no deal at the end
of the time allocated, the students earned a zero
for the negotiation. Students also received a
zero if they were absent for the negotiation.
Therefore, there was high motivation to
complete a deal. For the study, the analysis
excluded negotiations resulting in no deals and
absences. Only completed deals made up the
database.
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PARTICIPANT MOTIVATION
Our study used a student sample for negotiation
outcomes. This practice is common in
negotiation studies (Stulhlmacher and Walters
1999). Using student samples calls into
question the level of student motivation and
amount of training the students have received in
negotiation. Our study differs from most
negotiation studies in that our student sample
had a strong motivation and they had received
considerable negotiation training prior to their
actual negotiations.
If access to negotiation data involving actual
business negotiations were readily obtainable,
the question of negotiator motivation and
relevance of the results for negotiators might be
less of an issue.
When using students,
however, the question of relevance and
motivation has merit. Some studies using
student negotiation samples avoid the question
altogether (Kimmel, Pruitt, Magenau, KonarGoldband and Carnevale 1980; Galinsky and
Mussweiler 2001). Other studies have used
monetary rewards to increase student
motivation. Unfortunately, probably because of
limited financial resources, the monetary
rewards have been rather small (Eckel and
Grossman 2001; Solnick 2001). Consequently,
the motivation level may not be as high as that
of a professional negotiator in a “real world“
situation.
The motivation level of our student sample
appeared strong. With 50 percent of a student‟s
course grade determined solely by their
negotiation performance, the desire and effort
to bring back the majority of the profit was
extremely high. This strong motivation results
from the zero-sum game situation for the
negotiation.
The negotiation competition
among students in the classes was so intense
that it was not uncommon to have emotional
outbursts by the students.
Our student sample received significant
negotiation training. They received instruction
on negotiation for half the semester (24
classroom hours) before they were allowed to
42

Subservient Seller Syndrome: . . . .

negotiate.
Many of the other student
negotiation studies used students with minimal
or no training in negotiation. For example,
Galinsky and Mussweiler (2001) had the
students negotiate on the first day of class in
two negotiations, and before the third week of
class in an email negotiation. Another study
trained their participants for six hours prior to
the negotiations (Stevens, Baveta and Gist
1993).
NEGOTIATION HYPOTHESES
Five hypotheses were tested in this study.
Hypothesis 1 tested the negotiation outcome
score of negotiators acting as sellers in contrast
to those acting as buyers. Hypothesis 2
examined negotiators making the first offer
while contrasting the success of sellers and
buyers. The test of Hypothesis 3 compared the
success of sellers and buyers when taking on
the role of the negotiator making the counter
offer. Hypothesis 4 sorted out the negotiators
acting as the seller while comparing results of
those making the first offer versus the counter
offer. Hypothesis 5 addressed the negotiation
outcomes of buyer with a contrast between
those made the first offer and those who made
the counter offer.
HYPOTHESES TESTING
We tested the equality hypotheses, in null form,
using a two-tailed t-test to detect both size and
direction of any difference in the negotiators‟
outcome means. When the mean of the null
hypothesis is known and the standard deviation
is unknown, the t-test is appropriate. The
population of scores was assumed to be
normally distributed because population size in
all hypotheses tests is considerably greater than
30 (Pagano 1990). The level of significance for
the study was a p-value of .05. All calculations
used SPSS 14.0.1. Table 1 contains the
hypotheses while Table 2 shows the hypotheses
test results.
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Results for Sellers versus Buyers
We began by testing the overall negotiation
outcomes of sellers versus buyers. As
previously stated, Neslin and Greenhalgh
(1983) found a small advantage for the buyer.
Based on their results, we expected to find a
slight advantage for the buyer or no advantage
for either the seller or buyer.
______________________________________
TABLE 1
Hypotheses
______________________________________
H1: There is no difference in negotiation
results between negotiators acting in the
role of seller and those acting as buyers.
H2: There is no difference in negotiation
results between negotiators making the
first offer who act as sellers and those who
act as buyers.
H3: There is no difference in negotiation
results between negotiators making the
counter offer who act as sellers and those
who act as buyers.
H4: There is no difference in negotiation
results between negotiators acting as
sellers who make the first offer and those
sellers who make the counter offer.
H5: There is no difference in negotiation
results between negotiators acting as
buyers who make the first offer and those
buyers who make the counter offer.
______________________________________
The testing of Hypothesis 1 contrasted the
outcome success of those negotiators acting as
sellers compared to those acting as buyers. The
overall mean scores of those buying (52.72
percent) was higher than the mean selling
scores of those selling (47.28 percent). The two
-tailed t-test p-value was calculated as < .001,
therefore the null H 1 was rejected.
Consequently, the Neslin and Greenhalgh
(1983) finding was supported. Whereas their
results for the buyer were not a great advantage,
our results indicate a solid buyer advantage.
To test further the role/labels of seller and
buyer, we considered the seller and buyer roles
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TABLE 2
Hypotheses Test Results
Hypothesis
and
Negotiation

Score of
possible 100%

H1

47.28%
All Sellers

H2

Score of
possible 100%

P-Value

Sample
Size

Standard
Deviation

52.72%
All Buyers

< .001

2351

25.40%

47.15%
Seller – First Offer

52.56%
Buyer – First
Offer

<.001

Seller – 1259
Buyer - 1092

Seller – 26.00%
Buyer – 24.69%

H3

47.44%
Seller – Counter
Offer

52.85%
Buyer –
Counter Offer

<.001

Seller – 1092
Buyer – 1259

Seller – 24.69%
Buyer – 26.00%

H4

47.15%
Seller – First Offer

47.44%
Seller – Counter
Offer

.785

First Offer – 1259
Counter Offer –
1092

First Offer –
26.00%
Counter Offer– 24.69%

H5

52.56%
Buyer – First Offer

52.85%
Buyer – Counter
Offer

.785

First Offer – 1092
Counter Offer 1259

First Offer – 24.69%
Counter Offer– 26.00%

and held constant first offers and counter offers.
Galinsky and Mussweiler (2001) found the
negotiator making the first offer met with
greater success regardless of the negotiator
acting as seller or buyer. Based on their finding
that the first offer or counter offer role was
more important than the seller or buyer role, we
expected the results to show no differences
between buyers and sellers since both were
making first offers in H2 and counter offers in
H3.
In Hypothesis 2, negotiation scores for sellers
making the first offer were contrasted to buyers
making the first offer. The testing indicated the
mean scores of negotiators making the first
offer when selling (47.15 percent) were lower
than the mean scores of those making the first
Marketing Management Journal, Fall 2009

offer when acting as buyers (52.56 percent).
The two-tailed t-test p-value was calculated as
< .001. Null H2 was rejected.
The negotiation scores of those required to
make the counter offer acting as the sellers
versus buyers was tested in Hypothesis 3.
Results of testing showed the mean scores of
negotiators selling when making the counter
offer (47.44 percent) were lower than
negotiators buying when making the counter
offer (52.85 percent). The two-tailed t-test pvalue was calculated as < .001, therefore null
H3 was rejected.
The rejections of null Hypotheses 2 and 3
indicated the buyer and seller role/labels might
have more importance than previously
44
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expected. When comparing first offers of
buyers and sellers (H2), we expected no
differences because Galinsky and Mussweiler
(2001) found first offers to be more important
than the buyer and seller roles. In fact, buyers‟
outcomes were significantly higher. Similarly,
buyers and sellers making counter offers (H3)
were expected to have no differences. Again,
the buyers‟ outcomes were significantly higher.
To examine further the importance of the buyer
and seller roles, we held the seller (H4) and
buyer (H5) roles constant and varied the first
and counter offers. Based on Galinsky and
Mussweiler‟s (2001) findings, we expected the
first offer to be more successful. In terms of the
hypotheses, we expected to reject the null
Hypotheses H4 and H5.
Hypothesis 4 tested for any differences between
sellers making first and counter offers. The
mean scores of the selling negotiators making
the counter offer (47.44 percent) were slightly
higher than the mean scores of the selling
negotiators making the initial offer (47.15
percent). The two-tailed t-test p-value was
found as .785; therefore, the null H4 was not
rejected.
The testing of Hypothesis 5 contrasted the
outcome success of buyers making the first
offer and buyers making the counter offer. The
overall mean scores of those making the first
offer when buying (52.56 percent) was slightly
lower than the mean selling scores of
negotiators buying when making the counter
offer (52.85 percent). The two-tailed t-test pvalue was found as .785. Null H5 was not
rejected.
Comparing sellers making first and counter
offers (H4), the first-offer advantage did not
prevail. Similarly, when comparing buyers
making first and counter offers (H5), the firstoffer advantage was not evident. Our results
indicated that the role/label of seller or buyer
might be more important than the role of
making the first or counter offer. The Galinsky
and Mussweiler (2001) finding of the first offer
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being the most important variable was not
supported.
DISCUSSION
The overall objective of this paper is to
compare the outcomes of negotiators in a zerosum game situation in which neither party
enjoys an advantage. Outcome contrasts were
made of sellers with buyers, first offer sellers
with first offer buyers, counter offer sellers with
counter offer buyers, first offer sellers with
counter offer sellers, and first offer buyers with
counter offer buyers.
In the analysis of outcomes of sellers (47.28
percent) versus buyers (52.72 percent)
(considered in H1), the buyers enjoyed a
statistically significant (p-value
< .001)
advantage. This strikes us as an intriguing result
especially in light of the negotiation situation
enacted. While in “real world” situations, it is
typical for the salesperson to call on the buyer
with the understanding that the salesperson is in
a subordinate position with the buyer in the
dominant position (else the buyer would likely
be calling on the seller). In the “real world”
circumstance, it might be expected that the
dominant buyer would enjoy the negotiation
advantage. However, in this study‟s negotiation
circumstance, pains were taken to ensure that
neither the seller nor the buyer had an
automatic advantage. Both face the same
deadlines, lack of product information, lack of
even a “guesstimate” of the opponent‟s
financial specifics, and inability to determine
partners or who makes the first offer. In spite of
these variables held in control, the seller is still
found to arrive at a significantly lower outcome
than the buyer. In contrast to the spirit of
Shakespeare‟s notion about the impact of a
label in considering a rose, perhaps there is a
stigma at work in the unconscious minds of the
negotiators. Even in an arena in which there is
no built-in disadvantage, the seller may still act
as the subordinate in the dealing while the
buyer acts dominant.
The possibility of the seller stigma presented
itself in our further analysis. When assessing
Marketing Management Journal, Fall 2009
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the impact of buyer versus seller outcomes
when both parties are forced to make the first
offer (considered in H2) in the negotiation, the
buyer is found to enjoy a significant advantage.
The same is true of outcomes for the buyer
when both seller (47.44 percent) and buyer
(52.85 percent) are contrasted when delegated
as the party to make the counter offer
(considered in H3).
The power of the buyer and seller roles/labels
to hold sway over the first and counter offers
was evident in our last two hypotheses. When
reflecting on the outcomes when the seller
made the first offer (47.15 percent) are
contrasted to sellers making the counter offer
(47.44 percent), it appears the impact of order
in these negotiations played little role in
influencing the outcome (considered in H4).
This also seems to hold true in the assessment
of the negotiators acting as buyers when
directed to make the first offer (52.56 percent)
or counter offer (52.85 percent) (considered in
H5).
MANAGEMENT IMPLICATIONS
A pragmatic implication arises from the data
analysis. There might be some psychological
component at play for either the seller, buyer or
both which results in an advantage for the buyer
in a zero-sum game negotiation on a level
playing field.
Management of negotiators or salespeople may
seek to fortify the power of their employees
relative to their counterparts in sales and
negotiation sessions. The objective would be to
disassemble the seller‟s sense of feeling as an
inferior in the negotiation sessions. A number
of tactics might be employed such as
controlling the negotiation site and time,
directing the agenda, writing the contract, etc.
Further, extensive training for those in the
selling role may inspire an optimal mind-set in
negotiation. This training may help them guard
against “playing defense” only and may aid in
mitigating the subordinate perspective.
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This is not to say that there are not times when
the selling party in a negotiation is in a clearly
weaker position. We suspect it would be rare to
find a “real world” negotiation in which one
party does not enjoy an advantage of some sort
relative to its bargaining partner. However,
mentally tugging a forelock while en route to a
negotiation probably will not result in the best
outcome for the seller. Another consideration is
that just because the opposing negotiator has a
more advantageous position does not mean that
a deal must be struck. The ability to walk away
from the deal is often a strong possibility and
point of leverage for the weaker party, even at
the loss of potential profits.
STUDY LIMITATIONS
While commonly used as participants in
negotiation studies, student negotiators generate
the primary study limitation. The student
sample sought to generate successful
negotiation results to bolster their grades,
however; the motivation intensity for the
students may not be the same as for negotiators
in the “real world.” Further, the desire of each
student to earn higher grades may not be equal.
Therefore, the findings could differ from
negotiators in other situations.
The student-subject, enlistment procedure used
may also be a limitation. The negotiation
course, in which the students make up the
sample, is a popular course and often not
everyone wishing to enroll can secure a spot in
class. Further, the course is an elective. It is
likely that only students with an inclination
toward negotiation may attempt to enroll in the
course. Since they have an interest in
negotiation, their motivations may differ from
the general population.
The negotiation format also curbs general
conclusions about negotiations. The negotiation
procedure implemented in this analysis required
the negotiators to participate in a zero-sum
game. In reality, many negotiations are not zero
-sum games. In some “real world” negotiation
circumstances, negotiators could obtain results
such that both parties in the negotiation win. A
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cooperative, rather than a competitive, spirit
may be in both parties‟ best interest. Such an
atmosphere could engender a very dissimilar
style of negotiation behavior than that found in
a zero-sum game. Consequently, the suitability
of this study‟s conclusions regarding those
types of negotiations would not be appropriate.
To ensure that no negotiator had a knowledge
advantage in dealing, the participants did not
negotiate for a specific product in the study.
However, this unrealistic facet does create
problems for thoughtful use of the results.
Indeed, students who had professional
negotiation experience prior to the class
negotiations often remarked that negotiating
over an unspecified product with no general
price information was far more difficult than
negotiating over a concrete product with
"ballpark guestimate" price knowledge.
FUTURE RESEARCH
The purpose of this study was to examine
negotiation success of sellers and buyers and to
consider the impact of acting as the seller or
buyer when in the role of making first offer or
counter offer in the deal. The study assessed the
results of 2,351 negotiations by students
engaged in zero-sum games with 50 percent of
their course grade at stake.
Student negotiations may not be directly
comparable to situations faced outside the
classroom. Future negotiation studies could use
a different population base such as professional
negotiators to determine if the results reported
by this study do apply to other situations. It
may be fruitful to understand if the results of
this study were mirrored in negotiation
situations in which the negotiators who
cooperate might achieve "win-win” outcomes.
Negotiation requiring a team may also impact
the situation dynamics such that results could
change. Tinkering with some dimensions of the
negotiations such as eliminating the time limit,
making product or price information available
to the participants, or shifting the stakes to
money or other reward from grades might also
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inspire fresh
negotiation.

insights

in

understanding
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A CROSS COUNTRY COMPARATIVE ANALYSIS
OF STUDENTS’ PERCEPTIONS OF THE SALES
PROFESSION: A LOOK AT U.S., PERU, AND GUATEMALA
SOMJIT BARAT, Pennsylvania State University
JOHN E. SPILLAN, University of North Carolina at Pembroke
Personal selling is a critical marketing activity, accounting for a major portion of the revenue
generation for any company. Those who sell the products are the life blood of the organization.
Consequently, recruiting future sales professionals from the existing pool of college graduates is
vital to the continued success and sustainability of business entities. Nonetheless, students are found
to harbor a negative feeling towards salespersons and/or the sales profession. Our research is
designed to investigate if and how such negative perception is linked to the students’ country of
origin i.e. the US, Peru and Guatemala. While the findings vindicate earlier studies and do indicate
significant differences among students from these countries, the authors also provide interesting
academic and managerial implications, and provide avenues for future research.
INTRODUCTION
Although sales is considered a mainstream
profession in many countries, the common man
still harbors a negative attitude towards sales as
a career and/or salespersons (Castleberry 1990),
because salespeople are regarded as pushy,
dishonest, deceitful, aggressive, manipulative
and desperate. Students are no exception to
such negative perceptions either, even though
they might have little to no experience with
sales and/or salespersons. Their sole impression
is shaped by hearsay and exposure to current
news items about salespeople, leading to strong
negative bias towards sales as a career.
In contrast to the plethora of studies conducted
on perception of sales as a profession (Butler
1996; Dubinsky 1980; Harmon 1999), little has
been done to investigate if and how such
perception varies across different countries
other than the US, especially students in Latin
American (LatAm) countries. For example, of
the annual average of 402 articles published by
the top ten business journals between 1985 and
2002, only four focused on LatAm countries
(Lenartowicz et al. 2002). Moreover, the few
research publications are written in the local
The Marketing Management Journal
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language and as such, largely remain
unavailable to the mainstream academics.
However, given that LatAm is a major trading
partner of the US and has garnered substantial
foreign investment in recent years (The World
Factbook 2009), we surmise that sales, as a
profession, has gained popularity in this part of
the world as well. We, therefore, feel that it is
important to investigate potential perceptual
differences between students of LatAm
countries (Peru and Guatemala) and their US
counterparts in terms of the different
dimensions of sales as a career, such as opinion
towards sales persons, future prospects of a
career in sales, how sales persons are perceived
and interest in a selling job after graduation.
This information can be useful for students,
who can rectify some of the misconceptions
about salespeople. This might encourage more
students to pursue a career in sales. Sales
people can benefit from this research by trying
to understand why the community perceives
sales people in a negative manner in general.
Similarly, sales managers can „train‟ their sales
reps to conduct business in a manner that
minimizes the chances of negative opinion on
salespeople. Finally, recruiters can utilize this
information to more effectively market the
„sales‟ positions they are hiring for. Therefore,
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the authors argue that in addition to filling a
gaping hole in cross-country studies pertaining
to sales as a career, the current research will
pique the interests of and contribute to a diverse
audience.
The paper is organized as follows: the next
section provides a review of extant literature
and develops the theoretical framework for the
study. This is followed by a discussion of the
hypotheses, data, methods, results and analysis
of the results. The concluding sections discuss
the limitations and provide avenues for further
research.
LITERATURE REVIEW
Research on identifying, measuring and
analyzing student perceptions of the sales
profession appears to concentrate on two
streams. One stream of thought focuses on how
students, in general perceive the sales job.
Weilbaker et al. (1992) for example, found that
job satisfaction, job alignment with student‟s
goals, recruiter morale at the time of the
interview, the company‟s financial health and
reputation were some of the most important
attributes of a sales job. Other characteristics
identified in the literature include the job‟s
reputation, growth prospects and financial
stability (Bergman et al. 1984; Wortruba et al.
1989) and the work environment of the
company, compensation, job security and scope
of advancement leading to job satisfaction,
location, responsibilities and employee morale
(Castleberry 1990; Harris et al. 1987).
The other school of thought in this field appears
to focus on perceptual differences among
different dimensions such as sex (Castleberry
1990), and college major, college standing,
demographics and work experience (Wortruba
et al. 1989). Some studies, for example, found
that females attach more importance to
company reputation, clear communication paths
within the organization and job fit to their
personal goals than their male counterparts.
However, males might attach greater
importance to compensation issues.
Furthermore, marketing majors consider „clear
Marketing Management Journal, Fall 2009
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communication paths‟ within their
organizations a more serious factor in a sales
job than their non-marketing counterparts. Sales
job applicants also emphasize job location,
compensation and encouragement for graduate
study (Castleberry 1990; Posner 1981) and
creativity, job independence and ability to voice
their own opinions on the job (Lacy et al. 1983;
Powell 1984) more than the recruiters.
Recruiters, on the other hand, emphasize
company reputation, compensation and
recruiter personality (Posner 1981; Rynes et al.
1986). Nonetheless, from the plethora of studies
in this field, it appears that there exists some
level of disagreement regarding importance of
different criteria. Our literature review,
however, identified only one multi-country
study involving LatAm countries and the US,
which focused on student perception of a sales
career (Honeycutt, Jr. et al. 1999). From that
perspective, therefore, the authors attempt to fill
a significant void in sales field and contribute to
a better understanding of how students from
different academic and cultural backgrounds
perceive a career in sales.
RESEARCH CONTEXT
Country Information
The US, arguably one of the most developed
countries of the world, boasts of a $14 trillion
economy, growing at the rate of 1.3 percent per
annum as of 2008 (CIA World Factbook 2009).
However, the recent slump in the labor and
housing markets, the financial sector and the
ever-increasing level of the trade deficit ($810
billion as of 2008) has been a matter of serious
concern for economists. The US has a per
capita GDP of $48,000. Almost a quarter of the
153 million-strong labor force is engaged in
sales and office jobs, which makes this
profession critical in terms of employment as
well as contribution to overall economic
prosperity.
With a population of about 29 million, Peru has
a GDP of about $239 billion. Peru has enjoyed
notable economic growth rate of 9 percent in
2007-8. However, an unemployment rate of 8
53
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percent among the 10.4 million-labor forces
appears to be a matter of concern (CIA World
Factbook 2009). Consequently, almost 45
percent of the population remains below the
poverty line with no official record of
employment in the sales profession. However,
given that the US is one of Peru‟s major trading
partners, it can be argued that there exists a
reasonably strong emphasis on the sales
profession. Hence, we believe that the current
research is significant and relevant.

nurture their professional development and
attempt to alleviate any misconceptions about
the salesperson‟s role in the organization.
Anecdotes, however, suggest that many sales
managers fail to build the trust, dependability
and respect in their sales force, often holding
the salesperson itself accountable for failure to
meet the sales quota. This eventually leads to
low morale, frustration and lack of motivation,
culminating in high turnover rates of the sales
force (Babakus et al. 1996; Rich 1997).

Finally, only four million of just over 13
million of Guatemala‟s population is employed.
Like Peru, Guatemala does not have any
official estimate of the labor force in the sales
profession. Even though Guatemala is placed
economically better than Peru, both countries
share some ingrained problems such as high
illiteracy rates, corruption, weak infrastructure
and crime rates. Thus, it would be interesting to
see how the younger generations in these two
countries view a career in sales and try to
analyze how their responses compare to overall
student perceptions.

While we do not expect to nullify major
findings from past research, given that
traditional economies are becoming more and
more competitive, it is possible that the sales
job is considered more prestigious, responsible
and rewarding than what it was in the past. In
other words, we might find a perceptible
„softening‟ of the student‟s attitude towards the
sales career and the salesperson.

Theoretical Framework

The survey instrument was finalized after
several rounds of revision and consultation with
experts in the field, and was identical for all the
three countries. The instrument consisted of
four sections: thoughts that come to mind when
one considers a sales person and/or a sales job
(qualitative); one‟s level of interest in a sales
job after graduation (anchored to “Definitely
would like a selling job” and “Definitely would
not like a selling job” scale); level of agreement
(anchored to a Strongly Disagree -- Strongly
Agree scale) with several traits of a selling job
(e.g., frustration, insincerity and deceit) and
demographic profile of the respondent. One of
the authors recruited personnel to collect data
onsite using a paper questionnaire. The final
dataset comprised of 261 US, 200 Peruvian and
193 Guatemalan students, for an aggregate
sample size of 654.

Past research suggests that students have
strongly negative views about the sales
profession and salesperson (Lee et al. 2007;
Harmon 1999; Dubinsky 1980). Reasons range
from stereotypes (Lee et al. 2007; Thomson
1972), lack of interest towards the profession
(Harmon 1999), lack of exposure to sales
people (Lill et al. 2007) to negative experiences
with salespeople (Jolson 1972). This trend of
negative stereotyping has been aggravated by
movies, Broadway shows, plays, and sitcoms
(Butler 1996). Consequently, many students
consider salespeople as overworked and
underpaid, relatively uneducated, monotonous,
high pressure and phony individuals (Jolson
1972).

METHODOLOGY
Data

Given that salespeople are the first (and
sometimes, only) line of contact between the
customer and the organization, and the fact that
they are responsible for generating sales for
their employers, it is expected that the firm will
54
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As the data in Table 2a shows, the average
Peruvian student is much more averse to
accepting a sales job after graduation that that
of his/her American or Guatemalan
counterparts. Specifically, the response of the
Guatemalan student is significantly different

Results and Analysis
The demographic structure of the respondents is
laid out in Tables 1a, 1b and 1c, all of which
are self-explanatory.

TABLE 1A
Country of Data X Gender
Unknown Male Female
USA

count
% within country of data

Peru

4

108

149

261

1.5%

41.4%

57.1%

100.0%

0

86

114

200

.0%

43.0%

57.0%

100.0%

9

138

46

193

4.6%

71.5%

23.8%

100.0%

13

332

309

654

2%

50.8%

47.2%

100.0%

count
% within country of data

Guatemala count
% within country of data
Total

count
% within country of data

Total

TABLE 1B
Country of Data X Class Standing
USA count
% within country of data

Unknown

Freshman

Sophomore

Junior

5
1.92

24
9.20

40
15.33

59
22.61

Senior
104
39.85

Grad

Total

29

261

11.11

100

Peru count

3

41

94

34

0

28

200

% within country of data

1.50

20.50

47.00

17.00

0.00

14.00

100

Guatemala count

11

63

56

37

9

17

193

% within country of data

5.70

32.64

29.02

19.17

4.66

8.81

100

total count

19

128

190

130

113

74

654

% within country of data

2.91

19.57

29.05

19.88

17.28

11.31

100

TABLE 1C
Country of Data X Respondent Major
Unknown/Other

Business

7
2.68

221
84.67

33
12.64

3
1.50
50
25.91

173
86.50
81
41.97

24
12
62
32.12

200
100
193
100

USA count
% within country of data
Peru count
% within country of data
Guatemala count
% within country of data

Non-business

Total
261
100

total count

60

475

119

654

% within country of data

9.17

72.63

18.20

100
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from that of both Peru and the US (Table 2b).
On the whole, the Guatemalan student is the
most receptive towards sales jobs after
graduation. Further, the differences among the
groups of respondents from the three countries
are significant (Table 2c).
In terms of the respondents‟ level of agreement

regarding how they associate a job in personal
selling with 16 different attributes, the results
(Table 3a) of our analysis show that the
countries differ in all but two of these
attributes. As far as the inter-country
differences corresponding to each attribute are
concerned, there are almost an equal number of
those that are significant and those that are not
(Table 3b).

TABLE 2A
Interest In Selling Job After Graduation*
Mean

N

Std. Deviation Variance

Skewness

USA

2.77 261

1.403

1.96

.17

Peru

3.72 200

1.085

1.17

-.56

Guatemala

2.42 192

1.204

1.44

.35

Total

2.96 653

1.359

1.84

-.02

* 1= Definitely would like a selling job to 5= Definitely would not like a selling job

TABLE 2B
Interest in Selling Job after Graduation (Multiple Comparisons, LSD)
95% Confidence Interval
Mean
(I) Country of Data (J) Country of Data Difference (I-J) Std. Error Sig. Lower Bound Upper Bound
-.946*

.118 .000

-1.18

-.71

.357*

.119 .003

.12

.59

*

.118 .000

.71

1.18

1.303*

.127 .000

1.05

1.55

USA

-.357

*

.119 .003

-.59

-.12

Peru

-1.303*

.127 .000

-1.55

-1.05

Peru

USA

Guatemala
USA

Peru

.946

Guatemala
Guatemala

* Mean difference is significant at 0.05 level

TABLE 2C
Interest in Selling Job after Graduation (ANOVA)

56

Sum of
Squares

df

Mean
Square

F

Sig.

Between Groups

181.234

2

90.62

57.60

.000

Within Groups

1022.650

650

1.57

Total

1203.884

652
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DISCUSSION

CONCLUSION

The US has a much more „structured‟ economy
than its LatAm counterparts. Despite the
negative attitude that students historically
exhibit towards the sales profession, the US
salesperson enjoys better work conditions,
opportunities for advancement, and
compensation that is easily among the highest
in the industry. In addition, strict labor laws
prohibit firms from overworking their sales
force (Lill et al. 2007). Thus, it is not surprising
that US students have a somewhat favorable
view of the sales job. On the other hand,
Guatemala enjoys significant trade relations
with the US and therefore, has been somewhat
influenced by American capitalism. Moreover,
Guatemala is a small country with limited job
opportunities and as such, harbors a much
„open‟ view towards all professions in general.
Peru, however has failed to capitalize on its
trade relations with the US. In addition, the
country is more strongly rooted in its Andean
traditions than its other LatAm counterparts,
who have opened up their economies to the
West (Nelson et al. 2008). As a result,
Peruvians still attach certain level of „stigma‟ to
the sales profession, characterized by
aggressiveness, cheating and falsification of
facts to make a sale (Stromquist 1992). In other
words, a typical Peruvian student opts for a
sales career only after he/she has exhausted all
other „better‟ career options.

The results of this study have demonstrated that
overall, students from the US, Peru and
Guatemala perceive a sales career differently
from one another. This difference is strong for
both the demographic and perceptual
dimensions we have included in our study, and
can be accounted for by the vast difference in
educational, political, family and economic
backgrounds of these countries. As expected,
these differences are glaring for US students on
one hand, and Peruvian and Guatemalan
students on the other. Moreover, our findings
reinforce the negative perception that students,
in general, harbor towards salespeople and/or a
sales career. From a broader perspective,
therefore, our findings also reflect who the
students are, as individuals. Such perceptual
differences about the sales profession warrants
attention in a global economy characterized by
offshore operations and outsourcing. In other
words, companies need to be highly sensitive to
cultural and demographic factors if and when
they hire salespeople in a foreign country.
Students with family members associated with
the sales profession also had some major
differences in opinion on several factors. This
suggests that ideas generated during family
discussions may have affected their thinking
about the profession.

As far as perceptual differences in attributes
among the three countries are concerned, only
two of the 16 attributes are non-significant. The
attribute that Salespeople being ‘money hungry’
is non-significant can be explained by the fact
that over the recent years, despite the persistent
negative attitude towards the sales job,
compensation of salespersons has improved
substantially in the form of health benefits,
vacation, and flexible work hours (Lill et al.
2007). In terms of „job security‟, students
believe that today‟s salesperson is motivated
more by the desire to succeed and excel in
his/her profession than by the threat of being
fired due to non-performance (Castleberry
1990).

Marketing and sales faculty need to understand
the effect of information the students receive on
the selling profession, so that teachers can
discuss and allay any misconceptions and
stereotypes, that students bring into the
classroom. These stereotypes can be addressed
through exercises, role-plays, and other
experiential methods. Since family members‟
involvement in the sales field was shown to
bear an influence on perceptions, the professors
should encourage dialog among all students,
regardless of ethnicity, with and without family
members in sales. A key suggestion for
educators is to establish specific goals each
semester relating to an area of sales training
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TABLE 3A
ANOVA

Associate a job in
personal selling with
frustration

insincerity and deceit

low status and low
prestige

much traveling

salespeople being “money hungry”

low job security

high pressure forcing people to buy
unwanted goods

Sum of Square
179.36

2

89.68

within groups

785.47

651

1.20

total

964.83

653

between groups

112.85

2

56.42

within groups

828.50

651

1.27

total

941.36

653

between groups

30.84

2

15.42

within groups

739.60

651

1.13

total

770.44

653

between groups

18.32

2

9.16

within groups

902.33

651

1.38

total

920.66

653

between groups

6.85

2

3.42

within groups

925.21

651

1.42

total

932.06

653

between groups

7.58

2

3.79

within groups

943.38

651

1.44

total

950.96

653

between groups

153.94

2

76.97

within groups

930.76

651

1.43

1084.71

653

between groups
within groups
total

uninteresting/no challenge

no need for creativity

personality is crucial

between groups

interferes with home life

“easy to get” job

inappropriate career option

difficult to advance into upper
management

58

97.22

2

48.61

991.25

651

1.52

1088.47

653

27.10

2

13.55

within groups

768.84

651

1.18

total

795.95

653

between groups

9.66

2

4.83

within groups

884.27

651

1.35

total

893.94

653

between groups

162.70

2

81.35

within groups

920.41

651

1.41

1083.11

653

54.09

2

27.04

within groups

787.74

651

1.21

total

841.84

653

total
too little monetary reward

Mean Square

between groups

total
“just a job” not a “career”

df

between groups

between groups

71.25

2

35.62

within groups

826.88

651

1.27

total

898.13

653

12.54

2

6.27

within groups

809.61

651

1.24

total

822.16

653

between groups

between groups

23.54

2

11.77

within groups

815.86

651

1.25

total

839.40

653

between groups

25.27

2

12.63

within groups

961.54

651

1.47

total

986.82

653

F

Sig.
74.33

.000

44.33

.000

13.57

.000

6.61

.001

2.41

.091

2.61

.074

53.83

.000

31.92

.000

11.47

.000

3.55

.029

57.53

.000

22.35

.000

28.05

.000

5.04

.007

9.39

.000

8.55

.000
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TABLE 3B
Multiple Comparisons (LSD)
95% Confidence
Interval
Dependent Variable:
Associate Job in PS with
Frustration

(I) Country
of Data
USA

Peru

(J) Country Mean Difference
of Data
(I-J)
Peru

Insincerity and Deceit

USA

Peru

Low Status and Low
Prestige

USA

Peru

Much Traveling

USA

.000

.48

.89

Guatemala

1.260

.104

.000

1.06

1.47

USA

-.686*

.103

.000

-.89

-.48

*

.111

.000

.36

.79

USA

-1.260*

.104

.000

-1.47

-1.06

Peru

*

.111

.000

-.79

-.36

.032

.106

.762

-.18

.24

Guatemala

.924

*

.107

.000

.71

1.13

USA

-.032

.106

.762

-.24

.18

*

.114

.000

.67

1.12

USA

-.924*

.107

.000

-1.13

-.71

Peru

-.892

*

.114

.000

-1.12

-.67

Peru

-.252*

.100

.012

-.45

-.06

Guatemala

.308

*

.101

.002

.11

.51

USA

.252*

.100

.012

.06

.45

*

.108

.000

.35

.77

USA

-.308*

.101

.002

-.51

-.11

Peru

*

.108

.000

-.77

-.35

.396*

.111

.000

.18

.61

*

.112

.035

.02

.46

-.396*

.111

.000

-.61

-.18

-.160

.119

.179

-.39

.07

USA

-.236*

.112

.035

-.46

-.02

Peru

.160

.119

.179

-.07

.39

Peru

-.146

.112

.192

-.37

.07

Guatemala

.117

.113

.303

-.11

.34

USA

.146

.112

.192

-.07

.37

Guatemala

.263*

.120

.029

.03

.50

USA

-.117

.113

.303

-.34

.11

Peru

*

.120

.029

-.50

-.03

Peru

Peru
Guatemala

Peru

USA
Guatemala

Guatemala

Salespeople Being
“Money Hungry”

USA

Peru

Guatemala

Upper
Bound

.103

Guatemala
Guatemala

Lower
Bound

*

Guatemala
Guatemala

Sig.

.686*

Guatemala
Guatemala

Std.
Error
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.574

-.574

.892

.560

-.560

.236

-.263
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TABLE 3B (continued)
Multiple Comparisons (LSD)
Dependent Variable:
Associate Job in PS
with
Low Job Security

95% Confidence Interval
(I) Country
of Data
USA

Peru

Guatemala

High Pressure Forcing
People to Buy Unwanted Goods

USA

Peru

Guatemala

“Just a Job” not a
“Career”

USA

Peru

Guatemala

Uninteresting/
No Challenge

USA

Peru

(J) Country Mean Difference
of Data
(I-J)
Peru

No Need for Creativity USA

Guatemala

60

Lower
Bound

Upper
Bound

.113

.650

-.27

.17

Guatemala

.209

.114

.068

-.02

.43

USA

.051

.113

.650

-.17

.27

Guatemala

.260*

.121

.032

.02

.50

USA

-.209

.114

.0068

-.43

.02

Peru

-.260*

.121

.032

-.50

-.02

Peru

-.426*

.112

.000

-.65

-.21

Guatemala

.805*

.114

.000

.58

1.03

USA

.426*

.112

.000

.21

.65

Guatemala

1.231*

.121

.000

.99

1.47

USA

-.805*

.114

.000

-.103

-.58

Peru

-1.231*

.121

.000

-.147

-.99

Peru

-.914*

.116

.000

-1.14

-.,69

Guatemala

-.258*

.117

.028

-.49

-.03

USA

.914*

.116

.000

.69

1.14

Guatemala

.656*

.125

.000

.41

.90

USA

.258*

.117

.028

.03

.49

Peru

-.656*

.125

.000

-.90

-.41

Peru

-.431*

.102

.000

-.63

-.23

Guatemala

-.398*

.103

.000

-.60

-.20

.431*

.102

.000

.23

.63

.033

.110

.766

-.18

.25

USA

.398*

.103

.000

.20

.60

Peru

-.033

.110

.766

-.25

.18

Peru

-.161

.110

.141

-.38

.05

-.292*

.111

.008

-.51

-.07

.161

.110

.141

-.05

.38

Guatemala

-.131

.118

.266

-.36

.10

USA

.292*

.111

.008

.07

.51

Peru

.131

.118

.266

-.10

.36

USA

Guatemala
Peru

Sig.

-0.51

Guatemala
Guatemala

Std.
Error

USA
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TABLE 3B (continue)
Multiple Comparisons (LSD)
Dependent Variable:
Associate Job in PS
with
Personality is Crucial

95% Confidence Interval
(I) Country
of Data
USA

(J) Country Mean Difference
of Data
(I-J)
Peru

Guatemala

Too Little Monetary
Reward

USA

Guatemala

Interferes with Home
Life

USA

Peru

“Easy to Get” Job

USA

Peru

Guatemala

Inappropriate Career
Option

USA

Peru

Guatemala

Upper
Bound

.091

-.03

.41

1.162*

.113

.000

.94

1.38

USA

-.189

.112

.091

-.41

.03

Guatemala

.973*

.120

.000

.74

1.21

USA

-1.162*

1.13

.000

-1.38

-.94

Peru

-.973*

1.20

.000

-1.21

-.74

Peru

-.613*

.103

.000

-.82

-.41

.025

.104

.809

-.18

.23

USA

.613*

.103

.000

.41

.82

Guatemala

.638*

.111

.000

.42

.86

USA

-.025

.104

.809

-.23

.18

Peru

-.638*

.111

.000

-.86

-.42

Peru

.632*

.106

.000

.42

.84

Guatemala

.711*

.107

.000

.50

.92

-.632*

.106

.000

-.84

-.42

.079

.114

.488

-.14

.30

USA

-.711*

.107

.000

-.92

-.50

Peru

-.079

.114

.488

-.30

.14

Peru

-.186

.105

.076

-.39

.02

Guatemala

.171

.106

.107

-.04

.38

USA

.186

.105

.076

-.02

.39

Guatemala

.357*

.113

.002

-.58

-.14

USA

-.171

.106

.107

-.38

.04

Peru

.357*

.113

.002

-.58

-.14

Peru

-.434*

.105

.000

-.64

-.23

Guatemala

-.060

.106

.571

-.27

.15

USA

.434*

.105

.000

.23

.64

Guatemala

.374*

.113

.001

.15

.60

USA

.060

1.06

.571

-.15

.27

Peru

-.374*

.113

.001

-.60

-.15

USA
Guatemala

Guatemala

Lower
Bound

.112

Guatemala
Peru

Sig.

.189

Guatemala
Peru

Std.
Error
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TABLE 3B (continued)
Multiple Comparisons (LSD)
Dependent Variable:
Associate Job in PS
with
Difficult to Advance
into Upper Management

95% Confidence Interval
(I) Country
of Data
USA

Peru

(J) Country Mean Difference
of Data
(I-J)

Lower
Bound

Upper
Bound

-.422*

.114

.000

-.65

-.20

Guatemala

-.376*

.115

.001

-.60

-.15

.422*

.114

.000

.20

.65

.046

.123

.708

-.19

.29

USA

.376*

.115

.001

.15

.60

Peru

-.046

.123

.708

-.29

.19

USA

that will positively acquaint the students with
the sales field.
An important part of a student‟s training is
developing or improving communication skills.
Generally, those who can communicate well
have the ability to excel in a sales position.
Educators, therefore, should create measurable
standards to assess students‟ progress. And yet,
very few business programs have
communication skills as a requirement for their
curriculum.
Limitation and Future Direction
As per the authors‟ literature review, there does
not exist any research on LatAm students‟
perceptions of a sales career. Limited extant
research is available in the local language,
making it extremely difficult for the researcher
to utilize such information for the present
purpose. The only relevant study we were able
to unearth was the one by Lee et al. (2007). All
other literature on student perception and/or
sales career dates back to the 1990-s or earlier.
This also made it impossible for us to test for
presence of potential relationship between
different dimensions of a sales job and country
or demographic characteristics of respondents.
Another limitation was our inability to collect
more data from students who have had some
sales experience in the past, which could have
provided us with more meaningful student
perceptions of a sales career. Nonetheless, the
62

Sig.

Peru

Guatemala
Guatemala

Std.
Error

authors made every effort to collect data from
published and unpublished journal articles,
magazines, webzines and government
documents (such as the CIA Factbook) and
even contact local experts in the field (Dennis
Smith of the Evangelical Center of Pastoral
Studies in Central America).
It would also be interesting to conduct two
other types of comparative studies in this
regard: one involving all the LatAm countries,
while the second one might be a longitudinal
study featuring one of the larger LatAm
countries.
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DESIGNING MARKETING CHANNELS
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The advantages of servicing new markets is attractive to organizations, particularly those that have
stabilized or matured and are seeking new growth avenues. Unfortunately, many businesses seek global
expansion with little regard for the many intricacies of other cultures, which include cultural differences
and buying habits. Global expansion requires thorough research and an acute understanding of the
consumer within his or her respective culture. Developing proper marketing channels is the catalyst to
achieving international success.
INTRODUCTION
The growth of international commerce
continues to grow at incredible rates. Virtually
every organization in the U.S. has considered
the possibility of international trade or is
actively involved in the globalization of their
products. The advantages of servicing new
markets is attractive to organizations,
particularly those that have stabilized or
matured and are seeking new growth avenues.
Unfortunately, many businesses seek global
expansion with little regard for the many
intricacies of other cultures, which include
cultural differences and buying habits. In fact,
many businesses believe they are forced to
expand globally due to competitive forces
which obligate them to retain their market
position, thus leading these companies into an
unsuccessful approach to international trade.
Global expansion requires thorough research
and an acute understanding of the consumer
within his or her respective culture. Developing
proper marketing channels is the catalyst to
achieving international success.
The past decade has witnessed the growth of
the internet, which has inspired increased
numbers of entrepreneurs. Advantages of the
internet include the ability of a smaller
organization on a limited budget to become
successful as a global firm. However, many
small to midsize organizations lack the
resources to successfully market their products
to other countries, and frequently market their
The Marketing Management Journal
Volume 19, Issue 2, Pages 64-71
Copyright © 2009, The Marketing Management Association
All rights of reproduction in any form reserved

Marketing Management Journal, Fall 2009

products in an improper manner or incorrect
market.
Most companies would prefer to remain
domestic if their domestic market were large
enough. Managers would not need to learn
other languages and laws, deal with volatile
customers, face political and legal uncertainties,
or redesign their products to suit different
customer needs and expectations (Keller and
Kotler 2006).
Companies that venture into international
business must consider the preferences of their
foreign customers and their attraction to their
product. Companies must also be aware of the
political structure of the foreign country
including the country’s regulations and
potential unexpected costs. Also, the company
may not realize the need for managers with
international experience, or consider the
implications of political turmoil or significant
currency exchange changes (Keller and Kotler
2006).
MARKETING CHANNELS
Companies that elect to expand internationally
are increasingly dependent upon their
marketing channels. Marketing channels are
sets of interdependent organizations involved in
the process of making a product or service
available for use or consumption. They are the
set of pathways a product or service follows
after production, culminating in the purchase
and use by the final end user (Keller and Kotler
2006).

64

Designing Marketing Channels for Global Expansion

Due in large part to the globalization of trade,
competition among businesses has intensified;
thereby contributing to the heightened
importance of distribution in a firm’s overall
marketing strategy. While high quality
products, effective promotions, and competitive
pricing have become ubiquitous, firms are
increasingly turning to distribution as a key
strategy of marketing differentiation. Thus,
delivering the product to the final customer
faster and more efficiently than the competition
becomes a critical success factor (Anderson,
Dubinsky, and Mehta 2003).
A marketing channel system is the particular set
of marketing channels employed by a firm.
Decisions about the marketing channel system
are among the most critical facing management.
One of the chief roles of marketing channels is
to convert potential buyers into profitable
orders, thus not simply serving a market but
making a market (Keller and Kotler 2006).
The channels chosen affect all other marketing
decisions. The company’s pricing depends on
what type of channels are used, as channel
members can collectively earn margins that
account for 30 to 50 percent of the ultimate
selling cost. The firm’s sales force and
advertising decisions depend upon how much
training and motivation is needed for channel
managers. In addition, channel decisions
involve relatively long-term commitments to
other firms as well as a set of policies and
procedures (Keller and Kotler 2006).
INTERNATIONAL
MARKETING CHANNELS
In the current competitive climate, the
motivation of international channel partners to
achieve individual and collective goals is
becoming increasingly important. More
specifically, motivation aimed at enhancing
performance of all channel partners becomes
crucial to the effectiveness of interfirm
alliances. This situation places a premium of
the channel captain’s employing appropriate
leadership styles that motivate international
channel partners to perform distribution tasks
and marketing functions more efficiently and
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effectively than their competitors (Anderson et
al. 2003).
The choice to venture into international
commerce will require marketing channel
decisions. These decisions will affect the
success or failure of the expansion as the
reliance upon aspects of the marketing channel
are of critical importance, particularly in
comparison to the marketing channels in
practice by a company’s primary competitors.
Moreover, many companies are now seeking to
establish a value network, which is a system of
partnerships and alliances that a firm creates to
source, augment, and deliver its offerings. A
value network includes a firm’s suppliers and
its supplier’s suppliers, and its immediate
customers and their end customers (Keller and
Kotler 2006).
The importance of the value network cannot be
understated, as the development of business
partners is a critical component to an
organization’s success and may lead to a
competitive advantage for the organization. A
successful value network provides faster
responses and shortened lead times, improved
performance and quality, marketing advantages,
and improved pricing resulting in increased
profitability.
By paying close attention to the strategic and
tactical issues relating to delivery channels,
companies greatly improve their chances of
being repaid in terms of significantly improved
revenues and profitability (Morelli 2006).
Because international channel partners can
significantly influence a firm’s success or
failure in the long run, manufacturers are
becoming increasingly concerned about the
performance of the institutions they constitute
among their marketing channels. Moreover, the
level of performance attained by their channel
partner is pivotal if a firm is to achieve a
competitive advantage (Anderson et al. 2003).
Successful global marketing channels require a
mix of a superior product, the diligence of
market researchers to determine the validity of
marketing the product to a particular area, the
selection and development of marketing
Marketing Management Journal, Fall 2009
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channels and representatives, and proper
motivational and leadership skills that are
necessary to drive success.
Marketing channels exist in many forms. Direct
channels provide a direct contact with the
customer, such as a direct sales force, internet
sales, or telephone sales. Indirect channels
relate to the use of agents, dealers, distributors,
franchising, licensing, or joint ventures.
Organizations must carefully consider the
implications of each channel or consider the
possibility of using multiple options.
SELECTION OF A
MARKETING CHANNEL
Choosing the correct channel is the crucial
component of international selling. Many
organizations may change from one channel to
another until they become pleased with the
results. Other companies use a multi-faceted
approach, and then focus upon the successful
channels. According to Morelli (2006), the
primary factors consist of how much control a
company wishes to have, how much of the
market a company wishes to cover, and what
cost factors relate to the planned or actual use
of marketing channels (Morelli 2006).
The development of marketing channel partners
is similar to a supply chain management that
many companies have adopted. Firms are
increasingly adopting a supply chain
philosophy referred to as relationship marketing
in response to maturing markets, globalization,
and greater competition. This approach to
managing supply chain relationships views
these relationships as key assets of an
organization which allows firms to maintain
and increase sales and to improve
communications and better coordinate buyersupplier relationships. These sorts of industrial
buyer-supplier relationships, characterized by
relatively long-term time horizons, non-market
modes of governance and high levels of
commitment and trust, have been viewed as a
durable basis for competitive advantage (Carter
and Morris 2005).
The dependence upon international marketing
channel partners places organizations in a
Marketing Management Journal, Fall 2009
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position where they are at the mercy of their
selected partners. U.S. organizations find it
difficult to service some countries which are
reluctant to purchase from Americans, but
willing to accept American products.
Additionally, many American producers alter
their products to appeal to the tastes and
preferences of the buying customer. While
large organizations are able to train and staff a
business with internal natives, smaller to
midsize companies are often reliant upon the
distributors in use.
Yet not all of these relationships lead to
mutually beneficial results with some firms in a
distributor-organization relationship acting
opportunistically to gain greater benefits at the
expense of the other party. Others may show a
propensity to leave, particularly in response to a
short-term commitment or difficulties in
cooperation or decision-making (Carter and
Morris 2005). Firms which are unable to
develop strong relationships with their
marketing channel distributors will often suffer
from inadequate exposure and possible failure
to export, regardless of the product.
In any instance, building effective relationships
with the marketing channel managers will
eliminate most of the negative occurrences, but
these relationships are challenging to develop
due to the infrequency of personal contact.
Ideally, organizations would develop internal
candidates with knowledge of the company’s
strategy and culture who then have the ability to
transfer these attributes to the product’s
distribution. The challenge occurs in certain
regions where it is necessary to use existing
natives familiar with the country who often
receive minimal training and are unaware of the
company’s legacy.
NICHE PRODUCTS: BERINGER WINE
Niche products are exceptionally difficult to
market internationally as niche characteristics
are commonly high quality, higher priced
products. The appeal with niche products is the
occurrence of brand loyalty and customer
loyalty. In their study of niche marketing of
wine, Goodman and Jarvis (2005) determined
that niche products service a smaller customer
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base that shows higher loyalty and repeat
purchasing of the brand. Thus, a niche channel
requires the marketer to move to a customer
relationship management. This is difficult in a
retail environment where the focus has to be on
establishing the niche product. If the company
develops the niche product and establishes a
customer database, where customers are more
loyal, then the organization needs to undertake
a relationship marketing approach (Goodman
and Jarvis 2005).
In September, 2002, Beringer Wine was
deciding whether or not to pursue growth
through globalization of their wine products.
Beringer’s wine was sold in the United States
through a distribution system that included
wholesale distributors and retail outlets. Direct
shipping or selling via the internet was difficult
due to the legal requirements of selling a
controlled substance, resulting in the reliance
upon distributors. Several U.S. wineries had
already established joint ventures with foreign
partners in an effort to increase market share;
create synergy with distribution channels,
marketing, and sales; diversify production
sources and growing seasons; and reduce costs
(Gamble, Strickland and Thompson 2005).
In response to their competitors, Beringer
executives felt compelled to distribute their
wine globally. Reluctant to form international
partnerships, Beringer chose to establish a
decentralized approach to global distribution by
locating managers within their region of
responsibility to ensure that business decisions
are based on local market conditions and
individual customer requirements. Yet,
Beringer CEO Walt Klenz indicated the
uncertainty of Beringer’s global expansion by
stating: “We need a balance between global
values, that is, building a brand that is common
to all markets, while adapting to what every
local market needs. How do we develop a series
of core global brands at different price points,
create a globally-oriented organizational
culture, revamp our product line to make it
more accessible to a new generation of wine
consumers, and build internal communications
systems to support an increasingly complex
production marketing interface?” (Gamble, et.
al. 2005)
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Klenz’s uncertainty is a common reaction to the
pressures many organizations face when
realizing the need to become a global business.
Decades ago, globalization was relegated to
large organizations with the available resources
to evaluate effective marketing and distribution
techniques required to service individual
countries. Despite these available resources,
many of these companies used a standardization
approach that failed to capture the appeal of the
local citizens. Currently, global expansion is no
longer limited to the few but is now a
competitive necessity for the majority of
companies, who are ill-equipped to afford a
failure to expand.
INTERNATIONAL MARKETING
OPPORTUNITIES: FLETCHER COLE
Alternatively, some organizations embrace
international expansion as the opportunity to
overcome challenges. Fletcher Core, a
Colorado-based manufacturer of snowboards
and snowboard equipment, recognized the need
to market their products in Europe. Fletcher
decided to expand operations by building a
distribution center in Germany. This location
gives Fletcher easy access to the snow resorts
of the Alps, a strong employee base that
understands Alpine conditions, and close
proximity to the Munich airport (Baker and
Roberts 2006).
Fletcher’s marketing and distribution avenues
are easily manageable as the Alps are very
similar to the mountains in Colorado, thus
providing Fletcher with a confident approach to
selling their products internationally. Fletcher
also limits their product to one particular region
and is able to build a distribution center in lieu
of using foreign distributors. Fletcher’s ability
to maintain complete control provides an
advantage that other organizations are often
unable to follow.
Fletcher Cole’s approach to globalization is
highlighted by their selection of a region
similar to their own. Frequently, businesses
approach globalization with an across the board
approach designed to appeal to all countries.
These approaches generally require the services
of international distributors and a hit or miss
Marketing Management Journal, Fall 2009
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approach to selling. Instead, many companies
can use the approach demonstrated by Fletcher
Cole, and expand internationally in much the
same way that the company would expand
locally.
Adapting to the local preferences and cultures
can be complex and difficult. Businesses
dependant upon marketing channels must
adhere to the motivational needs of their
channel managers. According to DziobakaSpitzhorn (2006), this can be achieved by trust
and confidence. It is the manager’s task to
evoke trust and faith in all team participants and
its environment. Confidence in doing the right
things – and doing them right – increases the
motivation to contribute efficiently and
effectively to the project. Good performance
management can help launch an organization
into a virtual cycle of success (DziobakaSpitzhorn 2006).
SAMSUNG’S GLOBAL STRATEGY
The global marketplace is characterized by
reduced trade barriers, intensified competition,
shortened product cycle life, and deepening
industrial segmentation. Samsung Electronic
Company is one of the leading global
competitors worldwide. While other global
competitors progress at a marginal rate,
Samsung leaps forward with innovative
management and growth strategy (Kim 2007).
Since the beginning of Samsung’s existence,
the strategic intent has been to become a major
global competitor with a premium brand
position in the global market. Initially,
Samsung positioned itself as the low end and
low quality producer. Samsung’s strategic
choice of starting at the low end was based
upon environmental conditions including low
national income, limited purchasing power of
the local market, and the availability of a nichemarket export for low-end models (Kim 2007).
Samsung’s marketing techniques minimized the
necessity of channels, as their approach was to
provide a lower cost product which would
appeal to buyers. Samsung’s strategy differs
from those in the marketing industry which is
specific to a target market and subsequently
Marketing Management Journal, Fall 2009
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reliant upon proper channel techniques and
marketing strategies. Furthermore, cultural
aspects favor producers in some countries as
opposed to other countries.
CHANNEL RELATIONSHIPS
AND CULTURAL DIFFERENCES
Inter-cultural relationships require trust,
commitment, cooperation, and dependence in
order to become successful. In marketing
channels, channel structure refers to the
patterned or regularized aspects of relationships
between channel participants. These
participants depend upon each other in order to
achieve their goals. Yet each partner’s
dependence on his or her channel partner is
determined by the motivational investment in
the relationship. Motivational investment refers
to the value of the resources or outcomes
mediated by the other party (Ha, et al. 2004).
According to previous channel behavior
research, increased dependence creates more
cooperative action in the channel member
relationships. Channel members who depend
upon the role performance of another are more
likely to exert greater effort to maintain the
relationship. On the other hand, members who
feel less dependent are less inclined to
cooperate (Ha, et al. 2004). Effective
relationship management and motivational
skills are needed to encourage channel
members to achieve optimal performance.
However, cultural similarity or dissimilarity
plays a large role in relationship management
techniques. Cultural distance refers to the
extent of which a culture is seen as being
different from one’s own. When cultural
distance is high, the language, laws, regulation,
business practices and consumer attitudes tend
to differ. Cultural differences are often the
source of miscommunication between business
partners due to the extent in which alliance
negotiators know and understand each other’s
actions (Ha, et al. 2004).
Thus, it can be theorized that the success or
failure of marketing channels can be attributed
in some ways to the existence of cultural
distance. For instance, the U.S., has less
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difficulty establishing marketing channels in
Canada, a country in close geographical
proximity with few language or political
barriers, than in Iran, a country with significant
cultural differences as well as geographical,
political, and language barriers.
CHANNEL MANAGEMENT STRATEGY
Strategies for effective channel management in
different countries may well require the use of
contrasting leadership styles. Several studies
have found that the cultural environment can
significantly affect marketing channel structure
and strategy and the relationships among
international channel partners. Seemingly, in
order for international channel strategies to be
successful, channel leaders should take into
consideration the cultural context in which they
operate (Anderson et al. 2003).
Further studies have concluded that distribution
systems in developed countries are much more
manageable than in developing countries.
Marketing channels tend to be long in
developing countries as serious financial and
organizational constraints hamper the
organization and distribution among members
in the marketing channel. Additionally, legal
systems and crime prevention are deficient, and
corruption is often a serious problem (Ghauri,
Lutz, and Tesfom 2004). These obstacles make
it difficult to establish a relationship
management approach to marketing channel
management.
Many channel researchers suggest that behavior
in marketing channels can be characterized by
relational exchanges with a focus on long-term
payoffs. Over the past two decades, firms have
increasingly resorted to relational exchanges as
a means of attaining competitive advantage.
Adoption of this philosophy will lead to the
development of long-term buyer-seller
relationships and the forging of strategic
alliances and partnerships between channel
participants (Anderson et al. 2003).
These relationships are often reflected within
the leadership style used by the channel leader.
Successful leadership approaches often refer to
the extent of activity channel leaders’ exhibit
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with their channel partners. Consequently, a
channel leader using a particular leadership
style will manifest a certain degree of that style.
Moreover, a channel leader may exhibit varying
degrees of leadership styles concurrently or
have a greater propensity for using one style
instead of another (Anderson et al. 2003).
Channel partners who accept an active role in
channel management are aptly motivated to
participate in the success of the channel.
INTERNET
DISTRIBUTION STRATEGIES
The spread of the internet as a successful
medium of communication and exchange has
broadened the scope of doing business to the
global market place. The internet is a global
phenomenon in which fortune will favor truly
global players. Substantial market shares within
one set of territorial or market boundaries have
started to become meaningless in a global
context. On the other hand, niches
unsustainable within purely domestic markets
become viable in an electronic networked
environment (Mehta 2008).
For U.S. organizations, internet exposure has
provided the opportunity for many
organizations to develop marketing channels
through customer relationships. On the basis of
customer service quality, long-term
relationships may be forged or even strategic
channel alliances can be formed. International
managers should be well aware of the needs of
their intermediary channel customers and finetune their customer service quality
measurements (de Ruyter, Lemmink and
Wetzels 2000).
While the internet cannot eliminate or replace
the classical functions performed within a
marketing channel, the internet can restructure
them. In itself, the internet has become a
distribution channel for products and services,
with the components of speed, interaction and
flexibility. As a distribution channel, the
internet provides a portal for communication
between the buyer, the seller, and the entire
distribution phase of the physical item. The
internet offers the marketing channel potential
of eliminating some of the marketing costs and
Marketing Management Journal, Fall 2009
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combines in the shrinking of the channel and
making distribution much more efficient
(Gurau, Ranchhod and Hackney 2001).
Distributors are increasingly squeezed between
the competing needs to reduce operational costs
while maintaining or increasing customer
service. As competitive, price-driven markets
have forced down prices and margins,
organizations must do more with less. Due to
the price transparency that the internet
provides, it drives power down the channel to
the customer (Finch and Frickenstein 2006).
Thus, the internet provides the customer with
the opportunity to establish a reverse marketing
channel in which the customer determines the
preferred channel route that the organization
should follow.
The increased use of the internet as a marketing
channel and the continued growth of global
business have led to diminishing cultural
differences and a worldwide open trading
system excluded by only a few countries.
Business leaders continue to develop markets
that were once considered unattainable and
consumers have an abundance of product
choices available in an astoundingly quick
fashion.
However, many established global companies
fear that the internet has the potential to hurt
them; to be competence destroying instead of
competence enhancing; compromise their
distribution network assets rather than leverage
them; and disrupt their industry leadership
positions rather than reinforce their dominance.
Thus, global corporations are faced with
challenges created ny the use of the internet as
a new distribution channel (Mehta 2008).
CONCLUSION
Globalization is one of the many options
available to organizations, but it is not a
necessity for future success. The more critical
issue for survival is whether it has its own
strategic advantages over its competitors to
meet the dynamics of the domestic and global
markets. If a business finds that globalization is
consistent with its strategic advantages, it is
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critical to analyze this and other options (Moon
2005).
Ultimately, organizations that choose to enter
into international business must closely align
themselves with the proper locale and
thoroughly investigate the preferred marketing
channels which will appeal to consumers.
Diligent marketing channel selection and
relationship building can drive a product to
success.
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LINGUISTICALLY ISOLATED CONSUMERS:
HISTORICAL TRENDS AND VULNERABILITY
IN THE U.S. MARKETPLACE
HAERAN JAE, Virginia Commonwealth University
Linguistically isolated consumers are people living in households in which no person is fluent in
English. The article examines the number and potential vulnerability of consumers in the United
States who are linguistically isolated. The author achieves this by a) investigating the historical trend
of foreign-born populations since the late 1800s and b) considering patterns of language usage
among immigrants in recent decades. Data from the U.S. Census Bureau shows that after nearly a
century of decline, the foreign-born population in the U.S. has increased over the past two decades.
The data also presents an increase in the use of languages other than English in the home. The
author considers the degree to which consumers participate in marketplace transactions to develop a
framework by which to assess the potential vulnerability arising from being linguistically isolated.

INTRODUCTION
According to the 2000 U.S. census, 11.1
percent of the people living in the United States
were born elsewhere. Since 1980, the U.S.
Census Bureau has provided data on the
language spoken in U.S. households and the
ability of residents to speak English. The data
indicate that the percentage of people in the
United States who speak a language other than
English at home has increased from 14 percent
in 1990 to 18 percent in 2000 (U.S. Census
Bureau 2003b). The burden of speaking English
as a second language, or not at all, in an English
-speaking society is magnified when
individuals are not able to rely on someone in
their household who is fluent in English to help
them. Such people are considered
“linguistically isolated” (U.S. Census Bureau
2003b). More formally, a linguistically isolated
person is defined as an individual who lives in a
household in which no one aged 14 or over
speaks English very well (U.S. Census Bureau
2003b). In 2000, nearly twelve million (11.9)
people were linguistically isolated. This figure
represents a 54 percent increase since 1990 in
the number of linguistically isolated people in
the United States.
The Marketing Management Journal
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Yet, marketing researchers have paid little
attention to the unique experiences faced by
these consumers. While cultural differences
certainly are vital to a complete understanding
of the experiences of foreign-born consumers,
we focus on how language affects their market
activities. For the linguistically isolated,
everyday consumption tasks such as cashing
checks, ordering food at restaurants, or calling
stores to ask for hours of operation may be
difficult to perform. More complex consumer
activities such as applying for home mortgages
or buying cars may be perceived as
insurmountable. Despite the growth of
linguistic isolation and the breadth and severity
of the challenges that confront linguistically
isolated consumers, marketing researchers have
shown limited interest in studying consumers
from a spoken language perspective (see Hill
and Soman 1996 and Peñazola 1994,1995 for
exceptions).
This article offers insights on linguistic
isolation in the United States and its relevance
to marketing research. The author first presents
historical trends of U.S. immigration and
language. These data define the size and
trajectory of the issue of linguistic isolation.
Next, the author builds on extant research to
provide a framework by which to identify the
risks facing linguistically isolated consumers
because of their lack of English-speaking skills.
The author concludes with a discussion of the
72
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driven by the recession and resulting negative
public sentiment toward immigrants. In 1921, a
quota was established that limited yearly
immigration from each country to 3% of the
total number of immigrants from that country
who resided in the United States in 1910
(Greenblatt 1995). Consequently, as can be
seen in Figure 1, the foreign-born population
declined consistently until it represented only
4.7 percent of the U.S. population in 1970.

FOREIGN-BORN POPULATIONS
AND LANGUAGE USAGE IN THE
UNITED STATES
Although the first U.S. census was
commissioned in 1790, the question of one‟s
birthplace was not included until the seventh
census in 1850. Most Americans are familiar
with black-and-white images of the “huddled
masses” entering the country in the latter half of
the 1800s. Consistent with these images, the
influx of immigrants into the United States
steadily increased to reach a point where, in
1870, 14.4 percent of people living in the
United States were born outside the country.
Between 1850 and 1880, most immigrants were
from Europe; in 1850, 92.2 percent of the
foreign-born were from Europe. The U.S.
immigrant population remained about 14
percent for the next forty years.

The enactment of the Immigration and
Nationality Act in 1965 ended the country-bycountry quota system (Greenblatt 1995). As a
result, the foreign-born population had
increased to 11.1 percent of the population
(31.1 million people) in 2000. This growth was
driven primarily by massive immigration from
Latin America (Central America, Caribbean,
and South America) and Asia (Campbell and
Lennon 1999). In contrast to the previously
mentioned data on European immigration, the
2000 census data indicated that 16 percent (4.9
million) of the foreign-born population came
from Europe, while 26 percent (8.2 million) and
52 percent (16 million) came from Asia and
Latin America respectively. The massive
immigration from Asia and Latin America can

Beginning with the 1920 census, however, the
relative size of the immigrant population began
a long and steady decline. This decline is
attributable to immigration policy changes

Figure 1
Foreign Born Population in the U.S.,1850-2000 (Source: U.S. Census
Bureau)
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be attributed to the end of the quota system and
the relatively weak economies of many Asian
and Latin American countries. For residents of
many Asian and Latin American countries the
United States offers much more attractive
economic opportunities. On the other hand,
European nations have become wealthier and
thus are countries to immigrate to rather than
from (Coppel, Dumont and Visco 2002).
It is also interesting to note the immigration
trend to the 50 largest urban areas in the United
States. As can be seen in Figure 2, two points
emerge. First, since 1910, the urban immigrant
population has displayed the same trend as the
overall population—declining until 1970,
increasing after 1970. Second, immigration has
been disproportionately concentrated in urban
areas. While 11.1 percent of the people living in
the United States in 2000 were born outside the
United States, 14.6 percent of those residing in
the 50 largest urban areas were foreign-born.
This trend has been exacerbated in the largest
U.S. cities. With an immigrant population of
2.8 million people, New York City attracts the
most foreign-born residents; currently, 35.9

percent of New York City residents are foreignborn. Los Angeles, Chicago, and Houston
follow as the next most-immigrated-to cities in
the United States with immigrants numbering,
respectively, 1.5 million (40.9 percent of the
U.S. population), 600, 000 (21.7 percent), and
500, 000 (26.4 percent) (U.S. Census Bureau
2003a). Thus, as evoked by city sections with
names such as Little Italy and Chinatown,
immigrants tend to cluster in urban areas
(American Demographics 2004).
The preceding discussion of immigration trends
points to the importance of considering how
foreign-born consumers differ from domestic
consumers. The author focused on language
effects to better understand the experiences of
foreign-born consumers in a predominantly
English-speaking marketplace. To help in this
endeavor, we relied on the census data on the
language spoken by foreign-born populations.
This data is displayed in Table 1. From 1910 to
1970, the census asked people to indicate their
“mother-tongue.” Because we focused on the
ability of foreign-born people to cope in an

Figure 2
Foreign Born Population in the 50 Largest Urban Areas, 1870-2000
(Source: U.S. Census Bureau)
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English-speaking environment, we were
interested in the language currently preferred by
individuals rather than their historic language.
These data are provided in the 1980, 1990, and
2000 censuses, which ask people to identify the
language they speak in their home. Therefore,
while we reported mother-tongue data from the
1910 to 1970 censuses in Table 1, the author
focused on the three most recent censuses. The
author alternatively refers to “language spoken
in the home” as the preferred primary language.
With the growth of the foreign-born population
that began in the 1970s, the number of people
speaking a language other than English in their
home has increased dramatically. In 1980, 11
percent (23.1 million) of the U.S. population
spoke a primary language other than English
(U.S. Bureau of Census 1994). A 62 percent
increase over the next two decades resulted in
17.9 percent (46.9 million) of the population
listing a language other than English as their
primary language in 2000 (U.S. Bureau of
Census 2003b). Consistent with the previously
noted increase in immigration to the United
States from Latin American countries, 59.8
percent (28.1 million) of the total foreign-born

population identified their mother tongue as
Spanish in 2000. In fact, of those people who
spoke a language other than English in their
homes, 59.8 percent spoke Spanish—up from
48.1 percent in 1980 and 54.4 percent in 1990.
Recall that the term linguistic isolation is
applied to those who live in a household where
no one more than 14-years-old speaks English
very well (U.S. Census Bureau 2003b). Of the
17.9 percent of the U.S. population who speak a
primary language other than English, a quarter
of them are linguistically isolated. Thus, 4.5
percent of the total U.S. population, or 11.9
million people, fit that definition (U.S. Census
Bureau 2003c).
To be able to appeal to linguistically isolated
consumers, marketers need to know who they
are. The majority of the linguistically isolated,
approximately 7.4 million, are Spanishspeaking residents of the United States. As can
be seen in Table 2, Chinese, French, German,
Tagalog, Vietnamese, and Italian are the next
most prevalent non-English primary languages
spoken in the United States. Each of these
languages is the preferred language for over

Table 1
Language Use by Foreign-Born Residents of the U.S., 1910-2000
German

French

Italian

Polish

Spanish

1910

20.9%

3.9%

10.2%

7.1%

1.9%

1920

16.5%

3.4%

11.8%

7.9%

4.1%

1930

15.6%

3.7%

12.9%

6.9%

5.3%

1940

14.3%

3.2%

14.1%

7.2%

3.9%

1960

14.3%

3.5%

13.7%

6.3%

8.5%

1970

13.7%

4.3%

11.7%

4.8%

18.3%

Language Spoken
at Home
1980

6.8%

6.9%

7.0%

3.5%

48.1%

1990

4.8%

6.0%

4.1%

2.3%

54.5%

2000

2.9%

3.5%

2.1%

1.4%

59.8%

Mother Tongueª

Source: U.S. Census Bureau
a:1950 data not available
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one million U.S. residents. Although speaking a
language other than English in the home is a
primary driver of linguistic isolation, more
central is the inability to speak English very
well, which leads speakers of some languages
to be over-represented in terms of linguistic
isolation. In particular, Asian languages tend to
be associated with disproportionately high rates
of linguistic isolation. For instance, Vietnamese
and Korean are the sixth and eighth most
prevalent non-English languages spoken in U.S.
households. Yet the Vietnamese and Korean
populations are third and fourth in terms of the
number of linguistically isolated people in the
United States. Chinese and Asian-speaking
populations account for the three largest
linguistically isolated groups after Spanishspeaking individuals.

THE VULNERABILITY
OF LINGUISTICALLY
ISOLATED CONSUMERS
The census data have confirmed that the United
States contains many linguistically isolated
people and, as detailed later, these individuals
face considerable obstacles as consumers.
Having the potential for identifying these
consumers in terms of their preferred languages
and locations, marketers may be able to tailor
their marketing efforts to reach the
linguistically isolated. However, to better serve
them, marketers also must understand the
obstacles and risks confronting linguistically
isolated consumers and the methods by which
the linguistically isolated are likely to cope with
these risks. Literature on two consumer groups

Table 2
English Speaking Ability and Linguistic Isolation in the U.S. in 2000
Language

Total Speakers

Speak English Very Well

Linguistically Isolated a

Spanish

28, 101, 052 (10.7)b

7, 391, 000

Chinese

2, 022, 143 (0.7)

French

1, 643, 838 (0.6)

German

1, 382, 613 (0.5)

Tagalog

1, 224, 241 (0.4)

Vietnamese

1, 009, 627 (0.4)

Italian

1, 008, 370 (0.4)

Korean

894, 063 (0.3)

Russian

706, 242 (0.3)

Polish

667, 414 (0.3)

14.359, 796
(51)c
855, 689
(42.3)
1, 228, 800
(75)
1, 078, 997
(78)
827, 559
(67.6)
342, 594
(33.9)
701, 220
(69.5)
361, 166
(40.4)
304, 891
(43.2)
387, 694
(58.1)

627, 000
223, 000
163, 000
213, 000
358, 000
165, 000
286, 000
216, 000
150, 000

Source: U.S. Census Bureau
a: Approximated by the size of the population and the percentage able to speak English at least very
well because census data did not provide linguistic isolation on a spoken language basis.
b: % of Total US population
c: % of that specific language group
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can lend insight into the difficulties confronting
linguistically isolated consumers. First, some
literature is available on the experiences of
immigrants (although not necessarily
linguistically isolated immigrants) as
consumers (e.g., Koslow, Shamdasani and
Touchstone 1994; Peñaloza 1994,1995). The
studies by Peñaloza (1994, 1995) described the
many frustrations that Mexican immigrants
experience because of their lack of Englishlanguage skills. Second, from the standpoint of
processing information written in English,
linguistically isolated consumers are likely to
suffer many of the same pitfalls as illiterate
consumers. Existing studies on literacy have
indicated that consumers with limited literacy
skills (e.g., lack of reading, writing, and
numeracy skills) display vulnerability even
when they are doing simple daily shopping. For
instance, they are prone to make suboptimal
product choices (Jae and DelVecchio 2004).
Linguistically isolated consumers are also
likely to employ many of the same coping
strategies as illiterate and immigrant
consumers. Illiterate and immigrant consumers
have both been found to rely on others (either
as surrogates or aids) to meet market needs
(Adkins and Ozanne 2005). For instance,
Adkins and Ozanne (2005) described an
illiterate person employing her aunt to purchase
a pain-relief product. Both groups also tend to
avoid consumer-related tasks because of their
communication deficiencies. In studying
immigrant populations, Viswanathan and Harris
(2001) observed that a lack of English language
skills led consumers to fail to sign up for
discount cards and to avoid restaurants where
they could not order food by number.
Given their similarities, the question that arises
is how linguistically isolated consumers are
distinct from illiterate and immigrant
consumers. Linguistically isolated consumers
face many of the same risks that confront
illiterate consumers when shopping tasks
involve written information. However, the
linguistically isolated are at a greater
disadvantage in many shopping environments
than native English speakers who have low
literacy skills (reading, writing) because native
English speakers are at least fluent English
77

Jae

speakers. Thus, low-literacy native English
speakers can ask questions and express their
needs. On the other hand, linguistically isolated
consumers are limited in their ability to express
their wants and needs because they lack fluent
English-speaking skills. By living in a
household with a person who speaks English
well, immigrants who are not linguistically
isolated are likely to have a ready and able
companion to serve as a shopping aid or
surrogate. Therefore, the linguistically isolated
differ from other immigrants in the availability
of a primary coping strategy and, in turn, their
ability to mitigate the risks that arise in
consumer contexts because of their Englishlanguage deficiencies.
Thus, linguistically isolated consumers face
relatively unique marketplace barriers. To
identify the risks they face, we integrated
literature on purchase-related risk and customer
participation. In so doing, we extended previous
research on immigrant populations, which has
tended to be limited to simple description, by
offering a systematic framework to assess the
risks confronting linguistically isolated
consumers in various marketplace tasks.
Vulnerability, Customer Participation,
and Risk
A trend is growing in which customers
participate in the production of goods and
services (Bendapudi and Leone 2003).
Customer participation is defined as the degree
to which the customer is involved in producing
a product or service (Dabholkar 1990).
Customer participation is often a major
determinant of successful purchase outcomes
(Prahalad and Ramaswamy 2000; Schneider
and Bowen 1995). Customer participation
reduces labor costs, thereby allowing products
to be offered at lower prices (Bendapudi and
Leone 2003). Customer participation also
permits firms to tailor offerings to meet specific
needs, thereby leading to better product and
service outcomes (Bendapudi and Leone 2003).
Thus, customer participation can have positive
economic implications and can lead to better
psychological and/or physiological outcomes.
However, in an English-speaking market, the
ability to speak English well is a critical
antecedent to satisfactory outcomes when a
Marketing Management Journal, Fall 2009
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customer must participate in product delivery.
For example, ordering food at a restaurant
typically requires the patron to verbally
communicate the basic order (e.g., a
hamburger) and modifiers (e.g., cooked
medium-well with ketchup, tomato, and
lettuce). As an example of greater consequence,
consider a person who is ill but cannot describe
the symptoms of an illness. A patient‟s inability
to communicate the details of a condition could
lead a physician to misdiagnose the problem
and prescribe a contraindicated medication.

function of the degree of customer participation
in the production of the product/service
experience and the risk that is inherent in
purchasing the product. Despite requiring a
high degree of customer participation, service
failure in the case of a hamburger order is not
likely to lead to negative consequences nearly
as severe as a failure of medical services. The
concept of product category risk has been welldocumented in consumer research (see e.g.,
Conchar et al. 2004 for a recent review). The
two most commonly cited types of risk are
financial and performance risk (e.g., Dowling
and Staelin 1994; Taylor 1974). Financial risk
reflects the cost of product replacement, while

The examples cited above highlight that the risk
faced by linguistically isolated consumers is a

Table 3
Product Category Risk and Customer Participation Framework
Customer Participation
Low

High

Category Risk
High

Examples:

Examples:

OTC Medicines

Health care

Appliances

Home purchase

Child‟s car seat

Banking

Issues:

Issues:

Not able to read English product
descriptions.
Unable to ask for or understand verbal
assistance.

Unable to communicate needs.
Unable to understand
verbal descriptions
of product offerings.
Unable to understand pricing
structures.

Low

Examples:

Examples:

Grocery items

Hair styling

Books,

Restaurant order

Movie- related purchases (ticket/ popcorn)
Issues:

Issues:
Unable to communicate wants.

Perceived trivial nature of products limits
search for assistance.
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performance risk arises through the potential
for reduced utility and physical or emotional
harm resulting from substandard product/
service performance (e.g., Grewal, Gottlieb and
Marmorstein 1993). Risk confronts all
consumers. However, when combined with the
need for consumer participation in product
production, risk will be greatly magnified for
linguistically isolated consumers. Table 3
displays the framework that emerges for
linguistically isolated consumers by considering
customer participation and product category
risk. Next, we examine each cell of the
framework.
Low-Risk Product Categories with Little
Customer Participation. This cell includes
frequently purchased nondurables such as
bread, canned foods, and paper towels. Because
the spoken language requirements in these
categories are minimal, the behaviors and
outcomes of the linguistically isolated will
largely parallel those of other consumers who
lack the ability to read English well (i.e., other
immigrants and low-literate English speakers).
Immigrant and low-literate consumers are
prone to buying incorrect items (e.g., soup
instead of gravy) and overpaying for goods and
services (Wallendorf 2001). Immigrant
consumers who are not proficient English
speakers are often reluctant to ask store clerks
for directions, which leads to longer shopping
processes and/or the inability to find desired
items. Peñaloza (1995) reported that the
Mexican immigrants she was studying became
confused about product differences and left
stores without buying what they wanted rather
than ask for help. Thus, for linguistically
isolated consumers, even low-risk shopping
tasks that require little customer participation
may result in substandard outcomes such as
failing to make purchases, making incorrect
purchases, or paying high prices. However,
given the low risk associated with purchases,
immigrants who are not linguistically isolated
may also refrain from employing a shopping
surrogate or aid. Thus, negative outcomes are
likely to generalize across populations of
people who do not speak English well.
High-Risk Product Categories with Little
Customer Participation.
The primary
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difference between this category and the lowrisk, low-participation cell is in the potential
severity of suboptimal outcomes. For instance,
the purchase of the “wrong” refrigerator could
lead to fairly severe financial consequences if
repair or replacement becomes necessary. Also,
the base price of a product magnifies the risk of
overpaying. For instance, paying a 10 percent
premium by failing to take advantage of a
special offer holds greater dollar consequences
than the same percentage overpayment in a
lower-cost product category. Risk may also be
functional. Customers who buy incorrect pain
medications will not only fail to find pain relief,
they could also take dangerous dosages or
suffer life-threatening interactions with other
medications. A potential solution in such cases
is for customers to discuss medications with
pharmacists, which solves potential problems
by increasing consumer participation in what
would be a low customer participation
experience for people who can read English.
However, this solution is not a direct option for
the linguistically isolated consumer and may
not be an indirect option given that they have
less access to friends and family who speak
English well. Thus, linguistically isolated
immigrants may be more susceptible to
difficulties than their non-linguistically isolated
peers even in scenarios that typically call for
little customer participation.
Low-Risk Product Categories with High
Customer Participation. On occasions, the
degree of customer participation is high but the
product category is associated with little
functional or financial risk. When consumers
dine in restaurants, an example previously
cited, they must order their food and drinks.
Depending on the restaurant and desired order,
this process can be simple or quite complex.
However, dissatisfaction with a meal is not
likely to be associated with a high financial cost
or a life-threatening physiological response, but
it can destroy hopes for a pleasant night out.
Similarly, a linguistically isolated consumer
may find it difficult to describe a desired
hairstyle to a stylist. Contrary to traditional
parental consolation promises of “Don‟t worry,
it will grow out,” a bad haircut can be
embarrassing and damaging to self-confidence.
If one conceptualizes risk to include social risk,
Marketing Management Journal, Fall 2009
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even seemingly trivial tasks may be viewed as
risky. More generally, the inability to complete
seemingly low-risk transactions is likely to lead
to negative psychological consequences for the
linguistically isolated.
High Product Categories with High Customer
Participation.
Linguistically isolated
consumers are most vulnerable when engaging
in decisions regarding high-risk product
categories that require significant customer
participation. Making large purchases, such as
cars or houses, can be huge challenges for
linguistically isolated consumers. Automotive
salespeople may try to take advantage of
linguistically isolated consumers by overpricing
the car being purchased and undervaluing the
car being traded in. Foreign-born households
bought almost 8 percent of new homes and 11
percent of existing homes between 1998 and
2001 (USA Today 2004a). Purchasing a home is
a huge financial commitment. Negotiating
mortgage rates and prices can save or cost a
consumer thousands of dollars. Agreeing to
mortgage terms without understanding the
language of the contract increases the chance of
unknowingly failing to comply with the terms
of the contract and subsequently being
penalized for noncompliance. For instance, a
prepayment penalty may activate a large
financial penalty if the homeowner needs to sell
the house before a date stated in the mortgage
agreement.
Perhaps the category that is highest in risk and
customer participation is health care service. In
the health care industry, customers and health
care providers share the responsibilities in the
decision-making process (Hult and Lukas
1995). Patients must be able to describe
symptoms to receive proper care. If a patient is
unable to do so, doctors may not undertake
necessary tests and/or may prescribe incorrect
treatments. As a coping strategy, many
immigrant consumers may rely on their friends
or relatives to describe their health problems.
This coping strategy is less feasible for the
linguistically isolated. As a result, linguistically
isolated consumers may be reluctant to seek
medical assistance because they are not
confident they can express their problems.
Failure to seek medical attention, in turn,
Marketing Management Journal, Fall 2009
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results in more serious health problems and
increased costs of treatment. Mental health
experts have argued that immigrant groups,
especially young Hispanic women and elderly
Asian women, are at higher risk of attempting
or committing suicide because of their cultural
and linguistic isolation (The New York Times
2006). In one instance, the lack of mental health
support resulted in a murder/suicide spree in an
Asian family (USA Today 2006). In sum,
linguistically isolated consumers in the
marketplace tend to face diverse situations in
which the consequences of such situations
could be fatal.
DISCUSSION
The foreign-born population in the United
States is increasing as is the number of people
who speak a language other than English in
their home. Nearly 18 percent of U.S. residents
speak a primary language other than English.
Of these, about 11 million are “linguistically
isolated.” Thus, 4.5 percent live in households
in which no one more than 14-years-old speaks
English very well. The linguistically isolated
who lack English skills or who have no one
with English skills to serve as a shopping aid
are highly vulnerable consumers. As a result,
they are likely to suffer many of the same
negative outcomes as other disadvantaged
consumers. In fact, because of their inability to
speak English well they are more vulnerable
than illiterate English speakers. Furthermore,
because of their isolation, they are likely to be
more vulnerable than other immigrants for
whom English is not the primary language. The
linguistically isolated are likely to overpay for
products or make incorrect purchases that leave
them with unwanted goods. In addition to
facing greater health risks (e.g., mental and
physical), they also face increased risks, both
physical (e.g., injury because of improper
product use) and psychological (e.g.,
frustration, shame, feelings of worthlessness).
The linguistically isolated are also likely to
employ the coping mechanisms that have been
observed among illiterate and immigrant
consumers. Two common strategies are to
avoid market tasks or to recruit someone to help
with the task. In the best case, avoiding market
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tasks leaves consumer wants unmet. Thus, the
linguistically isolated are likely to be deprived
of some of the niceties that are available in U.S.
marketplaces. In the worst case, the needs of
the linguistically isolated are not met, leading to
outcomes such as poor nutrition and failure to
attend to health problems. The likelihood of
avoiding market tasks increases for the
linguistically isolated because they are less able
than non-isolated non-English speakers to use
someone to help them with shopping.
A third coping mechanism that immigrant
consumers rely on is patronizing stores that are
operated by service providers who speak their
native language (Peñaloza 1994). Given the
geographic clustering of immigrant
populations, many operators of stores in
immigrant neighborhoods often speak the
immigrant language predominantly spoken by
area residents. While this makes shopping (or
visiting a restaurant or doctor) easier, it may
have negative repercussions. “Immigrant
stores” often have a limited variety of products
or services, and these are often of lower quality,
and carry inflated prices (Peñaloza 1994).
Furthermore, by limiting themselves to areas
where everyday tasks can be done as if they
were still living in their country of origin, the
linguistically isolated will not improve their
ability to speak English and will remain
isolated from the wider U.S. marketplace.
Failing to learn English not only leaves the
linguistically isolated vulnerable as consumers;
it limits job opportunities and, in turn, the
chance for economic success (Carnevale, Fry
and Lowell 2001).
IMPLICATIONS
Given the size of the linguistically isolated
consumer population, the risks they face in
marketplaces, and the inadequacy of the coping
strategies that they employ, it would be
profitable (both economically and socially) for
marketers to aid these consumers. The customer
involvement by product category risk
framework can help marketers identify when
the linguistically isolated are most in need of
aid. The author continues this document by
identifying the ways in which marketers can
help linguistically isolated consumers.
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Attempts to aid the linguistically isolated
should be proportionate to the risks they face in
various marketplace activities. The risk of
linguistic isolation is limited when customer
involvement in product/service production is
low. Many retailers primarily sell low-risk, low
-customer-involvement products (e.g., grocery
and convenience stores). For these retailers,
ensuring the availability of multiple languages
on product packages is a low-cost way to help
the linguistically isolated. Additional low-cost
aids such as multilingual display signs that
indicate product locations and ongoing sales
promotions also seem warranted from a costbenefit standpoint.
It would be worthwhile for grocers and
druggists to provide additional aids for the
higher-risk products that they sell (e.g., overthe-counter medications). Often a clerk is
available to answer questions or provide
assistance, but only for English-speaking
customers. Having employees available who
speak Spanish (or whatever the prevailing
native language in areas with large immigrant
populations), along with a call button by which
customers can summon this assistance, would
be relatively low-cost aids that would protect
the linguistically isolated consumer.
For low-risk, high-participation products,
simple visual aids could improve the service
provided to the linguistically isolated. For
instance, hair salons could prominently display
magazines that feature a variety of hairstyles
for consumers of different ethnic backgrounds.
Even upscale restaurants could maintain their
ambiance while providing menus that include
pictures and numbers for meals along with
typical written descriptions.
The final category of the framework, and the
one that is most important for helping the
linguistically isolated, is that of high-risk and
high customer participation. For products like
home purchases and banking, verbal
communication is often vital. Providers of such
goods, whether or not they operate in areas
populated by immigrants, should always ensure
that they are able to communicate with
customers. Banks such as Hanmi Financial and
Nara Bancorp hire employees who are fluent in
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Korean to serve Korean immigrants. Similarly,
Wells Fargo announced plans to open a branch
in Los Angeles‟ Chinatown that will cater to
Chinese-speaking immigrants (USA Today
2004b). These actions are admirable, but they
will not help a Spanish-speaking linguistically
isolated consumer. To ensure that linguistically
isolated consumers receive fair treatment,
companies that operate in high-risk, high
customer-participation product contexts should
provide language services. For instance, banks
could provide a central location that their
branches could call to access people with
product knowledge and the necessary language
skills. Making such a service available for
Spanish-speaking consumers could provide
relief to 62 percent of the linguistically isolated.
Adding Chinese, Vietnamese, and Korean
services would provide the means to
communicate with nearly 73 percent of the
linguistically isolated. Nationwide, only 15
percent of health care practitioners hire external
interpreting services (e.g., telephone hotlines)
to talk to Spanish-speaking patients (The
Michigan Daily 2003).Thus, it is crucial for the
physical and mental health of linguistically
isolated consumers for health care providers to
consider hiring multilingual interpreting
services such as language hotlines.
While both marketing and marketing
researchers have a way to go, researchers
appear to have trailed marketing practitioners in
terms of meeting their obligations to the 11.9
million people in the United States who are
linguistically isolated. Further exploration of
the vulnerability of linguistically isolated
consumers could propel both researchers and
practitioners to work to better the lives of these
vulnerable consumers.
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A sample of more than 2300 innovations provided to an evaluation program was analyzed to
determine basic information about the sample itself and the general quality of those innovations.
The largest groups of innovations were categorized as home furnishings, personal consumption
goods and recreational/entertainment products. While most innovators were judged as having good
technical experience, they were seen to be lacking in management and marketing experience. Their
innovations were positively judged for functionality but were judged negatively for marketability.
Evaluators considered market preparedness and its acceptability by the marketplace to be critical in
the potential success of any new innovation.
INTRODUCTION
When innovation happens, inventors are usually
passionate and enthusiastic about their
inventions. However, this excitement can also
lead to wasted time, effort, and money on an
idea that lacks commercial potential. It may
solve a problem for the inventor or a few of his/
her friends, but the idea may not be appealing
to a broader audience. The resources invested
in this failed idea could have been applied to a
more feasible invention.
There is no guarantee whether an idea will be
successful in the marketplace.
Numerous
factors such as product quality and firm
strength help determine its feasibility (Kim,
Jones and Knotts 2005). For corporations, the
number of ideas necessary for new product
development varies between 50 and 500
depending on the industry. Peterson (2006)
found that idea generation was a difficult
process in small firms, in part, due to their lack
of personnel and information. For independent
inventors, the odds are even higher at 100 to
1,000 depending on the market (WIN
Innovation Institute). Udell and Hignite (2007)
suggest that the best method for improving
these odds is to determine the ideas with the
The Marketing Management Journal
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most market potential through evaluation.
Evaluating ideas will not eliminate the risk, but
it will help inventors avoid wasting resources
on projects that have little demand potential.
INNOVATION EVALUATION
Evaluation is normal and necessary, especially
in business.
From job interviews to
performance appraisals to customer feedback
forms, evaluation is part of our society.
Evaluations, however, can make people
nervous because they may lead to an
undesirable outcome (Udell, Atehortua and
Parker 1995). This fear may cause some
inventors to skip the evaluation step in the
innovation process. If the consequences are
low, avoiding evaluation may not matter. In the
marketplace, however, the stakes are high and
errors are often very costly.
Therefore,
skipping the evaluation step for new products
can be fatal. According to Udell (2004), “at the
idea stage, the odds against success can run as
high as 1 in 3,000 and the costs can easily reach
the $10,000 mark or higher, so it pays to
evaluate.”
Innovation evaluation should be systematic and
comprehensive, with its main purpose focused
on analyzing the idea and determining if any
further investment should be made. As English
(2007) stated, it is more realistic for an
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evaluation system to identify potentially
unsuccessful ideas rather than successful ones
because there are many variables in the
innovation process that can affect product
marketability.
The second objective of
innovation evaluation is to provide feedback
regarding errors and to suggest a proper
commercialization strategy (Udell 2004). In
this paper, we focus on the Preliminary
Innovation Evaluation System (PIES) and its
ability to analyze ideas and inventions before
market entry.
Preliminary Innovation Evaluation System
The Preliminary Innovation Evaluation System
was initially developed as part of a National
Science Foundation grant at the University of
Oregon in 1974. Since that time, this structured
evaluation format has been used to evaluate
over 30,000 ideas, inventions and new products
in the United States, Canada and elsewhere.
These evaluations are designed to:
1. Identify ideas and inventions worthy of
further development
2. Provide feedback
3. Identify potential errors or areas requiring
special attention
4. Suggest strategies for further development
or commercialization
The PIES instrument consists of 45 criteria
grouped into eight different categories which
address societal impact, business risk, demand
analysis, market acceptance, competitive
criteria, experience factors, commercialization
strategies, and market structure issues (see
Evaluation Criteria). For each criteria, there are
five or six possible responses along with the
option to mark an area as “not applicable”. The
minimum desirable level of compliance is the
median of the responses available. An example
of an item and its responses is given below:
Functional Feasibility: In terms of its
intended functions, will it do what it is
intended to do? This product:
A. is not sound; cannot be made to work.
B. won’t work now, but might be modified.
C. will work, but major changes might be
needed.
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D. will work, but minor changes might be
needed.
E. will work; no changes necessary.
Currently, the PIES instrument is being used as
part of the World Innovation Network (WIN),
an invention assessment program at Missouri
State University. “The WIN program provides
inventors, entrepreneurs, and product
marketing/manufacturing enterprises with an
honest and objective third-party analysis of the
risks and potential of their ideas, inventions,
and new products” using the Preliminary
Innovation Evaluation System (WIN Innovation
Institute). About 2300 innovations have been
submitted to the WIN Program for product
evaluation since 1997. This study examines the
results of that program. We present descriptive
statistics and results, followed by a brief
discussion of critical factors in the invention
evaluation process.
METHODOLOGY AND RESULTS
Participants
Participants in this program voluntarily
submitted their innovation ideas to evaluators in
return for a compensated, professionally
developed independent analysis of the
innovation and its market potential. Evaluators,
in turn, thoroughly examined each innovation
presented and provided both analysis and
feedback which was intended to help the
participants make decisions about further
market and product development strategies.
The balance of this study will examine basic
information gathered so far about the
participants and the quality of the innovations
which have passed through this program.
Descriptive Statistics
The results of this study are at the earliest
stages of analysis. However, there are some
basic descriptive analyses that can be run on the
program’s participants. To date, the data on
approximately 2310 innovations is available for
analysis. While this represents a large sample
size, it does not reflect over 2300 separate
Marketing Management Journal, Fall 2009
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innovators but rather over 2300 innovations. A
good number of participants have submitted
multiple innovations to the program for
evaluation. We do not yet have the data on the
number of innovations submitted per person,
but visual screening of the data ordered by
participant has revealed that some have
submitted as many as a dozen samples to the
WIN Innovation Institute.
Additionally, demographic data on the
innovators themselves is not yet available, but
some descriptive information on the type and
location of the sample group is available. Of
the 2310 innovations submitted, some 2231
(96.6 percent) were submitted by U.S. sources.
Of the 79 international innovations, 50 (63.2
percent) were from Canada. Other countries
represented include: Australia, China, Israel,
Tunisia and several Latin American, European
and Arabic countries. The greatest percentage
of U.S. states represented is as follows:
California (9.6 percent), Texas (7.6 percent),
New York (6.9 percent) and Florida (6.4
percent). The balance of states each had 5.0
percent or less of the total sample.
Table 1 shows the distribution of innovations
by type. The groupings represent a loose
interpretation of NAICS types adapted to this
program by the authors. No such grouping was
done by the program administrators. As the
table shows, nearly half of the innovations were
identified as either home furnishings (12.5
percent), personal consumption goods (16.9
percent) and recreational/entertainment
products (16.5 percent). About 1/6 of the
sample falls into the “other” category either
because of difficulty in identifying an NAICS
grouping or because of small category size.
Evaluation Criteria
Table 2 shows the specific items used in
evaluating each innovation. Some innovations
did not merit analysis using all criteria based
upon the stage of the innovation (e.g., an idea
versus a fully-prepared prototype) or the type of
innovation itself.
However, certain items
seemed to be more commonly identified as
Marketing Management Journal, Fall 2009
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market-ready than others across the sample.
These innovations averaged (on the 1 to 5-or-6
scale) high for production feasibility (4.94),
service (4.54), legality (4.54) functional
feasibility (4.24), research and development
(4.19), societal impact (4.08) and
environmental impact (4.00), while the
innovators themselves scored well on technical
experience (4.38). However, the group scored
poorly on average in such areas as: potential
sales (2.61), promotion (2.60), product life
cycle (2.45), stage of development (2.35), and
product line potential (1.97).
Innovators
themselves scored average to below average in
the experience areas of management (3.13) and
marketing (2.96). Average overall market
attractiveness for these innovations was a
mediocre 3.01, with only 504 (21.8 percent)
scoring an above average mark. The majority
(1175, 50.9 percent) were found to have a
market attractiveness that was “marginal –
rejection by investors/licensees is likely.”
TABLE 1
Innovation Groups
Innovation Type

Number

Percent

Animal Products

86

3.7

Building/Construction

98

4.2

Food/Beverage

112

4.8

Home Furnishings

288

12.5

Personal Consumption Goods

391

16.9

Recreational/Entertainment

381

16.5

Safety/Security

168

7.3

Scientific/Technological

180

7.8

Textiles/Office Products

49

2.1

Transportation

171

7.4

Other

386

16.7

Total

2310

100.0

The final recommendation, based largely on the
evaluator’s subjective summation of the totality
of the criteria scores (but not on a mathematical
average of them), came in the following form:
Not Recommended
(Under 30)
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TABLE 2
Innovation Evaluation Items
BUSINESS RISK CRITERIA

SOCIETAL CRITERIA

Functional Feasibility

Legality

Production Feasibility

Safety

Stage of Development

Environmental Impact

Investment Costs

Societal Impact

Payback Period

COMPETITIVE CRITERIA

Profitability

Appearance

Marketing Research

Function

Research and Development

Durability

DEMAND ANALYSIS CRITERIA

Price

Potential Market

Existing Competition

Potential Sales

New Competition

Trend of Demand

Protection

Stability of Demand

EXPERIENCE FACTORS

Product Life Cycle

Marketing Experience

Product Line Potential

Technical Experience

MARKET ACCEPTANCE CRITERIA

Financial Experience

Compatibility

Management Experience

Learning

Production Experience

Need

COMMERCIALIZATION STRATEGIES

Dependence

Technology Transfer

Visibility

New Venture

Promotion

Initial Distribution Strategy

Distribution

MARKET STRUCTURE ISSUES

Service

Overall Barriers to Market Entry
Overall Market Attractiveness
Overall Risk Assessment
Overall Expected Value
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Should Be Very Limited
And Cautious
Should Be Limited And Cautious
Recommended But Need
To Resolve Unknowns
Recommended For Limited
Development/Commercialization
Recommended For Moderate
Development/Commercialization
Recommended For Significant
Development/Commercialization

(30-34)
(35-40)
(40-41)
(42-43)
(44-45)
(46-48)

Scores above a 44 are less common simply as a
result of the nature of the innovation process.
Table 3 shows the frequency of each
recommendation. Less than twenty percent of
all innovations submitted for review were
assessed as being market-ready (score of 42 or
above), while almost three-fourths were
deemed to have only minimal market-worthy
characteristics (score between 30 and 41). This
is normal according to the program
administrators since most innovations that
arrive for evaluation have good beginnings in
an idea born from the innovator but have poor
market acceptability.
Regression Analysis
To see which criteria seemed to be those that
evaluators subjectively used most often in
making the recommendations, we performed a

Knotts, Jones and Udell

basic stepwise linear regression of the criteria
items onto the dependent variable
(recommendation). As Table 4 shows, the
majority of the variance is accounted for by
technology transfer (licensing potential), stage
of development and profitability.
Market
preparedness for the innovation and its
acceptability by the marketplace could serve as
general groupings for the remaining criteria.
The total adjusted r-square value of 0.535 is
high and suggests that these criteria were
deemed critical by evaluators to the
innovation’s potential market success.
CONCLUSIONS
While much more research on this database is
needed, some critical factors do seem to be
apparent. Innovations are brought to evaluation
(and possibly to potential investors) at such an
early stage of development that they are not
ready for full market penetration. In fact, many
innovations in this sample were probably
reasonably good ideas at conception, at least in
the innovator’s mind, and were probably the
result of a perceived problem that the innovator
wished to solve for the market. However,
evaluators judged the vast majority of these
innovations as unfit or highly questionable for
further development past the stage when they
were encountered. Does this mean that we
should discourage innovation from the non-

TABLE 3
Evaluator’s Recommended Action
Recommendation

Number

Percent

Not Recommended

179

7.9

Should Be Very Limited And Cautious

578

25.5

Should Be Limited And Cautious

892

39.3

Recommended But Need To Resolve Unknowns

228

10.0

Recommended For Limited Development/Commercialization

245

10.8

Recommended For Moderate Development/Commercialization

147

6.5

Recommended For Significant Development/Commercialization

0

0.0

No final recommendation given

41

1.8

Total

2269

100.0
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TABLE 4
Regression Analysis
(dependent variable: evaluator recommendation)
Criteria Item

R-Square Change

Adjusted R-Square

Significance

Technology Transfer

.407

.406

.001

Stage of Development

.056

.461

.001

Profitability

.035

.496

.001

Product Life Cycle

.008

.504

.001

Distribution

.006

.509

.001

Promotion

.005

.514

.001

Trend of Demand

.005

.519

.001

New Venture

.004

.523

.001

Legality

.005

.527

.001

Function

.004

.531

.001

Societal Impact

.002

.532

.019

Potential Sales

.002

.534

.018

Service

.002

.535

.027

corporate individual? Not at all. Rather, the
innovator should, early on, take the time to
determine whether or not this innovation is both
functional and marketable. While functionality
is critical to an innovation’s being able to
actually “fix” a problem, it is unsuitable unless
the greater market is willing to accept it. The
majority of these innovations had the technical
know-how (e.g., production and functional
feasibility), but they lacked the marketworthiness that is also important to the success
of a new venture (e.g., potential sales and
product line potential). Evaluators seemed to
use this marketability strongly in their
assessments, especially in the areas of
technology transfer, stage of development and
profitability.
LIMITATIONS AND FUTURE
RESEARCH
This is the first step in the investigation into a
new database on innovation and innovators. As
such, our conclusions are limited to this specific
sample, but its size may indicate that the results
are at least partially generalizable to the
89

population. Future research will focus on the
impact of gender and type of innovation, among
other things, on the quality of innovations. We
are also in the process of following up on the
sample group to determine to what extent
innovators used the information gained from
evaluators and whether or not they attempted to
market the innovations they had assessed.
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DIFFERENCES IN GENERATION X AND GENERATION Y:
IMPLICATIONS FOR THE ORGANIZATION
AND MARKETERS
TIMOTHY H. REISENWITZ, Valdosta State University
RAJESH IYER, Bradley University
Organizations need to be as dynamic as the economy. This study compared and contrasted the
characteristics of Generation X and Generation Y, as members of Generation Y continue to move
into the workforce to begin their careers. Organizations should be cognizant of the needs of these
new recruits, particularly if they vary in comparison to the previous generational cohort.
Furthermore, members of Generation Y experience substantial increases in their discretionary
income as they enter the workplace, which is of special interest to marketers targeting this group. An
identical survey was administered to respondents from each generational cohort. Information was
gathered concerning each group, from basic demographics to extensive Internet usage
characteristics. Independent t-tests were run to assess the differences between Generation X and
Generation Y regarding several variables: Internet satisfaction, volunteerism, brand loyalty, work
orientation, and risk aversion. Results revealed that Generation Y is amenable to more Internet use
than the previous generation, equal to Generation X in its interest in volunteerism and its work
orientation, and is less brand loyal and less risk averse than Generation X. Implications for the
organization and marketers were detailed. Finally, limitations and suggestions for future research
are discussed.
INTRODUCTION
Organizations need to be as dynamic as the
economy. Membership in the workforce is
continually changing as older members enter
retirement and younger members begin their
careers. Therefore, organizations must be
cognizant of the characteristics of entry level
recruits in order to prepare them to better meet
the organization‟s goals and objectives. One
way in which organizations and internal
marketers may assess the needs of new hires is
to compare their characteristics with those of
the previous generation. Demographers note
that generational cohorts share cultural,
political, and economic experiences as well as
have similar outlooks and values (Kotler and
Keller 2006). Currently, members of the baby
boomer generational cohort are retiring and
members of Generation Y have been entering
the workforce. Therefore, it is important to
The Marketing Management Journal
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determine if the characteristics of Generation Y
are significantly different from the previous
cohort, Generation X.
Similarly, marketers of products and services
must fine tune their segmentation strategies to
the dynamic consumer needs of these two
generational cohorts, as members of Generation
X continue to develop their careers and their
disposable income increases, as well as
members of Generation Y, many of whom are
just beginning their careers and are starting to
enjoy the benefits of significant increases in
their discretionary income. Surprisingly, even
though the world economy has been struggling
through a recession, it seems to have had no
effect on Generation Y‟s spending, making
them compulsive shoppers for the long term
(“Young Compulsive Shoppers” 2009).
The name, Generation X, was borrowed from
the 1991 Douglas Coupland novel entitled,
Generation X:
Tales for an Accelerated
Culture (Mitchell, McLean and Turner 2005).
Synonyms for Generation X include Baby
Marketing Management Journal, Fall 2009
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Busters or simply Busters, Twenty-somethings,
YIFFIES (Young individualistic freedomminded few), the Brash Pack, FLYERS (funloving youth en route to success), the NIKES
(no-income kids with education), the indifferent
generation, and the invisible generation
(Mitchell, McLean and Turner 2005), Slackers,
Xers, Generation Next, Postboomers, the
Shadow Generation, Generation 2000, the
MTV Generation, and the Thirteeners, to
reference the thirteenth generation in America
since its founding. The term, Generation Y,
was first coined in 1993 by Advertising Age as
the last generation to be born entirely in the
twentieth century (Reed 2007). Generation Y is
also known as Echo Boomers, the Millennium
Generation, Generation Next (Durkin 2008),
the Net Generation (Tyler 2008) and
Generation Why? (Reed 2007).
The reported membership in each of the
generational cohorts varies widely.
Baby
boomers number 72 million, members of
Generation X number 17 million, and
Generation Y is over three times that number at
60 million. In contrast, Levine (2008) states
that baby boomers number 77.5 million,
Generation X numbers 48 million, and
Generation Y numbers 30 million. These
discrepancies may be at least partly due to the
way academicians define the cohorts. Although
there is much consensus on the birth dates for
Matures (prior to 1946) and baby boomers
(1946-64), there are variations for Generation X
and Generation Y. For purposes of this study,
Generation X is defined as those born during
the years 1965-76 and Generation Y is defined
as those born during the years 1977-1988
(Chowdhury and Coulter 2006; Lescohier
2006).
Members of Generation X and Generation Y
came out of a different history and with a
different set of coping skills and expectations.
They also lived through much change: parents‟
divorce, corporate downsizing, limited financial
aid, and a weak job market. These changes
became part of the psyche of both groups, and it
may be due to these shared changes that many
academicians and practitioners treat Generation
Marketing Management Journal, Fall 2009
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X and Generation Y homogenously as a single
target market segment (Cocheo 2008; Levine
2008; Read 2007; Sweeney 2008). In fact, one
study (Read 2007), measuring a range of work
experiences and attitudes (job satisfaction,
organizational commitment, empowerment,
stress, trust in management, and work-life
balance), found no differences across all three
generational cohorts:
baby boomers,
Generation X, and Generation Y.
In contrast, many feel that although Generation
X and Generation Y are similar in their
pragmatic outlook on life, there are differences.
Generation Y has been characterized as less
cynical, more optimistic, more idealistic, more
inclined to value tradition, more similar to baby
boomers than Generation X, and so unique that
a clash between them and Generation X and
baby boomers is inevitable. Motivating each
group to work together requires an
abandonment of a one-style-fits-all approach
(Hymowitz 2007).
Therefore, the purpose of this study is to assess
the differences between Generation X and
Generation Y in order to give the organization
and the internal marketer as well as the
marketer of goods and services more direction
in better addressing the needs of Generation Y.
This study is particularly important given the
state of the economy.
In terms of the
organization, recruiting and the job search are
more challenging during a recession for both
employers and employees, respectively.
Moreover, Generation Y professionals are the
hardest of all to recruit (“Recruiting and the Job
Hunt” 2008). In terms of the marketer of goods
and services, marketing becomes more
important during an economic downtown as
consumer spending decr eases and
overproduction and surplus result. Specifically,
this study examined variables that could impact
organizational and marketer decisions: Internet
satisfaction, volunteerism, brand loyalty, work
orientation, and risk aversion. These areas are
discussed in the literature review that follows.
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LITERATURE REVIEW
The Internet
Generation X is technologically savvy and will
leverage technology to personalize and
humanize everything. They are credited with
moving the Internet into the mainstream.
Generation X professionals have a high
preference for Web and e-mail business
communication, getting quickly frustrated with
financial services providers who cannot provide
that service. In contrast to Generation Y,
Generation X is the best-educated generation in
US history based on college and university
enrollments (Mitchell, McLean and Turner
2005), and education is a demographic often
positively correlated with computer usage.
Like Generation Xers, Generation Y is tech
savvy and is the first generation to use email,
instant messaging, and cell phones since
childhood (Tyler 2007; Tyler 2008). But, more
than previous generations, Generation Y is
more comfortable with technology (Auby 2008)
and knows how to solve problems and shorten
the learning curve using collaboration tools.
These tools include the following: cell phones,
Bluetooth, Windows CE handhelds, laptops,
email, and text messaging, to name several
(Bradley 2007). Furthermore, Generation Y is
labeled a generation of multimedia,
multitasking people. Barnikel (2005) notes that
Generation Y is the first generation in which
Internet consumption is exceeding television
consumption. In contrast, only 35.9 percent of
Generation Y respondents surveyed by
AutoPacific state that they use a home
computer on a regular basis. Minorities and a
lack of college degrees are both factors that are
less likely to result in computer ownership.
Additionally, studies show that Generation Y is
slower to use online banking (40 percent) than
Generation X (60 percent) (Vigil 2006). Based
on this discussion, the following hypothesis is
proposed:
H1: Members of Generation Y have greater
overall satisfaction with the Internet than
members of Generation X.
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Volunteerism
In regard to their propensity to do volunteer
work, Generation X volunteers and joins local
organizations in greater numbers than baby
boomers did in their youth. Shepherd (2007)
states that Generation Y looks at the ability to
engage in the community as part of the worklife balance. Furthermore, they‟re looking
toward their employers to support them in this
effort. Volunteerism may be an ideal way to
improve the well-being of the workforce and
also attract and retain Generation Y employees.
Roberts (2006) discusses these two groups in
tandem and states that, “These young
generations are more likely to roll up their
sleeves and do volunteer work than they are to
donate money” (p. F4).
Based on this
discussion, the following hypothesis is
presented:
H2: There are no significant differences
between members of Generation X and
Generation Y regarding their volunteerorientation.
Brand Loyalty
The lack of brand loyalty by most Xers and
Yers is possibly due to the fact that they were
exposed to more promotions versus brand
advertising while growing up. They will be
brand loyal if they trust the brand, however,
that loyalty may only last six to eight months.
Simmons Research studies reveal that
Generation X is less loyal than baby boomers
and is likely to experiment with other brands.
As a result, brand advertising, largely directed
at baby boomers, has gradually shifted to price
promotions, which encourage brand switching
(Mitchell, McLean and Turner 2005).
Brand loyalties may change quickly, yet
Generation Y consumers are fashion-, trend-,
and brand-conscious (“Young Compulsive
Shoppers” 2009), focusing on style and quality
versus price. They are immune to tried-andtrue brand strategies and will switch their
loyalty instantly to those marketers that get
ahead of the fashion curve. Tommy Hilfiger is
probably the best example of a brand that has
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stayed ahead of this curve. Based on its
research, it has used unique promotions,
including sponsorships that have made it the
number one brand for jeans.
In contrast, a study of the adult female
Generation Y consumer found that higher
loyalty can be an effective means of addressing
over-choice in the marketplace (Bakewell and
Mitchell 2003). Based on this discussion, the
following hypothesis is proposed:
H3: Members of Generation X have greater
brand/product loyalty than members of
Generation Y.
Work Orientation
Approximately 76 million baby boomers are
approaching retirement, yet only about 51
million Generation Xers have been filling the
void. Generation Xers are communications and
media savvy, entrepreneurial in spirit; they
value self-development and cultural and global
diversity in the organization. They are goaloriented and want to make an impact on their
organization‟s mission. They value a work/life
balance (Beutell and Wittig-Berman 2008) and
telecommuting or a compressed work week,
although few can take advantage of these
arrangements.
Generation Xers are seeking a fast track, a
unique work experience, and a changing
environment. Otherwise, they will leave the
organization. In fact, they change jobs every
two to four years, sometimes holding more than
one job at a time with more than one company
at a time, and changing careers several times
during their working lives.
The average
Generation X worker has held about nine
different jobs by the age of 32, in contrast to the
traditional employee who worked 30 to 40
years at one firm. Freelance, temporary or
contract work has given them the freedom to
move among employers.
Moreover, Generation X employees are more
loyal to individuals than to companies, since
they feel that companies today fail to inspire in
workers the feeling of security that yields
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loyalty (Sirias, Karp and Brotherton 2007). In
contrast, a study by Chicago-based Aon
Consulting Worldwide revealed that Generation
Xers show high levels of commitment to their
companies, yet the first loyalty is to themselves
and their careers.
Generation Y will make up 41 percent of the
US population and almost 50 percent of the full
-time workforce by 2010 (Lescohier 2006).
The encroaching employment gap occurring
from retiring baby boomers is a concern when
discussing Generation Y (“Managing
Generation Y” 2008; Durkin 2008; Hira 2007).
One study showed that Generation Y
professionals are focused on practical issues,
specifically, salary and healthcare/retirement
benefits, job stability, and career satisfaction
(“Focused on the Future” 2008). They are
more flexible, have a more positive attitude, are
ready to work as part of a team, and can
multitask (“How Millennial Staff” 2009).
Additionally, Durkin (2008) and Hira (2007)
note that they are far less loyal to their
employers than previous generations. One
common reason for leaving the firm is that even
though they have strong aspirations for job
growth and success, they are not fully engaged.
They feel they must leave one position for
another to achieve this potential. Generation Y
workers are loyal as long as they can balance
work and life goals, i.e., the work/life balance
(“How Millennial Staff” 2009; “Oh Joy, First
the Economy” 2008; Orrell 2009), gain new
learning opportunities and feel that they are a
part of the organization‟s goals. In contrast to
Durkin (2008) and Hira (2007), a recent survey
noted that 60 percent of Generation Y
employees agreed that an employee owes
loyalty to the employer (“Oh Joy, First the
Economy” 2008). This loyalty becomes more
important when the economy declines and job
security becomes tenuous (Laff 2008).
Unlike Generation Xers, Generation Y
employees are not as independent and tend to
follow directions well, requiring structure in the
work environment and guidance from their
supervisors, albeit with flexibility to get the job
done.
This generation wants mentoring
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(Dolezalek 2007; Kehrli and Sopp 2006; Orrell
2009), which has become a popular
management technique and one of the latest
buzzwords in the workplace. Over 60 percent
of Millennials want to hear from their managers
at least once a day (Orrell 2009). Generation Y
will note a manager‟s behavior and let it serve
as an example of how they might act in the
future. One study found that working with a
boss they respect and can learn from was the
most important aspect of their work
environment (Hastings 2008). Those Mature
generation workers who recall The Great
Depression and Generation X employees who
remember the dot-com recession can assure
younger staff that better times will return
(“How Millennial Staff” 2009). Based on the
previous discussion, the following hypothesis is
proposed:
H4:
Members of Generation Y have a
greater work orientation than members of
Generation X.
Risk Aversion
Generation X is a reactive generation.
Reactives tend to have little self-esteem, to be
hedonistic and risk-seeking. Furthermore, they
have an attitude of risk avoidance and a low
capacity for risk. Ironically, since Generation
Xers tend to change jobs more often than
previous generations, they may not be vested in
a company‟s pension plan, which places them
in a long-term, high-risk position.
Additionally, they are rather skeptical about
Social Security benefits upon retirement. In
sum, they have levels of distrust, skepticism,
and possess a self-sufficient attitude. Similarly,
Generation Yers are risk-averse (Beaton
2007/2008), yet self-assured. Based on this
discussion, the following hypothesis is
proposed:
H5: Members of Generation X are more risk
averse than members of Generation Y.
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METHODOLOGY
Respondents
The study sample was a regional sample from
the southeastern United States.
The
respondents consisted of people who had been
recently contacted by upper level undergraduate
marketing students from a medium-sized
university who were trained in data collection
procedures. This approach, a variation of the
convenience sampling method, has been
successfully used in previous research (e.g.,
Jones and Reynolds 2006). Interviewers were
instructed to recruit non-student participants
only.
To ensure accurate responses, the
respondents were promised complete
confidentiality. There were 401 usable
respondents in the Generation X sample and
396 usable respondents in the Generation Y
sample for a total sample of 797. This
convenience sample was deemed appropriate
because the purpose of the study was not to
provide point estimates of the variables but to
test the relationships among them (Calder,
Phillips and Tybout 1981).
The Generation X sample for the study
consisted of 46 percent male (54 percent
female). Approximately 30 percent of the
sample had an income in the $30-50,000 range
and 55 percent of the sample was married. The
majority of the sample (73 percent) consisted of
[white] Caucasians. Over half of the sample
(60 percent) had at least completed a college
degree and 92 percent of the sample was
employed (of which more than 45 percent of
the sample was working for a company or a
business).
The Generation Y sample for the study
consisted of 44 percent male (53 percent
female). In contrast to the Generation X
sample, approximately 46 percent of the sample
had an income in the $0-10,000 range and 78
percent of the sample was single. The majority
of the sample (68 percent) consisted of [white]
Caucasians. Over half of the sample (56
percent) had at least completed a high school
degree and 89 percent of the sample was
Marketing Management Journal, Fall 2009
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employed (of which more than 50 percent of
the sample was working for a company or a
business).
There were many similarities between
Generation X and Generation Y regarding their
Internet characteristics. Both groups primarily
accessed the Internet via their own computer
(65 percent for Generation X and 67 percent for
Generation Y), used the Internet 5-9 hours per
week (29 percent for Generation X and 28
percent for Generation Y), accessed the Internet
daily (67 percent for Generation X and 77
percent for Generation Y), and purchased using
the Internet once/twice a year (35 percent for
Generation X and 40 percent for Generation Y).
Additionally, both groups considered
themselves as experienced users (54 percent for
Generation X and 64 percent for Generation Y),
very comfortable with the Internet (48 percent
for Generation X and 71 percent for Generation
Y). In contrast, more members of Generation X
first used the Internet during the period 19961998 (29 percent), whereas more members of
Generation Y first used the Internet during the
period 1999-2001 (44 percent). This makes
sense considering the age differences of each
cohort. However, more members of Generation
Y considered themselves very satisfied with
their Internet skills (60 percent) compared to
Generation X‟s somewhat satisfied feeling
about their Internet skills (45 percent).
Complete information on the sample
description is in Table 1.
Measures
All scales are well-established and have been
used in previous research. Satisfaction was
assessed using a scale developed and used by
Oliver (1980). The volunteer-related construct
was measured using the scale designed by
Wilkes (1992). Loyalty to the product/brand
was measured using the scale developed and
used by Lichtenstein, Netemeyer and Burton
(1990) and Raju (1980).
The four-item
measure for activity or work orientation was
incorporated from statements from the AIO
Item library (Wells 1971) and was similar to
those used in previous research (Reynolds and
Marketing Management Journal, Fall 2009
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Darden 1971; Cooper and Marshall 1984;
Chua, Cote and Leong 1990). The risk aversion
scale was measured by a modified four-item
scale used by Donthu and Gilliland (1996). All
items were measured on a seven point Likert
scale from “1 = strongly disagree” to “7 =
strongly agree,” in which the rating, 4, was for
respondents who felt neutral.
Reliability coefficients were computed for each
of the scales. Coefficient alphas were reported
for the Generation X group and the Generation
Y group as well as the total sample. Most alpha
values were approaching or well above the 0.70
value recommended by Nunnally (1978). Table
2 presents the items used in the current
research.
ANALYSIS AND RESULTS
Independent-samples t-tests were used to test
the hypotheses; the results are summarized in
Table 3. The results supported the first
hypothesis that members of Generation Y have
greater satisfaction with the Internet than
members of Generation X (p<.01). The second
hypothesis was also supported that there are no
significant differences between members of
Generation X and Generation Y regarding their
volunteer-orientation. There was also support
for the third hypothesis that members of
Generation X have greater brand/product
loyalty than members of Generation Y.
However, the fourth hypothesis, that members
of Generation Y have a great orientation toward
work than members of Generation X, was not
supported. To reconcile this result, it can be
noted that, even though the literature cited
idiosyncratic differences toward work between
Generation X and Generation Y, their general
work ethic or orientation is the same. Finally,
the fifth hypothesis, that members of
Generation X are more risk averse than
members of Generation Y, was supported.
MANAGERIAL IMPLICATIONS
AND APPLICATIONS
The “Boomer Brain Drain” is a looming reality
that will impact firms as members of this group
96

Differences in Generation X and Generation Y: . . . .

Reisenwitz and Iyer

TABLE 1
Descriptive Information of Sample
Items

Generation X
percent (n)

Generation Y
percent (n)

Gender

Male
Female

46 (183)
54 (218)

44 (178)
53 (211)

Income

0-10k
10,001-30k
30,001-50k
50,001-70k
Above 70k

4 (16)
17 (66)
30 (122)
21(83)
22 (90)

46 (186)
25 (99)
12 (47)
4 (17)
8 (30)

Occupation

Homemaker/Not Employed
Self-Employed
Educator
Professional
Work for Company/Business
Other

8 (30)
18 (71)
6 (24)
15 (59)
46 (183)
8 (30)

11 (43)
3 (13)
4 (16)
5 (19)
51 (203)
22 (89)

Education Completed

GED
High School
Undergraduate
Graduate
Professional Degree

3 (12)
36 (144)
35 (140)
17 (67)
9 (34)

2 (9)
56 (225)
31 (123)
6 (23)
2 (8)

Marital Status

Married
Single
Living with another
Widowed
Separated
Divorced
Rather not say

55 (219)
27 (107)
4 (16)
2 (8)
1 (4)
10 (39)
1 (3)

15 (60)
78 (311)
3 (13)
-0- (0)
1 (2)
1 (4)
1 (2)

Race

White (Caucasian)
African American
Hispanic American
Pacific Islander
Asian American
Native American
Other

74 (294)
20 (81)
1 (5)
1 (3)
3 (10)
<1 (1)
1 (5)

68 (274)
23 (93)
1 (5)
<1 (1)
2 (8)
3 (11)
1 (2)
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TABLE 1
Descriptive Information of Sample (continued)
Items

Generation X
percent (n)

Generation Y
percent (n)

Primary Access My own computer
My Web TV
Friend/relative‟s comp
By mobile phone
At a library/community center
At work/school
Do not access

65 (262)
1 (2)
4.2 (17)
1 (3)
2 (7)
24 (98)
3 (11)

67 (264)
<1 (1)
7 (27)
1 (4)
7 (27)
11 (42)
1 (3)

Use in Average Week

20 hours or more
10-19 hours
5-9 hours
Less than 5 hours
Not at all

15 (61)
23 (94)
29 (117)
27 (109)
5 (20)

19 (75)
24 (95)
28 (112)
26 (105)
2 (9)

Frequency of Access

Daily
Weekly
Monthly
Less than once a month
Never

67 (270)
23 (93)
4 (17)
2 (9)
3 (12)

77 (304)
17 (69)
2 (10)
2 (7)
1 (6)

First Use

1992 and prior
1993-1995
1996-1998
1999-2001
2002-2003
2005

16 (64)
24 (95)
29 (115)
20 (82)
8 (31)
1 (4)

1 (2)
9 (36)
26 (104)
44 (176)
16 (63)
3 (13)

Purchase Frequency

Never
Once-Twice a year
Once a month
A few times a month
Once a week
More than once a week

26 (103)
35 (141)
24 (96)
11 (45)
2 (8)
1 (5)

19 (75)
40 (158)
23 (91)
16 (65)
1 (5)
<1 (1)

Level of Experience

No experience
Others use it for me
Novice
Experienced user
Expert user

3 (13)
4 (16)
26 (104)
54 (218)
12 (49)

1 (5)
2 (10)
13 (53)
64 (252)
19 (76)

INTERNET CHARACTERISTICS
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TABLE 1
Descriptive Information of Sample (continued)
Items

Generation X
percent (n)

Generation Y
percent (n)

Comfort Level

Very comfortable
Somewhat comfortable
Neutral
Somewhat uncomfortable
Very uncomfortable

48 (194)
33 (131)
11 (45)
3 (14)
3 (14)

71 (281)
21 (83)
2 (10)
2 (10)
3 (11)

Satisfaction
with Skills

Very Satisfied
Somewhat satisfied
Neutral
Somewhat unsatisfied
Very unsatisfied

36 (143)
45 (181)
13 (54)
3 (14)
2 (7)

60 (239)
35 (139)
1 (6)
1 (5)
1 (6)

Internet Activities
Stay in touch with friends/relatives
Stay current with news/events
Access chat rooms
Access discussions/newsgroups
Shopping/Product information
Entertainment
Access health/medical info
Check stocks and information
Perform stock transactions
Research specific topics (except health)
Other
Don‟t use

71 (186)
65 (260)
10 (40)
9 (36)
56 (225)
51 (205)
35 (142)
22 (88)
10 (40)
53 (214)
14 (55)
4 (17)

87 (346)
64 (254)
13 (53)
16 (62)
69 (272)
74 (295)
28 (112)
15 (58)
6 (25)
56 (222)
12 (49)
2 (7)

leave the workforce: an average large company
will lose 30-40 percent of its workforce due to
retirement over the next five to fifteen years.
Birth rates have declined, so the US is facing a
labor shortage of 35 million skilled and
educated workers in the coming decades (Orrell
2009). Organizations of all sizes are spending
significant amounts of money to attract, recruit,
and retain Millennial talent. Many of them are
continuing these efforts even during this
economic downturn. They realize that the
future of their success and growth is dependent
upon successfully hiring and retaining their
future leaders (Orrell 2009).

recession is a time to move closer to customers
and improve the business (Long 2008).
Marketers should attempt to make them realize
that the product and services that they offer are
relevant, during economic prosperity or
downturn. It is the savvy marketer that realizes
that a recession is the perfect time to
proactively market their product or service
(Warschawski 2008). By investing in the
business in the long term, marketers may bond
with existing customers and attract new ones.
Conversely, not actively pursuing a core target
audience will result in the loss of that audience
to a competitor.

Similarly, the marketer of products and services
should know his or her target markets well,
especially when demand may be falling. A

The results of this study have interesting
implications for both the internal marketer and
the organization regarding Generation X and
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TABLE 2
Reliability Coefficients
Scale/statements

Coefficient Alpha
Generation X
Generation Y Combined
0.95
0.92
0.94

Internet Satisfaction
My experience at using the Internet was good.
I am happy that I decided to go to use the Internet.
My trial of the Internet worked out as well as I thought it would.
I am sure it was the right thing to go to learn to use the Internet.
I am overall satisfied with my ability to use the Internet.
Volunteer-Related
I do volunteer work for an organization.
I have worked on a community project.

0.84

0.53

0.64

Loyalty Proneness
I generally buy the same brands that I have always bought.
Once I get used to a brand I hate to switch.
If I like a brand, I rarely switch from it just to try something different.
Even though certain products/services are available in a different number
of brands, I always tend to buy the same brand.

0.90

0.89

0.90

Work Orientation
I would work even if I don‟t have to.
In a job, satisfaction is more important than money.
There are so many things I want to do that I never get them all done.
I work very hard most of the time.

0.61

0.63

0.62

Risk Aversion
I would rather be safe than sorry.
I want to be sure before I purchase anything.
I avoid risky things.
I like to take chances. (R)

0.66

0.57

0.62

TABLE 3
Differences Between Generation X and Generation Y
Variable

Generation X
Mean (SD)

Generation Y
Mean (SD)

t-value

Sig*

Satisfaction with the Internet

5.46 (1.36)

5.89 (1.06)

-4.86

0.00

Volunteer-Related

3.94 (1.89)

4.28 (2.50)

-2.16

0.03

Loyalty Proneness

4.89 (1.39)

4.54 (1.43)

3.43

0.00

Work Orientation

5.15 (1.08)

5.08 (1.17)

0.82

0.41

Risk Aversion

5.24 (1.09)

5.02 (1.00)

2.91

0.00

*p< 0.01

Generation Y. First, the organization may be
confident in assigning more Internet-related
tasks to Generation Y recruits, based on their
greater overall satisfaction with the technology.
Gioia-Herman (2009) states that Generation Y
is certainly the most educated and
technologically savvy generation. This trend
will most likely continue to future generational
Marketing Management Journal, Fall 2009

cohorts as the Internet becomes more and more
pervasive in the marketplace.
Second,
organizations can continue to expect the same
level of volunteerism from members of
Generation Y as they enter the workforce, since
both Generation X and Generation Y prefer to
donate their time versus their money. Third,
even though there were no significant
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differences in overall work orientation between
groups, according to the literature, the internal
marketer can expect a less independent
workforce in the future. As a result, mentoring
programs may need to be implemented or
expanded upon, building a stronger relationship
between supervisor and subordinate.
Millennials want to contribute to the
organization immediately, according to GioiaHerman (2009). Thus, organizations must
explain to these younger workers that their
contributions are vital to the success of the
firm. Finally, if members of Generation Y are
not as risk averse as Generation X, the internal
marketer may need to focus on retention as
these younger members of the organization will
have a greater propensity to leave the
organization. Companies that do not provide
new learning experiences will risk losing a
potentially impressive group of workers (GioiaHerman 2009).
The results also have interesting implications
for the marketer of goods and services. First,
the results support that the Generation Y
marketer would be prudent in directing more
advertising messages via the Internet to
Generation Y than the previous cohort.
Second, non-profit organization marketers may
wish to target both cohorts when seeking
volunteers to support their causes. Third,
younger generations are stereotypically less
brand loyal, as the results revealed. Marketers
to Generation Y should expect more brand
switching behavior than the previous cohort.
And finally, if members of Generation Y are
less risk averse than members of Generation X,
then financial services marketers may be
successful in marketing those financial products
with a higher degree of risk. Or, as in the case
of Pittsburgh-based PNC Bank, offer only
mediocre rates of return in exchange for
superior user-friendliness (Helm 2008). One of
their latest products, “Virtual Wallet,” is an
online bank account with many features that
appeal to Generation Y, including providing
balances by text message and automatic
transfers of money to savings when customers
receive a paycheck. However, PNC pays 0.1
percent on interest checking accounts versus the
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national average of 1.25 percent. With 70
percent of the customers in the Generation Y
demographic, the venture expects to break even
in two years, about a year less than the time it
takes for a new brick-and-mortar to break even
(Helm 2008).
LIMITATIONS AND SUGGESTIONS
FOR FUTURE RESEARCH
There are some limitations to this study that
future research can address. For example,
future research needs to determine if these
results can be replicated with a national random
sample. Given the growth and financial power
of the Internet as well as the Generation Y
market, this topic is vital for marketers to
continue to study and hopefully this paper
encourages additional research and discussion
on these topics.
In conclusion, this study contributes to the
literature by showing the relationship between
Generation X and Generation Y concerning
several variables that have implications for the
organization and the internal marketer as well
as the marketer of products and services. This
study emphasizes that members of Generation
Y are becoming an increasingly more viable
segment for organizations and marketers.
Those organizations and marketers that finely
tune their strategies to address the needs of this
emerging segment will increase the likelihood
of success.
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UNDERSTANDING INTERNET SHOPPERS:
AN EXPLORATORY STUDY
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RAJESH IYER, Bradley University
CINDY RANDALL, Georgia Southern University
As part of a mall intercept study in comparing mall shoppers who shop both online and at the mall
with those mall shoppers who do not shop online, we found several unique aspects about Internet
shoppers. Internet shoppers are more fashion conscious, exhibit more variety seeking behaviors, are
more likely to comparison shop, and have a more positive attitude toward shopping than those mall
shoppers who do not also buy online. Additionally, those who have used the Internet over a longer
period of time are more likely to be Internet shoppers. Finally, Internet shoppers are not any more
price sensitive than mall shoppers who do not also buy online. The implications for retail managers
are discussed.
INTRODUCTION
In the early 1990s, half of all retail sales were
mall transactions (Feinberg and Meoli 1991).
Trends now indicate that malls are not
effectively meeting the varied needs of
shoppers and mall shopping is declining (Lee
2003; Marney 1997; Nichols, Li, Kranendonk
and Roslow 2002). Fewer people are going to
the mall, they are going less often, and they are
spending less time there (Lee 2003; Marney
1997; Nichols et al. 2002). The decline in mall
patronage can be attributed in part to the
advancements made by e-tailers to
accommodate the Internet savvy shopper
(Groover 2006) as Internet shopping can meet
both the hedonic and utilitarian needs of
shoppers (Childers, Carr, Peck and Carson
2001).
In 1996 annual online sales totaled roughly
$500 million, which was less than one percent
of all dollars spent on non-store shopping
(Schiesel 1997). Less than a decade passed
before online shopping was experiencing sales
of $143.2 billion (Burns 2006). Online sales
had risen to almost five percent of all retail
sales, a feat that took catalogs a century to
achieve (Wingfield 2003). Grannis (2007a)
The Marketing Management Journal
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reported results from a survey conducted by
Shop.org in November 2007 in which 72
million Americans declared their intent to shop
online on Cyber Monday, the traditional
beginning of online holiday shopping. In a
single day, these shoppers spent $733 million,
an increase of 26 percent over Cyber Monday
sales in 2006 (Grannis 2007b). E-commerce,
the purchasing of goods and/or services via the
Internet (Hsu 2006), had exploded since the
mid 1990s. The Internet had become the fastest
growing shopping channel (Siddiqui, O’Malley,
McColl and Birtwistle 2003) and had changed
the world of retailing (Ballentine 2005).
This paper looks at online shoppers and
compares them to those who do not shop online
in terms of their fashion consciousness, price
sensitivity, variety seeking behavior,
comparison shopping, and attitude towards
shopping. We propose that those shoppers who
shop both in malls and online are different than
those shoppers who only shop in malls. We
study this by comparing two groups of mall
shoppers through a mall-intercept study, one
group that does not shop online and the other
group that does shop online as well as in the
mall.
This paper makes a significant
contribution to the literature by being one of the
first to compare these two groups of mall
shoppers on these variables. To address this,
we will first discuss the literature in terms of
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fashion consciousness, price consciousness and
comparison shopping, variety seeking, and etailing. As part of the literature review we will
propose our hypotheses. Then we will present
our study and its results. Finally, we will
discuss the managerial implications for both
mall retailers as well as e-tailers.
LITERATURE REVIEW
Shopping Attitudes
Shopping can be seen as offering shoppers both
utilitarian and hedonic benefits and that a
positive mood can result from either benefit
(Babin, Darden and Griffin 1994; Childers et al.
2001). Carpenter and Fairhurst (2005) found
that utilitarian and hedonic shopping benefits
were positively related to customer satisfaction
in a retail branded shopping context, while
Stoel, Wickliffe and Lee (2004) found mall
attribute satisfaction has a positive influence on
both hedonic and utilitarian shopping value and
that hedonic shopping value positively
impacted repatronage intentions.
Finally,
Laroche, Teng, Michon and Chebat (2005)
noted that the higher the levels of pleasure
shoppers felt with mall shopping, the higher the
perceptions of service quality they had and thus
a higher intention of purchase.
Mall retailers as well as e-tailers need to make
sure that they attract shoppers, particularly the
heavy user. Goldsmith (2000) finds that buyers
who spend the most on new fashions (i.e., the
heavy user) are significantly different than the
light shopper (or user) as the heavy fashion user
is more involved with fashion, more innovative
and knowledgeable about new fashions, more
likely to act as opinion leaders, and less price
sensitive, plus they shopped more (Goldsmith
2000, p. 21).
Fashion Consciousness
Fashion consciousness can be defined as
consumers who are sensitive to their physical
attractiveness and image (Wan, Youn and Fang
2001). “Fashion conscious people are highly
aware of their appearance, of how they dress
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and of how the things they possess are the
extended forms of their self identity (Wan et al.
2001, p. 272).”
Yavas (2001) finds the
presence of new fashions to be an important
shopping motive.
Opinion leadership and
innovativeness have been two important
variables in predicting fashion adoption
(Schrank 1973; Summers 1970). Goldsmith
and Stith (1990) find fashion innovators to be
younger and to place greater importance on the
social values of being respected, excited, and
the fun/enjoyment aspect of life than noninnovators. Additionally, fashion conscious
consumers have been found to be self-assertive,
competitive, venturesome, attention seeking,
and self confident (Stranforth 1995; Summers
1970). Finally, Wan et al. (2001) reported that
risk aversion and price consciousness showed
weak relationships with fashion consciousness.
Fashion conscious shoppers tend to shop at
high-quality stores and also engage in home
shopping activities (Wan et al. 2001). Fashion
conscious shoppers concerned with showing
individuality will be more likely to shop online
and tend to spend more money on clothing
(Wan et al. 2001). Shoppers who are fashion
conscious want to keep their wardrobe up-todate with the latest style and gain pleasure from
shopping (Walsh, Mitchell and HenningThurau 2001). Goldsmith and Flynn (2005, p.
271) found that clothing innovators shop more
frequently through the Internet, catalogs, and
stores, but are more drawn to traditional retail
stores, particularly the very fashion conscious.
Thus, we propose that:
H1: Shoppers who purchase products online
will be more fashion conscious than those
who do not buy from online stores.
Price Consciousness
Shopping

and

Comparison

Price consciousness is the degree to which the
consumer focuses solely on paying low prices
(Jin and Suh 2005). Yavas (2001) found price
competitiveness to be a primary shopping
motive. Grewal and Marmorstein (1994, p.
459) found that the “consumers’ willingness to
spend time comparing prices is affected by the
Marketing Management Journal, Fall 2009
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psychological utility, as well as the economic
value of the expected savings.” Consumers in
high stress situations have higher levels of price
sensitivity (Anglin, Stuenkel and Lepisto 1994).
Retailers need to recognize that the stereotype
of the price conscious consumer as a frugal
shopper may not hold, as the pursuit of thrift
can be a hedonic experience due to the pursuit
of the unexpected (Bardhi and Arnould 2005).
In response to off-price retailing, department
stores have had to become more price
competitive (Kirby and Dardis 1984). In the
1980s, mall merchants used sales and special
promotions to attract customers, but this
resulted in low profit margins and consumers
addicted to sales (Barnes 2005). Mall retailers
then resorted to cutting back on sales, which
was not well received. Fewer sales combined
with the explosion of manufacturers’ factory
outlet centers, electronic shopping, catalog
sales and off-price retailers resulted in the
decline of mall shoppers (Barnes 2005).
Finally, Roy (1994) found that the infrequent
mall shopper was more deal prone with a
relatively lower income.
Comparison shopping is seen as a form of
information seeking and the need to comparison
shop increases as the need for novelty increases
(Anglin et al. 1994). Given the considerable
inter-store price variations for standardized
consumer products (Grewal and Marmorstein
1994), comparison shopping is becoming more
important (Kirby and Dardis 1984). There are
costs though associated with comparison
shopping, including time costs and uncertainty
about specific product availability (Kirby and
Dardis 1984). For those who enjoy shopping,
price comparison shopping may be seen as
worth the time (Marmorstein, Grewal and Fishe
1992). Use of the Internet, however, may
reduce these time costs or increase the savings
(Kwak 2001). The Internet allows shoppers
interactivity, 24-hour accessibility, a wide
range of sellers and most importantly shopping
from the comfort of home and at their own time
( Bal abani s and V assi l ei ou 1999) .
Vijayasarathy and Jones (2001) found that use
of Internet shopping aids for comparison
Marketing Management Journal, Fall 2009
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shopping are convenient and can reduce search
effort, but does not improve consumer
confidence. Thus we propose the following
hypotheses:
H2a: Shoppers who use the Internet to make
their purchases will be more price
sensitive than those who do not use the
Internet to make their purchases.
H2b: Shoppers who use the Internet to make
their purchases will be more likely to be
comparison shoppers than those who do
not use the Internet to make their
purchases.
Variety Seeking
Variety-seeking behavior is the tendency of
individuals to seek diversity in their choices of
services or goods over time (Kahn, Kalwani
and Morrison 1986) in order to maintain an
optimal level of stimulation (Menon and Kahn
1995).
McAlister and Pessemier (1982)
suggest that this need for variety may be due to
either multiple needs/changes in the choice
problem or due to variations in behavior being
inherently rewarding. Shoppers seek variety to
satisfy a need for stimulation by bringing
something new into their lives, even if they are
satisfied with their current brand (Walsh et al.
2001). This need for stimulation may be met
by providing variety within a product category
or in the choice context (i.e., the retail
environment or variation in purchase in a
different product category) (Menon and Kahn
1995). Thus, consumers are involved in a
substantial amount of store-switching and
variety seeking behavior (Popkowski and
Timmermans 1997).
Wakefield and Baker (1998) found that mall
tenant variety can lead to higher levels of
excitement about the mall as well as increased
desire to stay at the mall. Retailers can address
the need for variety by offering a high variety
product line or by changing the store
atmospherics (Kahn 1998). Firms need to make
sure that this variety is truly distinctive and
enjoyable and avoid redundancy that makes the
decision process more difficult (Kahn 1998)
and confusing for shoppers (Walsh et al. 2001).
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Finally, variety and assortment can positively
impact satisfaction and loyalty (Terblanche and
Boshoff 2006).
With e-tailing consumers have a greater array
of vendors and products available (McKinney,
Yoon and Zahedi 2002). Kim, Kim and Kumar
(2003) found that the variety of brands and the
variety of merchandise were strong factors in
influencing consumers to purchase online.
Thus, we propose that:
H3: Shoppers who shop online will exhibit
more variety seeking behavior than those who
do not shop online.
E-Tailing
Initially it was predicted that online sales would
drive traditional retailers out of business (Flynn
1995). Retailers feared that profits would erode
as consumers searched for lower prices online
(Alba, Lynch, Weitz, Janiszewski, Lutz,
Sawyer and Wood 1997). This has not come to
pass (Keen, Wetzels, de Ruyter and Feinberg
2004).
Research has shown that online
shopping is more highly related to catalog
purchasing than shopping in a traditional store,
the biggest difference being shoppers find
online shopping riskier than ordering from a
catalog (Park and Kim 2006; Vijayasarathy and
Jones 2000). Goldsmith and Flynn (2005)
theorize that catalogs, not retail store sales,
have been impacted by e-commerce.
Instead of wrecking havoc on retailers’
businesses, the web has actually played to their
strengths. Now customers can browse sites to
compare products, read comments of reviewers,
and determine where the lowest price can be
found (“Business: Clicks, Bricks, and
Bargains…” 2005).
This has traditional
retailers jumping into online marketing,
viewing the web as a new medium through
which they can sell their goods and services
(Madlberger 2006; Schoenbachler and Gordon
2002).
Pure Internet companies, ones without a brickand-mortar presence such as Amazon and eBay,
were pioneer e-tailers.
With their success
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retailers came to view the Internet as a place to
promote a wider range of products, test market
new products, and reach out to new target
markets (Doherty and Ellis-Chadwick 2003).
Many marketers have turned to multi-channel
strategies, adding channels to expand existing
business (Madlberger 2006; Saeed, Hwang and
Yi 2003). These multi-channel strategies are
emerging as the future of retailing (“Online
Retailing …” 2006).
Schoenbachler and
Gordon (2002) found that four out of five retail
web sites have an offline counterpart (either
catalog or retail store). Stores have found that
synergies can be exploited when a company
uses multiple distribution channels (Madlberger
2006); for example, multi-channel companies
spend significantly less for marketing and
advertising than online-only e-tailers
(Schoenbachler and Gordon 2002). Shoppers
also benefit from multi-channel companies as
two-thirds of those polled shop online for gift
ideas, make price comparisons, and then go to
traditional stores for purchases (“Online
Retailing”:… 2006). Increasingly shoppers
interact with the same company in on- and
offline environments (Bhatnagar 2003).
Shoppers cross channels, purchasing online and
returning merchandise to the store
(Schoenbachler and Gordon 2002).
The biggest predictor in how someone feels
about shopping online is how s/he feels about
catalog shopping (Madlberger 2006). Other
factors include personal orientation,
demographics, and experience with the Internet
(Blake, Neuendorf and Valdiserri 2003). Thus
we propose the following hypothesis:
H4a: Those shoppers who have been using the
Internet longer are more likely to
purchase online than those who have not
been online for as many years.
Retailers are not the only ones that have
realized there are advantages in online
shopping. At an ever-increasing rate shoppers
have begun to navigate web sites and purchase
online. One attraction of online shopping is
that the Internet permits consumers to make
more informed purchase decisions (Park and
Stoel 2002; Lokken, Cross, Halbert, Lindsey,
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Derby and Stanford 2003). E-tailing can
simplify the shopping process, permitting
shoppers to compare alternatives, gather
information, and switch merchandisers based
on quality and price (Saeed, Groover and
Hwang 2005). The savings goes beyond the
product itself. There are non-monetary costs
associated with traditional shopping that eshopping can minimize, such as time, effort,
and psychological costs. Apparel is one area in
which online sales success has been questioned.
Many believed that it would have difficulty
getting a foothold online as prior to purchasing
most shoppers desire to try on items
(Greenspan 2003) and read care and content
labels (Park and Stoel 2002). This has not
proven to be true. A study by Xu and Paulins
(2005) found that in general there was a
positive attitude toward shopping online for
apparel.
H4b: Those shoppers who shop online will have
a more positive attitude toward shopping
than those shoppers who do not shop
online.
METHODOLOGY
Sample
The authors employed a mall intercept study.
Permission was sought from the mall
authorities and with their cooperation, data was
collected by three upper level undergraduate
marketing students who were trained in data
collection procedures and used as interviewers.
This approach has been successfully used in
previous retailing and services research (e.g.,
Arnold and Reynolds 2003; Jones and Reynolds
2006). Interviewers were instructed to recruit
non-student participants only. All surveys were
personally administered by the interviewers.
The mall administration was (covertly)
sponsoring the study and it provided interview
areas inside the mall premises. The study was
conducted in a southeastern U.S. city.
Therefore, the sample is a regional convenience
sample.
A total of 300 respondents participated in the
study. The descriptive information about the
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sample is presented in Table 1. All scales used
to test the hypotheses can be found in Table 2.
In addition, sources used in the creation of each
scale are provided. A three item comparison
shopping scale was developed following
standard scale development procedures (i.e.,
Churchill, 1979; Gerbing and Anderson, 1988;
Nunnally and Bernstein, 1994) utilizing depthinterviews and pretesting. The construct was
measured using multi-item, five-point scales.
As Table 1 illustrates, we had a strong
representation of both men and women in the
study. Additionally, it illustrates that the
majority of shoppers at this mall are younger
with lower incomes. It needs to be noted that
the county in which the mall was located had a
younger population with lower incomes
compared to the state and the USA in general
(Census 2006). For example, the median
household income was $32,672 for the county
and $42,421 for the state compared to $43,318
for the country; the percent of the population
below the poverty level was 17.7 percent for
the county and 13.3 percent of the state
compared to 12.5 percent for the country
(Census 2006). We also measured occupation,
mall frequency, and why the respondents
visited the mall. These results suggest that
consumers visit for a variety of reasons.
RESULTS AND DISCUSSION
Hypotheses Results
We tested our hypotheses using an independent
sample t-test or a correlation analysis. For the
independent sample t-test we used the grouping
variable “INTPUR,” which measured whether
the patrons did/did not use the Internet to
purchase products/services.
Hypothesis 1 was tested using an independent
sample t-test using the grouping variable
“INTPUR” to measure fashion consciousness.
The results of the t-test were significant
(t=2.90, p<.01, see Table 3). Hence, we can
conclude that consumers who purchase
products online will be more fashion conscious
than those who do not buy from online stores.
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TABLE 1
Descriptive Information on Sample
Items
Gender:
Male
46%
Female
54%
Age:
21-30
55%
31-40
28%
41-50
14%
61-70
3%
Income:
0-10k
23%
10,001-30k
21%
30,001-50k
34%
50,001-70k
16%
Above 70k
6%
Occupation:
Homemaker/Not Employed
12% Self-Employed
14%
Educator
7%
Professional
9%
Work for Company/Business 49% Other
9%
How often do you frequent the mall?
Daily
11%
Weekly
27%
Monthly
36%
Less than once a month
22%
Once or twice a year
4%
Why do you visit the mall?
Shopping/Information 81%
Window Shopping
30%
Food/Eat
31%
Check out what is on sale
34%
Entertainment
17%
Walk/Exercise
10%
Meet Friends
20%
Other
6%
Do you use the Internet?
Yes
91%
No
9%
Do you use the Internet for purchasing products?
Yes
65%
No
35%
How frequently do you access the Internet?
Daily
48%
Weekly
36%
Monthly
5%
Less than once a month
3%
Never
8%
How long have you been using the Internet for shopping?
Never
8%
Less than 6 months
0%
6-11 months
2%
12-23 months
5%
2-5 years
37%
Over 5 years
48%
How often do you purchase online?
Never
31%
Once a year
32%
Once a month
32%
Once a week
3%
More than once a week 2%
How many times have you bought something online in the past twelve months?
1-5 times
40%
6-10 times
14%
11-15 times
9%
16-20 times
2%
Over 20 times
4%
Never
31%
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TABLE 2
Measurement Items
Scale/Items*
Attitude towards Shopping (ATTS)
Shopping is fun.
I get a real high from shopping.
Buying things makes me happy.

Cronbach’s alpha
0.84

Source/adapted from
Donthu and Gilliland (2002)

Comparison Shopping (CS)
0.77
I print coupons from the Internet and use them to buy
products at the mall.
I normally return products back to the stores from where I
bought the product when I find a better deal on the Internet.
I often bring “price check-sheets” or “comparison prices” when
shopping for specific items in the mall.

New

Fashion Consciousness (FC)
0.89
I often try the latest hairdo styles when they change.
It is important to me that my clothes be of the latest style.
I usually have one or more outfits that are of the very latest style.
When I choose between the two, I usually dress for fashion,
not for comfort.
A person should try to stay in style.
An important part of my life and activities is dressing smartly.
I like to shop for clothes.

Wells and Tiggert (1971)
Lumpkin and Darden (1982)
Wilkes (1992)

Price Sensitivity (PS)
I usually purchase the cheapest time.
I usually purchase items on sale only.
I often find myself checking prices.

0.74

Lichtenstein, Ridgway and
Netemeyer (1993)
Donthu and Gilliland (2002)
Donthu (2000)

Variety Seeking Propensity (VS)
I like to try different things.
I like a great deal of variety.
I like new and different styles.

0.88

Donthu and Gilliland (2002)
Donthu (2000)

Thus Hypothesis 1 was supported. Our results,
similar to Wan et al. (2001), suggest that
fashion-conscious shoppers have now found
options online to learn more about the latest
fashion and styles.
Hypothesis 2a was tested using an independent
sample t-test using the grouping variable
“INTPUR” and price sensitivity. The results of
the t-test were not significant (t=-1.14, see
Table 3). Hence, we can say that consumers
who use the Internet to make their purchases
will not be more price sensitive than those who
Marketing Management Journal, Fall 2009

do not use the Internet to make their purchases.
Thus Hypothesis 2a was not supported.
Hypothesis 2b was tested using an independent
sample t-test using the grouping variable
“INTPUR” and comparison shopping. The
results of the t-test were significant (t=2.70,
p<.01, see Table 3). Hence, we can conclude
that consumers who use the Internet to make
their purchases will be more likely to be
comparison shoppers than consumers who do
not use the Internet for comparison shopping.
Thus Hypothesis 2b was supported.
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Consumers who use the Internet for making
purchases have the opportunity to visit other
websites to check for competitor’s offerings
and prices. With the increase in portal sites that
allows one an opportunity to check and
compare different products, online shoppers
have the opportunity to engage in comparison
shopping at the same time scoping out best
value. Our results suggest that while Internet
shoppers are not more price sensitive, they do
want to compare to make sure they are getting a
good value for their money. Jin and Suh (2005)
suggest that price sensitive shoppers are
interested only in the lowest price; our results
suggest that Internet shoppers want a good
value, but not necessarily the lowest price.
This is supported by Donthu and Garcia (1999),
who postulate that online shoppers are not
necessarily searching for the best deal, but
rather for the best product to satisfy their needs.
Hypothesis 3 was tested using an independent
sample t-test using the grouping variable
“INTPUR” to measure the extent of variety
seeking behavior exhibited by the consumers.
The results of the t-test were significant
(t=3.83, p<.01, see Table 3). Hence, we can
conclude that consumers who shop online will
exhibit more variety seeking behavior than
those who do not shop online. Thus Hypothesis
3 was supported. Online shoppers have the
opportunity to visit different vendors at the
same time. They can compare the latest
fashions and different products from different
vendors, while shopping from the comfort of
their homes; as suggested by Kim et al. (2003),
this need for variety encourages online
shopping.
Hypothesis 4a was tested using a correlation
analysis between the variable “INTPUR” and
the item measuring how long they have been
using the Internet. The results of the correlation
were significant (r=0.394, p<.001). Hence, we
can say that consumers who use the Internet
longer are more likely to purchase online than
those who have not been online for as many
years. Thus Hypothesis 4a was supported.
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Hypothesis 4b was tested using an independent
sample t-test using the grouping variable
“INTPUR” to measure the consumers’ attitude
towards shopping. The results of the t-test were
significant (t=2.71, p<.01, see Table 3). Hence,
we can conclude that consumers who shop
online will have a more positive attitude toward
shopping than those shoppers who do not shop
online. Thus Hypothesis 4b was supported.
The positive aspects of shopping online are that
shoppers are free from restrictive store hours
and location (Dholakia and Uusitalo 2002;
Goldsmith and Flynn 2005). In short, eshopping is convenient. Via online customers
can locate merchants and shop without leaving
the comfort of their homes (Szymanski and
Hise 2000). The quality of service is more
consistent and does not vary as a result of high
traffic times and sales clerk experience (Park
and Stoel 2002). In many instances purchases
are tax-exempt, deliveries are timely, and
shipping costs are low (Xu and Paulins 2005).
For those with more experience with the
Internet, they may better realize and appreciate
these advantages. By shopping online, they can
avoid the hassles associated with traditional
shopping. Additionally, our results suggest that
Internet shoppers are satisfying their need for
fashion, variety, and a good value with online
shopping. This makes the online shopper have
a more positive attitude towards shopping.
However, the automation of e-shopping is
viewed as off-putting by some as it lacks
human warmth and sociability (Gefan and
Straub 2003). Almost half of all customers
abandon their orders at checkout and these
“ditched sales” are frequently the result of
shipping costs and tax, which are added as the
customer is checking out of the web site
(Wingfield 2003). Chau, Hu, Lee and Au
(2007) suggest that customers’ trust in the
vendor, not the pricing, plays a significant role
in the decision to complete a purchase. These
issues may be more likely to occur with those
who are less experienced in shopping online.
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TABLE 3
Independent Sample t-test
INTPUR
ATTS
No
Equal Variances Not Assumed

Yes

PS
No
Equal Variances Not Assumed

Yes

VS
No
Equal Variances Not Assumed

Yes

FC
No
Equal Variances Not Assumed

Yes

CS
No
Equal Variances Not Assumed

Yes

N

Mean

S.D.

T

df

Sig.
(2-tail)

196
103

3.25
2.91

0.95
1.10

2.71

182

.007

195
101

3.10
3.23

0.87
0.95

-1.14

187

NS

195
99

3.63
3.15

0.93
1.05

3.83

178

.001

192
103

3.13
2.80

0.84
1.00

2.90

180

.004

196
103

2.07
1.75

1.01
0.94

2.70

221

.007

IMPLICATIONS, LIMITATIONS
AND FUTURE RESEARCH
To meet consumers’ utilitarian as well as
hedonic needs, retailers need to have the right
product at the right time and place as well as
offer a fun entertaining experience (Carpenter
and Fairhurst 2005). Shoppers need to be able
to find what they need quickly (Lee 2003), but
in a relaxing, pleasurable environment (Nichols
et al. 2002). Shopping experiences are not
evaluated solely on the merit of the products
purchased, but also on the experience shoppers
have; having a pleasant experience encourages
shoppers to build a more lasting relationship
with the retailer and to return (Roy and Tai
2003).
Our results suggest that Internet
retailers are doing a good job of meeting
Internet shoppers need for fashion, variety, and
value as Internet shoppers have a more positive
attitude toward shopping than those who do not
utilize the Internet for purchase. This suggests
that online retailers may be more effective
meeting the needs of shoppers compared to
mall retailers. Additionally, our results suggest
that online shoppers have a lot of the same
needs that used to be ascribed to mall shoppers,
such as fashion and variety. Finally, our results
Marketing Management Journal, Fall 2009

suggest that having the lowest prices is not
enough to attract Internet shoppers as they are
not more price sensitive than other shoppers;
they want more than the lowest price.
For mall retailers, there is a need to make the
mall more appealing as a leisure activity as
shoppers see other retail venues as well as other
leisure activities as competitors to the mall
(Nichols et al. 2002). We found this in the
multitude of reasons for why people went to the
mall. This suggests that both the stores within
the mall, as well as events held in the mall,
need to emphasize the total leisure experience
at the mall through the use of a variety of
stores, restaurants, use of public space, special
events, and so forth (Nichols et al. 2002; Roy
1994) to enhance excitement and increase the
desire to stay at the mall (Wakefield and Baker
1998). Thus, mall retailers trying to compete
with online retailers need to market the leisure
experience that they can offer that online
retailers cannot.
Online retailers need to address the
disadvantages of online shopping. Consumers
are not able to touch or examine merchandise
(Kim 2005). To overcome these obstacles,
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more non-sensory information has to be
presented (Park and Stoel 2002). Online third
party feedback forums have become popular,
providing reviews of products. These provision
services allow customers to voice their
complaints or offer compliments via a “cybervoice” along with other online options such as
product review services, product appraisal
services, and insurance services (Kim 2005).
Also, while some believe online shopping
anxiety is declining (Torkzadeh and Dhillon
2002), some shoppers still voice concerns about
Internet security (Roman 2007) and credit card
fraud (Xu and Paulins 2005). E-tailers can
overcome this unease by using data encryption,
clearly stating their security policy, offering off
-line payment options, describing their return
policies as well as multiple ways to contact the
merchant, and provide interactive assistance
with transactions to build trust (Then and
DeLong 1999). Wang, Beatty and Foxx (2004)
found that e-tailers can use security and privacy
disclosures, awards from neutral sources, and
seals of approval to positively impact consumer
trust. In the end, customers trust vendors that
fulfill their promises, are reliable and honest,
and are concerned about their welfare (Chen
and Dhillon 2003).
Factors that are critical for success among etailers include speed of shipping, ease of
ordering, and recovery from a failure or a
complaint (Wang, Chen, Chang and Yang
2007). Service recovery, the activities used to
address a customer’s complaint, is vital for
gaining customer loyalty and retention
(Holloway, Wang and Parish 2005). Saeed,
Grover and Hwang (2005) found order
fulfillment and post sales service and support to
be significant drivers of online performance.
Additionally, the Internet allows for
customization and personalization of both
apparel and accessories. Touching and feeling
merchandise is less important when the
consumer is involved with designing or fitting
apparel (Puente 2007), such as with
myshape.com where a woman can select her
overall body shape and then complete a
preference profile. The customer is then linked
to sites that contain only clothes that will flatter
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her shape and reflect her preference and style
(“The Fall Fashion…” 2007). Thus, online
retailers need to continue to meet the needs of
the fashion conscious, variety seeking, and
comparison shopper consumer as they are more
likely to be online than those who just shop at
the mall.
This research is subject to several limitations.
First, this study was done is a southeastern city
in the U.S. which was home to a regional
shopping mall. Therefore, additional studies,
done in different areas of the USA are needed
to enhance our findings. Second, these findings
may not hold in other countries as cross cultural
differences in shopping decision-making styles
have been found (Walsh et al. 2001). Third, as
this study surveyed only consumers in a
regional mall, additional research is needed to
replicate this study with other retail formats to
help increase the generalizability of our
findings. Finally, further research is needed to
compare the online only shopper with those
online shoppers who also utilize other retail
formats.
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THE EFFECT OF RELATIONSHIP QUALITY ON
CITIZEN SATISFACTION WITH ELECTRONIC
GOVERNMENT SERVICES
CHAE-EON LEE, Soongsil University
GWANGYONG GIM, Soongsil University
BOONGHEE YOO, Hofstra University
Each country’s government works hard to avail its services online more effectively. One solution
must be to adopt the customer relationship management (CRM) concept in the process. This study
recognized the relationship quality from CRM as an additional major dimension of service quality
for e-government online services and examined its role in achieving individual efficiency and citizen
satisfaction. By analyzing data from 245 South Koreans who evaluated their e-government service
experiences, the study developed a scale to measure the three dimensions of relationship quality
(needs fulfillment, interactive communications, and segmented services) and found the dimensions to
have a significant impact on individual efficiency and citizen satisfaction.

INTRODUCTION
Expansion of Internet and information
technologies brought about a change of the
government service paradigm, making the
government provide services online. Electronic
government services are expanding across
countries. Furthermore, countries apply to
public sectors (King 2007) customer relationship
management (CRM) by which administrative
organizations and governments discover citizen
needs, accordingly address them in their
services, utilize two-way communications
through a satisfaction survey and a policy
proposal and participation, segment the citizens
by their needs and topics, and offer customized
information and services. There has been an
effort to measure the quality of e-government
services (e.g., Chung, Sheu and Chien 2007;
Cullen and Caroline 2000; Gupta and Debashish
2003). However, existing scales of offline and
online service qualities do not address
appropriately the core concept of the CRM on
which many e-government services are based.
Specifically, while emphasizing system quality,
information content quality, and traditional
service quality, they do not recognize
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relationship quality as a dimension of the
service quality. Therefore, the purpose of this
research is to introduce relationship quality as a
new dimension of the quality of e-government
services and to identify its sub-dimensions
empirically, examining their effect on citizen
satisfaction. The findings will enable egovernment service providers to measure the
quality of online services and maximize citizen
satisfaction.
BACKGROUND
The Electronic Government
The electronic government refers to a serviceoriented government that, capitalizing on
computer and Internet technologies, processes
its tasks online, works online with its branch
offices to increase the efficiency and
transparency of the operation, digitalizes its
services, and provides them to citizens online in
any place and at any time so that the access to,
and use of, the services can become easy. The e
-government tries to respond efficiently to
citizen needs and increase citizen participation
in policy decision-making, whereas the offline
government services have a limited access and
demand more efforts and time for citizens to
acquire services. In contrast, the e-government
eliminates inefficiency of both the government
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and citizens in terms of time, expenses, and
efforts involved to acquire and process
information. In summary, it provides all
citizens with time, spatial, and economic
convenience. The types of e-government
services include public information services,
civil petition services, local and cultural
services, welfare services, and policy
participation services.
Online Service Quality
Service refers to an intangible experience in
which a customer participates as a co-producer.
Its quality is subjectively perceived, and it is
difficult to measure before the service is
consumed as production and consumption take
place simultaneously. Parasuraman, Zeithaml,
and Berry’s (1985 and 1988) SERVQUAL
(consisting of five dimensions of
responsiveness, assurance, reliability, empathy,
and tangibles) has been popularly used to
measure the quality of offline services. As
many services are offered online, the scale was
directly applied to measuring the online service
quality, but it was found inappropriate because
online services show clear differences from
offline services. Accordingly, researchers
identified core dimensions of online service
quality and developed new scales that measure
them properly. For example, DeLone and
McLean, who in 1992 suggested system quality
and information content quality as two
dimensions of successful information systems,
added service quality in 2003 as the systems
were extended online. Negash et al. (2003) also
identified information quality, systems quality,
and service quality as dimensions of effective
Internet-based customer systems. Parasuraman
et al. (2005) developed E-S-QUAL (consisting
of efficiency, fulfillment, system availability,
and privacy) and E-RecS-QUAL (consisting of
responsiveness, compensation, and contact) as a
measure of online service quality. In summary,
online service quality and its scales have been
actively examined, but the exact dimensions
demand further consensus.
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Customer Relationship Management
Customer relationship management (CRM) is a
business method that utilizes customer
knowledge to serve customers efficiently and
effectively. Specifically, it gathers and analyzes
customer data; provides services that fit
characteristics of individual customers;
enhances the life-span value of customers; and
plans, supports, and evaluates relevant
organizational activities so that profitability of
the organization increases (Horn, Feinberg and
Salvendy 2005; Roh, Ahn and Han 2005).
Accordingly, it is customer-oriented, paying
more attention to relationship management with
customers, pursuing long-term profits through
relationships with customers, maintaining and
expanding transactions with customers
throughout their life span by using their
databases, and integrating customer service
processes at the corporate level. When CRM is
applied to public sectors, it is called public
customer relationship management (PCRM) or
citizen relationship management. It is
noteworthy that PCRM requires different
dimensions of service quality reflecting the
administrative concepts although, like
commercial CRM, it works to maintain lifespan relationships with customers and to
provide customized services. For example,
commercial CRM carefully selects and targets
certain segments of the market rather than the
entire market to maximize the firm’s
profitability whereas, as its customers are
citizens, PCRM should take care of every
citizen with fairness and equality. Therefore,
we define PCRM as systems that plan,
implement, evaluate, and control the
government’s services and maximize citizen
satisfaction by discovering the needs of
citizens, who are the objects of the
government’s services, communicating
continuously with them, and providing
information and services that meet citizens’
needs.
The e-Government and PCRM
The e-government’s internal objective is
organizational efficiency whereas its external
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objective is customer orientation, which
requires providing information and services
customers want and need. Therefore,
commercial CRM, especially when it identifies
and targets certain segments of the market, may
contradict the very nature of the e-government,
which works for the entire population of
citizens through enhanced and equal services.
In public sector services, none of citizens
should be differentiated or ignored; they should
be guaranteed the right to receive equal
services. Firms differentiate services by
providing different prices and quality, but
public sectors, particularly the e-government,
should avoid such types of differentiation. On
the other hand, going online by itself works as
differentiation for e-government because it
enables the government to provide services that
are too inefficient or expensive when offered
offline and to provide a new channel by which
the government can interact with citizens. Egovernment sites segment their services by
various classifications. For example, the U.S. egovernment web site uses segmentation
variables such as service topics, demographics
(citizens, foreigners, corporations, and
government employees), and citizen types
(children, parents, seniors, the disabled, and
citizens living overseas). E-government
segmentati on f ocuses on eff icient
categorization of the services to help citizens
access the services as quickly as possible.
Little research has investigated e-government
services from a PCRM perspective. Therefore,
in this research, we tried to integrate previous
research on online service quality, CRM, and egovernment services. Specifically, we added
relationship quality as a new dimension to the
service quality of e-government, identified subdimensions of relationship quality, and
examined the role of the relationship quality
dimensions. In the context of e-government
services, we define relationship quality as
quality of managing relationship with citizens,
the very consumers of the e-government
services, by understanding and meeting
citizens’ needs, keeping interactive
communications with citizens, and segmenting
the services in various ways for convenience in
Marketing Management Journal, Fall 2009

Lee, Gim and Yoo

order to enhance citizen satisfaction and
efficiency.
Research Framework
Literature suggests the service quality of the egovernment consists of the following four
dimensions: system quality, information
quality, service quality, and relationship quality
(e.g., Barnes and Vidgen 2001; Cox and Dale
2001; DeLone et al. 2003; Gounaris et al. 2003;
Horn, Feinberg and Salevendy 2005; Kang and
James 2004; Li, Tan and Xie 2002; Liu et al. 2001;
Madu and Madu 2002; Negash et al. 2003; and
Yang, Jun and Peterson 2004; Yang, Peterson and
Cai 2003; Yoo and Donthu 2009). System quality
refers to hardware-oriented quality such as
tangibles, convenience, and accessibility.
Information quality refers to the user-perceived
value of the output the system produces, such
as accuracy, recency, and usefulness. Service
quality consists of responsiveness, reliability,
empathy, and assurance. Relationship quality,
which is the focal dimension of this study,
consists of needs fulfillment, interactive
communications, and segmented services, as
shown in Figure 1. Needs fulfillment addresses
the PCRM concept that calls for understanding
of customer behaviors; discovers the
characteristics and needs of the target market,
analyzing the needs in advance; and meets the
needs. Interactive communications reflects the
PCRM concept that demands exercising
ongoing communications with citizens and
keeping two-way communications channels
with citizens. Segmented services responds to
the PCRM concept that requests developing
services based on an individual customer’s
characteristics, segmenting the services for
citizens who are classified in a variety of ways,
and providing individualized services that meet
the individual’s needs.
The research framework recognizes four
dimensions of the service quality of the egovernment but will investigate the effect of the
relationship quality because that aspect has not
been researched well. In the framework, the
three dimensions of relationship quality (needs
fulfillment, interactive communications, and
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segmented services) function as independent
variables whereas individual efficiency and
satisfaction of citizens who use the egovernment services work as dependent
variables. Individual efficiency refers to the
ratio of efforts to outcome, that is, efficiency
that an individual citizen perceives based on the
time, effort, and expense savings because she or
he does not have to go to the local government
office but can get the same service online. This
efficiency would affect citizen satisfaction
positively.
HYPOTHESES DEVELOPMENT
The purpose of this research is to examine the
effect of relationship quality (one component of
the e-government service quality) on individual
efficiency and citizen satisfaction. In particular,
needs fulfillment, interactive communications,
and segmented services are investigated as
three dimensions of relationship quality.
Needs Fulfillment
Needs fulfillment refers to eliminating or
significantly reducing a consumer’s current
deprived condition. Needs fulfillment in this
study is defined as the effort to discover,
understand, and satisfy citizen needs. When
using the e-government services, a citizen
expects to save time and cost as a result of the
convenience of the process compared to getting
the services by visiting the offline government
offices in person or contacting them over the
phone. Fulfilling such needs will in fact result
in the reduction of the citizen’s time, and
monetary, physical, mental, and emotional
costs, which are directly linked to the increase
of the individual efficiency by which the citizen
puts less effort and gets the same outcome.
Therefore, needs fulfillment increases
individual efficiency.
Citizen satisfaction is a reaction that a customer
shows to the extent to which his or her needs
and expectations are met by the service
offerings; it requires service offerings that meet
or exceed citizen expectations and handle their
complaints effectively. This task will be
121

Lee, Gim and Yoo

accomplished only when citizens’ needs are
first understood. Needs discovery and
fulfillment will produce citizen-oriented or
centered services and result in citizen
satisfaction. Therefore,
H1: Needs fulfillment will increase individual
efficiency positively.
H2: Needs fulfillment will increase citizen
satisfaction positively.
Interactive Communications
Communications take place when people
exchange and react to their will, information,
emotions, attitudes, and beliefs with each other
through language or other mechanisms and
share a meaning. Communications, when
interactive, dynamically promote message
transfer, reception, interpretation, and reaction.
Such interactive communications smoothly
disseminate customer petitions, suggestions,
and inquiry to proper personnel and offer
customers a chance to participate in the product
development and trust the service providers.
Santos (2003) suggested that communications
in e-services consist of online (e.g., email and
online chatting) and traditional communication
methods (e.g., phone, fax, and mail) and that a
high-quality web site should be a channel to a
variety of communication methods. Yang et al.
(2003) argued that interactive communications
are essential in providing shopping convenience
to customers. Hunt, Arnett and Madhavaram
(2006) recognized interactive communications
as a factor of relationship marketing. CRM
emphasizes ongoing and interactive
communications. Interestingly enough, a web
site is an instrument by which interactive
communications takes place. The e-government
web site achieves interactive communications
through online forums, communities,
satisfaction surveys, suggestion boxes, and
policy-making participation sections.
Consequently, the e-government can
understand citizen needs, reflect their voices in
the policy and the services, and enhance an
individual citizen’s efficiency.
Prompt responses to customers enhance
customer satisfaction (Hofstede, Steenkamp and
Marketing Management Journal, Fall 2009
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Wedel 1999; McKinney, Yoon and Zahedi 2002).
Internet telecommunication technologies
enabled the e-government to provide citizens
prompt and effective services through
interactive communications. The e-government
utilizes interactive communications to nurture
direct democracy, acquire and address citizen
opinions, and promote her policies, whose
activities consequently build trust between the
government and citizens.
H3: Interactive communications will increase
individual efficiency positively.
H4: Interactive communications will increase
citizen satisfaction positively.
Segmented Services
Market segmentation is meant to identify
groups in the market who share common
desires and characteristics and to optimize
marketing efforts by customizing the services
and products to the identified needs. The
primary purpose of segmentation is to enhance
investment efficiency by focusing on the most
favorable segment markets, which are very
likely to be more satisfied with the firm’s
products than any other segments because there
is a match between their needs and the
products. CRM is a method that finds types of
purchase patterns from an accumulated amount
of transactions with customers and use the
patterns to maximize the profitability.
However, the e-government adopts CRM
mainly to segment citizens by their
demographic variables and customize content
topics to each major group of customers such as
parents, children, youths, the disabled, seniors,
and aliens. When the services are categorized
properly for citizen needs, it is obvious that
citizens will be able to enjoy efficiency by
saving time and effort in terms of service search
and acquisition (Pieterson, Ebbers and van Dijk
2007). The e-government’s segmented services
evolve more sophisticated as CRM is a citizencentered method to develop individualized and
customized services. As a result, citizens find
themselves more satisfied. Therefore,
H5: Segmented services will increase
individual efficiency positively.
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H6: Segmented services will increase citizen
satisfaction positively.
Individual
Satisfaction

Efficiency

and

Citizen

Efficiency refers to the ratio of output to input.
Input factors that compute individual efficiency
of the e-government services include time,
efforts, and expenses a citizen invests to get the
services, whereas output factors include
convenience, the amount of time saving, the
services delivered, and any additional rewards
that the citizen enjoys. The e-government
services provide services online; these services
significantly reduce time and space constraints
that offline services have imposed. Based on
equity theory, Oliver and DeSarbo (1998)
predict that a citizen would be satisfied only
when she or he perceives the output to be fair
when compared with the amount of input
invested. Citizen satisfaction is a very
important performance indicator of the egovernment as it affects vitality of the service
usage. This satisfaction takes place to the extent
to which individual efficiency is achieved.
Therefore,
H7: Individual efficiency will increase citizen
satisfaction positively.
METHODOLOGY
Sample
South Korea was selected for this study because
it has developed an exemplary e-government
services and the Internet is used by citizens of
all ages. The sample was randomly selected
from citizens of South Korea who experienced
the e-government services. The demographic
characteristics of the sample were quite similar
to those of the user population of the services.
Through a self-administered survey, 300
citizens participated in the study, but 27 were
deleted due to no e-government experiences,
and 28 were deleted due to no responses to
some questions. As a result, a sample of 245
was obtained. Table 1 reports their
demographic characteristics and e-government
experiences.
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TABLE 1
Sample Characteristics
Variables

Values

Percent

Gender

Male
Female

68.6%
32.3%

Age

30 or younger
31 to 40
41 to 50
51 or older

25.7%
41.6%
21.6%
10.0%

Education level

High school diploma
Some college
College graduate
Graduate degree

4.9%
10.2%
51.4%
33.5%

Occupations

Corporate workers
Government workers
Students
Professionals
Others

54.7%
18.0%
9.8%
9.0%
8.7%

e-Government
Service used

Policy information
Laws and statistics
Culture and welfare
Citizen petitions
Consulting
Policy participation
Daily life services

11.9%
12.7%
13.8%
23.3%
9.4%
9.6%
5.4%

____________________________________________________________________________________________
n = 245.

Measures
We generated a pool of item candidates for the
research constructs based on relevant literature
and interviews with industrial experts and
citizens. Then we ran a pilot study and selected
items that achieved satisfactory factor patterns
and reliability and used them in the main study.
The final items and their characteristics are
reported in Table 2. Each item was measured
on a seven-point scale anchored by Strong
Agree (7) to Strong Disagree (1). Based on
LISREL 8.8, we evaluated the appropriateness
of the five scales, that is, three dimensions of
relationship quality (needs fulfillment,
123

interactive communications, and segmented
services) as independent variables and
individual efficiency and citizen satisfaction as
dependent variables. The factor loading of each
item on its corresponding factor ranged from
0.69 (t-value = 11.31) to 0.90 (t-value = 17.62).
Reliability of the scales ranged from 0.71 to
0.91, and average variance extracted ranged
from 0.45 to 0.77, which demonstrated
satisfactory convergent and discriminant
validity (Anderson and Gerbing 1988; Fornell
and Larker 1981). The three-dimensional
relationship quality achieved the following
2
excellent goodness of fit indexes:
(24) =
52.62; RMSEA = 0.07; NNFI = 0.98; CFI =
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0.99; IFI = 0.99; RMR = 0.05; standardized
RMR = 0.04; GFI = 0.95; and AGFI = 0.91.
Result
We ran structural equation modeling by
LISREL 8.8 to test the hypotheses. The
structural model assumed that each of the three
relationship quality dimensions would cause
both individual efficiency and citizen
satisfaction and that individual efficiency
would cause citizen satisfaction. Table 3 was
the covariance matrix of the measure items
produced for hypothesis testing, and Table 4
shows the result of the analysis. Goodness of fit
indexes of the structural model were overall
adequate: 2(80) = 197.70; RMSEA = 0.08;
NNFI = 0.96; CFI = 0.97; IFI = 0.97; RMR =
0.09; Standardized RMR = 0.08; GFI = 0.90;
and GFI = 0.85. H1 (the path from needs
fulfillment to individual efficiency), H4
(interactive communications to citizen
satisfaction), and H5 (segmented services to
individual efficiency) were not supported as
their estimates were not significant at a 0.10
significance level. However, H2 (needs
fulfillment to citizen satisfaction) was
supported at a 0.05 level ( 21 = 0.13); H3
(interactive communications to individual
efficiency) was supported at a 0.01 level ( 12 =
0.31); H6 (segmented services to citizen
satisfaction) was supported at a 0.10 level ( 23 =
0.13); and H7 (individual satisfaction to citizen
satisfaction) was supported at 0.0001 level ( 21
= 0.81). In summary, both needs fulfillment and
segmented services affect citizen satisfaction;
interactive communications affect individual
efficiency; and individual efficiency affects
citizen satisfaction. When the model is
modified with the supported paths only, it
shows the diagram, estimates, and fit indexes as
reported in Figure 1, which are quite equivalent
to the result of the original model. According to
the result, the two dependent variables can be
predicted as follows:
Individual efficiency = 0.36 x (Interactive
communications) + error, R2 = 0.13
Citizen satisfaction = 0.81 x (Individual
efficiency) + 0.29 x (Needs fulfillment) +
Marketing Management Journal, Fall 2009
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0.11 x (Segmented services) + error, R2 =
0.80
Interactive communications have no significant
direct effect on citizen satisfaction, but their
indirect effect through individual efficiency is
significant (0.36 x 0.81 = 0.29) at a 0.0001
level. Therefore, it can be concluded that all
three dimensions of relationship quality are
important determinants of citizen satisfaction.
This confirms that relationship quality serves
well the purpose of CRM in public sectors,
demanding that the e-government should focus
on, and work hard to improve, relationship
quality to maximize citizen satisfaction and
individual efficiency through citizen-oriented
services and trust between the government and
citizens.
CONCLUSION AND IMPLICATIONS
Each country’s government works hard to avail
its services online more effectively. One
solution must be to adopt the CRM concept in
the process. This study recognized relationship
quality from CRM as an additional major
dimension of service quality of the egovernment online services and examined its
role in achieving individual efficiency and
citizen satisfaction. By analyzing data from 245
South Koreans who evaluated their egovernment service experiences, the study
developed a scale to measure the three
dimensions of relationship quality (needs
fulfillment, interactive communications, and
segmented services) and found the dimensions
to have a significant impact on individual
efficiency and citizen satisfaction. Specifically,
needs fulfillment and segmented services affect
citizen satisfaction directly whereas interactive
communications do so indirectly through
individual efficiency.
Research Implications
Researchers need to further the study by
examining the following important issues. First,
not all hypotheses were supported. Future
research needs to examine the reasons behind it.
In particular, it will be meaningful to
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Table 2
Item Measures and Reliability Values
Constructs and Items (Reliability alpha and Average Variance Extracted)

Mean

Loading

T-value

4.66
4.76
4.60
4.63

0.82
0.90
0.90

15.87
17.62
17.58

Interactive Communications (Reliability = 0.71 and AVE = 0.45)
IC1. The site runs a discussion board and community actively.
IC2. The site surveys citizen satisfaction and listens to citizens’ voices.
IC3. The site allows citizens to participate online in policy ideation.

4.61
4.36
4.64
4.83

0.76
0.82
0.76

13.16
14.44
12.97

Segmented Services (Reliability = 0.79 and AVE = 0.56)
SS1. The services are classified by citizen types and major topics.
SS2. The site shows the status of the requested service.
SS3. The site provides individualized services.

4.47
4.44
4.65
4.32

0.69
0.78
0.78

11.31
13.18
13.15

Individual efficiency (Reliability = 0.87 and AVE = 0.69)
IE1. I saved efforts in receiving the services.
IE2. I saved time in receiving the services.
IE3. I saved expenses in receiving the services.

5.72
5.89
5.64
5.64

0.85
0.88
0.76

13.13
14.57
12.98

Citizen satisfaction (Reliability = 0.84 and AVE = 0.64)
CS1. I will continue to use the site.
CS2. I will recommend others to use the site.

5.40
5.76
5.45

0.86
0.90

11.24
13.25

Relationship Quality
Needs Fulfillment (Reliability = 0.91 and AVE = 0.77)
NF1. The site has strong attitudes to understand citizen needs.
NF2. The site shows efforts to identify citizen needs.
NF3. The site intends to meet citizen needs actively.

Table 3
Covariance Matrix of Measures

IE1
IE2
IE3
CS1
CS2
CS3
NF1
NF2
NF3
IC1
IC2
IC3
SS1
SS2
SS3

IE1

IE2

IE3

CS1 CS2 CS3 BF1 BF2 BF3 IC1

IC2

IC3

0.95
0.72
0.67
0.66
0.73
0.42
0.17
0.24
0.18
0.23
0.26
0.18
0.06
0.17
0.16

0.99
0.74
0.69
0.74
0.48
0.24
0.24
0.22
0.27
0.35
0.26
0.17
0.25
0.22

1.16
0.63
0.67
0.50
0.22
0.28
0.32
0.22
0.29
0.30
0.22
0.31
0.27

1.08
0.91
0.47
0.31
0.38
0.29
0.30
0.32
0.28
0.16
0.37
0.30

1.27
0.83
0.51
0.55
0.69

1.26
0.54 1.34
0.58 0.72 1.47
0.55 0.74 0.94 1.52

1.21
0.56
0.37
0.39
0.35
0.40
0.38
0.35
0.26
0.37
0.34

0.99
0.50
0.54
0.50
0.49
0.49
0.47
0.46
0.61
0.56

1.09
0.83
0.82
0.56
0.48
0.41
0.58
0.56
0.50

1.09
0.91
0.63
0.56
0.49
0.55
0.56
0.52

1.17
0.71
0.59
0.59
0.65
0.67
0.61

1.24
0.77
0.68
0.51
0.57
0.60

SS1

SS2

SS3

______________________________________________________________________________________________________
n = 245.
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Figure 1
The Modified Structural Model a
0.32

NF1

0.83

0.18

NF2

0.90

0.20

NF3

0.89

0.42

IC1

0.76

0.33

IC2

0.82

0.43

IC3

0.75

0.53

SS1

0.68

0.39

SS2

0.78

0.40

SS3

0.78

0.87

Needs
Fulfillment
Individual
Efficiency

0.85

IE1

0.28

0.88

IE2

0.22

0.76

IE3

0.42

CS1

0.25

0.90

CS2

0.20

0.60

CS3

0.64

0.36

Interactive
Communications

0.81
0.13

0.20
0.86

Segmented
Services

0.11

Citizen
Satisfaction

Relationship
Parameter Estimate
t-value
Conclusion
______________________________________________________________________________________________________
Needs fulfillment → Citizen satisfaction
γ21
0.13
2.00**
Supported
Interactive communications → Individual efficiency
γ12
0.36
5.05*****
Supported
Segmented services → Citizen satisfaction
γ23
0.11
1.59*
Supported
Individual satisfaction → Citizen satisfaction
β21
0.81
12.75*****
Supported
______________________________________________________________________________________________________
a
Completely standardized estimates.
* p < 0.10; ** p < 0.05; *** p < 0.01; **** p < 0.001; and ***** p < 0.0001.

Table 4
Structural Model Estimates a
____________________________________________________________________________________________________
Hypothesized Relationship
Parameter Estimate
t-value
Conclusion
γ
Needs fulfillment → Individual efficiency (+) b
11
0.09
0.83
Not supported
γ
Needs fulfillment → Citizen satisfaction (+)
21
0.13
1.82**
Supported
Interactive communications →
γ
Individual efficiency (+)
12
0.32
2.42***
Supported
H4
Interactive communications →
γ
Citizen satisfaction (+)
22
-0.02
-0.29
Not supported
γ
H5
Segmented services → Individual efficiency (+)
13
-0.03
-0.26
Not supported
γ
H6
Segmented services → Citizen satisfaction (+)
23
0.13
1.54*
Supported
β
H7
Individual satisfaction → Citizen satisfaction (+)
21
0.81
12.75*****
Supported
____________________________________________________________________________________________________
a
Completely standardized estimates.
b
Hypothesized direction of effect.
* p < 0.10; ** p < 0.05; *** p < 0.01; **** p < 0.001; and ***** p < 0.0001.

H1
H2
H3
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investigate why needs fulfillment and
segmented services were linked to citizen
satisfaction, but not to individual efficiency.
One possible explanation might be attribution
theory. Although e-government service users
actually save time, cost, and efforts by needs
fulfillment and segmented services, they might
attribute the benefit to themselves and their
own work. In contrast, when the e-government
provides feedback or responds to users through
interactive communications, users seem to
perceive that their efforts are reduced thanks to
the service provider. Further research is
required in this area.
Second, future research needs to validate the
findings across countries and examine how
culture might influence the findings. This study
examined only those who experienced the egovernment services. In cross-cultural studies,
matching samples should be used to avoid the
impact of any other irrelevant factors.
Third, participants were asked to recall their
memory on past experiences, but to have more
valid and objective responses, future research
needs to collect users’ evaluations after forcing
them to directly experience e-government
services in a more controlled environment.
Fourth, future research needs to compare and
contrast e-government services that have
actively applied CRM and those that have not.
This would clearly reveal the effect of CRM in
e-government services on individual efficiency
and citizen satisfaction.
Fifth, it would be very important to find the
effect of relationship quality on the
government’s administrative efficiency. To
conduct such a research, the concept and
consequential metrics of administrative
efficiency should be established because they
are quite different from those of business or forprofit organizations.
Lastly, future research needs to investigate the
relationship of relationship quality with other
dimensions of service quality of e-government
services.
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Managerial and Public Policy Implications
There are several important implications to egovernment service providers. First,
relationship quality should be considered as an
important antecedent of citizen satisfaction with
the e-government services. It is a fruit of egovernment’s adoption of CRM concept. The
effect of relationship quality clearly witnesses
the value of CRM in the e-government.
Second, it was found that all three dimensions
of relationship quality affect citizen satisfaction
directly or indirectly. But their processes are
different. Managers should focus more on
needs fulfillment and segmented services to
increase citizen satisfaction while they should
do so on interactive communications to
influence individual efficiency.
Third, an additional analysis showed that
perceptions on relationship quality were quite
different among different occupations of
respondents and the types of services they
usually used. For example, relationship quality
was higher in policy information but lower in
laws and statistics. Such different perceptions
should be used to develop a better strategy to
enhance quality of each type of service and
serve citizens better.
Fourth, managers should develop action plans
to increase relationship quality that influence
citizen satisfaction with the e-government
services. Specifically, they need to study by
service type how to achieve needs fulfillment,
interactive communications, and segmented
services.
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CONGREGATIONS AS CONSUMERS:
USING MARKETING RESEARCH TO STUDY
CHURCH ATTENDANCE MOTIVATIONS
JOHN MCGRATH, University of Pittsburgh at Johnstown
This article describes a study that applied techniques more commonly associated with consumer
product marketing to the measurement of churchgoing motivations. The study used descriptive
research, employing a mail survey questionnaire technique.
Results suggest that the top two motivations for church attendance are “giving thanks for life’s
blessings” and “providing personal spiritual fulfillment.” Other factors of importance to
churchgoing behavior are also detailed.
Marketing implications of the study are also discussed, including the selection of themes for church
marketing efforts, particularly those building on the themes of “thankfulness,” and “fulfillment.”
Another implication suggests that motivational areas that received lower motivation scores, such as
“music,” “liturgy,” and “friendly priests” are important to parishioners, and should certainly not be
neglected. In a sense, they may represent the basic “product features” that consumers have come to
expect from consumer products (such as airbags and antilock brakes in motor vehicles)—and also in
their religious services.
This study adds value to the field of marketing and religious studies because it builds two bridges
from the existing literature. First, it uses market research techniques to link Religious Orientation
Scale work to the direct measurement of churchgoing motivations. And second, it extends published
marketing research efforts among the general public and among other denominations for the first
time to a sample of Roman Catholics.
INTRODUCTION
As the marketing field has matured, many of
the techniques used by professionals to market
for-profit businesses have been embraced by
other fields. Some of the first converts to the
use of marketing were not-for-profit
organizations, followed more recently by health
care and higher education. The seminal work of
Kotler (1987, 1985, 1975) helped legitimize
and speed this adoption process. However, one
critical profession seems to have lagged behind
in the adoption of marketing techniques:
religion.

The need seems obvious, based on recent data.
According to the American Religious
Identification Survey, 15 percent of Americans
reported their religion as “unaffiliated” in 2008,
up from eight percent in 1990. The size of this
segment is even more alarming among young
adults aged 18-34, with 46 percent reporting
that they currently practice “no religion” (Bulik
2009).
That is not to say that all religious organizations
share this caution. In fact, many religious
orders and individual congregations have
embraced marketing as not only an acceptable
practice, but almost as an extension of their
mission by “enabling the church to reach our
world for Christ” (Parro 1991).
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In her book, Brands of Faith, Marketing
Religion in a Commercial Age, Epstein (2007)
discusses parallels between the marketing
challenges of religious organizations and
consumer product marketers.
“We’re so used to having our products created
for us that fill our needs…that it makes all the
sense in the world we’d expect the same from
our faith” (Bulik 2009, p. 4). Other authors
have also explored the “branding” aspect of
religion, (Cooke 2008), how “pop” culture can
be channeled to help make religious services
more accessible (Stevens 2008), and even offer
specific marketing strategies and tactics for
congregations to follow in their desire to
succeed (Reising 2007).
One specific congregation often cited as a
fervent adopter of marketing techniques is the
Willow Creek Community Church, an
interdenominational evangelical congregation
in South Barrington, Illinois, a suburb of
Chicago. This congregation has grown from
125 worshippers for weekend services to
16,000, who pack the church’s 4,500 seat arena
-like sanctuary during four weekend services
(Burger 1997). In fact, Willow Creek’s
marketing efforts have been so successful, The
Harvard Business School has featured the
congregation in a business case study. The
Harvard study attributed the church’s success to
“knowing your customers and meeting their
needs” (Lewis 1996), a distinctively marketingoriented approach.
The awakening to marketing is not limited to
interdenominational congregations. For
example, in New York City, the rabbi of the
Makor Jewish Religious Center conducted
focus groups with his “target market” to
determine their needs—and what could be done
to convince them to attend services. In response
to this market research, the rabbi decided to
dramatically revamp the congregation’s
services (Wellner 2001).
Also in New York City, the Rev. James Burns,
rector of the Church of the Heavenly Rest, an
Episcopalian congregation, decided to reach out
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to both existing and new parishioners. His
marketing efforts were not out of desperation,
but rather, constituted an attempt to better serve
the congregation’s mission. “We are not trying
to bring in new members for the sake of growth
or to raise money. We are trying to feed the
spiritual hunger, doing what God told us to do:
proclaiming the good news” (Brozen 1998).
The Church of Jesus Christ of Latter Day Saints
has also recognized the importance of
marketing techniques, such as demographic
market research. The church conducts extensive
surveys of existing and potential members. “We
look at household composition and factors like
fertility—age of birth of first child, number of
kids…” according to Kristen Goodman, a
research analyst with the church (Spiegler
1996). Armed with this data, some Mormon
congregations have developed programs
targeting the needs of specific demographic
groups such as families and older people
(Spiegler 1996).
Not all congregations have been as enthusiastic,
however, in the adoption of marketing
techniques. One religious denomination that
seems to be a bit more reserved in its adoption
of marketing is Roman Catholicism. Some
experts have suggested that this dampened
enthusiasm may be due to the more hierarchical
nature of the church, with many decisions being
made at the diocese level. According to Mary
Priniski of the Glenmary Research Center,
many Roman Catholic dioceses do not have
strategic planning professionals in place to
consider marketing planning issues (Spiegler
1996).
There are some signs of a Roman Catholic
awakening, however. Specifically, a major
priest-recruiting campaign in Chicago enlisted
the support of executives from Chicago ad
agency DDB, who counts Anheuser Busch as a
client, and WMAQ, Chicago’s NBC television
affiliate (Copple 2000). More recently, the St.
Louis archdiocese announced that “marketing
and development have become essential
activities for everyone who is committed to the
mission of Catholic education,” and the
Marketing Management Journal, Fall 2009
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Cincinnati archdiocese introduced a new logo
and website developed with the help of focus
group market research (Cooperman 2004).
OBJECTIVES OF STUDY
Against this backdrop, the present study
attempted to provide a basis for marketing
efforts by a local Roman Catholic congregation
in the Eastern United States. The primary
objective of the study was to measure attitudes
toward the primary church-going motivations
among current members of the congregation.
Secondary objectives were to measure attitudes
toward other parish issues, such as the parish
school, contributions, and volunteerism, to
solicit helpful suggestions, and to gather
relevant demographic information about
parishioners.
LITERATURE REVIEW
In preparation for the present study’s
quantitative phase, initial qualitative research
was conducted in small focus group settings to
identify the primary motivations to be
measured. After a series of meetings and
creative brainstorming, a list of 15 alternative
motivations was developed.
The list of motivations is generally consistent
with existing religious-oriented research
literature. Specifically, Colson and Vaughn
(1992) suggested that the number one
motivation for church attendance was
“fellowship,” followed by a range of other
responses such as “good sermons,” “the music
program,” “youth activities for the kids,” and
“it makes me feel good.”
A USA Today survey found a similar result,
indicating that 45 percent of American
churchgoers do so because of the motivation
that “it’s good for you,” while 26 percent said
they were motivated to attend church because it
provided them with “peace of mind and
spiritual well-being” (Colson and Vaughn
1992).
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Other studies of churchgoing motivations have
relied on the religious orientation literature
stream. This body of research is anchored by
the work of Allport and Ross (1967) that
developed a research tool known as the
Religious Orientation Scale. Using this scale to
measure a variety of populations, researchers
found that motivations generally grouped into
two basic groups: intrinsic and extrinsic. An
intrinsic orientation generally refers to those
deeply-held individual attitudes toward
religion. Maltby et al (1995) summarize these
types of motivations as an individual “living
their religion.” On the other hand, an extrinsic
orientation generally refers to the more outward
manifestations of participation in religious
activities, including the provision of protection,
consolation, and social status (Maltby et al
1995). This orientation is summarized by
Leong and Zachar (1990) as “using religion for
more personal reasons.”
Subsequent work in this research stream has
refined the Allport and Ross scale, suggesting
that the extrinsic orientation really consists of
two subsets of motivations. The first, “extrinsic
personal,” could be summarized by the
sentiment “religion offers me comfort in times
of trouble and sorrow” while the second,
“extrinsic social,” could be summarized by the
sentiment “I go to church because it helps me
make friends” (Maltby 2002).
Leong and Zachary’s (1990) research provided
research statements designed to exemplify these
three different orientations. In an effort to
demonstrate that the motivations for the present
study are generally grounded, Table 2 below
provides a side-by-side listing of the Leong and
Zachar statements with those used in this study.
As the table illustrates, many of the key
motivations used in this study are consistent
with those used in earlier research, although it
appears that the present study is less inclusive
in the intrinsic orientation area and more
inclusive in the extrinsic-social area.
Other research into churchgoing attitudes also
confirmed that statements generated in the
qualitative phase of the present study are
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TABLE 1
Comparison of Present Study Motivations with Previous Research
Religion
Orientation Scale
(ROS) Area
Intrinsic

Leong and Zachar (1990) Study Items
1) “I try hard to carry religion over to all
dealings in my life”
2) “I lead a normal life”
3) “I’ve been aware of the presence of a divine
being”
4) “My religious beliefs lie behind my whole
approach to life”
5) “Prayers said alone are as meaningful as
when said during a service”
6) “…I attend church once a week”
7) “Religion is important in answering
questions about life’s meaning”
8) “I read literature about my faith”
9) “Private religious thought and meditation is
important to me”

1) “It’s a time to slow down and reflect”
2) “It’s an obligation”
3) “It gives me personal spiritual
fulfillment”
4) “It helps me give thanks for life’s
blessings”
5) “It helps me think about giving and
sharing”

Extrinsic
Personal

10) “Religion offers me comfort when sorrow
and misfortune strike”
11) “The purpose of prayer is to secure a happy
and peaceful life”
12) “The primary purpose of prayer is to gain
relief and protection”

6) “It gives me strength during difficult
times”
7) “I like the liturgy and traditions”
8) “I like the message of the homily”
9) “I enjoy the music”

Extrinsic
Social

13) “Church membership helps establish a
person in the community”
14) “The church is most important as a place to
form social relationships”
15) “Religion is interesting because church is a
congenial social activity”

10) “It’s an opportunity to socialize”
11) “Makes me feel part of a community”
12) “I was born into the faith”
13) “The priests are friendly”
14) “The parishioners are friendly”
15) “Sets a good example for my children”

grounded. For example, Barry and Gulledge
(1977) conducted a survey of members of a
Baptist congregation in North Carolina. They
found that the most meaningful aspects of the
respondents’ churchgoing experience were the
“sermon,” “congregational singing,” and
“observance of the ordinances (rituals)” of the
liturgy. This research also found that the least
meaningful aspects were “scripture reading,”
“organ music,” and “congregational response
readings” (Barry and Gulledge 1977).
A more recent study (Mehta and Mehta 1995)
surveyed the general public in Denton, Texas,
measuring four major components of the
churchgoing experience: “church
environment” (including convenient location,
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decorations, friendliness, quality of sound
system, etc.), pulpit ministry (including quality
and relevance of message, use of guest
speakers), “music ministry” (including the choir
and musicians), and “congregational
participation” (including mediation,
participation in communion, responsiveness,
etc.). It found that respondents rated “pulpit
ministry” as the most important, followed by
“ mu s i c mi n i s t r y , ” “ c o n gr e g a t i o n a l
participation,” and finally “church
environment.”
With this previous research in mind, the present
study attempted to incorporate existing learning
while breaking new ground with a focus on a
Roman Catholic congregation.
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METHODOLOGY

DATA ANALYSIS

As noted, the population this study examined
was Roman Catholic. The scope of the project
was focused on a single Roman Catholic parish
in Pennsylvania with a membership of
approximately 971 households, including those
living alone.

A total of 369 completed questionnaires were
returned, yielding a response rate of 38 percent
of the total population.

Also as noted earlier, the study adopted a twostep method. The first step was qualitative in
nature. Lists of potential churchgoing
motivations were generated in small group
settings among members of the parish
community. Based on input from this
qualitative phase, a questionnaire instrument
was developed for the second step, a
quantitative survey of the parish population.
The survey instrument was designed primarily
to capture measures of the key motivation
factors listed in Table 1. The 15 factors were
incorporated into the survey as 7-point Likerttype scale items with statements anchored by
“not important at all” at the 1 end of the scale to
“very important” at the 7 end of the scale. As
noted earlier, the questionnaire also included
items designed to measure attitudes toward
other parish issues, such as the parish school,
contributions, and volunteerism, to solicit
helpful suggestions, and to gather relevant
demographic information about parishioners.
A preliminary version of the questionnaire
instrument was mailed to a small pilot sample
of members of the parish council and other
parishioners as a pretest. Based on a review of
responses and suggestions from the pilot
sample, the questionnaire was finalized and
mailed to the entire population of the parish in
an envelope with parish letterhead. The format
did not ask for any personally-identifying
information to ensure anonymity for
respondents. The questionnaire form included a
business reply feature that enabled respondents
to return the document via mail free of charge.
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The sample appeared to represent the
population adequately. Demographically, the
profile of respondents was similar in nature to
the population of the surrounding zip code
(used as a surrogate because demographic data
is not updated regularly in parish records—or is
unavailable, as in the case of household
income). For example, household incomes
were generally consistent with U.S. Census
data, as well as household size, although there
were fewer single person households in the
sample versus the zip code.
There were two areas of significant difference
between the sample and the surrounding zip
code population.
First, the reported gender of survey respondents
was 70.1 percent female; 29.9 percent male,
compared to a U.S. Census-reported
surrounding zip code ratio of 54.4 percent
female to 45.6 male (U.S. Census Bureau
2000).
Second, the sample skewed much older than the
zip code, with only 5.7 percent of respondents
reporting an age of 18-34 versus 15.9 percent
reported by the U.S. Census. Correspondingly,
38 percent of respondents reported ages of 65+,
versus 23.1 percent reported by the U.S.
Census.
FINDINGS
Analysis of the data indicated that intrinsic
motivation statements received three of top five
mean scores, as indicated below in Table 2. The
intrinsic-oriented statement “It helps me give
thanks for life’s blessings” was the top-scoring
motivation (M = 6.60; S.D. = .779), followed
by the intrinsic-oriented statement “It gives me
personal spiritual fulfillment” (M = 6.42; S.D.
= 1.014). The intrinsic-oriented statement “It’s
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a time to slow down and reflect” ranked fifth
(M = 5.99; S.D. = 1.296).
Extrinsic motivation statements received the
third and fourth highest scores. The statement
“It gives me strength during difficult times,”
representing an extrinsic-personal orientation,
ranked third (M = 6.33; S.D. = 1.151). The
statement “Sets a good example for my
children” representing an extrinsic-social
orientation, ranked fourth (M = 6.32; S.D. =
1.283).
The lowest-scoring motivations tended to be
from an extrinsic-social orientation.
Specifically, the statement, “It’s an opportunity
to socialize” ranked last with a score (M = 3.03;
S.D. = 1.811). Results of a paired samples t test
indicated that this mean was statistically
significantly lower than the next lowest ranking
statement, “It’s an obligation,” (M = 4.23; S.D.
= 2.278), representing an intrinsic orientation (t
(346) = -8.671, p = .000).
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The three other lowest ranked statements all
represented the extrinsic social orientation,
“The parishioners are friendly” (M = 4.92; S.D.
= 1.600), “I was born into the faith” (M = 4.94;
S.D. = 2.079), and “Makes me feel part of a
community” (M = 4.98; S.D. = 1.817).
DISCUSSION
The findings suggest that the most important
church-going motivations for this Roman
Catholic sample of respondents tend to be more
internal, deeply personal ones versus those that
are more outwardly socially oriented. These
findings are somewhat consistent with portions
of the Mehta and Mehta (1995) study, which
found that “pulpit ministry,” conceptualized as
“the quality and relevance of message,” was the
most important motivator for church
attendance. Although Mehta and Mehta did not
link their findings with the intrinsic/extrinsic
literature stream described earlier, it could be
argued that the “message” component of “pulpit
ministry” would be more closely aligned with

TABLE 2
Motivations for Attending Religious Services
7-Point Scale
(1 = "Not Important At All"; 7 = "Very Important")
Motivation
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Orientation

Mean

Std. Deviation

“It helps me give thanks for life’s blessings”

Intrinsic

6.60

.779

“It gives me personal spiritual fulfillment”

Intrinsic

6.42

1.014

“It gives me strength during difficult times”

Extrinsic-Personal

6.33

1.151

“Sets a good example for my children”
“It’s a time to slow down and reflect”
“I like the liturgy and traditions”

Extrinsic-Social
Intrinsic
Extrinsic-Personal

6.32
5.99
5.75

1.283
1.296
1.369

“I like the message of the homily”

Extrinsic-Personal

5.63

1.376

“The priests are friendly”

Extrinsic-Social

5.59

1.557

“It helps me think about giving and sharing”

Intrinsic

5.52

1.455

“I enjoy the music”

Extrinsic-Personal

5.07

1.815

“Makes me feel part of a community”

Extrinsic-Social

4.98

1.817

“I was born into the faith”

Extrinsic-Social

4.94

2.079

“The parishioners are friendly”

Extrinsic-Social

4.92

1.600

“It’s an obligation”
“It’s an opportunity to socialize”

Intrinsic
Extrinsic-Social

4.23
3.03

2.278
1.811

Marketing Management Journal, Fall 2009

Congregations as Consumers: . . . .

the intrinsic motivations first suggested by
Allport and Ross (1967), and, perhaps to some
extrinsic-personal motivations as well. In
another parallel with the Mehta and Mehta
(1995) findings, the present study also found
that the more extrinsic-social motivational
statements such as “the parishioners are
friendly” and “it’s an opportunity to socialize”
rated lowest as did the Mehta and Mehta
“congregational participation,” and “church
environment” factors.
Several possible alternative explanations should
be considered, however, in any discussion of
the results. First, the high mean scores for the
deeply-personal statements might be skewed
somewhat by the overrepresentation of
respondents in the older age groups, and the
under representation of those in the 18-34
group. It could be argued, for example, that
more mature adults might adopt a more
retrospective view of their life implied in the
statements “it gives me personal spiritual
fulfillment” and “it gives me strength during
difficult times” than younger individuals who
may not have had as many life experiences.
Further analysis of the data revealed that this
possible explanation may at least be partially
true. Specifically, an independent samples t test
was conducted, splitting the total sample into
two different age groups, 18-34 and 35+, and
then comparing the means for each group’s
rating of the motivation statements.
No
statistically significant differences were found
between the two groups in their ratings of 14 of
the 15 statements. A statistically significant
difference was found, however, for the secondhighest-ranking motivation statement, “it gives
me personal spiritual fulfillment.” On this
measure, an independent samples t test revealed
that the mean rating of the 35+ age group” (M
= 6.44; S.D. = 1.01), was significantly higher
than the mean rating of the 18-34 age group (M
= 5.95; S.D. = 1.16, t (350) = 2.140, p = .033).
Gender differences might also account for some
alternative explanation for the results. As noted
above, the sample skewed heavily toward
female respondents. This indicates that the
possibility exists for a gender bias toward some
Marketing Management Journal, Fall 2009
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of the most highly rated motivations, and
perhaps against those that did not rate as well.
Another possible explanation, this time for the
top-rated statement, “it helps me give thanks for
life’s blessings,” might also lie in
demographics. It could be argued, for example,
that the sample, and perhaps the parish in
general, might be more economically
advantaged than the general population, and
therefore have reason to be more thankful. As
noted earlier, there were no wide discrepancies
between the sample’s household income levels
and the surrounding zip code. But how does
this compare with the general U.S. population?
Further analysis suggests that this alternative
explanation may have some validity.
Specifically, U.S. Census Bureau (2000) data
indicates that median household income for the
zip code surrounding the parish, $37,810, is
lower than the U.S. national median household
income level, $41,994, and the state
(Pennsylvania), $40,106, but higher than the
county (Cambria) in which the parish is located,
$30,179. As a result, even though the
respondents of the sample might not be
advantaged versus their immediate neighbors,
nor state and federal levels, they might perceive
themselves to be more advantaged—and
therefore more thankful—than the surrounding
communities.
LIMITATIONS AND IMPLICATIONS
Methodology. A critical limitation, discussed
above, is the age and gender discrepancies
between the sample and the population. This
problem may have skewed results of the study,
and should be addressed in future research by
more aggressive outreach efforts on the part of
researchers to reach younger demographic
groups. This could be accomplished by followup mailings and/or phone calls without
compromising the anonymity of the
respondents. Addressing the imbalance in the
female-to-male ration might be a more difficult
proposition, but perhaps could be accomplished
through outreach to groups such as parish
men’s clubs and to male-dominated religious
associations such as the Knights of Columbus.
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Another limitation is that the present study used
motivational statements that were less inclusive
in the intrinsic orientation area and more
inclusive in the extrinsic-social area of the
Religion Orientation Scale than previous
research in the field, particularly Leong and
Zachar (1990). Future research should adhere
more closely to this well-established line of
research in the selection of motivational
statements.

Another implication suggests that those
motivational areas that received moderate
scores, such as “music,” “liturgy,” and
“friendly priests” are important to parishioners,
and should certainly not be neglected. In a
sense, they may represent the basic “product
features” that consumers have come to expect
from consumer products (such as airbags and
antilock brakes in motor vehicles)—and also in
their religious services.

One final, and perhaps most significant,
limitation is that the present study’s findings
are representative of only one Roman Catholic
parish in Pennsylvania. An obvious implication
for future research should be its expansion to
Roman Catholic parishes to different
geographic and perhaps socio-demographic
settings throughout the nation.

A final implication suggests, however, that the
addition of some highly targeted new services,
particularly for key demographic groups such
older people and families, might not be simply
related to superficial motivations. It could be
that “knowing your customers and meeting
their needs” (Lewis 1996) is the real secret—
and adopting this marketing approach,
including the use of ongoing market research
techniques. McDaniel (1989) confirmed that
this use of market research, including the use of
formal surveys for members, is seen as
appropriate by both the clergy and the general
public, although his study found that less than
half of all congregations were currently using
these tools. More widespread use of market
research, and follow-up marketing efforts,
therefore, could help to identify ways of
motivating individuals not only at an extrinsicsocial level, but perhaps extend deeper to the
extrinsic-personal, and even to the intrinsic
level. An example would be a new grief support
program added for the spouses of recently
deceased parishioners. Or a new program
targeted at enhancing the personal spiritual
fulfillment of young adults in the 18-34 age
group.

Marketing.
In addition to methodological
issues, there are several marketing-oriented
implications. The first is in the selection of
themes for church marketing efforts. The study
suggests directions in this regard that seem, on
the surface, to be in opposition to some of the
approaches noted earlier. For example, the
findings of this study seem to cast doubt on the
effectiveness of some of the emphasis on new
church facilities and services. While these
initiatives may have been successful in the
instances noted, the present study suggests that
marketing efforts based on more deeply
personal motivations might be more effective.
These would include the “thankfulness,”
“fulfillment,” and “strength” motivations that
rated number one, two and three. While these
statements may not appear to be trendy or hip,
they may actually tap into the anxious inner
selves of many in society. In the words of the
Rev. James Burns cited earlier, “we are trying
to feed the spiritual hunger…”(Brozen 1998).
The Rev. Lee Strobel, a former atheist and now
a minister at Willow Creek Community
Church, also acknowledged that the core
message of religion remains the most critical
component, admitting “we merely created a
safe place to hear a dangerous message” (Lewis
1996).
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CONCLUSION
This study adds value to the field of marketing
and religious studies because it builds two
bridges from the existing literature. First, it uses
market research techniques to link Religious
Orientation Scale work to the direct
measurement of churchgoing motivations. And
second, it extends published market research
efforts among the general public and among
Marketing Management Journal, Fall 2009
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other denominations for the first time to a
sample of Roman Catholics.
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CORPORATE ENTREPRENEURSHIP, GENDER, AND
CREDIBILITY: AN EXPLORATORY STUDY
MOLLY B. PEPPER, Gonzaga University
KENNETH ANDERSON, Gonzaga University
Successful corporate entrepreneurship requires resources. In order to obtain these resources, the
corporate entrepreneur must enjoy credibility with those who can provide such resources. Little is
known about the process by which corporate entrepreneurs go about acquiring such credibility and
even less is known about how gender affects this process. Utilizing a sample of 123 college students,
the current study addressed the relationship between the corporate entrepreneur’s gender and
perceptions of his/her credibility. The current study used a multi-dimensional measure of source
credibility. Results indicated that females were perceived as more trustworthy and higher in goodwill
than males, while there were no significant differences between the two genders when it came to
perceptions of competence. The implications of these findings for the corporate entrepreneurship
process, as well as the limitations of the current study, are also discussed.
INTRODUCTION
Practitioner and academic interest in corporate
entrepreneurship has been growing over the
past decade. This growth has been fueled, in
part, by the notion that entrepreneurship in all
forms is a good thing; something that positively
benefits the economy as well as the society at
large. There is evidence that organizations that
practice entrepreneurship are more competitive
and perform better than those that do not
practice entrepreneurship (Zahra and Covin
1995; Zahra and Garvis 2000). According to
Ireland, Kuratko, and Covin (2003), corporate
entrepreneurship also has intangible outcomes
at the individual and organizational levels. At
the individual level, those who participate in
corporate entrepreneurship develop individual
knowledge and skill while making incremental
contributions to the implementation of CE
strategy. At the organizational level, corporate
entrepreneurship can develop organizational
learning and competence development while
affecting strategic position and domain.
As entrepreneurial-like behaviors and attitudes
have become more valued in the workplace,
terms like “intrapreneurship” and “corporate
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entrepreneurship” have been developed to
disti nguish ent repreneur shi p withi n
organizations from the more traditional concept
associated with the start-up of new businesses.
Despite this distinction, the corporate
entrepreneurial process is similar to that of the
more general case in that at some point the
corporate entrepreneur (CE) must acquire the
resources needed for goal attainment. In order
to acquire such resources, the CE must have
credibility with his/her actual or potential
constituencies. Little is known about the
process by which corporate entrepreneurs go
about acquiring such credibility and even less is
known about how the gender affects this
process. Thus, the goal of this exploratory study
is to determine if the gender of the CE impacts
perceptions of his/her credibility.
LITERATURE REVIEW
As organizations continue to be affected by
increasing volatile environments, they have
turned to their employees as sources of
improvement, productivity, and innovation. In
other words, many firms are attempting to tap
into the “entrepreneurial spirit” of their
workforce (Seshadri and Tripathy 2006),
sometimes emphasizing concepts and ideas
consistent with the attributes of excellence
(e.g., autonomy and entrepreneurship;
productivity through people) identified by
Marketing Management Journal, Fall 2009
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Peters and Waterman (1982) a quarter of a
century ago. Many have argued for the
organizational and individual benefits that
come from such initiatives (e.g., Holt,
Rutherford and Clohessy 2007).
With interest in taking advantage of the
employee’s entrepreneurial spirit increasing,
terms like “intrapreneurship” and “corporate
entrepreneurship” have been becoming more
common in the management literature. While
similar in some ways, many authors distinguish
between the two concepts (e.g., Greene, Brush
and Hart 1999). Amo and Kolvereid (2005)
argue that both concepts are concerned with the
same outcome: innovative behavior. The
difference, according to Amo and Kolvereid
(2005, p. 11), is that source of the innovative
behavior resides either within the individual
(intrapreneurship) or as a response to an
organizational request (corporate
entrepreneurship). We are focused on corporate
entrepreneurship in the current paper.
One definition of corporate entrepreneurship
consistent with the above has been offered by
Wolcott and Lippitz (2007). They argued that
corporate entrepreneurship is: “the process by
which teams within an established company
conceive, foster, launch and manage a new
business that is distinct from the parent
company but leverages the parent’s assets,
market position, capabilities or other
resources” (2007, p. 75). Using the dimensions
of primary ownership/responsibility (a single
individual/group vs. the whole organization)
and resource authority (are there funds
dedicated to corporate entrepreneurship or is it
funded on a case-by-case basis?) they go on to
identify four different ways organizations can
build these new businesses. According to
Wolcott and Lippitz (2007), the four are the
opportunist model (whole organization/case-bycase), the enabler model (whole organization/
dedicated funds), the advocate model (single
individual or group/case-by-case) and the
producer model (single individual or group/
dedicated funds).
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Regardless of the model used, corporate
entrepreneurship requires “organizational
sanctions and resource commit ments” (Kuratko, Ireland, Covin and Hornsby
2005, p. 700). There will be points at which the
CE must acquire the resources necessary for the
project to begin, continue and ultimately reach
its goal. Resources can include adequate
financing, staff support, the appropriate
equipment and distribution channel, and other
key resources (Morris, Kuratko and
Schindehutte 2001). However, CEs face severe
constraints in the amount of resources available
to them. Especially in early stages, projects are
vulnerable to rejection and least likely to
receive financial support (Morris and Kuratko
2002). Further, CEs can be perceived as
internal competitors for resources which might
be conceded with “reluctance and lingering
resentment” (Morris and Kuratko 2002, p. 180).
In the description of each model of corporate
entrepreneurship, Wolcott and Lippitz (2007)
refer to the point at which CEs must acquire
resources. For example, when discussing the
advocate model, they cite an example from
DuPont in which there is a point when the
project is presented “to business-unit leadership
for approval” (2007, p. 78). It follows that
decision-makers evaluate information presented
to them by the CE and then decide whether or
not to continue corporate support of the project.
In these circumstances, it would seem that the
decision-makers are dependent on the
information given to them by the CE and they
must decide if the presented information is
accurate, relevant and useful. After all, it is
likely that it is the CE who knows the project
and its specifics best. This leads to the decisionmakers being, at times, dependent on the good
intentions of the CE. In other words, the
decision-maker must decide how credible the
CE is.
While not explicitly discussed in many cases,
this dance between the CE and the decisionmaker(s) plays itself out again and again in
descriptions of the corporate entrepreneurship
process (e.g., Welter and Smallbone 2006). As
a result, we believe that the source credibility of
140
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the CE to be an important variable in this
resource acquisition process. McCroskey and
his colleagues are well known for their work
with the construct of source credibility (e.g.,
McCrosey and Young 1981; McCroskey 1997).
According to McCroskey and Teven (1999),
source credibility consists of three dimensions:
competence, trustworthiness, and goodwill.
These dimensions fit well with the resource
acquisition process described above. The
decision-maker has to be concerned with the
CE’s qualifications and intelligence
(competence), the CE’s character and honesty
(trustworthiness) as well as the CE’s concern
for others and shared interests (goodwill).
Described as critical to the success of any
persuasive effort, McCrosley and Teven state
that “[M]essages are interpreted and evaluated
through the filter of the receiver’s perception of
the message’s source. No message is received
independently from its source” (1999, p. 90).
As a result, it is difficult to imagine the CE
being able to acquire resources if his/her source
credibility were found to be lacking (e.g.,
Aldrich and Martinez 2001).
The gender of the CE is the other key variable
in this exploratory study. Much has been
written on the topic of gender and entrepreneurs
(e.g., Knotts, Jones and LaPreze 2004;
DeMartino, Barbato and Jacques 2006).
Unfortunately, little to no attention has been
given to the issue of corporate
entrepreneurship, source credibility and the
gender of the CE. This is surprising, especially
given the amount of attention given to gender
differences in the communication literature. In
a conclusion that seems most relevant, there
seems to be little question that “subjects
evaluate the same speech differently based on
the gender of the speaker” (Kenton 1989, p.
143). If this is the case, then the relationship
between the gender of the source and source
credibility in a corporate entrepreneurship
situation needs to be explored.
There is a lack of research specific to the
relationship between gender of source and
perceived expertise of source. One study by
Hargett (1999) found that students rated male
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instructors higher than female instructors on the
continuums of trained vs. untrained and bright
vs. stupid. However, given the lack of research
specific to this issue in the entrepreneurial
literature, Kenton’s (1989) summary article is a
valuable resource when it comes to generating
hypotheses. Kenton argued that “receivers will
tend to rank men higher on the Expertise
dimension” (1989, p. 154). As such, the
following hypothesis is offered:
Hypothesis 1. Male CEs will be
perceived as more competent than
female CEs.
Kenton did not offer a specific proposition
relative to the dimension of trustworthiness,
although she leaves one with the impression
that men will be perceived as more trustworthy
than women. Other research offers a mixed bag
of results. While some research finds no gender
differences when it comes to trustworthiness
(e.g., Spector and Jones 2004), Hargett (1999)
found men rated higher on the continuum of
trustworthy to untrustworthy, and still others
have found that women are perceived as more
trustworthy than men (e.g., Jones and
Kavanagh 1996). As such, the following
hypothesis is offered:
Hypothesis 2. There will be no
d i f f e r e n ce i n t h e p e r c ei ve d
trustworthiness of male vs. female CEs.
Hastings (2006) found that women still are
perceived as being better at traditionally
feminine “caretaking skills.” Also, the
emotional intelligence skills possessed by
women may make them better at the
negotiation table because they pay attention to
what their negotiating partner is feeling
(Hastings 2006). Kenton (1989) was very
certain that women would rank higher on the
dimension of goodwill. Her belief was
grounded in the belief that women will be
perceived to have a greater “focus and concern
for the receiver” (1989, p. 152).
Hypothesis 3.
Female CEs will be
perceived as having more goodwill than
male CEs.
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METHOD
Study Design
This study was conducted to examine how
gender related to source credibility. To test the
hypotheses, a scenario and survey design was
used. The independent variable (source gender)
was manipulated in a video describing a
business ethics class and dependent variables
(the three source credibility dimensions) were
measured in a survey. The study had a betweensubjects design in which subjects heard one
voice (male or female) describing the class and
then completed the credibility survey.
The stimulus material was two videos
describing a proposed ethics workshop
developed by university faculty for the purpose
of convincing organizations to purchase the
workshop as an in-house training and
development tool. The overall goal of the
project is to generate additional sources of
revenue for the area in which the faculty were
employed. The idea was to develop different
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workshops, courses and programs, perhaps
using new and different technologies, for
organizations that we had previously not been
able to reach. Developed by interested faculty,
we believe that it fits with the advocate model
described by Wolcott and Lippitiz (2007). The
videos described the workshop as well as the
advantages of the workshop to the workforce
and the entire organization. In one video, a
male voice pitched the class as an important
development tool for ethical decision making.
In the second video, a female voice did the
same.
The same script was used for both speakers.
The male recorded the video first and the
female listened to the recording to discern
where emphasis was placed and to recreate a
similar emphasis in her video.
Measures
Credibility was measured using the ethos/
source credibility scale developed by
McCroskey and Teven (1999). The scale

TABLE 1
Means, Standard Deviations and Correlation Coefficients

Gender Voice

Credibility

Competence

Trustworthiness

Goodwill

S.D.

Mean

Gender Voice

---

---

---

---

---

Credibility

5.41

.823

.164

---

---

---

---

Competence

5.57

.819

.008

.832**

---

---

---

Trustworthiness

5.78

.962

.180*

.873**

.683**

---

---

Goodwill

4.89

1.12

.200*

.845**

.516**

.566**

---

N = 123
* p < .05
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consists of three subscales that measure
competence (Cronbach’s alpha: 0.85),
trustworthiness (Cronbach’s alpha: .91), and
goodwill (Cronbach’s alpha: .92). All the
subscales were measured using six bipolar
adjective items. Example items from each
subscale include: Untrained -Trained
(competence subscale); Dishonest-Honest
(trustworthiness subscale); and InsensitiveSensitive (goodwill subscale). Cronbach’s
alpha for the overall source credibility scale
was 0.93.
Subjects
Participants were 123 U.S. undergraduate
students enrolled in three sections of an upperdivision management course at a northwestern
U.S. university. Participation was voluntary and
anonymous. The experiment was conducted
during class time. The course instructor, who
also is one of the researchers, offered students a
small amount of extra credit in return for their
participation. In the sample there were 67 male
students and 56 female students.
Procedure
The video was introduced as a promotion of a
new workshop that the university is considering
marketing to Fortune 500 organizations around
the country. Students were asked for their
honest feedback about the workshop based on
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the opinions they formed from the watching the
video.
RESULTS
Hypotheses were tested using analysis of
variance techniques. Table 1 shows means,
standard deviations, and correlations among the
independent and dependent variables.
Hypothesis 1 predicted that the male voice
would be perceived by the subjects as more
competent than would the female voice. The
means on the measure of competence were very
similar, but in the opposite direction predicted
(M= 5.56 for the male voice; M = 5.58 for the
female voice). This difference was not
statistically significant and the hypothesis was
rejected. Hypothesis 2 predicted that there
would be no difference between the male and
the female voice when it came to perceived
trustworthiness. In fact, the female voice was
perceived as more trustworthy F(1,121)=4.05, p
< .05. Hypothesis 3 predicted that the female
voice would be perceived as higher in goodwill
than would the male voice. The hypothesis was
supported, F(1,121)=5.02, p < .05. Table 2
shows sample sizes, means and standard
deviations for the male and female voices on
credibility, competency, trustworthiness, and
goodwill.

TABLE 2
Descriptive Statistics

143

N

Mean

Std Dev

Credibility-Male Voice

61

5.28

.804

Credibility-Female Voice

62

5.54

.826

Competence-Male Voice

61

5.56

.752

Competence-Female Voice

62

5.57

.887

Trustworthiness-Male Voice

61

5.61

.987

Trustworthiness-Female Voice

62

5.95

.913

Goodwill-Male Voice

61

4.66

1.18

Goodwill-Female Voice

62

5.11

1.01
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An examination of the differences between
perceptions of the male vs. female voice based
on the gender of the listener revealed no
statistically significant differences except on
trustworthiness. The difference between female
listeners’ ratings of the male voice were
different at a statistically significant level than
the other combinations of voice and listeners, F
(1,121)=6.49, p<.05. The mean rating that
female listeners gave the male voice was 5.37
versus the mean for other voice/listener
combinations of 5.90. Broken down by
combination, the mean for female listener/
female voice was 5.96; for male listener/female
voice was 5.96; and for male listener/male
voice was 5.79.
DISCUSSION
The source credibility of the CE is an important
variable in the process of acquiring resources
for corporate entrepreneurial ventures. While
there is some research on the differences
between male and female entrepreneurs (e.g.,
Kepler and Shane 2007), we did not find any
research on the differences in the process of
male and female entrepreneurs’ resource
acquisition. This study attempted to determine
how gender might affect source credibility. Of
the three dimensions of source credibility
defined by McCroskey and Teven (1999), there
were no gender differences in perceptions of
the CE on competence, but there were
statistically significant differences in
trustworthiness and goodwill. Specifically, the
female CE was rated higher than the male CE
on trustworthiness and goodwill. The largest
difference in all the comparisons was in how
female listeners rated the male CE on
trustworthiness. While mean ratings of the
female CE’s trustworthiness were the same
across male and female listeners and the male
CE’s trustworthiness was rated lower by both
male and female listeners, it was the female
listeners who rated the male CE lowest.
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trustworthy and caring as female CEs. While
the first two minutes of any presentation are
critical for the establishment of credibility (e.g.,
Simons 2005), they may be especially critical
for male CEs seeking to establish
trustworthiness and goodwill. Future research
might examine what strategies will be most
effective for male CEs to increase those
dimensions of credibility. A search of the
literature found many references to the
importance of increasing trust and rapport with
an audience, but little in the way of rigorous
research on how to do so.
Limitations
There are two major limitations of our study.
The first is the use of a college student sample.
While students are certainly used to considering
the credibility of the source of their classes,
their perceptions may not be generalizable to
the larger population. Second, the sample size
for the study was small. Though there were
more than 60 subjects in each condition, a
larger sample size would offer more reliability
in the results. Thus, further research is need to
confirm the findings of this exploratory study.
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PUBLIC HEALTH AND SOCIAL MARKETING:
ASPECTS OF SOCIAL, BEHAVIORAL, AND BIOLOGICAL
INFLUENCES ON LOW BIRTH WEIGHT RISKS AMONG
AFRICAN-AMERICANS IN MISSISSIPPI
CAROLYN B. DOLLAR, Alcorn State University
KIMBALL P. MARSHALL, Alcorn State University
WILLIAM S. PIPER, Alcorn State University
Public health nursing and Social Marketing perspectives are used to study biological, social and
behavioral influences on low birth weight (LBW) rates among African-American women in
Mississippi where African-American LBW and infant mortality rates are double those of Whites.
Maternal age, parity, prior fetal loss, preexisting medical risk factors, pregnancy complications,
marital status, education, smoking, alcohol use, prenatal care, and weight gain during pregnancy
were included. Logistic regression was applied to two samples of Mississippi Vital Records birth
certificates representing a fixed number of LBW and non-LBW African-American births. Findings
can help health care providers prepare Social Marketing programs to address alternative social
supports, weight control, tobacco and alcohol abstinence, and early and continuing prenatal care in
this high LBW population, and to educate clinicians regarding potential “red flags” when caring for
pregnant African-American women.
INTRODUCTION
Disparity exists, both nationally and in
Mississippi, in the incidence of AfricanAmerican low birth weight (LBW) infant births
and those of White Americans and other ethnic
and racial groups. Although the United States’
infant LBW incidence rate is down overall,
LBW rates of African-American infants is
twice that of Whites and other minorities
(Goldenberg et al. 1996; USDHHS 2000).
LBW is significant because birth weight is a
major predictor of infant health mortality,
morbidity, learning disabilities, and mental
retardation (CDC, 2002; Guyer et al., 2000 and
2001; Eisner et al. 1979; NCHS 1998; Susser
1972). LBW infants accounted for 7.5 percent
of all births in the United States in 1997, and
accounted for 65percent of infant deaths (Guyer
et al. 1999). According to Sumits and Bennett
(1996), infants weighing less than 2500 grams
are 40 times more likely to die than are those of
normal weight. The objectives of this paper are
The Marketing Management Journal
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to identify, through literature review and
logistic regression analysis of birth registration
data, social, cultural, economic and
demographic factors that influence the
incidence of low birth rate among AfricanAmericans in Mississippi, and to assess the
Social Marketing implications of these findings
for programs intended to reduce LBW
incidence births among this population. Social
Marketing has successfully employed
commercial marketing concepts and techniques
to achieve public health goals. These concepts
and techniques are most successful when
employing the entire marketing mix rather than
just the promotional element (Pirani and Reises
2005).
To design such programs, the
characteristics of the target market must be
understood. The techniques described here
illustrate a method for achieving this goal.
BACKGROUND LITERATURE
Epidemiological Trends
National trends in LBW were calculated by the
Center for Disease Control (CDC) for the years
1980-2000, using birth certificate data for these
Marketing Management Journal, Fall 2009
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years (CDC 2002). The CDC studies indicated
that while infant mortality declined 45.2
percent for all races over the period, the decline
was greater for White infants than for AfricanAmerican infants (CDC). According to the
CDC, the persistence of infant mortality in the
African-American populations is in large
measure due to LBW among African-American
infants compared to White infants. LBW rates
in Mississippi for the year 2000 were 10.3 per
1000 live births, with 7.4 per 1000 for Whites
and 13.8 per 1000 for African-Americans
(Hoyert et al., 2001; Mississippi State
Department of Health 1999, 2000). Mississippi
infant mortality figures for the year 2000 are
10.1 per 1000 live births, with 6.8 per 1000 for
Whites and 14.2 per 1000 for AfricanAmericans (Hoyert et al., 2001; Mississippi
State Department of Health 1999, 2000).
Moreover, African-American babies, on
average, are, on average, smaller and born
earlier (12.5 percent) than White babies (5.7
percent) (Goldenberg et al. 1996; McCormick
1985; Sumits and Bennett 1996).

risk factors for LBW, such as low SES, lack of
education, substance abuse, and lack of prenatal
care, were more common among White women
studied than African-American women, but that
African-American women had more infants
born preterm and with LBW than White
women.
They concluded that maternal
characteristics studied including demographics,
medical environment, and behavioral and
psychosocial risk factors did not explain the
increased risk for LBW among AfricanAmerican women (Goldenberg et al. 1996).
Similar findings are reported by Shiono et al.
(1997). In summary, despite many social
intervention programs by federal, state, and
local institutions, such as Medicaid programs
for prenatal care, Women, Infants, and Children
(WIC) programs, and programs for substance
abuse, AIDS, and high risk pregnancies, LBW
and its impacts persist among AfricanAmericans nationally and in Mississippi and the
reasons for racial disparities remain unclear.

It is not readily apparent why birth weight
racial disparities exist. While LBW is often
attributed to low socioeconomic conditions and
lower levels of education (House, Landis and
Umberson 1988; Hummer 1996), some
researchers have found that the AfricanAmerican-White LBW gap continues when
both parents are African-American and college
educated and are in higher socioeconomic
brackets (Hoyert et al., 2001; Scanlan 2000;
Collins et al. 1997). Risk factors such as
maternal age, marital status, low socioeconomic
status (SES), type or lack of insurance
coverage, education, substance abuse, smoking
during pregnancy, previous fetal loss, parity,
medical conditions, complications of
pregnancy, and lack of prenatal care have all
been implicated in studies influencing LBW
infant births (Gaffney 2000; Scanlan 2000;
Geronimus 1999; Fuller 1999; Frisbie et al.
1997; Reichman and Pagnini 1997; Elbourne et
al. 1986; Krieger et al. 1997; Shiono et al.
1997; Sampson et al. 1994; Myhra 1992;
Spurlock et al. 1987; NCHS 1971).
Goldenberg et al. (1996) noted that many of the

Shaver’s (1985) A Biopsychosocial View of
Human Health provides a model of categories
of influence that can help to organize the
complex factors that may underlie LBW and
racial disparities in LBW.
This model
distinguishes environmental, social and
biological factors, and the interaction of factors
on health status. This study assesses the impact
of biological, social and behavior factors on the
likelihood of LBW infant births with the unit of
analysis being individual African-American
women in Mississippi.
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Biological Factors
According to Healthy People 2010 (USDHHS
2000), current information regarding biological
and genetic characteristics of AfricanAmericans, does not explain racial health
disparities in the United States.
Instead,
disparities are believed to be the result of
complex interrelationships among social,
behavioral, genetic, and environmental factors
(U.S. Department of Health and Humans
Services 2000). In this study, biological factors
148
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include: (1) maternal age, which has
consistently been shown to have an effect on
infant birth weight and/or prematurity
(Reichman and Pagnini 1997; Fraser, Brockert,
and Ward 1995; Kleinman and Kessel 1987;
Lierberman et al. 1987); (2) parity, for which
study results have been inconsistent regarding
birth weight, both as having little effect and
having a significant effect (Frisbee et al. 1997;
Kleinman and Kessel 1987; Shiono et al. 1986);
(3) previous fetal loss, which has been shown to
be a risk factor for LBW and premature birth
(Baldwin and Larson 1998); (4) preexisting
known LBW medical risk factors such as
anemia, cardiac disease, acute or chronic lung
di sease , di ab et es, ge ni t al her pes ,
hemoglobinopathy, hypertension (chronic),
previous infant 4000+ grams, previous preterm
or small for gestational age infant, renal
disease, or other; and (5) complications during
pregnancy.
Social Factors
Previously recognized social factors include
interaction with other individuals, communities,
and social institutions (USDHHS 2000). Social
factors considered here include: (1) social
supports, with marriage as the proxy; and (2)
socioeconomic status (SES), with education as
the proxy. Marriage has been shown to have a
positive effect on pregnancy outcomes (Amin
1996; Anderson 1995; Baldwin 1986; Bird
2000; House et al. 1988) and is often used as a
surrogate for social support (Bennett 1992).
Studies have shown that social relationships are
protective of health (House et al. 1988).
Marriage is considered an enabling resource
and has been shown to be associated with
increased prenatal care use (House et al. 1988;
Perloff and Jaffee 1999).
Education has been shown to have a consistent
positive effect on general health status, and on
LBW specifically (Williams 1990). As a link to
positive birth outcomes, some researchers have
concluded that education may be the best single
indicator of health status and has several
advantages over the use of other single SES
indicators. These include: (1) stability over
149
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time, (2) ease of measurement, and (3)
respondent reliability (Lieberman et al. 1987;
Singh and Yu 1995; Sudano 1995; USDHHS
2000).
Behavioral Factors
Behavioral factors are individual responses to
internal and external conditions. Behaviors can
be shaped by the social and physical
environments that affect an individual’s life. A
reciprocal relationship can occur between
behavior and biology (USDHHS 2000).
Behavioral factors for this predictive study
included:
1. Self-report of smoking, smoking having
been shown to have a negative effect on
LBW (Adler et al. 1993; Baldwin and
Larson 1998; Feldman et al. 1992;
Hellerstedt et al. 1997; Myhra et al. 1992);
2. Self-report of alcohol use, which has been
implicated in problematic pregnancy
outcomes (Baldwin 1986; Din-Dzietham
and Hertz-Piciotto 1998; Feldman et al
1992);
3. Prenatal care, which has been shown to
have a positive effect on LBW infant births;
and
4. Weight gain during pregnancy as an
indicator of intrauterine growth and
mother’s nutritional status has been
associated with birth weight outcomes
(Strycher 2000; Hellerstedt et al. 1997;
Moss and Carver 1998; Tafel 1986). Data
regarding weight gain did not include body
mass index, therefore, the issue of obesity
or underweight was not available for study.
Figure 1 depicts the model tested in this study.
The signs beside each independent variable
indicate the hypothesized relationship of that
variable to the likelihood of a LBW birth from
that mother.
OPERATIONALIZATION
OF VARIABLES
With consideration of issues relating to official
birth records as secondary data (Woolbright and
Harshbarger 1995; Buescher et al. 1993), data
Marketing Management Journal, Fall 2009
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FIGURE 1
Selected Biological, Social, Behavioral and Environmental Factors to Predict Risk of Health
Status of LBW Infant Births to African-American Women in Mississippi

BIOLOGIC
1.
2.
3.
4.
5.

Maternal Age +
Party +
Prior Fetal Loss Preexisting Medical Condition Complications of Pregnancy

SOCIAL
1.
2.

Marriage +
Education +
LBW
Likelihood
BEHAVIORAL

1.
2.
3.
4.

Smoking +
Alcohol Use +
Prenatal Care Weight Gain -

for selected biological, social and behavioral
variables were obtained from the Mississippi
Birth Certificate database. African-American
women were defined as self reported by race on
the Mississippi State Department of Health
birth certificate.
Operational definitions
including coding for each variable included in
this study are provided below.
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Biological
1. Maternal age: Age categories: 0 = <
15years; 1 = 15-18 years; 2 = 19-35 years;
3 = > 36 years.
2. Parity (the total number of previous births
and stillbirths after 24 weeks gestation)
(Bobek and Jensen 1993; English,
Eskenazi, and Christianson 1994), as
reported on the certificate of live birth by
the MSHD; Parity categories: 0 = 0; 1 = 1;
2 = 2; 3 = 3; 4 = > 3.
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3. Prior fetal loss: 0 = 0 loss; 1 = 1; 2 = 2; 3 =
3; 4 = > 3.
4. Preexisting medical risk factors as reported
on the certificate of live birth by the
MSDH, which included: (a) anemia (HCT
< 30/HGB < 10), (b) cardiac disease, (c)
acute or chronic lung disease, (d) diabetes,
(e) genital herpes, (f) hemoglobinopathy,
(g) hypertension (chronic), (h) previous
infant 4000+ grams, (i) previous preterm or
small for gestational age infant, (j) renal
disease, or (k) other. Preexisting medical
risk factors categories: 0 = 0; 1 = 1-2; 2 = 3
-4, 3 = > 4.
5. Complications of Pregnancy as reported on
the certificate of live birth by the MSHD
i n c l u d e d: ( a ) h yd r a mn i o s , ( b )
oligohydramnios, (c) hypertension
(pregnancy-associated), (d) eclampsia, (e)
incompetent cervix, (f) Rh sensitization, (g)
uterine bleeding, (h) febrile (> 100 0 F), (i)
meconium (moderate or heavy), (j)
premature rupture of membranes (> 12
hours), (k) abruptio placentae, (l) placenta
previa, (m) other excessive bleeding,
seizures during labor, (n) precipitous labor
(< 3 hours), (o) prolonged labor (> 20
hours), (p) dysfunctional labor, (q) breech
or malpresentation, (r) cephalopelvic
disproportion, (s) cord prolapse, (t)
anesthetic complications, (u) fetal distress,
or (v) other. Categories: 0 = 0; 1 = 1-2; 2 =
3-4; 3 = > 4.
Health Behaviors
1. Self-report of smoking during pregnancy.
Categories: 0 = yes; 1 = no;
2. Self-report of alcohol use during
pregnancy. Categories 0 = yes; 1 = no;
3. Prenatal care instituted. Categories: 0 = no
prenatal care; 1 = inadequate (less than 50
percent expected visits) care; 2 =
intermediate care (50-79 percent of
expected visits); 3 = adequate care (80-109
percent of expected visits); 4 = adequate
plus (> 110 percent of expected visits)
(Kotelchuck 1994b);
4. Weight gain during pregnancy. Categories:
0 = < 15 pounds; 1 = 16-25 pounds; 2 = 26151
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35 pounds; 3 = > 35. Note that weight loss
was not a factor as this could not be
determined from birth certificate data.
Body mass index or weight at the beginning
of pregnancy was not available from the
birth certificate database; therefore, it was
not possible to determine if the woman was
under or overweight at the beginning of her
pregnancy.
Low Birth Weight
LBW is operational defined as the condition of
an infant being born alive after at least 24
weeks of pregnancy and weighing less than
2500 grams (Bobek and Jensen 1993; Guyer et
al. 2000 and 2001; NCHS 1998; Sable and
Herman 1997). This variable is coded as a
binary (0=Yes LBW, 1=Not LWB).
Socioeconomic Status (SES)
Education was used as a proxy for SES with
education coded as: 0 = 1-8 years; 2 = 9-12
years; and 3 = > 12 years.
Social Support (SS)
As discussed above, Marriage, coded 0=Yes
and 1=No, served as an indicator of social
supports during pregnancy.
DATA ANALYSIS
The study first used cross-tabulation analysis
with Chi-Square for efficient descriptive
summary of the data and for an initial
assessment of the association of the proposed
independent variables with LBW. This was
followed by applying logistic regression to a
model of the proposed relationships of the
independent variables to the dependent
variables. Table 1 provides descriptive and
cross-tabulation data for the two samples (LBS
and Non-LBW). All independent variables
produced statistically significant Chi-Square
coefficients (P<.05). This justifies further
investigation within the context of logistic
regression.
Marketing Management Journal, Fall 2009
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Table 2 reports the logistic regression results.
Logistic regression allows assessment of the
statistical influence of a combination of
categorical and continuous independent
variables on a categorical dependent variable
(LBW). The predictor variables do not have to
be normally distributed, linearly related, or
have equal variances within each group
(Mertler and Vasnnatta 2001).
Forward
stepwise logistic regression was used. Table 2
reports the adequacy of the final step model,
including classification accuracy and the
statistical influence of each independent
variable. The model correctly predicted 65.3
percent of the cases (64.1 percent of LBW
cases and 66.6 percent of non-LBW cases).
This may be considered a moderately predictive
model (Mertler and Vanetta 2001). The ChiSquare Goodness of Fit test for the overall
model was statistically significant at P<.001.
In logistic regression, the effect of an
independent variable on a dichotomous
outcome is represented by an “odds ratio.” The
odds ratio is defined as the ratio of probability
than an event will occur divided by the
probability that the event will not occur. Odds
ratio (OR) is defined as the odds of being
classified in one category of the dependent
variable (DV) for two different values of the
independent variable (IV) (Mertler and Vanetta
2001). In the regression model, B represents the
regression coefficient and represents the effect
the IV has on the DV. S.E. is the standard error
of B.
The Wald statistic represents the
significance of each variable in its ability to
contribute to the model. The odds ratio
represents the increase of decrease in odds of
being classified in a category when the
predictor variable increases by 1 (Mertler and
Vanetta 2001).
All statistically significant variables for
predicting LBW status are shown in Table 1
with the significance coefficient and odds ratios
reported for the levels of each variable (marital
status was not significantly). Among these, the
most important predictors are: (a) inadequate
prenatal care < 50 percent of expected visits p
<.02, odds ratio 1.284; (b) parity of no previous
Marketing Management Journal, Fall 2009
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births p <.01, odds ratio 1.267; (c) Prior fetal
loss of 2, p <.008. Those factors most
significant at p < .001 included: (a) no prenatal
care, odds ratio 3.423; (b) adequate plus
prenatal care, odds ratio 2.467; (c) weight gain
under 15 pounds, odds ratio3.494; (d) weight
gain 15-25 pounds, odds ratio 2.042; (e) 3-4
complications of pregnancy, odds ratio 2.772;
and (f) 5 or more complications of pregnancy,
odds ratio 5.256.
Prenatal care. “No prenatal care” was
significant at p < .001. Mothers who had no
prenatal care were 3.4 times more likely than
mothers who had “adequate care (80-100
percent of expected visits)” to have a LBW
infant birth. “Inadequate or < 50 percent of
expected visits prenatal care” was significant at
p < .022. Mothers who had inadequate prenatal
care were 1.3 times more likely than mothers
who had “adequate care (80-100 percent of
expected visits)” to have a LBW infant birth.
“Intermediate or 50-75 percent of expected
visits prenatal care” was not significant at p
< .149. Mothers who had intermediate prenatal
care were 0.84 times less likely to have a LBW
infant birth. An odds ratio below one indicates
that the corresponding factor is associated with
a lower likelihood of a LBW outcome than
would occur by chance. “Adequate plus or 110
percent of expected visits prenatal care” was
significant at p < .001. Mothers who had
adequate plus prenatal care were 2.5 times more
likely than mothers who had “adequate care (80
-100 percent of expected visits)” to have a
LBW infant birth.
Parity. “No previous pregnancies” was
significant at p < .021. Mothers who had no
previous births were 1.3 times more likely than
mothers who had one previous birth to have a
LBW infant birth. “Two previous pregnancies
> 24 weeks” was not significant at p < .061.
Mothers who had two previous births were 0.82
times less likely than mothers who had one
previous birth to have a LBW infant birth. An
odds ratio below 1 indicates that the
corresponding factor is associated with a lower
likelihood of a LBW outcome than would occur
by chance. “Three previous pregnancies > 24
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TABLE 1
Frequencies and Crosstabulations
Low Birth
Rate

Total

Non-Low
Birth Rate

N

%

N

%

N

%

No Care

215

5.4

152

70.7

63

29.3

Inadequate Care <50% of expected visits

623

5.8

291

46.7

332

53.3

Intermediate Care 50-75% of expected visits

440

11.1

159

36.1

281

63.9

*Adequate Care 80-110% of expected visits

1,078

27.3

408

37.8

670

62.2

Adequate Plus >110% of expected visits

1,594

40.4

965

60.5

629

39.5

None

1,389

35.2

731

52.6

658

47.4

*1

1,095

27.7

518

47.3

577

52.7

2

743

18.8

350

47.1

393

52.9

3

371

9.4

371

9.4

188

50.7

352

8.9

193

54.8

159

45.2

3,659

92.6

1,785

48.8

1,874

51.2

291

7.4

190

65.3

101

34.7

*No

3,902

98.9

1,942

49.7

1,966

50.3

Yes

42

1.1

33

78.6

9

21.4

829

21.0

551

66.5

278

33.5

15-25 lbs

1,310

33.2

691

52.7

619

47.3

26-35 lbs

927

23.5

408

44.0

519

56.0

*>35 lbs

884

22.4

325

36.8

559

63.2

949

24.0

442

46.6

507

53.4

3,001

76.0

1,533

51.1

1,468

48.9

733

18.6

405

55.3

328

44.7

3,019

76.4

1452

48.1

1,567

51.9

198

5.0

118

59.6

80

40.4

Predictor Variable
2

Prenatal Care (X =207.87, P<.0001)

Parity (Number of Prior Pregnancies over 24
weeks) (X2=12.856, P<.012)

4 or more
2

Smoked During Pregnancy (X =29.385,
P<.001)
*No
Yes
2

Drank Alcohol During Pregnancy (X =13.862,
P<.001)

Weight Gain During Pregnancy (X2=169.092,
P<.001)
Under 15 lbs

Marital Status (X2=5.869, P<.05)
*Yes (low risk)
No (high risk)
2

Age of Mother (X =19.762, P<.001)
Under 18 years
*18-35 years
Greater than 35 years
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Low Birth
Rate

Total

Predictor Variable

Non-Low
Birth Rate

N

%

N

%

N

%

3,131

79.3

1,518

48.5

1,613

51.5

1

606

15.3

333

55.0

273

45.0

2

156

3.9

89

57.1

67

42.9

57

1.4

35

61.4

22

38.6

2,971

75.2

1,415

47.6

1,556

52.4

1-2

838

21.2

485

57.9

353

42.1

3 or more

141

3.6

75

53.2

66

46.8

*None

2,518

63.7

1,103

43.8

1,415

56.2

1-2

1,088

27.5

637

58

457

42

55

1.4

43

78.2

12

21.8

156

3.9

97

62.2

59

37.8

*High school graduate

2,593

65.6

1,333

51.4

1,260

48.6

Greater than high school

1,201

30.4

545

45.4

656

54.6

2

Prior Fetal Loss < 24 Weeks (X =14.891, P<.002)
*None

3 or more
Prior Medical Risk Factors (X2=28.059, P<.001)
*None

Number of Complications of Pregnancy
(X2=123.575, P<.001)

5 or more
Education (X2=21.571, P<.001)
0-12 years

*Reference for Logistic Regression

weeks” was not significant at p < .134. Mothers
who had three previous births were 0.82 times
less likely than mothers who had one previous
birth to have a LBW infant birth. An odds ratio
below 1 indicates that the corresponding factor
is associated with a lower likelihood of a LBW
outcome than would occur by chance.
“Four or more previous pregnancies > 24
weeks” was not significant at p < .157.
Mothers who had four or more previous births
were 0.80 times less likely than mothers who
had one previous birth to have a LBW infant
birth. An odds ratio below 1 indicates that the
corresponding factor is associated with a lower
likelihood of a LBW outcome than would occur
by chance.

Marketing Management Journal, Fall 2009

Smoking during pregnancy. “Smoking during
pregnancy” was significant at p < .001.
Mothers who smoked were 1.8 times more
likely than mothers who did not smoke to have
a LBW infant birth.
Drinking alcohol during pregnancy. “Drinking
alcohol during pregnancy” was not significant
at p < .051. Mothers who drank alcohol were
2.2 times more likely than mothers who did not
drink alcohol to have a LBW infant birth. This
may be classified as a moderately predictive
model (Mertler and Vanetta 2001).
Weight gain during pregnancy. “Weight gain <
15 pounds” during this pregnancy was
significant at p < .001. Mothers who gained
less than 15 pounds were 3.5 times more likely
than mothers who had gained > 35 pounds to
154
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TABLE 2
Logistic Regression Final Step Model Coefficients
Predictor Variable

B

Prenatal Care
No Care
Inadequate Care <50% of expected visits
Intermediate Care 50-75% of expected visits
Adequate Plus >110% of expected visits

1.231
0.250
0.179
0.903

0.173
0.110
0.124
0.066

50.641**
5.212*
2.083
111.032**

3.423
1.284
0.836
2.463

0.237
-0.197
-0.204
-0.220

0.095
0.105
0.136
0.155

6.24*
3.514
2.245
1.999

1.267
0.822
0.815
0.803

0.600

0.144

17.370**

1.821

0.806

0.412

3.820

2.239

1.251
0.714
0.344

0.108
0.095
0.102

134.578**
56.621**
11.376**

3.494
2.042
1.411

0.175
0.316

.0106
0.167

2.714
3.602

1.191
1.372

0.446
0.520
0.367

0.106
0.196
0.322

17.713**
7.021
1.302

1.582
1.682
1.444

0.326
0.190

0.086
0.189

14.474**
0.010

1.386
1.019

0.576
1.020
1.659

0.079
0.142
0.347

53.336**
51.674**
22.929**

1.779
2.772
5.256

0.297
-0.231

0.186
0.082

2.559
8.035*

1.346
0.794

Parity (Number of Prior Pregnancies over 24 weeks)
None
2
3
4 or more
Smoked During Pregnancy
Yes
Drank Alcohol During Pregnancy
Yes
Weight Gain During Pregnancy
Under 15 lbs
15-25 lbs
26-35 lbs
Age of Mother
Under 18 years
Greater than 35 years
Prior Fetal Loss Pregnancies < 24 Weeks
1
2
3 or more
Prior Medical Risk Factors
1-2
3 or more
Number of Complications of Pregnancy
1-2
3-4
5 or more
Education
0-12 years
Greater than high school

SE

Wald

Odds Ratio

Notes: *p < .05, **p < .001. Overall correct classification-65.3% (66.6% for LBW and 64.1 for non-LBW), ChiSquare=593. DF=25, P<.001.
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have a LBW infant birth. “Weight gain of 1525 pounds” during this pregnancy was
significant at p < .001. Mothers who gained 15
-25 pounds were 2 times more likely than
mothers who had gained > 35 pounds to have a
LBW infant birth. “Weight gain of 25-35
pounds” during this pregnancy was significant
at p < .001. Mothers who gained 25-35 pounds
were 1.4 times more likely than mothers who
had gained > 35 pounds to have a LBW infant
birth. Mothers who gained more than 35
pounds were less likely to have a low birth
weight infant.
Maternal age. “Maternal age under 18 years”
was not significant at p < .099. Mothers under
age 18 years were 1.2 times more likely to have
a LBW infant birth than mothers age 18-35
years of age. Although the odds ratio was
slightly higher than 1, it was not found to be
significant in the regression model. “Maternal
age over 35 years” was not significant at p
< .058. Mothers over age 35 years were 1.4
times more likely to have a LBW infant birth
than mothers age 18-35 years of age.
Fetal loss. “Fetal loss” of one previous
pregnancy less than 24 weeks was significant at
p < .001. Mothers with one prior fetal loss
were 1.6 times more likely to have a LBW
infant birth than mothers with no prior fetal
loss. “Fetal loss” of two previous pregnancies
less than 24 weeks was significant at p < .008.
Mothers with two prior fetal losses were 1.7
times more likely to have a LBW infant birth
than mothers with no prior fetal loss.
Maternal risk factors. “Maternal risk factors of
1-2” was significant at p < .001. Mothers with 1
-2 maternal risk factors were 1.4 times more
likely to have a LBW infant birth than were
mothers with no maternal risk factors.
“Maternal risk factors of 3 or more” was not
significant at p < .920. Mothers with three or
more maternal risk factors were no more likely
to have a LBW infant birth than mothers with
no maternal risk factors (OR 1). This may be
because women with three of more maternal
risk factors may more readily seek out or be
Marketing Management Journal, Fall 2009
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referred to more comprehensive or intense prenatal care.
Complications of pregnancy. “Number of
complications of pregnancy of 1-2” was
significant at p < .001. Mothers with 1-2
complications of pregnancy were 1.8 times
more likely to have a LBW infant birth than
mothers with no complications of pregnancy.
“Number of complications of pregnancy of 3-4”
was significant at p < .001. Mothers with 3-4
complications of pregnancy were 2.8 times
more likely to have a LBW infant birth than
mothers with no complications of pregnancy.
“Number of complications of pregnancy of 5 or
more” was significant at p < .001. Mothers with
5 or more complications of pregnancy were 5.3
times more likely to have a LBW infant birth
than mothers with no complications of
pregnancy.
Education. “Number of years of education 012” was not significant at p < .110. Mothers
who had 0-12 years of education were 1.3 times
more likely to have a LBW infant birth than
mothers who had graduated from high school;
however, this finding was not found to be
statistically significant in the regression model.
“Number of years of education greater than
high school” was significant at p < .005.
Mother who had greater than high school
education were .794 times less likely to have a
LBW infant birth than mothers who had
graduated from high school. An odds ratio
below 1 indicates that the corresponding factor
is associated with a lower likelihood of a LBW
outcome than would occur by chance.
SOCIAL MARKETING IMPLICATIONS
Social Marketing is defined as “The application
of commercial marketing technologies to the
analysis, planning, execution and evaluation of
programs designed to influence voluntary
behavior of target audiences in order to
improve their personal welfare and that of
society” (Andreasen 1995, 7). later, Kotler and
Andreasen (1996) elaborated the Social
Marketing concept to note that Social
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Marketing is intended to lead people to
overcome detrimental behavior by changing
deep-seated beliefs that affect their well-being
and/or that of society.
Andreasen (2002)
further clarified the definition by saying “Social
Marketing is a well-defined set of processes for
promoting individual behavioral change to
alleviate social problems.”
The roots of Social Marketing go back a long
way to an idea by the sociologist G. D. Wiebe
(1952) who, in Public Opinion Quarterly, asked
why social causes were not sold in a manner
similar to how soap and other commodities are
sold. He noted that social causes are often
performed under “less than marketing like
circumstances.” He noted that when social
causes were addressed similar to a marketing
problem, the result became much more
effective and desirable. Some attempts at
Social Marketing have failed due to lack of
understanding and application of sound
marketing techniques, and a sound marketing
plan including necessary marketing components
(Hill 2001; McDermot 2000; Wiebe 1952).
Both health education and regulation are often
used to effect social change but, these risk
failure if Social Marketing is not used to link
program goals to an understanding of the target
audience (Pirani and Reizes 2005).
To be effective, a Social Marketing message
should be straightforward and establish a tone
of mutual trust, and be delivered by someone
from the target audience. In this way, the
targeted people may find the message to be
more believable and respectful, and may be
able to identify with both the message and the
recommended behavior changes. Six identifiers
of Social Marketing can be indentified based on
data gleaned from Andreasen (1995) and
McKinzie-Mohr and Smith (1999) articles on
Social Marketing. The six identifiers place
Social Marketing apart from other marketing
functions because it has the fundamental Social
Marketing goal, of changing behavior for both
individual and social benefit. Based on this
premise we can suggest a process for
implementing behavioral change through a
Social Marketing program as including:
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1. Identify the primary target audience and the
geographic areas to be served so as to
understand the scope of the distribution and
assure contact. The target audiences here
are the universe of people for which the
social change would be desirable;
2. Assess the target market’s needs, wants,
desires, values and perceptions in order to
better identify and understand the
motivators for change;
3. Convert assessment findings into program
attributes that offer the audience benefits in
exchange for behavioral change. Members
of the target market must perceive and want
a benefit in exchange for the behavioral
change;
4. Design a plan and strategy for Social
Marketing around the motivators as
identified and converted to attributes;
5. Pre-test the strategy (message, product or
offering) with a representative group from
the audience and incorporate validated
feedback that will help the appeal for social
change;
6. Implement the plan and strategy with a
vigilant eye to the mini-successes. Do not
hastily revise the plan as it may take some
time for the strategy to motivate some or all
members of the group (Andreasen 1995;
McKinzie-Mohr and Smith 1999; AED
2000).
Social Marketing suggests that health care
professionals assess the priorities and
immediate needs that hold value for the target
audience (Icard et al. 2003). Social Marketing
concentrates on advising a target audience of
the benefits resulting from a change in behavior
and reducing barriers to change (Almendarez et
al. 2004; Beckmann et al. 2000). The LBW
infant crisis in the African-American
population is one of these problems that can be
remedied through Social Marketing technology
(Baffour et al. 2006) as it involves behavioral
changes that not only produce benefits for the
larger society, but also have high value,
intrinsic benefits for the individual as it
addresses a mother’s valuation of her child’s
well-being.
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This study contributes to the information
needed for Social Marketing programs, first, by
identifying and documenting a high need
population to serve as the target market.
Second, by identifying specific areas of
behavior change which that would likely have
the greatest effect for reducing LRW rates.
Third, by alerting researchers and program
developers to possible differences in social
support structures that differentiates this
African-American population. This last benefit
relates to the lack of statistical significance
regarding marital status and age, whereas these
variables have been found to be significant in
general population studies (Davis 1988). This
finding calls for further research to better
understand sources of support in this target
population, and to better understand the role
extended family members, peers and close
friends might play in reducing LBW risks
(Umberson 1987). Such persons might serve as
caregivers for the pregnant mother,
spokespersons for programs, and as opinion
leaders who legitimate the Social Marketing
message.
Limitations of the Study
This study has three important limitations.
First, it has focused on only one state and one
race. This prevents cross-race and cross-region
comparisons. While such comparisons are not
necessary for designing programs for this
clearly defined population, the external validity
of the study would depend on further research
that would allow such comparisons.
Second, because the study depended on vital
statistics records, potentially useful
psychographic, social, psychological, and
biological data was not available. Psychosocial factors specific to African-Americans
have been found to be important to AfricanAmerican case management (Gonzales-Calvo et
al. 1998; Kogan et al. 1994). Future research
into such factors should be considered and may
involve interviews with mothers who have had
LBW infants and those that have not had LBW
infants.
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Third, aggregate geographic, demographic and
socio-economic environmental data were not
considered. Ideally, a variety of environmental
factors should be considered as these may have
independent effects of LBW rates and therefore
LBW likelihood (Susser 1997; Tresserras et al.
1992). Important environmental factors to
consider in future research would include:
1. Unemployment, which has been associated
with higher infant mortality rates (Collins
and David 1990; Kleinman and Kessel
1987);
2. Mean income, as low income has been
associated with a greater risk of LBW
regardless of race (Bird and Bauman 1995;
Collins and David 1990);
3. Population, in order to determine
percentage of LBW as related to
population; and
4. Racial mix of each county, as highly
segregated areas may be associated with
inadequate prenatal services, low income,
inadequate access to care, and differences
in cultural expectations regarding what is a
“normal” pregnancy (Aneshensel et al.
1991; Aneshensel and Sucoff 1996;
Kotelchuck 1994b; Loveland-Cook et al.
1999; Willians and Jackson 2000).
CONCLUSIONS
The research presented here supplements extant
literature by focusing explicitly on AmericanAmerican women in a largely rural state with
large African-American populations that have
multi-generational histories in the state. The
model has the potential to assist health care
providers better understand and prepare Social
Marketing outreach programs to address this
population with exceptionally high LBW and
infant mortality rates. With the insights from
this model, providers will be better prepared to
develop programs to promote healthy
pregnancy outcomes by alerting clinicians to
potential “red flags” while caring for pregnant
African-American women, and develop Social
Marketing programs to address specific
behavioral change objectives such as weight
control, tobacco and alcohol abstinence, and
early and continuing prenatal care.
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However, further research is needed to
adequately support Social Marketing initiatives.
Health care providers need to be aware of the
many facets of risk involved relative to the
African-American woman in Mississippi and
the factors that make the greatest contribution
to unhealthy outcomes of LBW. To this end,
this study provides a framework for future
study of factors affecting LBW birth rates in the
African-American community. With increased
understanding of the risk factors that have the
greatest impact upon the African-American
population in Mississippi, strategies can be
developed to improve assessment, delivery of
culturally sensitive care, and evaluation of
programs to improve pregnancy outcomes.
Practitioners involved in clinical assessment
will also benefit from increased awareness of
risk factors predictive of LBW infant births
may be able to provide more informed and
timely interventions for improved health
outcomes (Main et al. 1987). In sum, this
understanding assists policy makers in
developing Social Marketing programs to
promote healthy pregnancy outcomes through
healthy pre-natal behaviors that include but go
beyond pre-natal care (Fiscella 1995), and this
study assists health care providers by alerting
clinicians to potential “red flags” when caring
for pregnant African-American women. By
increasing understanding of which risk factors
that have the greatest impact upon the AfricanAmerican population in Mississippi, strategies
can be developed to improve assessment,
delivery of culturally sensitive care, and
evaluation of programs to improve pregnancy
outcomes. Lessons from the field indicate that
segmenting the audience and conducting
research into their needs and lifestyles is
essential to an effective Social Marketing
program (Priani and Reizes 2005). Information
gained here regarding the biologic, social and
behavioral characteristics of mothers of low
birth rate infants can be the basis for the design
of Social Marketing programs that seek to
educate these at-risk populations and motivate
behavioral changes to reduce the likelihood of
LBW outcomes.
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Additional Research Recommendations
Psychological factors such as depression,
anxiety, stress, perception of racism, and selfconcept have not been addressed here. These
may have relationships to the risk factors
identified here and may have implications for
the design of Social Marketing programs.
Hypothesized risk factors of age and marital
status also need further study.
Previous
research with general populations identified
these as LBW factors. However, this study did
not find age or marriage to be statistically
significant. Study of social support
relationships beyond marriage relative LBW
should be explored. The risk factor of alcohol
use during pregnancy appears also needs further
study. Although other studies have shown
alcohol use during pregnancy to be a LBW risk
factor, a very low incidence was observed here
and the variable was not statistically significant.
This might have been due to respondent error
resulting form socially preferential responses.
Similarly, the small number of cases of three or
more fetal losses probably led to this factor
being found to be non-significant in this study.
This variable needs further research with this
population with a larger sample size.
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