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Editorial: Thoughts on Marketing Management Journal
The Current Issue:
In the present issue, there are three regular submission manuscripts. These articles highlight the wide
scope of topics that fall within the realm of Marketing Management. I want to highlight several key
takeaways I gleaned from each of these articles.
The first article, “Get In Where You Fit In: How Realistic Job Previews Impact Salesperson
Congruence and Commitment to Values,” is written by Darrat, Babin, Darrat, Darrat, and Saleh. This
study examines whether and how an accurate and detailed job preview can preemptively engender
common values among new recruits and serve as a filtering mechanism to attract committed
salespeople. The results show that realistic job previews significantly enhance salesperson value
congruence and satisfaction, which are likely to lead to lower role conflict. As an important
implication to sales managers, this article offers a tabulated summary of recommended initiatives on
implementing recruitment techniques to promote a value-driven sales force.
The next article, “Household Energy Consumption: Understanding the Impact of Income, Racial
Diversity, and Pro-Environmental Behaviors” by Walker, Nowlin, and Krush, explores demographic
and situational factors that affect household energy consumption. Utilizing publicly available data,
this study finds that household income indirectly drives electricity consumption through dwellings
with higher energy requirements, although racial diversity appears to attenuate the direct effects of
income on usage. This article serves as a reminder to both academic researchers and marketing
practitioners that big public data sets are often able to provide valuable information and generate
insights that are not available in smaller datasets like surveys.
The third article is titled “Differences in Generation Y and Generation Z: Implications for
Marketers,” and is written by Reisenwitz. This study compares and contrasts Internet usage variables
(Internet shopping satisfaction, social media usage, brand loyalty, and risk aversion) for Generation Y
and Generation Z respondents. Results reveal that although Generation Y tend to experience greater
Internet shopping satisfaction and exhibit greater brand loyalty than members of Generation Z, there
are no significant differences between the two generational cohorts for social media usage and risk
aversion. This study offers interesting insights on how generational characteristics evolve as each
cohort matures.
New Members of the Editorial Review Board:
I am proud to announce three new members of the Editorial Review Board:
G. Alexander Hamwi, Missouri State University
Eddie Inyang, The College of New Jersey
Ryan Matthews, Tennessee Tech University
As submissions continue to increase in number and quality, I will continue to add new members to the
Editorial Review Board. As can be seen, new Editorial Review Board members have strong records of
research accomplishment and are able to review multiple topics and methods. At the conclusion of
this volume, the term for several members of the Editorial Review Board will conclude. I want to
thank these scholars for the contributions they have made to the Journal over their tenure as members
of the Editorial Review Board.
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Special Section One Call for Papers:
Marketing during Uncertain Times: How do Disruptive
Events affect Marketing Management?
As the entire world has felt, and continues to feel, the impact of COVID-19, the field of Marketing has
been turned upside down. A shift from bricks-and-mortar shopping to predominantly online shopping
has occurred for a number of consumers. This has a far-reaching impact on the supply-chain, as well as
to customer relationship management processes and systems. Consumers are seeing delays in delivery
of items, creating an excess burden on many CRM systems. Further, the traditional sales process has
also changed. Salespeople are now making fewer face-to-face sales calls and the handshake might be
something of the past. Demand for certain products is rapidly increasing, while other products are
seeing massive reductions in demand. This is creating major supply/demand issues across the supply
chain, in addition to creating uncertainty within the marketplace.
Recognizing that we are in a new paradigm of marketing management, Marketing Management
Journal will have a special section of the Journal designated for research on disruptive events. While
COVID-19 is at the forefront of disruption across the world, research submissions examining other
disruptive events are also encouraged.
Suggested topics could include, but are not limited to:
• The impact of COVID-19 on the supply chain.
• The role of the CRM system in the COVID-19 crisis.
• The role of technology during COVID-19.
• The role of technology in a post-COVID-19 time.
• Changes in how customers interact with front-line employees, including the sales force.
• Changes to the sales process due to COVID-19.
• The best practices for bricks-and-mortar retailers to survive a disruptive event.
Special Section Review Process:
• Manuscripts should be submitted by August 31, 2022, for full consideration.
• Marketing Management Journal is a double-blind peer reviewed journal published by the
Marketing Management Association.
• The Editor will review all manuscripts before entering them into the review process.
• At least two independent reviewers will provide feedback on a given manuscript.
• To facilitate timely publication, all manuscripts receiving an offer for revision will be due
within 90 days.
Submission Deadline: August 31, 2022
Please see detailed submission guidelines located at: http://www.mmaglobal.org/publications/mmj/
Submit articles via email to MMJ@mmaglobal.org

Marketing Management Journal Editor
Questions about the special section should be directed to:
Brian N. Rutherford, Ph.D., Professor, Kennesaw State University
bruther1@Kennesaw.edu
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Special Section Two Call for Papers:
Digital Technology’s Influence on Marketing Management
Technology continues to be a driving force within marketing management. A shift from bricks-andmortar shopping to predominantly online shopping has occurred for a number of consumers. Companies
have responded by spending additional resources to improve their online presence, including website
content, the online customer experience, and the use of social media to provide visibility to the brand
and products.
Recognizing this continuing shift in the customer experience, Marketing Management Journal will have
a special section of the Journal designated for research on digital technology’s influence on marketing
management.
Suggested topics could include, but not limited to:
• How business is being conducted in a virtual environment.
• How firms have increased the use of technology during the COVID-19 crisis.
• Social media’s influence on consumers.
• Social media’s influence on the business-to-business sales process.
• The influencer.
• The use of mobile technology in the consumer buying process.
Special Section Review Process:
• Manuscripts should be submitted by December 31, 2022, for full consideration.
• Marketing Management Journal is a double-blind peer reviewed journal published by the Marketing Management Association.
• The Editor will review all manuscripts before entering them into the review process.
• At least two independent reviewers will provide feedback on a given manuscript.
• To facilitate timely publication, all manuscripts receiving an offer for revision will be due
within 90 days.
Submission Deadline: December 31, 2022
Please see detailed submission guidelines located at: http://www.mmaglobal.org/publications/mmj/
Submit articles via email to MMJ@mmaglobal.org
Marketing Management Journal Editor
Questions about the special section should be directed to:
Brian N. Rutherford, Ph.D., Professor, Kennesaw State University
bruther1@Kennesaw.edu
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GET IN WHERE YOU FIT IN: HOW REALISTIC
JOB PREVIEWS IMPACT SALESPERSON
CONGRUENCE AND SATISFACTION
MAHMOUD DARRAT, The University of Tampa
BARRY BABIN, The University of Mississippi
AADEL DARRAT, Louisiana State University Shreveport
MOHAMAD DARRAT, Louisiana State University Shreveport
AMIN SALEH, Louisiana State University Shreveport

Few managerial decisions pack as much potential risk and reward as salesperson recruitment. The
interview process represents a critical opportunity for managers to establish expectations, filter
qualified candidates, and discourage misfits from applying to the job. Surprisingly, only a paucity of
research exists on the impact of realistic job previews in a sales context. Results in this paper suggest
that providing an accurate depiction of the job does significantly improve salesperson values
congruence, value commitment, and satisfaction. Moreover, salespeople whose onboarding-induced
expectations are consistent with the realities of the job are likely to experience lower role conflict as
a result.
“Every enterprise requires commitment to
common goals and shared values. Without such
commitment there is no enterprise; there is only a
mob.” Peter Drucker, 1985.

INTRODUCTION

Few investments are as consequential to the
integrity of a marketing organization as the
cultivation of a mission-driven sales force.
Salespeople interact with customers on behalf
of the organization and their exchanges with
customers are implicative of organizational
consent. A troubling study by the Gartner
Research and Advisory firm reports that 69% of
employees do not internalize the core values of
their organizations and a staggering 90% admit
their behaviors often contradict organizational
values (George, 2018). The report estimates
that companies investing in training programs
aimed
at
aligning
employees
with
organizational values can expect a rise in
annual revenues of up to 9%. Arguably, the
return on investment may be even higher for
salespeople, given their central role in driving
revenue and profitability. At any rate, the
onboarding process is a pivotal point of entry
for any training program as it filtrates
prospective trainees based on various criteria,
The Marketing Management Journal
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including fit with organizational values and
mission.
Realistic job previews (RJPs) are candid job
descriptions provided to applicants before
formally joining an organization aimed at fully
describing requirements and expectations of the
job (Breaugh, 2008). RJPs offer a preview of
job requirements and set the tone for entry and
adjustment into the organization. As such, they
are considered a major component of
organizational socialization. Given the plethora
of entry-level positions, increasing the quantity
of applicants without considering fit may come
at the expense of a cohesive sales force culture.
One main purpose of this paper is to investigate
whether an accurate, relevant, and thorough job
preview can facilitate values congruence in
salespeople and bolster their confidence in
organizational
values. Specifically,
are
salespeople more likely to internalize and
commit to organizational values if due
diligence is taken to represent the job
accurately? Do these salespeople experience
less conflict with role partners as a result?
Finally, what are the ensuing effects on job
satisfaction?
Recruiting employees for sales and services
positions has become increasingly competitive.
In fact, 67% of recruiters report it is harder than
ever to recruit qualified and dependable talent
(Thibodeaux, 2018). Due to this scarcity,
Marketing Management Journal, Fall 2021
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hiring personnel may be tempted to use puffery
to frame jobs in a more positive light to attract
suitable recruits. Turnover rates in the sales
industry are on an unrelenting rise with the
average rate in B2B sales teams climbing to
around 35%, almost triple the average turnover
rate seen in other professions (Beltis, 2019).
Despite an abundance of literature in the
management domain, RJPs have been
surprisingly understudied in a sales context
(Barksdale, et al., 2003).
This paper
contributes to the sales literature by examining
whether and how an accurate and detailed job
preview could (may) preemptively engender
common values among new recruits and serve
as a filtering mechanism to attract committed
salespeople. Moreover, the paper integrates
existing knowledge on RJPs from the
management domain to sales management
theory and suggests managerial interventions.
THEORETICAL BACKGROUND
AND HYPOTHESES
Due to its profound impact on organizational
outcomes, salesperson recruitment
and
retention remain among the most enduringly
studied topics in the sales literature. Several
studies have shown that RJPs lead to lower
turnover, increased job performance, and
increased job satisfaction in the workforce
(Haden, 2012; Barksdale et al., 2003; Phillips,
1998). Given the opportunity costs associated
with vacant sales positions, recruiters may be
tempted to modulate job descriptions for
promising candidates to enhance recruitment
prospects. Prior research cautions against this
approach noting that embellished portrayals
which ignore the harsher realities of the job
may lead to feelings of resentment and
dissatisfaction (Breaugh & Starke, 2000).
Conversely, RJPs provide applicants with a
genuine representation of all relevant
information, both positive and negative, and
clearly summarizes the mechanics of the role
and its responsibilities. Interestingly, RJPs have
been shown to be an effective deterrent against
counterproductive workplace behavior (Wathne
& Heide, 2000). Contiguous research suggests
that RJPs may be useful in syncing the behavior
of newly hired employees to organizational
protocol, while lowering intentions to quit
(Breaugh & Starke, 2000).
Marketing Management Journal, Fall 2021
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Organizational socialization theory proposes
that norms, values, and expected behaviors
essential for assuming an organizational role
should be learned before participating as an
organizational
member
(Louis,
1980).
According to the theory, onboarding serves as
an acculturation process by which employees
are woven into the fabric of the organization by
adhering to its principles and expectations.
Socialization tactics such as RJPs, training, and
mentoring are intended to familiarize and
acclimate new hires to the organization’s
culture and mission. Socialization tactics are
categorized
along
a
continuum
of
institutionalized and individualized tactics
(Jones, 1986). Organizations that adopt an
institutionalized approach for new hires utilize
a step-by-step process that methodically instills
the organization’s culture and norms into the
onboarding process.
In contrast, an
individualized approach does not offer any
organized training or presentations but rather
employees are expected to learn the
organization’s culture and norms along the
way. Clearly, the individualized approach
presents significant challenges for standardizing
organizational values within a salesforce.

Research suggests that effective socialization
tactics increase workers’ role clarity and selfesteem while reducing job-related stress
(Barksdale et al., 2003). In turn, this sequence
enhances job satisfaction and performance.
Systematic socialization processes have gained
popularity in organizations, given the rising
investment costs of sales training and retention.
U.S. businesses spend close to $15 billion
annually on sales force training and another
$800 billion on incentives (Sunder et al., 2017).
Such high costs pose many problems for sales
organizations both in the short-term and longterm. In the short-term, it may take months
before an organization is able to recoup their
investment from recruiting and training new
salespeople. This may negatively impact an
organization’s ability to turn a profit on the
investment, particularly in instances where the
salesperson leaves before the break-even point
is reached. In the longer-term, consumer trust
may stagnate, since clients will inevitably be
interacting with multiple reps over the course of
the relationship. According to the State of Sales
report by Salesforce (2019), 79% of business
clients consider salespeople who are trusted
50
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advisors to be a major source of value for their
organizations. With current turnover rates, it
may be difficult to ensure that salespeople are
cultivating trust through the reflection of the
organization’s mission and values. As such,
there are clear benefits for organizations to
implement
and
continuously
improve
socialization tactics.
Meta-analytic evidence from the management
domain
suggests
that
RJPs
enhance
performance and mitigate turnover intentions
(Phillips, 1998). Positive effects may be due, in
part, to the effectiveness of accurate job
portrayals in attracting suitable applicants at the
onset, rather than relying on acculturation
through training. When job previews inform
recruits about more subtle drawbacks of the job,
such as the extent of job permeation into
personal life, new recruits have time to institute
precautionary measures to avert impending
conflicts.
Moreover,
comprehensive
recruitment messages have been shown to
strengthen the positive relationship between

perceived corporate image and
organization fit (Wei et al., 2016).

person-

Consistent with the theory of cognitive
dissonance (Festinger, 1962), research suggests
that perceptual inconsistencies between
salespeople and their managers are associated
with nefarious individual and organizational
outcomes (Evans et al., 2002). Specifically,
salespeople with incompatible job expectations
are likely to experience role ambiguity, lower
performance, and satisfaction. Conversely,
compatible salespeople are motivated to have
more productive attitudes and customer
relationships, as well as higher performance
ratings (Herrbach & Mignonac, 2007). In
addition, they are more likely to find their jobs
meaningful and exert more effort as a result
(Jaramillo et al., 2013). These findings suggest
that increasing alignment between salesperson
values and organizational culture should be an
explicit goal of managers, especially when
hiring new recruits. Figure 1 provides an
overview of RJP model tested here.

FIGURE 1;

Role
Conflict

Realistic Job
Previews

.066

Job
Satisfaction

-.173

Values
Congruence
Positively Significant
Negatively Significant
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Values congruence refers to an inherent
correspondence between an employee’s
enduring beliefs that guide attitudes/behaviors
and an organization’s culture (Rokeach, 1973;
Cable & Judge, 1997). Compatible or not,
salespeople are the manifestation of the
organization to stakeholders and their
interactions should embody its mission and
values. Research suggests that salespeople who
perceive their managers to be ethical and
transformative in their leadership style are more
likely to share the values of the organization
(DeConinck, 2015; Mullins & Syam, 2014).
Extending this logic, managerial interventions
in the recruitment process may also be effective
in transferring values to salespeople.
Specifically, managers that present candidates
with an accurate and in-depth assessment of the
position during the recruitment process may
engender congruence with organizational
values. Longitudinal research suggests that
online job postings with unambiguous HRM
information are apt to reduce information
asymmetry and promote positive attitudes
toward the organization (Chang & Chin, 2018).
Similarly, companies using Facebook to
announce and describe job openings tend to
experience more engagement and higher
recruitment success (Golovko & Schumann,
2019). On the other hand, approaching
salesperson recruitment with a ‘numbers game’
mentality may wreak havoc on the image and
reputation of an organization. The onboarding
process represents a critical juncture whereby
salespeople develop first impressions of the
workplace and begin formulating job
perceptions. As such, it is our contention that
managers may use this opportunity to preempt
retention before it becomes an issue. That is,
salespeople provided with frank and accurate
depictions of the job beforehand will likely
coalesce with the values of the organization
more so than those receiving rose-colored
depictions.
As the preview becomes more
realistic, congruence in values grows.

limited to managers, customers, spouses,
dependents, and community affiliations. Further
complicating this balancing act is a turbulent
sales environment fraught with evolving
technologies and rising demands. Role conflict
occurs as a result of at least two simultaneously
opposing demands, such that compliance with
one would make compliance with the other
more difficult. Salespeople confronted with
incongruent demands are often pressured to
make judgment calls based on perceived
importance (Park & Holloway, 2003). Although
workplace characteristics like role ambiguity
may lead to stress eventually, they are not
inherently stressful. In fact, modest levels of
role ambiguity and conflict may actually be
conducive to performance, since salespeople
are challenged to improvise high value
solutions to satisfy all parties (Onyemah, 2008).
However, the prevailing consensus among sales
researchers is that high conflict negatively
impacts productive salesperson outcomes
(Boles & Babin, 1996; Netemeyer et al., 2004).

Therefore, we present below our first
hypothesis:
H1: RJPs will be positively related to
values congruence.

RJPs are subject to divergent decision-making
styles and variant levels of scrutiny from
applicants that may impact perceived credibility
of organizational claims (Liu et al., 2018).
Research suggests employees with congruent
values tend to process information and interpret
environmental
cues
similarly
when
communicating (Dale et al., 2018). Dale and

As boundary spanners, salespeople are expected
to juggle the often-conflicting demands of a
wide array of constituents including, but not
Marketing Management Journal, Fall 2021

Among the many benefits of RJPs is a clear
explanation or early ‘walk-through’ of job
details that allows recruits to process the role
and then calibrate themselves and their partners
to impending demands (Bilal & Bashir, 2016).
New research indicates that internships are
among the most accurate RJPs, since they
provide an experiential immersion in the job
that is difficult to replicate by other means
(Sekiguchi et al., 2020). Salespeople who are
educated about how best to allocate their efforts
and transition into the job may be better
equipped to integrate the demands of existing
partners into that equation. New recruits who
are notified of impending long hours can make
time adjustments and integrate work and nonwork schedules.
By the same token,
salespeople in alignment with organizational
values may be less likely to disrupt that
equilibrium by ensuring their personal lives are
in sync with their work roles.
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colleagues (2018) suggest that effective
managerial communication plays a vital role in
diminishing role ambiguity, stimulus overload,
and role stress. In addition, Sagiv and Schwartz
(2000) suggest that when people’s values in the
workplace are congruent, they are more likely
to clearly communicate the beliefs and role
behaviors required to be successful. In contrast,
the authors find that those who fail to assimilate
to workplace norms may be ignored, alienated,
or even punished. Ostracizing and punishment
are likely to increase internal strife and
negatively impact sense of well-being. As a
result, individuals acculturate themselves to the
prevailing value environment to avoid
alienation and stress.
The use of value congruence as a predictor of
occupational outcomes has been employed
extensively in the organizational literature. A
meta-analysis conducted by Kristof-Brown et
al. (2005) examined the results from over one
hundred studies involving value-based PersonOrganization fit and occupational outcomes.
Their analysis revealed that P-O fit had a
relatively strong correlation with job
satisfaction. These results demonstrate that
although there is some degree of variability in
its predictive ability, value congruence fit is
appropriate as a means of explaining workplace
attitudes and behavior.
Therefore, the following two hypotheses are
proposed:
H2: RJPs will be negatively related to
role conflict.
H3: Role conflict will be negatively
related to a) values congruence, b)
job satisfaction.
Previous research argues that inconsistencies
between salesperson and manager expectations
may adversely impact job satisfaction (Evans et
al., 2002). Other research attributes the positive
relationship between value congruence and job
satisfaction
to
enhanced
employee
communication and trust (Edwards & Cable,
2009). Salespeople motivated to engage in
customer orientation may also be tempered by
their identification with organizational values
(Thakor & Joshi, 2005). Gammoh et al. (2014)
purport that salespeople with higher perceived
congruence between their values and the sales
company will experience higher identification
53
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with the company and job satisfaction.
Consistent with this research, we speculate that
values congruence will enhance salesperson
satisfaction. Thus, we put forth the following
hypothesis:
H4: RJPs and values congruence will be
positively related to job satisfaction.
DATA AND TESTING METHOD
We compiled our data from responses to an
online survey administered to a sample of
salespeople obtained through the data services
offered by Qualtrics in May 2019. All
respondents were salespeople at least 19 years
of age and not employed in a managerial role.
Measures were selected based on established
reliability and validity ratings. RJP was
captured using a scale purported to capture the
depth, accuracy, and relevance of job preview
information (Pitt et al., 1995). The remaining
constructs
included
value
congruence
(Netemeyer et al., 1997), role conflict (Rizzo, et
al., 1970), and job satisfaction (adapted from
Brayfield & Roth, 1951). Information about
how long respondents had worked at their
current organization, their job title, and the
industry in which they work were also
collected. Respondents (48.3% male) were all
adult salespeople living and working in the
United States, and, on average, were 41.2 years
old (min = 19, max = 70, SD = 11.26) and had
been working at their current organization for
an average of 8.8 years (min = .75, max = 35,
SD = 7.30). Job Satisfaction was measured
using 5-point Likert scales; all other constructs
were measured on 7-point Likert scales. All
scales were anchored by strongly disagree to
strongly agree. Moreover, two attention checks
were used to ensure that respondents were
careful in reading the items. Data cleaning
involved checking for speeders and suspicious
response patterns (e.g., responses from two
CEOs in the “FG” industry who both completed
the survey in the least amount of time). The
final data set consisted of 151 observations,
which exceeds the suggested sample size for
covariance-based structural equations modeling
with good communalities (CB-SEM) (Anderson
& Gerbing, 1988).
We performed a confirmatory factor analysis
(CFA), using LISREL 10.2, to assess the fit and
overall validity of the measurement model.
Marketing Management Journal, Fall 2021

Get In Where You Fit In:. . . .

Initially,
unusually
high,
disattenuated
correlations between the dimensions of the RJP
instrument (Depth, Relevance, and Accuracy)
led us to investigate the possibility of strong
multicollinearity among the RJP dimensions. A
principal components analysis of these items
extracted only a single component based on
eigenvalues greater than one. Moreover, the
determinant of the item-correlation matrix was
approximately zero (.001; i.e., approaching
singularity), indicating multicollinearity among
the values in the matrix (Field, 2013). A closer
reading of the RJP items revealed a degree of
overlap in the content captured by the Depth,
Relevance, and Accuracy dimensions, which is
sensical from a theoretical perspective: job
preview information that is in-depth and
relevant must also be accurate. For the sake of
comparison, we present in Table 1 the fit
statistics from CFAs of the unidimensional and
tridimensional RJP models. The fit between the
two models is nearly the same (ΔCFI = 0.009)
leaving the fit comparison inconclusive.
However, the 3-dimensional model produced
disattenuated, inter-factor correlation estimates
of 1.06, 1.05, and 1.1, which was deemed
unacceptable. The unidimensional solution
provides loadings ranging from 0.62 to 0.91,
yielding an AVE of 58.5% and a composite
reliability estimate of 0.93. Thus, given the
strong performance of the unidimensional
model, including high convergent validity, and
the strong lack of discriminant validity in the
three-dimensional model, along with the
content of the items themselves, we move
forward with a more parsimonious one-factor
RJP.
TABLE 1:
Comparison of Model Fit Between
One- and Three-Dimensional RJP.
One
c2 (27) = 53.4 (p = .002); CFI = .967;
dimensional
RMSEA = .083 [CI90 of .050 to .116]
Three
c2 (24) = 43.3 (p = .009); CFI = .976;
dimensional
RMSEA = .075 [CI90 of .037 to .111]
Notes: The fit statistics of the one- and threedimensional models of the RJP construct are reported.
Both models exhibit similar, but acceptable, levels of fit;
however, our examination of the item content and loadings revealed the one-dimensional model to be more
theoretically sound. These results highlight the potential
danger of over reliance on fit statistics for judging construct validity.
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EMPIRICAL RESULTS
The Measurement Model
The constraints corresponding to the theoretical
measurement model (auxiliary theory) were
imposed on the covariance matrix using
confirmatory factor analysis (CFA).
The
resulting chi-square is 338.0 with 224 degrees
of freedom (df) (p = .000), yielding a
comparative fit index (CFI) of 0.949 and a
RMSEA of 0.059. All suggest reasonable fit,
given the model parameters (Hair et al., 2019).
Further, the average variance extracted (AVE)
for the factors ranges from 58.1% (role conflict)
to 74.5% (values congruence). Similarly, the
composite reliabilities range from 0.80 (role
conflict) to 0.94 (values congruence). The
results present evidence of fit validity and
convergent validity. As can be seen in Table 3,
discriminant validity is evident in that the
AVEs for all constructs are greater than the
between-factor correlations for all construct
pairs. Thus, discriminant validity is sufficient to
move forward with a structural analysis.
Table 2 displays the standardized factor
loadings, AVEs and composite reliabilities
(CR) for each scale.
Acquiescence Bias
Given that all scales were administered in a like
format, we explored the possibility of
acquiescence bias attributable, in part, to the
common scale type. To do so, the model
constraints were modified to include an
additional factor that related to all measured
variables with a common effect (see Hair et al.,
2019). In this case, the model allowing for
common-method variance produced a chisquare of 341.8 with 245 df (p < .001). The chi
-square difference of 3.80 with 21 df is not
statistically significant (p > .05), suggesting
that the model with the acquiescence factor
provides a similar fit to the conventional CFA.
The common loading estimate for the
acquiescence factor on each measured item is
0.246 (p = .028). However, the previously
estimated loading estimates and inter-factor
correlations remain largely unchanged,
suggesting the model is free of interpretational
confounding.
Nonetheless, given the
significant
loading
estimate
for
the
acquiescence factor, we elected to include the
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TABLE 2:
Item Descriptions, Descriptive Statistics, and CFA Results.
Model Fit: c2 (224) = 338.0 (p = .000); CFI = 0.949; RMSEA = 0.059 [CI90 of 0.046 to 0.073]
Construct
Realistic
Job P
review

Role
Conflict

AVE
58.2%

CR
.93

Item

Loading

Mean

SD

.76

4.60

1.45

.78

4.66

1.72

.71

4.62

1.51

.62

4.97

1.42

.72

5.11

1.22

.84

4.72

1.54

.90

4.65

1.52

.78

4.74

1.48

.72

4.72

1.63

.531
.771
.901

3.46
3.84
3.89

1.64
1.80
1.78

VCG1. I feel that my personal values are a good fit with my current organization.
VCG2. My current organization has the same values as I do with regard to
respect for others.
VCG3. My current organization has the same values as I do with regard to
honest.
VCG4. My current organization has the same values as I do with regard to
fairness.
VCG5. I really care about the fate of this organization.

.84

5.12

1.43

.91

4.96

1.66

.93

4.95

1.65

.89

4.81

1.82

.76

5.30

1.39

JS1. I am often bored with my job.*
JS2. Most of the time, I have to force myself to go work.*
JS3. I definitely dislike my work.*
JS4. Most days, I am enthusiastic about my work.
JS5. My job is pretty uninteresting.*
JS6. I find real enjoyment in my work.
YCO1. How many years have you worked at your current organization?#

.68
.57
.88
.81
.73
.81
n/a

3.40
3.81
3.55
3.52
3.54
3.54
8.76

1.26
1.07
.96
1.15
1.03
1.03
7.30

DEP1. All of the issues about the intrinsic job facets such as variety, autonomy,
and opportunity to use my valued skills were addressed in the information I
received.
DEP2. All of the issues about the pay and promotion opportunities in the job
were addressed in the information I received.
DEP3. All of the issues about the working conditions of the job were addressed
in the information I received.
DEP4. I was told about all the positive aspects of the job before being employed.
REL1. All of the information I received about my job before being employed
was relevant.
REL2. All of the relevant questions I had about working for this organization
were answered during my employment process.
REL3. All relevant information about the job was addressed in the information
I received.
ACC1. All of the information I received about the intrinsic job facets such as
variety, autonomy, and opportunity to use my valued skills was accurate.
ACC2. All of the information I received about the pay and promotion opportunities in the job was accurate.
58.1%

.80
RC1. I receive incompatible requests from two or more people at work.
RC2. I receive assignments without the manpower to complete them.
RC3.I receive work assignments without adequate resources and material to
execute them.

Values
Congruence

Job Satisfaction

75.5%

56.7%

.94

.87

Years at
n/a
n/a
Current
Organization
Notes: Loadings reported are standardized regression weights. Items with an asterisk (*) were reverse coded. # Not included in CFA given it
is a single-item control variable.
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acquiescence factor in the structural analysis.
Also, given that years of experience (control)
was unrelated to any other construct, we do not
include it in the structural analysis reported
below.
Structural Model
Further constraints were added to the model to
represent the proposed theoretical structure and
the SEM model was re-estimated subsequently.
In this case, the constraints are structurally
equivalent to the CFA model so the overall
model chi-square remains 341.8 with 245 df (p
< .001). The CFI is 0.959 and the RMSEA is
0.053. All structural parameter estimates are
statistically significant (p < .05) and nontrivial,
except for the RJP-job satisfaction relationship.
Best practices suggest a comparison of one
theoretical model against a plausible
alternative. The model above proposes partial
mediation of the RJP effects on job satisfaction.
We compare the model to one that proposes
complete mediation of the RJP effects on job
satisfaction (through both role conflict and
values congruence).
Thus, the additional
constraint to represent full mediation was
imposed on the model and then estimated. The
complete mediation model yields a chi-square
of 342.1 with 246 df, a CFI of 0.935 and a
RMSEA of 0.053. A chi-square difference of
0.3 with 1 df (p = .58) suggests that the added
constraint significantly does not worsen fit and

lends support to the full mediation model. The
indirect paths of RJP on values congruence
(standardized effect 0.086) is relatively small (p
= .058). In contrast, the indirect path of RJP on
job satisfaction (0.40) is substantial and
statistically significant (p < .0001). Thus, the
results support, in particular, the role of value
congruence in mediating the effect of RJP on
satisfaction.
Post-hoc Analyses
Given the lengthy tenures of salespeople used
in the sample (average 8.76 years), an
independent sample t-test was conducted to
ensure there were no differences between
experienced salespeople as a group (tenure of 5
years or more) and more recent hires as a group
(less than 5 years). No significant differences
were found between salespeople for RJP,
values congruence, and role conflict. However,
there was a significant difference reported for
job satisfaction; recent (M=3.49, SD=0.83) and
experienced (M=3.81, SD=0.80), t (149) = 2.41, p=0.02, d=0.39. The effect size for this
analysis (d=0.39) is less than Cohen’s (1988)
convention for a medium effect. That said,
respondents with prior sales experience at other
organizations might have a better idea of what
to expect in the onboarding process, which may
impact job preview perceptions. Of the 151
subjects that were surveyed, 56 had prior sales
experience before accepting their current

TABLE 3:
Fornell-Larcker Test of Discriminant Validity Between all Constructs.
Realistic
Job Preview

Role Conflict

Value Congruence

Job Satisfaction

Years at Current
Organization

Realistic Job Preview

0.58

0.19

0.49

0.21

0.01

Role Conflict

-0.43

0.58

0.18

0.20

0

0.70

-0.43

0.76

0.33

0

5.57 (.000)

-.475 (.000)

0.46

-0.45

0.57

0.57

0.02

4.20 (.000)

-3.68 (.001)

5.13 (.000)

-0.099

0.014

0.012

0.149

n/a

4.90 (.000)
Value Congruence

Job Satisfaction

Years at Current Organization

-1.161
.157 (.875)
.141 (.887)
1.68 (.093)
(.246)
Notes: AVEs are reported in bold on the diagonal. Correlations are reported below the diagonal and their associated t- and pvalues are reported in italics. Squared correlations are reported above the diagonal.
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position. An independent samples t-test was
conducted to ensure sales experience had no
impact on the RJP relationships. There was not
a significant difference in the scores for Prior
Sales Experience (M=4.65, SD=1.27) and No
Prior Sales Experience (M=4.81, SD=1.05); t
(149) = 0.78, p = 0.43.
TABLE 4:
ML Estimates and Confidence Intervals
from Full SEM (95%)
Estimate

LL

UL

Standardized
Estimate

RJP-RC*

-0.38

-0.56

-0.20

-0.50

RJP-VC*
RJP-JS

0.65
0.05

0.44
-0.12

0.87
0.22

0.61
0.07

RC-VC*

-0.24

-0.48

-0.01

-0.17

RC-JS*

-0.19

-0.39

-0.01

-0.19

VC-JS*

0.30

0.14

0.46

0.43

Notes: Relationships marked with an asterisk (*) have p < .05.

TABLE 5:
ML Estimates and CI for
Indirect Effects of RJP
Estimate

LL

UL

Standardized
Estimate

RJP - VC
0.093
0.000
0.185
0.086
RJP – JS***
0.302
0.138
0.468
0.397
Notes: Indirect effects confirmed using bias-corrected confidence intervals. Relationship marked with asterisks (***) has
p < .001).

Managerial Implications
One contribution of this study is that RJPs may
help align salespeople to organizational values
and, therefore, enhance job satisfaction and
reduce role conflict. Given the importance of
RJPs, managers may utilize this knowledge to
reinforce organizational bonds during and after
the interview process. This research suggests
RJPs may dispose salespeople to internalize and
commit to core values, diminish role conflict,
and increase job satisfaction. Few triumphs are
more coveted by a sales manager than hiring
and retaining a value-driven sales force. The
results imply that managers may be able to edge
closer to this nirvana by simply presenting a
candid job appraisal. As competitive as the job
market has become for recruiters, it can be just
as overwhelming for sales recruits. It appears
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that presenting salespeople with a forthright and
objective depiction of the job promotes
equilibrium with role partners and enhances
solidarity with the values of the organization.
A recent survey by a global research agency
reports that hiring and retaining extraordinary
talent remains the paramount concern of CEOs
worldwide (Conference Board, 2019). This
concern is arguably more pronounced when it
comes to salespeople. Salesperson interactions
are a direct reflection of organizational image
and have the potential to add or detract value
from stakeholder relationships. Thus, it is
critical that organizations emphasize the
importance of adhering to organizational
values, particularly when representing the
company to external parties. Results suggest
that an accurate portrayal of the job may
culminate into favorable salesperson and
organizational outcomes. Specifically, RJPs
may positively influence values congruence and
job satisfaction, while diminishing role conflict.
A primary finding of this study is that, based on
the support for mediation, RJPs may help
calibrate salespeople to organizational values
and subsequently enhance job satisfaction.
Given this, how can managers utilize this
knowledge to reinforce organizational bonds
during and after the interview process?
Behavioral economists argue that managers can
shape workplace behavior to align with
organizational values by leveraging three
powerful techniques: prompts, incentives, and
feedback (White, Hardisty & Habib, 2019).
Prompts refer to stimuli directed at salespeople
that are intended to provoke a desired reaction.
Incentives are intrinsic or extrinsic rewards that
are used to reinforce these desired behaviors.
Incentives ensure sustainable behavior and as
such, should be used in moderation to avoid
detracting from perceived value. Finally,
feedback refers to information communicated
to a salesperson to mold his/her thinking or
behavior in a constructive way. The remainder
of this section discusses techniques that
managers can incorporate into hiring practices
to optimize the selection process and align the
sales force with organizational values. Table 6
provides a summary of these recommended
initiatives.
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Prompts
Despite the many perks and benefits associated
with a successful sales career, it is not without
its challenges. Expressing the downsides of a
sales job on vacancy postings may help screen
unqualified applicants and discourage misfits
from applying. In addition, interviews that
explicitly highlight the values of the
organization and provide an honest and holistic
representation of the role may also promote this
aim. Since job postings are generally the first
prompt encountered by new sales recruits, it is
critical that these postings are scoped against
the backdrop of organizational values. Job
postings should provide applicants not only
with an understanding of the job, but also a
glimpse into the culture and values of the
organization. Oftentimes, attractive aspects of
the sales role, like earnings potential, ‘work
from home’ benefits, and networking
opportunities, are exaggerated at the expense of
job stressors. Instead, a comprehensive
appraisal of the sales position ought to be
augmented with a brief synopsis of the
company’s strategic vision to communicate the
culture to prospective candidates. Moreover,
applicants should be provided with the financial
and nonfinancial metrics that help them
evaluate their performance.
Organizational values should be converted into
a functional checklist of behaviors that
salespeople can use to evaluate and compare
their performance with fellow reps. Potential
candidates should understand how values
impact the inner dynamics of the firm and
dictate the flow of external relationships.
Moreover, recruits ought to be made aware of
the company’s social purpose and why it exists
beyond just selling. On a functional level, this
means aligning core values with corresponding
sales behaviors and educating candidates about
how certain procedures and administrative tasks
impact the value chain. Investing in such an
approach may accrue meaningfulness of work
perceptions among salespeople and encourage
conformity.
By design, salespeople are ideal candidates to
utilize the productivity benefits offered by
mobile applications.
As such, companies
should consider integrating a values scorecard
into existing technologies that ties standardized
Marketing Management Journal, Fall 2021
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performance metrics with corresponding
organizational values.
For example,
Patagonia’s core values are to inspire and
implement solutions to the environmental crisis
while minimizing their carbon footprint. Likeminded salespeople may strive to minimize
unnecessary commutes by scheduling more
video or teleconferencing, while others may
exert efforts to ensure qualified prospects have
a strong connection to the brand purpose.
Relevant indicators might include conversion
rates of web-based client meetings or customerbased brand equity scores that could be tied to
performance.
Managers should encourage
salesperson values congruence by prompting
and rewarding behaviors that are “on brand.”
Incentives
Publicly endorsing and rewarding salespeople
who behave in ways that promote
organizational values may help steer internal
perceptions. Salespeople that prioritize and
functionalize organizational values should be
exemplified for their efforts.
One such
opportunity is a competition whereby
salespeople are rewarded for the most impactful
application of organizational values. For
example, salespeople could submit a brief
smartphone video (about 1 minute) that
describes how ‘living the brand’ has enhanced
their lives and/or people around them.
Submissions should focus on the unique ways
that
salespeople
interpret
and
apply
organizational values in their work and offwork lives. A voting process regulated from
within the ranks would select winning
salespeople based on creativity, impact, and/or
other criteria deemed relevant by management.
Organizations seeking a deeper connection with
salespeople may contribute a designated
amount to a charity or cause of the
salesperson’s choice. Once a stream of
submissions is compiled, a collage could be
formulated as a recruitment tool to illustrate to
new applicants how organizational values are
being functionally implemented.
Alternatively,
managers
could
solicit
salespeople to submit a brief video describing
the most formidable challenges and/or
opportunities in their respective positions. After
filtering for content, an assortment of the most
representative videos could be compiled and
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presented to applicants to provide a proper
glimpse of realities on the job. In this way,
prospects receive RJPs, salespeople gain an
opportunity to respectfully voice their concerns
to management, and managers can stay
connected to the pulse of the sales force.
New recruits often view the hiring process as a
numbers game applying to a myriad of
positions to ‘see what’s out there’ and increase
the pool of interviews. However, careful
consideration should be given to the values and
culture of the organization. Applicants should
be wary of sales postings that do not take due
diligence in explaining the requirements and/or
challenges of the job, particularly when probed
to do so. If possible, finalist candidates should
be given an opportunity to attend a sales
meeting as a preview of what to expect and to
interact with active salespeople. Informational
exchange with salespeople about day-to-day
functions provides arguably the most accurate
depiction of job realities for new recruits, and
salespeople are more likely to mentor new
recruits if they feel personally involved in
hiring them (Brashear, Brooks & Boles, 2004).
Recruits should be encouraged to ask openended questions about the job such as, “What
sort of person would be unhappy in this
career?,” “What aspects of the job are
experienced only after taking the position?” and
“What is the most rewarding and/or challenging
feature, financial or otherwise, of working at
this organization?” Applicants that display
common values in their work experiences and/
or extracurricular activities should be given
more consideration during the interview
process, as they may be more inclined to mesh
with the culture.
Companies must move beyond aspirational talk
and put their money where their mouth is when
it comes to allocating the resources necessary to
promote core values. For instance, a company
that prides itself on being a leader in innovation
should be willing to absorb the expense of
sending its salespeople to network at trade
shows to gather insights on current trends and
technologies. Similarly, a customer centric
company should explicitly highlight that it
values customer relationships by investing in
software that streamlines administrative tasks
for salespeople. Despite the increasing
popularity of external recruitment services,
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managers may benefit from boosting
recruitment
efforts
from
within
the
organization. Research suggests that inside
referrals pan out more successfully than
outsourced hires because referrers are more
likely to take an active role in onboarding their
referrals (Fernandez & Castilla, 2017).
Therefore, it may be wise to distribute referral
bonuses six months after the hire to ensure the
referral is still there and performing as
expected. Moreover, internal referrals should
be gradually integrated into the recruitment
process to avoid disrupting diversity in the sales
force.
Feedback
A recent national survey reports that only one
third of US companies objectively track the
success of new hires (Cappelli, 2019). This is
disconcerting given the potential reverberations
of this oversight into performance and
retention. Without an operational model driven
by metrics, it is difficult to illustrate to
salespeople what is expected. Required
competencies listed on job postings should stem
directly from performance metrics and
salesperson feedback. As such, managers can
determine what sales tasks are mission critical
and display the metrics that will be used to
evaluate performance in each of these tasks.
Piercy, Cravens, and Morgan (1998) argue that
behavior-based metrics (total number of calls
made, client meetings scheduled, emails sent,
etc.) provide a tool for simplifying the
complexities of salesperson performance.
Tracking behavior-based metrics may highlight
the importance of certain selling activities over
others and offer a source of information for job
postings. If the role already exists, content
should stem in large part from salespeople
currently occupying the position. To further
reinforce the screening process, new recruits
could also be presented with sales-specific
scenarios that compromise organizational
values. Applicants may choose from a list of
responses that would provide a glimpse into
their instinctive reactions when organizational
values are compromised.
Managers may also consider recruiting through
atypical channels, such as brand communities,
to harness the advocacy of their members.
Swimberghe et al. (2018) argue that brand
Marketing Management Journal, Fall 2021

Get In Where You Fit In:. . . .

Darrat, Babin, Darrat, Darrat and Saleh

community loyalists are more likely to educate
and socialize new customers to the brand,
overlook product failures, resist switching
temptations, and actively participate in
marketing research efforts. Social networks,
such as brand communities, are an effective
mechanism for attracting specialized and highquality talent (Golovko & Schumann, 2019).
Managers should consider leveraging this by
posting detailed and accurate job descriptions to
brand communities in order to gauge interest
and/or referrals. Ultimately, the goal is to
create a virtuous cycle of mission-driven
salespeople
that
generate
like-minded
advocates.

Job previews should be informal and missiondriven in the sense that organizational values
are systematically engrained into interview
touch points, so as to embolden salespeople to
ask questions and solicit guidance when
confronted with ambiguity. Since salespeople
are more prone to workplace stress (Mulki et
al., 2008), new recruits should be primed to
expect turbulence on the job. Given the
growing concerns surrounding mental health,
interviews should be anticipative and forthright
about work stressors and offer possible
interventions (counseling services, gym
memberships,
time/territory
management
workshops, etc.)

Assimilating salespeople into an enduring value
system is essential to an organization’s cultural
integrity and requires constant vigilance. To
stay ahead of potential integrity lapses,
managers
should
constantly
evaluate
performance metrics of salespeople in relation
to organizational values and objectives. As
described earlier, salespeople should be
reminded that their performance is not only
being assessed for its financial impact, but also
for its symmetry with organizational ideals.

LIMITATIONS AND
FUTURE RESEARCH
As with any cross-sectional research, a
longitudinal assessment is needed to fully
corroborate the relationships ascribed here. To
our knowledge, there is only one study that
utilizes longitudinal data to investigate RJPs in
a sales context (Barksdale et al., 2003).
Persisting on the methodological path
pioneered by these researchers will contribute

TABLE 6:
Recruitment Techniques to Promote a Value-driven Sales Force
Prompts
Advertise undesirable features of the
sales position to dissuade and screen
unqualified applicants

Incentives
Publicly reward salespeople that align
their behaviors with organizational
values

Feedback
Derive required competencies listed on
job postings from performance metrics
and salesperson feedback

Create job postings that provide a
snapshot of the organizational culture

Provide candidates with the opportunity to attend a sales meeting and interact with salespeople to promote mentoring opportunities

Solicit input from brand community
ambassadors about recruitment practices to recruit on behalf of the organization or join the sales force themselves

Expose recruits to the financial and
nonfinancial metrics used to evaluate
performance

Encourage salesperson values congruence by prompting and rewarding
behaviors that are “on brand”

Use solicited narratives from existing
salespeople on how they “live the
brand” to present candidates with an
operational framework of how to apply
organizational values on the job

Integrate a values scorecard into existing technologies that ties standardized
performance metrics to organizational
values

Incentivize salespeople to participate
in recruitment efforts by providing
referral bonuses, but only after the
recruit establishes their performance
has been

Expose recruits to the social purpose
of the organization beyond just selling

Cultivate the growth of promising new
recruits by investing in networking
opportunities such as trade shows
when feasible
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Collaborate with existing salespeople
to clearly align performance metrics
with organizational values and objectives
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immensely to sales practice and theory
building. A potential research limitation is that
the measurement tool used for RJP was
borrowed from the management literature.
Future research should consider the
development and validation of a sales-specific
RJP measure with items attuned to the distinct
responsibilities of a modern sales role. As
such, item generation should be pooled from
salespeople in a variety of industries and
capacities to ensure content validity and
generalizability of the scale. An additional
future avenue of research could explore the
impact of personal variables on the
socialization process. It may be that emotional
intelligence enhances the acculturation process,
since a degree of perceptual awareness is
needed to weave oneself into the fabric of an
organization’s culture. The average tenure of
salespeople used in this sample is 8.76 years,
which is worth noting as this may undermine
recollection of the onboarding experience.
Notwithstanding this possibility, we argue that
the interview process is a key milestone in the
work lives of salespeople and discrepancies
between what was described and what was
experienced are likely to be remembered,
particularly when these discrepancies are
ongoing. That said, the differences reported in
job satisfaction between veteran salespeople
and newer hires call for a deeper examination.
Are salespeople who perceive they were misled
during the onboarding process more likely to
retaliate through counterproductive behaviors
when hired? Similarly, do accurate RJP’s lead
salespeople to reciprocate through stewardship
or organizational citizenship behaviors?
Researchers should not view the paucity of
sales-specific literature on RJPs as an
impediment, but rather as an opportunity to
extend sales management theory and practice.
We hope this research serves as an additional
spark to propel such inquiries.
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SUMMARY STATEMENT
OF CONTRIBUTION
A major contribution of this study is that RJPs
may help align salespeople to organizational
values and therefore enhance job satisfaction
and organizational commitment. Given the
importance of RJPs, managers may utilize this
knowledge to reinforce organizational bonds
during and after the interview process.
Prompts,
incentives
and
feedback
recommendations are discussed to further help
managers in this endeavor.
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HOUSEHOLD ENERGY CONSUMPTION:
UNDERSTANDING THE IMPACT OF INCOME, RACIAL
DIVERSITY AND PRO-ENVIRONMENTAL BEHAVIORS
DOUG WALKER, Kansas State University
EDWARD L. NOWLING, Kansas State University
MICHAEL T. KRUSH, Kansas State University

The energy sector is an important marketing system and consumer service. The energy sector enables
the manufacturing of goods and the provision of services; and the consumption of energy involves
multiple entities including firms, consumers, and even government institutions. Our research focuses
on an area important to marketers and the energy sectors, that of household energy consumption.
Specifically, we use an interactive approach that integrates demographic and situational variables to
better understand household energy consumption To address our research questions, we develop a
dataset compiled from several publicly available sources, appending zip code level electricity usage
data with zip code tabulation area data on household income, dwelling characteristics, and racial
diversity. Results indicate that diversity attenuates the direct effect of income on electricity usage.
Our study provides an illustrative example of how firms could use multiple sources of publicly
available data to garner insight for strategic discussions and to better understand individual energy
consumption.
INTRODUCTION
The recent energy crisis within Texas
demonstrated the ranging concerns regarding
energy consumption (Villarreal, 2021). Beyond
the financial price of energy consumption,
consumers, policymakers, and firms in the
energy ecosystem are concerned about energy
consumption and its impact on the environment
(Kilbourne & Mittelstaedt, 2011). A variety of
examples demonstrate the importance and
concern for this relevant issue of marketing,
namely energy consumption. At the
international level, the European Commission
has set long-term goals to reduce energy
demand; and the International Energy Agency
recently advocated for policies to increase
energy efficiency (IEA, 2018). Within the U.S.,
individual states are focused on energy
consumption. The topic was among the top five
public policy concerns discussed in state
governments in 2016 (Dermody, 2016), and the
state of California set a requirement for 100%
clean energy generation by 2045. Meanwhile,
other states, such as Massachusetts and New
Jersey, set 2030 for their deadline to reach 35%
and 50% levels, respectively, of renewable
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energy generation (EIA, 2019). At the
consumer level, a segment of Americans
possesses an interest in energy issues and the
environment. Results from a 2019 Gallup poll
finds that 60% of adults support “dramatically
reducing the country's use of fossil fuels over
the next two decades as a way to reduce
greenhouse gas emissions and address climate
change” (McCarthy, 2019). Regardless of wideranging sentiment, U.S. energy consumption
recently reached a record of 101.3 quadrillion
British thermal units (Btu) in 2018 (McFarland,
2019). The U.S. consumes 17% of the world’s
energy with only 5% of the world’s population
(Center for Sustainable Systems, 2018).
Therefore, shifts in the U.S energy consumption
could hold implications for the world’s
aggregate energy consumption.
Extant research on energy issues dates to the
1970s during the “energy crisis” (e.g., Fisk,
1973; Levitt, 1974). Yet despite its
longstanding importance, there is a dearth of
research addressing the means to reduce energy
consumption. For example, Fisk (1973)
develops a theory of responsible consumption
more than 45 years ago. And while longstanding research does explore marketing’s role
in the production process, it fails to consider its
environmental impact (Shapiro, 1978). More
recent research, using a macro-environmental
Marketing Management Journal, Fall 2021
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perspective, suggests that energy consumption
challenges stem from four sources: 1) a lack of
oversight in the sale of alternative energy, 2)
the discontinuity between regional and national
policies, 3) a lack of national energy
infrastructure, and 4) a policy that fails to
increase average fuel economy and power plant
emissions standards (Press & Arnould, 2009).
Hence, many important research opportunities
exist. First, Press and Arnould (2009) argue that
analysis focusing on the household level may
provide a greater understanding of energy
consumption. Second, research indicates that
energy consumption may be influenced by
factors beyond the size of the home structure
(Van Raaij et al., 1983). Third, previous
research on residential energy usage has often
focused solely on either demographic,
situational, or psychological variables (see
Abrahamse & Steg, 2009). Hence, opportunities
exist to integrate a more interactive approach.
As such, we develop an interactive model
utilizing both, demographic and situational,
variables at the household level; and we
integrate dwelling size to demonstrate the
incremental value of our variables. From a
demographic perspective, income appears to be
an important but complex variable. Lowincome households may not be concerned with
energy consumption, as they face more pressing
constraints or may already be monitoring their
energy consumption. However, as income
increases, households may show differences.
For some households, increasing levels of
discretionary income may not shift their
attention to energy costs and consumption
(Verhallen & Van Raaij, 1981). Conversely,
other households may deploy discretionary
income to upgrade their appliances and
household heating and cooling systems to
reduce their energy consumption (Frederiks et
al., 2015).
From a situational perspective, we integrate the
level of racial diversity in which the household
is located. Previous research investigates
situational factors, such as racially diverse
environments,
and
its
impact
on
environmentally-related
behaviors
and
concerns. For instance, individuals with
experience
in
more
racially
diverse
environments were found to be engaged in
Marketing Management Journal, Fall 2021
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more pro-environmental and civic-oriented
actions (Holoien, 2013; Gurin et al., 2004).
Hence, the situational aspects surrounding a
household may create a moderating condition
that impacts the relationship between household
income and household energy consumption.
In sum, our conceptual model integrates a
demographic and a situational perspective to
better understand their interactive effects on
energy consumption. Further, we incorporate
dwelling size in our analysis. However, our
main goal is to better understand the
demographic and situational factors that impact
our understanding of household energy
consumption. Hence, our research investigates
the following questions:
• How do varying levels of household
income influence household energy
consumption?
• How do situational conditions, such as
racial diversity within a geographic area,
affect the relationship between income and
energy consumption?
Our study offers several contributions. First,
our data and analytical approach are unique, as
we use multiple forms of publicly available
data to identify the factors that influence
household energy consumption. As such, we
demonstrate how energy marketers, utility
firms, and even policymakers could use
multiple sources of publicly available data to
garner insight for energy consumption
discussions. Second, our research findings
provide potential insight and direction for
organizations, such as utility providers. As a
greater understanding of energy consumption
occurs, utilities may be better able to target
market segments that are more likely to be open
to
energy-saving
initiatives
and
communication. For instance, energy marketers
could collaborate with public policymakers to
provide targeted incentives to households
demonstrating a propensity for energy
conservation. These incentives may reduce the
risk for the household to adopt smarttechnology thermostats or integrate alternative
energy sources within the home.
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LITERATURE REVIEW
Energy Consumption and Conceptual Model
Energy use and consumption remain a relevant
topic for marketing, as it is a major area of a
household’s budget and consumption activity.
After decades of steady per-capita growth,
electricity consumption in the U.S. was
stagnant in the new millennium, based on data
from the World Bank and U.S. Census (Farrell,
2014). Some considered strides in energy
efficiency were playing a major role in this
phenomenon (Nadel & Young, 2014).
However, energy consumption increased
recently (McFarland, 2019). Yet regardless of
the varying usage trend, electricity is a
significant part of household budgets, with
monthly residential expenditures topping $14
billion per month in 2015 (U.S. Energy
Information Administration, 2016).
Interestingly,
considerable
variance
in
consumption occurs across households. Fischer
(2013) finds that the top 10% of households in
terms of electricity consumption consumed
24% of the kilowatt-hours (kWh). The analysis
determined that while home size is a driver of
this discrepancy, variation in usage among
houses with the same square footage can differ
by up to a factor of six. Therefore, the demands
of the dwelling structure are not the sole
influence on household consumption (Fischer,
2013). Instead, research must include additional
factors.
Research on energy usage and consumption has
increasingly turned toward incorporating more
interactive models, including demographic,
situational,
and
psychological
factors
(Abrahamse & Steg, 2009). Our conceptual
model adopts this interactive approach by
integrating demographic and situational
influences to better understand household
energy consumption. Demographically, we use
household income. Income provides a base of
resources for the household to deploy toward
appliances and comfort, including that of
lighting and heating (Poortinga et al., 2004), all
of which necessitate energy consumption.
Hence, our model outlines a direct link between
household income and energy consumption.
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Next, our conceptual model integrates a
moderating condition of geographic racial
diversity.
Diversity
is
an
important
characteristic of municipalities (Sparber, 2010),
and some municipalities and regions view
diversity as a competitive advantage in the
areas of economic development and urban
innovation (Florida, 2019). Racial or ethnic
diversity produces a variety of positive
outcomes in several contexts (e.g., Hartenian &
Gudmundson, 2000; Jayne & Dipboye, 2004;
Milem, 2003; Richard, 2000). It produces
positive outcomes, in some part, due to its
ability to enable interactions of individuals with
different backgrounds and perspectives. Hence,
diversity may create a context for the potential
sharing of ideas with those operating with
different motivations and/or a different
geographical focus for their actions. In
application to our study, research demonstrates
that those with experience in racially diverse
environments tend to be more likely to
participate in environmental and civic
behaviors (Holoien, 2013). We suggest that one
form of environmental behavior plausibly
includes energy consumption.
Finally, our conceptual model integrates an
indirect relationship between the demographic
variable (i.e., income) and our distal outcome,
energy consumption, through dwelling size.
Thus, we acknowledge explicitly the research
regarding the influence of dwelling size on
energy consumption (Schipper et al., 1989).
Previous research demonstrates that dwelling
size and type partially explain differences in
consumption across households (McLoughlin et
al., 2012). Further, this link aligns with research
that suggests demographic variables indirectly
impact energy consumption through various
forms of mediating variables (Black et al.,
1985).

HYPOTHESIS DEVELOPMENT
The conceptual framework of electricity
consumption is shown in Figure 1. The model
includes a mediated process, as well as a
conditional direct path (e.g., Hayes, 2017). For
the mediation, dwelling energy requirement
serves as the mechanism by which median
household income impacts average usage. The
direct path indicates the effect of income on
usage that is not explained by the dwelling
Marketing Management Journal, Fall 2021
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energy requirement mechanism (i.e., it accounts
for unspecified processes), with the effect being
conditional on the level of diversity.
Household Income
First, we suggest that household income is
positively correlated with energy use. At lower
income levels, the lack of financial resources
focuses on the household’s attention on
expenses,
including
that
of
energy
consumption. As the household budget is
constrained, it may attempt to ensure their
income provides for a range of necessities at
lower levels.
As income increases, households may be less
likely to focus their attention on energy
consumption and associated costs (Verhallen &
Van Raaij, 1981). Hence, these households may
be less likely to feel financially constrained in
their energy consumption compared to lowerincome households. Further, energy costs may
assume a smaller proportional share of their
household budget. And thus, they may not
garner as much attention as areas assuming a
greater proportion of the household’s budget.
Finally, higher-income households may have
discretionary funds to cover varying degrees of
energy consumption. Thus:

H1: Household income positively impacts
energy consumption.
Dwelling Size
Next, we suggest that the size of the dwelling
also drives energy use. Research demonstrates
that detached dwellings (a variable correlated to
size) are associated with higher energy use than
attached dwellings, such as apartments
(McLoughlin et al., 2012). As the dwelling
integrates multiple floors, varied rooms,
distinctive room styles, and other attributes, it
places additional requirements on lighting,
heating, ventilation, and cooling systems (Van
Raaij & Verhallen, 1983). As such, as dwelling
size increases, it affects energy consumption.
Hence:
H2: Household dwelling size positively
impacts energy consumption.
Mediating Mechanism
Our conceptual model allows for the dwelling’s
energy requirement to be a function of
household
income,
a
straightforward
accommodation for those with higher incomes
generally living in larger homes. The dwelling
size provides a mechanism for the household to

FIGURE 1:
Conceptual Model
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energy requirement

+

+
Average monthly
kWh usage
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deploy its income, and thereby increase its
energy consumption. This premise suggests that
as households increase financial resources, the
dwelling provides the means (and physical
area) to invest in a range of household devices
that consume energy (e.g., Abrahamse & Steg,
2009; Craig et al., 2014). Thus, the dwelling
size enables the household income to purchase
more things, such as technology appliances,
which increase the levels of energy
consumption. Hence:
H3: Household income positively impacts
energy usage through a larger
dwelling energy requirement.
Racial Diversity
We argue that racial diversity may play a
moderating role in energy consumption. While
household income may have a positive effect
on energy usage, the effect of income on energy
consumption may be attenuated due to the
sharing of diverse ideas, including that of
energy use. Diversity exposes individuals to a
wide variety of attitudes, including attitudes
focusing on energy consumption and
environmental concerns. The exposure to these
attitudes may impact a household’s attitudes
regarding energy conservation, the legitimacy
of energy concerns, and the household’s role in
energy consumption (Seligman et al., 1979),
and thereby impact behavior (Craig et al.,
2014).
As applied to our setting, higher-income
households are less likely to feel financially
constrained in their energy consumption as
compared to lower-income households.
However, when residing within a context of
diverse ideas, higher-income households may
become more aware of issues related to energy
usage and the consequences of increasingly
higher levels of energy usage. In this scenario,
those with higher incomes are better situated to
employ energy-saving measures, which may be
costly (Abrahamse & Steg, 2009). Hence:
H4: The direct effect of household
income on energy usage is attenuated
by racial diversity.
METHODS
Our dataset focuses on the city of Los Angeles.
This particular dataset was available to the
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public via Data.gov. California is also an
appealing research setting due to public policy
initiatives regarding energy. In 2019, California
governor, Jerry Brown, signed a bill into law
with the goal for the state to use entirely zeroemission electricity by 2045 (Domonoske,
2018). Such legislation is also important due to
its potential impact. In 2018, California
possessed the fifth largest economy in the
world, greater than that of the United Kingdom
and India (May 4, 2018).
Further, we suggest the focus on Los Angeles,
CA is appropriate for an energy consumption
context. Scholars suggest the majority of major
climate actions within the United States exist at
a more micro-level, that of the state and city
level (Selby, 2019). For instance, cities such as
Burlington, Vermont, Georgetown, Texas, and
Aspen, Colorado have developed and discussed
policies for renewable electricity and
production (Domonoske, 2018).
Our study combines multiple publicly available
datasets to effectively address our research
objective. We used datasets from Data.gov, the
U.S. Census, and UDS Mapper. Our first
dataset emanates from Data.gov, containing the
dependent variable, average monthly kWh
usage by zip code for the 125 zip codes in Los
Angeles for 2013. Data.gov is an online
clearinghouse launched in 2009 that aggregates
metadata about open data from federal, state,
and local government resources. The energy
usage dataset is sparse, consisting only of zip
codes and kWh usage over several years for
each Los Angeles Zip code.
We accessed the second dataset via the U.S.
Census’s American FactFinder online portal.
To address the research questions in this study,
the characteristics of each zip code were
required. The U.S. Census provides a multitude
of data aggregated at a variety of levels.
However, while zip code is one of several
hundred choices for census data aggregation,
far more data categories are aggregated using
zip code tabulation areas (ZCTAs) than zip
codes. Therefore, before appending census data
to the energy use data, zip codes were mapped
to zip code tabulation areas using the “Zip Code
to ZCTA Crosswalk” tool provided by UDS
Mapper (2016). This allowed the appending of
Marketing Management Journal, Fall 2021
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the desired ZCTA-level data from the U.S.
Census to the electricity usage data.
For each of the 33,120 ZCTA’s in the U.S.,
2014 data was downloaded for variables
including
median
household
income,
characteristics of the dwellings (percentage of
dwelling detached, the average number of
rooms, the average number of bedrooms), and
the distribution of the population by race,
retrieved using the U.S. Census (2016)
“American Fact Finder” tool. This data was
then appended based on the Los Angeles zip
codes to the energy dataset. One ZCTA, 91330,
was dropped from the analysis due to a lack of
U.S. Census data.
MEASURES AND ANALYSIS
The dwelling energy requirement was
operationalized as a reflective, latent construct
with items consisting of the commonly used
characteristics from the literature representing
the size of the dwelling: percentage of
dwellings detached, the average number of
rooms, and the average number of bedrooms.
The construct has a Cronbach’s alpha of .839.
Utilizing a latent construct for the mediator in
the model allows for the straightforward
assessment and interpretation of the indirect
effect of income on electricity usage.
A common, and generally preferred measure of
racial diversity, entropy (Budescu & Budescu,
2012; Teachman, 1980), was calculated for
each ZCTA. As racial diversity increases,
entropy increases. Race was assessed across the
following U.S. Census categorizations: white,
black or African-American, Asian, and

Hispanic or Latino, with the remaining
categories in the dataset combined into a fifth
category.
The measure representing income is the median
household income for each ZCTA. Electricity
usage was measured as the average monthly
kWh usage per household in each ZCTA during
2013. The percentage of households in each
ZCTA using electricity as their home heating
fuel was used as a control variable. A summary
of the data is presented in Table 1.

The
latent
variable
dwelling
energy
requirement (R) is specified as a function of
median household income (I), for each
ZCTA, i,
Ri = β0 + β1Ii + εi.

(1)

Average monthly kWh usage (U) is specified in
log form,
ln Ui = γ0 + γ1Ri + γ2Ii + γ3Hi + γ4IixHi + γ5Ei +
δi, (2)
where H is the common notation for entropy
(representing racial diversity), and E represents
the percentage of households using electricity
for heating fuel.
In reduced form, the effect of income on the log
of electricity usage is the partial derivative

 ln U
=  1 1 +  2 +  4 H ,
I

(3)

TABLE 1:
Summary of the Data (N=124).
Variable
Median household income
Percentage of dwellings detached
Average number of rooms

Mean
$55,875
41%
4.5

Standard
Deviation
$28,116
23%
1.0

Minimum
$7,071
0%
1.6

Maximum
$170,193
93%
7.0

Average number of bedrooms
Racial diversity (entropy)
Average monthly kWh usage
Percentage using electricity as heating fuel

2.1
1.45
509
26%

0.6
0.38
261
9%

0.4
0.26
236
10%

3.5
2.16
1944
53%
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where γ1β1 represents the indirect effect of
income on usage that will test H3; and γ2 + γ4H
corresponds to the conditional, direct effect that
will test H4 (Preacher & Kelley, 2011).
RESULTS
The analysis was conducted using MPlus,
simultaneously estimating the regressions
shown in Equations 1 and 2. The parameters,
along with the indirect and conditional effects,
were estimated using 5000 bootstrapped
samples of the data to allow for the construction
of confidence intervals required to test the
mediation (i.e., the first term in Equation 3,
γ1β1) and the conditional direct effect (i.e., the
remaining terms in Equation 3, γ2 + γ4H) (see
Preacher & Hayes, 2008). The results of the
analysis are presented in Table 2.
H1 relates to the total effect of household
income on energy consumption as shown in
Equation 3, (i.e., the sum of the indirect and

direct effects), with diversity at the mean. The
effect is positive and significant [.240, 95% CI
(.166, .313)], supporting H1. The JohnsonNeyman point is with diversity at 1.15 standard
deviations above the mean (see Spiller et al.,
2013), meaning that the total effect of income
on energy consumption is positive and
significant as long as diversity is no more than
1.15 standard deviations above the mean.
H2 concerns the impact of household dwelling
size on energy consumption, specifically γ1 in
Equation 2. As expected, dwelling size has a
positive effect on consumption [1.323, 95% CI
(1.037, 1.652)], providing support for H2.
H3 corresponds to the indirect effect of income
on usage via the dwelling energy requirement,
(i.e., the first term in Equation 3, γ1β1). The
effect is positive and significant [.177, 95% CI
(.128, .235)], supporting H3.

TABLE 2:
Parameter Estimates

Effect
Effect on dwelling energy requirement
Intercept
Income

0.166
0.108

0.221
0.159

5.611*
1.323*

5.389
1.037

5.827
1.652

0.499*
-0.084

0.329
-0.189

0.711
0.020

Income x diversity
Percentage of households using electric for
home heating
Indirect effect of income on log of average monthly
kWh via dwelling energy requirement
Direct effect of income on log of average monthly
kWh with …..
diversity (entropy) at -1 standard deviation (H2)

-0.301*

-0.441

-0.164

1.466*

1.001

1.992

0.177

0.128

0.235

diversity (entropy) at +1 standard deviation (H2)
Total effect of income on log of average monthly
kWh with …
diversity (entropy) at the mean (H1)

-0.052

Income
Diversity (entropy)

71

Bootstrapped
upper 2.5% of
confidence
interval

0.193*
0.133*

Effect on log of average monthly kWh usage
Intercept
Dwelling energy requirement (H2)

*

Parameter
estimate

Bootstrapped
lower 2.5% of
confidence
interval

0.177*

0.240*

0.111

0.256

-0.145

0.056

0.166

0.313

significant at 0.05 level
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H4 pertains to the direct effect (i.e., unmediated
effect) of income on usage. Following Preacher
and Hayes (2008), the hypothesis can be tested
by assessing the effect at two levels of
diversity, -1 and +1 standard deviations from
the mean level of entropy. H4 is also supported,
since the direct effect exists at low levels of
diversity [.177, 95% CI (.111, .256)], but not at
high levels of diversity [-.052, 95% CI (-.145,
.056)] – (i.e., diversity attenuates the direct
effect of income on electricity usage). This test
result is consistent with the observation of a
significant and negative interaction effect, i.e.
γ4 in Equation 3, [-.301, 95% CI (-.441, -.164)].

benefits, and even public policy discussions on
energy policies.

DISCUSSION

The combined effects of income and diversity
on kWh usage, both observed and predicted by
the model, are illustrated in Figure 2. The
graphs can be interpreted in a couple of ways.
First, for the observed data in the left panel, the
average kWh usage for those in the top income
quartile is 278% higher when diversity is low
(1187 kWh vs. 314 kWh), but only 57% higher
when diversity is high (543 kWh vs. 345 kWh).

Our study examines a topic that lies at the
intersection of marketing, households, and
organizations. In our research, we have melded
together
areas
of
household
energy
consumption, ZIP code, and mapping data to
illustrate the insights for public utility
strategies,
individual-level
consumption

Our results show that household income
indirectly drives electricity consumption
through dwellings with higher energy
requirements (i.e., large, detached). But racial
diversity appears to attenuate the direct effects
of income on usage. As argued in support of
this hypothesis, racial diversity allows for the
sharing of ideas that may include moral
obligation and pro-environmental behaviors,
through higher levels of awareness and a sense
of responsibility.

FIGURE 2:
kWh by Income and Entropy (Diversity)
Household
income

<upper quartile>

<3rd quartile>

<2nd quartile>

<lower quartile>

Entropy (diversity)

Entropy (diversity)

Observed average kWh by income and entropy quartiles

Predicted kWh at quartile means of income and entropy
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Stated otherwise, electricity usage grows at a
much higher rate as income increases when
diversity is low than when diversity is high.
The panel on the right relates a similar story for
the usages predicted by the model.
A second interpretation of the effect is
consistent with the wording used in H4. In the
left panel of Figure 2 for the top income
quartile, usage decreases dramatically, by 54%,
as diversity goes from low to high (1187 kWh
vs. 543 kWh). For the bottom income quartile,
there is no statistically significant difference in
usage as diversity increases (314 kWh vs. 345
kWh). This interpretation is also evident for the
predicted usages in the right panel. As
hypothesized and empirically supported,
diversity attenuates the effect of income on
electricity usage.
Academic Contributions
Our
study
offers
several
academic
contributions. First, we utilize unique, multisource
datasets
to
examine
energy
consumption. Our research demonstrates how
publicly available data may be used for
academic
research
examining
energy
consumption. As such, we illustrate one use of
big data for academic research. Big data
commonly
refers
to
the
“collection,
management and analysis of massive amounts
of data,” (McNeely & Hahm, 2014, p. 305). For
marketing scholars, the ability to analyze the
amount of data produced daily and generate
useful insights for their strategic research is
both daunting and enthralling. As such, we
provide an exemplar of generating insights not
available with smaller-scale data like surveys
(Mayer-Schonberger & Cukier, 2013).
Second, our study adds to the literature on
energy consumption and racial diversity. One
of the study’s main areas of focus is whether
racial diversity plays a role in electricity
consumption, after accounting for income (and
therefore dwelling size). Our underlying
premise suggests that racial diversity may
enable levels of interaction that allow for the
diffusion of diverse ideas. While, racial
diversity has been found to produce pro-social
behaviors, in a variety of contexts (e.g.,
Hartenian & Gudmundson, 2000; Jayne &
73
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Dipboye, 2004; Richard, 2000; Milem, 2003),
this study appears to be the first to look at racial
diversity as a moderating condition between
household income and energy consumption.
Managerial Implications. Our study offers
several managerial implications. By appending
multiple datasets, we developed and tested a
model of energy consumption. Undoubtedly,
the nature of our data is diverse in terms of the
source from which it emanated, the nature and
reason for its collection, and ultimately our use
and application of the data. However, these
issues are illustrative of the challenges
confronted by firms and marketers that choose
to use big data to inform decisions.
First, the aggregation and analysis of multiple
forms of data may require marketers to alter
their perspectives (Mayer-Schönberger &
Cukier, 2013). As some suggest (MayerSchönberger & Cukier, 2013), the use of big
data necessitates the need to recognize and
acknowledge the biases inherent in data, as well
as require us to transition away from seeking
causality, and instead to look for a signal that
provides insight. While “correlations may not
tell us precisely why something is happening…
they alert us that it is happening…and that in
many situations …is good enough” (p. 14).
Hence, as illustrated by our research, the
question lies in the comfort level of marketers
and their stakeholders of using disparate,
diverse sources of data that may indicate, but
not confirm, plausible insight that may be used
within strategic initiatives.
Second, we provide one approach of how
utilities and their business intelligence
personnel could utilize various forms of data to
encourage
energy
conservation
more
efficiently. Our results have demonstrated a
way to broadly locate individuals that already
exhibit some energy-conservation behaviors,
providing an initial indication of where to
deploy
investment
in
marketing
communication,
incentives,
and
other
marketing programming that would encourage
energy conservation. Additionally, the ZIP code
level
provides
one approach toward
segmentation; and an opportunity to target
motivated individual households with the
potential opportunity and ability to act upon
their motivation (Prothero et al., 2011) on the
Marketing Management Journal, Fall 2021
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adoption of energy conservation initiatives,
such as smart metering. Considering the time
and capital investment required to add
additional energy capacity to a utility, our
approach demonstrates one path toward finding
energy users already exhibiting elements of
energy consumption.
Third, studying energy consumption patterns is
important for marketers within the energy
sector. For example, energy marketers could
use data about energy consumption to provide
insights that would enable energy firms to make
better decisions about, “which message to send
to which household at which time in order to
get them to conserve energy” (Knowledge@
Wharton, 2012). This form of targeted
conservation communication may have partially
ameliorated the recent energy crisis in Texas,
which left millions without power during harsh
winter conditions (Cohen, 2021).
Fourth, we submit that marketers confront a
data environment with the fluidity of a gold
rush. While data continue to be produced in
epic amounts, several questions emerge
regarding the data, their uses, and application.
First, do marketers have the capacity and
capabilities to use the data? What are the
necessary financial and human resources
required to deal with the varied forms, formats,
and uses of the data? What are the current
analytics capabilities of marketers and their
firms? How do marketers decide which data to
utilize and which data not to utilize? Further,
several opportunities exist for marketers to
consider their internal policies for data
collection, reporting requirements for uniform
data measurements, repositories for accessing
the data, and the ability to use the data in a
meaningful and responsive way to inform their
strategies.

LIMITATIONS AND
FUTURE RESEARCH
The data pertain to a single market, Los
Angeles, California. The findings may or may
not replicate in other markets. However, the
market is characterized by a wide variety of zip
code tabulation areas (ZCTAs) in terms of
racial make-up, providing an opportunity to test
other geographic areas and determine if our
findings can be replicated. The analysis focuses
Marketing Management Journal, Fall 2021
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on a snapshot in time, thereby assessing the
impact of diversity through the comparison of
ZCTAs, rather than directly testing the impact
of diversity on change in behavior over time.
This study is agnostic in terms of interpreting
the findings from the perspective of any
particular race, given our measure of entropy.
In our study, a neighborhood consisting of 90%
households of race A and 10% households of
race B would have the same entropy as a
neighborhood with 10% households of race A
and 90% households of race B. Therefore, those
two neighborhoods would be equivalent in our
data in terms of racial entropy, despite the races
attached to A and B.
The typical limitations consistent with studies
relying on secondary data also apply. First, the
findings are descriptive rather than prescriptive,
given no control over sampling and no
experimental
manipulation.
Second,
endogeneity could be an issue, and as a result,
increasing the racial entropy of an existing
neighborhood may not necessarily reduce
energy usage, e.g., there is a correlation
between those that prefer to use less energy and
those that prefer to live in diverse
neighborhoods. That being said, even with
secondary data, we have demonstrated that
including a measure of racial entropy enhances
a model of energy consumption.
Many opportunities for future research based on
this study exist. First, these findings could be
replicated in other markets. Second, various
forms of diversity other than race could be
considered. Finally, future research could
integrate longitudinal research designs.
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DIFFERENCES IN GENERATION Y AND GENERATION Z:
IMPLICATIONS FOR MARKETERS
TIMOTHY H. REISENWITZ, Valdosta State University

This study compares and contrasts some of the characteristics of Generation Y and Generation Z by
implementing an identical survey for both generational cohorts. Information was gathered
concerning each group, including basic demographics and Internet usage; independent t-tests were
run for the following psychographic variables: Internet shopping satisfaction, social media usage,
brand loyalty, and risk aversion. Results revealed that Internet shopping satisfaction and brand
loyalty were significantly different. That is, members of Generation Y have greater overall
satisfaction shopping with the Internet than members of Generation Z. Also, members of Generation
Y have greater brand loyalty than members of Generation Z. There were no significant differences
between groups regarding social media usage and risk aversion. Implications for marketers and
limitations and suggestions for future research were discussed.
INTRODUCTION
Marketers of products and services must fine
tune their segmentation strategies to the
dynamic consumer needs of Generation Y and
Generation Z, as members of Generation Y
continue to develop their careers and their
disposable income increases, and members of
Generation Z are just beginning their careers
and are starting to enjoy the benefits of
significant increases in their discretionary
income. Generational cohort theory is the
conceptual framework of this study to compare
and contrast Generation Y and Generation Z.
Purpose of the Study
The purpose of this study is to assess the
differences between Generation Y and
Generation Z in order to contribute to
generational cohort theory and also to allow
marketers to better address the needs and wants
of Generations Y and Z. According to Wood
(https://iei.ncsu.edu), Gen Z will most likely
have consumer-related differences from Gen Y
due to the age of these individuals during times
of recession. More broadly, Gen Z behaves
differently than earlier generations and,
therefore, changes in consumer behavior may
result (Priporas et al., 2017). Specifically, this
study examined variables that could impact
marketing decisions:
Internet shopping
The Marketing Management Journal
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satisfaction, social media usage, brand loyalty,
and risk aversion. The study is organized as
follows: the literature review and hypotheses,
methodology, analysis and results, theoretical
and managerial implications, and limitations
and suggestions for future research.
LITERATURE REVIEW
Generational Cohorts
The alternative to assuming that values,
attitudes, beliefs, and inclinations are a result of
age and maturity is generational cohort theory
(Moss, 2010). Ryder (1965) defined the term,
cohort, as “the aggregate of individuals (with
some population definition) who experienced
the same event within the same time
interval” (p. 845). Generational cohort theory
is a theory of social history that “describes and
elaborates on differences and changes in
generational and public attitudes over
time” (van der Walt et al., 2016, p. 53), which
is grounded in the life course perspective
(Larson et al., 2016). A generational cohort
consists of individuals who share the same
values, external environment, and events
(Petroulas et al., 2010) or life experiences
(Bilgihan, 2016), which are thought to
influence their attitudes and beliefs (Bilgihan,
2016), values, preferences, behavior and
thinking (Ordun, 2015).
Cohorts are not
defined by birth year, but by events that impact
their late adolescent and early adult years
(Schewe et al., 2000). Events that are of
particular significance often take place during
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the generation’s earlier, formative, years, rather
than later (Moss, 2010), generally between the
age range, 17-23 (Debevec et al., 2013).
Significant events for Baby Boomers, for
example, included the assassination of John F.
Kennedy, the Vietnam War, the 1970s energy
crisis, and the first individual to walk on the
moon (Debevec et al., 2013). Members of a
generational cohort may exhibit certain values
and priorities that persist throughout their lives
(Larson et al., 2016; Moss, 2010) and may
share preferences, desires, attitudes, and buying
behaviors.
Baby Boomers saw a strong
economy during their late adolescent and early
adult years, so spending became a lifestyle
(Debevec et al., 2013). Therefore, cohorts may
vary in time periods and, additionally, may be a
better segmentation variable than age or
arbitrary age categories.
The theory has been used in the following
management and marketing areas (Fisher &
Crabtree, 2009): sports marketing (Bennett &
Lachowetz, 2004), consumer preferences for
retail formats (Carpenter & Moore, 2005),
values toward the workplace (Hewlett et al.,
2009), maintaining a productive workforce
(Martin, 2005), and managing contrasting
generations (Hill, 2002; Mujtabe & Thomas,
2005; Swearingen & Liberman, 2004). The
versatility of the theory is shown by its use in
other non-business areas. Generational cohort
theory has been applied in the social sciences to
research people’s attitudes and values (Davis,
2004), political activity (Soule, 2001), and
political partisanship (Greenberg, 2003).
Furthermore, the theory has also been used in
education to assess Generation Y’s entry into
higher education (Haynie et al., 2006),
information-seeking behavior (Weiler, 2004),
student learning styles and attitudes (Oblinger,
2003), and student use of library services
(Gardner & Eng, 2005).
The current
generational cohorts in the United States consist
of Matures or Traditionalists, Baby Boomers,
Generation X, Generation Y, and Generation Z
(van der Walt et al., 2016). The focus of the
study is on the latter two of these generational
cohorts, Gen Y and Gen Z.
Generation Y and Generation Z
The term, Generation Y, was first coined in
1993 by Advertising Age as the last generation
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to be born entirely in the twentieth century
(Reed, 2007). Generation Y is also known as
Echo Boomers, the Millennium Generation,
Millenniums or Millennials, Generation We,
Connect 24/7, Leave No One Behind
(Wiedmer, 2015), Generation Next (Durkin,
2008), Internet Generation (Wiedmer, 2015) or
Net Generation (Tyler, 2008), and Generation
Why? (Reed, 2007).
They are the first
generation connected by the Internet,
particularly social media (Ordun, 2015).
Therefore, members of Gen Y are very sociable
and techno savvy, engaged in e-commerce and
m-commerce (Bilgihan, 2016). Additionally,
they are probably more educated than prior
generational cohorts (Larson et al., 2016) and
are more ethnically diverse than previous
cohorts (US Census Bureau, 2015). They are
“open minded, social, innovative, energetic,
ambitious,
confident,
motivated,
and
smart” (Ordun, 2015, p. 20). They prefer
spending on travel and other experiences versus
material goods (Bilgihan, 2016). There are
about 60 million consumers in this group
(Montana & Petit, 2008).
In addition to identification of the
demographics of Generation Y, research has
been conducted into the psychographics
(lifestyle analysis) of Generation Y consumers.
Valentine and Powers (2013) used the Values
and Lifestyles (VALS) scale to identify the
psychographic profile of this important
segment. Furthermore, Noble et al. (2008)
found that issues related to socialization,
uncertainty
reduction,
reactance,
selfdiscrepancy, and feelings of accomplishment
and connectedness drive Millennials’ product
purchases and retail patronage. Moreover,
Martin and Turley (2004) found that Gen Y
consumers are more likely to be objectively
motivated than socially motivated when
purchasing.
Specifically, they found that
consumer perception of a shopping mall’s
ambience, layout, and involvement in the
shopping process can be predicted by these
objective motivations.
In contrast, Generation Z is known as the
Technology Generation (Berkup, 2014), since
its members were born in the decade after the
widespread emergence of the World Wide Web
(Wood, https://iei.ncsu.edu). They are also
referred to as Generation I or iGeneration
Marketing Management Journal, Fall 2021
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(Wiedmer, 2015), Gen Tech, Digital Natives,
Gen Wii, the N (Net) Generation or Net Gen
(Postolov et al., 2017), Gen Next, Post Gen,
and Plurals (Wiedmer, 2015). They are highly
educated, techno-savvy, innovative (Wood,
https://iei.ncsu.edu) and creative (Priporas et
al., 2017). Gen Z is “the most applicationfriendly and website-savvy generation engaging
with the Internet for most of its daily
activities” (Ayuni, 2019, p. 169) and are
interested in new technologies, prefer
simplicity, want to be safe, want to escape
reality, have high expectations, and care about
experience (Tunsakul, 2020). It is predicted
that Generation Z will be the largest
generational cohort by 2034, at 78 million
(“Millennials, Gen Z,” 2019).
Although there is much consensus on the birth
years for Matures (prior to 1946) and Baby
Boomers (1946-64), there are variations for the
birth years of Generation X, Generation Y, and
Generation Z.
There is currently little
consensus in terms of when Generation Y ends
and Generation Z begins. And much of the
literature does not provide citations for the
dates that were used to define these
generational cohorts. Therefore, the longstanding, reputable research organization, the
Pew Research Center, was chosen as the source
for defining Gen Y and Gen Z by birth years.
For purposes of this study, Generation Y is
defined as those born during the years 19811996 and Generation Z is defined as those born
during the years 1997-2012 (Dimock, 2019).
The Internet
Issa and Isaias (2016) concluded that the
Internet is becoming a part of the daily routines
and practices of Gen Y and Gen Z. Although
Gen Y grew up in a digital world, is technically
literate, and has mastered the technology (Pelet
& Lecat, 2014), there is much agreement that
Generation Z is by far more Internet-savvy with
more digital literacy than the previous
generational cohort (“Millennials, Gen Z,”
2019; Nagy, 2017), one study stating that,
“technology is their DNA” (Postolov et al.,
2017, p. 111).
Generation Z is more
technologically dependent and up-to-date
(Postolov et al., 2017). Furthermore, Gen Z is
the first true cohort with mobile natives in an
environment of smartphones, tablets, and the
Marketing Management Journal, Fall 2021
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Internet (McAlpine, 2013). These consumers
expect constant innovation of faster, more
efficient, technological products and care more
about the online shopping experience (Bilgihan,
2016; Priporas et al., 2017). Since they have a
significant online presence, online shopping is
an obvious choice for Gen Z (Dabija & Lung,
2019; Hidvegi & Kelemen-Erdos, 2016).
Based on this discussion, the following
hypothesis is proposed:
H1: Members of Generation Z have
greater overall satisfaction shopping
with the Internet than members of
Generation Y.
Social Media
Social media is described as platforms, such as
content sharing sites, blogs, social networking,
and wikis, that allow for creating, modifying,
sharing, and discussing Internet content
(Kietzmann et al., 2011). There are many
examples, each with their own focus, including
Facebook, Twitter, Instagram, LinkedIn and
Pinterest. Consumers can access social media
via websites on their computers or their
smartphones. Pelet and Lecat (2014) note that
successful firms develop the technical expertise
and a sound strategy to create an effective
social media/m-commerce website, in which mcommerce is one- or two-way exchange of
value facilitated by a mobile consumer
electronic device, for example, a mobile
handset or smartphone (Pelet & Lecat, 2014).
Furthermore, interactions on social media can
affect younger consumers’ identity formation,
service expectations, and involvement with
brands and firms (Chahal & Rani, 2017).
Customers go online because of the practical
nature of the content or the entertainment value
associated with it. Moreover, brand exposure
on social media influences consumer preference
and/or the purchase decision.
Palfrey and Gasser (2008) note that when Gen
Y uses social media, its members value others’
opinions and feel important when they provide
feedback regarding brands or products they use.
However, Generation Z is more comfortable
than Generation Y with technology and uses
social media websites for a great deal of
socializing (Huh et al., 2018; Kitchen &
Proctor, 2015), i.e., they are socially connected
to their peers via social media (Wiedmer,
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2015). Based on the previous discussion, the
following hypothesis is proposed:
H2: Members of Generation Z have
greater social media usage than
members of Generation Y.
Brand Loyalty
It seems as if both Gen Y and Gen Z are not
very brand loyal, albeit on varying levels.
Nagy (2017) states that members of Generation
Y tend to be less brand loyal than previous
generations and resistant toward marketing and
advertising.
Bilgihan (2016) states that
marketers need to work to increase the loyalty
of this disloyal group of consumers. However,
Nicholas (2009) notes that Baby Boomer
parents have influenced members of Generation
Y to be brand loyal, associating brands with
companies that stand behind their products and
give them peer recognition. Additionally,
Kietzmann et al. (2011) note that Gen Y has the
potential of forming long-term loyalty with
products that satisfy their needs. In contrast,
Wood (https://iei.ncsu.edu) notes that members
of Generation Z are brand-sensitive, but not
very brand loyal. More definitively, Priporas et
al. (2017) state that Gen Z has no brand loyalty.
Kusek (2016) observed that cultural shifts in
the United States have caused the demise of
brand loyalty. Major changes in marriage,
religion, politics, and corporate America have
shaped a theme that change is good and it
should not be feared or avoided, i.e., “’new’ is
better than ‘known’” (Kusek, 2016, p. 3).
Based on the previous discussion, the following
hypothesis is proposed:
H3: Members of Generation Y have
greater brand loyalty than members
of Generation Z.
Risk Aversion

Many members of Generation Y have been
described as materialistic, brand-oriented, and
risk-takers, and more prone to impulse buying
than other generational cohorts (Aruna &
Santhi, 2015). In stark contrast, Moskowitz
(2019) states that Millennials are the “most risk
averse
generation
since
The
Great
Depression” (p. 1) and that a study by the
Brookings Institution revealed that 52 percent
of Millennials have a majority of their money in
cash compared to an average of 23 percent for
81
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other generations. Gen Y has experienced
“tech bubbles, housing bubbles, stock market
crashes, Wall Street scandals, and the Great
Recession” (Larson et al., 2016, p. 73), in
addition to levels of high unemployment and
declining salaries. Since they were sheltered
and protected, yet pressured to succeed by their
parents, they struggle with “independent
thinking, decision making, and risk taking”
from a fear of making mistakes and a need for
structure and little ambiguity (Larson et al.,
2016, p. 75). Traditionally, young investors
take risk for compounding reasons and because
losses can be recouped over time,
characteristics not found in Gen Y. Millennials
are financially risk averse and thus are
conservative investors, who more often keep
their savings in cash versus stocks (Larson et
al., 2016). Furthermore, Millennials are risk
averse due to their continual state of safety and
security, if viewed from the perspective of
Maslow’s Hierarchy of Needs model
(Harrington, 2015).
Similarly, Generation Z has grown up with the
mindset that risk is unacceptable. Gen Z
witnessed the recession in 2008, including the
loss of nine million jobs and eight million
homes due to foreclosure. They would rather
save than spend, making them practical, risk
averse, and frugal (Lynch, 2017). Members of
Gen Z are more cautious and risk averse than
their parents (Iqbal, 2018); they are building
wealth and preparing for their financial future
earlier than Gen Y (Hoffower, 2019). The risk
aversion extends to student loan debt, since
members of Gen Z are attempting to avoid the
massive student loan debt that Gen Y
accumulated (“Move Over, Millennials,” 2018).
Therefore, risk taking is a feared situation that
could lead to failure, danger, disappointment,
and harm (McQueen, 2015). Based on this
discussion, the following hypothesis is
proposed:
H4: There are no significant differences
in risk aversion between members of
Generation Y and members of
Generation Z.
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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 & Reynolds, 2006). 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 et al., 1981).
The questionnaire began with demographic
questions and then continued with several
multiple-item
scales
to
measure
the
psychographic variables.
To ensure accurate responses, the respondents
were promised complete confidentiality. A
pretest was conducted of 10 respondents that
were representative of the sample. There were
no major changes as a result of the pretest. For
the main sample, there were 101 usable
respondents in the Generation Y sample and 62
usable respondents in the Generation Z sample
for a total sample size of 163. Although
modest, the sample sizes are sufficient for basic
analyses, since it is noted that a sample size of
“at least 20 can be expected to provide very
good results even if the populations are not
normal” (Anderson et al., 2009, p. 390).
Similarly, Hair et al. (2010) note that the t-test
is a special case of analysis of variance
(ANOVA) for two groups. Their recommended
minimum cell (group) size for ANOVA and the
t-test is 20 observations. Furthermore, it was
concluded by De Winter (2013, p. 1) that “there
are no principal objections to using a t-test with
Ns as small as 2.”
The Generation Y sample for the study
consisted of 45 percent male (52 percent
female). Percentages do not total 100 due to
missing data. Approximately 28 percent of the
sample had an income in the $0-10,000 range
and 67 percent of the sample was single. The
majority of the sample (58 percent) consisted of
[white] Caucasians. Over half of the sample
Marketing Management Journal, Fall 2021
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(53 percent) had at least earned an
undergraduate degree and 51 percent of the
sample were students, of which about 26
percent of the sample was working for a
company or a business.
The Generation Z sample for the study
consisted of 35 percent male (64 percent
female). Approximately 58 percent of the
sample had an income in the $0-10,000 range
and 89 percent of the sample was single. The
majority of the sample consisted of AfricanAmerican (47 percent) and [white] Caucasians
(43 percent) races. Over half of the sample (73
percent) had at least completed a high school
degree and 85 percent of the sample were
students, of which only 11 percent of the
sample was working for a company or a
business.
There were some similarities between
Generation Y and Generation Z regarding their
Internet characteristics. Generation Y accessed
the Internet more using a computer (50
percent), whereas Generation Z mainly
accessed the Internet via their mobile phone (46
percent for Generation Y and 58 percent for
Generation Z), used the Internet 20 hours or
more per week (40 percent for Generation Y
and 39 percent for Generation Z), accessed the
Internet daily (96 percent for Generation Y and
95 percent for Generation Z), and purchased
using the Internet once a month (35 percent for
both Generation Y and Generation Z).
Complete information on the sample
description is in Table 1.
Measures
All scales are well-established and have been
used in previous research. Satisfaction with
Internet shopping was assessed using a fouritem scale used by Rose et al. (2012), which is a
modification of a scale developed by Khalifa
and Liu (2007). Rose et al. (2012) provided
evidence in support of the scale’s convergent
and discriminant validities. The social media
usage scale was created by Rapp et al. (2013).
Three of the ten statements that were context
specific, i.e., focused on a brand or store, were
removed, with the remaining seven statements
broadly covering social media usage. Loyalty
to the brand was measured using the four-item
scale developed and used by Lichtenstein et al.
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TABLE 1:
Descriptive Information of Sample*
Items

Gen Y
percent (n)

Gen Z
percent (n)

Gender

Male
Female

45 (46)
52 (53)

35 (22)
64 (40)

Income

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

28 (28)
20 (20)
23 (23)
12 (12)
16 (16)

58 (36)
21 (13)
14 (9)
2 (1)
3 (2)

Marital Status

Married
Single
Living with another
Divorced

18 (18)
67 (68)
13 (13)
2 (2)

-089 (55)
8 (5)
3 (2)

Race

White (Caucasian)
African American
Hispanic American
Asian American
Other

58 (59)
23 (23)
11 (11)
5 (5)
3 (3)

43 (27)
47 (29)
8 (5)
2 (1)
-0-

Educ Completed

GED
High School
Undergraduate
Graduate
Professional Degree
Other

6 (6)
21 (21)
53 (54)
17 (17)
-03 (3)

-073 (45)
16 (10)
2 (1)
2 (1)
8 (5)

Occupation

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

51 (52)
4 (4)
4 (4)
1 (1)
12 (12)
26 (26)
2 (2)

85 (53)
-0-02 (1)
-011 (7)
2 (1)

*Those totals falling short of 100 percent or the total sample size are due to missing data and/or rounding.
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TABLE 1:
Descriptive Information of Sample (continued)
Items

Gen Y
percent (n)

Gen Z
percent (n)

50 (51)
-046 (47)
-02 (2)

35 (22)
2 (1)
58 (36)
2 (1)
3 (2)

INTERNET CHARACTERISTICS
Primary Access
My own computer
My Web TV
By mobile phone
A computer at the library/community center
At work/school
Use in Average Wk

20 hours or more
10-19 hours
5-9 hours
Less than 5 hours

40 (40)
34 (34)
20 (20)
6 (6)

39 (24)
23 (14)
27 (17)
11 (7)

Frequency of Access

Daily
Weekly
Monthly
Less than once a month

96 (97)
1 (1)
1 (1)
1 (1)

95 (59)
3 (2)
2 (1)
-0-

87 (88)
81 (82)
16 (16)
25 (25)
80 (81)
91 (92)
49 (50)
24 (24)
9 (9)
65 (66)
11 (11)
1 (1)

89 (55)
84 (52)
29 (18)
32 (20)
82 (51)
95 (59)
50 (31)
18 (11)
13 (8)
56 (35)
6 (4)
-0-

3 (3)
19 (19)
35 (35)
31 (31)
8 (8)
4 (4)

5 (3)
24 (15)
35 (22)
31 (19)
5 (3)
-0-

Internet Use
To stay in touch with friends/relatives
Stay current with news and events
Access the chat rooms
Access discussions/newsgroups
Shopping/gathering product information
Entertainment
Access health/medical information
Check stocks and information
Perform stock transactions
Research specific topics (other than health)
Other(s)
I do not use Internet at all
Purchase Frequency

Never
Once-Twice a year
Once a month
A few times a month
Once a week
More than once a week
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(1990) and Raju (1980). 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 Y group and the Generation
Z group, as well as the total sample. All alpha
values were above the 0.70 value recommended

Scale/Statements
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by Nunnally (1978). Table 2 presents the items
used in the current research.
An exploratory factor analysis was run to
identify whether the scale items build the
expected constructs. The suitability of the scale
items for the factor analysis is determined by
Kaiser-Meyer-Olkin (KMO) Test and Bartlett’s
Test of Sphericity. The KMO Test checks the
sample adequacy to conduct the factor analysis.
A high value of KMO is expected and a value
below 0.5 is not acceptable. The KMO value of
the analysis is 0.816, as seen in Table 3.

TABLE 2:
Reliability Coefficients

Internet Shopping Satisfaction (Rose et al., 2012)
I am satisfied with my overall experiences of Internet shopping.
I am satisfied with the pre-purchase experience of Internet
shopping websites, for example, consumer education, product
search, quality of information about products, and product
comparison.
I am satisfied with the purchase experience of Internet
shopping websites, for example, ordering, and payment
procedure.
I am satisfied with the post-purchase experience of Internet
shopping websites, for example, customer support and
after-sales support, handling of returns/refunds, and delivery care.

Coefficient Alpha
Gen Y Gen Z Combined
0.92
0.90
0.91

Social Media (Rapp et al., 2013)
I use social media to follow sales and promotions.
I use social media to monitor events.
People use social media to reach me.
I use social media to improve my relationship with different brands.
I use social media to communicate with retailers.
I use social media to improve my relationship with retailers.
My relationship with my retail stores is enhanced by social media.

0.90

0.89

0.90

Brand Loyalty (Lichtenstein et al., 1990)
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.

0.89

0.91

0.90

Risk Aversion (Donthu & Gilliland, 1996)
I would rather be safe than sorry.
I want to be sure before I purchase anything.
I avoid risky things.
I don’t like to take chances.

0.82

0.71

0.77
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Barlett’s Test checks scale items correlation. A
high correlation among variables implies that
the variables are suitable for structure detection.
A significance level < 0.05 indicates that the
factor analysis is useful within the data. The
significance value of the analysis is 0.000, as
seen in Table 3. The rotated component matrix,
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as reported in Table 3, is useful to form
constructs based on the factor loadings of the
variables. Loadings close to 1 indicate that the
component (factor) strongly influences the
variable and the highest loadings under a
component constitute a construct. According to
the results of the factor analysis, there are four

TABLE 3:
Factor Analysis
Kaier-Meyer-Olkin Measure of Sampling Adequacy
Barlett’s Test of Sphericity
Approximate Chi-Square
df
Significance

0.816

1959.698
171
0.000
Rotated Component Matrix
Component

1

2

3

4

5

Sat1

.083

.903

.087

-.052

.026

Sat2

.143

.850

.134

.001

.018

Sat3

.096

.913

.050

-.014

-.008

Sat4

.071

.858

.100

.004

.055

SM1

.730

.212

.106

.093

.229

SM2

.532

.200

.239

-.137

.514

SM3

.485

.033

-.007

-.093

.694

SM4

.853

.013

.150

-.065

.118

SM5

.858

.099

.000

.168

.043

SM6

.917

.062

.123

.018

-.032

SM7

.886

.077

.103

-.071

-.067

BL1

.142

.187

.702

.157

.199

BL2

.133

.070

.891

.139

.035

BL3

.079

.051

.900

.087

.023

BL4

.102

.099

.906

.064

.011

Risk1

-.038

.051

.067

.476

.685

Risk2

-.120

-.093

.177

.492

.558

Risk3

.009

-.038

.173

.887

.122

.872

.014

Risk4
.091
-.001
.130
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.a
a. Rotation converged in 6 iterations.

Marketing Management Journal, Fall 2021

86

Differences in Generation Y and Generation Z: . . . .

constructs as follows: Internet shopping
satisfaction, social media usage, brand loyalty
and risk aversion. The risk aversion scale is
problematic, since the first two items load the
highest on component five and the second two
items load highest on component four.
Additionally, there is a cross-loading for the
social media scale for the third item.
ANALYSIS AND RESULTS
Independent-samples t-tests were used to test
the hypotheses; the results are summarized in
Table 4. The t-test is one of the most
commonly used tests to demonstrate whether
the means of two groups are statistically
significantly different from one another (Zhang,
2009). The results were significant for the first
hypothesis, however, in the opposite direction
that was hypothesized: members of Generation
Y have greater Internet shopping satisfaction
than members of Generation Z (p < 0.10). The
second hypothesis was not supported: There
are no significant differences between members
of Generation Y and Generation Z regarding
their social media usage. There was support for
the third hypothesis that members of
Generation Y have greater brand loyalty than
members of Generation Z (p < 0.10). Finally,
the fourth hypothesis, that there are no
significant differences in the risk aversion of
Gen Y and Gen Z, was supported.
THEORETICAL AND
MANAGERIAL IMPLICATIONS
The research has yielded some interesting
results. In comparison to Gen Y, Gen Z
consumers have less Internet shopping
satisfaction and less brand loyalty. Internet
shopping satisfaction may increase over time as
the cohort becomes more experienced with
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online purchasing. However, brand loyalty has
been in decline for the past several generations
and this decline will probably continue as
illustrated in the results of this study. In
contrast, there were no significant differences
in social media usage and risk aversion between
the two groups.
Theoretical Implications
This study has contributed to generational
cohort theory. First, it provides an early
examination
of
demographics
and
psychographics of Generation Z, which has
only relatively recently been identified, and will
be continued to be defined as the group
matures.
Second, the study compared
Generation Z with the prior generational cohort,
Generation Y, regarding the same demographic
and psychographic variables. Third, the study
has shown that, while the two cohorts vary in
some respects, they are also similar in other
respects, e.g., risk aversion.
More specifically, the results revealed that Gen
Y is more satisfied with Internet shopping than
Gen Z and that there were no significant
differences between Gen Y and Gen Z
regarding social media usage. Gioia-Herman
(2009) stated that Generation Y is the most
educated and technologically-savvy generation.
The level of comfort, and also satisfaction, will
most likely continue with members of this
cohort as they become more experienced using
the Internet. Regarding social media usage, this
study found that both cohorts use social media
equally. This finding may be an indication that
social media usage has reached a saturation or
maturity level with consumers, since there was
no increase in use among members of
Generation Z.

TABLE 4:
Differences Between Generation Y and Generation Z
Variable
Internet Shopping Satisfaction
Social Media
Brand Loyalty
Risk Aversion

Gen Y Mean (SD)
5.42 (1.28)
3.42 (1.48)
4.82 (1.49)
5.38 (1.13)

Gen Z Mean (SD)
5.02 (1.35)
3.68 (1.46)
4.37 (1.77)
5.21 (1.17)

t-value
1.87
-1.07
1.76
0.92

Sig
0.06*
0.28
0.08*
0.36

*p < 0.10
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In addition to the significant finding of Internet
shopping satisfaction being greater for Gen Y
than Gen Z, brand loyalty was significantly
greater among members of Gen Y than Gen Z.
This finding concurs with much of the literature
cited that a continued erosion of brand loyalty
is taking place among US consumers.
Furthermore, since the study found that
members of Generation Y and Generation Z are
not different in terms of risk aversion, levels of
risk taking will be fairly consistent across the
two cohorts.

Managerial Implications
The results also have interesting implications
for the marketing practitioner. First, the results
support that the Generation Z marketer would
be prudent in directing similar promotion
messages toward Gen Z via the Internet and
social media compared to Gen Y, with the
anticipation of Gen Z consumers’ Internet
shopping satisfaction increasing as their
experience with Internet shopping increases.
Second, since there were no significant
differences between Gen Y and Gen Z
regarding social media usage, marketers can be
as confident using social media to target Gen Z
consumers as they have been using social
media to target Gen Y consumers.
Third, younger generations are stereotypically
less brand loyal, as the results revealed.
Marketers to Generation Z should expect more
brand switching behavior than the previous
cohort. And finally, if members of Generation
Y are as risk averse as members of Generation
Z, then services marketers may be successful in
marketing to Gen Z products and services in a
similar manner in terms of risk, e.g., the
marketing of financial products.
The marketer of products and services should
know his or her target markets well, especially
if salient characteristics of upcoming
consumers in the latest generational cohort are
different. Marketers should attempt to make
them realize that the product and services that
they offer are relevant. 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.
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LIMITATIONS AND SUGGESTIONS
FOR FUTURE RESEARCH
There are some limitations to this study that
future research can address. The sample size is
a limitation. Additionally, the respondent was
asked to choose between two choices for age:
one range of years for Generation Y (19811996) and one range of years for Generation Z
(1997-2012). It was not possible to determine
if the actual ages were evenly spread over each
of the range of years or if they were clustered
toward the Gen Y/Gen Z boundary, which
could have potentially biased the results. A
more direct approach by asking age directly on
the questionnaire may have proved more
successful in assuring a dispersion of age across
each cohort. Although a marketing research
rule-of-thumb is to avoid asking the exact age
of the respondent, who is often sensitive to
providing that information, requesting a birth
year versus an age may be a more approachable
solution to the age question.
Moreover, it is important to note that crosssectional studies show how consumers feel at a
particular point in time, including studies of
generational cohorts. Future research could
consider revisiting these two cohorts as their
demographics, as well as attitudes, interests,
and opinions, may change over time. This is
especially true for members of Gen Z, many of
whom are still going through the maturation
process and are about to enter the marketplace.
Additionally, future research needs to
determine if these results can be replicated with
a national random sample versus a regional
convenience sample. Moreover, additional
variables could be examined in future research.
Given the growth and financial power of the
Internet, as well as the Generation Y and
Generation Z markets, this topic is vital for
marketers to continue to study and, hopefully,
this paper encourages additional research and
discussion.
In conclusion, this study
contributes to the literature by showing the
relationship between Generation Y and
Generation Z concerning several variables that
have implications for generational cohort
theory and the marketer of products and
services.
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