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DEVIL IN DISGUISE? HOW CONTENT MARKETING IS DESIGNED TO MAKE
KIDS GAMBLE.

Raffaello Rossi, University of Bristol
Nikolaos Stylos, University of Bristol
Agnes Nairn, University of Bristol

Contact Information: “For further information, please contact Raffaello Rossi, University
of Bristol (raffaello.rossi@bristol.ac.uk).”

Keywords: Content Marketing, Online Gambling, Social Media, Advertising, Children

Description: The present study investigates the use of content marketing by gambling
providers on Twitter with a focus on its possibly problematic effects it has on children and
young persons (11-24) by employing a mixed method comprising a Big Data analysis of
888,745 Tweets and a subsequent manual content analysis of 381 Tweets.

EXTENDED ABSTRACT
Research Question
The days of advertising on billboards and in TV breaks are numbered. Today, ads are not as
clearly identifiable as such and whether we are looking at a news article or a piece of content
marketing is sometimes hard to tell. Accordingly, the way in which we process this kind of
advertising is likely to be unconscious and the recipient is therefore unlikely to be a position
to make a mental counterargument.
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This, however, is particularly problematic when marketing potentially addictive and harmful
products – such as gambling and particularly gambling on eSports which is most popular
amongst young people. Accordingly, the aim of this research is to shed light on content
marketing of gambling on Twitter by analyzing design features, topical references and
messages about gambling, accompanied by observing their adherence to advertising
regulations aimed at the protection of children and young persons in the UK. Subsequently,
the research questions are:
1. Which techniques do marketers use in content marketing for gambling on Twitter?
2. How does esports gambling content marketing differ from content marketing of
traditional gambling (e. g. sports betting) on Twitter?

Method and Data
To investigate the gambling advertising ecosystem on Twitter we employed Method52, a big
data analytics software, to collect and analyze Tweets by gambling providers and their
affiliates. A list 417 relevant gambling accounts on Twitter was compiled. The 3,200 most
recent Tweets sent from the identified accounts were collected through periodic use of
Twitter’s ‘User timeline’. Our data collection resulted in 888,745 Tweets by the 417
gambling accounts, of which 352,406 (40%) Tweets were categorized as content marketing.

In order to understand how content marketing is used by gambling marketers on Twitter, a
random subset of 381 content marketing Tweets (191 traditional gambling Tweets, and 190
Esports gambling Tweets) was analyzed using manual content analysis. Since content
marketing aims to engage and quickly expand the target audience (e.g. via emotional
content), our a priori designed codebook centered around possible techniques that may help
marketers achieving this. The developed 17 codes derived from previous gambling
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advertising research, content marketing literature, social media research, as well as regulatory
requirements for gambling advertising in the UK. The established codebook was discussed
and piloted in several sessions by the authors, before the manual coding process begun.

Summary of Findings
By employing the outlined mixed methods approach, we identified several indications as to
why content marketing of gambling providers appear to be problematic for children. Firstly,
we found that a substantial amount of content marketing uses insider sentiments (Esports
85%, traditional 56%), emotional posts (Esports 63%, traditional 68%) and memes (Esports
22%, traditional 8%). The extensive use of these techniques, however, is problematic as they
disguise the potentially harmful effect of gambling behind innocent and often amusing
stories, pictures and jokes. The resulting positive connotation is likely to further the
normalization of gambling as a harmless activity. Secondly, we found that most content
marketing Tweets are hard to identify as advertising. None of the Tweets we analyzed had
labelling clarifying their commercial nature and only 657 (0.19%) included gambling related
warning. Both findings are problematic as they neglect current UK advertising regulations.
The disguised nature of advertising, furthermore, means it affects recipients somewhat
subconsciously which is likely to disable protective heuristics. Finally, we found that content
marketing efforts are more successful in being shared than traditional advertising. The ten
mostly shared Tweets were identified as content marketing, although in the overall sample of
888,745 Tweets content marketing made only 40%.

Key Contributions
In this first exploration, we identified some of the techniques used to promote shareability
such as memes, emotional content and insider sentiment, and noted differences in the
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techniques used by traditional gambling providers and those associated with esports.
Subsequently, the present research has several contributions. Firstly, it extends theory by
identifying content marketing techniques used in gambling advertising on Twitter. Secondly,
it is one of the first studies that investigates the growing trend of esports gambling
advertising. Finally, it contributes marketing methodologies by using a mixed, data-/theory
driven Big Data approach which appears to be key to inform modern policy in the age of Big
Data. Finally, the present study contributes to marketing practice by observing the
compliance of gambling content marketing efforts on Twitter. Policy makers will gain a
better understanding of the status quo of these contemporary gambling marketing efforts; and
marketers can use the findings to prevent creating and using marketing strategies that pose
legal or ethical challenges.
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DIGITAL DADS AND SHARENTING: AN EXPLORATION OF FIRST TIME
FATHERS WITH IMPLICATIONS FOR CHILDREN’S ONLINE PRIVACY

Mariea Grubbs Hoy
University of Tennessee

Alexa K. Fox
University of Akron

Alexander E. Carter
University of Tennessee

For further information, please contact Mariea Grubbs Hoy, DeForrest Jackson Professor,
Professor of Advertising, University of Tennessee, mhoy@utk.edu
Keywords: children, online privacy, consumer vulnerability, sharenting
Description: This paper examines first time fathers’ risk factors for consumer vulnerability and
how it might translate into posting their children’s personally identifiable information, especially
in response to social media engagement tactics.
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EXTENDED ABSTRACT
Research Questions
Following Fox and Hoy’s (2019) research that examined first-time mothers’ (FTMs), this study
seeks to extend this research stream to understand how first-time dads (FTDs) may have risk
factors for consumer vulnerability (cf. Baker, Gentry, and Rittenburg 2005) and how that
vulnerability might translate into posting their child’s personally identifiable information (PII) on
social media, especially in response to marketers’ social media engagement tactics. Guided by
the consumer vulnerability literature and Communication Privacy Management (CPM) Theory
(Petronio 2002), we investigate FTDs in terms of (1) expressions of vulnerability; (2) if /why
they post content about their children on social media, (3) if/how vulnerability may be linked to
such postings; (3) what “rules” and privacy management practices they use to guide these
postings, and the (4) extent to which they post content about their children to brands. We also
explore how FTDs compare and contrast to FTMs for these questions.
Method and Data
Using Ground Theory (Chamaz and Belgrave 2012), we are conducting ten to twelve semistructured interviews with FTDs with a child under the age of 2. As of March 2020, we have
completed seven. To complement our sample of fathers, we evaluated a secondary sample from a
prior study that included ten first-time mothers with a child under the age of 2 for references
about their husbands (Fox and Hoy 2019).
The research questions were addressed by an interview guide founded on CPM theory.
While the interview guides for both samples were comparable, in the mother sample, references
to their spouses’ use of social media regarding their children were not asked directly. In these
instances, the mothers themselves brought up their husbands. Due to the inseparability of women
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and certain aspects of parenthood (e.g., pregnancy, breastfeeding), we purposefully asked the
FTDs how their responses and behavior compared and contrasted to that of their wives.
The audio-recorded interviews ranged from 45 to 60 minutes. As each interview is
transcribed, the authors discuss emerging issues to address in further interviews, compare each
successive interview with the others and analyze the transcripts using open coding (Chamaz and
Belgrave 2012).
Summary of Findings
With the current sample of seven FTDs, the analysis of findings is still in process. However, we
are observing differences in how FTDs respond to questions compared to what Fox and Hoy
(2019) reported for FTMs. For example, one father discussed the couple’s infertility while
another shared the experience of an emergency C-section. Yet a third father discussed the
difficulties of being a non-custodial/single parent. Another self-identified as an “older first-time
father” at 43. These circumstances further contribute uniquely to a first-time parent’s
vulnerability.
Our insights from the FTMs regarding their husbands (FTDs) suggest some similarities
(e.g., only posting positive content about the child, feeling pressure from family to post) while
also suggesting differences in terms of content posted (e.g., FTDs posting about traditionally
masculine-related engagement with a son such as teaching how to “fist bump” or showing sons
dressed in sports team clothing and watching football together) and frequency (e.g., FTMs are
posting more). There also appears to be different approaches to posting rules and management
with some couples sharing similar privacy/posting values versus mom acting as a gatekeeper and
approving any of dad’s child-related posts.
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Key Contributions
Fox and Hoy (2019) identified FTMs as a uniquely vulnerable consumer segment who are likely
to “sharent,” especially in response to marketers’ social media tactics. This study examines how
FTDs may compare and contrast to FTMs, given that “fathers’ roles have steadily evolved over
time from moral mentor and breadwinner to caregiver and emotional supporter” (Ammari and
Schoenebeck 2015, p. 1). While consumer vulnerability may occur to both men and women as
they take on new roles as parents, risk factors that are unique to FTDs compared to FTMs can
help marketers and policymakers understand how to reach and help each segment most
effectively. Furthermore, this insight may help shed further light on how brands may be
encouraging sharenting, as well as the potential role of policy in protecting the sharing of
children’s PII as a result of brands’ engagement tactics.
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Education, Engagement, and the Internet: Analyzing Museum Business Goals

David S. Waller, University of Technology Sydney, Australia
Helen J. Waller, Art Gallery of New South Wales, Sydney, Australia
For further information, please contact David Waller, University of Technology Sydney,
(david.waller@uts.edu.au).
Keywords: Museums, Business Goals, Internet, Australia
Description: The aim of this exploratory study is to analyze the business goals of major cultural
institutions in Australia to determine their policy focus and how digital media is being used to help
achieve their vision, mission and objectives.

EXTENDED ABSTRACT
Research Question
Governments around the world are reducing their funding of arts and cultural programs,
which has led to the GLAM (Galleries, Libraries, Archives, and Museums) sector becoming more
accountable and strategic in how they deal with the public. Over the years museums have been
changing, and this is expressed in their business goals, such as the Vision, Mission and Objectives.
The research questions for this study are: What are the main business goals of the major art and
history museums in Australia? What is the role of digital engagement to achieve these goals? The
research aims are to: (1) discover the main mission, vision and objectives of the cultural
institutions, (2) determine the role of digital technology in achieving these objectives, and (3)
obtain views of Marcom Managers about the importance of social media to their institution.
Method and Data
To achieve this a content analysis of the strategic plans of the main art museums and
historic museums in Australia, plus a survey of Marcom Managers at the institutions. A total of 12
cultural institutions were chosen as they had their Strategic Plan available online. The institutions
were divided into two groups: art museums and history museums, to see if there were any
differences between different types of GLAM institutions. From the Strategic Plans the mission
and vision statements and the objectives/strategies, goals and metrics were identified and reviewed
using Word Clouds and thematic analysis to identify specific “themes” or patterns. In an effort to
find out how important the institutions perceive online engagement, an email survey was
undertaken of the 12 institutions. Each email was addresses to the Marketing/Communications
Manager, and a follow up reminder email. Of the 12, 6 provided useable responses.
Summary of Findings
Regarding the institutions’ vision, for art museums the main words that were repeated,
indicating more than one institution used that term were ‘respected’, ‘enriching’ and ‘leading’,
while the museum words were ‘communities’, ‘future’ and ‘world’. Thematic categories were to
‘inspire’, ‘lead’ and ‘be respected’. The thematic categories for the mission was to ‘collect’,
‘promote’, and ‘community’. As for history museums the words for the mission include
‘communities’, ‘museum’, ‘future’, and ‘world’, with the thematic categories being ‘inspire’,
Page 1 of 2
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‘community’, and ‘future’. Thematic categories for the mission were ‘creative’, ‘stories’, and
‘environment’, and for the objectives were ‘innovation’, ‘collection’, ‘engagement’, ‘experience’,
‘community/visitors’, and ‘sustainability.
The way to achieve these vision and missions were presented in the institution’s
objectives/strategies and goals. A few also presented clear metrics to measure how they will
achieve their goals, which is where the reasons for digital engagement with the public appeared in
the plans. Some of strategies/tactics included present a dynamic artistic program and build our
collection; inspire new audiences; nurture collective achievement; provide high-quality services
and enjoyable experiences for visitors; bringing art works to life; and performance indicators.
Key Contributions
Comparing the types of museums, there are themes that are common, specifically
‘collection’, ‘engagement’, ‘inspire’, and ‘audience/community’. Even though there are common
themes, there are also differences with art museums mentioning enriching, respect and promote,
which could be seen as relating to more of a current focus, while history museums has mentioned
research, culture, and sustainability.
By understanding the broader plans of the GLAM sector within the context of a policy shift
towards visitor orientated institutions focused on informal learning and providing services, being
provided not only by the museum space, but also by the digital space including websites and social
media. It can be seen that the vision and mission statements reflected the aspirational direction of
the museum, whilst the strategies highlighted their purpose, and tactics provide the way to achieve
these, with digital media providing to be a vital marketing tool. More research is recommended,
particularly as this study focused on Australian institutions, and so it would be important to expand
the samples to US and global institutions.

References are available upon request.

Page 2 of 2
11

2020 AMA Marketing and Public Policy Conference

TITLE: Illusion of Safety: How Consumers Underestimate Manipulation and Deception in
Online (vs. Offline) Shopping Contexts
University Affiliation: California State University, Northridge
Contact Information: For further information, please contact Nora Moran, Assistant Professor
of Marketing, California State University, Northridge (nora.moran@csun.edu).
Keywords: e-commerce, digital ethics, persuasion knowledge
Description: This research examines whether consumers feel more concern about firms using
manipulative and deceptive practices to get consumers to spend more online (vs. offline), and
examines what factors can increase concerns about manipulation and deception online.
EXTENDED ABSTRACT
Research Question
The goal of this research is to determine whether consumers feel firms are more (or less) likely
to use manipulative and deceptive practices to increase consumer spending, when they shop
online (vs. offline) for products and services. This work will also examine whether these feelings
are affected by key individual differences, and determine if there are any additional cues that
increase concerns about manipulation and deception online.
Method & Data
This study involves experiments, using panel data (Amazon Mturk participants). Two
experiments were conducted, and each had individuals imagine different shopping experiences
(online vs. offline), and then asked individuals questions (measuring perceptions of
manipulation, then deception, using scales 1-7). ANOVAs were then used to determine if
individuals had different perceptions based on their shopping experience (online vs offline). In
study 2, more conditions were added to examine boundary conditions.
Summary of Findings
Results show that consumers are less likely to feel firms manipulate or deceive buyers in order to
get them to spend more when they shop online (vs. offline), and that these results hold regardless
of key individual differences (in ethnicity, gender, etc.). Additional results do show that specific
cues—those that signal more sales agent involvement in the shopping process—can increase
concerns about manipulation and deception in online environments. However, making firm’s
information collection process more transparent does not increase concerns about manipulation
and deception online.
Statement of Key Contributions
This research is the first to focus on whether consumers feel firms manipulate and deceive
buyers to get them to buy certain items, and spend more overall, when they shop online (vs.
offline). Thus, this work contributes to the understanding of how consumers deal with different
manipulative marketing tactics (Campbell and Kirmani 2000; Friestad and Wright 1994), and
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also contributes to the larger body of research on how consumers disregard, and sometimes
remain oblivious to, online hazards (Acquisti, Brandimarte, and Loewenstein 2015; Milne et al.
2017; Turow, Hennessey, and Bleakley 2008).
This research also has practical implications. Findings show consumers are less likely to
think firms manipulate and deceive buyers online, and results further suggest this is due to the
lack of available cues signaling firms’ manipulative intent online. Moreover, while consumers
are less likely to make a connection between firms’ collection of personal information online and
the increased likelihood for manipulation and deception, cues that show how employees direct
consumer behavior online could increase concern about these issues. Thus, these findings have
implications for consumer financial welfare, as they highlight what kind of cues do (and do not)
raise concerns regarding the marketing tactics of online firms.

13

2020 AMA Marketing and Public Policy Conference

POLITICAL TWITTER AND BRAND PERSONALITY: TRUMP V. CLINTON 2016
Erika Schlomer-Fischer, California Lutheran University
Jose Marichal, California Lutheran University
Contact information: For further information, please contact: Erika Schlomer-Fischer, Visiting
Assistant Professor of Marketing, California Lutheran University, efischer@callutheran.edu
Keywords: Brand personality, political, Twitter
Description: This study explores the communication of brand personality in a political social
media campaign.

EXTENDED ABSTRACT
Research Question
While Twitter has attained a unique place in our political discourse, its power in shifting
audience conversations and supporting brand management has received less attention. This
study looks at branding in the dynamic communication arena of American presidential
politics. We apply and extend brand personality theory by examining tweets produced from the
accounts of the Republican and Democratic nominees during the 2016 presidential campaign
period. Brand personality theory suggests that, through the use of language, brands can achieve
human characteristics. Using a dictionary of brand personality terms (Opoku 2006), we examine
the relationship between the use of terms associated with one of the five dimensions of brand
personality (sincerity, competence, excitement, sophistication, ruggedness) within candidate
Tweets and the level of engagement with those tweets (measured via likes/favorites and
retweets). Our research question is:
How do candidates communicate their brand personalities via social media and are there
differences in the level of engagement that different brand personality word usages have on
Twitter audience responses?

14

2020 AMA Marketing and Public Policy Conference

Method and Data
In this study, we used a dictionary tool pioneered by Opoku (2006) to identify the
frequency of brand personality words used in the Twitter messages by these two candidates
during the campaign period. We conducted a content analysis of tweets by candidate Trump
(7635 tweets) and candidate Clinton (7499 tweets). Tweets sent between the date of each
candidate’s official announcement and end of the 2016 presidential campaign were included in
the data set. We analyzed the Twitter corpora by counting the frequency of the use of brand
personality words representing each brand personality dimension. The content of the campaign
tweets was analyzed, and words were counted using the Nvivio program. This data was
compared to results produced via a Python script which delineated dummy variables facilitating
further analysis of the frequency of brand personality words. We then looked at the brand
personality word use in relation to key behavioral (i.e. engagement) variables (likes/favorites,
retweets) and tested this impact via t-tests (p<.05).
Summary of Findings
Competence and sincerity words were more common than other brand personality words
in both candidates’ Twitter campaigns. While there was directional support for the use of
competence words in impacting engagement (favorability/likeability and retweets), the impact
was not significant when analyzed across both campaigns. Likewise, surprisingly, we found a
negative impact on engagement when sincerity words were used (p<.05). Further analysis
revealed that this result was driven by Trump’s tweets, in particular.
More specifically, the use of sincerity words did not encourage engagement among
Twitter respondents when used by candidate Trump reflected in lower levels of both
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favorability/likability and retweet engagement (p<.05). In contrast, when this candidate used
terms related to competence and ruggedness a positive impact was noted. Trump’s use of
competence words was associated with higher levels of tweet favorability (p<.05) and his use of
rugged words was associated with higher levels of favorites/likes and retweets (p<.05). In
contrast, we found no relationship between the use of brand personality terms and engagement in
response to candidate Clinton’s tweets.
Statement of Key Contributions
This paper applies brand personality theory towards understanding the impact of
language on candidate engagement for the two main 2016 US Presidential candidates on Twitter.
This study explores the role of the brand personality in creating a political brand persona
expressed in a social media context and resulting engagement. Findings support recent studies
linking brand personality to behavioral response in the online environment (e.g. Cruz and Lee,
2014; Rutter, Hanretty and Lettice, 2015). The latter study noted a potential tradeoff between
competence and sincerity in online political positioning.
Our approach builds on a long history in the use of keyword or dictionary-based text
analysis in the study of politics. We provide another test of the Opoku’s dictionary
(2006). Findings reveal the differential impact of brand personality word usage on engagement
(favorites/likes and retweets) suggesting implications for effective positioning in social
media. Audience engagement reflects evaluation of these messages and the importance of
communication clarity and brand fit. Furthermore, findings support results in brand personality
studies. For example, the positive response to rugged word usage reflects the uniquely American
response to this brand personality dimension (Aaker, Benet Martinez and Garolera, 2001).
“References are available upon request.”
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SOCIAL MEDIA AND WELL-BEING: WHEN INSTAGRAM MAKES US GRATEFUL
AND MORE ALTRUISTIC
Monica Mendini, University of Applied Sciences and Arts of Southern Switzerland
Paula C. Peter, San Diego State University
Salvatore Maione, Università della Svizzera italiana
Contact Info: For further information, please contact Monica Mendini, Lecturer-Researcher,
University of Applied Sciences and Arts of Southern Switzerland (monica.mendini@supsi.ch)
Keywords: Social media engagement, well-being, gratitude, altruism
Description: This research provides a new perspective on the positive effects of social media (i.e.
Instagram) on gratitude and altruistic behaviors.

EXTENDED ABSTRACT
Research Question
The importance of gratitude has been recognized for centuries. Definitions of gratitude suggest that
individuals must perceive that they have received a positive outcome coming from an external source,
i.e. another individual or a nonperson entity (e.g., Emmons & McCullough, 2003). Gratitude is
associated with experiencing fewer negative emotions such as stress and depression (Kashdan et al.,
2006) and more positive emotions, such as happiness, altruism (Emmons and McCullough, 2004), as
well as greater overall well-being (Boehm et al., 2011; McCullough et al., 2003). Interestingly, no
research to our knowledge has linked social media, and especially social media engagement, to
gratitude.
With consumers, especially Millennials, deeply engaged with social media like Instagram, it is
important to understand which kind of gratification users receive from using it. Understanding how
Instagram engagement (i.e time spent on Instagram in reading and checking posts/stories) might
positively influence the emotions and feelings perceived by young users becomes of particular interest
to marketers and it is the core of this research.
Method & Data
With a preliminary study we investigate how Instagram engagement (i.e. time spent in reading and
checking posts and stories) influences gratitude towards life and altruistic behaviors. Moreover, we
also report how escaping from negative feelings can mediate this effect.
Two hundred and thirty-four US-students (Mage = 22.42; 45.7% male) participated in our study in a
controlled lab environment in return for course credit. Based on their regular daily usage of Instagram,
we classified participants as light (25.5%; regular use: less than 30 minutes a day), average (49.5%;
regular use: between 30 minutes and 90 minutes a day) and heavy users (25%; regular use: more than
90 minutes a day). Heavy users (compared to light and average users) showed a higher degree of
gratefulness about life and a higher level of altruism. Adopting a mediation model, we demonstrated
that this first relationship can be fully mediated by the level of escape from negative feelings.
Enriching the previous model, we proved that the level of escape from negative feelings and the level
of gratitude serially mediate the relationship between social media engagement and altruism (partial
mediation for average users, full mediation for heavy users).

18

2020 AMA Marketing and Public Policy Conference

Summary of Findings
Our findings suggest that greater social media engagement is strongly linked to a perceived higher
gratitude about life and to a higher willingness to engage in helpful and altruistic behaviors.
Specifically, heavy Instagram users (compared to average and light users) perceive a higher gratitude
about their lives and a higher willingness to engage in altruistic behaviors when reading and checking
Instagram posts and stories. Moreover, we also showed that escape from negative feelings plays a
role as mediator and increases the gratitude perceived by heavy users while using Instagram. Finally,
with a serial mediation (involving both escape from negative feelings and gratitude as mediators) we
show how both constructs work as mediators in the relationship between social media engagement
and altruism (partial mediation for average users, full mediation for heavy users). This means that
heavy Instagram users tend to be better at escaping negative feelings and are more grateful. This in
turn increases the propensity to engage in altruistic behaviors.
Statement of Key Contributions
Drawing from literature on social media, gratitude, and altruism, this research contributes to better
understanding the “positive side” of social media. Previous research has predominantly focused on
the negative effects of social media engagement, such as poorer body image (Fardouly and Vartanian,
2015), negative mood (Fardouly et al., 2015), loneliness and depression (Hunt et al., 2018). With this
research, we provide a more needed counter-balanced perspective on the positive effects of Instagram
(e.g. Pittman and Reich, 2016), connecting them to gratitude and altruistic behaviors.
Beyond its scholarly contributions, this research has implications for marketers and practitioners
interested in consumer well-being and making this world a better place. For example, gratitude
practices of various forms have been linked to a long list of physical (better sleep, less illness, reduced
stress) and emotional benefits (more happiness, joy and optimism, increased connection with others;
Carroll, 2017). Marketers and practitioners should promote the expression of gratitude on social
media in order to empower Millennials and younger generations to become positive agents of change.
Documenting, nurturing, and sharing positive moments and memories in someone’s life (e.g.
#capturinggratitude) has the potential to activate change that will benefit consumers and the society
they live in.

References are available upon request.
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Broadening the Impact of Transformative Consumer Research: Converting Research
Insights into Action
Special Session Description
TCR researchers collaborate with community partners to explore social innovation and develop
actionable research ideas to enhance people’s well-being. These research projects include
community organizations as partners in the research process from ideation, through data
collection and analysis, to writing and public dissemination. To live the mission and values of
TCR, we seek new collaborative opportunities to create social impact. This session focuses on
new initiatives to create societal impact: (1) the TCR Executive Leadership and Social Impact
Council and (2) the new bi-annual TCR Social Impact Conferences to build capacity to create
impact.
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Broadening the Impact of Transformative Consumer Research: Converting Research
Insights into Action
Special Session
Across TCR projects, researchers have collaborated with community partners to explore social
innovation and develop actionable research ideas others can use to tackle similar problems in
their own community or cause space. Several TCR research projects include community
organizations as partners in the research process from the research ideation stage, through data
collection and analysis, to writing and public dissemination. However, to live the mission and
values of TCR, we seek new collaborative opportunities to move TCR research into action to
create social impact. This session will focus on two new initiatives designed to move TCR
research from publication to societal impact: (1) the TCR Executive Leadership and Social
Impact Council and (2) bi-annual TCR Social Impact Conferences (even years starting in 2022)
to build capacity to create impact.
Preparing for the Next Iteration of TCR
TCR is developing two new research and societal impact initiatives. First, the TCR Executive
Leadership and Social Impact Council is being formed to connect TCR researchers with social
impact organizations which include nonprofits, public policy entities, and for profit companies
with a social impact mission. Two key goals of the council include: (1) developing pathways for
researchers to partner with social impact organizations (co-authorship, data sharing, idea
generation, etc.) and (2) establishing communication channels to distribute TCR research
findings to relevant social impact organizations. By collaborating with social innovators rather
than just studying them, we hope to bridge the gap between science and practice and increase the
impact of TCR research.
Second, TCR is also preparing to add bi-annual Social Impact Conferences (even years starting
in 2022) to build capacity to create impact opposite their current bi-annual dialogical conferences
(odd years continuing from 2021) designed to build “programmatic research in substantive
areas” (Ozanne & Davis, 2019, p. 2). As the focus of the conference expansion centers on
impact, this Special Session of MPPC provides an opportunity to engage a broad array of
researchers and social impact organization leaders in discussion and exploration for how best to
launch this expansion of the TCR mission. We encourage researchers to bring questions as well
as ideas to create a robust dialogue that can guide TCR as we seek to expand the community of
research engaged in TCR work and help TCR researchers connect with social impact
organizations and leaders.
Transformative Consumer Research
What is TCR: The label, Transformative Consumer Research, was not initially intended as a
research stream or a conference or even a community of researchers focused on investigating
social problems. Rather, former Association for Consumer Research (ACR) President, David
Mick, introduced TCR to issue a call to arms and motivate researchers to take action using their
research knowledge to tackle the world’s most pressing social problems. In his 2005 presidential
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address, Mick called on ACR members to research issues “framed by a fundamental problem or
opportunity, and that strive to respect, uphold, and improve life in relation to the myriad
conditions, demands, potentialities, and effects of consumption” (Mick 2006, p. 2). At the 2017
ACR Roundtable Discussion about TCR, David Mick simplified his description of what TCR is
by stating, “our work seeks to advance well-being.”
Who we are? What do we Study? Today, the Transformative Consumer Research Movement is a
group of researchers developing a literature stream focused on advancing well-being at three
levels: the individual, the community, and the collective. First and foremost, our research is often
centered on consumers at risk or those who are vulnerable on some dimension. Over the years
our view of who is vulnerable and what it means to be at risk has expanded as the dimensionality
and domains of our work have also expanded (Davis, Ozanne, & Hill 2016). Communities are
more than just a collection of individuals. The word community brings together the idea of a
group of people but also interdependency, collaborative work and responsibility, and shared
rewards (Puddifoot 1995). In recent years, the community engaged in TCR research has
expanded to include those from outside the world of academia as we engage non-academic
stakeholders directly in the research process.
Relational Engagement Approach
Ozanne et al. (2017, p. 1) outline a relational engagement approach to TCR, which involves
“engaging directly with relevant stakeholders” and co-creating “research with audiences beyond
academia.” Bublitz et al., (2019) extend this framework to outline a process that builds on
academic research but also the practices of organizations and individuals who have hands-on
experience creating social impact. This process includes key stakeholders as partners in the
research process, rather than as units of observation (Eisenhardt 1989; Ravenswood 2011). This
means collaborating on defining key research questions as well as a plan to collect and analyze
data. Research partners are included in the disseminating the research through conferences and
papers. By including these external audiences at partners in the research, the insights go deeper
but more importantly our collective ability to expand research impact is enhanced because it is
often better positioned to convert the research into decisions and actions with the power to
positively influence well-being.
TCR Projects that Adopt a Relational Engagement Approach
Transformative Consumer Research projects often involve long-term collaborations. Next, we
outline four TCR projects that examine social innovations in different cause spaces. Each of
these projects examines how individuals and organizations are working to create social change
and advance well-being. The goal of each project was to identify patterns that may help other
organizations, individuals and communities create social change. The first project, From
Nutrients to Nurturance, redefined the way we understand, interact and research our food and
food systems, shifting toward a focus on well-being. This TCR project launched an entire
research stream focused on food well-being. Food Access for All, identified and explored
innovative programs tackling hunger. This project resulted from a set of collaborators at the 2019
TCR Conference. The work on Collaborative Art was part of a pop-up TCR exploring how
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communities leverage art to transform, rebuild and connect. Finally, Rise Up, resulted from a
track at the 2019 TCR Conference and explores the mindset and ecosystem for empowering
youth to become changemakers and transform our world.
From Nutrients to Nurturance: A Conceptual Introduction to Food Well-Being in Journal
of Public Policy and Marketing (2011)
The authors propose a restructuring of the “food as health” paradigm to “food as well-being.”
This requires shifting from an emphasis on restraint and restrictions to a more positive, holistic
understanding of the role of food in overall well-being. The authors propose the concept of food
wellbeing (FWB), defined as a positive psychological, physical, emotional, and social
relationship with food at both individual and societal levels. The authors define and explain the
five primary domains of FWB: food socialization, food literacy, food marketing, food
availability, and food policy. The FWB framework employs a richer definition of food and
highlights the need for research that bridges other disciplines and paradigms outside and within
marketing. Further research should develop and refine the understanding of each domain with the
ultimate goal of moving the field toward this embodiment of food as well-being.
https://journals.sagepub.com/doi/abs/10.1509/jppm.30.1.5?journalCode=ppoa
Food Access for All: Empowering innovative local infrastructure in Journal of Business
Research (2019)
In underserved communities throughout affluent countries, people lack access to affordable,
nutritious food. To remedy this, Social Entrepreneurial Organizations (SEOs) are creating local,
community-based food distribution infrastructure that provides sustainable access to healthy and
affordable food. Our paper develops an integrative framework focused on identifying the key
marketing practices that enhance the success of local, community-based SEOs securing
affordable access to healthy foods. We adopt a relational engagement approach and bring an
inductive case study method to our collaborative research partnerships with SEOs innovating
community-based solutions to improve food access. Our research-based framework suggests
opportunities for academic research on food access with conceptual and societal benefit. Finally,
we call for more academic research to advance local, community-based social entrepreneurship
focused on attaining healthy food access for all.
https://www.sciencedirect.com/science/article/pii/S0148296318306350?via%3Dihub
Collaborative Art: A Transformational Force within Communities in Journal of the
Association for Consumer Research (2019)
This article provides a new perspective on collaborative art as a transformational force to
strengthen community and enhance well-being. We outline a best practices-based framework to
foster community-based, collaborative art such as co-created community murals. Specifically,
we identify a strategic and successive process for collaborative art initiatives by integrating the
academic literature on art, aesthetics, community, and consumer research together with the
practices of arts organizations working to transform communities through participatory, co-
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created art. The article highlights the contributions of this work to academic research, public
policy, and community organizing efforts and outlines questions to encourage more researchers
and practitioners to investigate the dynamics of collaborative art to transform communities.
https://www.journals.uchicago.edu/doi/10.1086/705023
Rise Up: Understanding and Growing Youth Changemakers and their Ecosystems under
review at the Journal of Public Policy and Marketing
This research focuses on youth social change leadership. Today’s youth changemakers are taking
action and leading efforts to address pressing societal problems including gun reform, climate
change, and social justice. This research explores how the mindset and dynamic ecosystem of
these youth changemakers empower them to rise up to transform themselves, the world, and the
future. We partnered with twenty established youth changemakers who have founded social
impact initiatives and two organizations that support youth changemakers, Ashoka and Future
Coalition, to conduct this research. Together with our research partners, we develop a
comprehensive framework for understanding the mindset and ecosystem that encourage youth
changemakers to make the world a better place. This framework builds on the experiences of our
youth changemaker partners and extant literature in marketing and related disciplines. We offer
our integrated framework to help researchers, policy makers, and educators design a supportive
environment that empowers current and emergent youth changemakers.
Special Session Discussion and Engagement (90 Minute Discussion Plan)
Set-up: Small group activities of brainstorming and discussion. Each group will have a nonacademic stakeholder and TCR researcher to facilitate discussion. Each group will also have a
note taker and a sign-in sheet to gather contact information from researchers who want to be
included in the session recap and follow-up.
Introductions, Overview of Session Goals: Engage the research community in a robust
dialogue on three key topics: (10 minutes)
1. Identifying opportunities to engage non-academic stakeholders with social impact
organizations, navigating the challenges of collaborative research.
2. Engaging the TCR Executive Leadership and Social Impact Council, leveraging this
resource to increase the impact of our work together.
3. Brainstorming ideas for TCR Social Impact Conference model, expanding beyond
traditional and dialogical conference models.
During the special session, we will engage in 3 rounds of discussion with opportunities for
researchers to shift to a different group before each round. Each round will focus on a topic from
above. After a brief statement about the topic or key questions for the round, a bottom-up
discussion will be facilitated by the discussion leaders. The goal is to provide an opportunity and
forum for researchers to ask questions, generate ideas, and learn more about TCR’s efforts to
engage more researchers and expand social impact. (20 minutes each round)
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Synthesis & Conclusion: We conclude with an opportunity for discussion leaders to each report
out a few innovative ideas and/or key questions. More information about the TCR Executive
Leadership and Social Impact Council as well as the process for vetting ideas for future TCR
Social Impact Conferences will also be shared. (20 minutes)

Participants from the TCR Executive Leadership and Social Impact Council:
Staci Croom-Raley, Executive Director at HIPPY USA
1221 Bishop St., Little Rock, AR 72203, scr@hippyusa.org
Paul Rogers, Associate Professor, George Mason University, Strategic Advisor at Ashoka
1700 N Moore St. Ste 2000, Arlington, VA 22209, progers@ashoka.org

Participants from the TCR Board & Research Community:
Melissa G. Bublitz, Associate Professor of Marketing
University of Wisconsin Oshkosh College of Business
800 Algoma Blvd, Oshkosh, WI 54901, bublitzm@uwosh.edu
Brennan Davis, Hood Professor of Marketing and Associate Professor of Marketing
Orfalea College of Business California Polytechnic State University
San Luis Obispo, California 93407, brennandavis0@gmail.com
Laura A. Peracchio, Judith H. and Gale E. Klappa Professor of Marketing
University of Wisconsin-Milwaukee, Sheldon B. Lubar School of Business
3202 N. Maryland Ave., Milwaukee, WI 53211, lperacch@uwm.edu
Maura L. Scott, Madeline Duncan Rolland Associate Professor of Business Administration
Florida State University
821 Academic Way, Tallahassee, FL 32306-1110, mlscott@fsu.edu
Shikha Upadhyaya, Faculty Fellow for the Public Good, Assistant Professor
Marketing Department, College of Business and Economic
California State University, Los Angeles
5151 State University Drive, Simpson Tower 913, Los Angeles, CA 90032
supadhy4@calstatela.edu
Beth Vallen, Associate Professor of Marketing
Villanova University, School of Business
800 E. Lancaster Avenue, Villanova, PA 19085, beth.vallen@villanova.edu
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STEPPING IN STIGMATIZED SHOES
Jane E. Machin, Radford University
Ann M. Mirabito, Baylor University
Elizabeth Crosby, University of Wisconsin-La Crosse
Natalie Ross Adkins, Drake University
For further information, please contact Jane Machin, Associate Professor Marketing, Radford
University, jmachin@radford.edu
Keywords: Stigma, Design Thinking, Mental Health, Empathy
Description: We report on the design of a flexible and scalable simulation to help those without
mental health issues better understand the experience of depression and anxiety in order to
reduce stigmatized attitudes towards the mentally ill.

EXTENDED ABSTRACT
Research Question: In the US, over one third of adults and adolescents experience an anxiety
disorder each year, while at least one in five US adults experience depression in their lifetime
(Harvard Medical School, 2007; Center for Behavioral Health Statistics and Quality, 2017).
Unfortunately, most individuals with depression or anxiety remain untreated (Ando, Clement,
Barley, & Thornicroft, 2011) thanks in large part to the stigma that accompanies these disorders
at the personal, community, institutional and structural level (Crisp et al., 2000; Rüsch et al.,
2005; Stuart, 2013). Reviews of anti-stigma initiatives generally find a lack of evidence for any
lasting effects of interventions (Heijnders & Van Der Meij, 2006; Yamaguchi, et al., 2013;
Mehta, et al., 2015; Hanisch, et al., 2016; Thornicroft, et al., 2016; Morgan A. J., 2018). It
appears that, while current anti-stigma initiatives have good intentions, there is a need for novel
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interventions that go beyond protest, education or contact strategies (Heijnders & Van Der Meij,
2006; Mehta, et al., 2015). In this research we report on the development of a scalable and
flexible simulation which aims to reduce the stigma associated with mental illness by helping
mentally healthy populations better empathize with the experience of depression and anxiety.
Method and Data: Our research process is guided by the principles of Design Thinking (Kolko
2015; Battarbee, Suri & Howard 2014). The process involves immersing oneself in the
experiences of the focal population, brainstorming solutions, then rapidly developing, testing,
and modifying solutions (prototypes). While Design Thinking has been used by academics to
research innovation management (e.g., Liedtka, 2014; Norman and Verganti, 2014; Seidel and
Fixson, 2013), it has not yet been used as a process to develop interventions to reduce stigma
against disadvantaged populations. We immersed ourselves in the experience of having
depression and/or anxiety by analyzing a variety of data including: transcripts of interviews with
people suffering from these mental disorders; published academic research on the lived
experience of these two related conditions; blog and discussion board narratives written by
people with depression and/or anxiety; the official diagnostic criteria for anxiety and depression
(American Psychiatric Association, 2017) and a variety of published scales measuring them
(Beck, Steer, & Brown, 1996; Kohout, Berkman, Evans, & Cornoni-Huntley, 1993; Spitzer,
Kroenke, & Löwe, 2006).
Summary of Findings: Our research revealed that to generate empathy for people with
depression or anxiety, the simulation must reproduce both the internal emotional and physical
symptoms as well as the psychosocial consequences of these disorders. We find that, while there
is overlap between anxiety and depression, and the two disorders frequently co-occur, there are
sufficient differences for us to seek to develop two separate simulations. We identified over 100
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ideas to mimic the physical and emotional symptoms as well as the psychosocial consequences
of anxiety and depression. For example, to simulate the depleted energy experience in
depression, we considered options such as preventing participants from sleeping for 24 hours
before the simulation, walking up multiple flights of stairs and wearing a weighted blanket. All
ideas were evaluated to ensure they were desirable (i.e. they authentically simulated the
experience of depression and/or anxiety) and feasible (i.e. they were technologically, morally and
financially easy to implement). We are currently prototyping and testing the simulation ideas to
determine optimal combinations.
Statement of Key Contributions: The contributions of this research are threefold. First, we
provide one of the first attempts to use Design Thinking methods to identify effective strategies
to reduce stigma against those with mental health disorders. Second, we heed calls to learn more
about the complex relationship between empathy and stigma (Webb et al, 2017) and for more
research into cross-disciplinary interventions to promote mental well-being (Kendler, 2005;
Walsh, 2011). Third, we design a novel intervention to reduce stigma that goes beyond the
current protest, education or contact strategies (Heijnders & Van Der Meij, 2006; Mehta, et al.,
2015). Specifically, we are designing a flexible and scalable simulation exercise to help service
providers and public policy stakeholders empathize with individuals who are stigmatized because
of their mental health issues. By improving the empathic ability of key stakeholders within
service experiences, we aim to inspire compassion and support for those suffering from mental
illness, which will help foster better relationships and facilitate novel solutions to shared
problems. Ultimately, we hope that increasing empathy for sufferers will reduce the associated
stigma.
References are available upon request.
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THE EFFECT OF SKEUOMORPHIC DIGITAL INTERFACES ON ILLUSIONS OF
CONTROL OVER GAMBLING OUTCOMES

Matthew D. Meng – Utah State University
R. Bret Leary – University of Nevada, Reno

For further information, please contact Matthew D. Meng, Assistant Professor, Utah State
University (matthew.meng@usu.edu)

Keywords: gambling, illusion of control, skeuomorphism, design interface, technology.

Description: Skeuomorphism (i.e., a design concept in which a digital item is made to represent
its analog counterpart, even if this representation serves no actual purpose in the function of the
product), compared to flat design, can increase gambling behavior.
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EXTENDED ABSTRACT
Research Question
Can digital gambling interfaces mimicking their real-life analog counterparts change the
perception of the game and, in turn, the amount gambled? We investigate this question by
exploring the concept of skeuomorphism, defined as “an element of design or structure that serves
little or no actual purpose of the product in the new material but was essential to the object being
made in the original material” (Basalla 1988 in Page 2014: 2). Specifically, we explore whether
the inclusion of these non-essential links to physical objects in the digital gambling realm can lead
to greater illusion of control in the minds of the gamblers, resulting in a greater amount gambled.

Method and Data
Participants for all studies were recruited through MTurk.

Summary of Findings
Our results show that the inclusion of realistic skeuomorphic elements in the design of gambling
games, compared to a minimalistic “flat” design, increases amount gambled. Additionally,
skeuomorphism and manipulated illusions of control interact to further increase the amount
gambled.

Key Contributions
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Given that the gambling industry uses skeumorphism almost exclusively, it is an important and
timely introduction to the literature. Considering previous research has shown that physical
games appear more controllable because they contain elements that are present in games of skill
(e.g., Langer 1975), this suggests that a realistically designed digital version of the same game
may also create an illusion of control, compared to a game that is not connected to the physical
game (e.g., flat design). Results from our experiments support these expectations, showing that
the presence of skeuomorphic design elements (compared to flat design) leads to greater
intention to gamble, perceived chance of winning, and, importantly, actual amount gambled.
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SPECIAL SESSION: THE IMPACTS OF EMERGING AUTOMATION
TECHNOLOGIES ON MARKETING AND PUBLIC POLICY – ROBOTIC SERVICE
ASSIATNTS AND ARTIFICAL INTELLIGENCE
Special Session Chair: Nobuyuki Fukawa, Missouri University of Science & Technology
Session Overview
Emerging automation technologies, such as robots, AI (Artificial Intelligence), and 3D printing,
are disrupting a traditional way for marketers to distribute products and services, and to interact
with customers. Consequently, they are positively and negatively affecting well-being of our
society (e.g., Mende et al., 2019; Im & Rindfleisch, 2019; Huang & Rust, 2018). For instance,
RSAs (Robotic service assistants) have been introduced worldwide in various industries. In
countries with an aging population, companies are considering to introduce RSAs to support the
elderly. Despite their potential benefits to our society, a customer may have a negative
impression of RSAs due to a fear that RSAs may replace human associates and take away their
jobs. In other cases, a customer may abuse those RSAs; a customer kicked and destroyed an RSA
in a store in the past.

Thus, on one hand, these automation technologies may negatively impact our society through
eliminating some jobs and personal touch of human associates in a society. On the other hand,
they may enhance our society’s well-being (e.g., robots may assist in taking care of the elderly).
As a result, scholars recently focus more on how humans can co-exist with these technologies in
our society (e.g., Wilson & Daugherty, 2018). Overall, more research is needed to understand
how we can better take advantage of these emerging technologies to enhance the effectiveness
and efficiency of marketing activities, while enhancing well-being of customers and our society.
In this special session, we aim to stimulate interdisciplinary collaboration among scholars in
marketing, public policy and other relevant disciplines on AI and RSAs.
1
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THE 4TH INDUSTRIAL REVOLUTION: A FRAMEWORK FOR TECHNOLOGYENABLED WELL-BEING
Marat Bakpayev, University of Minnesota Duluth
Melanie Florence Boninsegni, University of Fribourg
Smriti Kumar, University of Massachusetts, Amherst
Jean-Paul Peronard, Aarhus University
Thomas Reimer, University of Rostock
Abhijit Roy, University of Scranton
For further information, please contact Marat Bakpayev, Assistant Professor of Marketing,
University of Minnesota Duluth (mbakpaye@d.umn.edu).
Keywords: Fourth Industrial Revolution, Technology-Enabled Well-being, Artificial
Intelligence, Robots
Description: This conceptual work proses a framework for technology-enabled well-being in the
era of the 4th Industrial Revolution.

EXTENDED ABSTRACT
Research Question and Background
Throughout history, technological waves have considerably impacted the quality of life across
three major industrial revolutions. Today’s technological wave, with Artificial Intelligence (AI),
Machine Learning (ML), Blockchain, the Internet of Things (IoT), robotics, biotechnologies,
neurotechnologies, nanotechnologies, virtual and augmented realities, and 3D printing, is
collectively referred to as the 4th Industrial Revolution (4IR) (Schwab 2017; Schwab and Davis
2018). Taken together, these technologies continue to transform the present-day society. Since
the new technologies exert a dramatic influence on key community sectors, such as healthcare,
education, financial services, environment, safety, and so on, it is essential to look at these
sectors in the context of 4IR technologies and well-being. Specifically, we ask: What is the
transformative impact of 4IR technologies on well-being?
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Marketing and Public Policy researchers have already started to explore some specific 4IR
technologies, such as AI (Davenport et al. 2020; Huang and Rust 2018; Kaplan and Haenlein
2019; Kumar 2020), the IoT (Hoffman and Novak 2018; Kumar 2020), ML (Kumar 2020),
Blockchain (Ghose 2018; Kumar 2020), robotics (Mende et al. 2019; van Doorn et al. 2017) and
optimizing the future of innovative technology-integrated society (Banerjee 2019; Berthon, Pitt,
and Campbell 2019; Walker, Milne and Weinberg 2019). However, previous research has
several important limitations. First, past studies focus on individual technologies, missing
potential impact that technologies may have with together with emerging technologies on the
aggregate level. Second, prior research does not delineate core sectors that are impacting
consumer well-being across individual, social, and environmental aspects. Finally, past research
does not address how novel emerging technologies affect consumer well-being.

Summary of Findings
4IR is characterized by the fusion of three major domains: physical, biological, and digital
(Scwab, 2017). AI, ML, IoT, Blockchain are emerging technologies of a predominantly digital
domain. Some properties of these 4IR technologies incorporate data-driven autonomous learning
and decision-making, intelligence, interactivity, interconnectedness, and the possibility of
transparent, secure transactions that could be happening among the technologies. Examples of
technologies in a predominantly physical domain include self-driving cars, robots, wearables,
and 3D printing. These technologies closely relate to a digital domain in many aspects. The
difference here is that these technologies move beyond digital disembodied reality into the
physical space. As such, robots, based on ML and AI, can indeed act autonomously and
intelligently sense the environment around them. These technologies are driven by the data that
multiple sensors can generate. Technologies in a predominantly biological domain are opening
3
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novel possibilities in areas that historically were not possible. Advancements in genetics,
neuroscience, synthetic food, implantable technology lead to a merger between biological and
physical, creating cyborgs, artificial enhancements, and other biologically-based materials. The
boundaries between these domains are blurring, and new technologies can no longer be easily
assigned to only one domain (Huang and Rust 2018; Schwab 2017).

Statement of Key Contributions
The paper contributes to two major bodies of previous research. First, our results provide
meaningful insights for the literature on 4IR as well as diverse technology-specific research that
investigates sub-fields within it, such as AI, ML, IoT, robotics, among many others. Second, our
work contributes to consumer well-being literature. While there is an established understanding
of well-being, the available literature is the lacking focus on technology-enabled changes that
can be associated with it. Similarly, there is scarce research that would link 4IR and well-being.
In this context, we seek to integrate the understanding of emerging technologies and their impact
on various levels of well-being. We propose a conceptual framework that incorporates critical
principles of 4IR technologies, accounts for their transformational impact on key sectors, as well
as puts forward technology-enabled views on the essential aspects of well-being, such as its
consumer, societal, and environmental. The critical contribution is in identifying the future
abrupt and radical change primarily propelled by the three core drivers of 4IR, their blurring
domains, and their impact on technology-enabled well-being at consumer, societal, and
environmental levels across various sectors of society.

References are available upon request.
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ROBOTIC SERVICE ASSISTANTS ON BLOCKCHAIN TECHNOLOGY: SERVICE
AND PUBLIC POLICY IMPLICATIONS
Nobuyuki Fukawa, Missouri University of Science & Technology
For further information, please contact Nobuyuki Fukawa, Associate Professor of Marketing,
Missouri University of Science & Technology (fukawan@mst.edu).
Keywords: robotic service assistant, blockchain, technology, service
Description: We discuss theoretical and managerial implications of governing robotic service
assistants on blockchain technology in a service organization.
EXTENDED ABSTRACT
Research Question
Radical changes in the technological environment have been forcing service providers to
consider whether, if so, how to automate any aspects of their services with robots and other
emerging technologies. Some service providers have been adopting robotic service assistants
(RSAs), and partially or fully automating their service operations. However, some service
providers have not been able to fully take advantage of RSAs’ benefits in a way that enhances
customer experience. We review those challenges of RSAs, and discuss the potential application
of blockchain technology in governing a robotic service organization (Fukawa, 2020). Drawing
on transaction cost theory and resource-based theory, we discuss theoretical implications of the
impact of blockchain technology on the governance of a robotic service organization from a
marketing and public policy perspective. In summary, we try to answer the following research
questions: (1) How can a service provider transform RSAs into valuable, rare, and imperfectly
imitable resources? (2) How can a service provider protect such resources associated with RSAs
from external threats? (3) How do these efforts of a service provider enhance the well-being of
our society in a robotic service economy?
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Summary of Findings
We argue that if a service provider integrate its physical, human, and organizational capital
resources around its RSAs, the service provider could transform RSAs into valuable, rare, and
imperfectly imitable resources and improve their performances. Furthermore, we argue that
blockchain technology would enable a service provider to better protect those resources
associated with RSAs from external threats (e.g., technology vulnerability). Finally, we argue
that those efforts could enhance the well-being of our society.
Statement of Key Contributions
Our study represents one of the first theoretical research to evaluate the impact of blockchain
technology on a robotic service economy. From a theoretical perspective, our study illustrates
how transaction cost theory and resource-based theory could be applied to better understand the
governance of RSAs on blockchain technology. Managerially, our study help marketing
practitioners, and public policy makers combine the benefits of robotic technology and
blockchain technology in a robotic service economy.

References are available upon request.
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HOW AI CAN UNDERMINE CONSUMER PERFORMANCE
Nadia Danienta and Aric Rindfleisch, University of Illinois at Urbana-Champaign
For further information, please contact Nadia Danienta, PhD Candidate, University of Illinois at
Urbana-Champaign (danient2@illinois.edu).
Keywords: artificial intelligence, performance, consumers, technology, performance anxiety
Description: In our research, we find that the salience of AI can negatively affect consumer
performance because of increased performance anxiety.
EXTENDED ABSTRACT
Research Question
As consumers, we are increasingly encountering artificial intelligence (AI) in our daily lives. For
example, Amazon has sold over 100 million Echo devices which employ AI to provide
seemingly endless amounts of information to the consumer. Similarly, a growing number of
retailers such as The North Face and 1-800 Flowers employ AI platforms to predict consumers’
preferences. For example, AI-powered algorithms have defeated the world champions in both
chess (IBM Watson) and Go (Google Deep Mind). The superiority of artificial intelligence is
also a recurring theme in popular culture (e.g., I Am Legend, Blade Runner, West World). As
recently noted by Schmitt (2019), humans regard AI as a foreign species due to the threat posed
by this superior intellect. Although AI has proven to outperform humans on many tasks, we are
uncertain whether AI has any lasting impact on our own intelligence. Given its recent
emergence, research on the impact of AI on consumer behavior has mainly focused on how to
alleviate algorithm aversion and increase consumer adoption of these new technologies.
However, previous research has not examined the consequences of AI on downstream consumer
performance. Our main research question examines how and why AI affects subsequent
consumer performance?
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Method And Data
We conducted 4 experiments using undergraduate students and MTurk participants. In study 1,
we randomly assigned participants to either an AI is smarter vs. humans are smarter condition
and our dependent variable was performance on a shortened GRE quantitative reasoning test.
Participants primed with AI as being smarter than humans performed worse on the GRE than
participants primed with humans being smarter than AI. Similarly, in study 2 we replicated the
main effect with the same manipulation, but on a working memory task. Participants performed
worse on the working memory task in the AI is smarter condition versus the humans are smarter
condition. Studies 3 and 4 included a control condition, AI is smarter condition, and humans are
smarter condition and tested the serial mediation. Subsequently, we found support that the
salience of AI enhanced anxiety towards AI, which in turn increased performance anxiety
leading to lower overall performance on an unrelated task.

Summary of Findings
In our research, we find that the salience of AI can negatively affect consumers’ performance.
Our findings replicate across domains of improving mental acuity and mathematics. We posit
that the presence of AI as a competitor can lead to anxiety towards AI. As a consequence,
anxiety towards AI increases performance-anxiety and interferes with an individual’s ability to
perform effectively. However, performance is not hindered if the competitors are human or if a
competitor is not introduced (control condition).

Statement of Key Contributions
These results document an important ramification of this new technology to downstream
consumer performance and suggests that AI can backfire for consumers. Our research takes a
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different approach, instead of focusing on how to alleviate algorithm aversion and increase
consumer adoption of these new technologies, we focus on how AI affects our behavior in
unrelated domains such as performance. The current research examining the psychology of
technology adoption has mainly focused on how AI leads to distrust and self-threats, but the
current research has not examined how the salience of AI can exacerbate performance anxiety.
Furthermore, uncovering ways to alleviate this anxiety toward AI will allow consumers to
overcome their performance anxiety. This research hopes to provide implications for public
policy because the salience of AI can affect consumer-related performance that is of concern for
practitioners in the domains of financial literacy and marketplace literacy.

References are available upon request.
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IMPACT OF ROBOTS AND HUMANS ON CONSUMER MEDICAL COMPLIANCE

Ilana Shanks, Stony Brook University
Martin Mende, Florida State University
Maura L. Scott, Florida State University
Jenny van Doorn, University of Groningen
Dhruv Grewal, Babson College
For further information, please contact Ilana Shanks, Assistant Professor of Marketing, Stony
Brook University (ilana.shanks@stonybrook.edu)

Keywords: human-robot teams, healthcare, consumer behavior, technology
Description: This paper examines how human-robot medical teams affect consumer behavioral
intentions in medical settings.

EXTENDED ABSTRACT
Research Question
Both the marketing and the robotics literatures have examined technology and robots as tools,
often in an industrial context, that assist humans. However, technology innovations have resulted
in advanced technology that can begin to help humans in a variety of capacities and roles. As
robots shift from tools to being more incorporated in service settings, it is important to
understand how consumers will respond. The personal and (human) nature of healthcare makes
this an important and fruitful context to study how consumers perceive robots. In this research,
we answer the question: How do consumers respond to a robot-led team as compared to a
human-led team? We examine this phenomenon in a medical context, as some research suggests
that the increased presence of robots in healthcare could positively impact consumer well-being
by lowering average hospital stays resulting in significant savings (Kalis, Collier, and Fu 2018).

Method and Data
10
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To examine our research question we conducted nine experiments, including two studies that
involved participants interacting with a live, in-person robot. Study 1A is a field experiment
conducted with a live robot to examine consumer reaction to a human-robot team vs. a human.
Study 1B replicates these findings in a laboratory setting. Study 2 uses an interaction with a live
robot to examine if consumer reaction to a human-robot team varies if the team leader is a robot
or human. We next examine boundary conditions by measuring risk acceptance in Study 3,
power distance belief in Study 4, and manipulating control in Studies 5A and 5B. In studies 6A
and 6B we examine the role of anthropomorphism.
Summary of Findings
Studies 1A and 1B show that consumers express lower behavioral intentions to a robot-led team
as compared to a human alone. Study 2 extends these findings to demonstrate that consumers
demonstrate lower behavioral intentions to a robot-led team as compared to a human-led team.
Studies 3-6 reveal the boundary effects of risk acceptance, power distance belief, perceived
control, and anthropomorphism.
Key Contributions
This research is among the first in marketing to examine how consumers respond to human-robot
teams. In doing so we make several contributions. First, we demonstrate that consumers have
decreased behavioral intentions to a robot-led team as compared to a human-led team. Second,
we examine the process underlying this decrease in behavioral intentions. Third, in examining
under which conditions consumers have a more or less negative reaction we show that a) risk
acceptance, b) power distance belief, and c) consumer control act as boundary conditions.
References are available upon request.
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ARE BLIND BAGS SIMILAR TO LOOT BOXES, AND SHOULD REGULATORS
CARE?
Lura Forcum, Clemson University
Jennifer Siemens, Clemson University
Carter McElveen, Clemson University
Contact Information: For further information, please contact Dr. Lura Forcum, Assistant
Professor, Clemson University, (lforcum@clemson.edu).
Keywords: blind bags, loot boxes, gambling, uncertainty
Description: Results of an online experiment and a focus group with children indicate that blind
bags and loot boxes share many qualities and also have shared features with gambling, and thus
warrant further investigation with an eye toward these addictive qualities.
EXTENDED ABSTRACT
Research Question
Blind bags are the new era of collectables, with toy brands like Shopkins, LOL Surprise,
LEGO, and Hatchimals cashing in on the trend (Halzack 2016; Berger and Moran 2018). Blind
bags are “blind” to the buyer, meaning the contents of the package are not known until the
package is opened. Blind bags are similar to loot boxes, which have gained attention as one of
the latest trends in video game microtransactions (King and Delfabbro 2018). Because the virtual
good is not known until the box has been purchased, loot boxes have come under scrutiny by
policymakers and consumer advocates who liken them to gambling (Kim 2019). The gaming
industry has responded by comparing loot boxes to blind bag toys, seemingly justifying their
legality and harmlessness. In June 2019, EA testified before a committee of the UK Parliament
that loot boxes were similar to surprise toys such as KinderEggs, and should not be considered
gambling or harmful (Kain 2019). Therefore, the purpose of this research is to assess whether
blind bags and loot boxes are similar to gambling in that uncertainty increases consumers’
interest in repurchase of the toy or gaming experience.
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Study 1 Method, Data, and Summary of Findings
Study 1 investigates the relationship between uncertainty of opening a loot box and the
desire to buy another loot box in the future. Subjects were 103 Mturk workers participating in an
online experiment. The experiment employed 2x1 design with either unknown or known loot box
content (in both cases, a gift card for a Starbucks drink). Dependent measures included
uncertainty while opening the loot box, the appeal of the Starbucks gift card, and repurchase
intention when presented with a new loot box in the game. Those in the unknown content
condition rated their experience as more uncertain than those in the known content condition.
Regression analysis revealed a significant interaction where the correlation between repurchase
intent and uncertainty was nearly twice as strong in the unknown content condition compared to
the known content condition. Thus, study 1 provides evidence that loot box uncertainty is related
to a desire to repeat the purchase of a loot box, but that uncertainty does not affect perceptions of
the product itself. This indicates that the motivation to repurchase loot boxes are solely tied to
uncertainty, not the contents of the box.
Study 2 Method, Data, and Summary of Findings
Study 2 was a focus group with children age 7 to11 (N=18). Participants were told that
they would receive a blind bag and would be asked questions about it, and in return they would
be allowed to keep the toy. Participants were asked about their anticipation of opening the bag
and what they were thinking about before and during opening. The focus group resulted in a 46page transcribed text and was analyzed according to procedures described by Belk, Fischer and
Kozinets (2013). Three overarching themes emerged from the focus groups: 1) opening is the
end game (“I was just excited to open things.”), 2) informants recognize the risk and play the
odds (“I’m hoping I get what I want.”), and 3) mystery is a key factor in the experience (“I’d like
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it to be a surprise.”). Follow-up surveys revealed that 40% of the participants didn’t know where
blind bag toy was a week later, 70% kids were less excited about the toy since they opened it,
only 30% had played with it recently and 70% would purchase another blind bag in the future.
Key contributions
Loot boxes and blind bags share many similar qualities, and, most importantly, both share
some qualities with gambling. The value of blind bags, similar to loot boxes, is closely tied to
excitement produced by their uncertainty; generally, attitude toward the actual received product
(whether toy or virtual good) is less consequential for enjoyment, and may have low utility after
opening. In both studies, the surprise element increased future purchase intentions. In sum, our
research suggests that blind bags warrant further investigation, particularly with an eye towards
whether this new toy trend has addictive qualities similar to gambling or could present
psychological risks to vulnerable consumers. Furthermore, in the case of blind bags, both the
discarded packaging and toy could also have negative environmental implications.
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CHILDREN AS CONSUMERS OF ONLINE GAMING: THE ROLE OF PARENTAL
ATTACHMENT
Ambika Prasad Nanda, SPJAIN Institute of Management and Research
Anjali Malik, Bennett University
Rajeev Kumra, IIM Lucknow
For further information, please contact: Ambika Prasad Nanda, Doctoral Student, SPJIMR,
Mumbai (E-mail:pgpm912.ambika@spjimr.org)
Key Words: Problematic Online Gaming, Parental Attachment, Adolescent, Anti-consumption
Role of Parent-Child attachment in socialization theory is revisited in the context of the rising
phenomenon of problematic online gaming behavior among adolescent consumers.
EXTENDED ABSTRACT

As online computer games account for most of the children’s leisure time on the internet, we
witness the rising phenomenon of problematic online gaming behavior. Based on socialization
theory, parental attachment construct is delineated in the context of problematic online gaming
and investigated further - Does better parental attachment lower the incidence of this behavior?
Our research found evidence of two factors, i.e., Alienation and verbal communication in the
parental attachment that can explain the behavior. Also, the results of this study found complete
support for mediation effect of self-control, confirming that parent-child attachment instills
mechanism of self-control in the child behavior that reduces the occurrence of problematic
online gaming. Additionally, the issue of gender difference in online gaming behavior is
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explored. The results can be used to develop responsible gaming habits in children at an early
age, by influencing parental counseling practice and designing better public policies in the area.

Research Question
As online computer games account for most of the children’s leisure time on the internet, we
witness the rising phenomenon of problematic online gaming behavior. Based on socialization
theory, parental attachment construct is delineated in the context of problematic online gaming
and investigated further - Does better parental attachment lower the incidence of this problematic
online gaming behavior?
Method and Data used
The current research is the first phase of a three-phase research project covering parent and peer
closeness to explain the occurrence of problematic online gaming. The target group was
primarily in classes 8-10, as these school children are the most vulnerable samples for
problematic online gaming. We apply the CFA and SEM analysis on the collected data to arrive
at conclusions.
Summary of Findings
Our research found evidence of two factors, i.e., Alienation and verbal communication in the
parental attachment that can explain problematic gaming behavior. The results of this study
found complete support for the mediation effect of self-control, confirming that parent-child
attachment instills mechanism of self-control in the child behavior that reduces the occurrence of
problematic online gaming behavior.
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Key Contributions
This study utilized the consumer socialization perspective as a conceptual framework, wherein
parents play a vital role in the development of the child including the adaption of marketplace
and consumption behavior. Our study has helped in expanding the conceptual framework in
ways that can inform counseling practice for parents in understanding ways and means of
developing better and more secure relationships with children, a mission that will help to prevent
the problem in the first place.
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COMPARED TO WHAT? EXAMINING THE PREVELANCE OF
CATEGORIZATION BIAS FOR WITHIN-CATEGORY PRODUCT EVALUATIONS
DESPITE THE PRESENCE OF OBJECTIVE REFERNCE POINTS
Authors: Monique Breaz University of Goettingen, Steffen Jahn University of Oregon,
Yasemin Boztug University of Goettingen
Contract Information: For further information, please contact Monique Breaz, PhD
Candidate, University of Goettingen, monique.breaz@wiwi.uni-goettingen.de
Keywords: categorization bias, reaffirmation, numerical reference point, within-category
Description: Attenuating category-elicited biases through the use of numerical category
averages and verbal reaffirmation across bad and good categories

EXTENDED ABSTRACT

Research Question:
Although heuristics such as categorization can help us make sense of our environment, this
short-cut may not be objectively accurate, and if overly used can develop into a bias (Haws,
Liu, and Redden 2017). Yet not all granola or microcars are equally ‘good’, and some icecreams and SUV’s are not that ‘bad’. Given this within-category variation, the question arises
whether consumers neglect such differences due to persisting categorization effects. Whilst
research has focused on the categorization effect for between-category evaluations (Khan,
Dhar and Wertenbroch 2004), it is not clear whether these effects extend to within-category
evaluations. Therefore, our main research goal is to examine the prevalence of the
categorization bias for within-category product evaluations and how it can be attenuated.
Unlike previous studies, we predict—and demonstrate— a substantive difference in the
categorization effect across ‘good’ and ‘bad’ categories, making within-category deviation
presentation more intricate than previously assumed.

52

2020 AMA Marketing and Public Policy Conference

Method and Data:
Study 1a had 219 Amazon MTurk respondents randomly assigned to four conditions in a 2
(numerical reference framing: above vs. below the given calorie content of the product) by 2
(category: bad vs. good) between-subjects design. An ANOVA revealed the perceived
healthfulness (DV) was higher in the below average reference condition (Mabove = 2.37 vs.
Mbelow = 3.44; F(1, 111) = 16.82, p < .001) for the ‘bad’ category only. Study 1b (209
respondents) added a written reaffirmation statement to the numerical reference. Results
showed that perceived healthfulness (DV) was higher in the below average reference
condition for also the good category (Mabove = 4.08 vs. Mbelow = 5.19; F(1, 100) = 14.35, p <
.001). Study 2 (284 respondents) replicated these results for durable goods (i.e. cars). An
ANOVA showed that the numerical reference information resulted in higher environmental
friendliness ratings (DV) for below average numerical reference points in the bad category
only (Mabove = 3.23 vs. Mbelow = 4.95; F(1, 276) = 25.49, p < .001) and the written
reaffirmation assisted this evaluation for also the good category (Mabove = 3.80 vs. Mbelow =
5.94; F(1, 276) = 36.25, p < .001).

Summary of Findings:
Across three studies, we found that the categorization bias is used differently for withincategory evaluations depending on whether the product belongs to a ‘bad’ or ‘good’ category.
We demonstrate that categorization biases can be attenuated for within-category healthfulness
perceptions in the presence of a numerical category average for ‘bad’ but not ‘good’
categories (Study 1). As predicted, adding a written reaffirmation of the numerical
information attenuated the bias within ‘good’ categories by highlighting within-category
deviations (Studies 1b and 2). Whilst the numerical category average engages systematic
processing in ‘bad’ categories, reaffirming this information with a written statement assists
the perception of within-category deviations for also ‘good’ categories. Furthermore, we
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demonstrated that participants’ perceived deviation from the category average mediates the
effect of reference information provision on product evaluation. Importantly our results show
that this effect is not only prevalent across categories but also product types (i.e. fast moving
consumer goods such as food and durable goods such as cars).

Statement of Key Contributions:
This work contributes to categorization and information processing literature by showcasing
the differed use of the categorization bias for within-category evaluations and the attenuating
role of written reaffirmations. Importantly, our studies show that highlighting within-category
deviations allows consumers to identify the ‘bad’ in the good and the ‘good’ in the bad
categories. Specifically, products such as sugary granolas or high CO2 emitting small cars are
made salient, as well low emitting CO2 SUVs or low calorie ice-creams. For public policy,
making the ‘good’ and ‘bad’ within both categories salient, could lead to more informed
product evaluations with trickle down effects including an improvement in consumer health
and well-being, as well as environmental benefits when high-involvement goods such as cars
are examined. Moreover, literature has shown that low-involvement products are heavily
reliant on heuristic decision-making (Wansink and Chandon 2014) and as such consumers
could have been overly reliant on categorization biases. However, high-involvement products
(i.e., cars) tend to have higher financial and cognitive commitments attached to the decisionmaking process (Srivastava and Sharma 2012) and nevertheless our effects are robust in both
contexts.

References are available upon request.
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Education, Engagement, and the Internet: Analyzing Museum Business Goals

David S. Waller, University of Technology Sydney, Australia
Helen J. Waller, Art Gallery of New South Wales, Sydney, Australia
For further information, please contact David Waller, University of Technology Sydney,
(david.waller@uts.edu.au).
Keywords: Museums, Business Goals, Internet, Australia
Description: The aim of this exploratory study is to analyze the business goals of major cultural
institutions in Australia to determine their policy focus and how digital media is being used to help
achieve their vision, mission and objectives.

EXTENDED ABSTRACT
Research Question
Governments around the world are reducing their funding of arts and cultural programs,
which has led to the GLAM (Galleries, Libraries, Archives, and Museums) sector becoming more
accountable and strategic in how they deal with the public. Over the years museums have been
changing, and this is expressed in their business goals, such as the Vision, Mission and Objectives.
The research questions for this study are: What are the main business goals of the major art and
history museums in Australia? What is the role of digital engagement to achieve these goals? The
research aims are to: (1) discover the main mission, vision and objectives of the cultural
institutions, (2) determine the role of digital technology in achieving these objectives, and (3)
obtain views of Marcom Managers about the importance of social media to their institution.
Method and Data
To achieve this a content analysis of the strategic plans of the main art museums and
historic museums in Australia, plus a survey of Marcom Managers at the institutions. A total of 12
cultural institutions were chosen as they had their Strategic Plan available online. The institutions
were divided into two groups: art museums and history museums, to see if there were any
differences between different types of GLAM institutions. From the Strategic Plans the mission
and vision statements and the objectives/strategies, goals and metrics were identified and reviewed
using Word Clouds and thematic analysis to identify specific “themes” or patterns. In an effort to
find out how important the institutions perceive online engagement, an email survey was
undertaken of the 12 institutions. Each email was addresses to the Marketing/Communications
Manager, and a follow up reminder email. Of the 12, 6 provided useable responses.
Summary of Findings
Regarding the institutions’ vision, for art museums the main words that were repeated,
indicating more than one institution used that term were ‘respected’, ‘enriching’ and ‘leading’,
while the museum words were ‘communities’, ‘future’ and ‘world’. Thematic categories were to
‘inspire’, ‘lead’ and ‘be respected’. The thematic categories for the mission was to ‘collect’,
‘promote’, and ‘community’. As for history museums the words for the mission include
‘communities’, ‘museum’, ‘future’, and ‘world’, with the thematic categories being ‘inspire’,
Page 1 of 2
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‘community’, and ‘future’. Thematic categories for the mission were ‘creative’, ‘stories’, and
‘environment’, and for the objectives were ‘innovation’, ‘collection’, ‘engagement’, ‘experience’,
‘community/visitors’, and ‘sustainability.
The way to achieve these vision and missions were presented in the institution’s
objectives/strategies and goals. A few also presented clear metrics to measure how they will
achieve their goals, which is where the reasons for digital engagement with the public appeared in
the plans. Some of strategies/tactics included present a dynamic artistic program and build our
collection; inspire new audiences; nurture collective achievement; provide high-quality services
and enjoyable experiences for visitors; bringing art works to life; and performance indicators.
Key Contributions
Comparing the types of museums, there are themes that are common, specifically
‘collection’, ‘engagement’, ‘inspire’, and ‘audience/community’. Even though there are common
themes, there are also differences with art museums mentioning enriching, respect and promote,
which could be seen as relating to more of a current focus, while history museums has mentioned
research, culture, and sustainability.
By understanding the broader plans of the GLAM sector within the context of a policy shift
towards visitor orientated institutions focused on informal learning and providing services, being
provided not only by the museum space, but also by the digital space including websites and social
media. It can be seen that the vision and mission statements reflected the aspirational direction of
the museum, whilst the strategies highlighted their purpose, and tactics provide the way to achieve
these, with digital media providing to be a vital marketing tool. More research is recommended,
particularly as this study focused on Australian institutions, and so it would be important to expand
the samples to US and global institutions.

References are available upon request.
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EXTENDING A MODEL OF LUXURY BRANDING WITH ANTECEDENTS:
INCORPORATING CORPORATE SOCIAL RESPONSIBILITY (CSR)
Author: Stephanie Pankiw, University of Saskatchewan
Contact Information: For further information, please contact Stephanie Pankiw, J.D.
Candidate, University of Saskatchewan stephanie.pankiw@usask.ca
Keywords: corporate social responsibility, luxury branding
Description: Understanding and conceptualizing how theories of corporate social responsibility
can be integrated into luxury branding.
EXTENDED ABSTRACT
Research Question
The current work explores domains of corporate social responsibility (CSR) that can be
incorporated into theories of luxury branding for the benefit of consumers and society at large.
Summary of Findings
Using a model of luxury branding proposed by Beverland (2004) which consists of six
dimensions that include: culture, marketing, endorsements, product integrity, history and valuedriven emergence; five antecedents are proposed to assist in strengthening and enhancing the
selected dimensions of the model. It is posited that luxury brands can strengthen themselves
through CSR activities in the environmental, societal, customer, employee, and supplier
domains.
Statement of Key Contributions
The key contributions of this research includes extending a theoretical model of luxury branding
to incorporate dimensions of corporate social responsibility as antecedents. The practical
implications of this research provides managers with knowledge on how to strengthen a luxury
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brand through the integration of societal, customer, employee, supplier, and environmental
domains of CSR.
References are available upon request.
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Feminism and Marketing: Conceptualizing Empowering Advertising for Women
Author: Stephanie Pankiw, University of Saskatchewan
Contact Information: For further information, please contact Stephanie Pankiw, J.D.
Candidate, University of Saskatchewan, stephanie.pankiw@usask.ca
Keywords: female empowerment, feminism, advertising
Description: This paper examines the background and implications of feminism and marketing,
known as femvertising, on consumers and brands.

EXTENDED ABSTRACT
Research Question
This paper constructs a conceptual understanding of femvertising in marketing and examines
what constitutes empowering femvertising and the potential ‘back firing’ of the use of
femvertising by brands.
Summary of Findings
The paper suggests that there are many purported benefits to using femvertising appeals in
marketing campaigns as empowering portrayals of women in mainstream media allow women to
manage and destigmatize their identities. However, the subtle exploitation and co-opting of
feminism has received less attention. The research presented here suggests that disempowering
feminist portrayals have made their way into marketing’s attempts at femvertising. If
femvertising continues to adhere to ideals of corporate feminism, which does not advocate for a
restructuring of the system, but rather women’s assimilation through perseverance and support;
then resituated hegemonic masculinity will still continue to seep into femvertising developed,
created, and disseminated by brands. Future research which uses informants to understand how
women engage with femvertising will provide answers to some of the above questions, and,
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practically speaking, will allow marketing and feminist theory scholars to provide advice to
marketing practitioners on the ethics and best practices surrounding femvertising.
Statement of Key Contributions
This paper contributes to scholarship by conceptualizing and situating femvertising in consumer
culture as it relates to empowering and disempowering portrayals of women. The paper examines
femvertising using a poststructuralist feminist approach to power and suggests that femvertising
is a proxy for women to manage the possibility of a stigmatized collective identity of their
gender by decreasing the salience of the portrayal of women, their bodies, their ideas, and their
identity by emphasizing their sameness and power to the majority. The conceptual nature of the
paper makes contributions to practice by posing important questions that brands should consider
when integrating femvertising into its integrated marketing communications.
References are available upon request.
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Keywords: luxury hotels; conspicuous and inconspicuous consumption; conspicuous
consumption orientation; sustainability, personality.
Description: This article examines the moderating role of individual differences (conspicuous
consumption orientation) on luxury hotel valuations that provide subtle versus extravagant
experiences.
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EXTENDED ABSTRACT
RESEARCH QUESTION
Consumers are not all alike, and what draws attention to a consumer seeking fun and
extravagance in a (conspicuous) hotel may be very dissimilar to another consumer, who seeks
a more relaxing and subtle (inconspicuous) hotel experience. While the topic of conspicuous
consumption has been widely discussed in the marketing literature (Chaudhuri, Mazumdar and
Ghoshal, 2011; Husic and Cicic, 2009; O’Cass and McEwen, 2004), there is still a gap in the
literature addressing how individual differences such as personality and conspicuous
consumption-orientation impacts consumers’ valuations of luxury hotels. Understanding how
individual differences that are more versus less conspicuous in nature moderate the relationship
between hotel type and consumers’ valuations is of relevance since individuals have different
preferences and respond to different hotel appeals. The present research addresses this
phenomenon across an experimental study, which suggests that there is a causal effect between
individual differences and hotel types that promote more subtle and inconspicuous versus
extravagant and conspicuous experiences among consumers.
METHOD AND DATA
Two hundred and fifty-one participants (51.4% female) were randomly assigned to a
particular condition which described a hotel description that was either positioned as being
subtle versus extravagant (COMO versus Destino Pacha, see Appendix 1). The stimuli used in
the survey were fictional hotel descriptions. The description of the extravagant hotel was used
to represent a conspicuous experience, and the description of a subtle hotel was used to
represent the inconspicuous experience. After that, participants were asked to answer to a set
of questions concerning their perceptions about the level of luxury and extravagance of the
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hotel, our manipulation measures. Also, they were asked about the sustainability and quality
perceptions, the perceived enjoyment, likelihood of staying at that hotel and willingness to pay.
The conspicuous consumption-orientation scale was then administered. In the end, a set of
demographic questions were presented.
SUMMARY OF FINDINGS
The aim of the present research is to understand the effect of conspicuous consumptionorientation as an individual difference variable moderating the relationship between luxury
hotel types (subtle versus extravagant) on consumer’s valuations – sustainability and quality
perceptions, the perceived enjoyment, likelihood of staying at that hotel and willingness to pay.
Findings suggest that there is a causal effect between conspicuous consumption-orientation and
consumption habits of different nature. Specifically, low conspicuous-oriented consumers,
more introvert in nature, are more likely to engage in inconspicuous experiences such as staying
at more subtle hotels. Yet, high conspicuous-oriented consumers, more extrovert in nature, do
not exhibit a particular preference between staying at a subtle versus extravagant hotel. Overall,
results suggest that low conspicuous-oriented consumers tend to give more importance to
sustainability than high conspicuous oriented consumers. Furthermore, low conspicuousoriented consumers perceive to have more quality, more sustainability and are more likely to
stay and enjoy more subtle versus extravagant hotels than high conspicuous oriented
consumers.
KEY CONTRIBUTIONS
Theoretical Implications - The current study contributes to the literature on conspicuous
versus inconspicuous consumption, personality and the luxury services industry, more
specifically the hotel industry (Bernstein, 1999; Danziger, 2005). Overall, our findings
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contribute to the inconspicuous and conspicuous consumption literatures (Eckhardt et al., 2015;
Makkar and Yap, 2015; Berger & Ward, 2010) by revealing that not all consumers are alike
and that behaviors will vary according to the different advertising messages appeals that are
more aligned with their individual differences. Specifically, the luxury industry has been
widely assessed through the lens of conspicuity, yet inconspicuous message appeals are gaining
increasing interest in marketing, consumer behavior and public policy literatures given the
counterintuitive findings provided by service and product providers in this domain.
Managerial and Public Policy Implications. This research contributes with several
relevant insights for marketeers, luxury hotel managers and, societal benefits. With
consumption patterns evolving, it is crucial for brands to understand the concept of
inconspicuous consumption, so they can adapt their strategy. The study provides a profound
understanding regarding how individual differences can be a major driver behind luxury
consumption. Furthermore, it is also important to note the economic impact associated with the
luxury consumption patterns presented.
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SITUATIONAL DIFFERENCES IN SNACKING BEHAVIOR
Marina Girju, California Baptist University
Kelly Moore, Duquesne University
Doug Walker, Kansas State University
For further information, please contact Marina Girju, California Baptist University, at
mgirju@calbaptist.edu.
Keywords: Eating behavior, Snack Foods, Food Environment, Nutrition
Description (1 sentence): Our research focuses on what environmental characteristics induce
different snacking behaviors, and how demographic characteristics affect these behaviors.
EXTENDED ABSTRACT
Research Question
Judging by the 40% obesity prevalence rate, Americans are making poor snacking
decisions. Ninety percent of Americans snack multiple times per day, with few guidelines
regarding snacking behavior. This topic is important from an economic perspective since the
snack food industry is expected to exceed $630 Billion in 2020. From a public policy
perspective, it is important to identify the situations in which consumers are making less healthy
snack choices in order to intervene and encourage healthier choices. Accordingly, the goal of this
research is to understand the external environmental factors that affect consumers’ snack
decisions and identify common food choices in different situations to identify areas for dietary
improvement and/or intervention.
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Method and Data
Panels of consumers documented their consumption decisions using a mobile device for a
2-week period. Every two weeks a new panel occurred, resulting in over 6,500 consumers and
134,000 snack occasions over the course of one year. Snacks were classified into 4 categories:
crackers, chips, candy, and protein bars. The hypotheses were tested by estimating a multinomial
logit model.

Summary of Findings
Chips are the snack of choice when consumers are snacking with other people, in public,
and while active. When consumers are snacking in a public place (vs. a private place), they are
more likely to choose chips and candy (than protein bars or crackers). When consumers snack in
the afternoon or evening, they’re more likely to choose chips and crackers. Additionally, many
demographic characteristics, such as gender and ethnicity, affect consumers’ snack decisions.
Notably, obese individuals are more likely to choose chips and candy than protein bars or
crackers.

Key Contributions
We examine external environmental factors and demographic factors and find they have
distinct influences on consumers’ snack decision-making. When snacking with other people or in
public, consumers tend to make less healthy (i.e. chips or candy) snack decisions. Obese
individuals are also more likely to choose less healthy alternatives (chips and candy). Policy
makers should discourage poor snacking behaviors potentially with taxes on unhealthy
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alternatives, bans on unhealthy alternatives in vending machines and/or schools, more public
education, and more calorie disclosure requirements.
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THE EFFECT OF MINDFULNESS INTERVENTION ON WAITING TIME
SATISFACTION

Ellen Campos Sousa, Florida International University
Jayati Sinha, Florida International University
Luciana Freire, Centro Universitário Christus - UNICHRISTUS
For further information, please contact Ellen Campos Sousa, Ph.D. candidate, Florida
International University (esous003@fiu.edu).

Keywords: mindfulness, waiting time, satisfaction, word of mouth
Description: This study aims to foster reflection on mindfulness as a strategy to help service
companies to improve customers’ satisfaction during waiting time and willingness to spread
positive word of mouth (WOM).
EXTENDED ABSTRACT
Research Question
Mindfulness research has received increased attention in the health care and education area, but
has not gained significant attention by marketing researchers. In this paper, we empirically test
how mindfulness can be a tool to help consumers and companies alike. This research highlights
the gap of the studies on mindfulness that explores a significant aspect of consumer’s satisfaction:
the waiting time for services. Past research has demonstrated that waiting time perception can have
a detrimental effect on customer satisfaction. Thus, in a waiting time context, it is important to
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know what can improve the consumer perception and satisfaction of the service provided. This
paper proposes that if consumers receive a mindfulness meditation during the waiting time, they
will have a non-judgmental focus on the waiting time experience. If so, they will process the
experience mindfully, without judgment but with the awareness of the internal and external
presence, leading them to be more satisfied with the waiting time and to feel less stress related to
the experience. This research also proposes that waiting time satisfaction will drive the relationship
between mindfulness and positive WOM.
Method and Data
Four experiments were conducted to demonstrate the effect and underlying process using different
consumer groups. Study 1 was conducted in a consumer behavior lab delivering a one-time
meditation through a technological device, the MUSE headband. Study 2 was conducted in an
undergraduate classroom in US manipulating the one-time mindfulness session through an
instructor-led guided meditation. Study 3 was conducted through Amazon Mechanical Turk and
manipulated the mindfulness meditation by a YouTube video guided meditation. Study 4 was
conducted in an undergraduate classroom in Brazil, manipulating the one-time mindfulness session
through an instructor-led guided meditation.
Summary of Findings
It was possible to support the proposition that mindfulness meditation can be used as a tool by
companies to increase consumers' satisfaction of waiting time, increase their willingness to spread
positive WOM via an increase in satisfaction with the waiting time, and decrease their stress level
perception of the experience. Furthermore, study 4 ruled out a possible explanation that a funny
video would have the same effect as the mindfulness meditation had on participants waiting time
satisfaction. It also tested the hypothesis in a different culture, an interdependent country: Brazil.
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It demonstrates that even in a collectivist country where the population has a higher interdependent
self (compared to the American population with a higher independent self), the mindfulness
condition increases the waiting time satisfaction. The findings are strong because the same pattern
of results emerged in all four experiments, with different samples (American students; Brazilian
students; American adults), with different techniques to deliver mindfulness meditation (MUSE
headband; instructor-led guided; YouTube video), and in different countries (US; Brazil). It is
important to note that, in all experiments, participants joined in a one-time mindfulness meditation.
It is believed that a one-time mindfulness practice will generate outcomes related to the situation
only.
Statement of Key Contributions
This research brings a novel contribution to the marketing and mindfulness literature, and brings
light to companies that deal with consumers' complaints related to waiting time. Consumer
satisfaction and the spread of positive WOM are priorities for companies that keep tracking their
relationship with customers and prospects. In this way, this study offers a tool that it is possible
and simple to be offered to a consumer when he is waiting for a service, and it increases the
consumer satisfaction and willingness to spread the positive WOM: a mindfulness meditation. The
study also demonstrates that mindfulness meditation can be offered in different ways (with or
without the use of advanced technology), and it is helpful for different group ages. For example,
in a health clinic, the firm can have a small room set up to offer mindfulness meditation through
the use of a device during the consumer waiting time. Policymakers should also engage in incentive
companies to provide mindfulness meditation to their consumers. The benefits of meditation are
well known. Health clinics could easily implement this, and it would increase consumers'
awareness in general.
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INTRODUCTION
Prescription drugs are used to treat both physical and mental problems ranging from treating
relatively minor issues such as acne to more serious concerns such as pain management, fighting
mental depression, and treating otherwise terminal diseases. While treatments are still needed
for many problems, the global pharmaceutical industry has made great progress toward treating
many human ailments. Developing new molecular entities (i.e., prescription drugs) is a very
expensive process that is disproportionately born by a small portion of the world’s population.
Recent events, both political and financial, raise the potential that the current funding model for
new prescription drug development may be in jeopardy. These assumptions are reviewed in the
literature. The findings are discussed, and a proposal is offered for a new funding model for
international drug development.
LITERATURE REVIEW
The Cost of Developing Drugs
Developing new drugs is expensive. Danzon (1997) found that the American pharmaceutical
industry standard of spending 21% of sales revenue on research and development greatly
understated the percentage of R&D expense as a percentage of the total costs of developing and
producing new drugs, because the R&D in the numerator pertains to future drugs whereas the
sales in the denominator pertains to drugs for which the R&D occurred many years previously.
Thus, these measures discount the time value of money of the development funds during the time
drugs were being developed and successful drugs were being approved. As Danzon remarked,
these are enormous opportunity costs when you consider the average time for drug development
was 15.3 years for drugs approved from 1990 to 1995. Pharmaceutical firms are spending
billions of dollars on research and development, but how much does it cost to develop just one
new successful drug?
More recently, DiMasi et al (2016) evaluated 106 randomly selected new drugs from ten
pharmaceutical companies in an attempt to answer this question. They determined that the
average new drug cost was $2.87 billion in year 2013 dollars and that this cost was growing at an
annual rate of 8.5% above inflation. Extrapolating to the present, this means that the average
new drug in 2019 cost approximately $5.09 billion to develop. This extraordinary figure may
help explain why the economic return on investment for pharmaceuticals peaked between the
mid 1990s and early 2000s and then fell to their lowest levels in twenty years (Berndt et al,
2015). The increased use of direct-to-consumer advertising may also explain part of the
decreased return. Kopp and Sheffet (1997) found that prescriptions drugs that were advertised
directly to American consumers tended to have much lower margins than pharmaceuticals that
were not marketed in this manner. Kopp and Sheffet concluded that society could benefit from
more direct-to-consumer advertising given the downward pressure it places on pharmaceutical
margins and the increased consumer awareness about the specific drug benefits of various
options. However, while consumers benefit from this decline in prescription drug pricing, it
simultaneously reduces the manufacturer profit, thus reducing the funds available for creating
new pharmaceuticals.
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The Free Rider Problem
Economists define free riders as those who benefit from the work of others without making a
proportional contribution. Despite consisting of well under 5% of the world’s population,
American consumers subsidize the R&D costs of new drugs. Other governments regulate the
price of drugs so that their citizens only pay a bit more than the production cost of these drugs.
Pharmaceutical companies go along with this because they still generate some profits by selling
to citizens in these nations (so long as the marginal costs of increased production is less than the
regulated selling price of the drug) and because they drug companies fear that if they do not
agree, the governments will just nationalize the rights to drug patents and produce the product
themselves (Pilon, 2004; Hooper and Henderson, 2016). The free rider problem occasionally
comes up in the mainstream media (e.g., Zuckerman, 2004), but the discussion is usually raised
by the US government. In his speech before the First International Colloquium on Generic
Medicine, Food and Drug Administration McClellan (2003) summarized the prescription drug
free rider problem.
This year, Americans, who account for a fraction of prescription drug use worldwide, will pay
for about half of all pharmaceutical spending worldwide. By contrast, citizens in the world’s
third largest economy, Germany, paid less than five percent. The same kind of drug payment
disparity is true for many other developed nations who have about as much ability to pay as
Americans do.
Yet on the whole, people in these other nations are getting most of the same kinds of drugs and
the many of the same kinds of health benefits as Americans. And it’s not only Americans that
seem to be paying an unfair share. Drug prices on average are significantly higher in countries
like Poland than they are in France and Germany – even though people in those countries have
significantly less economic wealth than the countries of Western Europe.
Why does this happen? After the usually long and extensive development process to show that a
drug is safe and effective, all of the R&D costs have been spent. All that’s left are the production
costs of making and distributing the medicines themselves. But the remaining production costs
only account for about 25 to 50 percent of the total cost of developing and providing a new
medicine for a particular country. Obviously, each country would like to pay only this additional
cost to obtain the drug for the additional patients in that country. Nobody wants to pay for all the
rest of the costs – all the money that has already been spent researching and developing a new
medicine and researching and developing its production and labeling.
And some of the world’s richest nations are driving the world’s hardest bargains. In fact, many
developed countries are in effect banding together to get the same price. For example, many
high-income countries regulate their prices by setting them equal to those in other countries that
already have rigid price controls. This system is used in Canada, informally in Japan, and in
some countries in Europe. By linking together, they may get even more power to only pay for
cost of making additional pills. As a result, many relatively wealthy countries are moving away
from covering any significant part of the costs of research and development. They are leaving
development costs for nations with less ability or will to extract lower prices.
But unless someone covers the cost of R&D investment, which accounts for 20 percent or more
of the revenue from pharmaceuticals, that investment will slow or stop, and so will the
improvements in health that we’ve become used to seeing in recent decades.
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The United States is now covering most of these costs of developing a new drug to the point
where it can be used by the population of the world.
The US Department of Commerce (2004) found ample evidence that prescription drug freeriding existed and estimated that this free-riding in the form of price controls directly resulted in
diminished returns to pharmaceutical companies of $24 billion to $37 billion dollars annually
after converting to 2019 dollars.1 To put this into perspective, eliminating this free-riding could
have funded five to seven new prescription drugs per year using the average cost of $5 billion
dollars for each new drug. Of course, this figure assumes that all of the increased revenue would
indeed go into research and development. The Department of Commerce was more conservative
and estimated that the elimination of free-riding would generate three to four new molecular
entities annually. Alternatively, if the citizens of these other countries started paying a more
proportionate share of the research and development costs, the price for American consumers
could be reduced accordingly.
Surprisingly, few academic researchers have seriously investigated the free-riding prescription
drug situation other than to use it as an example of free-riding. Light and Lexchin (2005) and
Keyhani & Ross (2007) each offered briefs that claimed the entire free rider concept was a myth.
However, these researchers missed the distinction that the free ride was being had by nonAmerican consumers, not non-American pharmaceutical companies. Both Light & Lexchin and
Keyhani & Ross concluded that there was no free-ridership because European and Canadian
pharmaceutical companies were also spending money on R&D and were creating new molecular
entities. Their argument is specious since these researchers were looking at firms, not
consumers. The R&D costs of virtually all major pharmaceutical companies – whether the firms
are American, European, or other – are predominately born by the American consumer because
other countries strictly regulate the price of these products. On the other hand, several
researchers (Gilbert and Rosenberg, 2004; Hooper and Henderson, 2016) concluded that the
European consumers’ free ride was not quite free after all. While they agreed that the American
consumer was paying a disproportionally large share of the industry’s R&D costs, they pointed
out that Europe was starting to pay other social and economic costs because of their pricing
controls. For example, because the margins on new pharmaceuticals are much higher in the
States, drug companies naturally launch products there first. Thus, American consumers have
more immediate access to new drugs than other consumers, even if they have to pay more for
this privilege. Gilbert and Rosenberg credited this situation, along with the desire to be closer to
their most profitable market, as the reason why many European pharmaceutical firms (i.e.,
Swiss-based Novartis) are moving their R&D centers to the States. Thus, one of the social costs
of free ridership may result in a substantial brain drain as some of the best and brightest
researchers relocate to the States. The Novartis Corporation stated that OECD governments get
a “free ride” by imposing artificially low drug prices at home, while assuming that the U.S.
market will continue to underwrite the development of new drugs (US Department of Commerce,
2004).

1

This estimate is conservative as it only accounts for normal inflation whereas health care expenses grow faster
than the inflation rate.
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Free Rider Impact on Prescription Drugs
For the purposes of simplicity, this paper assumes that Americans pay one price for prescription
drugs. The actual situation in the United States is more complex as pricing varies quite a bit for
new prescription drugs. For example, it is conservatively estimated that cash payers spent at
least 14.6 percent more than third-party payers did for the same drugs (Frank, 2001). However,
no matter what price Americans pays for a brand-name prescription drug, it is likely to be more
than consumers pay elsewhere.
The total retail pharmaceutical bill across OECD countries was more than USD 800 billion in
2015… The United States spent far more on pharmaceuticals than any other OECD country on
a per capital basis (USD $1,162), and more than double the OECD average. (OECD, 2017).
Further, the researchers showed that in 2015, 80% of the average OECD citizen’s pharmaceutical
expenditures were for prescription drugs. In the United States, it was over 86%. Not only did
the average American spend more than twice than the average non-American OECD citizen, the
percentage spent on prescription drugs was also higher.
These recent findings were consistent with earlier conclusions from the US Department of
Commerce (2004), which found that patented drugs were between eighteen to sixty-seven
percent less in other Organization for Economic Cooperation and Development (OECD)
countries compared to the United States.
However, when it comes to generic drugs and over-the-counter (OTC) drugs, the efficiencies of
the American market reassert themselves. Danzon and Furukawa (2008) found that the US is the
least expensive place to buy both generics and OTC drugs. The pricing for unbranded generics
varied dramatically in other countries: all foreign prices are higher, ranging from 14 percent
higher in Chile to threefold higher in Australia and fivefold higher in Canada. Similar findings
were found by Hooper and Henderson (2016) and also occurred in the OTC comparison: OTC
prices are at least 80 percent higher in all countries than in the Unites States and more than
three times higher in Italy, Japan, Spain, and Chile.
Thus, the literature supports the claim that Americans pay a disproportionate share of the R&D
cost of new prescription drugs. However, after the R&D costs are recouped (presumably in the
period the drug is covered by patents), Americans then pay less for generic and OTC drugs than
consumers in other countries.
THE UPCOMING CRISIS
The literature-supported findings that the American consumer funds a disproportionately large
share of new prescription drug development is the Achilles’ heel of the pharmaceutical industry.
Should the American consumer quit shouldering this disproportionate contribution, either by
choice or necessity, the development of new molecular entities would slow dramatically unless
the consumers in free-rider countries started paying more for their prescription drug
consumption. While estimating the probability of free-rider countries raising or eliminating their
prescription drug price controls is outside the scope of this paper, the author does not believe this
would be a likely outcome.
There are two potential paths for the American consumer to quit contributing a disproportionate
share to prescription drug development. The first path is political, the American consumer may
simply refuse to pay more than other consumers for new prescription drugs. For example, the
American government could follow the example of most industrialized countries and simply
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impose price limits or limit prescription drug monopolies as many researchers have
recommended (e.g., Kesselheim et al, 2016). Alternatively, Americans could simply allow
consumers to import prescription drugs from other countries and allow market forces to bring
domestic prices down. Some arbitrage already exists; consumers who live near Canada and
Mexico often buy drugs in these countries.
The second path is financial, the American consumer may no longer have the ability to pay a
disproportionately high price for pharmaceuticals. While a discussion of American financial
problems is outside the scope of this article, the US national debt is over twenty-two trillion
dollars and growing while its labor participation rate is shrinking as the average population age
skews upward. It is quite possible that Americans will no longer have the financial resources to
pay a disproportionately large share of the costs for new pharmaceuticals. Should Americans
take either of these paths, a new solution will be needed to finance the development of new
prescription drugs.
A PROPOSED SOLUTION
For the sake of simplicity, all population and Gross Domestic Product (GDP) numbers in this
document were obtained from the CIA World Factbook (2018). The GDP numbers quoted were
adjusted by the CIA to reflect purchasing power parity (PPP) since this is the accepted practice
of most economists when discussing the use of resources across countries. This CIA World
Factbook is one of three sources commonly cited for this information. The other two sources are
the International Money Fund and the World Bank. Since these numbers involve some
estimation, especially for less industrialized nations, the figures from these sources vary from
one another. Should this proposal be implemented, it is suggested that these three sources be
averaged to create the numbers used to determine minimum payments to the pharmaceutical
firms.
Individual cost sharing, where the consumer pays a percentage of the prescription cost, is often
suggested as a method to reduce healthcare costs. In their meta-analysis of 132 articles on the
subject, Goldman et al (2007) indeed found that for each 10% increase in individual cost sharing,
prescription drug spending decreases by 2% to 6%, depending upon class of drug and condition
of the patient. Unfortunately, they also found an association between increased individual cost
sharing and discontinuation of therapy and lower rates of drug treatment. Even if cost sharing
did not have any negative health associations with it, the purpose of individual cost-sharing is to
reduce health-care costs, so the more successful cost-sharing might be, the more it would
decrease revenues available for new prescription drug development under the current system.
Ideally, a system for funding new prescription drug development should separate the financial
incentives for developing a new drug from the price of the drug itself. Otherwise, the more
successful the efforts to reduce healthcare costs, the less the funding to develop new molecular
entities. A system that separates these issues is proposed.
Instead of individual cost sharing, a system of country cost sharing is proposed. In addition to
separating the financial incentives for developing new prescription drugs from the drug
production, this proposal was also designed to consider the ability to pay. The desire was to
create a proposal where wealthier countries who wanted to provide these drugs to their citizens
would pay a fair price to cover drug development and where poorer countries would receive a
free ride until their economic situation allowed them to also contribute.
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Given these objectives, two economic indicators were considered, the country’s GDP and the
country’s GDP per capita. The GDP was included because only considering GDP per capita
would omit some of the largest economies in the world (i.e., China and India). GDP per capita
was included because only considering GDP would omit small countries such as Monaco and
Liechtenstein who boast some of the highest standards of living in the world. Any country that
had a GDP of one-hundred billion dollars or had a GDP per capita of twenty thousand dollars
was automatically added to the list of participating countries. These cutoffs are somewhat
arbitrary, but were picked as reasonable indicators of ability to pay and resulted in 126
participating countries as documented in Table 1. A desired contribution of $7.5 billion was set,
assuming approximately two-thirds of the participating countries would desire to make any given
drug available to their citizens. This assumption means that approximately five billion dollars
would be provided to a pharmaceutical company for a typical new drug.
Table 1: Proposed Contributions per Participating Country

Country
Algeria
Andorra
Angola
Antigua and Barbuda
Argentina
Aruba
Australia
Austria
Azerbaijan
Bahamas, The
Bahrain
Bangladesh
Belarus
Belgium
Bermuda
Brazil
Brunei
Bulgaria
Burma
Canada
Cayman Islands
Chile
China
Colombia
Cook Islands
Croatia
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GDP (PPP)
in millions
630,000
3,327
193,600
2,398
922,100
4,158
1,248,000
441,000
172,200
12,060
71,170
690,300
179,400
529,200
6,127
3,248,000
33,870
153,500
329,800
1,774,000
2,507
452,100
23,210,000
711,600
300
102,100

Population
in thousands
41,657
86
30,356
96
44,694
117
23,470
8,793
10,047
333
1,443
159,453
9,528
11,571
71
208,847
451
7,058
55,623
35,882
60
17,925
1,384,689
48,169
9
4,270

GDP (PPP)
per capita
$ 15,123
$ 38,818
$ 6,378
$ 25,010
$ 20,631
$ 35,668
$ 53,174
$ 50,151
$ 17,140
$ 36,256
$ 49,333
$ 4,329
$ 18,830
$ 45,736
$ 86,082
$ 15,552
$ 75,172
$ 21,750
$ 5,929
$ 49,440
$ 42,055
$ 25,221
$ 16,762
$ 14,773
$ 33,182
$ 23,908

Minimum
Contribution
$ 37,742,627
$
199,317
$ 11,598,369
$
143,662
$ 55,242,025
$
249,101
$ 74,766,346
$ 26,419,839
$ 10,316,318
$
722,502
$
4,263,719
$ 41,355,135
$ 10,747,662
$ 31,703,806
$
367,062
$ 194,584,209
$
2,029,116
$
9,196,021
$ 19,757,966
$ 106,278,444
$
150,192
$ 27,084,828
$ 1,390,486,294
$ 42,631,195
$
17,967
$
6,116,702

Contribution
per capita
$
0.91
$
2.33
$
0.38
$
1.50
$
1.24
$
2.14
$
3.19
$
3.00
$
1.03
$
2.17
$
2.96
$
0.26
$
1.13
$
2.74
$
5.16
$
0.93
$
4.50
$
1.30
$
0.36
$
2.96
$
2.52
$
1.51
$
1.00
$
0.89
$
1.99
$
1.43
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Country
Cuba
Curacao
Cyprus
Czechia
Denmark
Dominican Republic
Ecuador
Egypt
Equatorial Guinea
Estonia
Ethiopia
Falkland Islands
(Islas Malvinas)
Faroe Islands
Finland
France
Germany
Ghana
Gibraltar
Greece
Greenland
Guam
Guatemala
Guernsey
Hong Kong
Hungary
Iceland
India
Indonesia
Iran
Iraq
Ireland
Isle of Man
Israel
Italy
Japan
Jersey
Kazakhstan

GDP (PPP)
in millions
137,000
3,128
31,780
375,900
287,800
173,000
193,000
1,204,000
31,520
41,650
200,600

Population
in thousands
11,116
150
1,237
10,686
5,810
10,299
16,499
99,413
797
1,244
108,386

206
2,001
244,900
2,856,000
4,199,000
134,000
2,044
299,300
2,413
5,793
138,100
3,465
455,900
289,600
18,180
9,474,000
3,250,000
1,640,000
649,300
353,300
6,792
317,100
2,317,000
5,443,000
5,569
478,600

3
51
5,537
67,364
80,458
28,102
29
10,762
58
168
16,581
67
7,213
9,826
344
1,296,834
262,787
83,025
40,194
5,068
89
8,425
62,247
126,168
100
18,745

GDP (PPP)
per capita
$ 12,324
$ 20,820
$ 25,689
$ 35,176
$ 49,540
$ 16,798
$ 11,698
$ 12,111
$ 39,526
$ 33,473
$ 1,851

Minimum
Contribution
$
8,207,524
$
187,395
$
1,903,906
$ 22,519,767
$ 17,241,790
$ 10,364,245
$ 11,562,424
$ 72,130,353
$
1,888,330
$
2,495,207
$ 12,017,732

Contribution
per capita
$
0.74
$
1.25
$
1.54
$
2.11
$
2.97
$
1.01
$
0.70
$
0.73
$
2.37
$
2.01
$
0.11

$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$

$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$

$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$

64,540
39,221
44,227
42,396
52,189
4,768
69,380
27,812
41,826
34,529
8,329
51,951
63,202
29,474
52,923
7,305
12,367
19,753
16,154
69,711
75,967
37,638
37,223
43,141
55,913
25,533

12,365
119,878
14,671,697
171,099,908
251,557,602
8,027,797
122,454
17,930,743
144,560
347,052
8,273,423
207,584
27,312,482
17,349,626
1,089,144
567,577,215
194,704,027
98,250,647
38,898,869
21,165,825
406,901
18,997,122
138,808,994
326,084,313
333,633
28,672,414

3.87
2.35
2.65
2.54
3.13
0.29
4.16
1.67
2.51
2.07
0.50
3.11
3.79
1.77
3.17
0.44
0.74
1.18
0.97
4.18
4.55
2.25
2.23
2.58
3.35
1.53
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Country
Kenya
Korea, South
Kuwait
Latvia
Liechtenstein
Lithuania
Luxembourg
Macau
Malaysia
Malta
Mauritius
Mexico
Monaco
Montserrat
Morocco
Netherlands
New Caledonia
New Zealand
Nigeria
Northern Mariana
Islands
Norway
Oman
Pakistan
Panama
Peru
Philippines
Poland
Portugal
Puerto Rico
Qatar
Romania
Russia
Saint Kitts and Nevis
Saint Pierre and
Miquelon
San Marino
Saudi Arabia
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GDP (PPP)
in millions
163,700
2,035,000
289,700
54,020
4,978
91,470
62,110
71,820
933,300
19,260
28,270
2,463,000
7,672
167
298,600
924,400
11,110
189,000
1,121,000

Population
in thousands
48,398
51,418
2,916
1,924
39
2,793
606
606
31,810
449
1,364
125,959
31
5
34,314
17,151
283
4,546
203,453

1,242
381,200
190,100
1,061,000
104,100
430,300
877,200
1,126,000
314,100
130,000
339,500
483,400
4,016,000
1,550

52
5,372
4,613
207,863
3,801
31,331
105,893
38,421
10,355
3,295
2,364
21,457
142,123
53

261
2,064
1,775,000

5
34
33,091

GDP (PPP)
per capita
$ 3,382
$ 39,578
$ 99,333
$ 28,083
$ 129,141
$ 32,746
$ 102,532
$ 118,448
$ 29,340
$ 42,891
$ 20,722
$ 19,554
$ 249,683
$ 31,496
$ 8,702
$ 53,897
$ 39,292
$ 41,578
$ 5,510

Minimum
Contribution
$
9,807,092
$ 121,914,675
$ 17,355,617
$
3,236,280
$
298,227
$
5,479,870
$
3,720,944
$
4,302,659
$ 55,913,006
$
1,153,846
$
1,693,625
$ 147,555,698
$
459,621
$
10,029
$ 17,888,807
$ 55,379,816
$
665,588
$ 11,322,788
$ 67,157,912

Contribution
per capita
$
0.20
$
2.37
$
5.95
$
1.68
$
7.74
$
1.96
$
6.14
$
7.10
$
1.76
$
2.57
$
1.24
$
1.17
$
14.96
$
1.89
$
0.52
$
3.23
$
2.35
$
2.49
$
0.33

$
$
$
$
$
$
$
$
$
$
$
$
$
$

23,887
70,958
41,207
5,104
27,390
13,734
8,284
29,307
30,332
39,458
143,639
22,529
28,257
29,194

$
74,407
$ 22,837,285
$ 11,388,688
$ 63,563,376
$
6,236,520
$ 25,778,813
$ 52,552,114
$ 67,457,457
$ 18,817,395
$
7,788,161
$ 20,339,082
$ 28,959,977
$ 240,594,268
$
92,859

$
$
$
$
$
$
$
$
$
$
$
$
$
$

1.43
4.25
2.47
0.31
1.64
0.82
0.50
1.76
1.82
2.36
8.61
1.35
1.69
1.75

$ 47,761
$ 61,103
$ 53,640

$
15,654
$
123,652
$ 106,338,353

$
$
$

2.86
3.66
3.21
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Country
Serbia
Seychelles
Singapore
Slovakia
Slovenia
South Africa
Spain
Sri Lanka
Sudan
Sweden
Switzerland
Taiwan
Tanzania
Thailand
Trinidad and Tobago
Tunisia
Turkey
Turkmenistan
Ukraine
United Arab Emirates
United Kingdom
United States
Uruguay
Uzbekistan
Venezuela
Vietnam
Virgin Islands

GDP (PPP)
in millions
105,700
2,750
528,100
179,700
71,230
767,200
1,778,000
275,800
177,400
518,000
523,100
1,189,000
162,500
1,236,000
42,850
137,700
2,186,000
103,700
369,600
696,000
2,925,000
19,490,000
78,160
223,000
381,600
648,700
3,872

Population
in thousands
7,078
95
5,996
5,445
2,102
55,380
49,331
22,577
43,121
10,041
8,293
23,546
55,451
68,616
1,216
11,516
81,257
5,411
43,952
9,701
65,105
329,256
3,369
30,024
31,689
97,040
107

GDP (PPP)
per capita
$ 14,933
$ 29,060
$ 88,076
$ 33,003
$ 33,885
$ 13,853
$ 36,042
$ 12,216
$ 4,114
$ 51,589
$ 63,079
$ 50,497
$ 2,930
$ 18,013
$ 35,252
$ 11,957
$ 26,902
$ 19,165
$ 8,409
$ 71,743
$ 44,927
$ 59,194
$ 23,198
$ 7,427
$ 12,042
$ 6,685
$ 36,195

Minimum
Contribution
$
6,332,374
$
164,750
$ 31,637,907
$ 10,765,635
$
4,267,313
$ 45,962,132
$ 106,518,080
$ 16,522,883
$ 10,627,844
$ 31,032,826
$ 31,338,362
$ 71,231,719
$
9,735,201
$ 74,047,439
$
2,567,098
$
8,249,460
$ 130,960,924
$
6,212,556
$ 22,142,341
$ 41,696,616
$ 175,233,624
$ 1,167,625,070
$
4,682,482
$ 13,359,692
$ 22,861,248
$ 38,862,924
$
231,967

Contribution
per capita
$
0.89
$
1.74
$
5.28
$
1.98
$
2.03
$
0.83
$
2.16
$
0.73
$
0.25
$
3.09
$
3.78
$
3.03
$
0.18
$
1.08
$
2.11
$
0.72
$
1.61
$
1.15
$
0.50
$
4.30
$
2.69
$
3.55
$
1.39
$
0.44
$
0.72
$
0.40
$
2.17

It is expected that most countries would pay the minimum required amount. However, some
countries may wish to increase the motivation of pharmaceutical companies to develop a new
molecular entity to treat a condition for which there is currently no effective treatment. In this
case, one or more countries may publicly announce an increase in their contribution for the first
firm that develops a new drug to treat this condition that is approved by the appropriate
government agencies.
In exchange for receiving payments from participating countries, the pharmaceutical firms would
not have exclusive rights to produce these drugs. Any drug manufacturer could produce these
drugs and sell them in any participating country that approved the drug as well as in any and all
free rider (poorer) countries. This competitive pricing arrangement would result in low costs to
the consumer, while encouraging drug companies to develop new drugs. It would require
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international cooperation to dissuade cheaters from disrupting the scheme. A cheater would be a
participating country (as defined in this document) who allowed the drug to be sold within their
country without paying the pharmaceutical firm that created it. However, this would be fairly
easy to police by existing international bodies.
In summary, the proposed system of country cost sharing would put the development of new
prescription drugs on safe fiscal ground. It would allow poorer countries to receive state-of-theart drugs at close to their production costs. Wealthier countries would pay their fair share of
development costs, while also benefiting from very competitive pricing for individual
prescriptions. The amounts suggested in this proposal would need to be periodically reviewed
by the appropriate regulatory agencies to keep up with inflation and changing economic trends,
but would be a much fairer and more stable process than the current situation.
REFERENCES
Berndt, E. R., Nass, D., Kleinrock, M., & Aitken, M. (2015). Decline in economic returns from
new drugs raises questions about sustaining innovations. Health Affairs, 34(2), 245-252.
Central Intelligence Agency (2018). The World Factbook: Country Comparison: GDP (Purchase
Power Parity) and The World Factbook: Country Comparison: Population, retrieved October 28,
2019, from https://www.cia.gov/library/publications/resources/the-worldfactbook/fields/208rank.html and https://www.cia.gov/library/publications/resources/the-worldfactbook/fields/335rank.html.
Danzon, P (1997) Price Discrimination for Pharmaceuticals: Welfare Effects in the US and the
EU, International Journal of the Economics of Business, 4(3), 301-321.
Danzon, P & Furukawa, M (2008) International Prices and Availability of Pharmaceuticals in
2005, Health Affairs, 27(1), 221-233.
DiMasi, J. A., Grabowski, H. G., & Hansen, R. W. (2016). Innovation in the pharmaceutical
industry: new estimates of R&D costs. Journal of health economics, 47, 20-33.
Frank, R (2001) Prescription Drug Prices: Why Do Some Pay More Than Others Do?, Health
Affairs, 20(2), 115–28.
Gilbert, J & Rosenberg, P (2004) Addressing the Innovation Divide: Imbalanced Innovation,
Governors of the World Economic Forum for Healthcare, 2-5.
Goldman, D, Joyce, G & Zheng, Y (2007) Prescription Drug Cost Sharing: Associations with
Medication and Medical Utilization and Spending and Health, Journal of the American Medical
Association, 298(1), 61–69.
Hooper, C. L., & Henderson, D. R. (2016, Spring). Want Cheaper Drugs? Regulation, 39, 20-23.
Kesselheim, A. S., Avorn, J., & Sarpatwari, A. (2016). The high cost of prescription drugs in the
United States: origins and prospects for reform. Jama, 316(8), 858-871.
Keyhani, S, & Ross, J (2007) The Cost of Pharmaceutical Innovation to Patients, Expert
Opinion, 2(11), 1431-1434.
Kopp, S., & Sheffet, M. (1997). The Effect of Direct-to-Consumer Advertising of Prescription
Drugs on Retail Gross Margins: Empirical Evidence and Public Policy Implications. Journal of
Public Policy & Marketing, 16(2), 270-276.

83

2020 AMA Marketing and Public Policy Conference

11

Light, D & Lexchin, J (2005) Foreign Free Riders and the High Price of US Medicines, British
Medical Journal, 331(22), 958-960.
McClellan, M (2003) Remarks by Mark B McClellan, Food and Drug Administration
Commissioner, First International Colloquium on Generic Medicine,
http://www.fda.gov/NewsEvents/Speeches/ucm053614.htm.
OECD (2017), Health at a Glance 2017: OECD Indicators, OECD Publishing, Paris,
https://doi.org/10.1787/health_glance-2017-en.
Pilon, R (2004) Drug Reimportation: The Free Market Solution, Policy Analysis, 521, 1-22.
Safran, D, Neuman, P, Schoen, C, Kitchman, M, Wilson, I, Cooper B, Li, A, Chang, H &
Rogers, W (2005) Prescription Drug Coverage and Seniors: Findings from A 2003 National
Survey, Health Affairs, W5, 152-166.
U.S. Department of Commerce (2004) Pharmaceutical Price Controls in OECD Countries:
Implications for U.S. Consumers, Pricing, Research and Development, and Innovation,
Springfield, Virginia.
Zuckerman, Z (2004) A Prescription for Sanity, US News,
http://www.usnews.com/usnews/opinion/articles/041122/22edit.htm.

84

2020 AMA Marketing and Public Policy Conference

FUR BABIES AND PET PARENTS: THE IMPACT OF HUMANIZED PETS ON
OWNERS’ SPENDING
Lura Forcum, Clemson University
Kurt Gray, University of North Carolina at Chapel Hill
Contact information: For further information, please contact Lura Forcum, Assistant Professor
of Marketing, Clemson University (lforcum@clemson.edu).
Keywords: Pets, anthropomorphism, mind attribution, product attitudes, financial security
Description: We show that people who see their pet, or pets in general, as having humanlike
minds (with capacity for both mental agency and awareness of their emotional states) have less
financial security and are more interested in products that presume humanlike mental capacity
(e.g., a birthday party kit for a dog).

EXTENDED ABSTRACT

Research question
A variety of factors may lead people to see their pets as social companions in possession
of humanlike minds (Sherman and Haidt 2011; Epley et al. 2007; 2008; 2013). We theorize that
as pet owners see their pet as members of the family and in possession of humanlike mental
capacities, this will impact pet spending. Pet owners may feel more obligated to spend money on
costly end-of-life veterinary care or they may feel that because they, as owners, enjoy indulgent
food, toys, and services, their pet will too. U.S. pet owners spent $72 billion on their pets in
2018, $18 billion of which was for veterinary care (Pearson 2019). What are the implications for
pet spending and overall financial well-being given these motivations to spend on pets?

85

2020 AMA Marketing and Public Policy Conference

Furthermore, what types of products and services do pet owners purchase when they see their pet
as having a more (vs. less) humanlike mind?
Method and data
We first used the 2016 General Social Survey (Smith et al. 2019) to examine whether
viewing a pet as a family member was related to financial strain. Six hundred and ninety-nine
GSS participants reported how often the pet is viewed as a member of the family (“almost
always,” “sometimes,” “often,” and “never”) and perceptions of financial satisfaction (“not at all
satisfied,” “more or less” or “satisfied”). Financial satisfaction was highest for those who never
viewed the pet as a member of the family, significantly higher than those who always or often
did so.
We next conducted an experiment with 233 Mturk respondents who were cat or dog
owners. Respondents rated the extent to which their pet has a humanlike mind (9 items along two
dimensions: experience and agency; Ward et al. 2013) and about their feelings of financial
security. We found that attributing internal mental experience to a pet was significantly
negatively associated with financial security. Interestingly, attributing mental agency to pets was
associated with higher levels of financial security. We did not predict this relationship, but will
continue to examine this finding in future studies.
Our final experiment was a survey of 113 student participants who were pet owners.
Participants first rated their pets’ minds as in the previous study, before rating a dog crate, a play
mat, and a birthday party kit on purchase intentions. For the crate and the mat, mind attribution
did not significantly predict product attitude (this is expected as the pet does not need a
humanlike mind to use or benefit from these products). However, for the birthday party kit, mind
attribution did significantly predict product attitude. Note that the relationship between mind and
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product attitude is positive for the experiential product when more mind is attributed; this is in
contrast to the negative relationship between attributing mental experience and financial stability.
We expect that the greater appeal of many types of dog products (not just essentials, such as
crates and mats, but also extra, more experiential goods) will simultaneously lead to greater pet
spending reduced financial stability.
Summary of findings
Three experiments employing three different methods and participant samples reveal a
relationship between seeing pets as possessing humanlike minds and interest in experiential
products for them as well as reduced financial security. This supports our theorizing that seeing
the pet as having a humanlike mind may make consumers more inclined to spend money on
things like end-of-life veterinary care or indulgent food and services. We are continuing to
examine how beliefs about pets’ mental states may influence the purchase of pet health insurance
and decisions to finance, via consumer loans, otherwise unaffordable veterinary care.
Statement of key contribution
In recent years, pet owners have begun to view their pets as members of the family, even
as seeing their pets as “fur babies” and themselves as “pet parents” or “guardians” rather than
owners. We theorize that this change in how pets are viewed is associated with an increasing
tendency to see them as possessing humanlike minds, rather than understanding the mental
capacities specific to the particular type of animal, and to spend money on goods and services
accordingly (to the tune of $72 billion in 2018). Certain types of marketing of both consumer
loans and veterinary care may warrant closer regulatory scrutiny, given the potential for
predatory lending practices targeting pet owners who may be inclined to make financially unwise
decisions when faced with the loss of a pet. Given ethical considerations and regulatory practices
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that hospital and insurance companies employ when dealing with cost implications for human
medical decision making, similar practices may be warranted for pet hospitals, pet insurance, and
pet veterinary care loans.
References are available upon request
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NAVIGATING HEALTH CARE SERVICES: EXPERIENCES OF WOMEN WITH
CHRONIC REPRODUCTIVE HEALTH CONDITIONS
Edna G. Ndichu, Whitworth University, Spokane, WA
Shikha Upadhyaya, California State University, Los Angeles, CA
For further information, please contact Edna G. Ndichu, Assistant Professor of Marketing,
Whitworth University (endichu@whitworth.edu)
Keywords: gendered health disparities, healthcare, intersectionality, reproductive health
Description: This study draws on extant consumer research on intersectionality to examine
gendered health disparities in health services contexts in a bid to understand different ways
consumers navigate exclusionary and sometimes dismissive service practices while maintaining
their voices and sense of self.
EXTENDED ABSTRACT
Research Question
While consumer research has highlighted a wide array of consumer experiences in health care
service delivery systems (Botti, Orfali, and Iyenger 2009; Fischer, Otnes, and Tuncay 2007),
adequate attention has not been paid to consumer experiences involving gendered health
disparities in the context of pain management in cases of chronic illness. Women’s bodies in
general, and women’s reproductive health issues in particular are surrounded by political
narratives, social stigma, cultural practices, and taboos in areas such as pregnancy, breastfeeding,
infertility, miscarriages, and menstruation (Gurrieri, Previte, and Brace-Govan, 2013; Sundstrom
2014; The World Bank Group 2018). Consequently, women are uncertain and sometimes under
tremendous social pressure to manage narratives around their personal reproductive health
issues.

89

2020 AMA Marketing and Public Policy Conference

This research seeks a better understanding of how institutional and sociocultural factors combine
to create disparate gendered experiences in healthcare services. The following questions are
investigated: what issues do women encounter as they seek diagnosis and treatment of a chronic
illness tied to reproductive health? How do they navigate relationships with doctors and others
(e.g., employers) as they manage their illness?
Method and Data
The first phase of this research employs a qualitative approach, specifically netnography or the
ethnography of online communities. R/Endo, an online subcommunity on Reddit.com that
provides a venue for people to share stories, information, and talk about treatments for
endometriosis, was selected as the site for data collection. Reddit is an online community with
millions of users and several subcommunities organized around thousands of topics. Community
users utilize pseudonyms to subscribe to subcommunities, and online postings are publicly
available. The r/Endo Reddit sub-community has approximately 10,900 members. While data
collection and analysis are ongoing, an initial 50 entries with their accompanying comments have
been downloaded, yielding 150 single-spaced pages of text. The data has been manually coded
for themes and categories.
Summary of Findings
Two broad themes emerged regarding issues women encounter as they seek diagnosis and
treatment, and how the women navigate relationships with health care providers and others (e.g.,
employers, work colleagues, mothers, sisters): (1) Major roadblocks in diagnosis, and (2)
management of chronic illness that is invisible. The first theme uncovered the sub-themes of
normalization of pain and dismissal of symptoms and pain levels. The second theme revealed
two sub-themes of doctor-patient connection and self-management strategies.
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Key Contributions
Preliminary findings reveal the challenges encountered by women suffering from a chronic
reproductive health condition as they navigate healthcare services, seeking diagnosis and
treatment. The normalization of pain and subsequent dismissal of pain levels has detrimental
effects on the women’s quality of life and their self-perception of their level of pain.
Consequently, women either do not seek further medical support or actively dismiss their
physical experiences as a way to conform to social and medical prescriptions. Also, women
encounter challenges in connecting with endometriosis specialists, highlighting structural
inadequacies in health care systems.

These experiences point to the need for health service ecosystems to be more attuned to the
needs of consumers with chronic reproductive illnesses. Insights from healthcare consumers’
concerns and experiences, such as those presented on the Reddit endometriosis subcommunity,
point to the necessity of prioritizing legislation dealing with processes and resources to
comprehensively address various systemic and social factors underpinning gendered health
disparities.

References are available upon request.
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OPIOID CRISIS: STAKEHOLDER FRAMING, SHAMING AND BLAMING
THROUGH COMMUNICATIONS
Elizabeth Gratz, West Virginia University
M. Paula Fitzgerald, West Virginia University
Matthew Sarkees, Villanova University
Contact Information: For further information, please contact Elizabeth Gratz, PhD student
(etgratz@mix.wvu.edu).
Keywords: opioids, corporate speech, text analysis
Description: Using text analysis, we explore the underlying sentiment of corporate response to
the opioid crisis.
EXTENDED ABSTRACT
Research Question: How are key stakeholders in the opioid crisis representing themselves and
their perspectives in public communications?
Method and Data: We use computer assisted text analysis (CATA via DICTION) to examine
legal documents, firm responses and media coverage regarding the opioid crisis during the first
wave of court rulings and settlements in the summer of 2020.
Summary of Findings: Legal documents tend to be less active and high on both certainty and
commonality. Marketing organizations’ communications are rather low on optimism and tend to
use more vague and abstract language (i.e., have a higher level of construal). Right-leaning
media uses more flexible (less certain) language than does the left-leaning press. The left-leaning
press focuses on more immediate and tangible language (more realism).
Key Contributions: We use rhetorical theory to shed light on the attitudes and unspoken
cultures of three important stakeholders in the opioid crisis: the courts, the marketing firms
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involved in production and distribution of opioid products, and the media that influences public
opinion.
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STEPPING IN STIGMATIZED SHOES
Jane E. Machin, Radford University
Ann M. Mirabito, Baylor University
Elizabeth Crosby, University of Wisconsin-La Crosse
Natalie Ross Adkins, Drake University
For further information, please contact Jane Machin, Associate Professor Marketing, Radford
University, jmachin@radford.edu
Keywords: Stigma, Design Thinking, Mental Health, Empathy
Description: We report on the design of a flexible and scalable simulation to help those without
mental health issues better understand the experience of depression and anxiety in order to
reduce stigmatized attitudes towards the mentally ill.

EXTENDED ABSTRACT
Research Question: In the US, over one third of adults and adolescents experience an anxiety
disorder each year, while at least one in five US adults experience depression in their lifetime
(Harvard Medical School, 2007; Center for Behavioral Health Statistics and Quality, 2017).
Unfortunately, most individuals with depression or anxiety remain untreated (Ando, Clement,
Barley, & Thornicroft, 2011) thanks in large part to the stigma that accompanies these disorders
at the personal, community, institutional and structural level (Crisp et al., 2000; Rüsch et al.,
2005; Stuart, 2013). Reviews of anti-stigma initiatives generally find a lack of evidence for any
lasting effects of interventions (Heijnders & Van Der Meij, 2006; Yamaguchi, et al., 2013;
Mehta, et al., 2015; Hanisch, et al., 2016; Thornicroft, et al., 2016; Morgan A. J., 2018). It
appears that, while current anti-stigma initiatives have good intentions, there is a need for novel
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interventions that go beyond protest, education or contact strategies (Heijnders & Van Der Meij,
2006; Mehta, et al., 2015). In this research we report on the development of a scalable and
flexible simulation which aims to reduce the stigma associated with mental illness by helping
mentally healthy populations better empathize with the experience of depression and anxiety.
Method and Data: Our research process is guided by the principles of Design Thinking (Kolko
2015; Battarbee, Suri & Howard 2014). The process involves immersing oneself in the
experiences of the focal population, brainstorming solutions, then rapidly developing, testing,
and modifying solutions (prototypes). While Design Thinking has been used by academics to
research innovation management (e.g., Liedtka, 2014; Norman and Verganti, 2014; Seidel and
Fixson, 2013), it has not yet been used as a process to develop interventions to reduce stigma
against disadvantaged populations. We immersed ourselves in the experience of having
depression and/or anxiety by analyzing a variety of data including: transcripts of interviews with
people suffering from these mental disorders; published academic research on the lived
experience of these two related conditions; blog and discussion board narratives written by
people with depression and/or anxiety; the official diagnostic criteria for anxiety and depression
(American Psychiatric Association, 2017) and a variety of published scales measuring them
(Beck, Steer, & Brown, 1996; Kohout, Berkman, Evans, & Cornoni-Huntley, 1993; Spitzer,
Kroenke, & Löwe, 2006).
Summary of Findings: Our research revealed that to generate empathy for people with
depression or anxiety, the simulation must reproduce both the internal emotional and physical
symptoms as well as the psychosocial consequences of these disorders. We find that, while there
is overlap between anxiety and depression, and the two disorders frequently co-occur, there are
sufficient differences for us to seek to develop two separate simulations. We identified over 100
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ideas to mimic the physical and emotional symptoms as well as the psychosocial consequences
of anxiety and depression. For example, to simulate the depleted energy experience in
depression, we considered options such as preventing participants from sleeping for 24 hours
before the simulation, walking up multiple flights of stairs and wearing a weighted blanket. All
ideas were evaluated to ensure they were desirable (i.e. they authentically simulated the
experience of depression and/or anxiety) and feasible (i.e. they were technologically, morally and
financially easy to implement). We are currently prototyping and testing the simulation ideas to
determine optimal combinations.
Statement of Key Contributions: The contributions of this research are threefold. First, we
provide one of the first attempts to use Design Thinking methods to identify effective strategies
to reduce stigma against those with mental health disorders. Second, we heed calls to learn more
about the complex relationship between empathy and stigma (Webb et al, 2017) and for more
research into cross-disciplinary interventions to promote mental well-being (Kendler, 2005;
Walsh, 2011). Third, we design a novel intervention to reduce stigma that goes beyond the
current protest, education or contact strategies (Heijnders & Van Der Meij, 2006; Mehta, et al.,
2015). Specifically, we are designing a flexible and scalable simulation exercise to help service
providers and public policy stakeholders empathize with individuals who are stigmatized because
of their mental health issues. By improving the empathic ability of key stakeholders within
service experiences, we aim to inspire compassion and support for those suffering from mental
illness, which will help foster better relationships and facilitate novel solutions to shared
problems. Ultimately, we hope that increasing empathy for sufferers will reduce the associated
stigma.
References are available upon request.
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A Market-Oriented Proposal for a New International Prescription Drug Development Funding
Mechanism

Lance Gentry
University of Mary Washington
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INTRODUCTION
Prescription drugs are used to treat both physical and mental problems ranging from treating
relatively minor issues such as acne to more serious concerns such as pain management, fighting
mental depression, and treating otherwise terminal diseases. While treatments are still needed
for many problems, the global pharmaceutical industry has made great progress toward treating
many human ailments. Developing new molecular entities (i.e., prescription drugs) is a very
expensive process that is disproportionately born by a small portion of the world’s population.
Recent events, both political and financial, raise the potential that the current funding model for
new prescription drug development may be in jeopardy. These assumptions are reviewed in the
literature. The findings are discussed, and a proposal is offered for a new funding model for
international drug development.
LITERATURE REVIEW
The Cost of Developing Drugs
Developing new drugs is expensive. Danzon (1997) found that the American pharmaceutical
industry standard of spending 21% of sales revenue on research and development greatly
understated the percentage of R&D expense as a percentage of the total costs of developing and
producing new drugs, because the R&D in the numerator pertains to future drugs whereas the
sales in the denominator pertains to drugs for which the R&D occurred many years previously.
Thus, these measures discount the time value of money of the development funds during the time
drugs were being developed and successful drugs were being approved. As Danzon remarked,
these are enormous opportunity costs when you consider the average time for drug development
was 15.3 years for drugs approved from 1990 to 1995. Pharmaceutical firms are spending
billions of dollars on research and development, but how much does it cost to develop just one
new successful drug?
More recently, DiMasi et al (2016) evaluated 106 randomly selected new drugs from ten
pharmaceutical companies in an attempt to answer this question. They determined that the
average new drug cost was $2.87 billion in year 2013 dollars and that this cost was growing at an
annual rate of 8.5% above inflation. Extrapolating to the present, this means that the average
new drug in 2019 cost approximately $5.09 billion to develop. This extraordinary figure may
help explain why the economic return on investment for pharmaceuticals peaked between the
mid 1990s and early 2000s and then fell to their lowest levels in twenty years (Berndt et al,
2015). The increased use of direct-to-consumer advertising may also explain part of the
decreased return. Kopp and Sheffet (1997) found that prescriptions drugs that were advertised
directly to American consumers tended to have much lower margins than pharmaceuticals that
were not marketed in this manner. Kopp and Sheffet concluded that society could benefit from
more direct-to-consumer advertising given the downward pressure it places on pharmaceutical
margins and the increased consumer awareness about the specific drug benefits of various
options. However, while consumers benefit from this decline in prescription drug pricing, it
simultaneously reduces the manufacturer profit, thus reducing the funds available for creating
new pharmaceuticals.
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The Free Rider Problem
Economists define free riders as those who benefit from the work of others without making a
proportional contribution. Despite consisting of well under 5% of the world’s population,
American consumers subsidize the R&D costs of new drugs. Other governments regulate the
price of drugs so that their citizens only pay a bit more than the production cost of these drugs.
Pharmaceutical companies go along with this because they still generate some profits by selling
to citizens in these nations (so long as the marginal costs of increased production is less than the
regulated selling price of the drug) and because they drug companies fear that if they do not
agree, the governments will just nationalize the rights to drug patents and produce the product
themselves (Pilon, 2004; Hooper and Henderson, 2016). The free rider problem occasionally
comes up in the mainstream media (e.g., Zuckerman, 2004), but the discussion is usually raised
by the US government. In his speech before the First International Colloquium on Generic
Medicine, Food and Drug Administration McClellan (2003) summarized the prescription drug
free rider problem.
This year, Americans, who account for a fraction of prescription drug use worldwide, will pay
for about half of all pharmaceutical spending worldwide. By contrast, citizens in the world’s
third largest economy, Germany, paid less than five percent. The same kind of drug payment
disparity is true for many other developed nations who have about as much ability to pay as
Americans do.
Yet on the whole, people in these other nations are getting most of the same kinds of drugs and
the many of the same kinds of health benefits as Americans. And it’s not only Americans that
seem to be paying an unfair share. Drug prices on average are significantly higher in countries
like Poland than they are in France and Germany – even though people in those countries have
significantly less economic wealth than the countries of Western Europe.
Why does this happen? After the usually long and extensive development process to show that a
drug is safe and effective, all of the R&D costs have been spent. All that’s left are the production
costs of making and distributing the medicines themselves. But the remaining production costs
only account for about 25 to 50 percent of the total cost of developing and providing a new
medicine for a particular country. Obviously, each country would like to pay only this additional
cost to obtain the drug for the additional patients in that country. Nobody wants to pay for all the
rest of the costs – all the money that has already been spent researching and developing a new
medicine and researching and developing its production and labeling.
And some of the world’s richest nations are driving the world’s hardest bargains. In fact, many
developed countries are in effect banding together to get the same price. For example, many
high-income countries regulate their prices by setting them equal to those in other countries that
already have rigid price controls. This system is used in Canada, informally in Japan, and in
some countries in Europe. By linking together, they may get even more power to only pay for
cost of making additional pills. As a result, many relatively wealthy countries are moving away
from covering any significant part of the costs of research and development. They are leaving
development costs for nations with less ability or will to extract lower prices.
But unless someone covers the cost of R&D investment, which accounts for 20 percent or more
of the revenue from pharmaceuticals, that investment will slow or stop, and so will the
improvements in health that we’ve become used to seeing in recent decades.
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The United States is now covering most of these costs of developing a new drug to the point
where it can be used by the population of the world.
The US Department of Commerce (2004) found ample evidence that prescription drug freeriding existed and estimated that this free-riding in the form of price controls directly resulted in
diminished returns to pharmaceutical companies of $24 billion to $37 billion dollars annually
after converting to 2019 dollars.1 To put this into perspective, eliminating this free-riding could
have funded five to seven new prescription drugs per year using the average cost of $5 billion
dollars for each new drug. Of course, this figure assumes that all of the increased revenue would
indeed go into research and development. The Department of Commerce was more conservative
and estimated that the elimination of free-riding would generate three to four new molecular
entities annually. Alternatively, if the citizens of these other countries started paying a more
proportionate share of the research and development costs, the price for American consumers
could be reduced accordingly.
Surprisingly, few academic researchers have seriously investigated the free-riding prescription
drug situation other than to use it as an example of free-riding. Light and Lexchin (2005) and
Keyhani & Ross (2007) each offered briefs that claimed the entire free rider concept was a myth.
However, these researchers missed the distinction that the free ride was being had by nonAmerican consumers, not non-American pharmaceutical companies. Both Light & Lexchin and
Keyhani & Ross concluded that there was no free-ridership because European and Canadian
pharmaceutical companies were also spending money on R&D and were creating new molecular
entities. Their argument is specious since these researchers were looking at firms, not
consumers. The R&D costs of virtually all major pharmaceutical companies – whether the firms
are American, European, or other – are predominately born by the American consumer because
other countries strictly regulate the price of these products. On the other hand, several
researchers (Gilbert and Rosenberg, 2004; Hooper and Henderson, 2016) concluded that the
European consumers’ free ride was not quite free after all. While they agreed that the American
consumer was paying a disproportionally large share of the industry’s R&D costs, they pointed
out that Europe was starting to pay other social and economic costs because of their pricing
controls. For example, because the margins on new pharmaceuticals are much higher in the
States, drug companies naturally launch products there first. Thus, American consumers have
more immediate access to new drugs than other consumers, even if they have to pay more for
this privilege. Gilbert and Rosenberg credited this situation, along with the desire to be closer to
their most profitable market, as the reason why many European pharmaceutical firms (i.e.,
Swiss-based Novartis) are moving their R&D centers to the States. Thus, one of the social costs
of free ridership may result in a substantial brain drain as some of the best and brightest
researchers relocate to the States. The Novartis Corporation stated that OECD governments get
a “free ride” by imposing artificially low drug prices at home, while assuming that the U.S.
market will continue to underwrite the development of new drugs (US Department of Commerce,
2004).

1

This estimate is conservative as it only accounts for normal inflation whereas health care expenses grow faster
than the inflation rate.
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Free Rider Impact on Prescription Drugs
For the purposes of simplicity, this paper assumes that Americans pay one price for prescription
drugs. The actual situation in the United States is more complex as pricing varies quite a bit for
new prescription drugs. For example, it is conservatively estimated that cash payers spent at
least 14.6 percent more than third-party payers did for the same drugs (Frank, 2001). However,
no matter what price Americans pays for a brand-name prescription drug, it is likely to be more
than consumers pay elsewhere.
The total retail pharmaceutical bill across OECD countries was more than USD 800 billion in
2015… The United States spent far more on pharmaceuticals than any other OECD country on
a per capital basis (USD $1,162), and more than double the OECD average. (OECD, 2017).
Further, the researchers showed that in 2015, 80% of the average OECD citizen’s pharmaceutical
expenditures were for prescription drugs. In the United States, it was over 86%. Not only did
the average American spend more than twice than the average non-American OECD citizen, the
percentage spent on prescription drugs was also higher.
These recent findings were consistent with earlier conclusions from the US Department of
Commerce (2004), which found that patented drugs were between eighteen to sixty-seven
percent less in other Organization for Economic Cooperation and Development (OECD)
countries compared to the United States.
However, when it comes to generic drugs and over-the-counter (OTC) drugs, the efficiencies of
the American market reassert themselves. Danzon and Furukawa (2008) found that the US is the
least expensive place to buy both generics and OTC drugs. The pricing for unbranded generics
varied dramatically in other countries: all foreign prices are higher, ranging from 14 percent
higher in Chile to threefold higher in Australia and fivefold higher in Canada. Similar findings
were found by Hooper and Henderson (2016) and also occurred in the OTC comparison: OTC
prices are at least 80 percent higher in all countries than in the Unites States and more than
three times higher in Italy, Japan, Spain, and Chile.
Thus, the literature supports the claim that Americans pay a disproportionate share of the R&D
cost of new prescription drugs. However, after the R&D costs are recouped (presumably in the
period the drug is covered by patents), Americans then pay less for generic and OTC drugs than
consumers in other countries.
THE UPCOMING CRISIS
The literature-supported findings that the American consumer funds a disproportionately large
share of new prescription drug development is the Achilles’ heel of the pharmaceutical industry.
Should the American consumer quit shouldering this disproportionate contribution, either by
choice or necessity, the development of new molecular entities would slow dramatically unless
the consumers in free-rider countries started paying more for their prescription drug
consumption. While estimating the probability of free-rider countries raising or eliminating their
prescription drug price controls is outside the scope of this paper, the author does not believe this
would be a likely outcome.
There are two potential paths for the American consumer to quit contributing a disproportionate
share to prescription drug development. The first path is political, the American consumer may
simply refuse to pay more than other consumers for new prescription drugs. For example, the
American government could follow the example of most industrialized countries and simply
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impose price limits or limit prescription drug monopolies as many researchers have
recommended (e.g., Kesselheim et al, 2016). Alternatively, Americans could simply allow
consumers to import prescription drugs from other countries and allow market forces to bring
domestic prices down. Some arbitrage already exists; consumers who live near Canada and
Mexico often buy drugs in these countries.
The second path is financial, the American consumer may no longer have the ability to pay a
disproportionately high price for pharmaceuticals. While a discussion of American financial
problems is outside the scope of this article, the US national debt is over twenty-two trillion
dollars and growing while its labor participation rate is shrinking as the average population age
skews upward. It is quite possible that Americans will no longer have the financial resources to
pay a disproportionately large share of the costs for new pharmaceuticals. Should Americans
take either of these paths, a new solution will be needed to finance the development of new
prescription drugs.
A PROPOSED SOLUTION
For the sake of simplicity, all population and Gross Domestic Product (GDP) numbers in this
document were obtained from the CIA World Factbook (2018). The GDP numbers quoted were
adjusted by the CIA to reflect purchasing power parity (PPP) since this is the accepted practice
of most economists when discussing the use of resources across countries. This CIA World
Factbook is one of three sources commonly cited for this information. The other two sources are
the International Money Fund and the World Bank. Since these numbers involve some
estimation, especially for less industrialized nations, the figures from these sources vary from
one another. Should this proposal be implemented, it is suggested that these three sources be
averaged to create the numbers used to determine minimum payments to the pharmaceutical
firms.
Individual cost sharing, where the consumer pays a percentage of the prescription cost, is often
suggested as a method to reduce healthcare costs. In their meta-analysis of 132 articles on the
subject, Goldman et al (2007) indeed found that for each 10% increase in individual cost sharing,
prescription drug spending decreases by 2% to 6%, depending upon class of drug and condition
of the patient. Unfortunately, they also found an association between increased individual cost
sharing and discontinuation of therapy and lower rates of drug treatment. Even if cost sharing
did not have any negative health associations with it, the purpose of individual cost-sharing is to
reduce health-care costs, so the more successful cost-sharing might be, the more it would
decrease revenues available for new prescription drug development under the current system.
Ideally, a system for funding new prescription drug development should separate the financial
incentives for developing a new drug from the price of the drug itself. Otherwise, the more
successful the efforts to reduce healthcare costs, the less the funding to develop new molecular
entities. A system that separates these issues is proposed.
Instead of individual cost sharing, a system of country cost sharing is proposed. In addition to
separating the financial incentives for developing new prescription drugs from the drug
production, this proposal was also designed to consider the ability to pay. The desire was to
create a proposal where wealthier countries who wanted to provide these drugs to their citizens
would pay a fair price to cover drug development and where poorer countries would receive a
free ride until their economic situation allowed them to also contribute.
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Given these objectives, two economic indicators were considered, the country’s GDP and the
country’s GDP per capita. The GDP was included because only considering GDP per capita
would omit some of the largest economies in the world (i.e., China and India). GDP per capita
was included because only considering GDP would omit small countries such as Monaco and
Liechtenstein who boast some of the highest standards of living in the world. Any country that
had a GDP of one-hundred billion dollars or had a GDP per capita of twenty thousand dollars
was automatically added to the list of participating countries. These cutoffs are somewhat
arbitrary, but were picked as reasonable indicators of ability to pay and resulted in 126
participating countries as documented in Table 1. A desired contribution of $7.5 billion was set,
assuming approximately two-thirds of the participating countries would desire to make any given
drug available to their citizens. This assumption means that approximately five billion dollars
would be provided to a pharmaceutical company for a typical new drug.
Table 1: Proposed Contributions per Participating Country

Country
Algeria
Andorra
Angola
Antigua and Barbuda
Argentina
Aruba
Australia
Austria
Azerbaijan
Bahamas, The
Bahrain
Bangladesh
Belarus
Belgium
Bermuda
Brazil
Brunei
Bulgaria
Burma
Canada
Cayman Islands
Chile
China
Colombia
Cook Islands
Croatia

GDP (PPP)
in millions
630,000
3,327
193,600
2,398
922,100
4,158
1,248,000
441,000
172,200
12,060
71,170
690,300
179,400
529,200
6,127
3,248,000
33,870
153,500
329,800
1,774,000
2,507
452,100
23,210,000
711,600
300
102,100

Population
in thousands
41,657
86
30,356
96
44,694
117
23,470
8,793
10,047
333
1,443
159,453
9,528
11,571
71
208,847
451
7,058
55,623
35,882
60
17,925
1,384,689
48,169
9
4,270

GDP (PPP)
per capita
$ 15,123
$ 38,818
$ 6,378
$ 25,010
$ 20,631
$ 35,668
$ 53,174
$ 50,151
$ 17,140
$ 36,256
$ 49,333
$ 4,329
$ 18,830
$ 45,736
$ 86,082
$ 15,552
$ 75,172
$ 21,750
$ 5,929
$ 49,440
$ 42,055
$ 25,221
$ 16,762
$ 14,773
$ 33,182
$ 23,908

Minimum
Contribution
$ 37,742,627
$
199,317
$ 11,598,369
$
143,662
$ 55,242,025
$
249,101
$ 74,766,346
$ 26,419,839
$ 10,316,318
$
722,502
$
4,263,719
$ 41,355,135
$ 10,747,662
$ 31,703,806
$
367,062
$ 194,584,209
$
2,029,116
$
9,196,021
$ 19,757,966
$ 106,278,444
$
150,192
$ 27,084,828
$ 1,390,486,294
$ 42,631,195
$
17,967
$
6,116,702

Contribution
per capita
$
0.91
$
2.33
$
0.38
$
1.50
$
1.24
$
2.14
$
3.19
$
3.00
$
1.03
$
2.17
$
2.96
$
0.26
$
1.13
$
2.74
$
5.16
$
0.93
$
4.50
$
1.30
$
0.36
$
2.96
$
2.52
$
1.51
$
1.00
$
0.89
$
1.99
$
1.43
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Country
Cuba
Curacao
Cyprus
Czechia
Denmark
Dominican Republic
Ecuador
Egypt
Equatorial Guinea
Estonia
Ethiopia
Falkland Islands
(Islas Malvinas)
Faroe Islands
Finland
France
Germany
Ghana
Gibraltar
Greece
Greenland
Guam
Guatemala
Guernsey
Hong Kong
Hungary
Iceland
India
Indonesia
Iran
Iraq
Ireland
Isle of Man
Israel
Italy
Japan
Jersey
Kazakhstan

105

GDP (PPP)
in millions
137,000
3,128
31,780
375,900
287,800
173,000
193,000
1,204,000
31,520
41,650
200,600

Population
in thousands
11,116
150
1,237
10,686
5,810
10,299
16,499
99,413
797
1,244
108,386

206
2,001
244,900
2,856,000
4,199,000
134,000
2,044
299,300
2,413
5,793
138,100
3,465
455,900
289,600
18,180
9,474,000
3,250,000
1,640,000
649,300
353,300
6,792
317,100
2,317,000
5,443,000
5,569
478,600

3
51
5,537
67,364
80,458
28,102
29
10,762
58
168
16,581
67
7,213
9,826
344
1,296,834
262,787
83,025
40,194
5,068
89
8,425
62,247
126,168
100
18,745

GDP (PPP)
per capita
$ 12,324
$ 20,820
$ 25,689
$ 35,176
$ 49,540
$ 16,798
$ 11,698
$ 12,111
$ 39,526
$ 33,473
$ 1,851

Minimum
Contribution
$
8,207,524
$
187,395
$
1,903,906
$ 22,519,767
$ 17,241,790
$ 10,364,245
$ 11,562,424
$ 72,130,353
$
1,888,330
$
2,495,207
$ 12,017,732

Contribution
per capita
$
0.74
$
1.25
$
1.54
$
2.11
$
2.97
$
1.01
$
0.70
$
0.73
$
2.37
$
2.01
$
0.11

$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$

$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$

$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$

64,540
39,221
44,227
42,396
52,189
4,768
69,380
27,812
41,826
34,529
8,329
51,951
63,202
29,474
52,923
7,305
12,367
19,753
16,154
69,711
75,967
37,638
37,223
43,141
55,913
25,533

12,365
119,878
14,671,697
171,099,908
251,557,602
8,027,797
122,454
17,930,743
144,560
347,052
8,273,423
207,584
27,312,482
17,349,626
1,089,144
567,577,215
194,704,027
98,250,647
38,898,869
21,165,825
406,901
18,997,122
138,808,994
326,084,313
333,633
28,672,414

3.87
2.35
2.65
2.54
3.13
0.29
4.16
1.67
2.51
2.07
0.50
3.11
3.79
1.77
3.17
0.44
0.74
1.18
0.97
4.18
4.55
2.25
2.23
2.58
3.35
1.53
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Country
Kenya
Korea, South
Kuwait
Latvia
Liechtenstein
Lithuania
Luxembourg
Macau
Malaysia
Malta
Mauritius
Mexico
Monaco
Montserrat
Morocco
Netherlands
New Caledonia
New Zealand
Nigeria
Northern Mariana
Islands
Norway
Oman
Pakistan
Panama
Peru
Philippines
Poland
Portugal
Puerto Rico
Qatar
Romania
Russia
Saint Kitts and Nevis
Saint Pierre and
Miquelon
San Marino
Saudi Arabia

GDP (PPP)
in millions
163,700
2,035,000
289,700
54,020
4,978
91,470
62,110
71,820
933,300
19,260
28,270
2,463,000
7,672
167
298,600
924,400
11,110
189,000
1,121,000

Population
in thousands
48,398
51,418
2,916
1,924
39
2,793
606
606
31,810
449
1,364
125,959
31
5
34,314
17,151
283
4,546
203,453

1,242
381,200
190,100
1,061,000
104,100
430,300
877,200
1,126,000
314,100
130,000
339,500
483,400
4,016,000
1,550

52
5,372
4,613
207,863
3,801
31,331
105,893
38,421
10,355
3,295
2,364
21,457
142,123
53

261
2,064
1,775,000

5
34
33,091

GDP (PPP)
per capita
$ 3,382
$ 39,578
$ 99,333
$ 28,083
$ 129,141
$ 32,746
$ 102,532
$ 118,448
$ 29,340
$ 42,891
$ 20,722
$ 19,554
$ 249,683
$ 31,496
$ 8,702
$ 53,897
$ 39,292
$ 41,578
$ 5,510

Minimum
Contribution
$
9,807,092
$ 121,914,675
$ 17,355,617
$
3,236,280
$
298,227
$
5,479,870
$
3,720,944
$
4,302,659
$ 55,913,006
$
1,153,846
$
1,693,625
$ 147,555,698
$
459,621
$
10,029
$ 17,888,807
$ 55,379,816
$
665,588
$ 11,322,788
$ 67,157,912

Contribution
per capita
$
0.20
$
2.37
$
5.95
$
1.68
$
7.74
$
1.96
$
6.14
$
7.10
$
1.76
$
2.57
$
1.24
$
1.17
$
14.96
$
1.89
$
0.52
$
3.23
$
2.35
$
2.49
$
0.33

$
$
$
$
$
$
$
$
$
$
$
$
$
$

23,887
70,958
41,207
5,104
27,390
13,734
8,284
29,307
30,332
39,458
143,639
22,529
28,257
29,194

$
74,407
$ 22,837,285
$ 11,388,688
$ 63,563,376
$
6,236,520
$ 25,778,813
$ 52,552,114
$ 67,457,457
$ 18,817,395
$
7,788,161
$ 20,339,082
$ 28,959,977
$ 240,594,268
$
92,859

$
$
$
$
$
$
$
$
$
$
$
$
$
$

1.43
4.25
2.47
0.31
1.64
0.82
0.50
1.76
1.82
2.36
8.61
1.35
1.69
1.75

$ 47,761
$ 61,103
$ 53,640

$
15,654
$
123,652
$ 106,338,353

$
$
$

2.86
3.66
3.21
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Country
Serbia
Seychelles
Singapore
Slovakia
Slovenia
South Africa
Spain
Sri Lanka
Sudan
Sweden
Switzerland
Taiwan
Tanzania
Thailand
Trinidad and Tobago
Tunisia
Turkey
Turkmenistan
Ukraine
United Arab Emirates
United Kingdom
United States
Uruguay
Uzbekistan
Venezuela
Vietnam
Virgin Islands

GDP (PPP)
in millions
105,700
2,750
528,100
179,700
71,230
767,200
1,778,000
275,800
177,400
518,000
523,100
1,189,000
162,500
1,236,000
42,850
137,700
2,186,000
103,700
369,600
696,000
2,925,000
19,490,000
78,160
223,000
381,600
648,700
3,872

Population
in thousands
7,078
95
5,996
5,445
2,102
55,380
49,331
22,577
43,121
10,041
8,293
23,546
55,451
68,616
1,216
11,516
81,257
5,411
43,952
9,701
65,105
329,256
3,369
30,024
31,689
97,040
107

GDP (PPP)
per capita
$ 14,933
$ 29,060
$ 88,076
$ 33,003
$ 33,885
$ 13,853
$ 36,042
$ 12,216
$ 4,114
$ 51,589
$ 63,079
$ 50,497
$ 2,930
$ 18,013
$ 35,252
$ 11,957
$ 26,902
$ 19,165
$ 8,409
$ 71,743
$ 44,927
$ 59,194
$ 23,198
$ 7,427
$ 12,042
$ 6,685
$ 36,195

Minimum
Contribution
$
6,332,374
$
164,750
$ 31,637,907
$ 10,765,635
$
4,267,313
$ 45,962,132
$ 106,518,080
$ 16,522,883
$ 10,627,844
$ 31,032,826
$ 31,338,362
$ 71,231,719
$
9,735,201
$ 74,047,439
$
2,567,098
$
8,249,460
$ 130,960,924
$
6,212,556
$ 22,142,341
$ 41,696,616
$ 175,233,624
$ 1,167,625,070
$
4,682,482
$ 13,359,692
$ 22,861,248
$ 38,862,924
$
231,967

Contribution
per capita
$
0.89
$
1.74
$
5.28
$
1.98
$
2.03
$
0.83
$
2.16
$
0.73
$
0.25
$
3.09
$
3.78
$
3.03
$
0.18
$
1.08
$
2.11
$
0.72
$
1.61
$
1.15
$
0.50
$
4.30
$
2.69
$
3.55
$
1.39
$
0.44
$
0.72
$
0.40
$
2.17

It is expected that most countries would pay the minimum required amount. However, some
countries may wish to increase the motivation of pharmaceutical companies to develop a new
molecular entity to treat a condition for which there is currently no effective treatment. In this
case, one or more countries may publicly announce an increase in their contribution for the first
firm that develops a new drug to treat this condition that is approved by the appropriate
government agencies.
In exchange for receiving payments from participating countries, the pharmaceutical firms would
not have exclusive rights to produce these drugs. Any drug manufacturer could produce these
drugs and sell them in any participating country that approved the drug as well as in any and all
free rider (poorer) countries. This competitive pricing arrangement would result in low costs to
the consumer, while encouraging drug companies to develop new drugs. It would require
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international cooperation to dissuade cheaters from disrupting the scheme. A cheater would be a
participating country (as defined in this document) who allowed the drug to be sold within their
country without paying the pharmaceutical firm that created it. However, this would be fairly
easy to police by existing international bodies.
In summary, the proposed system of country cost sharing would put the development of new
prescription drugs on safe fiscal ground. It would allow poorer countries to receive state-of-theart drugs at close to their production costs. Wealthier countries would pay their fair share of
development costs, while also benefiting from very competitive pricing for individual
prescriptions. The amounts suggested in this proposal would need to be periodically reviewed
by the appropriate regulatory agencies to keep up with inflation and changing economic trends,
but would be a much fairer and more stable process than the current situation.
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ANTI-VAPING MESSAGING: THE CASE OF MORAL VALUES
Elizabeth A. Minton, University of Wyoming
Paige Gardiner, Utah Valley University
Contact Information: For further information, please contact Elizabeth A. Minton, Associate
Professor of Marketing (eminton@uwyo.edu)
Keywords: vaping; religion; religiosity; moral consumption; addictive behavior
Description: This paper examines the role of religious values in vaping attitudes and behaviors,
revealing that consumers with higher levels of religiosity are more supportive of vaping and
messaging can help to reduce these perceptions.

EXTENDED ABSTRACT
Research Questions
(1) How does consumers’ religiosity influence their vaping attitudes and behavior?
(2) What messaging tactics (e.g., morality vs. traditional fear-based appeals) are best at
decreasing vaping attitudes and behavior?
(3) How can morality-based explanations to trade-off behaviors be applied to situations
where marketers and policy makers are trying to reduce addictive behaviors?
Method and Data
We adopted a mixed-method approach for this study. First, in a pilot study we assessed
306 mturk consumers’ experiences with vaping and asked for their religiosity and demographic
information using linear regression to test the effect of religiosity and other demographics on
vaping. Next, in Study 1 we used another mturk sample and primed religion and vaping attitudes
and behaviors. ANOVA was used to examine the influence of the religious prime condition on
vaping attitudes, after controlling for religiosity. Study 2 was a content analysis study of the 100
most recent antivaping unique-user social media posts for “Likes” and marketing messaging to
show how morality-based messaging may decrease positive vaping attitudes. Finally, 207 mturk
consumers participated in Study 3 to examine the influence of control, traditional, sin-based, and
moral-bad marketing messages on consumers’ corresponding vaping attitudes.
Summary of Findings
Results from three studies show that policy messaging needs to specifically target
religious consumers who vape more frequently given perceptions among these consumers that
vaping is a moral activity. Messaging specifically acknowledging the sinfulness of vaping can be
effective at reducing vaping behavior for higher religiosity consumers, while not adversely
affecting less or non-religious consumers.
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Statement of Key Contributions
These findings contribute to belief congruence theory (Rokeach, 1960) showing religious
consumers’ behavior aligns with their moral convictions and shows that morality is a key
component of a religious consumer’s belief system that drives consumption attitudes and
behavior. In addition to theoretical contributions, this research provides practical implications for
policy makers who may highlight morality to reduce vaping attitudes and behaviors in ads and
public service announcements. Marketers can also utilize this knowledge when selling consumer
well-being products, such that highlighting the sinful nature of unhealthier alternatives may help
to increase purchase of well-being products.
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Critical Review and Comparison of Stakeholder and Ecological Systems
Approaches to Daily Fantasy Sports Policy
Dr. Ray Cho & Dr. Lia Nower
Extended Abstract
In a sports-crazed America, Daily Fantasy Sports (DFS) is rapidly changing the sports
business and spectator landscape. Whether DFS is considered gambling is contextual and largely
unresolved. In the meantime, DFS is expanding into areas where sports betting is currently not
legal. In 2017, $327m was generated from DFS (Gouker, 2018, June 18), and in 2016, it was
reported that there were 47.4 million users (Gouker, 2016, June 14). Aside from the debate on
DFS as a non-gambling activity, studies have found that DFS players and sports bettors are
populations with significant overlap (Nower & Caler, 2019). Separately, there is a growing
concern about the potentially addictive qualities of DFS (Nower, Caler, Pickering, &
Blaszczynski, 2018; Houghton, Nowlin, & Walker, 2019). DFS is a largely unregulated space
and as it has expanded, policy has been less than consistent as it rolls out state-by-state (Peterson,
2019). Frameworks such as the Pathways Model of Problem and Pathological gambling (Nower,
2002) and the Reno Model of responsible gambling (Blasczynski, Ladouceur, and Shaffer, 2004)
have been instrumental in shaping policy in the broader gambling spheres. However, a clearer
framework for guiding policy is required to address the unique characteristics of DFS.
In developing a new framework, this study compares stakeholder theories, originating
from the business and organizational sciences, with ecological systems theory, used primarily in
social work and clinical practice areas. The research will compare and contrast these two
paradigms to develop a clearer understanding of similarities and differences. The aim is to reveal
knowledge gaps by examining DFS policy concerns from both perspectives. The findings will
then be connected to relevant theories, concepts, and frameworks that can serve to bridge the
differences between the two approaches. By understanding the gaps in knowledge, an integrated
policy approach can be drawn. This would be important to guide policy both at the industry and
regulatory level.
One distinction between the ecological systems and stakeholder approaches is how it
approaches the nature and scope of the problem. On one hand, in ecological systems theory,
individuals within the broader system interact with their families, social groups, and other
community pillars to form their environment. With respect to gambling, an individual can
experience distinct pathways into problem and pathological gambling. This depends on the types
and quality of the interactions that are occurring between the individual and his or her social
environment, which can occur in several ways related to a combination of emotional, and
environmental vulnerability as well as individual impulsiveness factors (Blaszczynski & Nower,
2002).
On the other hand, stakeholder theory—in actuality, a collection of theories—pertains to
organizational management and ethics applied to both processes and outcomes (Phillips,
Freeman, & Wicks, 2003). Stakeholder theory is oriented more towards the managerial and
organizational sciences and as such, an individual interacting with his or her environment would
be treated more as a psychological study in organizational behavior (Jones & James, 1979), or
considered in the context of how an employee fits with his or her organization (Kristof-Brown &
Guay, 2011). Whether approaching gambling as a matter of community health or as a matter of
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organizational effectiveness, drawing parallels between the two perspectives may be clear in
some ways but problematic in others.
For example, stakeholder inclusion criteria is one known area where issues can arise
(Phillips, Freeman, & Wicks, 2003). In the case of DFS, its designation as a gambling or
recreational activity changes the social stakes. If treated as a recreational activity, operators are
no longer beholden to the same standards of protecting vulnerable populations, which would be
the case if DFS were considered a gambling activity. The general public is a stakeholder only
insofar as they are customers participating in a recreational non-problematic activity.
Blaszczynski, Ladouceur, and Shaffer (2004) identified gambling’s stakeholders as: “consumers,
gambling industry operators, health service and other welfare providers, interested community
groups (i.e., including those in favor and opposed to legalized gambling), as well as governments
and their related agencies that have the responsibility to protect the public (with emphasis on its
most vulnerable segments).” For DFS, depending on how much the activity is considered
recreational versus problematic, this affects the degree to which vulnerable populations are
protected. How the bounds at which certain stakeholders are deemed stakeholders and thereby
included can lead to different policy outcomes. From an ecological systems perspective,
including or excluding vulnerable populations (as stakeholders) would affect whether these
groups are included in a systems feedback loop. This is important to policymaking because
depending on how system boundaries are drawn, a subsystem could be touted as having achieved
steady-state success, while in the broader system, there may be reciprocal effects of the
subsystem that are a threat to overall equilibrium (Payne, 2014).
Despite differences in perspectives, taken together, ecological systems and stakeholder
theories could provide a more comprehensive view of the micro, mezzo, and macro
considerations in assessing the impact of DFS play. At the nexus of these theories, there are
implications for utilitarianism and harm minimization perspectives, which can be applied to
weighing the social costs of DFS play against maximization of benefit. Perhaps a more
integrative framework can help to define what it means for an industry to be socially responsible,
which is challenging in of itself, let alone for a controversial industry such as gambling (Sheehy,
2015; Lindorff, Jonson, & Mcguire, 2012).
Through the process of unraveling theoretical frameworks, we hope to create a new
merged framework—one that confronts the tension between minimizing the spread of gambling
(or gambling-like activities such as DFS) while maximizing the benefits. Caution is advised as
measuring gambling’s benefits (i.e. jobs, tax revenue, economic development, etc.) are easier
than measuring its harms (Walker, 2007). While it may not play well for the industry to say as
much, it is reasonable to assume that its business model is focused on growth. With gambling,
both the financial profits and the behavior itself are potentially addictive, and the gambling
sector is, to some extent, dependent on those addicted to its products. However uncomfortable it
may be, addressing a primary tension in the field, is a critical starting point. In the least, it could
provide for the community of researchers, policymakers, and marketers, a means to more
effectively navigate the discourse, dialogue, and the resulting communications strategy.
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USING THE FEDERAL RESERVE CHALLENGE COMPETITION AS A MODEL FOR
THE DEVELOPMENT OF CONSUMER FINANCIAL KNOWLEDGE
Monisha Das, University of Maryland Eastern Shore
Andrew D. Schiff, Towson University
For further information, please contact Monisha Das, Associate Professor of Marketing,
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This paper describes experiments that are applications of behavioral decision-making theory to
consumer financial behavior.
ABSTRACT

Almost all financial decision-making is behavioral. Consumer financial stability is a major
foundation of most advanced economies. We discuss the design and execution of an experiential
learning program named the Federal Reserve Challenge Collegiate Competition for undergraduate
students sponsored by the Federal Reserve Bank.

INTRODUCTION
The Federal Reserve Challenge competition is designed to raise awareness of how central banks
try to maintain consumer financial stability. When all else fails, the Federal Reserve Bank acts as
the lender of last resort. Various institutions such as the FDIC and the Federal Reserve Bank, the
ECB and Bank of England are governed by public policy directives and legal statutes to provide
consumer protection, especially in times of financial crises. A decade since the 2008 financial
crisis, financial consumer protection laws, regulations, supervisory and oversight institutional
arrangements as well as financial education initiatives have been adopted in over 114 World Bank
member countries. Understanding the global financial architecture and the central role of
institutions such as the Federal Reserve will help graduates understand the role of large institutions
or large financial corporations and their markets.
As financial markets around the world reacted in panic to the pandemic of Covid-19, central banks
in countries hit by the virus made interest rate decisions and a review of their toolkit in early 2020.
As perceived, the news of the biological virus affected investor, manager, consumer and policy
makers. In a coordinated panic, the biological virus led to a financial virus with financial
bloodletting. It was certainly unnerving to market participants. Could better financial education
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have mitigated the panic selling? Much of the resulting financial distress could lead to job losses,
bankruptcy, foreclosures, and changes in credit scores as well as personal stress. It is vital for
decision-makers to understand that these panics, fears and lemming-like tendencies are predictable
and systematic. Policy prescriptions can therefore be designed to help consumers and other
economic actors recover from poor decision-making and learn to be prepared for the next crisis.
The effort to disseminate financial education has been widespread across advanced economies.
This paper addresses the importance of financial education as households, individuals and
particularly students make decisions about their financial well-being. At present, in the United
States, 44 million student borrowers have a combined student loan debt of one and a half trillion
dollars, the highest amount ever. Without comprehension of economic and financial issues,
consumers are unlikely to make sensible and practical financial decisions. The extent of students’
financial knowledge becomes increasingly significant as risks of loan default and delinquency
grow, with the corresponding adverse effects on the economy and financial markets.
In this paper we discuss the design and execution of an experiential learning program called the
Federal Reserve Challenge Collegiate Competition for undergraduate students sponsored by the
Federal Reserve Bank of the United States, headquartered in Washington DC. Specifically, we use
a business program’s 17 year-long experience of participating in the FRCCC (Federal Reserve
Challenge Collegiate Competition). The goal of the program is to deepen the global financial
knowledge of undergraduates, especially in business and economics related majors. This one to
two semester-long co-curricular activity also improves the participants’ awareness of the centrality
of financial knowledge to financial well-being and decision-making.
Our paper describes and analyzes the program and its execution, its intrinsic and extrinsic features,
and its life-changing pedagogical value to its participants. The requirements to participate in this
program, the research and training that must be undertaken by the participants, the format and
features of the competition, and the role of the faculty advisor are discussed. We also explore
secondary data to make the case for institutional support at all levels for dissemination of financial
knowledge. Finally, we address the long-run benefits of improved financial knowledge, such as
greater personal financial stability, entrepreneurship and economic growth.
There is a broad consensus that households and individual consumers do not make informed
decisions about their financial health and well-being. Policy makers, national leaders, financial
institutions, think tanks, academic institutions and consumer organizations among others, around
the world, have expressed concern at the lack of sophistication in household and individual
financial decision-making and behavior. The scope of the concern peaked in the aftermath of the
financial crisis of 2008-2009. The consequences of financial mistakes (Lusardi, 2008) can be
catastrophic and widespread. In this paper we examine how individuals learn financial decisionmaking. We examine the literature on financial knowledge from a theoretical and pedagogical
perspective. We discuss the information sets individuals rely on to navigate in situations of
uncertainty and information complexity. Based on a series of experiential role playing experiments
we identify certain features that may improve pedagogical results. Our approach is based on
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several hypotheses among them, the hypothesis that given appropriate financial knowledge, skills
and attitudes there will be improvement in financial decision-making and behavior. Anticipating
likely mistakes, institutional contingency plans may be put in place to mitigate market wide
consumer and corporate failures.

LITERATURE SURVEY
Starting with irrational behavior stemming from financial decisions, Kahneman and Tversky
(1979) were able to demonstrate that there was a predictable pattern to the irrationality. Prospect
theory predicts that senior financial heads of large financial firms are just as likely to make
judgment errors as are individuals making decisions in situations where the risks are
immeasurable. While institutions, firms and markets may by and large be capable of being rational,
individuals and agents of such firms are generally driven by a series of heuristics or rules of thumb.
These heuristics or rules of thumb are driven not by statistical evidence or objective criteria but by
personal preferences consistent with prospect theory. Hence large bonuses may encourage more
risky behavior. Risk aversion and risk seeking behavior is based on a seemingly flawed human
cognitive architecture resulting from cognitive biases. The primitive basis of our cognitive
architecture is designed to ensure short-term personal survival not civic or societal success
(McDermott, Fowler, Smirnov, 2008). Prospect theory argues that individuals facing losses
become more risk seeking than those facing gains.
Among prospect theory findings are framing effects (Tversky and Kahneman 1981). Individuals
tend to overweight certainty and underweight uncertainty. Uncertainty implies changes that may
make the status quo worse off and lead to risk seeking behavior by individuals. The three major
heuristics behind cognitive biases include the availability heuristic which is a mental shortcut that
leads people to make a judgment on the ease with which information can be conveniently recalled
from memory; representativeness heuristic or the stronger influence of descriptive and stimulating
information overcoming the deliberation of objective or Bayesian information (Tversky and
Kahneman 1982) in reaching a decision and the anchoring heuristic which is the choice of a single
or convenient basis on which a decision is reached. Prospect theory made the psychological
underpinnings of financial behavior explicit.
We argue that cognitive biases based on an ingrained use of heuristics will persist despite
education, skill acquisition and attitude formation unless tested repeatedly through behavioral
experiences, assessments and examination of motivations (OECD 2005) matched to individual
skill levels.
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EXPERIENTIAL ROLE PLAYING EXERCISE A
In his 1971 paper, Martin Shubik described the dollar auction game as an “extremely simple,
highly amusing and instructive parlor game.” The game was designed to demonstrate how
irrationality could lead to addictive decision-making. A dollar bill would be auctioned off to a
large audience with two special rules in place. The winner will be the highest bidder and will pay
the price amount he or she bid last. The second highest bidder would also pay the highest amount
he or she bid but will not get anything in return. The auction game has been played in many
universities with similar results.
This game was tested by one of the authors of this paper in a class of 22 undergraduate business
majors at a major university recently. The first bidder bid 25 cents to win the dollar. A second and
third bidders followed in quick succession. Soon the bids reached $28 and $27.99 at which point
the author stopped the auction. The predicament of the bidders showcased a severe case of buyer’s
remorse. The bidding behavior shows an irrational escalation of conflict (Staw 1976) which is an
established cognitive bias. The bids below a dollar were rational bids. The bids that followed were
irrational as they were overbids and based on risk seeking behavior. The overbidding would result
in losses and no intrinsic reward. Prior rational decisions had become irrational even though there
was full information that the situation did not warrant the escalation.
Based on this behavior, the authors concluded that risk taking behavior is a result of short-term
exuberance and a poor understanding of the consequences of the escalation. The authors realized
that role playing the risky behavior could be used as a pedagogical tool to teach students improved
financial decision-making skills.

EXPERIENTIAL ROLE PLAYING EXERCISE B
For seventeen years the Business Program at a four-year University of Maryland campus has
sponsored a team to participate in the annual Federal Reserve Challenge Collegiate Competition.
“The College Fed Challenge is a competition sponsored by several Federal Reserve Banks across
the country that encourages better understanding of the nation's central bank, the forces influencing
economic conditions in the United States and abroad, and the ways the economy affects everyone's
lives. In the College Fed Challenge, teams give 20-minute presentations on monetary policy and
are judged on content, teamwork, responses to questions, presentation and style.” (Federal Reserve
Bank of Richmond 2009).
Winning teams in the past have come from Bentley College, MA; Harvard College, MA;
Northwestern University, IL; Pace University, NY; Rutgers University, NJ and Yale University
CT.

118

2020 AMA Marketing and Public Policy Conference

It is clear that psychological biases and emotions affect financial decision-making. Developing
financial emotional intelligence takes time and guided learning. Some key emotional intelligence
based decisions are choice of mortgages, price evaluation and savings. Just as firms, banks and
financial institutions have tool kits to deal with financial decision-making; consumers can also
take advantage of consumer toolkits. To start with a consumer needs to learn the triggers of
‘irrational behavior’. Taking our understanding of the heuristics: availability, representativeness
and anchoring and the findings of prospect theory we designed an experiment. Our experiment
involved a team in which data would be shared in structured sessions, lively debate would occur
and a consensus would be arrived at. Two talented teams that participated in the Federal Reserve
Challenge Competitions in 2018 and 2019 played the roles of Federal Reserve Governors making
decisions on interest rate policy using real data and evidence based models. All were undergraduate
business majors with at least six credits of economics and six credits in an introductory finance
and introductory business course. At least two business faculty coached the teams meeting once a
week for 8 weeks. In Table 1 below we summarize the design of our pedagogical experiment.

Table 1: Decision heuristics and pedagogical attributes.
Decision heuristic addressed

Pedagogical attribute to overcome heuristic

Availability Heuristic

To reach decisions based on an analysis of
economic and financial trends using high
quality longitudinal published data

Representativeness Heuristic

To reach decisions using established empirical
theoretical relations and quantitative metrics

Anchoring Heuristic

To reach decisions using tradeoffs and
multiple perspectives on key outcomes instead
of a single attribute, single period objective as
anchor.

About thirty variables were studied and analyzed by the team members to appreciate the
complexity of the multi attribute, multi period decision-making environment. At the same time,
several interactive features were introduced to bring the psychological dynamics underlying the
decision-making process to the fore. At the end of the experiment, participants recognized that
gaming behavior from market participants at all levels whether in the shadow banking system or
‘repo market’ or at the CEO level of a major bank are based on a poor understanding and respect
for the financial institutional infrastructure. Participating students developed a greater awareness
of the consequences of irrational behavior. By role playing Fed Governors, participants took
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ownership of the goals and strategies behind TARP (Troubled Asset Relief Program) and the
economic stimulus plans launched by the US Fed and Treasury Secretary. In later years they took
ownership of QE1, QE2 and QE3 or quantitative easing strategies as well as current repo market
initiatives. Currently participants are seeing established predictable relationships such as the
Phillips curve giving way to new models due to evolving data. Exploring new data from new
exogenous sources on demographics and technologies as well as education are leading to new
interpretations. Sources of uncertainty such as Brexit, trade wars and policy uncertainties are
referenced to evaluate upcoming interest rate forecasts. A strategic analysis of the monetary policy
toolkit is made.
Faculty involved in the experiment recognized the importance of selecting resources to be devoted
to developing the pedagogical experience. Faculty also realized that decision outcomes are
important and is a result of intensive coaching and mentoring.

CONSTRUCTION OF THE PEDAGOGICAL EXERCISE
Coaches select students based on motivation to participate, oral communication skills, junior or
senior status and a basic background in business courses. Some basic understanding of
microeconomics and macroeconomics is required.
The objective of the semester long experiment is to take students from level zero knowledge of the
decision-making scenarios of monetary policy and central banking to levels where they can grasp
the intricacies and complexities of the decisions that are made by the FOMC or Federal Open
Market Committee. Students need not be economics majors. However, a strong understanding of
microeconomic and macroeconomic principles are helpful. Most students who participate have
majors in management, finance or marketing. Marketing majors especially benefit from learning
about the major role consumers play in the broader economy.
Over 10 weeks the team goes through role play sessions where they grapple with specific problems
the FOMC faces in reaching its objectives or mandate. The major stakeholders affected by the
decisions are consumers and investors who benefit from the stable financial environment created
by the Federal Reserve.

CONCLUSION
In this paper we discuss the design of a behavioral experience that addresses the inherent use of
heuristics or rules of thumb instead of objective rules by individuals making financial decisions.
Our approach attempts to raise awareness of the rational and irrational underpinnings of financial
decision-making. There are many features that can be introduced to improve teaching,
experimenting, edutaining, diagnosing, training and execution of informed financial decision-
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making. The Federal Reserve Challenge competition has the potential to motivate, reinforce, teach
facts or theory, study dynamic situations and teach interpersonal relations to participants while
demonstrating ways to reduce judgement errors due to heuristics.
What we have learnt is that no amount of knowledge acquisition, skill development or attitude
formation is adequate without focusing on the decision outcomes. The outcomes are the anchoring
heuristics. The data is subject to availability heuristics and the results over time conform to
representative heuristics. The results are not so much a function of the inputs as are the behaviors
of consumers and investors. Testing behavioral experiences, developing rubrics to assess them and
examine motivations of key decision-makers is matched to individual skill levels to achieve better
pedagogical results. The authors find that behavioral theory offers a better narrative of the
performance of large scale scenarios such as the market than do rational or classical theories of
markets.
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Table 2. 2019 Monetary Policy Toolkit.
Open Market operations are about buying and selling Treasury securities at open auctions with the
objective of adjusting the supply and demand of reserves so that the Federal Funds Rate (FFR) is
maintained.
FFR is the anchor Federal Funds rate on the basis of which all interest rates are set. It is set as a 25
basis point range of 1.50%-1.75% at this time instead of a single number so that the IOER and ON RRP
rates can move into the range and support the FFR.
Forward Guidance are like promises of what the FED will do with interest rates and monetary policy
in future. This declaration lessens policy shock and uncertainty. Result is predictability.
Discount rates are rates slightly higher than the FFR which borrowing banks pay when they borrow
money at the discount window of the FED. Banks feel they will incur a stigma if word gets out that they
need to borrow at discount rates. The current primary credit rate is 2.5%, secondary credit rate is 3%
and seasonal rate is 1.9%
Reserve requirements Reserve requirements are the amount of funds up to 10% that a depository
institution such as a member bank or financial entity must hold in reserve against specified deposit
liabilities and loans.
Term Deposit Facility Funds placed in term deposits are removed from the reserve accounts of
participating institutions for the life of the term deposit and thereby drain/reduce reserve balances from
the banking system.
IORR/IOER or Interest on required reserves or excess reserves was first used in 2008 as huge
cautionary reserves were held at the FED by banks. The Fed pays banks the IORR/IOER rates to
influence the amount of reserves held at the FED. Both IORR & IOER are 1.8% currently.
Repo and reverse repo. Use of the ON RRP facility is to influence short term reserves in the repo
market. With too much reserves in the system, the FED finds the RP and RRP more effective in
influencing and defending the FFR. Banks will never lend at below the IOER. There is a lot of arbitrage
activity in the Repo market by banks and financial intermediaries. The rate is 1.81% approx.
Stress tests: Using CAMELS is a regulatory tool: CAMELS (Capital, Assets, Management, Earnings,
Liquidity, and Sensitivity) is a rating system employed by the FED to assess the soundness of
commercial banks and thrifts. Similar rating systems are used for other types of depository institutions.
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Description: We show that people who see their pet, or pets in general, as having humanlike
minds (with capacity for both mental agency and awareness of their emotional states) have less
financial security and are more interested in products that presume humanlike mental capacity
(e.g., a birthday party kit for a dog).

EXTENDED ABSTRACT

Research question
A variety of factors may lead people to see their pets as social companions in possession
of humanlike minds (Sherman and Haidt 2011; Epley et al. 2007; 2008; 2013). We theorize that
as pet owners see their pet as members of the family and in possession of humanlike mental
capacities, this will impact pet spending. Pet owners may feel more obligated to spend money on
costly end-of-life veterinary care or they may feel that because they, as owners, enjoy indulgent
food, toys, and services, their pet will too. U.S. pet owners spent $72 billion on their pets in
2018, $18 billion of which was for veterinary care (Pearson 2019). What are the implications for
pet spending and overall financial well-being given these motivations to spend on pets?
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Furthermore, what types of products and services do pet owners purchase when they see their pet
as having a more (vs. less) humanlike mind?
Method and data
We first used the 2016 General Social Survey (Smith et al. 2019) to examine whether
viewing a pet as a family member was related to financial strain. Six hundred and ninety-nine
GSS participants reported how often the pet is viewed as a member of the family (“almost
always,” “sometimes,” “often,” and “never”) and perceptions of financial satisfaction (“not at all
satisfied,” “more or less” or “satisfied”). Financial satisfaction was highest for those who never
viewed the pet as a member of the family, significantly higher than those who always or often
did so.
We next conducted an experiment with 233 Mturk respondents who were cat or dog
owners. Respondents rated the extent to which their pet has a humanlike mind (9 items along two
dimensions: experience and agency; Ward et al. 2013) and about their feelings of financial
security. We found that attributing internal mental experience to a pet was significantly
negatively associated with financial security. Interestingly, attributing mental agency to pets was
associated with higher levels of financial security. We did not predict this relationship, but will
continue to examine this finding in future studies.
Our final experiment was a survey of 113 student participants who were pet owners.
Participants first rated their pets’ minds as in the previous study, before rating a dog crate, a play
mat, and a birthday party kit on purchase intentions. For the crate and the mat, mind attribution
did not significantly predict product attitude (this is expected as the pet does not need a
humanlike mind to use or benefit from these products). However, for the birthday party kit, mind
attribution did significantly predict product attitude. Note that the relationship between mind and
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product attitude is positive for the experiential product when more mind is attributed; this is in
contrast to the negative relationship between attributing mental experience and financial stability.
We expect that the greater appeal of many types of dog products (not just essentials, such as
crates and mats, but also extra, more experiential goods) will simultaneously lead to greater pet
spending reduced financial stability.
Summary of findings
Three experiments employing three different methods and participant samples reveal a
relationship between seeing pets as possessing humanlike minds and interest in experiential
products for them as well as reduced financial security. This supports our theorizing that seeing
the pet as having a humanlike mind may make consumers more inclined to spend money on
things like end-of-life veterinary care or indulgent food and services. We are continuing to
examine how beliefs about pets’ mental states may influence the purchase of pet health insurance
and decisions to finance, via consumer loans, otherwise unaffordable veterinary care.
Statement of key contribution
In recent years, pet owners have begun to view their pets as members of the family, even
as seeing their pets as “fur babies” and themselves as “pet parents” or “guardians” rather than
owners. We theorize that this change in how pets are viewed is associated with an increasing
tendency to see them as possessing humanlike minds, rather than understanding the mental
capacities specific to the particular type of animal, and to spend money on goods and services
accordingly (to the tune of $72 billion in 2018). Certain types of marketing of both consumer
loans and veterinary care may warrant closer regulatory scrutiny, given the potential for
predatory lending practices targeting pet owners who may be inclined to make financially unwise
decisions when faced with the loss of a pet. Given ethical considerations and regulatory practices
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that hospital and insurance companies employ when dealing with cost implications for human
medical decision making, similar practices may be warranted for pet hospitals, pet insurance, and
pet veterinary care loans.
References are available upon request
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ILLEGAL MARKETS AND THE MARKETING MIX

Author: Alec N. Slepchuk, University of Massachusetts – Amherst
Contact: For further information, please contact Alec N. Slepchuk, Doctoral Student, University
of Massachusetts – Amherst (aslepchuk@umass.edu)
Key Words: Illegal Markets, Marketing Mix, Buyer, Seller
Description: This research creates a taxonomy of illegal markets and theorizes about how
transactions within those different markets influence product, price, place, and promotion.

EXTENDED ABSTACT

Research Questions
1. What are the dimensions that differentiate regulated and unregulated markets?
2. How does a market’s status as completely legal, semi-legal (types A and B), and
completely illegal impact the marketing mix?

Method and Data
N/A.
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Summary of Findings
We find that markets can be conceptualized as completely legal, completely illegal, or
semi-legal (type A and type B), depending on the legality of the buyer and the seller. When both
the buyer and the seller are legally allowed to transact, the market is completely legal; when they
are both not legally allowed to transact, the market is completely illegal. When the buyer is
prohibited, this results in a type A semi-legal market; when the seller is not authorized, this
results in a type B semi-legal market.
The marketing mix (product, price, place, and promotion) is influenced by the legality of
the buyer and seller in nuanced ways. In illegal and semi-legal markets: (1) products may be
unsafe for consumption; (2) price is a function of supplier and buyer power, (3) the place of
distribution may vary, and (4) promotion is driven by Word-Of-Mouth (WOM) rather than
traditional advertising outlets.
Our conceptualization helps policy makers to better understand the illegal markets. When
the legal status of a market leads to unfavorable marketing mixes that negatively impacts society,
policy makers are encouraged to re-examine whether the market should stay unregulated.

Key Contributions
This research extents the literature on gray markets and product diversion and presents a
preliminary theory of illegal markets and their influence on the marketing mix. Although prior
research has examined markets in which the seller is not authorized to transact, this research has
pushed beyond that and has conceptualized how the presence of illegal buyers, in conjunction
with the legal status of the seller, affects the 4 P’s of marketing.
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Specifically, this research presents a taxonomy of markets based on the legality of the
seller/firm and of the buyer/consumer. We then make a logical argument for how the different
status of markets may influence the marketing mix. This understanding of illegal markets will
help public policy to make more informed decisions regarding the legality of various markets.

References
References are available upon request.
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TITLE: Illusion of Safety: How Consumers Underestimate Manipulation and Deception in
Online (vs. Offline) Shopping Contexts
University Affiliation: California State University, Northridge
Contact Information: For further information, please contact Nora Moran, Assistant Professor
of Marketing, California State University, Northridge (nora.moran@csun.edu).
Keywords: e-commerce, digital ethics, persuasion knowledge
Description: This research examines whether consumers feel more concern about firms using
manipulative and deceptive practices to get consumers to spend more online (vs. offline), and
examines what factors can increase concerns about manipulation and deception online.
EXTENDED ABSTRACT
Research Question
The goal of this research is to determine whether consumers feel firms are more (or less) likely
to use manipulative and deceptive practices to increase consumer spending, when they shop
online (vs. offline) for products and services. This work will also examine whether these feelings
are affected by key individual differences, and determine if there are any additional cues that
increase concerns about manipulation and deception online.
Method & Data
This study involves experiments, using panel data (Amazon Mturk participants). Two
experiments were conducted, and each had individuals imagine different shopping experiences
(online vs. offline), and then asked individuals questions (measuring perceptions of
manipulation, then deception, using scales 1-7). ANOVAs were then used to determine if
individuals had different perceptions based on their shopping experience (online vs offline). In
study 2, more conditions were added to examine boundary conditions.
Summary of Findings
Results show that consumers are less likely to feel firms manipulate or deceive buyers in order to
get them to spend more when they shop online (vs. offline), and that these results hold regardless
of key individual differences (in ethnicity, gender, etc.). Additional results do show that specific
cues—those that signal more sales agent involvement in the shopping process—can increase
concerns about manipulation and deception in online environments. However, making firm’s
information collection process more transparent does not increase concerns about manipulation
and deception online.
Statement of Key Contributions
This research is the first to focus on whether consumers feel firms manipulate and deceive
buyers to get them to buy certain items, and spend more overall, when they shop online (vs.
offline). Thus, this work contributes to the understanding of how consumers deal with different
manipulative marketing tactics (Campbell and Kirmani 2000; Friestad and Wright 1994), and
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also contributes to the larger body of research on how consumers disregard, and sometimes
remain oblivious to, online hazards (Acquisti, Brandimarte, and Loewenstein 2015; Milne et al.
2017; Turow, Hennessey, and Bleakley 2008).
This research also has practical implications. Findings show consumers are less likely to
think firms manipulate and deceive buyers online, and results further suggest this is due to the
lack of available cues signaling firms’ manipulative intent online. Moreover, while consumers
are less likely to make a connection between firms’ collection of personal information online and
the increased likelihood for manipulation and deception, cues that show how employees direct
consumer behavior online could increase concern about these issues. Thus, these findings have
implications for consumer financial welfare, as they highlight what kind of cues do (and do not)
raise concerns regarding the marketing tactics of online firms.
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MATERIAL HARDSHIP — HOW TO BETTER DELIVER AID USING THE POWER
OF CHOICE
Nea North, Paul Merage School of Business, University of California Irvine
Cornelia (Connie) Pechmann, Paul Merage School of Business, University of California Irvine
Contact Info: For further information, please contact Nea North, PhD Student, University of
California Irvine (nnorth@uci.edu).
Keywords: Material hardship, charity, government aid, control, choice
Description: Across three studies, this research looks at charitable aid from the beneficiary
perspective, by examining the effects of aid restrictiveness at limiting consumption choice on the
beneficiary’s perception of control and behavioral intent to use the aid.

EXTENDED ABSTRACT
Research Question
With the large income gap in the U.S., there is an imbalance of power causing people
with limited access to resources to turn to governmental or charity organizations to seek aid for
basic resources. While economic and policy researchers have investigated the advantages and
disadvantages of delivering charitable aid in terms of program costs and goals, less research has
examined the psychological impacts of aid on the beneficiaries. However, research has shown
that there is a wide range of beneficiary responses to receiving assistance that should be
considered. So the question arises: What are the psychological advantages and disadvantages to
the actual beneficiaries of aid? Specifically, how can aid programs be designed to maximize
psychological benefits for aid beneficiaries?
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We propose that studying the restrictiveness of the aid in terms of the level of
consumption choice offered is a key way to understand the beneficiaries’ psychological response
to the aid. Since the restrictiveness of the aid is driven by the policymakers and organizations
providing assistance, this research looks at the implications of offering different types of aid, in
terms of the level of restriction imposed on choice, on the beneficiary’s perception of control and
behavioral intent to use the aid.
Method And Data
Three studies examined the effects of aid restrictiveness, when individuals were placed in
low situational power contexts where they faced material hardships. Study 1 was a controlled lab
experiment that manipulated the restrictiveness of the aid offered with two levels: more restricted
in-kind aid versus less restricted cash aid. Study 2 was another controlled lab experiment that
varied the type of in-kind aid so that it was either more restricted or less restricted. Study 3 was a
controlled field experiment at a local food pantry offering in-kind food aid, and three levels were
tested via manipulations: moderately restricted in-kind aid (their current approach), more
restricted aid, and less restricted aid. Measurements for perceived control and behavioral intent
to use the aid were taken, and data was analyzed using ANOVA and Hayes PROCESS.
Across all studies, it was found that aid restrictiveness reduced behavioral intent to use
the aid, and that this was mediated by the perception of low control. Financial power was
introduced as a moderator, and it was found that individuals with high financial power were
buffered from being negatively impacted by highly restricted aid in terms of their perception of
control and their intent to use the aid.
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Summary of Findings
Researchers have investigated how to optimize aid programs, but most of the research
focuses on program goals and costs, which overlooks the psychological impact of aid on the
beneficiaries. Our research sought to fill the gaps in the literature in two main ways: (1) by
examining how the amount of choice the aid provides to beneficiaries affects their perception of
control and willingness to use the aid and (2) by adding to the overall research on the advantages
and disadvantages of different forms of aid delivery.
Overall, all three studies found that individuals with low power were negatively impacted
by the type of aid that restricted their consumption choices and elicited the perception of low
control. This perception of low control reduced their intent to use the donated items that they
vitally needed. Therefore, our findings indicate that it is important to provide low power
individuals with less restrictive aid that allows for a choice regarding the aid they receive. This
research has important implications for the choice and control literatures, and it adds to the
research on the advantages and disadvantages of different forms of aid delivery.
Key Contributions
Individuals facing material hardship have limited access to resources, such as food and
clothing, so they seek out assistance from governmental or charity programs. While there are
ongoing debates about the best way to deliver aid in terms of program costs and goals, the
psychological impact of aid on beneficiaries is often overlooked. Yet, the restrictiveness of the
aid provided often reduces the beneficiary’s level of choice in the aid items received, which may
have psychological impacts. To understand the psychological impacts, our studies examined the
effects of aid restrictiveness at limiting consumption choice on the beneficiary’s perception of
control and behavioral intent to use the aid.
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This research provides meaningful managerial insights for charity and government
organizations by illustrating the benefits of providing low power individuals with less restrictive
aid that allows them to make their own consumption choices. If the goal of an aid program is to
give individuals beneficial resources they will use, one way to ensure use may be to offer less
restrictive aid. In sum, this research suggests there may be a better way to deliver aid to
consumers experiencing material hardship: Free up the restrictions on aid and give consumers
the power of choice.
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OUT-OF-POCKET EXPENDITURE FOR SERVICES IN A NATIONAL HEALTH
SYSTEM: THE RATIONALE FOR NEW PRICING STRATEGIES IN THE ITALIAN
HEALTHCARE SECTOR
Elena Bellio, Cà Foscari University, Venice, Italy and Luca Buccoliero, Bocconi University, Milan
Italy
Contact Info: for further information, please contact Dr. Elena Bellio Ph.D., Cà Foscari University,
elena.bellio@unive.it
Keywords: healthcare marketing, dynamic pricing, willingness to pay, patient empowerment,
Italy, National Health Service.
Description: the adoption of innovative pricing strategy in a National Health Service is
discussed.
ABSTRACT
Our research is aimed to assess the impact of social interactions and patient empowerment on citizens’
willingness to pay for non clinical quality improvements of health services and dynamic pricing
acceptance, in the context of the Italian National Health System based on principles of universal
access and coverage.
FOREWORD
As of the month of March 2020, while we are submitting the final version of this article to the 2020
AMA Marketing and Public Policy Conference, the Italian National Health System is bravely facing
an unprecedented fight against the viral COVID-19 epidemic, especially in Lombardia and Veneto
Regions, where the authors, their families and their Universities are based. This event, which is
abruptly forcing the citizens to change their lifestyles and their attitudes, also provides the best
evidence of the value of the founding principles of the (public funded) Italian National Health System:
the immediate, universal and free of charge availability of high-quality health care results to be a
valuable resource for the management of this emergency.
No patient will be left behind and we are proud beyond all measure of this care system which
represents, in our opinion, one of the best societal achievements of our Country in the last Century.
This is a key assumption of our paper: as healthcare marketing scholars, we ground our studies on
this value judgement and we feel the need to openly declare it.
Therefore, our focus on pricing in this system is not driven by the objective to transform the public
nature of the system and the principle of universal access, but, on the opposite, to improve its strength
and its capacity to create value.
Patient’s co-payement for “light” diagnostic and outpatient services is already in place and it is
usually aimed only to reduce the inappropriate access to care: the opportunity to link patients’ outof-pocket expenditure also to selected attributes of care (time slots, place, direct and digital
connection to the clinical professional, etc), without affecting the clinical quality of the provided
clinical output, could support a new and differentiated positioning strategy of the service, through a
better fit with individual values, preferences and needs and no significant risk of new inequalities.
INTRODUCTION
Since 1979 Italian Healthcare has been managed under a National Health Service scheme, derived
from the UK universal coverage model (NHS). The founding principles of the Italian system are the
following:
• Public responsibility for citizens’ healthcare;
• Universal access to care with equal opportunities for all citizens;
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•

Full coverage of health needs according to individual status by complying with national quality
standards;
• Public funding of providers (both public and contracted entities), with limited out-of-pocket
patient contribution for selected services (mainly for containment of inappropriate demand).
In this context, the opportunity to adopt marketing strategies (especially those related to pricing) had
been traditionally denied, due to the lack of “market” dynamics, with the exception of very limited
areas of private consumptions.
More recently, the growth of health costs and the need of public expenditure containment are affecting
the INHS coverage levels especially for “light” diagnostic and outpatient services. Private healthcare
seems more and more complementary to meet the growing citizens’ health needs. Table 1 shows the
increasing role of private insurance and out-of-pocket expenditure in the last decade.
2009 (USD/Capita)
2018 (USD/capita)
2945
3428
Total Health Expenditure
2306
2545
Government (compulsory)
608.5
791
Out-of-pocket
30.5
92
Private insurance
Table 1: Healthcare USD/capita expenditure composition in Italy 2009-2018 (OECD 2019)
Many patients, in their care choices, frequently cross the boundaries between private health and public
health (Armeni Patrizio, Carbone Clara et al.).
In this evolving Italian National Health Service context, our paper aims to highlight the potential role
of marketing in supporting service provision. A specific focus on pricing strategies is developed
through the understanding of Italian patients’ willingness to pay and of their acceptance of dynamic
pricing policies in the wider perspective of demand for patient empowerment. Dynamic pricing is
very common in many vertical consumer markets, but entirely new to healthcare in Italy.
PRICING AND DYNAMIC PRICING IN HEALTHCARE
Increasing concerns are affecting the health services delivery industries, where a convergence of
several factors has increased the need for effective demand management and capacity management
strategies (Adenso-Díaz Belarmino, Gonzalez-Torre Pilar et al. 2002).
The determination of the prices paid by purchasers for health services has therefore become a strategic
priority for systems and has traditionally been analyzed according to three different perspectives:
1. The methods of provider payment in quasi-markets (Barber, Lorenzoni et al. 2019);
2. The availability of information, including providers’ costs, volumes, outcomes and methods used
to calculate costs;
3. Characteristics of purchasers and providers, provider autonomy, negotiating power, and the
degree of competition (Waters and Hussey 2004).
When health care providers are permitted to bill patients at prices higher than the regulated rates, and
the difference is paid by the patient, services could be underprovided in case of patients who are
unable to pay (Barber, Lorenzoni et al. 2019). This concern led to ignore a demand-driven pricing
strategy, based on patients’ attitudes towards paying for health services. In facts some innovative
pricing strategies, such as dynamic pricing, have received very limited consideration.
Dynamic pricing was originally created in order to increase profits through revenue management
tools. These appears more useful when two product characteristics co-exist. First, the product expires
at a point in time, second, capacity is fixed well in advance and can be augmented only at a relatively
high marginal cost (Kung Mui, Monroe Kent B. et al. 2002, Elmaghraby Wedad and Keskinocak
Pınar 2003, Garbarino Ellen and Lee Olivia F. 2003, Grewal Dhruv, Hardesty David M. et al. 2004,
Xia Lan, Monroe Kent B. et al. 2004, Haws Kelly L. and Bearden William O. 2006, McAfee and Te
Velde 2006).
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PATIENT EMPOWERMENT
The WHO (2012) defines empowerment as “a process through which people gain greater control over
decisions and actions affecting their health”.
Empowerment, in its most general sense, refers to the ability of humans to gain understanding and
control over personal, social, economic and political forces in order to take action to improve their
life (Israel Barbara A., Checkoway Barry et al. 1994). It is viewed as a multi-level construct with
manifestations at the community, group or individual level. At an individual level, empowerment is
a process by which individuals experience heightened feelings of control and self-efficacy (Wong–
Rieger 2012, Small Nicola, Bower Peter et al. 2013).
Empowerment may be seen as an enabling process whereby health care professionals collaborate with
patients to help them acquire knowledge and resources and whose outcome is a patient with greater
ability to exercise control, manage his/her condition and to make informed decisions and choices
(Buccoliero Luca, Bellio Elena et al. 2016). This strategy should embed patient involvement at every
level of the health system through a patient-centered approach (Bonsignore Cynthia, Brolis Elena et
al. 2016).
MODEL DEVELOPMENT AND RESEARCH HYPOTHESES
It is particularly relevant to capture the relations customers have with others in order to understand
the social pressure to perform or not to perform a behavior (Ajzen 1991). According to Venkatesh
(2000), social influence shapes intention indirectly through perceived relevance in voluntary settings.
In fact, it was found that users employ a combination of direct experience and others' opinions to
form behavioral intention and perceptions of relevance (Venkatesh and Davis 1996, Venkatesh and
Davis 2000). It can be assumed that social interactions have an influence on pricing. Results from
related economic fields (List John A., Berrens Robert P. et al. 2004, Rege Mari and Telle Kjetil 2004)
show clear evidence for increasing payments under higher degrees of social interactions. However,
the effect of social interactions on pricing in health service improvements has not been specifically
studied.
Literature also shows that psychological empowerment is strongly affected by the dynamics of
community involvement: the perception of social isolation negatively impacts on empowerment
(Zimmerman 1995, Petrič, Atanasova et al. 2017).
Our research is aimed to assess the impact of social interactions and patient empowerment on
willingness to pay for health services and dynamic pricing acceptance, only referring to non-clinical
health quality improvements adapted from Pavel et al. (2015) as follows:
1. The possibility to choose the doctor;
2. The possibility to reduce waiting times;
3. The possibility to have more choice in terms of day and time of the visit;
4. The possibility to choose where to book the appointment;
5. The possibility to directly contact the doctor.
The research model is presented in figure 1. It is a comprehensive model which includes: (i) social
interactions; (ii) the perceived relevance of patient empowerment; (iii) the willingness to pay out-ofpocket for specific quality improvements in healthcare service offering; and (iiii) the acceptance of a
new pricing strategy in the healthcare context.
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Figure 1: The Research Model

The following hypotheses were formulated.
HP1: Social interactions are positively related to the willingness to pay for health services quality
improvements.
HP2: Social interactions are positively related to dynamic pricing acceptance.
The difficulties associated with measuring the influence of the contingent variable on the willingness
to pay for health services quality improvements and the acceptance of dynamic pricing strategies,
suggested to employ as a mediating variable patient empowerment levels:
HP3: Social interactions are positively related to the perceived relevance of patient empowerment.
HP4: The perceived relevance of patient empowerment is positively related to willingness to pay for
health services quality improvements (HP4a) and dynamic pricing acceptance (HP4b).
HP5: The relationship between social interactions and willingness to pay for health services quality
improvements is mediated by the perceived relevance of patient empowerment.
HP6: The relationship between social interactions and dynamic pricing acceptance is mediated by
the perceived relevance of patient empowerment.
In this analysis it was chosen to test as moderators gender and age; literature shows that sociodemographic variables influence empowerment, and the degree to which different social groups can
be, and wish to be, empowered differs; furthermore socio-demographic variables impact on the
probability of incurring out-of-pocket medical expenses (McAllister Marion, Dunn Graham et al.
2012).
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HP7: Gender moderates the relationship between the perceived relevance of patient empowerment
and willingness to pay for health services quality improvements (HP7a) and dynamic pricing
acceptance (HP7b).
HP8: Age moderates the relationship between the perceived relevance of patient empowerment and
willingness to pay for health services quality improvements (HP8a) and dynamic pricing acceptance
(HP8b).
METHODOLOGY
Sample and Questionnaire
Data were collected anonymously using a structured questionnaire through computer-assisted
telephone interviews (CATI) (Dickinson, Faria et al. 1994, Luo Yan. 2009).
People eligible to be surveyed were:
- Living in Italy - country differences could change perceptions of usefulness (OECD 2001);
- Autonomous in choosing if to participate or not;
- Without a private healthcare insurance – since the research deals with out-of-pocket expenses.
To reach a statistically relevant number, around 380/400 respondents are needed (Cochran W. G.
1963, Yamane T. 1967) – both living in cities and in smaller towns. Women and man are included
reaching percentages coherent with the overall Italian population distribution of people (Istat 2015,
Istat 2017).
Variables Measures
The measures employed in the empirical analysis are summarized in table 2 and are described below.
Social Interactions: three main sources of measurement were chosen in order to better understand
the level of interaction respondents have with others. Some authors focus on how much others would
approve or disapprove specific behaviors (Bredahl L. 2001, Ajzen I. 2002 - revised January 2006)
while others on the socialization element to understand the characteristics of the people with whom
there is an interaction (Hazel Easthope and Nicole McNamara 2013). The third dimension, considered
relevant is the perception of having someone to count on, or if feeling of being of help to someone
else (Sarason I.G., Sarason B.R. et al. 1987).
Patient Empowerment: in order to measure this variable the main reference are the empowerment
factors identified in Small (2013) given by: (a) positive attitude and sense of control, (b) knowledge
and confidence in decision making and (c) enabling others. Furthermore single questions were
adapted from other two studies (Faulkner 2001, Hibbard, Mahoney et al. 2005), more oriented to the
role of the single patient in understanding and managing its care.
Willingness to pay for health services quality improvements: as already mentioned, first of all in
order to define this variable the research refers to Pavel et al. (2015) list of main areas of improvement
in the healthcare offer selecting five items. Then, in order to test the variable it is chosen not only to
ask respondents to tell, on a Likert scale 1-7, how likely they are willing to pay, but also to investigate
the precise amount of money that could possibly be paid (Smith 2000).
Dynamic Pricing Acceptance: normally acceptance is measured in relation to innovations and most
contributions associate this variable to the technology acceptance model - TAM (Davis D., Bagozzi
R. P. et al. 1989) which posits that users’ beliefs about technology influence their attitude toward
technology. In this research, questions related to attitude are adopted (Gardner and Amoroso 2004,
Park 2009) adapting them in order to fit to the introduction of dynamic pricing in the healthcare outof-pocket offering (Hu Zheng, Kim Jin-ho et al. 2015).

VARIABLE
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Social Interactions

Patient Empowerment

Willingness to Pay for Health
Services Quality Improvements
Dynamic Pricing Acceptance

• Sarason, I.G., Sarason, B.R.., Shearin, E.N., & Pierce, G.R. (1987)
• Bredahl, L. (2001)
• Ajzen, I. (2002)
• Faulkner, Mark. (2001)
• Hibbard, Judith H., et al. (2005)
• Small et al. (2013)
•

Richard D. Smith (2000)
• Pavel, Md Sadik, Sayan Chakrabarty, and Jeff Gow (2015)
• Gardner, Christina, and Donald L. Amoroso (2004)
• Park, Sung Youl (2009)
• Zheng Hu a, Jin-hoKim b, JianhuiWang c,n, JohnByrne (2014)

Table 2: Adopted measuring scales

Statistical Package for the Social Sciences Program (SPSS) version 21 was used for the statistical
analysis. An early investigation of the sample composition is made through descriptive statistics.
Through regressions, respondents’ willingness to pay and acceptance of dynamic pricing are
investigated by testing the mediating role of patient empowerment. According to Baron & Kenny
(1986) suggestions, there are four steps to examine this effects, in which several regression analyses
are conducted and significance of the coefficients is examined at each step. Regression analysis are
also performed in the light of gender and age tested as moderators (MacKinnon DP. and JH. 1993) to
determine whether variances regarding willingness to pay and acceptance of dynamic pricing exist
for the different gender and age subsets. Furthermore, a descriptive approach is adopted in order to
profile respondents according to their willingness to pay and their dynamic pricing acceptance.
MAIN RESULTS
Descriptive statistics: sample
The final number of respondents included in this study is 528 people which do not have a private
health assurance. People with a private health assurance were excluded since this research considers
situations in which the patient pays out-of-pocket, while having a private assurance would influence
both willingness to pay and dynamic pricing acceptance due to reimbursements.
Average age of the sample is 52.88 years (youngest respondent 20 y.o.; oldest 92 y.o.). Females
represent 55.5% of the sample while males represent 44.5%.
Hypothesis Testing
Some variables are derived through an aggregation of various items. In order to test the reliability of
those variables, Cronbach’s alpha coefficients were performed (Cronbach LJ 1951). Test scores
exhibit a good internal consistency reliability as shown in table 3:
Variables
Dynamic Pricing Acceptance
Perceived Relevance of Patient Empowerment
Social Interactions
Willingness to Pay for Health Services Quality
Improvements
Table 3 Reliability Analysis

Cronback’s Alpha
0.987
0.904
0.741
0.932

The study uses simple regression analysis to examine the relationship among all the variables
included in the model by considering age, gender and educational level as control variables. Further
details regarding variables’ items and correlations between variables are available upon request.
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As shown in table 4, social interactions are positively and significantly related to willingness to pay
for health services quality improvements (Beta 0.079 Sig. 0.028), and positively and significantly
related to dynamic pricing acceptance (Beta 0.093 Sig. 0.039). Social interactions are also positively
and significantly related to the perceived relevance of patient empowerment (Beta 0.197 Sig. 0.000).
In addition, the perceived relevance of patient empowerment is positively and significantly related to
both willingness to pay for health services quality improvements (Beta 0.151 Sig. 0.001), and
dynamic pricing acceptance (Beta 0.146 Sig. 0.001).
This allows to state that HP1, HP2, HP3, HP4a and HP4b are all supported.
Hypothesis
HP1
Social Interactions to
Willingness to Pay for Health
services quality
Improvements
HP2
Social Interactions to
Dynamic Pricing Acceptance
HP3
Social Interactions to
Perceived Relevance of
Patient Empowerment
HP4a
Perceived Relevance of
Patient Empowerment to
Willingness to Pay for Health
Services Quality
Improvements
HP4b
Perceived Relevance of
Patient Empowerment to
Dynamic Pricing Acceptance
Table 4 Regression Analysis

Beta

R2

T

F

Sig.

0.079

0.022

1.741

2.902

0.028

0.093

0.036

2.064

4.911

0.039

0.197

0.058

4.439

8.060

0.000

0.151

0.038

3.473

5.197

0.001

0.146

0.049

3.392

6.775

0.001

The impact of social interactions above willingness to pay for health services quality improvements
was further analyzed by testing a mediation effect for the perceived relevance of patient
empowerment (HP5). In the analysis age, gender and educational level were used as control variables.
HP5 (see table 5): results have shown that social interactions significantly and positively affect the
perceived relevance of patient empowerment (Beta 0.197 Sig. 0.000), that social interactions
significantly and positively affect willingness to pay for health services quality improvements (Beta
0.079 Sig. 0.028) and that the perceived relevance of patient empowerment significantly and
positively accounts for willingness to pay for health services quality improvements (Beta 0.151 Sig.
0.001). The study then regresses social interactions towards willingness to pay for health services
quality improvements by adding as a mediating variable the perceived relevance of patient
empowerment. Results demonstrate that Beta value for willingness to pay for health services quality
improvements in model 3 loses its significance therefore, a mediation effect is registered thus HP5 is
confirmed.
Variable
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Perceived
Relevance of
Patient
Empowerment
0.197 Sig. 0.000

Willingness to
Pay for Health
services quality
Improvements
0.079 Sig. 0.028

Willingness to
Pay for Health
services quality
Improvements

Willingness to
Pay for Health
services quality
Improvements
0.051 Sig. 0.265

Social
Interactions
0.151 Sig. 0.001 0.141 Sig. 0.001
Perceived
Relevance of
Patient
Empowerment
0.058
0.022
0.038
0.041
R2
8.060
2.902
5.197
4.408
F
Table 5 Mediating test of Perceived Relevance of Patient Empowerment between Social Interactions
and Willingness to Pay for Health services quality Improvements (HP5)
The impact of social interactions above dynamic pricing acceptance was further analyzed by testing
a mediation effect for the perceived relevance of patient empowerment (HP6). In the analysis age,
gender and educational level were used as control variables.
HP6 (see table 6): results have shown that social interactions significantly and positively affect the
perceived relevance of patient empowerment (Beta 0.197 Sig. 0.000), that social interactions
significantly and positively affect dynamic pricing acceptance (Beta 0.093 Sig. 0.039) and that the
perceived relevance of patient empowerment significantly and positively accounts for dynamic
pricing acceptance (Beta 0.146 Sig. 0.001). The study then regresses social interactions towards
dynamic pricing acceptance by adding as a mediating variable the perceived relevance of patient
empowerment. Results demonstrate that Beta value for dynamic pricing acceptance in model 3 loses
its significance therefore, a mediation effect is registered thus HP6 is confirmed.
Variable

Model 1
Perceived
Relevance of
Patient
Empowerment
0.197 Sig. 0.000

Model 2
Dynamic
Pricing
Acceptance

Dynamic
Pricing
Acceptance

Model 3
Dynamic
Pricing
Acceptance

0.093 Sig. 0.039
0.066 Sig. 0.145
Social
Interactions
0.146 Sig. 0.001 0.134 Sig. 0.002
Perceived
Relevance of
Patient
Empowerment
0.058
0.036
0.049
0.053
R2
8.060
4.911
6.775
5.858
F
Table 6 Mediating test of Perceived Relevance of Patient Empowerment between Social Interactions
and Dynamic Pricing Acceptance (HP6)
In order to test HP7ab, a moderator effect was evaluated for gender.
HP7a: the moderator role of gender was considered in the relationship between the perceived
relevance of patient empowerment and willingness to pay for health services quality improvements:
H7a is not accepted (Sig. 0.554).
HP7b: the moderator role of gender was considered in the relationship between the perceived
relevance of patient empowerment and dynamic pricing acceptance: H7b is not accepted (Sig.
0.405).
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In order to test HP8ab, the role of age was tested as a moderator.
HP8a: the moderator role of age was considered in the relationship between the perceived relevance
of patient empowerment and willingness to pay for health services quality improvements: H8a is not
accepted (Sig. 0.389).
HP8b: the moderator role of age was considered in the relationship between the perceived relevance
of patient empowerment and dynamic pricing acceptance: H8b is not accepted (Sig. 0.530).
Results show that the relationships between the perceived relevance of patient empowerment and
willingness to pay for health services quality improvements and dynamic pricing do not significantly
change according to the differences in terms of gender and age.
Willingness to pay for health services quality improvements
As already explained, five were the possible improvements items where willingness to pay was
assessed. As shown in table 7, only in case of waiting time reduction the percentage of people willing
to pay exceeds 50%. The remaining four items still register relevant values of willingness to pay
(mean 42.72%).
WILLINGNESS TO PAY…
YES
NO
…to reduce waiting times
51.5% 48.5%
45.8% 54.2%
…to choose the doctor
43.4% 56.6%
…to choose where to book the appointment
41.9% 58.1%
…to directly contact the doctor
…to have more choice in terms of visit day and time 39.8% 60.2%
Total number of respondents: 528
Table 7 Percentages of respondents who would or would not pay for the assessed improvements
Dynamic pricing acceptance
The mean acceptance of dynamic pricing is 2.99 out of 7. As shown in table 8, the option to choose
the doctor registers the highest acceptance even if the difference between items is very limited.

Dynamic pricing
acceptance…

I find it a
wise idea

Mean values (scale 1-7)
I am
It would
It would
positive
make me
make me
towards it
more
calmer
satisfied
3.05
3.07
3.08

3.05
…to choose the doctor
…to reduce waiting
3.03
3.04
times
…to have more choice in
2.98
2.99
terms of visit day and
time
…to choose where to
2.96
2.96
book the appointment
…to directly contact the
2.93
2.94
doctor
Overall mean value
Table 8 Dynamic pricing acceptance mean values

Mean
Acceptance

3.06

3.02

3.04

3.03

3.00

2.99

2.99

2.93

2.94

2.94

2.91

2.95

2.93
2.99

Further analysis shows that acceptance is slightly higher in younger generations (for citizens aged
between 20 and 34 the average acceptance is 3.33 out of 7, while for senior aged above 65 is 2.50
out of 7).
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DISCUSSION AND CONCLUSION
The results of this study provide useful insights for Italian health care providers on pricing innovation
and service improvement, along with patients’ desires.
In fact, around half of the sample is willing to pay for healthcare service improvements: this value
looks relevant in a National Health Service where the principle of equal opportunities to service
access is culturally rooted among citizens. Specifically, citizens show on average a higher level of
willingness to pay to obtain a cut of waiting times. In general, this willingness has been quantified in
a payment between 10 and 25 euros in all the suggested items of improvement.
Also for the acceptance of dynamic pricing, the registered value is only apparently low as this
mechanism is still very unusual in the Italian health services provision. Therefore, the perception of
usefulness is on average quite limited but our results show the lack of strong cultural resistances.
Our research also provides a rationale for the role of patient empowerment in affecting citizens’
willingness to pay for health services improvements and their acceptance of dynamic pricing
scenarios in order to gain an increased degree of control on their own health. It also shows that the
level of patient empowerment perceived relevance is determined by social interactions. Results
therefore suggest that the increase of social interactions determines a growth in the willingness to pay
for health services improvements and the acceptance of dynamic pricing in healthcare. In addition,
the mediation effect that has been found suggests that the relationship of social interactions towards
willingness to pay for health services improvements and the acceptance of dynamic pricing are
strengthened by patient empowerment perceived relevance. Through the moderation analysis, it was
also demonstrated that gender and age do not play a moderating role in the relationship between
patient empowerment perceived relevance and willingness to pay and dynamic pricing acceptance.
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Marketing & Public Policy Conference 2020
Special Session Proposal
A Panel Discussion Devoted to the Journal of Public Policy & Marketing,
Special Issue on Political Activity and Marketing
The Journal of Public Policy & Marketing is currently processing manuscripts devoted to
marketing’s interface with political activities. The Special Issue is scheduled for publication in
the October 2020 issue of the Journal, which is designed to coincide with the U.S. Presidential
election. We expect the Special Issue papers to stimulate significant dialogue and future research
on pressing questions that occur at the marketing and political interface. This submission
proposes an MPPC Special Session devoted to the Special Issue topics and papers. Authors of
Special Issue papers, industry experts, and the Special Issue Guest Editors will comprise the
panel. The following document details these ideas.
Session Objective
The goal of this Special Session is to advance and inspire research at the intersection of
marketing and political issues. The Session would allow experts in these areas to overview their
work (to be featured in the Special Issue) and to engage in audience dialogue. We expect
particularly fruitful and lively conversation around how political activity affects both marketing
practice and consumer behavior, as well as how consumers and firms can affect political activity.
The session will be comprised of researchers whose work is anticipated to be included in
the upcoming JPP&M Special Issue on Political Activity and Marketing, scheduled for October
2020 publication.
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2
Structure and Orientation
The organization of the Special Session will follow a panel format. Panelists will include
the Special Issue Guest Editor Team, as well as participants whose manuscripts are advancing
through the review process of the Special Issue. Because revisions are ongoing, the names of
participants will be shared at a later date (prior to final program printing), once likely
acceptances to JPP&M become more apparent.
We envision the handful of academic panelists to be joined by one or more practitioners
who can provide insight from their perspective. The Special Issue Guest Editors would act as
moderators.
Participants
Special Session Moderators: Special Issue Co-Editors
Gautham Vadakkepatt
George Mason University
703.993.1227
(gvadakke@gmu.edu)

Daniel Korschun
Drexel University
215.895.1998
(dek46@drexel.edu)

Kelly Martin
Colorado State University
970.491.7269
(kelly.martin@colostate.edu)

Special Session Panelists: JPP&M Special Issue Contributors
To be announced as manuscripts progress through the review process.
Likely Audience
The Special Session is likely to attract an academic audience comprised of people that do
research, or are interested in learning more about research at the marketing-political interface.
We expect the session also could attract politicians and those working in government who need
to market their ideas positions, or candidates in a compelling way. Finally, we expect members
of the business community would find value in the Special Session owing to topical focus on
firm political engagement and the effectiveness of “taking a stand” on social and political issues.
Key Issues

150

2020 AMA Marketing and Public Policy Conference

3
Relevant questions that the panel may address include the following. We also invite more
organic audience interaction and spontaneous dialogue around any questions at the marketingconsumer-politics intersection.
Firm-side Questions:
• What factors lead a company to become politically active in today’s environment? What
role do marketing practitioners (e.g., CMO, product managers) play in corporate
decisions to lobby, contribute to PACs, or make political statements?
•

How does corporate political activity interface with specific marketing activities related
to value creation, value extraction, value delivery, and value communication?

•

How should firms respond to the consumer movements that involve their products or
services? Should firms play a more proactive role in consumer boycott/buycott
movements?

•

Can corporate political activity be used as an effective marketing tool? If so, in what
ways and what are the implications for consumers? What are possible short-term and
long-term effects?

•

How do corporate partners (e.g., supply chain, distribution channel partners, co-branding
partners, endorsers) respond to corporate political activity?

Consumer-side Questions:
• In what ways does a country’s culture influence whether and/or how a company engages
in political activity, and how consumers in these countries view such activities?
•

How do consumers react to firm’s corporate political activities? Under what conditions
are these activities viewed favorably? What factors create consumer disapproval?

•

How and why do consumers become involved in today’s boycott/buycott movements?
How do consumers view the effectiveness of measures designed to pressure companies
for their political leanings?

•

Do politically based buycotts or boycotts “work”? What methods are available for
evaluating boycott/buycott effectiveness?

•

In what ways do companies’ political activities create the potential for consumer harm?
How might researchers and policymakers measure and mitigate this harm?

Public Policy Questions:
• What is the effect of corporate political activity on regulation or other public policy
decisions (e.g., Coca-Cola and Pepsi opposing a soda tax in some cities)?
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•

Does corporate political activity have spillover effects for a firm’s competitors? If so,
what are the public policy implications for those firms, as well as for consumer welfare?

•

How does public policy interface with the marketing of political stances, viewpoints, and
ideologies by companies?

•

Should public policy play a greater role in regulating firm political activity than it
currently does? What are the salient issues involved with this important question?

•

What important characteristics distinguish corporate political activity from corporate
social responsibility? From other corporate social behaviors? How is public policy
situated in these different conceptualizations?

Contribution
Consumers, corporations, and a variety of other stakeholders have become increasingly
active in today’s political landscape. On the corporate side, companies spend billions to
influence government policies and shape political issues, typically through lobbying or through
political action committees (PACs) (e.g., Martin, Josephson, Vadakkepatt, and Johnson 2018).
Indeed, lobbying expenditures in the United States have roughly doubled since 1998 (from $1.5
billion to $3 billion), and contributions to PACs jumped from $220 million to $2.2 billion over
the same period (opensecrets.org). On various socio-political issues, it has become common for
companies to make statements or take actions, even when those issues may be controversial. For
example, when U.S. President Donald Trump announced a plan to shrink a national monument in
Utah, Patagonia announced its strong opposition to the decision on its homepage and through
social media; “The President Stole Your Land” read the headline. Other companies have entered
various political conversations taking stands on both sides of the debate: Apple has made
statements on transgender issues (Morris 2016), Pfizer on the death penalty (Ellis, McLaughlin,
and Alsup 2016), Facebook on immigration (Palmer 2015), Starbucks on race relations
(Starbucks 2015), and Salesforce.com on same-sex marriage (Vanian 2016).
Consumers too are becoming more political, with political ideology an increasingly
salient element of self-definition (Jost, Federico, and Napier 2009). Political ideology can spill
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over into marketplace behaviors when consumers view purchase (or lack thereof) as a means to
participate in the political system (Stolle, Hooghe and Micheletti 2005). Recent research links
complaining, disputing, and boycotting behaviors to consumer political ideology (Jung,
Garbarino, Briley, and Wynhausen 2017). Political ideology can influence the way consumers
engage companies, and has created a rise in consumer movements among people regardless of
affiliation. Although consumer activism and voting with one’s consumption are not new, this
type of consumer political engagement is experiencing a resurgence. Consumer movements
including the Ethical Consumer, #grabyourwallet, and 2nd Vote encourage and inform consumers
of ways to engage in a combination of boycott and buycott behaviors based on political ideology.
While consumers, companies, and other organizations are incorporating politics into their
respective thinking and behavior, there remains a relative dearth of research on the relationship
between these political activities and marketing. Likewise, although public policy implications
are embedded in questions of this nature, research is needed to better map the role public policy
plays in the complex interface between political activity and marketing. Scholarly inquiry into
the public policy consequences of both firm and consumer political activity is greatly needed. In
sum, this call aims to fill the broad gap in political activity research in marketing by encouraging
a wide range of firm-side, consumer-side, and public policy submissions.
Finally, we hope the Special Session can bring attention to the Special Issue, and spur its
contribution to the larger societal conversation currently happening around the role of marketing
in our political processes. As is it developing, the Special Session looks to feature research on all
aspects of political activity from a marketing perspective using diverse methodological
approaches including empirical and conceptual, organizational- and individual-level, and both
qualitative and quantitative.
References
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PUSHING THE ENVELOPE? THE INTERSECTION OF BRAND VULGARITY AND
TRADEMARK LAW
Laurel Aynne Cook, West Virginia University
Merlyn Griffiths, University of North Carolina, Greensboro
Sarah Lefebvre, Murray State University
Andrea Scott, California Baptist University
Channelle James, University of North Carolina at Greensboro
For further information, please contact: Laurel Aynne Cook, Assistant Professor of Marketing,
West Virginia University (Laurel.Cook@mail.wvu.edu).
Keywords: brand vulgarity, trademark law, regulatory environment, branding
Description: Our research explores how U.S. companies have developed and launched vulgar
brand names in a potentially outdated regulatory environment.
EXTENDED ABSTRACT
Research Question
Worldwide trademark offices are tasked with making an increasing number of decisions
regarding applications for trademarks with vulgar brand terms. In Australia, the Trade Marks Act
of 1995 allows officials to reject trademark applications that contain or consist of scandalous
matter (Scardamaglia 2014). Similarly, the United States Patent and Trademark Office (USPTO)
can refuse to register a brand’s trademark application if the mark consists of or includes
“immoral, deceptive, or scandalous matter” (TMEP 2018). Has global trademark law failed to
evolve or are brands pushing the envelope too far?
The use of expletives and derogatory terminology in the naming structure of companies,
products and brands is a growing trend in the marketplace. This strategy serves to break through
the clutter, capturing the interest of the intended audience, and increasing the possibility that the
company, products, and brands are noticed. We identify this strategy as brand vulgarity. Brand
vulgarity refers to the use of sexual, derogatory, insulting, and obscene referents in branding.
This comprises referents socially determined as profanity, obscenity, or indecent terminology as
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elements (i.e., name, taglines, logos/symbols, URL’s, et cetera) used to identify a company, its
products and brands (Griffiths 2018). In response, we are interested in addressing the policy
implications of brand vulgarity by exploring its recent legal development in the United States.
Method and Data
To gain perspective on firms’ motivations for using and trademarking vulgar names, 25 brands
were identified by the research team. The brands encompassed a variety of product categories
including alcoholic beverages, restaurants, cosmetics, food products, clothing, and media. Each
company was contacted directly via email or phone and asked to participate in a brief interview.
A guided protocol was given to the 15 companies who responded. The semi-structured interview
included the following ten questions: (1) How did you come up with your brand? (2) What
reasons were used to justify your brand? (3) How did you expect consumers to respond to your
brand? (4) What valence did you intend the brand to have (positive, negative, neutral)? (5) How
has your brand name been received by customers? (6) Have you been/ were you featured in
local news? (7) How do you advertise? (8) Have you received criticism about your brand/image?
(9) How do you respond to negative criticism about your brand name/image? (10) Has popular
press about your brand (name) been favorable (or not)? For brands that could not be reached,
information was collected on their websites if available (e.g., “history” or “about us” sections).
Data from all interviews and websites were compiled to form the complete data set.
Summary of Findings
The data were analyzed by the research team using an iterative coding process (Strauss and
Corbin, 1988). First, the data was assessed line by line using open-coding to identify similar
concepts. Next, axial coding was used to identify common themes, which were then combined
into categories. Initial results demonstrate mixed responses (e.g., positive, negative) and potential
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dimensions for the development of this construct. Motivation for such brands includes strategy
(e.g., attention) and expression (e.g., intuitive interpretation). Interestingly, some brands use
vulgarity as a metaphor for empowerment. Andi Zeisler, co-founder of Bitch media says “We
know that not everyone’s down with the term. Believe us, we’ve heard all about it. But we stand
firm in our belief that if we choose to re-appropriate the word, it loses its power to hurt us. And if
we can get people thinking about what they’re saying when they use the word, that’s even
better.”
Overwhelmingly, we found that the motivations for adopting brand vulgarity were without
malicious intent. In some cases, the owners of these brands may have had little knowledge about
the actual stipulations of the law. Results show how the motivations to create and trademark
vulgar brands align more with the Free Speech Clause of the First Amendment and not counter to
the Trademark Act.
Key Contributions
Recent U.S. Supreme Court rulings, in addition to less permissive developments in trademark
law across other parts of the world, provide timely updates for companies with vulgar brand
names. Will other, similarly prohibited language, also be designated as unconstitutional? Is the
prohibition of disparaging, scandalous, and immoral marks truly on the decline? With tests of
these marks described as arbitrary and applied inconsistently by policy officials, will it be up to
the market and its consumers to regulate brand vulgarity? Trademark lawyers have suggested
that the Iancu v. Brunetti (2019) ruling may encourage increasingly vulgar, profane, or obscene
brand names, but that “the marketplace would probably impose a kind of regulation” (Savage
2019, p. 3). The implications of brand vulgarity continue to be important for policy makers,
marketers, brand owners, and consumers.
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RE-ENVISIONING RETAIL THEORIES: VERTICAL RESTRAINTS AND RESALE
PRICE MAINTENANCE

Riley T. Krotz, University of Tennessee
and
Gregory T. Gundlach, University of North Florida

Contact info: For further information, please contact Riley T. Krotz, Ph.D. Candidate |
Marketing, University of Tennessee, rkrotz@vols.utk.edu
Key terms: Resale price maintenance, marketing strategy, competition policy, antitrust law,
marketing and society
Description: This research demonstrates the unique ways in which marketing can contribute to
public policy and law involving competition.

1
158

2020 AMA Marketing and Public Policy Conference

EXTENDED ABSTRACT
Research Question. Competition is a critical element of a firm’s competitive strategy,
and competition also benefits consumers by promoting lower prices, increasing product choices,
and encouraging innovation. In conjunction with other competitive strategies, decisions
involving marketing and retail strategy compose the way in which a firm competes. However,
despite these integral linkages, marketing research has not played a significant role in public
policy toward competition (Gundlach and Krotz 2020; Gundlach, Frankel and Krotz 2019).
Recognizing this gap, stakeholders have called for a multidisciplinary approach to policy and law
involving competition (Leary 2003). Responding to calls for multidisciplinary research on the
public policy implications of competition, we examine the capacity of marketing thought and
practice to inform and enrich this important area of public policy and law. For our examination,
we focus on the increasingly common, yet controversial, practice of minimum resale price
maintenance (hereafter, RPM).
Summary of Findings. Our research documents that developments in marketing and
retailing thought and practice have not been an important part of existing understanding of RPM.
Consequently, to the extent correct, insights derived from our research should be useful to
multiple stakeholders involved with RPM. These stakeholders include public policy officials
tasked with developing policies or investigating the merits of RPM, marketing professionals
contemplating RPM or currently managing RPM policies, academic researchers interested in
studying the use and effects of RPM, and members of society at large who purchase and
consume goods subject to RPM.
Key Contributions. Public policy officials should find our research useful when
developing competition policy, prioritizing enforcement efforts, and adjudicating legal claims

2
159

2020 AMA Marketing and Public Policy Conference

involving RPM. Knowledge of the circumstances in which the procompetitive free rider thesis or
the anticompetitive forestalling competition thesis is more, or less, likely to apply can inform
development of more nuanced and effective public policy toward RPM. Policymakers have
called for industry-specific RPM legislation based upon the knowledge that RPM has been found
to be more prevalent in some industries (Gundlach and Krotz 2016). Our research offers insights
for identifying these industry settings. Similarly, knowledge of the circumstances in which each
theory is more, or less, likely to apply can assist enforcement officials in distinguishing and
prioritizing settings where anticompetitive versus procompetitive use of RPM is more likely to
be found. Academic researchers in marketing and related fields should similarly find our
research helpful. The developments examined through our research encompass diverse literatures
in marketing that have potential to advance knowledge of RPM. For these researchers, our
research reveals the nature and types of opportunities that await them should they turn their
efforts toward public policy and societal questions involving competition, and particularly RPM.
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SOCIAL MEDIA AS A POLITICAL BRANDING PLATFORM:
THE CASE OF PRESIDENT DONALD J. TRUMP
Ron Hill, American University

Aronte Bennett, Villanova University

Contact Information: For further information, please contact Ron Hill, Dean’s Professor of
Marketing and Public Policy, American University (ronhill@american.edu).
Key Words: Trump, tweets, political communications
Descriptions: This presentation explores the use of social media by President Trump to establish
and maintain his public brand.
EXTENDED ABSTRACT
Research Question
Our principal research goal is to evaluate the particular case of President Trump’s social
media usage and advance a holistic understanding of how he shaped and modified his public
brand. Specifically, we examine two years of his Twitter activity, the year prior to and the first
year of his presidency as a reasonable sample, accounting for more than 6,000 tweets. We use
several methods in tandem, with an emphasis on results that show how his language choices over
time appear to hammer home themes about himself versus others who are either inside or outside
his brand definition. This tactic is more than just use of contemporary media; it attempts to
energize, embolden, and isolate a brand public beyond political advertising. Thus, embedded in
his tweets are a variety of topics and discussions that have in common themes that bolster the
self, while likewise benchmarking against real or perceived opponents. The presentation closes
with implications for social media as a brand defining tool, especially within a political context.
Method and Data
Our analyses followed four phases. First, word clouds were generated for the time
periods under consideration and across combinations. The second phase involved examining the
proportion of tweeted words comprised of keywords identified by word clouds, using statistical
analyses to determine if significant differences occurred across time periods. Third, a computer
text analysis program was used to examine linguistic dimensions of the President’s tweets. The
final phase was qualitative and sought thematic underpinnings and theoretical meanings of his
keywords, as we looked for exemplars that associated them with descriptive language,
illuminating intended/unintended brand messages. More on method is available.
Summary of Findings
Our final analysis was a thematic appraisal, with tweets read in their entirety to have a
fuller understanding of content and direction, and to allow theory and practice to guide our
interpretation. The three categories are interrelated, and substantive issues and their theoretical
explanations flow from previous analyses and include narcissism, trust, and virtue. These three
1
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themes are summarized by Campbell’s (1968) conceptualization of the hero’s journey,
emphasizing virtuousness that will save American people and his narcissism that suggests no one
else can do the job. This journey begins with his call to adventure in the year prior to entering
the White House, as he embarked on a journey to protect U.S. democracy from political parties
and their operatives. In his second year, he embarked on the road of trials, as evidenced by his
frequently using words Fake, Democrats, honor, and cut. This aspect of the journey combines
themes of narcissism and trust into his pursuit of greatness despite roadblocks to success.
Mythmaking associated with the hero’s journey requires these stages, which can be identified in
the presentation of President Trump’s public political brand. For example, his coming from the
outside, mundane world of business to rescue American public from ravages of the DC
“swamp,” Republican political candidates seeking the office to keep him from meeting his
destiny, entering the office only to find democrats and the news media seeking to impede his
ability to follow his virtuous path, and continued perseverance over time despite impediments.
Statement of Key Contributions
One important question for policy scholars and professionals is whether the field is facing
a wholly different environment associated with the rise of social media, or whether this context is
more of the same and similar to broadcast media of the past. Our results show, at least in the case
of tweets by President Trump, that he does repeat a common tactic from the past of placing
himself in the most positive light and showing his detractors/opponents in a negative fashion.
Whether these social media portrayals are less positive than previous elections and/or have
reached a new low in political communications (Hill, Capella, and Cho 2015 provide a protocol)
is not relevant to our research objectives. However, it appears that major shifts from traditional
media to social forms of media by politicians may have a dramatic impact on how the voting
public gathers and views information about candidates. While differences have much to do with
changes in media usage, our results provide additional specificity to this discussion.
References and the full paper are available on request.
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1. TITLE: TESTING THE RELATIVE EFFECTIVENESS OF FOUR FORMS OF
CHOICE ARCHITECTURE TO INCREASE CONSUMER PREFERENCE FOR
GREEN PACKAGING
2. Authors:
o Jaisang Kim, University of Hawaii at Manoa
o Sakawrat Kitkuakul, University of Hawaii at Manoa
o Dana L. Alden, University of Hawaii at Manoa
3. Contact info: For further information, please contact Jaisang Kim, Mr.,
jaisang@hawaii.edu.
4. Keywords: sustainability, green products, defaults, active choosing, norms
5. Description: This paper compares the relative effectiveness of four forms of choice
architecture (active choosing, default alone, default-plus-prescriptive norm message and
default-plus-descriptive norm message) to increase consumer preference for green
packaging
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EXTENDED ABSTRACT
Research Question
While default choice architecture is generally thought to nudge consumers toward pro-social
and/or pro-environment product choices, studies have found that active choosing is equally or
more effective when consumers are asked to choose between a green versus non-green service
alternative. However, the relative effectiveness of default versus active choosing architectures
has not been compared in the context of green / non-green packaging choice. Thus, the first
objective of this study is to extend the extant literature by comparing the relative effectiveness of
active choosing versus the default method in terms of encouraging consumers to choose more
expensive biodegradable over plastic packaging for take-out food. Specifically, this research
project investigates a potential market-based approach that may help small-to medium sized food
retailers reduce their dependence on plastic packaging by encouraging consumers to pay a small
additional amount for the “greener” packaging alternative. The study’s second objective is to
determine whether inclusion of prescriptive and social norms can strengthen the default
approach to the point where it is as or more effective than active choosing. To answer these
questions, the authors investigate the relative effectiveness of active choosing, the default option
alone, and the default option strengthened by prescriptive and descriptive norms.
Method and Data
Three hundred and ninety-four consumers (205 females) were recruited to an online experiment.
Participants were asked to think about having Thai take-out food for dinner from a fictitious
restaurant, “Thai Express.” Participants selected three dishes from an online menu ($9 per item;
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total of $27). They then chose a plastic container for no extra charge or a biodegradable
container for $.35 more.
Next, participants were randomly assigned to four conditions: default alone, active choosing,
default-plus-prescriptive social norm frame, or default-plus-descriptive norm frame. For
example, in the default condition, the “biodegradable container” was pre-marked as the preferred
option. This condition read, “Thai Food Express serves up to 3 take-out items in biodegradable
containers for $.35 extra. However, you can switch to plastic containers for no extra charge. If
you want to switch, please change the selection to the second option below”. In the default-plussocial norm condition, the prescriptive or descriptive frame was included before the pre-marked
default choice set. Active choosing presented the options only and asked participants to choose
their preferred packaging option. The outcome measure was the percentage of biodegradable
containers selected in each condition. Random assignment proved effective and manipulations
checks indicated awareness of the assigned condition.
Summary of Findings
In line with the default literature in a sustainability context, active choosing was as effective as
the default option alone in terms of encouraging choice of the costlier green take-out packaging.
A higher percentage of consumers who received the default-plus-descriptive frame choose
biodegradable take-out containers than those who received the default option alone. In
comparison, a higher percentage of consumers who received the default-plus-prescriptive frame
choose the biodegradable packaging option compared to both the default option alone and active
choosing strategy . While strengthening the default with prescriptive and descriptive norms may
increase the preference for green packaging, the analysis revealed a significant backfire effect.
Consumers exposed to the default-plus-descriptive norm frame expressed a higher reactance than
3
165

2020 AMA Marketing and Public Policy Conference

those in the default-alone condition. In addition, consumers exposed to the default-plusprescriptive norm frame expressed significantly more negative attitudes toward the Thai food
brand and higher reactance to the overall experience.
Statement of Key Contributions
This study contributes to the marketing and public policy field in the following ways: First, the
research contributes to theory by extending the default and active choosing literature. To our
knowledge, this research is the first to examine potential ways to strengthen default choice
architecture through the use of social norms. The study also introduces a different context within
the sustainability domain. While previous research has often focused on intangible green energy
service outcomes, this study measures intentions to purchase green versus non-green consumer
goods (i.e., plastic packaging). Second, from a managerial perspective, the authors provide an
approach that small-to-medium sized food retailers can use to proactively transition their
businesses to more sustainable product packaging. Third, the research offers policymakers
insights on possible market-based strategies that can encourage food retailers to practice
sustainable marketing in preparation for or in lieu of formal legislation.
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THE IMPACT OF POLITICAL SHOCKS AND POLITICAL HOMELESSNESS ON
POLITICAL ACTIVISM
Elizabeth Gratz, West Virginia University
M. Paula Fitzgerald, West Virginia University
Emily Tanner, West Virginia University
Contact Information: For further information, please contact Elizabeth Gratz, PhD student
(etgratz@mix.wvu.edu).
Keywords: political activism, surveys, text analysis
Description: Using multiple methods, we define and examine the impact of political shocks.
EXTENDED ABSTRACT
Research Question: How do political shocks and homelessness impact political activism and
rhetoric?
Method and Data: Survey data was collected via Amazon Mechanical Turk soon after Supreme
Court Justice Brett Kavanaugh’s confirmation and analyzed using Smart-PLS. Tweets from three
accounts (MeToo, the National Federation of Republican Women and the National Federation of
Democratic Women) were analyzed via DICTION during time periods before, during and after
the Kavanaugh confirmation process.
Summary of Findings: Both political shocks and homelessness can result in a consumer feeling
a fight or a fear response, and both, in turn, increase political activity. On the other hand,
homelessness can increase freezing behavior, which, in turn, reduces political activity. We find
that tweets from the MeToo movement and the National Federation of Republican Women were
more certain and showed more commonality in purpose than did the National Federation of
Democratic Women. The Republican Women’s activity score dropped dramatically after Judge
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Kavanagh’s confirmation, primarily due to the fact that that their tweets contained a great deal of
praise.
Key Contributions: We expand theory to include relatively new concepts within the U.S.
political arena – political shocks, political aftershocks and political homelessness—finding that
each is uniquely related to the level of political activism taken by individuals. This political
activity is of importance to marketing and public policy for several reasons: (1) political activity
is part of the catalyst for changes in public policy, (2) political activity is well within the domain
of marketing as exchange (time/energy is exchanged for ideas) and (3) the 2020 election is
dependent on voter motivation and political activity.
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Extended Abstract
TITLE: The Nutrition Elite Revisited: The Role of Chilean-Style and Traffic Light Front-ofPack Nutrition Labels
Author Names, University Affiliations:
J. Craig Andrews, Marquette University
Scot Burton, University of Arkansas
Jeremy Kees, Villanova University
Richard G. Netemeyer, University of Virginia

Contract Information: For further information, please contact Craig Andrews, Professor and
Kellstadt Chair in Marketing, Marquette University, craig.andrews@marquette.edu.
Keywords: Nutrition Labeling, Front-of-Pack (FOP) Food Warnings, Nutrition Knowledge
Description: Given the high rate of obesity in the U.S. (39.8%), and the associated risks of
coronary heart disease, type 2 diabetes, stroke, and cancer (CDC 2020), providing more effective
and easier-to-use FOP symbols are important objectives in improving public health.

EXTENDED ABSTRACT
Research Questions – Will the recent Chilean-style front-of-pack (FOP) food warnings be more
effective for primary food shoppers than the traffic light, guideline daily amounts (TL-GDAs) for
nutrition accuracy, product healthfulness, perceptions of negative nutrients, product attitudes,
and purchase intentions? Will such effects vary in the presence of the Nutrition Facts Panel
(NFP)? More importantly, will such FOP effects depend on important moderators, such as
objective nutrition knowledge? When appropriately designed for the targeted audience, warnings
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can be effective in communicating health risks (Andrews 2011 in Communicating Risks and
Benefits). Yet, FOP warnings may be more effective for evaluative responses (healthfulness,
nutrient perceptions, attitudes, intentions), whereas nutrient-specific FOP guidelines might
perform better for consumer understanding and education (e.g., nutrition accuracy; Andrews,
Burton, and Kees 2011 JPPM; Newman et al. 2018 JAMS). Our study seeks to address these
important research questions affecting public health policy.
Method and Data – Following screening for primary food shopper and product usage, two
pretests of 153 and 163 primary food shoppers were used to test Chilean FOP warning colors and
NFP formats. The pretest and main study samples used four age quotas based on U.S. Census
data and were split evenly on gender. The main study was comprised of 711 primary food
shoppers using a professional, online, nationwide research firm, whereas the two pretests used
Amazon mTurk. The primary food shoppers were recruited and interviewed according to
generally-accepted principles for advertising research. The respondents received instructions to
examine both the front and back of a mock, mixed-nutrition level, chicken dinner package and
respond to all questions. They then were randomly assigned to one of six treatment conditions
(FOP: Chilean, Traffic Light, or none; NFP: present, absent) displaying realistic front and back
panels in full color before responding to key measures. These measures included nutrition
accuracy, perceptions of healthfulness, negative nutrients, attitudes, intentions, objective
nutrition knowledge and demographics. A MANOVA with SNK contrasts was used for the
analysis. Given the number of dependent measures in the analysis, a median split (at 6) was used
on the 16-item objective nutrition knowledge scale.
Summary of Findings: Based on the first pretest, and actual usage in Chile, we elected to use
the black stop signs with white lettering for the main study. A second purpose of the first pretest
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was to assess the reliability of the 16-item objective nutrition knowledge scale (based on
Andrews et al. JM 1998), and it displayed adequate reliability. Based on the second pretest, and
consistent with the TL-GDAs providing Daily Values (DVs), and the DVs in the Nutrition Facts
Panels, we elected to use the Chilean FOP symbols with DVs (“Chilean-GDAs”) for the main
study. Our main study findings indicate that the Chilean FOPs were more effective in impacting
perceptions of healthfulness, negative nutrients, attitudes, and intentions, whereas the Traffic
Light FOPs were better for nutrition accuracy. These effects were heightened for those with
greater (as opposed to lower) objective nutrition knowledge (i.e., "the nutrition elite").
Statement of Key Contributions: Given the high rate of obesity in the U.S. (39.8%), and
associated risks of coronary heart disease, type 2 diabetes, stroke, and cancer (CDC 2020),
providing both more effective and easier-to-use FOP symbols are important objectives in
improving public health. Our research shows that the type of FOP format matters depending on
the specific objective. If targeting high levels of negative nutrients (saturated fat, sodium) is
important, then Chilean-type warnings tend to be better. If increasing consumer education about
a wider set of important nutrients (good and bad) is the focus, then traffic lights might be
preferred. These effects are heightened for the higher knowledge “nutrition elite,” making it
challenging for agencies (e.g., FDA’s CFSAN) and food companies to assume that there is one
consistent and “best” standard solution. Yet, the hope is that the FOP symbols can at least
increase the ease of use for those who might need it the most. No doubt, other nutritional stimuli
and levels, products, nutrients, and samples could be examined in the study of the most effective
FOP formats for consumers. We also encourage researchers to test other important moderating
and mediating variables (e.g., numeracy, prior health and brand loyalty/prior usage).
References are available upon request.
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A BEHIND THE SCENES LOOK ON STUDIES OF VULNERABILITY: THE
IMPORTANCE OF CONTEXTUALIZING VULNERABILITY
Laurel Steinfield, Bentley University, USA
For further information, please contact Laurel Steinfield, Assistant Professor, Bentley
University, LSteinfield@bentley.edu

Keywords: vulnerability, research methods, marketplace inclusion, intersectionality

Description: Going behind the scenes to reveal how we study vulnerability, and by
comparing different research contexts, we raise questions about what are appropriate and
inappropriate methods and solutions when it comes to vulnerability and consumers.

EXTENDED ABSTRACT OF SPECIAL SESSION
The purpose of this session is to problematize what it means to study vulnerability, to
consider some ‘best practices’, yet to also note how these might need to be nuanced
pending the context and consumers involved. Through five researchers sharing ‘behind
the scenes’ realities of their research projects, we are able to assess how differences
matter and in what way. The short presentations given contrast research contexts,
including vulnerable consumers in developed countries (incarcerated men, residents in
gentrifying neighborhoods) and developing countries (low-literate, subsistence female
prosumers, financially vulnerable cocoa farmers, and refugees), and the different
methodological approaches used. Doing so sets the scene that will be used to foster a
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dialogical process with attendees. In getting audience members and presenters to share
their insights, and to grapple with some hard questions about invisible, problematic
assumptions we may adopt and implications variances in vulnerability has for our
research process and potential solutions, we aim to advance the field and scholarship
related to vulnerability.

MAXIMUM SECURITY PRISONERS AS VULNERABLE CONSUMERS:
NOTES FROM THE FIELD
Ron Hill, American University, USA

The study of vulnerability among various “consumers,” including incarcerated men in the
prison discussed here, requires a deft hand for many reasons. First, there is the question
of trust, which cannot be taken for granted. While these men are often desperate for
someone to listen to and advocacy for them, they have been marginalized and
dehumanized to the point that they have few positive feelings about people of higher
status inside and outside their prison. Thus, the research project with incarcerated men
required continuous commitment (100 visits) and efforts to work with them (about 50 to
75 men) over a four-year period to create and maintain positive relationships. Second, the
use of participatory action research (PAR) protocols were also required so that these men,
referred to as “Gramercy Gentlemen,” believed that they were fully-engaged partners
who not only helped design the research and establish its objectives, but who were

2
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signatories on the final work and had a voice in what was going to be said to external
publics.
Third, the researcher’s mindset had to be different. Vulnerability is not
experienced at a particular point in time, but may wax and wane according to resources
and access to resources that exist in one’s consumption environment. Likewise, different
roles and places within the prison yielded different levels of access, and they had to be
accounted for in their totality to understand vulnerability. For instance, a prisoner might
receive modest amounts of food as a resident of the prison during mealtimes, but when
they are a kitchen worker they have greater access to preferred items that supplement
formal offerings. Finally, the men experienced levels of resources differently according
to their coping strategies, which often moved to non-defensive methods that viewed
material goods as less essential the longer they were locked up.
The implications of this research for solutions is that it demonstrates the need for
a re-humanization project that takes incarcerated people and allows them to seek new
identities based on normal human desires to make their decisions and to seek a better
future. Similar to our PAR methods, tackling vulnerability requires enabling people to
have a voice and to be given opportunities to reshape their lives. Otherwise they risk
remaining vulnerable to inequitable treatments in society at large. See the articles by Hill
et al. (2015) and Hill, Cunningham and Gramercy Gentlemen (2016) for more details.

STUDYING VULNERABILITY IN SUBSISTENCE CONTEXTS: WORKING
WITH LOW-LITERATE PROSUMERS
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Laurel Steinfield, Bentley University, USA
Diane Holt, University of Leeds, UK

In the rural areas of Kenya, subsistence farmers, or what we term prosumers, depend on
crop yields, grown on small land plots, to secure sufficient food to feed the family and a
surplus to eke out a living. Due to patriarchal practices, agricultural prosumers are overrepresented by women who are expected to grow the food to feed the family and earn a
bit of income to cover key expenses (e.g., children’s education). Due to the effects of
climate change, their livelihoods have increasingly been put under strain (Steinfield and
Holt 2019a). Our research project focused on understanding why these subsistence
prosumers did or did not adopt a number of social innovations that could reduce their
vulnerability to the effects of climate change. These innovations included: techniques
related to conservation agriculture (CA); water ponds that could decrease their
vulnerability to erratic rainfalls and help them supplement their family food (through
enabling kitchen gardens); and easy to reproduce solar cookers.
Our research entailed building strong relations with gatekeepers and community
members, often sharing about our own lives in order to level the power dynamics
between the researcher and those being researched. Despite these relationship, we found
that many prosumers did not consistently implement the CA techniques, even though
their limited implementation of these techniques (on small plots) had demonstrate to them
the positive impact of CA. While this might be put down to the top-down approach of the
activity, when we engaged the community groups in a more participatory manner in
which they ‘owned’ the implementation of the intervention—a simple solar cooker they

4
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could reproduced or the building of their own personal water ponds—we noticed a
distinct difference between those who took a hold of the opportunity (those high in
literacy skills) versus those who seemed unable to grasp the product’s potential benefits
(those low in literacy skills). Our findings reveal cognitive predilections that can limit
subsistence prosumers’ ability to grasp the abstractive thinking required for implementing
projects and raise questions about the appropriateness of participatory action research
methods. Our findings also highlight the importance of difference in physical capabilities
that can increase vulnerabilities (i.e. elderly women not able to dig water ponds) and time
poverty dynamics (Steinfield and Holt 2019b). Combined, our takeaways stress the need
for policy makers and marketers to adopt an intersectionality perspective when
implementing solutions. Otherwise solutions, even those that adopt PAR, risk
perpetuating divisions between those that have the capabilities to enact solutions and
those who, due to structures of sexism, classism, and assumption of bodyism and
cognitive abilities, may struggle.

FINANCIALLY VULNERABLE SUBSISTENCE MICRO-ENTREPRENEURS
(COCOA FARMERS)
Charlene A. Dadzie, University of South Alabama, USA
Kofi Q. Dadzie, Georgia State University, USA
Charles Blankson, University of North Texas, USA
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Our study of Ghanaian cocoa farming subsistence micro-entrepreneurs informs the extant
body of research on financial vulnerability (Dadzie et al. 2013). These individuals are
uniquely positioned in the cocoa value chain as upstream suppliers. Our inquiry involved
interviewing cocoa farmers in cocoa producing regions of southern Ghana, West Africa.
Given our historical understanding of the protracted agricultural production and
financial services landscape, we took care in developing interview questions that probed
the dynamics of produce selling and financial services consumption in this rural context.
The use of long interviews allowed farmers to explain their perceived financial
vulnerability as well as to talk about hardships, difficulties, and even occupational pride
associated with being a cocoa farmer. Using the local language and emphasizing that our
data collection may serve as a voice mechanism in crafting policy changes, helped to
create trust. Additionally, leveraging the social networks of the chief farmers in our data
collection location created a sense of legitimacy and increased farmers’ willingness to
share their experiences with us.
Our interview data revealed that financial vulnerable consumers have low trust in
formal banks, view formal bank interest rates as unfair and overly costly, and experience
stress and concern about being unable to pay back loans. As a remedy, policy makers
should facilitate the expansion of financial technology including mobile financial services
and ensure that mobile money users have the literacy and numeracy skills required to
engage with mobile money.
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VULNERABILITIES, METHODS AND SOLUTIONS IN SUBSISTENCE
MARKETPLACES WITH EXTREME DEPRIVATION: THE CASE OF A
REFUGEE SETTLEMENT IN UGANDA
Madhu Viswanathan, Loyola Marymount University, Los Angeles, USA,
Robert Arias, John Carroll University, USA,
Arun Sreekumar, University of Illinois, Urbana-Champaign, USA,
Roland Gau, National Chiao Tung University, Taiwan

The stream of literature related to subsistence marketplaces has examined a number of
contexts from urban to rural to tribal (Viswanathan 2013). But perhaps the most distinct
in some ways has been studying refugees in a settlement in Uganda. Reaching refugees
in-person poses a unique set of issues. In engagements, an empathetic perspective is key.
The circumstances demand that questions be appropriately tailored. Asking refugees
some questions such as their hopes and aspirations for the future seems cruel. Moreover,
because they are vulnerable to a myriad of risks, these engagements must be done in a
way that takes additional precautions to protect identities. Seeking consent is but one part
of this element. There are higher considerations than their permission. Thus, despite
obtaining consent, we constantly asked ourselves if there was even a one in a million
chance of endangering them because of the stories they told us. These conditions mean
that popular methods for studying vulnerability in other contexts, such as participatory
research approaches, may be well intended but often are not the ideal approach. Coming
up with insights in a public arena may be particularly difficult as this runs the risk of
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compromising refugees, who are powerless even in comparison with those living in
poverty.
Refugees face unique sources of extreme vulnerability. Even beyond abject
poverty is the extreme marketplace exclusion they face for both consumption and
livelihood. The nature of solutions thus shifts in a number of ways, requiring support
from formal entities, alongside building from the bottom-up, through community level
entities driven by refugees. Both need to enable marketplace inclusion.

STUDYING VULNERABILITY, DIVERSITY AND FAUX-DIVERSITY IN
GENTRIFYING NEIGHBORHOODS
Vanessa G. Perry, The George Washington University, USA
Sonya A. Grier, The American University, USA

Our research illuminates the challenges of researching vulnerability among consumers
who are longstanding residents of gentrifying neighborhoods. We found that many of
these consumers, particularly those that face social, political and/or economic
disadvantage alongside marketplace exclusion, may result in a level of vulnerability of
which they may not be aware (Grier and Perry 2018).
To unearth these vulnerabilities required that we adjusted our approach. Because
the popular media and even the scholarly debates are often based on ‘victim’ and ‘pull
yourself up by your own bootstraps’ narratives, we recognized that consumers may not
view themselves as vulnerable, and in fact, they may actively avoid characterizing their
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circumstances in these terms. Accordingly we conducted depth interviews to explore
perceptions of neighborhood diversity, consumption behaviors and social interactions. It
was critical to establish a comfortable rapport and to avoid biasing the results with the
typical clichés that accompany discussions about gentrification.
Based on our findings, we introduced the concept of ‘faux-diversity,’ which
essentially refers to diversity without inclusion. Faux-diversity results from an imbalance
of social, political and economic clout. This leads to tensions and mistrust, uneven
access to resources and representation, a lack of social interaction between groups, a lack
of a sense of community, and consumer vulnerability. These findings illuminate the
conflicting priorities of revitalization versus preservation of the cultural and social
identity and composition of the area. We argue that there is a need for solutions that are
focused on providing inclusive access to consumption opportunities across all market
segments.
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A BUSINESS SCHOOL WITH LOANS: EMPOWERING WOMEN THROUGH
MICROFINANCE
Kristin Scott, Minnesota State University, Mankato
Leslie Koppenhafer, Boise State University
Mark Mulder, Pacific Lutheran University
Todd Weaver, Point University
Contact Information: “For further information, please contact Kristin Scott, Professor of
Marketing, Minnesota State University, Mankato (kristin.scott@mnsu.edu).”
Keywords: empowerment, microfinance, poverty alleviation, base-of-pyramid consumers
Description: This research explores how a different microfinance model can be used to
empower women to help alleviate poverty.
EXTENDED ABSTRACT
Research Question
Economic growth remains the best instrument in reducing poverty, particularly when the
people living in poverty can participate in the growth and its proceeds. Research shows that
empowering people to help themselves is more likely to result in lasting poverty alleviation than
practices that address the symptoms of poverty (Kotler, Roberto and Leisner 2006). The current
research examines poverty alleviation through empowerment and education. We examine one
non-profit’s efforts in Oaxaca, Mexico, to address the needs of local indigenous women by
conducting interviews with 25 women who are past, current, or potential participants in the nonprofit’s programming. The non-profit, EnVia, offers no-interest loans to indigenous women
entrepreneurs. The organization differs from other microfinance operations in two keyways.
First, EnVia seeks to educate first, and then to offer financing. Second, EnVia is mostly
financially self-sufficient through its responsible tourism initiatives. Results revealed themes
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demonstrating the uniqueness of the non-profit’s transformative value creation approach to
poverty alleviation. The research helps answer the call to action by Fisk et al. (2015) to
understand the service practices targeted towards Base-of-Pyramid (BoP) consumers and
disseminate best practices.
Method and Data
To conduct the research, a group of researchers visited Oaxaca to understand EnVia’s
programs and impact. The research team worked in seven distinct communities and conducted
over 25 interviews for a total of approximately 800 minutes of recorded content. Borrowers
represented one of four different experiences with the organization: (1) borrowers new(er) to the
program, (2) borrowers with 3+ years of experience, (3) borrowers who started and later left the
program, and (4) potential borrowers who considered the program though chose not to
participate. The interviews took place in the indigenous communities in which the entrepreneurs
lived and ranged in length from 30-60 minutes. After the informed consent process, the semistructured interviews proceeded with translators and included approximately 20 questions.
Sample types of questions included how they had heard about the organization and why they had
joined, and if they hadn’t joined, what other methods they used to find funding for their business.
The women were also asked questions about their business, how they spent the loan money, and
their goals for their business. Upon completion of the interviews, recordings were transcribed.
Interview transcripts were analyzed and coded using the software program NVivo 11.0, and
common themes were identified.
Summary of Findings
Theme 1: Building a business school that also provides loans
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One of the unique aspects of EnVia is that they did not charge interest with their loans.
Instead, they require borrowers to attend eight educational classes before they can borrow money
and then continue taking a class once a month while they repay the loan. Thus, there was a huge
benefit in working with the organization, but the trade-off was that the borrowers were expected
to invest in themselves by learning how to improve their business.
Theme 2: Building an entrepreneurial community
One outcome of EnVia’s work was building an entrepreneurial network in the
communities that they worked with. In most traditional loan situations, the individual is the key
player in the loan process. With this organization, however, there are several requirements that
made the process more about groups and the community.
Theme 3: Building the individual
The organization was able to provide the opportunity of empowerment through new skills
and knowledge, especially to a group that might otherwise be disempowered. One requirement of
the organization is that they only loan to women. This approach is counter-cultural in this
patriarchal society and the implications were obvious to the women.
Key Contributions
EnVia accomplishes these profound results by treating the organization more like a
business school than a loan organization. This approach provides new skills and confidence for
the women to make changes and improve their business rather than providing the financial
payment to the organization through interest. EnVia also provides an entrepreneurial community
that provides support and information for new and current borrowers. This community helps
build the entrepreneurial identity and collective vision of the community, which in turn can help
attract customers to the businesses. Finally, EnVia is able to create an individual who feels
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empowered and skilled in their trade and competent in their business practices. Their approach
also helps build the community and changes the mindset and cultural components around women
in business. By providing borrowers with the skills and relationships necessary to use the
financial capital they provide wisely, EnVia is succeeding in alleviating poverty and enabling
accomplishments their borrowers once only dreamed of.
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Addressing the Stigma of Mental Health

Short Description
This session brings together junior (graduate students) and senior scholars from a variety of
disciplines (marketing, psychology, public health, information systems) and research conducted
across continents (America, Europe, Asia) to offer a range of theoretical and methodological
approaches to tackle mental health stigma and its remediation. The session will build on four
projects to address policy solutions to the mental health crisis.

Long Description
Mental health issues are on the rise: According to statistics from the U.S. National Institute of
Mental Health (NIMH 2016), approximately 45 million Americans struggle with one or more
mental health issue. Significant research suggests that one barrier to seeking healthcare services
is the stigma associated with mental disorders (e.g., Clement et al. 2014; Corrigan 2004, Pietrzak
et al. 2009). Given the importance of healthcare delivery under these circumstances, the dearth of
policy solutions surrounding how to focus attention away from this stigma and on to greater
quality of life needs discussion, along with new avenues for research and practice. Thus, this
session brings together junior (graduate students) and senior scholars from a variety of
disciplines (marketing, psychology, public health, information systems) and research conducted
across continents (America, Europe, Asia) to offer a range of theoretical and methodological
approaches to tackle mental health stigma and its remediation.
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The first paper is a qualitative investigation of immigrant or foreign origin teens from ex-French
colonies who must navigate the culture of their parents and the larger culture of France, their
country of residence. This position of insider-outsider is a cause of great stress exacerbated by
their parents’ desire for them to remain loyal to the mores of their country of origin (of them or
their parents), while the French culture continues to struggle with their place in society, if at all.
The second paper, focused on the U.S., brings together literatures of stigma and moral pluralism
to identify when mental health persuasion can be enhanced. Using a theoretical approach, the
authors delineate two dimensions of mental health stigma: perceptions that individuals with
mental health issues are ‘not normal’ (norm-deviating) and as likely to hurt others (harmcausing). Four experiments show that advertisements that accentuate norm-deviating dimensions
of mental health stigma are effective in increasing mental health help-seeking when individuals
are primed to hold or chronically hold rights- vs. duty-based moral beliefs. The third paper, also
focused on the U.S., adds a component to the experimental approach and includes biometric
measures of responses to a Public Service Announcement designed to address the stigma of
mental health. The final paper tracks the evolution of mental health stigma over the course of a
deployment cycle, with data from a longitudinal study of servicemembers during a combat
deployment in Afghanistan. Perhaps surprisingly, the study reveals that perceptions of stigma
and mental health are positively associated with actual MH treatment: thus, while stigma may be
a barrier to care, the actual experience of stigma is heightened when people who need treatment
actually get it.

The session will build on these four projects to address policy solutions to the mental health
crisis. The nature of these studies reveal that policy efforts must be considered at all levels of

189

2020 AMA Marketing and Public Policy Conference

4
government, and also include social marketing campaigns that are advanced by public-private
partnerships. For instance, the first presentation suggests a variety of ways national governments
can acculturate young people into new societies in ways that appreciate their original values and
behaviors while seeking to allow them access to what is truly “French” and making them feel at
home. The paper on deployment shows how the stigma of mental health or illness is inculcated
in men who are part of the armed forces, showing how available resources may be resisted so as
to represent an impossible masculine ideal. In this situation, social marketing must work to not
only reduce the stigma among impacted soldiers, but to continue to support men who come
forward while receiving treatments. Ron Hill will lead the discussion and engage the audience in
thinking about policy solutions to the mental health issues addressed in the session.

Paper Descriptions
“Suburban Youth and Their Microcultures as Challenge for Spatial Stigma and Limited
Access to Cultural Services”
Sonja Prentovic, Lyon University, France
Being “an adolescent from deprived French suburban neighbourhoods” is inevitably associated
with spatial stigma that affects adolescents’ well-being, life, and consumption practices. In our
ethnographic study in two such neighborhoods with adolescents of mainly immigrant origin, we
aim to portray spatial influence on their collective cultural practices (youth microcultures) and
their role in challenging socio-spatial constraints. Economic restrictions, local neighborhoods’
social norms and cultural traditions of the country of origin may be real or psychological barrier
for these adolescents’ access to certain cultural practices. Current urban policy interventions in
relation to culture may benefit from creativity and outcomes of these microcultures.
It is not possible to be an adolescent, a resident of the French suburban policy
neighborhoods, without feeling or experiencing spatial stigma at some point. This spatial stigma
is a consequence of public discourse, neighborhoods’ realities and, paradoxically, of too much
policy focus on “urban spaces of/as social problems.” Thus, “suburban youth” has become an
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amalgam and descriptor for delinquent or violent young men of, mainly, immigrant origin, often
including early withdrawn from the education system. The neighborhoods’ reality (e.g. increased
poverty rate, high rate of early school leavers, high concentration of immigrant populations) affects
residents everyday consumption practices. Also, the last three to four decades of negative political
and media discourse towards these (sub)urban spaces have exacerbated residents’ feelings of
spatial and social isolation, socio-spatial inequalities, lack of life opportunities, and, for some,
feeling of difference and being shut away.
In such contexts, we conducted a one-year intensive ethnographic study in two urban policy
neighborhoods situated on the periphery of Lyon agglomeration (France). Our goal is to portray
collective cultural practices of adolescents gathered in youth microcultures or small-group cultural
practices supported by local socio-educational institutions. Our young informants are adolescents
(15 to 21 years old) of whom the majority is born in France (second or third generation of
immigrants) and originate mostly from ex-French African colonies. Besides the character of these
microcultures, they represent creative coping strategies young consumers have developed to
challenge socio-spatial constraints and various consumption restrictions such as the lack of variety
of cultural institutions and other services, limited financial resources, lack of life opportunities (for
this young population) and spatial stigma.
Cultural or ethnical differences of these adolescents are not the primary sources of
motivation to participate in these microcultures, at least not directly. However, cultural differences
coupled with a lack of financial resources affect parental and adolescent knowledge of culture
outside the neighborhood and their physical and financial access to certain institutions. While for
some adolescents this is stressful, others focus straightforwardly on nearby (known and accessible)
services and facilities. Certain youth microcultures are indirectly guided by desire to access diverse
institutions and to have cultural experiences beyond their neighborhoods that they cannot reach by
themselves (e.g. lack of information, limited financial resources, etc.). Besides, there are other
microcultures guided by passionate young men and/or successful students aimed at sharing their
social, cultural, and artistic knowledge obtained through cultural experiences beyond the
neighborhoods to empower local youth populations.
Beyond the context of youth microcultures, adolescents feel deception or helplessness for
not being able to reach the access to certain services and institutions outside their neighborhoods,
as these are not well accepted by their peers (e.g. horse riding). Besides, parents’ disagreement on
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dance for various reasons (e.g. tradition; fear of adolescents’ neglect of school duties) may cause
stress and, paradoxically, a motivation to engage these practices. Also, according to parents’
culture of origin, one of where they did not use certain cultural practices (e.g. going to museums
or theatres). Further, certain adolescents’ consumption and leisure practices indicate the difference
amongst them and “people from the city.” Differences in adolescents struggles in the society and
at the marketplace exist between the studied neighborhoods. That is, remote neighborhood,
situated farther from the city and mainstream context of the cultural consumption, reveals much
antagonism and socio-cultural differences between certain local youths and other people.
Individual life trajectories of some older adolescents (e.g. university students) may
alleviate these antagonisms. However, local youth populations are highly dependent on local
socio-educational institutions to socially integrate into French society beyond their social spaces.
Our adolescent informants have relied enormously on these institutions to reach access to various
services and life opportunities. Special urban policy designed for these deprived neighborhoods
relies on these institutions (associations), as well as a few nearby cultural institutions in their
struggles to provide adolescents’ social integration. However, its culture-related interventions are
marked by ambiguities since urban culture dominates their horizons (hip-hop, rap, graffiti) that
thus shapes cultural practices of adolescents from these neighborhoods.
Our research results aim to question existing urban policy interventions and to make several
proposals concerning possible new interventions for adolescents’ cultural practices. Among these,
we suggest stronger offerings closer to neighborhoods and stronger cultural institution support
(e.g. knowledge, skills, place, contacts with artists, etc.) to enable their future professional
opportunities (e.g. hip-hop dance, amateur journalism, etc.). Also, we also recognize the
importance of financial or organizational support of local youth projects through peers’ cultural
knowledge sharing and advice on new cultural practices.
“Accentuating Stigma: Leveraging Variations in Moral Beliefs to Enhance Mental Health
Persuasion”
Chethana Achar, Kellogg School of Management, Northwestern University
Nidhi Agrawal, Michael G. Foster School of Business, University of Washington

Paper 2 brings together the literatures of stigma and moral pluralism to identify when mental health
persuasion can be enhanced. We first propose that accentuating some aspects of mental health
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7
stigma (MHS) might have positive consequences on the effectiveness of mental health advertising.
Drawing from past work in mental health (Corrigan 2004, Clement et al. 2015), we consider two
aspects that contribute to MHS: a) a harm-causing aspect (perceptions that an individual
experiencing mental health issues may be violent) and b) a norm-deviating aspect (perceptions that
an individual experiencing mental health issues is not ‘normal’). Second, we reason that an
individual’s processing of stigma is moderated by their view of what is ‘good’ versus ‘bad,’ that
is, the nature of their moral beliefs. We use the framework of rights-based versus duty-based moral
belief systems (Dworkin 1978; Chiu et al. 1997) to capture this variance. In this framework,
individuals with rights-based moral beliefs believe individual freedom and rights are
fundamentally moral; whereas individuals with duty-based moral beliefs have trust supporting a
system and following one’s duty.
We hypothesize that when the norm-deviating (vs. control vs. harm-causing) aspect of
MHS is made salient, individuals with rights (vs. duty)-based moral beliefs are not deterred by the
stigma to seek healthcare, since according to their beliefs, being different from the norm is not a
moral violation. However, when the harm-causing (vs. control vs. norm-deviating) aspect of
stigma is made salient, individuals holding both rights-based and duty-based beliefs are defensive
against mental health stigma since causing harm to others is a moral violation according to both
belief systems.
We have conducted four experiments (n = 2,284) that systematically test our theory using
different behavioral outcomes as a converging test. In one behavioral experiment, 382 (Mage = 21.9
yrs, 167 females) undergraduates were randomly assigned to a condition in a 2 (Moral Beliefs:
Rights-based vs. Duty-based) X 3 (Stigma Aspect: Harm-causing vs. Norm-deviating vs. Control)
design. As a first task, we manipulated rights (vs. duty)-based moral beliefs system. Next,
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participants were presented with 1 of the 3 types of MHS advertisements. The messages were titled
“People with mental health issues are still seen as being ‘different’ (‘violent’) in the normdeviating (harm-causing) variant. The control message was “Look out for mental health
symptoms” and did not mention stigma. After reading the message, participants were told that - as
compliments for participating - they could take a useful ‘contacts card’ discretely placed in their
cubicle. These were pocket-sized 3.5X2 cards containing information on accessing professional
help for mental health problems. An RA noted whether participants took the card (1) or not (0).
Binomial logistic regression using card taking as DV and moral beliefs and message type as IVs
was significant 𝜒 2 (1,5) = 12.81; p=.025 and a significant interaction effect (p=.013). Participants
in norm-deviating (vs. harm-causing vs. control) message condition were significantly more likely
to pick up the mental health services information card. At the presentation, we will summarize the
results of all four studies and discuss their implications.

“Biometric Evidence of how Implicit and Explicit Mental Health Stigma Affects Responses
to Mental Health Communications”
Itir Karaesmen, American University
Cristel Antonia Russell, Pepperdine University
Adria Mankute, American University

This paper examines the effect of identity priming on responses to a mental health advocacy and
fundraising campaign. It expands the second paper’s demonstration of how messaging influences
attitudes towards stigma associated with mental health. We investigate whether self-association
with mental health issues influences the explicit and implicit attitudes towards this stigma, and the
responses to the marketing campaign, including intentions to make a monetary donation to the
organization. We also explore whether attitudes towards stigma are manifested in the biometric
data and whether biometric data collected during messaging can predict the response to the
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campaign. We thus test the joint effect of identity priming and different manifestations of stigma
on response to the campaign, including charitable donations.
This presentation will report the findings of a lab experiment that tested the effectiveness
of a public service announcement message used to solicit donations to a nonprofit organization
that serves a stigmatized cause: depression. Both explicit and implicit stigma toward mental health
were measured and we tested whether the perceived stigma of MH (explicit and implicit) affects
the MH PSA, whether the PSA triggers different reactions as a function of MH identity
(operationalized as one’s personal experience of the MH condition), and in turn whether these
reactions predict donation behavior / intentions of behavior. In the experiment, conducted in a
biometric lab facility, the dependent variables were attentional effort, measured with task-evoked
pupillary responses, to the ‘donate now’ button that appeared on the screen at the end of the PSA,
galvanic skin response and heart rate, as well as a self-report of willingness to donate.
The data are collected (N = 58) and will be analyzed by the time of the conference. We
will discuss how these initial findings inform our understanding of individuals’ behavior
associated with stigmatized issues and investigate factors that can mitigate the prejudice associated
with these issues. Our findings can be used by nonprofit organizations that serve marginalized or
stigmatized populations to increase the effectiveness of their fundraising campaigns.

“The Evolution of Perceived Stigma of Mental Health over the Course of a Combat
Deployment”
Cristel A. Russell, Pepperdine University
Dale W. Russell, Uniformed Services University
Ron Hill, American University

The experience of stress and traumatic events has long been linked to negative mental and physical
health outcomes. In the U.S., a large number of servicemembers and veterans continue to suffer
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mental health and maladaptive behavioral issues despite numerous programs that strive to mitigate
negative outcomes associated with military service (Defense Health Agency, 2017). The
prevalence rate of mental health disorders is especially high in military populations due to key
environmental exposures, such as direct exposure to combat (Hoge et al., 2004; Hoge et al., 2007;
Russell et al., 2014; 2015; Castro and McGurk, 2007). However, actual utilization of mental health
services is hampered by the stigma associated with treatment.
Our research draws on longitudinal survey data collected from a Guam-based National
Guard unit deployed in combat to Afghanistan. Before, during and after deployment, a series of
clinical and mental health screening assessments such as PTSD (measures with the PCL17),
depression (measured with the GAD7), and anxiety (measured with the PHQ9) were collected, as
well as beliefs in mental health care and perceptions of stigma of care. The post-deployment data
were collected approximately 6 months after the soldiers returned to their homes when mental and
behavioral health issues often develop (Bliese et al. 2007). At that time, we collected actual
utilization of mental health care by having respondents report whether they are “currently receiving
assistance from any of the resources above to help with a stress, emotional, alcohol, or family
problem.” MH treatment was coded as 0/1.
The sample consists of 261 soldiers with matched responses across time points (81.4%
males, average age 30 years old, 78.4% native Chamorro). Given that PTSD, depression and
general anxiety are typically comorbid, we computed two variables reflecting MH issues: a
continuous composite MH score (sum of the PCL17, GAD7, and PHQ9 scores) and a dichotomous
(coded 0/1) indicator of any positive MH diagnosis (screening positive for PTSD, General Anxiety
Disorder or Major Depression).
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We assess the evolution of perceived stigma over the course of the deployment and whether
it differs for those who end up in treatment for MH, with a repeated-measures analysis of stigma
across the three timepoints (within subjects) comparing those who are treated for MH post
deployment to. those who are not (between subjects), and controlling for age, gender, and the
severity of MH symptoms. We find that perceptions of stigma are not different between the two
groups at times 1 or 2, but that it increases for those who are in treatment at the post deployment
phase. Our discussion will focus on the reasons for this pattern and the implications for the delivery
of mental health treatment.
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Broadening the Impact of Transformative Consumer Research: Converting Research
Insights into Action
Special Session Description
TCR researchers collaborate with community partners to explore social innovation and develop
actionable research ideas to enhance people’s well-being. These research projects include
community organizations as partners in the research process from ideation, through data
collection and analysis, to writing and public dissemination. To live the mission and values of
TCR, we seek new collaborative opportunities to create social impact. This session focuses on
new initiatives to create societal impact: (1) the TCR Executive Leadership and Social Impact
Council and (2) the new bi-annual TCR Social Impact Conferences to build capacity to create
impact.
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Broadening the Impact of Transformative Consumer Research: Converting Research
Insights into Action
Special Session
Across TCR projects, researchers have collaborated with community partners to explore social
innovation and develop actionable research ideas others can use to tackle similar problems in
their own community or cause space. Several TCR research projects include community
organizations as partners in the research process from the research ideation stage, through data
collection and analysis, to writing and public dissemination. However, to live the mission and
values of TCR, we seek new collaborative opportunities to move TCR research into action to
create social impact. This session will focus on two new initiatives designed to move TCR
research from publication to societal impact: (1) the TCR Executive Leadership and Social
Impact Council and (2) bi-annual TCR Social Impact Conferences (even years starting in 2022)
to build capacity to create impact.
Preparing for the Next Iteration of TCR
TCR is developing two new research and societal impact initiatives. First, the TCR Executive
Leadership and Social Impact Council is being formed to connect TCR researchers with social
impact organizations which include nonprofits, public policy entities, and for profit companies
with a social impact mission. Two key goals of the council include: (1) developing pathways for
researchers to partner with social impact organizations (co-authorship, data sharing, idea
generation, etc.) and (2) establishing communication channels to distribute TCR research
findings to relevant social impact organizations. By collaborating with social innovators rather
than just studying them, we hope to bridge the gap between science and practice and increase the
impact of TCR research.
Second, TCR is also preparing to add bi-annual Social Impact Conferences (even years starting
in 2022) to build capacity to create impact opposite their current bi-annual dialogical conferences
(odd years continuing from 2021) designed to build “programmatic research in substantive
areas” (Ozanne & Davis, 2019, p. 2). As the focus of the conference expansion centers on
impact, this Special Session of MPPC provides an opportunity to engage a broad array of
researchers and social impact organization leaders in discussion and exploration for how best to
launch this expansion of the TCR mission. We encourage researchers to bring questions as well
as ideas to create a robust dialogue that can guide TCR as we seek to expand the community of
research engaged in TCR work and help TCR researchers connect with social impact
organizations and leaders.
Transformative Consumer Research
What is TCR: The label, Transformative Consumer Research, was not initially intended as a
research stream or a conference or even a community of researchers focused on investigating
social problems. Rather, former Association for Consumer Research (ACR) President, David
Mick, introduced TCR to issue a call to arms and motivate researchers to take action using their
research knowledge to tackle the world’s most pressing social problems. In his 2005 presidential
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address, Mick called on ACR members to research issues “framed by a fundamental problem or
opportunity, and that strive to respect, uphold, and improve life in relation to the myriad
conditions, demands, potentialities, and effects of consumption” (Mick 2006, p. 2). At the 2017
ACR Roundtable Discussion about TCR, David Mick simplified his description of what TCR is
by stating, “our work seeks to advance well-being.”
Who we are? What do we Study? Today, the Transformative Consumer Research Movement is a
group of researchers developing a literature stream focused on advancing well-being at three
levels: the individual, the community, and the collective. First and foremost, our research is often
centered on consumers at risk or those who are vulnerable on some dimension. Over the years
our view of who is vulnerable and what it means to be at risk has expanded as the dimensionality
and domains of our work have also expanded (Davis, Ozanne, & Hill 2016). Communities are
more than just a collection of individuals. The word community brings together the idea of a
group of people but also interdependency, collaborative work and responsibility, and shared
rewards (Puddifoot 1995). In recent years, the community engaged in TCR research has
expanded to include those from outside the world of academia as we engage non-academic
stakeholders directly in the research process.
Relational Engagement Approach
Ozanne et al. (2017, p. 1) outline a relational engagement approach to TCR, which involves
“engaging directly with relevant stakeholders” and co-creating “research with audiences beyond
academia.” Bublitz et al., (2019) extend this framework to outline a process that builds on
academic research but also the practices of organizations and individuals who have hands-on
experience creating social impact. This process includes key stakeholders as partners in the
research process, rather than as units of observation (Eisenhardt 1989; Ravenswood 2011). This
means collaborating on defining key research questions as well as a plan to collect and analyze
data. Research partners are included in the disseminating the research through conferences and
papers. By including these external audiences at partners in the research, the insights go deeper
but more importantly our collective ability to expand research impact is enhanced because it is
often better positioned to convert the research into decisions and actions with the power to
positively influence well-being.
TCR Projects that Adopt a Relational Engagement Approach
Transformative Consumer Research projects often involve long-term collaborations. Next, we
outline four TCR projects that examine social innovations in different cause spaces. Each of
these projects examines how individuals and organizations are working to create social change
and advance well-being. The goal of each project was to identify patterns that may help other
organizations, individuals and communities create social change. The first project, From
Nutrients to Nurturance, redefined the way we understand, interact and research our food and
food systems, shifting toward a focus on well-being. This TCR project launched an entire
research stream focused on food well-being. Food Access for All, identified and explored
innovative programs tackling hunger. This project resulted from a set of collaborators at the 2019
TCR Conference. The work on Collaborative Art was part of a pop-up TCR exploring how
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communities leverage art to transform, rebuild and connect. Finally, Rise Up, resulted from a
track at the 2019 TCR Conference and explores the mindset and ecosystem for empowering
youth to become changemakers and transform our world.
From Nutrients to Nurturance: A Conceptual Introduction to Food Well-Being in Journal
of Public Policy and Marketing (2011)
The authors propose a restructuring of the “food as health” paradigm to “food as well-being.”
This requires shifting from an emphasis on restraint and restrictions to a more positive, holistic
understanding of the role of food in overall well-being. The authors propose the concept of food
wellbeing (FWB), defined as a positive psychological, physical, emotional, and social
relationship with food at both individual and societal levels. The authors define and explain the
five primary domains of FWB: food socialization, food literacy, food marketing, food
availability, and food policy. The FWB framework employs a richer definition of food and
highlights the need for research that bridges other disciplines and paradigms outside and within
marketing. Further research should develop and refine the understanding of each domain with the
ultimate goal of moving the field toward this embodiment of food as well-being.
https://journals.sagepub.com/doi/abs/10.1509/jppm.30.1.5?journalCode=ppoa
Food Access for All: Empowering innovative local infrastructure in Journal of Business
Research (2019)
In underserved communities throughout affluent countries, people lack access to affordable,
nutritious food. To remedy this, Social Entrepreneurial Organizations (SEOs) are creating local,
community-based food distribution infrastructure that provides sustainable access to healthy and
affordable food. Our paper develops an integrative framework focused on identifying the key
marketing practices that enhance the success of local, community-based SEOs securing
affordable access to healthy foods. We adopt a relational engagement approach and bring an
inductive case study method to our collaborative research partnerships with SEOs innovating
community-based solutions to improve food access. Our research-based framework suggests
opportunities for academic research on food access with conceptual and societal benefit. Finally,
we call for more academic research to advance local, community-based social entrepreneurship
focused on attaining healthy food access for all.
https://www.sciencedirect.com/science/article/pii/S0148296318306350?via%3Dihub
Collaborative Art: A Transformational Force within Communities in Journal of the
Association for Consumer Research (2019)
This article provides a new perspective on collaborative art as a transformational force to
strengthen community and enhance well-being. We outline a best practices-based framework to
foster community-based, collaborative art such as co-created community murals. Specifically,
we identify a strategic and successive process for collaborative art initiatives by integrating the
academic literature on art, aesthetics, community, and consumer research together with the
practices of arts organizations working to transform communities through participatory, co-
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created art. The article highlights the contributions of this work to academic research, public
policy, and community organizing efforts and outlines questions to encourage more researchers
and practitioners to investigate the dynamics of collaborative art to transform communities.
https://www.journals.uchicago.edu/doi/10.1086/705023
Rise Up: Understanding and Growing Youth Changemakers and their Ecosystems under
review at the Journal of Public Policy and Marketing
This research focuses on youth social change leadership. Today’s youth changemakers are taking
action and leading efforts to address pressing societal problems including gun reform, climate
change, and social justice. This research explores how the mindset and dynamic ecosystem of
these youth changemakers empower them to rise up to transform themselves, the world, and the
future. We partnered with twenty established youth changemakers who have founded social
impact initiatives and two organizations that support youth changemakers, Ashoka and Future
Coalition, to conduct this research. Together with our research partners, we develop a
comprehensive framework for understanding the mindset and ecosystem that encourage youth
changemakers to make the world a better place. This framework builds on the experiences of our
youth changemaker partners and extant literature in marketing and related disciplines. We offer
our integrated framework to help researchers, policy makers, and educators design a supportive
environment that empowers current and emergent youth changemakers.
Special Session Discussion and Engagement (90 Minute Discussion Plan)
Set-up: Small group activities of brainstorming and discussion. Each group will have a nonacademic stakeholder and TCR researcher to facilitate discussion. Each group will also have a
note taker and a sign-in sheet to gather contact information from researchers who want to be
included in the session recap and follow-up.
Introductions, Overview of Session Goals: Engage the research community in a robust
dialogue on three key topics: (10 minutes)
1. Identifying opportunities to engage non-academic stakeholders with social impact
organizations, navigating the challenges of collaborative research.
2. Engaging the TCR Executive Leadership and Social Impact Council, leveraging this
resource to increase the impact of our work together.
3. Brainstorming ideas for TCR Social Impact Conference model, expanding beyond
traditional and dialogical conference models.
During the special session, we will engage in 3 rounds of discussion with opportunities for
researchers to shift to a different group before each round. Each round will focus on a topic from
above. After a brief statement about the topic or key questions for the round, a bottom-up
discussion will be facilitated by the discussion leaders. The goal is to provide an opportunity and
forum for researchers to ask questions, generate ideas, and learn more about TCR’s efforts to
engage more researchers and expand social impact. (20 minutes each round)
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Synthesis & Conclusion: We conclude with an opportunity for discussion leaders to each report
out a few innovative ideas and/or key questions. More information about the TCR Executive
Leadership and Social Impact Council as well as the process for vetting ideas for future TCR
Social Impact Conferences will also be shared. (20 minutes)

Participants from the TCR Executive Leadership and Social Impact Council:
Staci Croom-Raley, Executive Director at HIPPY USA
1221 Bishop St., Little Rock, AR 72203, scr@hippyusa.org
Paul Rogers, Associate Professor, George Mason University, Strategic Advisor at Ashoka
1700 N Moore St. Ste 2000, Arlington, VA 22209, progers@ashoka.org

Participants from the TCR Board & Research Community:
Melissa G. Bublitz, Associate Professor of Marketing
University of Wisconsin Oshkosh College of Business
800 Algoma Blvd, Oshkosh, WI 54901, bublitzm@uwosh.edu
Brennan Davis, Hood Professor of Marketing and Associate Professor of Marketing
Orfalea College of Business California Polytechnic State University
San Luis Obispo, California 93407, brennandavis0@gmail.com
Laura A. Peracchio, Judith H. and Gale E. Klappa Professor of Marketing
University of Wisconsin-Milwaukee, Sheldon B. Lubar School of Business
3202 N. Maryland Ave., Milwaukee, WI 53211, lperacch@uwm.edu
Maura L. Scott, Madeline Duncan Rolland Associate Professor of Business Administration
Florida State University
821 Academic Way, Tallahassee, FL 32306-1110, mlscott@fsu.edu
Shikha Upadhyaya, Faculty Fellow for the Public Good, Assistant Professor
Marketing Department, College of Business and Economic
California State University, Los Angeles
5151 State University Drive, Simpson Tower 913, Los Angeles, CA 90032
supadhy4@calstatela.edu
Beth Vallen, Associate Professor of Marketing
Villanova University, School of Business
800 E. Lancaster Avenue, Villanova, PA 19085, beth.vallen@villanova.edu
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CHILDREN AS CONSUMERS OF ONLINE GAMING: THE ROLE OF PARENTAL
ATTACHMENT
Ambika Prasad Nanda, SPJAIN Institute of Management and Research
Anjali Malik, Bennett University
Rajeev Kumra, IIM Lucknow
For further information, please contact: Ambika Prasad Nanda, Doctoral Student, SPJIMR,
Mumbai (E-mail:pgpm912.ambika@spjimr.org)
Key Words: Problematic Online Gaming, Parental Attachment, Adolescent, Anti-consumption
Role of Parent-Child attachment in socialization theory is revisited in the context of the rising
phenomenon of problematic online gaming behavior among adolescent consumers.
EXTENDED ABSTRACT

As online computer games account for most of the children’s leisure time on the internet, we
witness the rising phenomenon of problematic online gaming behavior. Based on socialization
theory, parental attachment construct is delineated in the context of problematic online gaming
and investigated further - Does better parental attachment lower the incidence of this behavior?
Our research found evidence of two factors, i.e., Alienation and verbal communication in the
parental attachment that can explain the behavior. Also, the results of this study found complete
support for mediation effect of self-control, confirming that parent-child attachment instills
mechanism of self-control in the child behavior that reduces the occurrence of problematic
online gaming. Additionally, the issue of gender difference in online gaming behavior is

205

2020 AMA Marketing and Public Policy Conference

explored. The results can be used to develop responsible gaming habits in children at an early
age, by influencing parental counseling practice and designing better public policies in the area.

Research Question
As online computer games account for most of the children’s leisure time on the internet, we
witness the rising phenomenon of problematic online gaming behavior. Based on socialization
theory, parental attachment construct is delineated in the context of problematic online gaming
and investigated further - Does better parental attachment lower the incidence of this problematic
online gaming behavior?
Method and Data used
The current research is the first phase of a three-phase research project covering parent and peer
closeness to explain the occurrence of problematic online gaming. The target group was
primarily in classes 8-10, as these school children are the most vulnerable samples for
problematic online gaming. We apply the CFA and SEM analysis on the collected data to arrive
at conclusions.
Summary of Findings
Our research found evidence of two factors, i.e., Alienation and verbal communication in the
parental attachment that can explain problematic gaming behavior. The results of this study
found complete support for the mediation effect of self-control, confirming that parent-child
attachment instills mechanism of self-control in the child behavior that reduces the occurrence of
problematic online gaming behavior.
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Key Contributions
This study utilized the consumer socialization perspective as a conceptual framework, wherein
parents play a vital role in the development of the child including the adaption of marketplace
and consumption behavior. Our study has helped in expanding the conceptual framework in
ways that can inform counseling practice for parents in understanding ways and means of
developing better and more secure relationships with children, a mission that will help to prevent
the problem in the first place.
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COMPARED TO WHAT? EXAMINING THE PREVELANCE OF
CATEGORIZATION BIAS FOR WITHIN-CATEGORY PRODUCT EVALUATIONS
DESPITE THE PRESENCE OF OBJECTIVE REFERNCE POINTS
Authors: Monique Breaz University of Goettingen, Steffen Jahn University of Oregon,
Yasemin Boztug University of Goettingen
Contract Information: For further information, please contact Monique Breaz, PhD
Candidate, University of Goettingen, monique.breaz@wiwi.uni-goettingen.de
Keywords: categorization bias, reaffirmation, numerical reference point, within-category
Description: Attenuating category-elicited biases through the use of numerical category
averages and verbal reaffirmation across bad and good categories

EXTENDED ABSTRACT

Research Question:
Although heuristics such as categorization can help us make sense of our environment, this
short-cut may not be objectively accurate, and if overly used can develop into a bias (Haws,
Liu, and Redden 2017). Yet not all granola or microcars are equally ‘good’, and some icecreams and SUV’s are not that ‘bad’. Given this within-category variation, the question arises
whether consumers neglect such differences due to persisting categorization effects. Whilst
research has focused on the categorization effect for between-category evaluations (Khan,
Dhar and Wertenbroch 2004), it is not clear whether these effects extend to within-category
evaluations. Therefore, our main research goal is to examine the prevalence of the
categorization bias for within-category product evaluations and how it can be attenuated.
Unlike previous studies, we predict—and demonstrate— a substantive difference in the
categorization effect across ‘good’ and ‘bad’ categories, making within-category deviation
presentation more intricate than previously assumed.
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Method and Data:
Study 1a had 219 Amazon MTurk respondents randomly assigned to four conditions in a 2
(numerical reference framing: above vs. below the given calorie content of the product) by 2
(category: bad vs. good) between-subjects design. An ANOVA revealed the perceived
healthfulness (DV) was higher in the below average reference condition (Mabove = 2.37 vs.
Mbelow = 3.44; F(1, 111) = 16.82, p < .001) for the ‘bad’ category only. Study 1b (209
respondents) added a written reaffirmation statement to the numerical reference. Results
showed that perceived healthfulness (DV) was higher in the below average reference
condition for also the good category (Mabove = 4.08 vs. Mbelow = 5.19; F(1, 100) = 14.35, p <
.001). Study 2 (284 respondents) replicated these results for durable goods (i.e. cars). An
ANOVA showed that the numerical reference information resulted in higher environmental
friendliness ratings (DV) for below average numerical reference points in the bad category
only (Mabove = 3.23 vs. Mbelow = 4.95; F(1, 276) = 25.49, p < .001) and the written
reaffirmation assisted this evaluation for also the good category (Mabove = 3.80 vs. Mbelow =
5.94; F(1, 276) = 36.25, p < .001).

Summary of Findings:
Across three studies, we found that the categorization bias is used differently for withincategory evaluations depending on whether the product belongs to a ‘bad’ or ‘good’ category.
We demonstrate that categorization biases can be attenuated for within-category healthfulness
perceptions in the presence of a numerical category average for ‘bad’ but not ‘good’
categories (Study 1). As predicted, adding a written reaffirmation of the numerical
information attenuated the bias within ‘good’ categories by highlighting within-category
deviations (Studies 1b and 2). Whilst the numerical category average engages systematic
processing in ‘bad’ categories, reaffirming this information with a written statement assists
the perception of within-category deviations for also ‘good’ categories. Furthermore, we
209
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demonstrated that participants’ perceived deviation from the category average mediates the
effect of reference information provision on product evaluation. Importantly our results show
that this effect is not only prevalent across categories but also product types (i.e. fast moving
consumer goods such as food and durable goods such as cars).

Statement of Key Contributions:
This work contributes to categorization and information processing literature by showcasing
the differed use of the categorization bias for within-category evaluations and the attenuating
role of written reaffirmations. Importantly, our studies show that highlighting within-category
deviations allows consumers to identify the ‘bad’ in the good and the ‘good’ in the bad
categories. Specifically, products such as sugary granolas or high CO2 emitting small cars are
made salient, as well low emitting CO2 SUVs or low calorie ice-creams. For public policy,
making the ‘good’ and ‘bad’ within both categories salient, could lead to more informed
product evaluations with trickle down effects including an improvement in consumer health
and well-being, as well as environmental benefits when high-involvement goods such as cars
are examined. Moreover, literature has shown that low-involvement products are heavily
reliant on heuristic decision-making (Wansink and Chandon 2014) and as such consumers
could have been overly reliant on categorization biases. However, high-involvement products
(i.e., cars) tend to have higher financial and cognitive commitments attached to the decisionmaking process (Srivastava and Sharma 2012) and nevertheless our effects are robust in both
contexts.

References are available upon request.
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CONSUMER BEHAVIOR ATTITUDES TOWARDS REUSABLE AND DISPOSABLE
ITEMS: SMALL CHANGES INSPIRE BIG IDEAS
Sarah Fischbach and Grace Dryer, Pepperdine University
“For further information, please contact Sarah Fischbach, Assistant Professor Integrated
Marketing Communication, Pepperdine University, sarah.fischbach@pepperdine.edu”
Keywords: sustainability, single-use plastic, disgust factor, environmentally conscious,
cleanliness
Description: Our research focuses on behavior changes towards reducing single-use plastic
waste focusing on the consumer perception of ‘disgust.’
EXTENDED ABSTRACT
Research Question: Our project analyzes consumer perspectives towards reusable products to
help with social change in sustainability. Currently the California Ocean Litter Project has
developed an Ocean Litter Strategy that is to focus on research into consumer behavior to assess
attitudes toward reusable and disposable items, convenience, willingness to pay and incentives to
avoid commonly littered items (Ocean Protection Council 2019). Our research project will help
achieve social change by studying consumers biases towards reusable items. For example,
consumers perspectives towards cleanliness is changing as we move away from products
individually wrapped in single-use plastic waste. Ultimately, the project will help to better
understand consumer behavior attitudes towards single-use plastic waste and the barriers that
hold them back from using reusable products. We test several items on the consumers level of
disgust. These items include: (1a) Bags. (1b) Straws, (1c) Cups, (1a) Bags (1d) Q-tips, (1e)
feminine products. Each participant will be exposed to reusable product images and single-use
product images then respond to their likelihood to purchase, level of disgust and concerns for
cleanliness, as well as their construal level towards sustainability (i.e. future mindset).
Method and Data: We are currently collecting data through Qualtrics Q-Panel. Our goal is 250
responses. In the survey, we have included the following measures: (1) Green Consumer Value
Questions (Haws, Winterich, and Naylor 2012) (2) Likelihood to Purchase, (3) Level of Disgust
and Cleanliness (Petrowski et al 2010) and (5) Demographic questions. Images of the
following items are tested: (1a) Bags, (1b) Straws, (1c) Cups, (1a) Bags (1d) Q-tips, (1e)
feminine products.
Summary of Findings: Results will be shared at the conference. We have prepared the
findings for our poster presentation from the Qualtrics Q-panel in order to gain more feedback
towards final journal publication.
Statement of Key Contributions: Our project will help support the Ocean Protection Council
(2019) initiative to change consumer behavior in order to reduce single use plastic and
disposable item waste.
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Enabling and Cultivating Wiser Consumption: The Roles of Marketing and Public Policy
Jason Stornelli (Oregon State University), Lucie Ozanne (University of Canterbury),
Michael G. Luchs (William & Mary), David G. Mick (University of Virginia), Julia Bayuk
(University of Delaware), Mia M. Birau (SKEMA Business School), Sunaina ChuganiMarquez (San Diego State University), Marieke L. Fransen (University of Amsterdam),
Atar Herziger (Ohio State University), Yuliya A. Komorova-Loureiro (Fordham
University), Elizabeth A. Minton (University of Wyoming), Gillian Sullivan Mort (La
Trobe University), Farnoush Reshadi (West Virginia University), Carlos A. Trujillo
(Universidad de los Andes), Hyeyoon Bae (KAIST), Tavleen Kaur Dhandra (Chungbuk
National University), Miguel Angel Zúñiga (Morgan State University)
Contact information: For further information, please contact Jason Stornelli, Assistant
Professor, Oregon State University (jason.stornelli@oregonstate.edu).
Keywords: Wisdom, Transformative Consumer Research, Consumer Well-Being, Consumer
Behavior, Marketing Strategy
Description: In this conceptual paper, we examine the ways in which firms hinder the
development and exercise of consumer wisdom and provide recommendations for marketers and
public policy makers to guide wiser consumption, thereby promoting consumers’ well-being and
the common good.

EXTENDED ABSTRACT
Research Question
Many instances of consumer behavior in contemporary life are complex and challenging.
Researchers have responded with new attention on what engenders happiness and flourishing,
and one focus has examined what it means to consume wisely. Consumer wisdom has been
conceptualized as the pursuit of well-being through the integrated application of six facets:
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Lifestyle Responsibility, Purpose, Flexibility, Perspective, Prudent Reasoning, and
Transcendence (Luchs, Mick, and Haws 2020).
While research has examined ways that individual consumers can be more or less wise, the role
of marketing management and policy makers with respect to their impact on consumer wisdom
and its facets has not been thoroughly and systematically considered. In this paper, we
investigate how the practices of organizations hinder wiser consumers and we recommend
strategies for firms and policy makers to both enable and promote wiser behaviors in the market.
Summary of Findings
We adopt an integrative approach based on a range of theoretical and empirical insights from
wisdom research in psychology and consumer research including recent research on consumer
wisdom. We incorporate these insights into a framework inspired by a circular economy
perspective of the production and consumption value cycle. Specifically, we illustrate pitfalls and
enumerate wisdom-promoting actions that firms can take at the design and production,
distribution and sale, use and repair, and collection and disposition stages of a product’s life. In
tandem, we provide recommendations that policy makers can enact in order to facilitate wiser
production and consumption.
Key Contributions
In marketing, recent research on wisdom has focused on the behaviors, thoughts, and feelings of
individual consumers. However, the actions that firms take also have a significant role to play in
thwarting our well-being and inducing consumer foolishness. In order to help individuals to be
wiser, we must also think about the behaviors of organizations which have been relatively
overlooked.

214

2020 AMA Marketing and Public Policy Conference

While a great deal of the responsibility for wise consumption is vested in individual consumers,
many of the choices that affect consumers’ well-being lie beyond their control and influence. It is
companies and policy makers that decide what products are designed, that determine how they
are sold, that guide consumers on how they should be used, and that enact mechanisms for
consumers to dispose of them when they are no longer useful. Their choices profoundly
influence the ability and propensity of consumers to act wisely.
As such, we contribute a unique orientation for corporate executives, non-profit leaders, policy
overseers, and researchers to think more broadly and more deeply about consumer wisdom. Our
work also serves as a foundation to stimulate thought and action on how marketers and policy
makers can work collaboratively to enhance personal and collective well-being, create
sustainable and profitable business practices, and sustain effective public policy initiatives. We
are optimistic that this holistic orientation to thinking about wisdom will serve to enable wellbeing for all.
References are available upon request.
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How Can Offensive Language Fight Against Homophobia

Mia M., Birau
SKEMA Business School, Lille, France

Sarah, Clifft
ESDES Business School, Lyon, France

Contact Information: For further information, please contact Mia Birau, Assistant Professor at
SKEMA Business School (mia.birau@skema.edu)

Keywords: LGBTQ, homophobia, offensive language

Description : In this research we show that the use of offensive language in anti-homophobic
advertisements can help in raising awareness about homophobia by making people think more
about this problem.

EXTENDED ABSTRACT

Research question: Public policy efforts to increase acceptance of LGBTQ (lesbian, gay,
bisexual, transgender and queer) communities are more and more obvious. In 2015 the US
Supreme Court has legalized the same-sex marriage as a legal right across the country.
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Nevertheless, individuals who identify themselves as LGBTG often suffer different types of
discrimination in our society. According to different reports, the most common type of
discrimination that is cited by LGBTQ is verbal harassment (NPR Robert Johnson Wood
Foundation 2018). The objective of our paper is to test one communication strategy that can help
raise awareness about the negative effects of homophobic language.
From a theoretical perspective, we focus on the impact of the use of offensive language in
advertisements on consumers. We decided to focus on offensive language because it was the root
of our campaign (verbal harassment). Huhmann and Mott-Stenderson (2008) explain that the
presence of offensive, controversial elements in an advertisement is unexpected and not in line
with customers’ typical experience and therefore it leads to a higher need to process. The research
question that we are investigating is: does the presence of offensive language in anti-homophobic
communication campaigns leads people to think more of the issue at hand?
Method and data: We ran three experimental studies. In the first study 101 UK citizens (83.8%
women, Mage = 33.87, SD = 11.30) recruited from Prolific Academic were randomly exposed to
either the target advertisement using offensive language or to the control advertisement, without
the offensive word (the ad was showing a hand cut with the word “faggot” written as the cut or
with simple cut lines). In the second study 181 US citizens (48.1% women, Mage = 33.87, SD =
10.97) from Prolific Academic to participate in our study against a small payment. In this
experiment we used the same stimuli as in the previous experiment and we added measures related
to social norms. In the third study we recruited 203 US citizens (45.3% women, Mage = 34.87, SD
=12.80) from Prolific Academic. In this study we changed the stimuli into images showing pills
on which non-offensive or offensive words were written (the ad was showing a box of pills with
offensive words written such as ‘faggot, ‘queer’, ‘lesbo’ … or with normal words written such as
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‘sad’, ‘rejected’, ‘die’ …). We added new measures regarding the awareness of how oppressive
LGBTQ people are (Jones et al. 2014).
Summary of findings: In three studies we showed that offensive language can increase cognitive
processing on the problem at hand (Study 1), that the positive effects on cognitive processing are
due to the perceived shocking nature of offensive language and are moderated by the presence of
social norms (Study 2) and that the effects of offensive language are positive by helping people to
make better decisions when faced to LGBTQ communities (Study 3). We also showed that the
mediating effect of shock on cognitive processing happens only for those participants who are
aware of the oppression that LGBTQ people are exposed to.
Statement of Key Contributions: Our results show evidence that the use of offensive
advertisements can have positive effects on the public, especially when used to support social
causes. Offensive language, even if ethically questionable for being used in Social Marketing
(Andreasen 2011), can have positive impact on influencing the awareness of and the level of
elaboration on the problem advertised (in this case the negative effects of homophobic language).
Theoretically, we build on previous literature on offensive advertising (Dahl, Frankenberger, and
Manchanda 2003; Mortimer 2007) by showing that when supporting a cause, offensive language
can be used to increase awareness and cognitive processing. We add to this literature by showing
the mediating role of shock as well as the moderating roles of social norms and awareness of
oppression.

References are available upon request.
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HOW CAN POLICY MAKERS ADDRESS HIGHLY RELIGIOUS VS. LGBT SERVICE
CONFRONTATIONS? EXPLORING A COMMON INGROUP IDENTITY
INTERVENTION
Frank G. Cabano (University of Texas at El Paso) and Elizabeth A. Minton (University of
Wyoming)
For further information, please contact Frank G. Cabano, Assistant Professor of Marketing,
University of Texas at El Paso (fgcabano@utep.edu)
Keywords: religiosity, LGBT consumers, discrimination, common ingroup identity
Description: We demonstrate that service providers’ service quality intentions are reduced when
serving consumers from avoidance groups and that nudging participants to focus on
commonalities mitigates these negative effects.

EXTENDED ABSTRACT

Research Question
Prior research has demonstrated that consumers often behave in ways to avoid associating
with dissociative reference (i.e., avoidance) groups. However, what is not clear is if and how this
phenomenon might occur for service providers. Our work addresses this question in the
substantive domain of the marketplace inclusion versus religious freedom conflict, whereby
some highly religious service providers have discriminated in their service behavior toward
LGBT consumers.
Method and Data Used
We conducted five studies using both correlational and experimental designs. We
leveraged survey methods in this research, including conducting a behavioral study.
Summary of Findings
First, we show that identity salience causally reduces service quality intentions of service
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providers to consumers from avoidance groups. Second, we demonstrate multiple boundary
conditions to this effect, such that service quality intentions are only reduced when service
involvement is high (vs. low) or when the service provided is identity-invoking (vs. not). Third,
we find that social identity threat perceptions mediate the negative effect of conflicting social
identities on service quality intentions. Fourth, we document an intervention strategy, drawing on
the common ingroup identity model (Gaertner & Dovidio, 2012), that encourages service
providers to focus on commonalities between consumers and themselves. As a result, we propose
a strategy that reduces social identity threat perceptions associated with serving consumers from
avoidance groups and, therefore, enable more positive service quality intentions to emerge,
leading to higher levels of marketplace inclusion. We demonstrate these effects within the
context of religious service providers and LGBT consumers, but we argue that our conceptual
model is applicable to any marketplace transaction in which a service provider interacts with a
consumer from an avoidance group.
Key Contributions
The current research contributes to the literatures on social identity, religion in consumer
behavior, and the common ingroup identity model. There is a growing stream of consumer
research that demonstrates the desire to avoid association with unwanted social identities is a
powerful factor in consumer behavior. To this literature, we add that not only are consumer
behaviors influenced by these factors, but also firm and service provider behavior may be
affected by the desire to avoid association with consumers who possess incongruent social
identities. This manifests in reduced service quality behavior toward these consumers due to
perceived social identity threat. We also contribute to the growing area of research on the effects
of religion on consumer decision-making and behavior. Finally, we add to the literature on the
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common ingroup identity model by demonstrating that designing common identity-based
interventions can improve firm and consumer relations as well as consumer outcomes in the
marketplace.
Our research also has important practical contributions. We provide evidence for a
relatively easy and cost-effective intervention, the common ingroup identity model (i.e., the recategorization of others into a more inclusive ingroup), which has the ability to improve
marketplace relations and outcomes between actors with conflicting social identities (e.g., LGBT
consumers and highly religious service providers).

References are available upon request.
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IN DARK WE TRUST
Yoon-Na Cho, Yihang Lin, Villanova University
Contact Information: For further information, please contact Yoon-Na Cho, Associate
Professor, Villanova University (yoon-na.cho@villanova.edu).
Key words: Ambient lighting, goal achievement, perceived distance
Description: We examine cognitive and psychological reasons to reveal the effect of ambient
lighting in goal attainment

EXTENDED ABSTRACT
Research Question – We propose that ambient lighting may influence an individual’s likelihood
to achieve a goal. Based on prior findings on social closeness emerging in dark settings, we
suggest how individuals might perceive the distance towards to goal to be closer in the dark.
Method and Data – The study was a 2 (ambient lighting: dark vs. bright) × 2 (goal progression:
absent vs. present) between-subjects design. A total of 234 participants were recruited from
Mechanical Turk.
A significant two-way interaction emerged on the likelihood of goal completion (F (1,
228) = 3.82, p = .05). In the dark condition, participants were more likely to complete the task
when goal progression was present (M Present = 6.52 vs. M Absent = 4.94; F (1, 228) = 41.35, p
< .01). Similarly, participants were more likely to complete the task when goal progression was
present in the bright condition, but to a lesser degree (M Present = 6.26 vs. M Absent = 5.37; F (1,
228) = 12.42, p < .01). In addition, a two-way interaction emerged on perceived distance (F (1,
228) = 6.22, p = .01). In the dark condition, participants indicated a decrease in perceived
distance when goal progression was present (M Present = 2.61 vs. M Absent = 4.24; F (1, 228) =
23.53, p < .01).
The results from PROCESS model 8 (95% bias-corrected CI; n = 5,000), indicated that
the goal progression had an indirect effect on goal completion intentions through perceived
distance in a dark ambient (IE = .31, SE = .10, CI [.13, .54]).
Summary of Findings – Our findings suggest that consumers are more likely to complete a goal
in the dark as a result of a reduction in the perceived distance towards the goal.
Statement of Key Contributions – Results provide initial evidence that ambient lighting
influences consumers’ perception of goal progression. In a dark ambient, consumers perceive the
distance toward the goal to be closer than in a bright one. This may lead consumers to believe
that the goal is more attainable in the dark. While we examined the effect of ambient lighting on
the provision of goal progress (present vs. absent), further research is needed in various stages of
goal progress (beginning vs. end) and in other conflicting goal contexts.
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1. TITTLE: LOCALLY SOURCE FOODS: THE KNOWLEDGE-NETWORK MODEL
2. Author: Veneta Sotiropoulos, New York Institute of Technology
3. Contact Info: “For further information, please contact:
Veneta Sotiropoulos, Ph.D., Associate Professor of Marketing, School of Management, New
York Institute of Technology, 26 West 61st Street, Room 305, New York, New York, USA,
10023, vsotirop@nyit.edu”
4. Keywords: locally sourced foods, consumer knowledge, social network importance, food
literacy
5. Description: The present investigation examines the impact that LSF consumer producer
knowledge has on the customer purchase likelihood of LSF and the moderating impact of LSF
social network dimensions—i.e., social network importance— has on this relationship.

EXTENDED ABSTRACT
RESEARCH QUESTION
Consumer demand for purchasing locally sourced food (LSF) has increased. LSF demand
increase can be attributed to the consumer’s preference for safer, healthier and more sustainable
ethical food options. Nonetheless, consumers remain reluctant to purchase LSF. Research is
needed to identify avenues that will place LSF into the hands of more consumers. A lack of
knowledge and an absence social network support may be key factors. This investigation
examines the impact that LSF consumer producer knowledge has on consumer purchase
likelihood of LSF and the moderating impact that LSF social network dimensions—i.e., social
network importance— has on this relationship. It is anticipated that consumers who have strong
relationships with individuals that have knowledge about the importance of consuming and

223

2020 AMA Marketing and Public Policy Conference

purchasing LSF, then those same consumers are more likely to increase their likelihood of
purchasing LSF. Essentially, the social network serves as a conduit of information dissemination
and increases a consumer’s tendency to purchase LSF. Statistically, we expect that those who
have a social network that places value on LSF will serve to strengthen the relationship between
LSF consumer producer knowledge and LSF purchase intention whereas those whose social
network places less value on LSF will weaken the relationship.

METHOD AND DATA
Using a survey approach, a sample of 307 participants were recruited online. LSF purchase
likelihood was assessed with 5 items using a 7-point Likert-type scale. They included such items
as: “I have visited a pick-your-own farm in the past year”, and “In the past year, I have made
food purchases in community farmer’s markets” (1 = I strongly disagree; 7 = I strongly agree).
The LSF consumer knowledge dimension was measured with 4 items on a 7-point Likert-type
scale. Participants were asked to respond to such questions as: “Business that are part of the
community” and “Smaller independent growers or manufacturers” (1 = I strongly disagree; 7 = I
strongly agree). The social network variable—LSF Social Network Importance—was assessed
with 2 items by focusing on how importance friends and boyfriend/girlfriend's opinion was to
them. Participants were asked to respond the extent to which they agree with the following
statements: “Generally speaking, how much do you care what your close friends think you
should do” and “Generally speaking, how much do you care what your close what your
boyfriend or girlfriend think you should do,” (1 = I strongly disagree; 7 = I strongly agree).

SUMMARY OF FINDINGS
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The present study revealed the more LSF knowledge the consumer had, the more likely they
were to purchase LSF and that this relationship becomes much stronger when they placed greater
importance on their social network. These findings indicate that LSF consumer producer
knowledge and social networks work predictively and synergistically to increase consumers’
likelihood of purchasing LSF.

STATEMENT OF KEY CONTRIBUTIONS
The present research has both theoretical implications and broader impact. From a theoretical
standpoint, the present findings broaden the theoretical paradigm related to LSF by adding
existing and pertinent knowledge from psychology, sociology and consumer behavior. It
broadens the limited LSF dialogue and framework that presently exists; and which has mostly
focused on identifying the dimensions and the socio-demographic profile of the LSF consumer
as well as testing the impact of consumer attitudes. The present study incorporates the
knowledge-network model and its interaction into the LSF theoretical paradigm. From a broader
impact, it assesses the predictive and interactive strength of literacy and networks in consumers'
likelihood to purchase LSF. Communication strategies aimed at creating awareness and
informing the consumer on the importance of LSF knowledge and reinforced by the power of
social networks can be valuable to marketing, branding and communication practitioners in the
LSF industry. For the community at large and politicians, the present findings provide evidence
supporting the allocation of tax-related resources to generate awareness and improve LSF
literacy as well as developing strong social network aimed at moving society towards the
purchase and consumption of safer, healthier and more sustainable ethical food options such as
LSF.

225

2020 AMA Marketing and Public Policy Conference

226

2020 AMA Marketing and Public Policy Conference

LUXURY

HOTEL

CONSUMPTION

-

EXAMINING

THE

EFFECTS

OF

PERSONALITY AND CONSPICUOUS CONSUMPTION ORIENTATION ON
LUXURY HOTEL VALUATIONS.
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Keywords: luxury hotels; conspicuous and inconspicuous consumption; conspicuous
consumption orientation; sustainability, personality.
Description: This article examines the moderating role of individual differences (conspicuous
consumption orientation) on luxury hotel valuations that provide subtle versus extravagant
experiences.
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EXTENDED ABSTRACT
RESEARCH QUESTION
Consumers are not all alike, and what draws attention to a consumer seeking fun and
extravagance in a (conspicuous) hotel may be very dissimilar to another consumer, who seeks
a more relaxing and subtle (inconspicuous) hotel experience. While the topic of conspicuous
consumption has been widely discussed in the marketing literature (Chaudhuri, Mazumdar and
Ghoshal, 2011; Husic and Cicic, 2009; O’Cass and McEwen, 2004), there is still a gap in the
literature addressing how individual differences such as personality and conspicuous
consumption-orientation impacts consumers’ valuations of luxury hotels. Understanding how
individual differences that are more versus less conspicuous in nature moderate the relationship
between hotel type and consumers’ valuations is of relevance since individuals have different
preferences and respond to different hotel appeals. The present research addresses this
phenomenon across an experimental study, which suggests that there is a causal effect between
individual differences and hotel types that promote more subtle and inconspicuous versus
extravagant and conspicuous experiences among consumers.
METHOD AND DATA
Two hundred and fifty-one participants (51.4% female) were randomly assigned to a
particular condition which described a hotel description that was either positioned as being
subtle versus extravagant (COMO versus Destino Pacha, see Appendix 1). The stimuli used in
the survey were fictional hotel descriptions. The description of the extravagant hotel was used
to represent a conspicuous experience, and the description of a subtle hotel was used to
represent the inconspicuous experience. After that, participants were asked to answer to a set
of questions concerning their perceptions about the level of luxury and extravagance of the
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hotel, our manipulation measures. Also, they were asked about the sustainability and quality
perceptions, the perceived enjoyment, likelihood of staying at that hotel and willingness to pay.
The conspicuous consumption-orientation scale was then administered. In the end, a set of
demographic questions were presented.
SUMMARY OF FINDINGS
The aim of the present research is to understand the effect of conspicuous consumptionorientation as an individual difference variable moderating the relationship between luxury
hotel types (subtle versus extravagant) on consumer’s valuations – sustainability and quality
perceptions, the perceived enjoyment, likelihood of staying at that hotel and willingness to pay.
Findings suggest that there is a causal effect between conspicuous consumption-orientation and
consumption habits of different nature. Specifically, low conspicuous-oriented consumers,
more introvert in nature, are more likely to engage in inconspicuous experiences such as staying
at more subtle hotels. Yet, high conspicuous-oriented consumers, more extrovert in nature, do
not exhibit a particular preference between staying at a subtle versus extravagant hotel. Overall,
results suggest that low conspicuous-oriented consumers tend to give more importance to
sustainability than high conspicuous oriented consumers. Furthermore, low conspicuousoriented consumers perceive to have more quality, more sustainability and are more likely to
stay and enjoy more subtle versus extravagant hotels than high conspicuous oriented
consumers.
KEY CONTRIBUTIONS
Theoretical Implications - The current study contributes to the literature on conspicuous
versus inconspicuous consumption, personality and the luxury services industry, more
specifically the hotel industry (Bernstein, 1999; Danziger, 2005). Overall, our findings
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contribute to the inconspicuous and conspicuous consumption literatures (Eckhardt et al., 2015;
Makkar and Yap, 2015; Berger & Ward, 2010) by revealing that not all consumers are alike
and that behaviors will vary according to the different advertising messages appeals that are
more aligned with their individual differences. Specifically, the luxury industry has been
widely assessed through the lens of conspicuity, yet inconspicuous message appeals are gaining
increasing interest in marketing, consumer behavior and public policy literatures given the
counterintuitive findings provided by service and product providers in this domain.
Managerial and Public Policy Implications. This research contributes with several
relevant insights for marketeers, luxury hotel managers and, societal benefits. With
consumption patterns evolving, it is crucial for brands to understand the concept of
inconspicuous consumption, so they can adapt their strategy. The study provides a profound
understanding regarding how individual differences can be a major driver behind luxury
consumption. Furthermore, it is also important to note the economic impact associated with the
luxury consumption patterns presented.

230

2020 AMA Marketing and Public Policy Conference

1
PLAYFUL TEASING IN ADVERTISING: HOW INCLUSIVE JOKING
IMPACTS INTERRACIAL ACCEPTANCE, AD-LIKING, AND AD RECALL

David Hagenbuch, Messiah College, Mechanicsburg, PA
Michael Wiese, Point Loma Nazarene University, San Diego, CA
Sonja Martin Poole, University of San Francisco, San Francisco, CA

For further information, please contact David Hagenbuch,
Professor of Marketing, Messiah College, dhagenbu@messiah.edu

Keywords: playful teasing, advertising humor, advertising recall, ad-liking, interracial acceptance

This paper investigated the relationship between playful teasing in advertising and three main
dependent variables: interracial acceptance, ad-liking, and ad recall.

EXTENDED ABSTRACT
Research Question
Organizations invoking humor in advertising often have chosen only to tease individuals from
the racial majority, avoiding other groups. Such a ‘play-it-safe’ approach may seem prudent,
until one considers studies and anecdotal evidence that suggest that engaging others in “playful
teasing” actually helps build relationships. People appreciate being the target of kind-hearted
joking, including across racial lines. This research aimed to see if similar reconciliatory
outcomes are associated with advertising, which includes viewers in the levity through vicarious
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2
learning and social learning theory. More specifically, the study asked whether diverse TV
commercials that playfully teased multiple racial groups, versus just one, would be positively
associated with interracial acceptance, as well as be better liked and more easily remembered.

Method and Data
In the study’s first phase, 142 respondents completed an online survey that vetted 45 raciallydiverse video ads, 15 in each of three categories: 1) ads that only teased people of color, 2) ads
that only teased white people, and 3) ads that teased both people of color and white people.
From each category, the five ads that produced the highest playful teasing means and met other
select criteria, like being perceived as racially diverse and avoiding racial stereotypes, advanced
to the study’ second stage. In that phase, 806 Qualtrics panelists, separated into three sample
groups, completed one of three online surveys that were similar in every way except for their
unique playful teasing focus, mentioned above.

The three sample groups were controlled for gender, as well as composition from four
racial/ethnic groups: Asian/Asian American, Black/African American, Hispanic/Latino/Chicano,
White/Caucasian. The surveys assessed interracial acceptance with Grigg & Manderson’s
(2015) “Accepting Attitudes” scales and measured ad-liking with Lawrence, Fournier, &
Brunei’s (2013) “Emotional” and “Personal” engagement scales, as well as with three original
engagement items. The researchers also created original scales to measure ad recall, following
Moorman, Neijens, and Smit’s (2007) three-pronged approach for free recall, aided recall, and
proven recall.
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Summary of Findings
The study found no support for playful teasing being associated with greater interracial
acceptance (H1) or ad-liking (H2). However, there was evidence that ad recall varied with
playful teasing (H3). The three approaches to playful teasing differed significantly in terms of
how readily respondents remembered the ads; although, the highest mean score was for teasing
of people of color (m = 13.148), followed by teasing of both groups (m = 12.258), then teasing of
white people (m = 11.030).

Post hoc analyses found:
§

An association between recall and playful teasing for both Hispanic (H) and White (W)
respondents, but not for Asian (A) or Black (B) respondents

§

Variation in interracial acceptance, ad-liking, and recall based on age
o The lowest interracial acceptance for respondents age 70+
o The lowest ad-liking and the highest recall for respondents age 60-69 and 70+

§

Variation between ad-liking and recall

§

Greater recall and interracial acceptance among women than among men

§

Variation between recall and interracial acceptance but with no clear pattern

§

Variation in interracial acceptance (+) and in recall (+) based on education

§

Differences based on race for ad-liking (B>H>W>A) and for recall (W>A>H>B)

Key Contributions
Although the study did not find support for its first two hypotheses involving interracial
acceptance and ad-liking, the data did reveal a relationship between playful teasing and ad recall,
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4
which seems important in that ads cannot be effective if people do not remember them. Hispanic
and White viewers, particularly the former group, drove those results, preferring ads that teased
just people of color, followed by those that teased both groups, then those that teased just white
people. Such results may have implications for cross-cultural marketing tactics.

In addition, it may be meaningful that the sample’s oldest respondents liked the study’s
humorous ads the least yet recalled them most readily. A similar inverse relationship also
largely played among the study’s four racial groups (A, B, H, W). It is important to note that
study participants overwhelming liked the ads: For all respondents, the mean for “Liked the ads”
was 5.530 on a scale of 1-to-7. Still, these two findings may support the notion of negativity bias
and even suggest that ad-liking might at some point produce diminishing returns.

References are available on request.
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RELATIVE EFFECTS OF SPECIFIC AND GENERAL PLANS ON HEALTH GOAL
PURSUIT: THE MODERATING ROLE OF CHRONOTYPE
Fang-Chi Lu, The University of Melbourne; Jayati Sinha, Florida International University
Contract Information: For further information, please contact Dr. Fang-Chi Lu, Department
of Management and Marketing, Faculty of Business and Economics, The University of
Melbourne (fangchi.lu@unimelb.edu.au).
Keywords: chronotype; health goal pursuit; planning; self-efficacy; specificity of plans
Description: Individual circadian rhythms determine whether specific or general plans to
pursue health goals will be beneficial.
EXTENDED ABSTRACT
Research Question
Planning is widely assumed to enhance goal pursuit by translating abstract goals into specific,
organized, concrete actions so that people can follow regimens and resist temptations. Indeed,
planning is effective for many goal pursuits such as dieting, exercise, finance, and academic
performance (Gollwitzer and Sheeran 2006; Gollwitzer and Oettingen 2007). Planning,
however, is not always beneficial and its benefits depend on factors such as goal distance,
number of goals, and mental construal (Dalton and Spiller 2012; Townsend and Liu 2012). In
this research, we suggest another two factors to consider: (1) the individual chronotypes—
morning-types (MTs) or evening-types (ETs) and (2) plan specificity—specific plans that
contain detailed components (e.g., an eating plan that details recipes along with
corresponding specific caloric amount and nutrition facts for each meal) or relatively general
plans (e.g., an eating plan indicating daily calorie budget). We ask: Would the benefit of
planning for MTs versus ETs depend on plan specificity? That is, how do chronotypes and
plan specificity jointly shape the planning benefits on healthful eating goal pursuit?
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Furthermore, what is the psychological mechanism underlying the joint effect of chronotypes
and plan specificity on consumer health goal pursuit?
Method and Data
We conducted five studies to address the research questions. Study 1 contained two
correlational studies examining the correspondence between chronotypes and
abstractness/concreteness of mental construal in general and in the diet planning context.
Study 2 was an experimental research with a 3(plan specificity: specific, general, no-planning
control)´(chronotype: continuous) between-participants design that tested the
matching/mismatching effects of chronotype and plan specificity on eating plan adherence,
health goal motivation, actual choices between healthful and unhealthful snacks, and
perceived self-efficacy in carrying out the plan. Study 3 provided further support for selfefficacy as the underlying mechanism by manipulating self-efficacy to adhere a specific or a
general healthful eating guide. Finally, Study 4 was a field experiment allowing us to observe
actual lunch choices of MT or ET participants after they made specific or general diet plans.
We measured individual morningness/eveningness orientations using the rMEQ scale
(Adan and Almirall 1991) and used the scale continuous score in our analyses, except for
Study 4 where participants self-identified their chronotypes. We tested our hypotheses with
age-diverse participants. To address confounds and alternative explanations, we ran studies in
both morning and afternoon time and measured individual body size, dietary status, selfcontrol, and impression management tendency.
Summary of Findings
In five studies, we shed light on the importance of individual circadian rhythms in
determining the effects of specific or general plans to meet health goals. We find convergent
evidence that MTs (vs ETs) exhibit low-level, concrete (vs. high-level, abstract) mental
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construal in general (Study 1a) and in diet planning (Study 1b). Consequently, when there is a
match between chronotype and plan specificity (i.e., MTs form specific plans; ETs form
general plans), rather than a mismatch, individuals are more motivated to pursue health goals
(Study 2 and 3) and show actual goal-directed eating behaviors (Study 2 and 4). Furthermore,
self-efficacy belief in adhering to the diet plan underlies the matching effects: MTs (vs. ETs)
believe that they can adhere to specific (vs. general) plans and are more likely to attain their
goals. The mediating effect was robust regardless of whether we measured self-efficacy
(Study 2 and 4) or manipulated self-efficacy (Study 3). Across studies, we controlled for time
of the day (Study 1b, 2, and 3) and individual differences in body size (Study 1b, 2, 3 and 4)
and dietary status (Study 3), and ruled out self-control (Study 2) and impression management
tendency (Study 3) as alternative explanations.
Key Contributions
From a theoretical perspective, our research bridges planning and chronobiology research to
provide insights into physiological factors that influence the effectiveness of planning for
meeting health goals. We extend growing research trends that explore boundary conditions of
planning, which often focus on situational factors and goal characteristics. We are one of the
first to explore how circadian typology influences effects of planning on motivation and goaldirected behaviors. We answer calls for integrating the concept of implementation intentions
with theories of motivation to examine whether implementation plans elevate self-efficacy.
By suggesting that circadian typology plays a role, we show that self-efficacy belief in
implementing diet plans and pursuing health goals is elevated when MTs (vs. ETs) make
specific (vs. general) plans.
Our research is particularly relevant in today’s hyperconnected world with increased
consumer emphasis on personalized service and product offerings. Indeed, many planning
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apps include a lifestyle questionnaire to understand users’ fitness goals, dietary preferences,
and schedules in order to provide personalized diet plans. By demonstrating that individual
circadian typology influences consumer responses to planning interventions, higher or lower
in plan specificity, we provide practical implications with regard to design and promotion of
planning intervention techniques for promoting health-related behaviors.

References are available upon request.
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SEEKING AUTHENTICITY IN EXPERIENTIAL CONSUMPTION

Xianfang Zeng, University of Calgary

For further information, please contact Xianfang Zeng, Ph.D. candidate, University of
Calgary (xzeng@ucalgary.ca).

Keywords: Authenticity, Experiential Consumption, Food Language, Yelp
Description: This research examined how consumers perceive authenticity in their dining
experiences and discussed the cues that consumers seek to form their authenticity perceptions.

EXTENDED ABSTRACT

Research Question
With the rise of the “cultural creatives” (Ray and Anderson 2000) or the “creative class” (Florida
2002), experiential consumption is becoming mainstream activities in the marketplace
(Moscardo 2010). The present research examined how consumers appraise authenticity in terms
of different types of restaurants. Existing literature extensively supports that authenticity
essentially requires conformity and connection to traditions, social values, or other established
criteria (Beverland and Farrelly 2010). Firms also widely adopt this conformity/connection
mindset. Brands articulate narratives that marshal evidence of authenticity, ranging from internal
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to external cues associated with the notion of connection. The current research pointed out that in
addition to connection, distinction is also a critical aspect when consumers form their
authenticity perceptions.

Method and Data
The use of language serves as a basis for individuals to generate and spread their authenticity
attributions (Kovács, Carroll, Lehman 2013). Examining how they talk about food is one
approach to understanding how they interpret food (Blackburn, Yilmaz, and Boyd 2018). Diners
are the ultimate judge of authenticity, and hence the analysis of their language about authentic
experiences is practically informative and meaningful. This paper investigated food language
based on online user-generated content on Yelp. Founded in 2004, Yelp is an important and
reliable source of language about food because of two primary attributes. First, Yelp provides
one of the largest repositories of informal reviews specific to restaurants. The reviews are not
paid expert opinions but voluntarily generated content by users. Second, to a large extent, Yelp
reviews are reliable. Yelp filters spam reviews automatically. It incentivizes quality reviewers
through a rewards system, and their popularity depends on the reliability of their reviews. One
worrying possibility is that restaurateurs may create fake favorable reviews. However, no
evidence shows impactful fake reviews, despite their large influences on restaurants (Anderson
and Magruder 2012).

Summary of Findings
An interpretive analysis revealed that authentic dining experiences go beyond food taste. Diners
infer authenticity through diverse cues that evoke a homespun romanticism or an aura of
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exoticism. Regular restaurant patrons tend to relate authenticity to replications from legitimate
sources, and generally expect authentic dining experiences to feature the mother (or grandma)cooking style and the handmade attribute. Upscale restaurant diners do not value complete
replications but expect restaurants to have distinctive self-representation.

Key Contributions
The current work postulates that connection and distinction are two major aspects when
consumers infer authenticity. Distinction, the underexplored aspect in prior research, deserves
much attention. Managerially, this research suggests that marketers at regular restaurants
communicate authenticity by emphasizing their connection-related attributes such as warmth and
home-like atmosphere. In contrast, marketers at upscale restaurants can highlight distinctionrelated attributes such as creativity and uniqueness.

References are available upon request.
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SOCIAL MEDIA AND WELL-BEING: WHEN INSTAGRAM MAKES US GRATEFUL
AND MORE ALTRUISTIC
Monica Mendini, University of Applied Sciences and Arts of Southern Switzerland
Paula C. Peter, San Diego State University
Salvatore Maione, Università della Svizzera italiana
Contact Info: For further information, please contact Monica Mendini, Lecturer-Researcher,
University of Applied Sciences and Arts of Southern Switzerland (monica.mendini@supsi.ch)
Keywords: Social media engagement, well-being, gratitude, altruism
Description: This research provides a new perspective on the positive effects of social media (i.e.
Instagram) on gratitude and altruistic behaviors.

EXTENDED ABSTRACT
Research Question
The importance of gratitude has been recognized for centuries. Definitions of gratitude suggest that
individuals must perceive that they have received a positive outcome coming from an external source,
i.e. another individual or a nonperson entity (e.g., Emmons & McCullough, 2003). Gratitude is
associated with experiencing fewer negative emotions such as stress and depression (Kashdan et al.,
2006) and more positive emotions, such as happiness, altruism (Emmons and McCullough, 2004), as
well as greater overall well-being (Boehm et al., 2011; McCullough et al., 2003). Interestingly, no
research to our knowledge has linked social media, and especially social media engagement, to
gratitude.
With consumers, especially Millennials, deeply engaged with social media like Instagram, it is
important to understand which kind of gratification users receive from using it. Understanding how
Instagram engagement (i.e time spent on Instagram in reading and checking posts/stories) might
positively influence the emotions and feelings perceived by young users becomes of particular interest
to marketers and it is the core of this research.
Method & Data
With a preliminary study we investigate how Instagram engagement (i.e. time spent in reading and
checking posts and stories) influences gratitude towards life and altruistic behaviors. Moreover, we
also report how escaping from negative feelings can mediate this effect.
Two hundred and thirty-four US-students (Mage = 22.42; 45.7% male) participated in our study in a
controlled lab environment in return for course credit. Based on their regular daily usage of Instagram,
we classified participants as light (25.5%; regular use: less than 30 minutes a day), average (49.5%;
regular use: between 30 minutes and 90 minutes a day) and heavy users (25%; regular use: more than
90 minutes a day). Heavy users (compared to light and average users) showed a higher degree of
gratefulness about life and a higher level of altruism. Adopting a mediation model, we demonstrated
that this first relationship can be fully mediated by the level of escape from negative feelings.
Enriching the previous model, we proved that the level of escape from negative feelings and the level
of gratitude serially mediate the relationship between social media engagement and altruism (partial
mediation for average users, full mediation for heavy users).

242

2020 AMA Marketing and Public Policy Conference

Summary of Findings
Our findings suggest that greater social media engagement is strongly linked to a perceived higher
gratitude about life and to a higher willingness to engage in helpful and altruistic behaviors.
Specifically, heavy Instagram users (compared to average and light users) perceive a higher gratitude
about their lives and a higher willingness to engage in altruistic behaviors when reading and checking
Instagram posts and stories. Moreover, we also showed that escape from negative feelings plays a
role as mediator and increases the gratitude perceived by heavy users while using Instagram. Finally,
with a serial mediation (involving both escape from negative feelings and gratitude as mediators) we
show how both constructs work as mediators in the relationship between social media engagement
and altruism (partial mediation for average users, full mediation for heavy users). This means that
heavy Instagram users tend to be better at escaping negative feelings and are more grateful. This in
turn increases the propensity to engage in altruistic behaviors.
Statement of Key Contributions
Drawing from literature on social media, gratitude, and altruism, this research contributes to better
understanding the “positive side” of social media. Previous research has predominantly focused on
the negative effects of social media engagement, such as poorer body image (Fardouly and Vartanian,
2015), negative mood (Fardouly et al., 2015), loneliness and depression (Hunt et al., 2018). With this
research, we provide a more needed counter-balanced perspective on the positive effects of Instagram
(e.g. Pittman and Reich, 2016), connecting them to gratitude and altruistic behaviors.
Beyond its scholarly contributions, this research has implications for marketers and practitioners
interested in consumer well-being and making this world a better place. For example, gratitude
practices of various forms have been linked to a long list of physical (better sleep, less illness, reduced
stress) and emotional benefits (more happiness, joy and optimism, increased connection with others;
Carroll, 2017). Marketers and practitioners should promote the expression of gratitude on social
media in order to empower Millennials and younger generations to become positive agents of change.
Documenting, nurturing, and sharing positive moments and memories in someone’s life (e.g.
#capturinggratitude) has the potential to activate change that will benefit consumers and the society
they live in.

References are available upon request.
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THE EFFECT OF MINDFULNESS INTERVENTION ON WAITING TIME
SATISFACTION

Ellen Campos Sousa, Florida International University
Jayati Sinha, Florida International University
Luciana Freire, Centro Universitário Christus - UNICHRISTUS
For further information, please contact Ellen Campos Sousa, Ph.D. candidate, Florida
International University (esous003@fiu.edu).

Keywords: mindfulness, waiting time, satisfaction, word of mouth
Description: This study aims to foster reflection on mindfulness as a strategy to help service
companies to improve customers’ satisfaction during waiting time and willingness to spread
positive word of mouth (WOM).
EXTENDED ABSTRACT
Research Question
Mindfulness research has received increased attention in the health care and education area, but
has not gained significant attention by marketing researchers. In this paper, we empirically test
how mindfulness can be a tool to help consumers and companies alike. This research highlights
the gap of the studies on mindfulness that explores a significant aspect of consumer’s satisfaction:
the waiting time for services. Past research has demonstrated that waiting time perception can have
a detrimental effect on customer satisfaction. Thus, in a waiting time context, it is important to
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know what can improve the consumer perception and satisfaction of the service provided. This
paper proposes that if consumers receive a mindfulness meditation during the waiting time, they
will have a non-judgmental focus on the waiting time experience. If so, they will process the
experience mindfully, without judgment but with the awareness of the internal and external
presence, leading them to be more satisfied with the waiting time and to feel less stress related to
the experience. This research also proposes that waiting time satisfaction will drive the relationship
between mindfulness and positive WOM.
Method and Data
Four experiments were conducted to demonstrate the effect and underlying process using different
consumer groups. Study 1 was conducted in a consumer behavior lab delivering a one-time
meditation through a technological device, the MUSE headband. Study 2 was conducted in an
undergraduate classroom in US manipulating the one-time mindfulness session through an
instructor-led guided meditation. Study 3 was conducted through Amazon Mechanical Turk and
manipulated the mindfulness meditation by a YouTube video guided meditation. Study 4 was
conducted in an undergraduate classroom in Brazil, manipulating the one-time mindfulness session
through an instructor-led guided meditation.
Summary of Findings
It was possible to support the proposition that mindfulness meditation can be used as a tool by
companies to increase consumers' satisfaction of waiting time, increase their willingness to spread
positive WOM via an increase in satisfaction with the waiting time, and decrease their stress level
perception of the experience. Furthermore, study 4 ruled out a possible explanation that a funny
video would have the same effect as the mindfulness meditation had on participants waiting time
satisfaction. It also tested the hypothesis in a different culture, an interdependent country: Brazil.
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It demonstrates that even in a collectivist country where the population has a higher interdependent
self (compared to the American population with a higher independent self), the mindfulness
condition increases the waiting time satisfaction. The findings are strong because the same pattern
of results emerged in all four experiments, with different samples (American students; Brazilian
students; American adults), with different techniques to deliver mindfulness meditation (MUSE
headband; instructor-led guided; YouTube video), and in different countries (US; Brazil). It is
important to note that, in all experiments, participants joined in a one-time mindfulness meditation.
It is believed that a one-time mindfulness practice will generate outcomes related to the situation
only.
Statement of Key Contributions
This research brings a novel contribution to the marketing and mindfulness literature, and brings
light to companies that deal with consumers' complaints related to waiting time. Consumer
satisfaction and the spread of positive WOM are priorities for companies that keep tracking their
relationship with customers and prospects. In this way, this study offers a tool that it is possible
and simple to be offered to a consumer when he is waiting for a service, and it increases the
consumer satisfaction and willingness to spread the positive WOM: a mindfulness meditation. The
study also demonstrates that mindfulness meditation can be offered in different ways (with or
without the use of advanced technology), and it is helpful for different group ages. For example,
in a health clinic, the firm can have a small room set up to offer mindfulness meditation through
the use of a device during the consumer waiting time. Policymakers should also engage in incentive
companies to provide mindfulness meditation to their consumers. The benefits of meditation are
well known. Health clinics could easily implement this, and it would increase consumers'
awareness in general.
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The Height Premium: When Shorter Men Pay More

Nuket Serin, Florida International University, USA
Jayati Sinha, Florida International University, USA

For further information contact: Jayati Sinha, Associate Professor, Marketing Department,
Florida International University (jsinha@fiu.edu)

Keywords: desire for status, heightism, signaling effectiveness, status consumption
Description: Across five studies, the authors showed shorter men are willing to pay (WTP)
higher prices for products that signal status to reduce the negative effect of heightism because
they have a higher desire for status, leading them to flaunt the status-signaling products they
own, and sense of purpose moderates this effect.

EXTENDED ABSTRACT

Research Question
Heightism is defined as “discrimination and stigmatization due to one’s height” (Griffiths
et al. 2017), indicating height-based inequality in various life spheres such as dating, workplace
interactions, and political elections (Judge and Cable 2004; Lynn and Shurgot 1984; McCann
2001). Therefore, shorter men feel disadvantage and suffer from the negative feelings of
heightism and feel threats to their status. Notwithstanding, we know little about height
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stigmatization effects on their status consumption. This research addresses the questions of
whether shorter men are more likely to engage in status consumption to compensate for adverse
status perceptions.

Method and Data
This paper presents five studies in a different status consumption context. In study 1, to
examine the link between male height and status consumption, we conducted a correlational
study using real-world data from a dating website (match.com). In study 2, participants read a
scenario in which they imagined replacing their 28-inch TV with a larger TV (Ordabayeva and
Chandon 2011), and reported purchase likelihood, WTP for a larger TV, and desire for status.
Women do not show the effects, so in Studies 3, 4, and 5, we shift our focus to men only. The
purpose of study 3 was to replicate the earlier results in a different status consumption context:
choice between ultra-sturdy or exotic picture frame (Rucker and Galinsky 2009). Study 4 directly
tests the casual path: height → desire for status → signaling effectiveness → status consumption
in a different status consumption scenario - the choice between a more expensive but less
luxurious green backpack versus a less expensive but more luxurious non-green backpack
(Griskevicius et al. 2010). Finally, in Study 5, participants reported the purchase likelihood of
Parker Pen, and we tested sense of purpose for its moderating effect.

Summary of Findings
The five studies reveal that men who are below average height suffer from the negative
effects of heightism, feel threats to their status, and are willing to pay higher prices for products
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that signal status. Desires for status and signaling effectiveness serially mediate the effect, and
sense of purpose moderates the effects on status consumption.

Key Contributions
Our research has theoretical implications and makes several managerial contributions. To
the best of our knowledge, we are the first to explore the relationship between heightism, status
consumption, and sense of purpose. Our findings also have worthwhile practical implications in
suggesting that marketers can appeal to consumers who face heightism by highlighting the
status-signaling potential of their products and services. Additionally, policymakers should
design campaigns that help stigmatized men find more positive coping strategies that meet
unfulfilled needs for status.

References are available upon request.
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Extended Abstract
TITLE: The Nutrition Elite Revisited: The Role of Chilean-Style and Traffic Light Front-ofPack Nutrition Labels
Author Names, University Affiliations:
J. Craig Andrews, Marquette University
Scot Burton, University of Arkansas
Jeremy Kees, Villanova University
Richard G. Netemeyer, University of Virginia

Contract Information: For further information, please contact Craig Andrews, Professor and
Kellstadt Chair in Marketing, Marquette University, craig.andrews@marquette.edu.
Keywords: Nutrition Labeling, Front-of-Pack (FOP) Food Warnings, Nutrition Knowledge
Description: Given the high rate of obesity in the U.S. (39.8%), and the associated risks of
coronary heart disease, type 2 diabetes, stroke, and cancer (CDC 2020), providing more effective
and easier-to-use FOP symbols are important objectives in improving public health.

EXTENDED ABSTRACT
Research Questions – Will the recent Chilean-style front-of-pack (FOP) food warnings be more
effective for primary food shoppers than the traffic light, guideline daily amounts (TL-GDAs) for
nutrition accuracy, product healthfulness, perceptions of negative nutrients, product attitudes,
and purchase intentions? Will such effects vary in the presence of the Nutrition Facts Panel
(NFP)? More importantly, will such FOP effects depend on important moderators, such as
objective nutrition knowledge? When appropriately designed for the targeted audience, warnings
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can be effective in communicating health risks (Andrews 2011 in Communicating Risks and
Benefits). Yet, FOP warnings may be more effective for evaluative responses (healthfulness,
nutrient perceptions, attitudes, intentions), whereas nutrient-specific FOP guidelines might
perform better for consumer understanding and education (e.g., nutrition accuracy; Andrews,
Burton, and Kees 2011 JPPM; Newman et al. 2018 JAMS). Our study seeks to address these
important research questions affecting public health policy.
Method and Data – Following screening for primary food shopper and product usage, two
pretests of 153 and 163 primary food shoppers were used to test Chilean FOP warning colors and
NFP formats. The pretest and main study samples used four age quotas based on U.S. Census
data and were split evenly on gender. The main study was comprised of 711 primary food
shoppers using a professional, online, nationwide research firm, whereas the two pretests used
Amazon mTurk. The primary food shoppers were recruited and interviewed according to
generally-accepted principles for advertising research. The respondents received instructions to
examine both the front and back of a mock, mixed-nutrition level, chicken dinner package and
respond to all questions. They then were randomly assigned to one of six treatment conditions
(FOP: Chilean, Traffic Light, or none; NFP: present, absent) displaying realistic front and back
panels in full color before responding to key measures. These measures included nutrition
accuracy, perceptions of healthfulness, negative nutrients, attitudes, intentions, objective
nutrition knowledge and demographics. A MANOVA with SNK contrasts was used for the
analysis. Given the number of dependent measures in the analysis, a median split (at 6) was used
on the 16-item objective nutrition knowledge scale.
Summary of Findings: Based on the first pretest, and actual usage in Chile, we elected to use
the black stop signs with white lettering for the main study. A second purpose of the first pretest
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was to assess the reliability of the 16-item objective nutrition knowledge scale (based on
Andrews et al. JM 1998), and it displayed adequate reliability. Based on the second pretest, and
consistent with the TL-GDAs providing Daily Values (DVs), and the DVs in the Nutrition Facts
Panels, we elected to use the Chilean FOP symbols with DVs (“Chilean-GDAs”) for the main
study. Our main study findings indicate that the Chilean FOPs were more effective in impacting
perceptions of healthfulness, negative nutrients, attitudes, and intentions, whereas the Traffic
Light FOPs were better for nutrition accuracy. These effects were heightened for those with
greater (as opposed to lower) objective nutrition knowledge (i.e., "the nutrition elite").
Statement of Key Contributions: Given the high rate of obesity in the U.S. (39.8%), and
associated risks of coronary heart disease, type 2 diabetes, stroke, and cancer (CDC 2020),
providing both more effective and easier-to-use FOP symbols are important objectives in
improving public health. Our research shows that the type of FOP format matters depending on
the specific objective. If targeting high levels of negative nutrients (saturated fat, sodium) is
important, then Chilean-type warnings tend to be better. If increasing consumer education about
a wider set of important nutrients (good and bad) is the focus, then traffic lights might be
preferred. These effects are heightened for the higher knowledge “nutrition elite,” making it
challenging for agencies (e.g., FDA’s CFSAN) and food companies to assume that there is one
consistent and “best” standard solution. Yet, the hope is that the FOP symbols can at least
increase the ease of use for those who might need it the most. No doubt, other nutritional stimuli
and levels, products, nutrients, and samples could be examined in the study of the most effective
FOP formats for consumers. We also encourage researchers to test other important moderating
and mediating variables (e.g., numeracy, prior health and brand loyalty/prior usage).
References are available upon request.
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THE POWER TO MAKE A DIFFERENCE: CONSUMER REACTIONS TO
ALTERNATIVE MEAT PRODUCTS

Megan J. Baran, Wayne State University
Andrea H. Tangari, Wayne State University

Contact info: For further information, please contact Megan J. Baran, MBA Candidate, Wayne
State University (meganbaran@wayne.edu)

Keywords: alternative meats, consumer choice, self-efficacy, environmental label, power

Description: Given the impact that meat consumption has on the environment, this research
examines how marketers can influence consumers to be more likely to forgo meat and to
choose alternative meat products.

EXTENDED ABSTRACT

Research Question
Given the impact that meat consumption has on the environment, this research examines how
marketers can influence consumers to be more likely to forgo meat and to choose alternative
meat products. In doing so we look at the impact of different labeling/provision of information
strategies for alternative meat products. Our specific research questions are as follows: 1) Does
environmental impact information provided with the alternative meat product help increase
purchase intentions for that product? 2) Does a person’s self-efficacy influence how they react
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to alternative meat products with or without environmental impact information? 3) Does
including information on the power that one has to make a difference with their choice
enhance the effectiveness of the environmental impact information when it comes to purchase
intentions and choice of an alternative meat product?
Method and Data
To explore our research questions, we conducted two experiments using the Impossible
Whopper as the alternative meat product. Both experiments used participants from Amazon
Mechanical Turk. The first experiment included a picture of the Impossible Whopper with or
without environmental impact information. In addition, participants self-efficacy was
measured as a moderating variable. Purchase intentions for the Impossible Whopper was the
dependent variable. In the second experiment the same environmental information
manipulation was used for the Impossible Whopper. In addition to the environmental
information, we manipulated whether participants also saw a message about the power they
had to reduce their environmental impact. For the purpose of our study, a power message states
that an individual has the power to reduce their environmental impact by choosing the
Impossible Whopper.
Summary of Findings
Study 1 suggests that for plant-based meat alternatives specific environmental information can
make a positive difference in consumers purchase intentions of the meat alternative. In
addition, we find that the positive effect of the environmental information is moderated by a
consumer’s level of self-efficacy. When there is environmental impact information present,
those higher in self-efficacy are more likely to have higher purchase intentions for the
alternative meat product. The second study reveals that a possible intervention of including a
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power message may help to make environmental impact information more effective. This is
important in that it shows us how marketers can make environmental messages more effective
to help promote more sustainable consumption practices.
Statement of Key Contributions
This research indicates that for an environmental message on an alternative meat product to be
more effective, a person needs to feel like they have some power to change their situation. This
could be that they have overall higher self-efficacy. But if someone does not have higher selfefficacy, how can marketers and those concerned with the environment help to make consumer
food choices more sustainable? Our second study reveals that the use of a power message can
help enhance the impact of the environmental information to influence more positive purchase
intentions and choice for an alternative meat product.

References are available upon request.
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Proposed Special Session
2020 Marketing and Public Policy Conference
Understanding Drivers of Healthful Consumption Experiences
Session Chairs
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Paper 1: Toward Understanding the Relative Effects of Product Processing Claims and
Nutrient Content Claims on Food Packaging: Implications for the FDA’s New Definition of
“Healthy”
Garrett Rybak, University of Arkansas
Alicia Johnson, University of Arkansas
Scot Burton, University of Arkansas
Paper 2: Not All Dieters Are the Same: Development of the Abstention Tendency Scale
Yi Xie, Xiamen University
Naomi Mandel, Arizona State University
Meryl P. Gardner, University of Delaware
Paper 3: The Impact of Fair Trade Food Labeling on Calorie Consumption
Chris Berry, Colorado State University
Stefan J. Hock, University of Connecticut
Paper 4: Snacking Behavior in Different Stages of the Family Life Cycle
Marina Cozac, Florida State University
Martin Mende, Florida State University
Maura Scott, Florida State University
Paper 5: Conceptual Introduction to Food Experience Design Thinking (FEDT):
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Session Overview/Objectives
Consumers consistently seek to make healthier food consumption choices. In fact, about 45
million Americans go on a diet each year, spending $35 billion on weight-loss products
(McNamara 2006; Searing 2018). Despite the large number of Americans seeking to make
healthier choices, diet-related illnesses and preventable disease rates are increasing (Siahpush et
al. 2015). Currently, 117 million American adults have one or more preventable diseases such as
cardiovascular disease and type 2 diabetes (Centers for Disease Control and Prevention 2019). In
addition, nearly 70% of American adults are overweight or obese (American Heart Association
2014). The importance of food consumption for health at both the individual and societal level is
highlighted in the emergence of government policies and company decisions which aim to nudge
consumers to make healthful choices. For instance, nutrition labeling, calorie labeling, and the
use of non-GMO and fair-trade ingredients are implemented with the goal of enhancing
consumers’ healthy decision making. It is therefore critical for marketing scholars to better
understand how and why consumers make healthful decisions, how they respond to government
policies and product production choices, and other factors that can drive healthful consumption
experiences for consumers. Against this background, this session explores how food labeling,
advertisements, the family life-cycle, and food experiences can aid scholars, managers, and
policy makers in driving healthful consumption experiences.
Time Allocation Plan
In order to facilitate a lively interaction, each presentation will be restricted to 12 minutes. We
will ask audience members to hold questions until the end of the session. This will leave 15
minutes at the end of the session for questions from the audience.
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Audience Interest in this Session
The primary audience is likely to consist of researchers interested in food consumption, food
well-being, and the consumer experience. In addition, researchers interested in public policy as it
relates to nutrition and process labeling, nutrition claims, and advertisements may attend the
session.
Topics to be Covered
●
●
●
●
●

Consumers’ perceptions of healthfulness as a result of labeling and product claims
Fair trade labeling and caloric intake
Consumer approaches to dieting
Snacking behavior in different stages of the family life cycle
Design thinking and food design for healthful food experiences

Contribution to the Discipline
This session will illustrate the importance of examining the drivers of healthful consumer
decision making in various stages of the consumption experience. The research in this session
will enhance scholarly understanding of consumer food well-being and offer recommendations
to policy makers and managers to aid in improving consumer decision making as it relates to
healthfulness.
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Toward Understanding the Relative Effects of Product Processing Claims and Nutrient
Content Claims on Food Packaging: Implications for the FDA’s New Definition of
“Healthy”
Garrett Rybak
Doctoral Candidate
Department of Marketing
Sam M. Walton College of Business
University of Arkansas, Fayetteville, AR 72701
479.575.8748 | gjrybak@uark.edu
Alicia Johnson
Doctoral Candidate
Department of Marketing
Sam M. Walton College of Business
University of Arkansas, Fayetteville, AR 72701
315.276.5743 | ajohnson2@walton.uark.edu
Scot Burton
Coeditor-in-Chief—Journal of Public Policy & Marketing
Distinguished Professor and Tyson Research Chair
Department of Marketing
Sam M. Walton College of Business
University of Arkansas, Fayetteville, AR 72701
479.575.5398 | sburton@walton.uark.edu

EXTENDED ABSTRACT
Given concerns with obesity and the 300,000 annual deaths due to diet-related diseases
(CDC 2019), the FDA has focused on nutrient content through regulation of nutrition claims that
can appear on food packaging (e.g., ‘Low fat;” “Low sodium”). Consistent with these
regulations, many studies have examined effects of nutrient content claims and nutrition
disclosures (Ford et al. 1996; Andrews, Burton, and Kees 2011; Newman et al. 2016; 2018).
Recently, however, there has been an increasing number of package claims that are related to
how the product is processed. These include claims such as “Natural;” “No GMO’s;” and
“Minimally Processed” (Andre et al. 2019). With the exception of the USDA organic label,
many of these processing claims currently are not regulated by the FDA or other agencies (Petty
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2015). Use of such claims is consistent with the burgeoning “clean label” movement among food
manufacturers (Transparency 2017; Gelski 2019). These processing claims and evaluations
potentially become drivers of perceptions of product healthfulness and purchases. For example,
findings show that use of the unregulated “natural” claim leads to various favorable inferences
that, in turn, affect perceived healthfulness and purchase intentions (Berry et al. 2017).
Consistent with such research, the FDA has noted that “like other claims made on products
regulated by FDA, we believe the "natural" claim must be true and based in science” (FDA
2019), as well as use of other processing claims that could mislead consumers.
Drawing from activation theory and the inferential processing literatures (Anderson 1983;
Brucks and Mitchell 1981), this research extends past findings by addressing the relative effects
of differing sets of package claims, one related to how the product is processed (e.g., Natural,
Organic, no GMOs) and the other to nutrition content claims (Low saturated fat, Low sugar, Low
sodium). We assess the degree to which each type of claim can incrementally affect perceptions
of overall product healthfulness, disease risk, and purchase intentions. Further, we address the
role of moderators which consider the dual roles of consumers’ nutrition consciousness (Keller
et al. 1997; Andrews et al. 2011) vis-à-vis consumers’ product processing consciousness, a
measure developed that is unique to this research. Results from our initial experiment show that
these separate measures are positively correlated, but there is discriminant validity.
Data have been collected and analyzed in an initial 2 (processing claims: present or
absent) x 2 (nutrition content claims: present or absent) experiment. There will be several studies
available for presentation at the 2020 MPPC Conference. Results should be of interest to the
FDA, as well as to global health agencies, and manufacturers striving to improve the processing
of CPG products to attract and satisfy the segment of consumers high in food processing
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consciousness. It also will be related to questions concerning the FDA’s recent interest in what
drives consumers to perceive a product as "healthy," and consumer comments the FDA has
received requesting that any new definition of "healthy" consider processing attributes such as
"No artificial ingredients" and "No GMOs" (Levings 2017).
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Not All Dieters Are the Same: Development of the Abstention Tendency Scale
Yi Xie
Assistant Professor of Marketing
School of Management
Xiamen University, Xiamen, Fujian 361005
011-18208860396 | yixie@xmu.edu.cn
Naomi Mandel
Yellow Corporation Professor of Marketing
Department of Marketing
W.P. Carey School of Business
Arizona State University, Tempe, AZ 85287-4106
480.727.7274 | naomi.mandel@asu.edu
Meryl P. Gardner
Professor of Marketing
Department of Business Administration
Lerner College of Business and Economics
University of Delaware, Newark, DE 19716
302.831.1772 | gardnerm@udel.edu

EXTENDED ABSTRACT
It is clear that many Americans suffer from self-control lapses. However, it is also likely
that a “one size fits all” approach to ending obesity is ineffective due to important individual
differences among dieters. Some diet plans require consistently avoiding indulgences while
others permit eating everything in moderation, and still others encourage occasionally indulging
by consuming otherwise prohibited foods. However, people may have their own preference
between these two approaches according to their own beliefs.
We propose that people hold their own implicit self-theories regarding abstinence versus
moderation and we also tested which advertising appeals (moderation ads or abstention ads)
work best for which types of dieters. In this research, we build on prior research on lay theories
(e.g., Job, Dweck and Walton 2010) to develop a new scale of abstinence versus moderation
(Study 1 and Study 2) and test whether advertisements with moderation versus abstention claims
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differentially affect abstainers’ and moderators’ attitudes for the product advertisements (Study
3). We introduce the construct of eating-related abstention tendency, and we demonstrate how it
is distinct from other constructs. In the context of healthy eating, abstainers think that it is very
hard to get back on track after any indulgence and steer clear of goal-inconsistent eating
(Delistraty, 2016), whereas moderators pursue a balanced, overall eating goal without hard rules
or prohibitions (Huber, Goldsmith, and Mogilner, 2008) and think self-control can be restored by
occasional indulgences (Rubin 2009).
Study 1 developed and validated a sixteen-item scale (Appendix available upon request)
to assess beliefs about abstainer/moderator tendencies. Findings indicate that the scale (α = 0.89)
effectively distinguished moderators and abstainers. In Study 2, we established the convergent,
discriminant, and nomological validity of the scale and showed that the abstention tendency scale
is distinct from other health-related or self-control related scales. We conducted a confirmatory
factor analysis on six scales to assess the correlations among the scales that provide evidence for
convergent and discriminant validity. The correlations in suggest that discriminant validity exists
between the scales.
In Study 3, provided further evidence for nomological validity by testing whether
advertisements with moderation or abstention beliefs claim are more appealing to dieters who
hold the same belief (moderator or abstainer). We created and showed participants two
moderation ads and two abstention ads for a hypothetical yogurt brand (“healthyyo”) in random
order, and asked participants to indicate their attitude towards the ad. Finally, we used a
manipulation check to confirm that the ads in the study were representing moderation/abstention
beliefs accordingly. More importantly, Study 3 results showed that a significant abstention
tendency X ad tagline interaction on attitude toward the ad (b = -.036, t(122) = -4.26, p < 0.001).
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The significant slopes suggest that moderation ads or abstention advertising taglines are more
appealing to dieters that hold the same type of theories.
Taken together, the findings provide support for the validity of the abstention tendency
scale and show that customized ads with claimed beliefs are more appealing to certain types of
dieters.
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The Impact of Fair Trade Food Labeling on Calorie Consumption
Chris Berry
Assistant Professor of Marketing
College of Business
Colorado State University, Fort Collins, CO 80523
970.491.3934 | chris.berry@colostate.edu
Stefan J. Hock
Assistant Professor of Marketing
School of Business
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EXTENDED ABSTRACT
The purpose of fair trade certification labels is to assure consumers that the products they
purchase support responsible companies, empower farmers, workers, and fishermen, and protect
the natural environment. These labels are a form of values-based labeling, which are food labels
that communicate process, quality, and/or ethics information to consumers (Barham 2002). Fair
trade labels are becoming extremely prevalent in the marketplace, as consumers are becoming
more and more concerned with where their food comes from and how it is sourced (Nielsen
2015).
At the same time, over 71% of adults are overweight or obese in the United States (CDC
2017). The CDC has declared obesity “a national epidemic and a major contributor to some of
the leading causes of death in the U.S., including heart disease, stroke, diabetes and some types
of cancer” (CDC 2011). The prevalence of overweight and obesity makes calorie consumption a
critical outcome for consumer health and public policy researchers concerned with impact of
various food labels.
Despite fair trade certification labels not being designed to communicate such
information, could it be possible that consumers infer greater healthfulness from fair trade
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certified labels? If so, do consumers subsequently increase their calorie consumption? Both of
these effects would likely represent outcomes unintended by third-party fair trade certification
organizations.
We designed three experiments to test the potential effect of fair trade certification labels
on calorie consumption. Across these three studies, we demonstrate that fair trade labels increase
calorie consumption by 31% to 66%, a potentially negative health outcome for some consumers.
Specifically, in Study 1, we show that individuals consume more calories if the food product
contains a fair trade certification label. In the subsequent studies, we hone in on the underlying
process. That is, we demonstrate that the effect of fair trade certification labeling on calorie
consumption is mediated by the product’s inferred healthfulness. In addition, we show that this
direct and indirect effect is moderated by product type, such that the positive effect of fair trade
certification labeling on calorie consumption is attenuated for unambiguously healthy products
because these products are already inferred to be relatively healthful.
In summary, this research (1) establishes that fair trade certification labels have a positive
effect on actual calorie consumption, (2) identifies the underlying process which leads to the
effect on this important behavioral outcome, and (3) demonstrates that these effects are
attenuated for unambiguously healthy products. While the purpose of fair trade labels is to
educate consumers about the ethical considerations involved in making the product and
encourage them to support these initiatives, these labels can have the unintended negative sideeffect of increasing consumers’ calorie intake. Given the role that large consumer package goods
companies are believed to play in the obesity crisis in the United States, marketing managers of
such companies and third-party certification organizations should consider better explaining
what fair trade labeling is designed to communicate. In addition, policy makers and fair trade
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certification organizations might consider creating consistent, industry-wide standards that
consumers can trust and rely on.

267

2020 AMA Marketing and Public Policy Conference

Snacking Behavior in Different Stages of the Family Life Cycle
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EXTENDED ABSTRACT
Nearly 70% of American adults are overweight or obese (American Heart Association
2014), even though approximately 47% of men and 75% of women in the United States have
dieted at some point during their lifetime (Jeffery, Adlis, and Forster 1991). These statistics
reveal an important conundrum: consumers are actively trying to manage their food consumption
and reduce their caloric intake, but obesity has reached a historic high (Warren, Beck, and
Delgado 2019). While there is not one single cause of obesity, snacking is considered to be one
significant contributing factor to the obesity epidemic (Gregori et al. 2011). Therefore, better
understanding when and why people engage in snacking – defined as the consumption of foods
or caloric beverages between meals (Hess, Jonnalagadda, and Slavin 2016) – can help consumers
with choosing and consuming healthier snacks. In this research, we specifically focus on parents’
snacking behaviors. Prior marketing research has examined parental status in contexts such as
habituation practices (Thomas and Epp 2019), car buying (Story, Davies, and Farrell 2005),
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family decision making (Palan and Wilkes 1997), and vacation planning (Nanda, Hu, and Bai
2007). However, questions related to when, why, and how the parental role might influence
snacking behavior have received relatively little attention in marketing. Accordingly, our
research examines the intersection of parental lifestyle and snacking behavior, while accounting
for the important role of gender as a moderating variable of snacking behavior (Wardle et al.
2004). The results provide novel insights into how being a parent can influence snacking
behavior and how this behavior might be distinct between men and women. In addition, this
research sheds light on the mechanism of parental snacking by exploring multiple underlying
motives that further explain why the aforementioned gender-related differences in snacking
behavior might exist. Taken together, this research points to meaningful insights and
implications not only for consumers, but also for marketing managers and public policy makers.
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EXTENDED ABSTRACT
Food consumption is a rich consumer experience. Food is a source of experiential
pleasure that is “the enduring cognitive (satisfaction) and emotional (i.e. delight) value
consumers gain from savoring the multisensory, communal, and cultural meaning in food
experiences” (Batat et al. 2019, p. 2). While eating is certainly a functional means to guarantee
individual health, it also undeniably bears high symbolic and emotional value (Addis and
Holbrook 2019; Batat 2019). In today’s contemporary societies, food well-being – defined as “a
positive psychological, physical, emotional, and social relationship with food at both the
individual and societal levels” (Block et al. 2011, p. 9) – is the key driver of consumers’ food
choices (Bublitz et al. 2019; Scott and Vallen 2019), and an issue deserving the attention of
transformative consumer research (Scott and Vallen 2019).
The increasing importance of food experiences in everyday life and the rise of urgent
food problems call for innovative approaches to create healthy and pleasurable experiences for
food well-being. Previously, food design thinking has been limited, considering the design of
products but not experiences. We advance food innovation by building on design thinking,
customer experiences, and food well-being marketing literatures. Our work extends the view of
food experiences by adapting the food experiential journey to reach higher levels of food wellbeing. As a result, we propose “food experience design thinking” (FEDT), a new framework for
the design thinking process that promotes the design of holistic food experiences rather than
simply new products. FEDT is conceptualized as a four-step process, encompassing the three
levels of the food experiential journey (i.e., contemplation, connection, creation) and aiming at
increasing individual and collective food well-being. Insights and implications for both
marketing managers and policy makers are discussed, as FEDT can help them improve and
achieve higher levels of individual and collective food well-being.
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UNTAPPED EDUCATION: EXPLORING THE RELATIONSHIP OF
POLITICAL IDEOLOGY AND WATER REUSE
Anjala S. Krishen, University of Nevada, Las Vegas
Han-fen Hu, University of Nevada, Las Vegas

Jesse L. Barnes, University of Nevada, Las Vegas

Contact Information: For further information, please contact Anjala Krishen, Professor,
Marketing & International Business, University of Nevada, Las Vegas
(anjala.krishen@unlv.edu).
Keywords: water conservation, consumer knowledge, product experience, political
ideology, prosocial behavior
Description: We are particularly interested in how consumers ingest water reuse
information regardless of its credibility and their current cognitive load (i.e. whether they
are balancing other information sources); as such, using a random sample of n=406 USbased municipal water consumers, we explore the relationships between individual
characteristics (i.e., actual knowledge, experience, and political ideology) and attitude
and intentions towards water reuse.
EXTENDED ABSTRACT
Research Question
The objective of our research is to explore how consumers’ de facto water reuse
knowledge and political ideology impact their acceptance of planned reuse. We are
particularly interested in how consumers ingest water reuse information regardless of its
credibility and their current cognitive load (i.e. whether they are balancing other
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information sources). In sum, our study examines the following research questions: (1)
How do consumer individual differences (i.e., experience, knowledge, and ideology)
relate to intention to use, attitude towards reuse water, and price perceptions of planned
reuse water? (2) Following the reading of material regarding planned and de facto reuse
water, will participants have a significantly different intention to use, attitude towards
reuse water, and price perception of reuse water? (3) Following the reading of material
regarding planned and de facto reuse water, will participant individual differences (i.e.,
experience, knowledge, and ideology) be related to the pre-post difference in intention to
use, attitude towards planned reuse water, and price perceptions of planned reuse water?
Method and Data
An experiment tested the effects of educational materials on water reuse perceptions.
Participants (n=406 US-based municipal water consumers) self-reported perceptions
before and after reading a planned and de facto reuse article (pre/post). The models for
intention to use (F(5,398)=38.91, p<0.001) and attitude (F(5,398)=15.02, p<0.001) are
significant while that for price perception is not (F(5,398)=1.68, p=.14). Political
ideology has a significant effect on intention to use and attitude; liberals have a higher
level of intention (β=-0.06, p=0.04) and attitude (β=-0.09, p=0.01), as compared to
conservatives. Voters have a more positive attitude toward treated water (β=0.18,
p=0.04), and level of actual knowledge has positive and significant effects on the
intention (β=0.08, p=0.01) and attitude (β=0.09, p=0.01). After reading the educational
material, paired t-tests indicate that participants significantly increased their price
perception (M=4.38 versus M=4.56, t=3.59, p<.001), intention to use (M=2.93 versus
M=3.28, t=6.39, p<.001), and attitude towards reuse water (M=3.75 versus M=3.92,
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t=2.97, p=.003). Using regressions, difference in price perceptions (F(9,394)=4.25,
p<0.001) and intention to use (F(9,394)=5.24, p<0.001) are significant but not difference
in attitudes. Credible material (high or low) led to a higher difference in price perception
(perception of difference in price was lower for credible information, β=0.40~0.52, p<
0.001).
Summary of Findings
Knowledge and experience, as well as political ideology, play critical roles in an
individual’s initial intention to use treated water. An individual will have a positive
attitude toward treated water if he/she voted in the last election, has a liberal view of
politics, a high level of knowledge and experience, and trusts water suppliers. Price
perceptions regarding treated water are not influenced by any of the factors investigated
in this study. Overall, our findings indicate that an individual’s original intention and
attitude is determined by his/her beliefs (i.e., trust of public water suppliers and political
ideology) and understanding of the topic (i.e., actual knowledge and experience). These
findings are in accordance with public acceptance literature (Fielding et al. 2018; Furlong
et al. 2019; Smith et al. 2018). Trust of public water suppliers and political ideology are
more central to an individual’s beliefs and less likely to be changed with simple
interventions. While trust and political ideology impact consumer attitudes, their
influences on intention to use are limited. On the other hand, individuals should be more
likely to use treated water and have positive attitudes when they have a greater
understanding of it.
Statement of Key Contributions
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In our study, we capture both subjective (i.e., experience) and objective (i.e., actual
knowledge) measurements of individuals’ understanding of treated water; both appear to
be influential in initial consumer assessments. Our results align with the assumption that
providing educational material to the general public promotes acceptance of treated
water. This study adds significant value to public acceptance of planned reuse literature
in fundamental ways. This study is the first to show that real-world municipal water users
across the US can be swayed to accept planned reuse by learning about the occurrence of
de facto reuse in a pre-post study. Corroborating previous research on prosocial behavior
and political ideology, our findings indicate that conservatives are less likely to accept
planned reuse relative to liberals. However, our study contributes to existing research and
shows that whereas political ideology has a significant impact on planned reuse
acceptance, consumer education efforts can influence attitudes and intentions for both
liberals and conservatives. Our results suggest that future public acceptance research
should further test the applicability of de facto reuse narratives and explore differences in
acceptance between conservative and liberal municipal water consumers using
economically versus socially targeted campaign messaging strategies.

References available upon request.

275

2020 AMA Marketing and Public Policy Conference
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Keywords: Cognitive Ability, Working Memory Capacity, Advertising, Information Processing
Description: To stimulate research related to working memory capacity in contexts of relevance
to marketers, policymakers, and consumer well-being, we report the findings of two experiments
that illustrate its impact on consumer information processing.

EXTENDED ABSTRACT

Research Question
Understanding how consumers attend to and process information can inform public
policy because the comprehension of messages plays an important role in judgments and
decisions that contribute to individual and societal well-being. The current research focuses on
working memory capacity (WMC), the degree to which individuals can maintain the activation
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of goal-relevant information, while also inhibiting the activation of goal-irrelevant information
(D’Esposito and Postle 2015, Engle 2002). WMC may play an important role in well-being
related judgments and decisions: it may contribute to undesirable outcomes such as biased
information processing (Kyllonen and Christal 1990, Moore, Clark, and Kane 2008) and
maladaptive choices in risk-related contexts such as gambling and substance use (Corbin et al.
2010, Fletcher, Marks, and Hine 2011).
To demonstrate the role of WMC in contexts relevant for consumer well-being, we report
the findings of two studies that examine WMC as a moderator of the relationship between
presentation of mixed information and risky decision making (study 1) and as a moderator of the
timing of information presentation and the relationship between attitudes on behavioral
intentions (study 2). Study 1 assesses whether WMC moderates the effect of exposure to mixed
statements (positive and negative information) about a risky substance on subjective ambivalence
(such that lower WMC consumers experience more subjective ambivalence), which enhances use
intention. Study 2 assesses whether and how WMC influences the relationship between brand
attitudes and purchase intentions, depending on whether the advertised brand is revealed at the
beginning vs. the end of a commercial.
Method and Data
In study 1, 89 undergraduate students at a US university were assigned to a condition
(positive target attitude, in which they viewed 10 positive statements; ambivalent target attitude,
in which they viewed 5 positive and 5 negative statements) in a between-subjects design where
the target product was nootropics (cognitive enhancers; a product that is in a regulatory greyzone and poses potentially serious side effects). Later in the study session, participants completed
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measures of subjective ambivalence (5 items adapted from Priester, Petty, and Park 2007) and
indicated their interest in the product.
In study 2, 102 undergraduate students from the same university participated in a study in
exchange about commercials. Participants first viewed 5 commercials (2 test; 3 filler). Attitudes
towards the advertised brands and purchase intentions were then measured (Baker et al. 2004),
followed by product category attitudes.
In both studies, WMC was measured as follows: participants completed two tasks
designed to measure working memory capacity, drawn from prior literature (RSpan and OSpan
task, Foster et al. 2015, Oswald et al. 2015). Scores range from 0, indicating lower WMC, to 60,
indicating higher WMC (Redick et al. 2012, Unsworth et al. 2005, Unsworth et al. 2009).
Summary of Findings
Study 1 results are based on a model (PROCESS model 7; Hayes 2017) in which the
mixed information manipulation (X) predicted subjective ambivalence (M) which predicted
interest in the product (Y), and with WMC as a moderator of the ambivalence manipulation –
ambivalence path. WMC moderates the influence of the manipulation (mixed statements,
positive statements) on the experience of subjective ambivalence; lower-WMC individuals
experience greater subjective ambivalence following exposure to mixed information, while this
effect is attenuated for those who are higher in WMC. Subjective ambivalence, in turn, enhances
interest in the (risky) product, and subjective ambivalence mediates the influence of exposure to
mixed information on risky use intentions, for those lower in WMC.
Study 2 results are based on a model (PROCESS model 3; Hayes 2017) in which brand
attitudes (X) predicted purchase intentions (Y), with a first-order moderator, brand name
placement (W), and higher-order moderator, WMC (controlling for product category attitudes).
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At lower levels of WMC, brand attitudes are positively related to purchase intentions, only when
the brand name is revealed first. At higher levels of WMC, brand attitudes are positively related
to purchase intentions, only when the brand name is revealed last. At average levels of WMC,
attitudes were converted to intentions at equal rates, regardless of brand name placement.
Key Contributions
The results of these two studies show that WMC is an important moderator of the
influence of common marketing-related stimuli (information about a product, study 1; brand
appearance in an advertisement, study 2) on consumer response. Thus, policies designed in the
interest of providing consumers with access to full information may have unintended
consequences on consumer behavior and processing (increasing their feelings of being “torn” in
study 1, and their intentions to use a product in study 2).
The findings suggest directions for future policy-relevant research. For instance, given
that lower-levels of WMC represent a processing disadvantage and increase the likelihood of
maladaptive responses, what groups of consumers tend to have lower levels of WMC? Past work
has shown that some populations with mental illness have reduced WMC (Schizophrenia:
Leonard et al. 2012). Furthermore, WMC can be decreased by sleep deprivation (Gohar et al.
2009, Kong, Soon, and Chee 2011) and other lifestyle factors (Klein and Boals 2001, Sari,
Koster, and Derakshan 2017). Therefore, public health advocates and policy-makers have
additional evidence to support the regulation of products that facilitate undesirable lifestyle
practices, such as technology products designed to foster addictive tendencies.
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A CONCEPTUAL EXAMINATION OF ACCESSIBILITY ISSUES WITH
SOCIAL MEDIA: OPPORTUNITIES, POLICY IMPLICATIONS
AND FUTURE RESEARCH
Authors: Hillary Smith and Mary Anne Raymond; Clemson University
For further information, please contact Hillary Smith, Clemson University
(hillar2@clemson.edu).
Keywords
Marketing; Social Media; Accessibility; Disabled Consumers; Public Policy
Description
The purpose of this conceptual examination is to explore how younger consumers with
disabilities access social media and how existing public policy regarding accessibility does not
provide enough guidance for proper implementation.

EXTENDED ABSTRACT
Research Question
How are current public policies enabling the use of accessibility on social media and how can
social media professionals implement effective approaches to ensure that younger users are able
to access all content to allow for a more diverse, open environment for all to access, understand,
and engage?
Key Contributions
Social media has transformed the way people communicate and continues to evolve rapidly,
specifically with younger users. Ninety percent of Americans ages 18-29 utilize at least one
social media site. Despite the widespread use of social media, it remains inaccessible for millions
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of young users with disabilities. Assistive technology (i.e., screen readers, captioned videos with
playback), keyboard issues, and poor color contrast present difficulties for many users with
disabilities. There are two key managerial opportunities that can help to improve accessibility.
These include the use of emojis to explain emotion within social media and the assistance
provided by artificial intelligence in regard to captioning. By providing a conceptual framework
of managerial opportunities as well as public policy opportunities, it will help to provide a better
social media experience for users with hearing or visual disabilities.
Summary of Findings
Public policy regarding communication and accessibility in social media is limited and not
current. The Americans with Disabilities Act passed before social media platforms existed. As a
form of ‘electronic communication’, social media should be accessible to everyone based on
Section 508, an amendment to the U. S. Workforce Rehabilitation Act of 1973. Many groups
have shared resources, provided training, and created toolkits to assist with technology and
accessibility. The Department of Health and Human Services provides an Accessible Social
Media Checklist but lacks details needed to execute accessible content. Increased attention to
public policies regarding social media is necessary to ensure businesses, organizations, and
higher education institutions are compliant and held to the highest inclusive standards.
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AN ECONOMIC ANALYSIS OF THE PSYCHOLOGICAL PREDICTORS OF (OVER)
CONSUMPTION
Courtney Droms Hatch
Butler University
Jennifer L. Rice
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For further information, please contact Courtney Droms Hatch, Associate Professor, Marketing,
Lacy School of Business, Butler University (cdroms@butler.edu).”
Keywords: Overconsumption, Consumer Psychology, Food Consumption, Food Diary
Description: An economic analysis of the psychological drivers of overconsumption in college
student’s food diaries.
EXTENDED ABSTRACT
Research Question
Consumer behavior researchers and public policy makers are driven in this age to study, design,
and implement programs to encourage consumers to make healthier decisions. In an effort to
study why consumers make unhealthy decisions and overconsume food products and eat more
calories than recommended in a day, researchers launch both longitudinal and cross-sectional
studies examining food choices. This study will contribute to this growing body of literature (see
meta-analysis conducted by Bauer & Reisch 2019), by examining consumption represented in
longitudinal food diaries for a two-week time period as well as relationships between
psychological indicators of health attitudes and health consciousness and consumption.
Method And Data
Students in a class completed food diaries and a health beliefs survey for class purposes. The
food diaries contain all of their food and beverage choices during the 14 day period. The health
belief survey contains questions about their health goals, their focus on the process to achieve
their goals or the outcome of the goal, as well as the following scales: Lay Rationalism (Hsee et
al. 2015), Self-Efficacy (Bui et al. 2014), Health Consciousness (Gould 1990), and Preference
for Numerical Information (Minton, Liu & Lee 2018). To analyze the data and to determine the
most important contributors to the overconsumption of food products, the data analysis will use a
Two-Part Hurdle Model. The first part of the model is a binary choice model in which a Logit
regression will be used to determine which factors have the greatest probability to contributing to
overconsumption of food products. The second part of the model will use only the student
observations in which over-consumption of calories occurred.
Summary of Findings
Overall, the results support three of our four hypotheses. Specifically, we did not find support for
H1, about health consciousness effects on the likelihood of overconsuming. The odds of
overconsuming were statistically equivalent across levels of health consciousness (OR = 3.746,
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ns). However, when we looked only at the individuals who overconsumed in the second part of
the model. We find that Health Consciousness has a significant effect on calorie consumption
such that overconsumers who are highly health conscious consume 1216 calories more than
those who are less health conscious (p = 0.036). With regards to lay rationalism, the results show
that individuals with a higher lay rationalism score, who are more feelings driven, have higher
odds of overconsuming than those who have lower lay rationalism scores, who are more reasons
driven in decisions (OR = 8.44, p = .005). When we look at the overconsume and underconsume
groups separately in the second stage of the model, we find that lay rationalism has no effect on
the overconsumers. Additionally, we find support for self-efficacy and show that higher selfefficacy decreases the odds of overconsuming (OR = 0.254, p = .003). The second part results
indicate that self-efficacy influences whether an individual overconsumes or not, but then once in
the overconsumption group in the second stage of the model, self-efficacy has no impact. We
find a similar set of results around H4, regarding preference for numerical information. The
results indicate that individuals with a higher preference for numerical information have lower
odds of overconsuming than individuals with a lower preference for numerical information as we
predicted (OR = .328, p = 0.07).
Statement of Key Contributions
Overall, the results of this study showed that the individual’s psychological traits, such as their
self-efficacy, lay rationalism, and preference for numerical information influence the
participant’s odds of overconsuming. Marketers and public policy makers should take these
personality characteristics into consideration when crafting interventions to try to change
consumption decisions. For example, in evaluating a new intervention designed to curb
overconsumption, a program manager or marketing manager could include different treatments
or interventions based on the drivers of decision making, like being more feelings driven or more
reasons driven. In addition, goal setting and the choices of goals to pursue also seem to play a
significant role in the odds of overconsuming in this study. For example, individuals who had set
a vitamin consumption goal had lower odds of overconsuming.
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CONSUMER BEHAVIOR ATTITUDES TOWARDS REUSABLE AND DISPOSABLE
ITEMS: SMALL CHANGES INSPIRE BIG IDEAS
Sarah Fischbach and Grace Dryer, Pepperdine University
“For further information, please contact Sarah Fischbach, Assistant Professor Integrated
Marketing Communication, Pepperdine University, sarah.fischbach@pepperdine.edu”
Keywords: sustainability, single-use plastic, disgust factor, environmentally conscious,
cleanliness
Description: Our research focuses on behavior changes towards reducing single-use plastic
waste focusing on the consumer perception of ‘disgust.’
EXTENDED ABSTRACT
Research Question: Our project analyzes consumer perspectives towards reusable products to
help with social change in sustainability. Currently the California Ocean Litter Project has
developed an Ocean Litter Strategy that is to focus on research into consumer behavior to assess
attitudes toward reusable and disposable items, convenience, willingness to pay and incentives to
avoid commonly littered items (Ocean Protection Council 2019). Our research project will help
achieve social change by studying consumers biases towards reusable items. For example,
consumers perspectives towards cleanliness is changing as we move away from products
individually wrapped in single-use plastic waste. Ultimately, the project will help to better
understand consumer behavior attitudes towards single-use plastic waste and the barriers that
hold them back from using reusable products. We test several items on the consumers level of
disgust. These items include: (1a) Bags. (1b) Straws, (1c) Cups, (1a) Bags (1d) Q-tips, (1e)
feminine products. Each participant will be exposed to reusable product images and single-use
product images then respond to their likelihood to purchase, level of disgust and concerns for
cleanliness, as well as their construal level towards sustainability (i.e. future mindset).
Method and Data: We are currently collecting data through Qualtrics Q-Panel. Our goal is 250
responses. In the survey, we have included the following measures: (1) Green Consumer Value
Questions (Haws, Winterich, and Naylor 2012) (2) Likelihood to Purchase, (3) Level of Disgust
and Cleanliness (Petrowski et al 2010) and (5) Demographic questions. Images of the
following items are tested: (1a) Bags, (1b) Straws, (1c) Cups, (1a) Bags (1d) Q-tips, (1e)
feminine products.
Summary of Findings: Results will be shared at the conference. We have prepared the
findings for our poster presentation from the Qualtrics Q-panel in order to gain more feedback
towards final journal publication.
Statement of Key Contributions: Our project will help support the Ocean Protection Council
(2019) initiative to change consumer behavior in order to reduce single use plastic and
disposable item waste.

285

2020 AMA Marketing and Public Policy Conference

“References are available upon request.”

286

2020 AMA Marketing and Public Policy Conference

Critical Review and Comparison of Stakeholder and Ecological Systems
Approaches to Daily Fantasy Sports Policy
Dr. Ray Cho & Dr. Lia Nower
Extended Abstract
In a sports-crazed America, Daily Fantasy Sports (DFS) is rapidly changing the sports
business and spectator landscape. Whether DFS is considered gambling is contextual and largely
unresolved. In the meantime, DFS is expanding into areas where sports betting is currently not
legal. In 2017, $327m was generated from DFS (Gouker, 2018, June 18), and in 2016, it was
reported that there were 47.4 million users (Gouker, 2016, June 14). Aside from the debate on
DFS as a non-gambling activity, studies have found that DFS players and sports bettors are
populations with significant overlap (Nower & Caler, 2019). Separately, there is a growing
concern about the potentially addictive qualities of DFS (Nower, Caler, Pickering, &
Blaszczynski, 2018; Houghton, Nowlin, & Walker, 2019). DFS is a largely unregulated space
and as it has expanded, policy has been less than consistent as it rolls out state-by-state (Peterson,
2019). Frameworks such as the Pathways Model of Problem and Pathological gambling (Nower,
2002) and the Reno Model of responsible gambling (Blasczynski, Ladouceur, and Shaffer, 2004)
have been instrumental in shaping policy in the broader gambling spheres. However, a clearer
framework for guiding policy is required to address the unique characteristics of DFS.
In developing a new framework, this study compares stakeholder theories, originating
from the business and organizational sciences, with ecological systems theory, used primarily in
social work and clinical practice areas. The research will compare and contrast these two
paradigms to develop a clearer understanding of similarities and differences. The aim is to reveal
knowledge gaps by examining DFS policy concerns from both perspectives. The findings will
then be connected to relevant theories, concepts, and frameworks that can serve to bridge the
differences between the two approaches. By understanding the gaps in knowledge, an integrated
policy approach can be drawn. This would be important to guide policy both at the industry and
regulatory level.
One distinction between the ecological systems and stakeholder approaches is how it
approaches the nature and scope of the problem. On one hand, in ecological systems theory,
individuals within the broader system interact with their families, social groups, and other
community pillars to form their environment. With respect to gambling, an individual can
experience distinct pathways into problem and pathological gambling. This depends on the types
and quality of the interactions that are occurring between the individual and his or her social
environment, which can occur in several ways related to a combination of emotional, and
environmental vulnerability as well as individual impulsiveness factors (Blaszczynski & Nower,
2002).
On the other hand, stakeholder theory—in actuality, a collection of theories—pertains to
organizational management and ethics applied to both processes and outcomes (Phillips,
Freeman, & Wicks, 2003). Stakeholder theory is oriented more towards the managerial and
organizational sciences and as such, an individual interacting with his or her environment would
be treated more as a psychological study in organizational behavior (Jones & James, 1979), or
considered in the context of how an employee fits with his or her organization (Kristof-Brown &
Guay, 2011). Whether approaching gambling as a matter of community health or as a matter of
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organizational effectiveness, drawing parallels between the two perspectives may be clear in
some ways but problematic in others.
For example, stakeholder inclusion criteria is one known area where issues can arise
(Phillips, Freeman, & Wicks, 2003). In the case of DFS, its designation as a gambling or
recreational activity changes the social stakes. If treated as a recreational activity, operators are
no longer beholden to the same standards of protecting vulnerable populations, which would be
the case if DFS were considered a gambling activity. The general public is a stakeholder only
insofar as they are customers participating in a recreational non-problematic activity.
Blaszczynski, Ladouceur, and Shaffer (2004) identified gambling’s stakeholders as: “consumers,
gambling industry operators, health service and other welfare providers, interested community
groups (i.e., including those in favor and opposed to legalized gambling), as well as governments
and their related agencies that have the responsibility to protect the public (with emphasis on its
most vulnerable segments).” For DFS, depending on how much the activity is considered
recreational versus problematic, this affects the degree to which vulnerable populations are
protected. How the bounds at which certain stakeholders are deemed stakeholders and thereby
included can lead to different policy outcomes. From an ecological systems perspective,
including or excluding vulnerable populations (as stakeholders) would affect whether these
groups are included in a systems feedback loop. This is important to policymaking because
depending on how system boundaries are drawn, a subsystem could be touted as having achieved
steady-state success, while in the broader system, there may be reciprocal effects of the
subsystem that are a threat to overall equilibrium (Payne, 2014).
Despite differences in perspectives, taken together, ecological systems and stakeholder
theories could provide a more comprehensive view of the micro, mezzo, and macro
considerations in assessing the impact of DFS play. At the nexus of these theories, there are
implications for utilitarianism and harm minimization perspectives, which can be applied to
weighing the social costs of DFS play against maximization of benefit. Perhaps a more
integrative framework can help to define what it means for an industry to be socially responsible,
which is challenging in of itself, let alone for a controversial industry such as gambling (Sheehy,
2015; Lindorff, Jonson, & Mcguire, 2012).
Through the process of unraveling theoretical frameworks, we hope to create a new
merged framework—one that confronts the tension between minimizing the spread of gambling
(or gambling-like activities such as DFS) while maximizing the benefits. Caution is advised as
measuring gambling’s benefits (i.e. jobs, tax revenue, economic development, etc.) are easier
than measuring its harms (Walker, 2007). While it may not play well for the industry to say as
much, it is reasonable to assume that its business model is focused on growth. With gambling,
both the financial profits and the behavior itself are potentially addictive, and the gambling
sector is, to some extent, dependent on those addicted to its products. However uncomfortable it
may be, addressing a primary tension in the field, is a critical starting point. In the least, it could
provide for the community of researchers, policymakers, and marketers, a means to more
effectively navigate the discourse, dialogue, and the resulting communications strategy.
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DESTIGMATIZATION AND LEGITIMIZATION OF CANNABIS CONSUMPTION:
A SEMIOTIC ANALYSIS OF THE CURRENT CANNABIS MARKET
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Keywords: stigma, destigmatization, legitimization, cannabis, semiotic analysis
Description: This study provides semiotic analyzes of the destigmatization and legitimization of
the legal cannabis market in the USA.
EXTENDED ABSTRACT
One Sentence Description
We utilize a semiotic square to analyze the cannabis market and explore how it is currently going
through a destigmatization and legitimization process.
Research Question
We expand Sandikci and Ger’s (2010) research question “How does a stigmatized practice
become fashionable?” further by exploring the semiotic relationships between stigmatized and
normative consumption to understand the changes to the labels towards the consumption and
consumers of cannabis.
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Method and Data
We relied predominantly on secondary data based on industry and government reports, market
research reports, campaign analysis, online business articles as well as the academic literature on
cannabis consumption, its (de)stigmatization, and normalization.
For primary data, we interviewed the brand manager and co-founder of a celebrity cannabis
brand, visited a MedMen (biggest cannabis brand in the U.S.) dispensary in Southern California,
and attended the American Marketing Association’s 2019 Cannabis Marketing Expo where
industry leaders from various fields of the cannabis industry presented.
Summary of Findings
The general landscape of cannabis consumption is changing through media depictions and
advertisement campaigns (e.g. MedMen campaigns). The move to reposition cannabis
consumption from a stigmatized to a normalized one requires the power dynamics to shift from
the hands of anti-drug policies to the free market economy. Indeed, understanding the shift in
symbolism, labels, and the meanings attached to those symbols is possible only by observing the
effects over time.
Key Contributions
We propose a conceptual pathway to the normativization of a previously stigmatized
consumption practice that can be implemented and tested for consistency in other types of
deviant consumption. Other contexts for inquiry may include, for instance, the change in
psychedelics research and the use of psychedelics among high functioning professionals.
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DEVIL IN DISGUISE? HOW CONTENT MARKETING IS DESIGNED TO MAKE
KIDS GAMBLE.
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Description: The present study investigates the use of content marketing by gambling
providers on Twitter with a focus on its possibly problematic effects it has on children and
young persons (11-24) by employing a mixed method comprising a Big Data analysis of
888,745 Tweets and a subsequent manual content analysis of 381 Tweets.

EXTENDED ABSTRACT
Research Question
The days of advertising on billboards and in TV breaks are numbered. Today, ads are not as
clearly identifiable as such and whether we are looking at a news article or a piece of content
marketing is sometimes hard to tell. Accordingly, the way in which we process this kind of
advertising is likely to be unconscious and the recipient is therefore unlikely to be a position
to make a mental counterargument.
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This, however, is particularly problematic when marketing potentially addictive and harmful
products – such as gambling and particularly gambling on eSports which is most popular
amongst young people. Accordingly, the aim of this research is to shed light on content
marketing of gambling on Twitter by analyzing design features, topical references and
messages about gambling, accompanied by observing their adherence to advertising
regulations aimed at the protection of children and young persons in the UK. Subsequently,
the research questions are:
1. Which techniques do marketers use in content marketing for gambling on Twitter?
2. How does esports gambling content marketing differ from content marketing of
traditional gambling (e. g. sports betting) on Twitter?

Method and Data
To investigate the gambling advertising ecosystem on Twitter we employed Method52, a big
data analytics software, to collect and analyze Tweets by gambling providers and their
affiliates. A list 417 relevant gambling accounts on Twitter was compiled. The 3,200 most
recent Tweets sent from the identified accounts were collected through periodic use of
Twitter’s ‘User timeline’. Our data collection resulted in 888,745 Tweets by the 417
gambling accounts, of which 352,406 (40%) Tweets were categorized as content marketing.

In order to understand how content marketing is used by gambling marketers on Twitter, a
random subset of 381 content marketing Tweets (191 traditional gambling Tweets, and 190
Esports gambling Tweets) was analyzed using manual content analysis. Since content
marketing aims to engage and quickly expand the target audience (e.g. via emotional
content), our a priori designed codebook centered around possible techniques that may help
marketers achieving this. The developed 17 codes derived from previous gambling
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advertising research, content marketing literature, social media research, as well as regulatory
requirements for gambling advertising in the UK. The established codebook was discussed
and piloted in several sessions by the authors, before the manual coding process begun.

Summary of Findings
By employing the outlined mixed methods approach, we identified several indications as to
why content marketing of gambling providers appear to be problematic for children. Firstly,
we found that a substantial amount of content marketing uses insider sentiments (Esports
85%, traditional 56%), emotional posts (Esports 63%, traditional 68%) and memes (Esports
22%, traditional 8%). The extensive use of these techniques, however, is problematic as they
disguise the potentially harmful effect of gambling behind innocent and often amusing
stories, pictures and jokes. The resulting positive connotation is likely to further the
normalization of gambling as a harmless activity. Secondly, we found that most content
marketing Tweets are hard to identify as advertising. None of the Tweets we analyzed had
labelling clarifying their commercial nature and only 657 (0.19%) included gambling related
warning. Both findings are problematic as they neglect current UK advertising regulations.
The disguised nature of advertising, furthermore, means it affects recipients somewhat
subconsciously which is likely to disable protective heuristics. Finally, we found that content
marketing efforts are more successful in being shared than traditional advertising. The ten
mostly shared Tweets were identified as content marketing, although in the overall sample of
888,745 Tweets content marketing made only 40%.

Key Contributions
In this first exploration, we identified some of the techniques used to promote shareability
such as memes, emotional content and insider sentiment, and noted differences in the
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techniques used by traditional gambling providers and those associated with esports.
Subsequently, the present research has several contributions. Firstly, it extends theory by
identifying content marketing techniques used in gambling advertising on Twitter. Secondly,
it is one of the first studies that investigates the growing trend of esports gambling
advertising. Finally, it contributes marketing methodologies by using a mixed, data-/theory
driven Big Data approach which appears to be key to inform modern policy in the age of Big
Data. Finally, the present study contributes to marketing practice by observing the
compliance of gambling content marketing efforts on Twitter. Policy makers will gain a
better understanding of the status quo of these contemporary gambling marketing efforts; and
marketers can use the findings to prevent creating and using marketing strategies that pose
legal or ethical challenges.
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Enabling and Cultivating Wiser Consumption: The Roles of Marketing and Public Policy
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Keywords: Wisdom, Transformative Consumer Research, Consumer Well-Being, Consumer
Behavior, Marketing Strategy
Description: In this conceptual paper, we examine the ways in which firms hinder the
development and exercise of consumer wisdom and provide recommendations for marketers and
public policy makers to guide wiser consumption, thereby promoting consumers’ well-being and
the common good.

EXTENDED ABSTRACT
Research Question
Many instances of consumer behavior in contemporary life are complex and challenging.
Researchers have responded with new attention on what engenders happiness and flourishing,
and one focus has examined what it means to consume wisely. Consumer wisdom has been
conceptualized as the pursuit of well-being through the integrated application of six facets:
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Lifestyle Responsibility, Purpose, Flexibility, Perspective, Prudent Reasoning, and
Transcendence (Luchs, Mick, and Haws 2020).
While research has examined ways that individual consumers can be more or less wise, the role
of marketing management and policy makers with respect to their impact on consumer wisdom
and its facets has not been thoroughly and systematically considered. In this paper, we
investigate how the practices of organizations hinder wiser consumers and we recommend
strategies for firms and policy makers to both enable and promote wiser behaviors in the market.
Summary of Findings
We adopt an integrative approach based on a range of theoretical and empirical insights from
wisdom research in psychology and consumer research including recent research on consumer
wisdom. We incorporate these insights into a framework inspired by a circular economy
perspective of the production and consumption value cycle. Specifically, we illustrate pitfalls and
enumerate wisdom-promoting actions that firms can take at the design and production,
distribution and sale, use and repair, and collection and disposition stages of a product’s life. In
tandem, we provide recommendations that policy makers can enact in order to facilitate wiser
production and consumption.
Key Contributions
In marketing, recent research on wisdom has focused on the behaviors, thoughts, and feelings of
individual consumers. However, the actions that firms take also have a significant role to play in
thwarting our well-being and inducing consumer foolishness. In order to help individuals to be
wiser, we must also think about the behaviors of organizations which have been relatively
overlooked.
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While a great deal of the responsibility for wise consumption is vested in individual consumers,
many of the choices that affect consumers’ well-being lie beyond their control and influence. It is
companies and policy makers that decide what products are designed, that determine how they
are sold, that guide consumers on how they should be used, and that enact mechanisms for
consumers to dispose of them when they are no longer useful. Their choices profoundly
influence the ability and propensity of consumers to act wisely.
As such, we contribute a unique orientation for corporate executives, non-profit leaders, policy
overseers, and researchers to think more broadly and more deeply about consumer wisdom. Our
work also serves as a foundation to stimulate thought and action on how marketers and policy
makers can work collaboratively to enhance personal and collective well-being, create
sustainable and profitable business practices, and sustain effective public policy initiatives. We
are optimistic that this holistic orientation to thinking about wisdom will serve to enable wellbeing for all.
References are available upon request.
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HAPPY BRANDS AND ETHICAL IMPLICATIONS: A CASE STUDY OF NEWPORT
CIGARETTE BRAND MARKETING
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Description: By reviewing internal tobacco industry marketing planning documents, made public
through litigation, we provide a case study of Newport cigarette brand marketing, which has the
longstanding tagline “Alive with Pleasure!”

EXTENDED ABSTRACT

Research Question
Happiness is commonly defined as a satisfying and pleasurable experience, which appears
largely related to hedonic rather than utilitarian consumption. While brands associated with
happiness may suggest enhancements to consumer well-being and welfare, products pertaining to
hedonic consumption may not ultimately be beneficial or healthy to consumers. Our paper
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explores such dilemmas relating to “happy” branding strategies. By reviewing internal tobacco
industry marketing planning documents, made public through litigation, we provide a case study
of Newport cigarette brand marketing, which has the longstanding tagline “Alive with Pleasure!”
Our case study explores the following: Is it appropriate for marketers to associate happiness with
unhealthy or harmful products? Is it ethical for marketers to use emotional appeals relating to
happiness, pleasure, and fun when targeting children and youth?

Method and Data
We utilize a case study approach (e.g., Yin 2003), whereby we qualitatively review the tobacco
industry’s marketing research as well as depositions and testimony records that speak to the
marketing communication of the Newport cigarette brand. Investigating the marketing strategies
of tobacco firms is unique from most sectors, in view of numerous internal corporate documents,
which would ordinarily be considered proprietary, being available to the public as a result of
litigation. Nevertheless, reviewing internal tobacco industry documents has become a wellestablished method for conducting tobacco marketing research, with widely accepted approaches
for searching tobacco industry documents thoroughly documented elsewhere (e.g., Anderson,
Dewhirst, and Ling 2006). Tobacco industry documents were searched online from the Truth
Tobacco Documents Library. Using a variety of search terms relating to Newport (e.g., “Alive
with Pleasure,” as a search term specific to Lorillard records, generates 280 brand plans for
review and 766 advertisements), a set of corporate documents were generated for review, which
prompted summary memoranda to be written and common themes to be identified (see Belk,
Fischer, and Kozinets 2013). The analysis of documents, dating from the mid-1950s to the
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present, represent primary sources as explained by historians (Witkowski and Jones 2008;
Fullerton 2011).

Summary of Findings
First test-marketed in 1956 and formally introduced in 1957, Newport has been a brand
celebrated from the onset as a “fun cigarette.” Pleasure and fun have been longstanding themes
in Newport cigarette brand marketing communication, while the “Alive with Pleasure” tagline
points to being vibrant, energetic, active, and implies healthiness. The models in Newport
advertisements are typically youthful and carefree with emphasis placed on sociability (i.e.,
multiple people are depicted in the promotions, with romantic couples or a small group of friends
– involving both males and females – usually seen). The common themes seen in Newport
cigarette advertising reflect the underpinnings of happiness: satisfying relationships, engagement
in leisure activities, cooperativeness, and extraversion.

Key Contributions
Happiness is commonly linked with consumer well-being, yet it appears contradictory to
associate health and welfare with smoking. Although our case study pertains to Newport
cigarette brand marketing, the applicability of happiness branding for youth-appealing and
unhealthy or harmful products appears more widespread. Double Happiness, for example, is a
leading cigarette brand in China. Additionally, “Happy Hour” is a common marketing term used
when venues such as restaurants and bars offer discounted alcoholic beverages during a defined
time period (e.g., 4 pm to 6 pm), although such promotional initiatives may prompt binge
drinking and overconsumption. Coca-Cola and McDonald’s are brands commonly associated
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with happiness despite each product’s youthful appeal and scrutiny for contributing to the
problem of childhood obesity.
While it may seem playful or trivial that brands are associated with happiness, it is a
theme often used when appealing to children and youth as well as for unhealthy or harmful
products, thus raising ethical questions for marketers to consider. For policy makers,
consideration has been given to distinguishing between “informational” and “lifestyle” advertising,
where “lifestyle” advertising – including the marketing of positive emotions such as happiness – is
not permissible for inherently harmful products.

References are available upon request.
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1. TITTLE: LOCALLY SOURCE FOODS: THE KNOWLEDGE-NETWORK MODEL
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3. Contact Info: “For further information, please contact:
Veneta Sotiropoulos, Ph.D., Associate Professor of Marketing, School of Management, New
York Institute of Technology, 26 West 61st Street, Room 305, New York, New York, USA,
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5. Description: The present investigation examines the impact that LSF consumer producer
knowledge has on the customer purchase likelihood of LSF and the moderating impact of LSF
social network dimensions—i.e., social network importance— has on this relationship.

EXTENDED ABSTRACT
RESEARCH QUESTION
Consumer demand for purchasing locally sourced food (LSF) has increased. LSF demand
increase can be attributed to the consumer’s preference for safer, healthier and more sustainable
ethical food options. Nonetheless, consumers remain reluctant to purchase LSF. Research is
needed to identify avenues that will place LSF into the hands of more consumers. A lack of
knowledge and an absence social network support may be key factors. This investigation
examines the impact that LSF consumer producer knowledge has on consumer purchase
likelihood of LSF and the moderating impact that LSF social network dimensions—i.e., social
network importance— has on this relationship. It is anticipated that consumers who have strong
relationships with individuals that have knowledge about the importance of consuming and
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purchasing LSF, then those same consumers are more likely to increase their likelihood of
purchasing LSF. Essentially, the social network serves as a conduit of information dissemination
and increases a consumer’s tendency to purchase LSF. Statistically, we expect that those who
have a social network that places value on LSF will serve to strengthen the relationship between
LSF consumer producer knowledge and LSF purchase intention whereas those whose social
network places less value on LSF will weaken the relationship.

METHOD AND DATA
Using a survey approach, a sample of 307 participants were recruited online. LSF purchase
likelihood was assessed with 5 items using a 7-point Likert-type scale. They included such items
as: “I have visited a pick-your-own farm in the past year”, and “In the past year, I have made
food purchases in community farmer’s markets” (1 = I strongly disagree; 7 = I strongly agree).
The LSF consumer knowledge dimension was measured with 4 items on a 7-point Likert-type
scale. Participants were asked to respond to such questions as: “Business that are part of the
community” and “Smaller independent growers or manufacturers” (1 = I strongly disagree; 7 = I
strongly agree). The social network variable—LSF Social Network Importance—was assessed
with 2 items by focusing on how importance friends and boyfriend/girlfriend's opinion was to
them. Participants were asked to respond the extent to which they agree with the following
statements: “Generally speaking, how much do you care what your close friends think you
should do” and “Generally speaking, how much do you care what your close what your
boyfriend or girlfriend think you should do,” (1 = I strongly disagree; 7 = I strongly agree).

SUMMARY OF FINDINGS
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The present study revealed the more LSF knowledge the consumer had, the more likely they
were to purchase LSF and that this relationship becomes much stronger when they placed greater
importance on their social network. These findings indicate that LSF consumer producer
knowledge and social networks work predictively and synergistically to increase consumers’
likelihood of purchasing LSF.

STATEMENT OF KEY CONTRIBUTIONS
The present research has both theoretical implications and broader impact. From a theoretical
standpoint, the present findings broaden the theoretical paradigm related to LSF by adding
existing and pertinent knowledge from psychology, sociology and consumer behavior. It
broadens the limited LSF dialogue and framework that presently exists; and which has mostly
focused on identifying the dimensions and the socio-demographic profile of the LSF consumer
as well as testing the impact of consumer attitudes. The present study incorporates the
knowledge-network model and its interaction into the LSF theoretical paradigm. From a broader
impact, it assesses the predictive and interactive strength of literacy and networks in consumers'
likelihood to purchase LSF. Communication strategies aimed at creating awareness and
informing the consumer on the importance of LSF knowledge and reinforced by the power of
social networks can be valuable to marketing, branding and communication practitioners in the
LSF industry. For the community at large and politicians, the present findings provide evidence
supporting the allocation of tax-related resources to generate awareness and improve LSF
literacy as well as developing strong social network aimed at moving society towards the
purchase and consumption of safer, healthier and more sustainable ethical food options such as
LSF.
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MARKET-LED SOLUTIONS FOR PUBLIC POLICY: A CASE STUDY ON HOW
QUALITATIVE INSIGHTS AND JOURNEY MAPPING SHAPED A PUBLICLY
FUNDED PARENT COACHING PROGRAM
By Gabriel Sanchez and Monica Torres, Ph.D.
“For further information, please contact Gabriel Sanchez, Director of Communications,
gsanchez@first5la.org”
Keywords: Home visiting, social change, marketing research, improving access, system change
Description: Marketing research changed public policy to better support new and expectant
parents.
EXTENDED ABSTRACT
RESEARCH QUESTION
When you start to listen deeply, you hear new opportunities. By opening our ears to the people
First 5 LA served, we were able to understand important new insights into the unique needs of
mothers. This ability to truly listen, and respond, helped us to re-shape public policy as well as
implement programmatic changes to better support new and expectant parents.

Anecdotally, we knew families were gaining a great deal from our voluntary, hospital- and
community-based parent coaching programs. Specifically, pregnant moms and new parents in
Los Angeles County gained high-quality, home-based education and resources free of charge –
helping them get their child the best start in life. For instance, since its launch in 2009 our
Welcome Baby program had more than 16,000 expectant moms and new parents enrolled in
2018.

307

1

2020 AMA Marketing and Public Policy Conference

Given the success of Welcome Baby, we set out to determine how to boost overall enrollment.
We wanted to better understand why prospective client families declined this free service along
with the experiences of families who went through the program. So, we decided to talk and listen
to the experts: parents themselves, and the parent coaches who were working on the front lines
with them.

METHOD AND DATA
Our first step was to embark upon market research. Working with the multicultural marketing
research agency, SocialQuest, we conducted qualitative research in eight (8) service planning
areas within Los Angeles County, representing five (5) distinct cultural identities in three
(3) languages, exploring three (3) different home visiting programs, at least four (4) different
roles within the Welcome Baby network. A total of thirteen (13) 2-hour focus groups with
multicultural mothers, five (5) in-depth in-person interviews with executive stakeholders, two
(2) 2-hour mini groups with outreach specialist, three (3) 2-hour triads with hospital liaisons, and
5 (five) 2-hour mini groups with parent coaches.

We met with mothers: from first-time moms-to-be, to seasoned mothers who had just given birth
to a third or fourth child. Some actually brought their newborns along to our focus group
discussions.

2
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Many spoke English, and many did not. So we arranged for translators. We also arranged child
care and transportation to make it easy for busy parents to come share their experiences. It was
touching to hear their stories of how working with Welcome Baby coaches had transformed their
relationships with their children, supported them while dealing with the stress of new parenting;
and critical for us to hear where our program was missing the mark.

SUMMARY OF FINDINGS
We applied our market research findings to improve our Welcome Baby program and help create
a countywide collaborative effort with the potential to serve thousands of more families.

This effort also accelerated an existing call by the L.A. Angeles County Board of Supervisors to
the Department of Public Health (DPH) to “develop a plan to coordinate, enhance, expand, and
advocate for high-quality home visiting programs to serve more expectant and parenting families
so children are healthy, safe, and ready to learn.”

DPH partnered with First 5 LA, the L.A County Perinatal and Early Childhood Home Visitation
Consortium and other county social services agencies to identify and coordinate county resources
to support the growth of the home visiting system.
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We identified four key areas to change policies to better serve our communities:
•

Improving access: Coordination through new processes, technology, and pathways

•

Establishing metrics: Establishing common data elements across programs to guide
decisions

•

Developing workforce: Recruiting, training, and sustaining an excellent workforce
across agencies

•

Expanding funding: Expanding the volume, flexibility, and capacity of our funding
infrastructure

Marketing is about understanding your audience and changing what you do, not the other way
around. This approach helped create lasting solutions and shaped public policy.

4
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PLAYFUL TEASING IN ADVERTISING: HOW INCLUSIVE JOKING
IMPACTS INTERRACIAL ACCEPTANCE, AD-LIKING, AND AD RECALL
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Michael Wiese, Point Loma Nazarene University, San Diego, CA
Sonja Martin Poole, University of San Francisco, San Francisco, CA

For further information, please contact David Hagenbuch,
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Keywords: playful teasing, advertising humor, advertising recall, ad-liking, interracial acceptance

This paper investigated the relationship between playful teasing in advertising and three main
dependent variables: interracial acceptance, ad-liking, and ad recall.

EXTENDED ABSTRACT
Research Question
Organizations invoking humor in advertising often have chosen only to tease individuals from
the racial majority, avoiding other groups. Such a ‘play-it-safe’ approach may seem prudent,
until one considers studies and anecdotal evidence that suggest that engaging others in “playful
teasing” actually helps build relationships. People appreciate being the target of kind-hearted
joking, including across racial lines. This research aimed to see if similar reconciliatory
outcomes are associated with advertising, which includes viewers in the levity through vicarious
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2
learning and social learning theory. More specifically, the study asked whether diverse TV
commercials that playfully teased multiple racial groups, versus just one, would be positively
associated with interracial acceptance, as well as be better liked and more easily remembered.

Method and Data
In the study’s first phase, 142 respondents completed an online survey that vetted 45 raciallydiverse video ads, 15 in each of three categories: 1) ads that only teased people of color, 2) ads
that only teased white people, and 3) ads that teased both people of color and white people.
From each category, the five ads that produced the highest playful teasing means and met other
select criteria, like being perceived as racially diverse and avoiding racial stereotypes, advanced
to the study’ second stage. In that phase, 806 Qualtrics panelists, separated into three sample
groups, completed one of three online surveys that were similar in every way except for their
unique playful teasing focus, mentioned above.

The three sample groups were controlled for gender, as well as composition from four
racial/ethnic groups: Asian/Asian American, Black/African American, Hispanic/Latino/Chicano,
White/Caucasian. The surveys assessed interracial acceptance with Grigg & Manderson’s
(2015) “Accepting Attitudes” scales and measured ad-liking with Lawrence, Fournier, &
Brunei’s (2013) “Emotional” and “Personal” engagement scales, as well as with three original
engagement items. The researchers also created original scales to measure ad recall, following
Moorman, Neijens, and Smit’s (2007) three-pronged approach for free recall, aided recall, and
proven recall.
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3
Summary of Findings
The study found no support for playful teasing being associated with greater interracial
acceptance (H1) or ad-liking (H2). However, there was evidence that ad recall varied with
playful teasing (H3). The three approaches to playful teasing differed significantly in terms of
how readily respondents remembered the ads; although, the highest mean score was for teasing
of people of color (m = 13.148), followed by teasing of both groups (m = 12.258), then teasing of
white people (m = 11.030).

Post hoc analyses found:
§

An association between recall and playful teasing for both Hispanic (H) and White (W)
respondents, but not for Asian (A) or Black (B) respondents

§

Variation in interracial acceptance, ad-liking, and recall based on age
o The lowest interracial acceptance for respondents age 70+
o The lowest ad-liking and the highest recall for respondents age 60-69 and 70+

§

Variation between ad-liking and recall

§

Greater recall and interracial acceptance among women than among men

§

Variation between recall and interracial acceptance but with no clear pattern

§

Variation in interracial acceptance (+) and in recall (+) based on education

§

Differences based on race for ad-liking (B>H>W>A) and for recall (W>A>H>B)

Key Contributions
Although the study did not find support for its first two hypotheses involving interracial
acceptance and ad-liking, the data did reveal a relationship between playful teasing and ad recall,
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4
which seems important in that ads cannot be effective if people do not remember them. Hispanic
and White viewers, particularly the former group, drove those results, preferring ads that teased
just people of color, followed by those that teased both groups, then those that teased just white
people. Such results may have implications for cross-cultural marketing tactics.

In addition, it may be meaningful that the sample’s oldest respondents liked the study’s
humorous ads the least yet recalled them most readily. A similar inverse relationship also
largely played among the study’s four racial groups (A, B, H, W). It is important to note that
study participants overwhelming liked the ads: For all respondents, the mean for “Liked the ads”
was 5.530 on a scale of 1-to-7. Still, these two findings may support the notion of negativity bias
and even suggest that ad-liking might at some point produce diminishing returns.

References are available on request.
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PUSHING THE ENVELOPE? THE INTERSECTION OF BRAND VULGARITY AND
TRADEMARK LAW
Laurel Aynne Cook, West Virginia University
Merlyn Griffiths, University of North Carolina, Greensboro
Sarah Lefebvre, Murray State University
Andrea Scott, California Baptist University
Channelle James, University of North Carolina at Greensboro
For further information, please contact: Laurel Aynne Cook, Assistant Professor of Marketing,
West Virginia University (Laurel.Cook@mail.wvu.edu).
Keywords: brand vulgarity, trademark law, regulatory environment, branding
Description: Our research explores how U.S. companies have developed and launched vulgar
brand names in a potentially outdated regulatory environment.
EXTENDED ABSTRACT
Research Question
Worldwide trademark offices are tasked with making an increasing number of decisions
regarding applications for trademarks with vulgar brand terms. In Australia, the Trade Marks Act
of 1995 allows officials to reject trademark applications that contain or consist of scandalous
matter (Scardamaglia 2014). Similarly, the United States Patent and Trademark Office (USPTO)
can refuse to register a brand’s trademark application if the mark consists of or includes
“immoral, deceptive, or scandalous matter” (TMEP 2018). Has global trademark law failed to
evolve or are brands pushing the envelope too far?
The use of expletives and derogatory terminology in the naming structure of companies,
products and brands is a growing trend in the marketplace. This strategy serves to break through
the clutter, capturing the interest of the intended audience, and increasing the possibility that the
company, products, and brands are noticed. We identify this strategy as brand vulgarity. Brand
vulgarity refers to the use of sexual, derogatory, insulting, and obscene referents in branding.
This comprises referents socially determined as profanity, obscenity, or indecent terminology as

315

1

2020 AMA Marketing and Public Policy Conference

elements (i.e., name, taglines, logos/symbols, URL’s, et cetera) used to identify a company, its
products and brands (Griffiths 2018). In response, we are interested in addressing the policy
implications of brand vulgarity by exploring its recent legal development in the United States.
Method and Data
To gain perspective on firms’ motivations for using and trademarking vulgar names, 25 brands
were identified by the research team. The brands encompassed a variety of product categories
including alcoholic beverages, restaurants, cosmetics, food products, clothing, and media. Each
company was contacted directly via email or phone and asked to participate in a brief interview.
A guided protocol was given to the 15 companies who responded. The semi-structured interview
included the following ten questions: (1) How did you come up with your brand? (2) What
reasons were used to justify your brand? (3) How did you expect consumers to respond to your
brand? (4) What valence did you intend the brand to have (positive, negative, neutral)? (5) How
has your brand name been received by customers? (6) Have you been/ were you featured in
local news? (7) How do you advertise? (8) Have you received criticism about your brand/image?
(9) How do you respond to negative criticism about your brand name/image? (10) Has popular
press about your brand (name) been favorable (or not)? For brands that could not be reached,
information was collected on their websites if available (e.g., “history” or “about us” sections).
Data from all interviews and websites were compiled to form the complete data set.
Summary of Findings
The data were analyzed by the research team using an iterative coding process (Strauss and
Corbin, 1988). First, the data was assessed line by line using open-coding to identify similar
concepts. Next, axial coding was used to identify common themes, which were then combined
into categories. Initial results demonstrate mixed responses (e.g., positive, negative) and potential
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dimensions for the development of this construct. Motivation for such brands includes strategy
(e.g., attention) and expression (e.g., intuitive interpretation). Interestingly, some brands use
vulgarity as a metaphor for empowerment. Andi Zeisler, co-founder of Bitch media says “We
know that not everyone’s down with the term. Believe us, we’ve heard all about it. But we stand
firm in our belief that if we choose to re-appropriate the word, it loses its power to hurt us. And if
we can get people thinking about what they’re saying when they use the word, that’s even
better.”
Overwhelmingly, we found that the motivations for adopting brand vulgarity were without
malicious intent. In some cases, the owners of these brands may have had little knowledge about
the actual stipulations of the law. Results show how the motivations to create and trademark
vulgar brands align more with the Free Speech Clause of the First Amendment and not counter to
the Trademark Act.
Key Contributions
Recent U.S. Supreme Court rulings, in addition to less permissive developments in trademark
law across other parts of the world, provide timely updates for companies with vulgar brand
names. Will other, similarly prohibited language, also be designated as unconstitutional? Is the
prohibition of disparaging, scandalous, and immoral marks truly on the decline? With tests of
these marks described as arbitrary and applied inconsistently by policy officials, will it be up to
the market and its consumers to regulate brand vulgarity? Trademark lawyers have suggested
that the Iancu v. Brunetti (2019) ruling may encourage increasingly vulgar, profane, or obscene
brand names, but that “the marketplace would probably impose a kind of regulation” (Savage
2019, p. 3). The implications of brand vulgarity continue to be important for policy makers,
marketers, brand owners, and consumers.
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RELATIVE EFFECTS OF SPECIFIC AND GENERAL PLANS ON HEALTH GOAL
PURSUIT: THE MODERATING ROLE OF CHRONOTYPE
Fang-Chi Lu, The University of Melbourne; Jayati Sinha, Florida International University
Contract Information: For further information, please contact Dr. Fang-Chi Lu, Department
of Management and Marketing, Faculty of Business and Economics, The University of
Melbourne (fangchi.lu@unimelb.edu.au).
Keywords: chronotype; health goal pursuit; planning; self-efficacy; specificity of plans
Description: Individual circadian rhythms determine whether specific or general plans to
pursue health goals will be beneficial.
EXTENDED ABSTRACT
Research Question
Planning is widely assumed to enhance goal pursuit by translating abstract goals into specific,
organized, concrete actions so that people can follow regimens and resist temptations. Indeed,
planning is effective for many goal pursuits such as dieting, exercise, finance, and academic
performance (Gollwitzer and Sheeran 2006; Gollwitzer and Oettingen 2007). Planning,
however, is not always beneficial and its benefits depend on factors such as goal distance,
number of goals, and mental construal (Dalton and Spiller 2012; Townsend and Liu 2012). In
this research, we suggest another two factors to consider: (1) the individual chronotypes—
morning-types (MTs) or evening-types (ETs) and (2) plan specificity—specific plans that
contain detailed components (e.g., an eating plan that details recipes along with
corresponding specific caloric amount and nutrition facts for each meal) or relatively general
plans (e.g., an eating plan indicating daily calorie budget). We ask: Would the benefit of
planning for MTs versus ETs depend on plan specificity? That is, how do chronotypes and
plan specificity jointly shape the planning benefits on healthful eating goal pursuit?
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Furthermore, what is the psychological mechanism underlying the joint effect of chronotypes
and plan specificity on consumer health goal pursuit?
Method and Data
We conducted five studies to address the research questions. Study 1 contained two
correlational studies examining the correspondence between chronotypes and
abstractness/concreteness of mental construal in general and in the diet planning context.
Study 2 was an experimental research with a 3(plan specificity: specific, general, no-planning
control)´(chronotype: continuous) between-participants design that tested the
matching/mismatching effects of chronotype and plan specificity on eating plan adherence,
health goal motivation, actual choices between healthful and unhealthful snacks, and
perceived self-efficacy in carrying out the plan. Study 3 provided further support for selfefficacy as the underlying mechanism by manipulating self-efficacy to adhere a specific or a
general healthful eating guide. Finally, Study 4 was a field experiment allowing us to observe
actual lunch choices of MT or ET participants after they made specific or general diet plans.
We measured individual morningness/eveningness orientations using the rMEQ scale
(Adan and Almirall 1991) and used the scale continuous score in our analyses, except for
Study 4 where participants self-identified their chronotypes. We tested our hypotheses with
age-diverse participants. To address confounds and alternative explanations, we ran studies in
both morning and afternoon time and measured individual body size, dietary status, selfcontrol, and impression management tendency.
Summary of Findings
In five studies, we shed light on the importance of individual circadian rhythms in
determining the effects of specific or general plans to meet health goals. We find convergent
evidence that MTs (vs ETs) exhibit low-level, concrete (vs. high-level, abstract) mental
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construal in general (Study 1a) and in diet planning (Study 1b). Consequently, when there is a
match between chronotype and plan specificity (i.e., MTs form specific plans; ETs form
general plans), rather than a mismatch, individuals are more motivated to pursue health goals
(Study 2 and 3) and show actual goal-directed eating behaviors (Study 2 and 4). Furthermore,
self-efficacy belief in adhering to the diet plan underlies the matching effects: MTs (vs. ETs)
believe that they can adhere to specific (vs. general) plans and are more likely to attain their
goals. The mediating effect was robust regardless of whether we measured self-efficacy
(Study 2 and 4) or manipulated self-efficacy (Study 3). Across studies, we controlled for time
of the day (Study 1b, 2, and 3) and individual differences in body size (Study 1b, 2, 3 and 4)
and dietary status (Study 3), and ruled out self-control (Study 2) and impression management
tendency (Study 3) as alternative explanations.
Key Contributions
From a theoretical perspective, our research bridges planning and chronobiology research to
provide insights into physiological factors that influence the effectiveness of planning for
meeting health goals. We extend growing research trends that explore boundary conditions of
planning, which often focus on situational factors and goal characteristics. We are one of the
first to explore how circadian typology influences effects of planning on motivation and goaldirected behaviors. We answer calls for integrating the concept of implementation intentions
with theories of motivation to examine whether implementation plans elevate self-efficacy.
By suggesting that circadian typology plays a role, we show that self-efficacy belief in
implementing diet plans and pursuing health goals is elevated when MTs (vs. ETs) make
specific (vs. general) plans.
Our research is particularly relevant in today’s hyperconnected world with increased
consumer emphasis on personalized service and product offerings. Indeed, many planning
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apps include a lifestyle questionnaire to understand users’ fitness goals, dietary preferences,
and schedules in order to provide personalized diet plans. By demonstrating that individual
circadian typology influences consumer responses to planning interventions, higher or lower
in plan specificity, we provide practical implications with regard to design and promotion of
planning intervention techniques for promoting health-related behaviors.

References are available upon request.
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SEEKING AUTHENTICITY IN EXPERIENTIAL CONSUMPTION

Xianfang Zeng, University of Calgary

For further information, please contact Xianfang Zeng, Ph.D. candidate, University of
Calgary (xzeng@ucalgary.ca).

Keywords: Authenticity, Experiential Consumption, Food Language, Yelp
Description: This research examined how consumers perceive authenticity in their dining
experiences and discussed the cues that consumers seek to form their authenticity perceptions.

EXTENDED ABSTRACT

Research Question
With the rise of the “cultural creatives” (Ray and Anderson 2000) or the “creative class” (Florida
2002), experiential consumption is becoming mainstream activities in the marketplace
(Moscardo 2010). The present research examined how consumers appraise authenticity in terms
of different types of restaurants. Existing literature extensively supports that authenticity
essentially requires conformity and connection to traditions, social values, or other established
criteria (Beverland and Farrelly 2010). Firms also widely adopt this conformity/connection
mindset. Brands articulate narratives that marshal evidence of authenticity, ranging from internal
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to external cues associated with the notion of connection. The current research pointed out that in
addition to connection, distinction is also a critical aspect when consumers form their
authenticity perceptions.

Method and Data
The use of language serves as a basis for individuals to generate and spread their authenticity
attributions (Kovács, Carroll, Lehman 2013). Examining how they talk about food is one
approach to understanding how they interpret food (Blackburn, Yilmaz, and Boyd 2018). Diners
are the ultimate judge of authenticity, and hence the analysis of their language about authentic
experiences is practically informative and meaningful. This paper investigated food language
based on online user-generated content on Yelp. Founded in 2004, Yelp is an important and
reliable source of language about food because of two primary attributes. First, Yelp provides
one of the largest repositories of informal reviews specific to restaurants. The reviews are not
paid expert opinions but voluntarily generated content by users. Second, to a large extent, Yelp
reviews are reliable. Yelp filters spam reviews automatically. It incentivizes quality reviewers
through a rewards system, and their popularity depends on the reliability of their reviews. One
worrying possibility is that restaurateurs may create fake favorable reviews. However, no
evidence shows impactful fake reviews, despite their large influences on restaurants (Anderson
and Magruder 2012).

Summary of Findings
An interpretive analysis revealed that authentic dining experiences go beyond food taste. Diners
infer authenticity through diverse cues that evoke a homespun romanticism or an aura of
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exoticism. Regular restaurant patrons tend to relate authenticity to replications from legitimate
sources, and generally expect authentic dining experiences to feature the mother (or grandma)cooking style and the handmade attribute. Upscale restaurant diners do not value complete
replications but expect restaurants to have distinctive self-representation.

Key Contributions
The current work postulates that connection and distinction are two major aspects when
consumers infer authenticity. Distinction, the underexplored aspect in prior research, deserves
much attention. Managerially, this research suggests that marketers at regular restaurants
communicate authenticity by emphasizing their connection-related attributes such as warmth and
home-like atmosphere. In contrast, marketers at upscale restaurants can highlight distinctionrelated attributes such as creativity and uniqueness.

References are available upon request.
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SOCIAL MEDIA AS A POLITICAL BRANDING PLATFORM:
THE CASE OF PRESIDENT DONALD J. TRUMP
Ron Hill, American University

Aronte Bennett, Villanova University

Contact Information: For further information, please contact Ron Hill, Dean’s Professor of
Marketing and Public Policy, American University (ronhill@american.edu).
Key Words: Trump, tweets, political communications
Descriptions: This presentation explores the use of social media by President Trump to establish
and maintain his public brand.
EXTENDED ABSTRACT
Research Question
Our principal research goal is to evaluate the particular case of President Trump’s social
media usage and advance a holistic understanding of how he shaped and modified his public
brand. Specifically, we examine two years of his Twitter activity, the year prior to and the first
year of his presidency as a reasonable sample, accounting for more than 6,000 tweets. We use
several methods in tandem, with an emphasis on results that show how his language choices over
time appear to hammer home themes about himself versus others who are either inside or outside
his brand definition. This tactic is more than just use of contemporary media; it attempts to
energize, embolden, and isolate a brand public beyond political advertising. Thus, embedded in
his tweets are a variety of topics and discussions that have in common themes that bolster the
self, while likewise benchmarking against real or perceived opponents. The presentation closes
with implications for social media as a brand defining tool, especially within a political context.
Method and Data
Our analyses followed four phases. First, word clouds were generated for the time
periods under consideration and across combinations. The second phase involved examining the
proportion of tweeted words comprised of keywords identified by word clouds, using statistical
analyses to determine if significant differences occurred across time periods. Third, a computer
text analysis program was used to examine linguistic dimensions of the President’s tweets. The
final phase was qualitative and sought thematic underpinnings and theoretical meanings of his
keywords, as we looked for exemplars that associated them with descriptive language,
illuminating intended/unintended brand messages. More on method is available.
Summary of Findings
Our final analysis was a thematic appraisal, with tweets read in their entirety to have a
fuller understanding of content and direction, and to allow theory and practice to guide our
interpretation. The three categories are interrelated, and substantive issues and their theoretical
explanations flow from previous analyses and include narcissism, trust, and virtue. These three
1
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themes are summarized by Campbell’s (1968) conceptualization of the hero’s journey,
emphasizing virtuousness that will save American people and his narcissism that suggests no one
else can do the job. This journey begins with his call to adventure in the year prior to entering
the White House, as he embarked on a journey to protect U.S. democracy from political parties
and their operatives. In his second year, he embarked on the road of trials, as evidenced by his
frequently using words Fake, Democrats, honor, and cut. This aspect of the journey combines
themes of narcissism and trust into his pursuit of greatness despite roadblocks to success.
Mythmaking associated with the hero’s journey requires these stages, which can be identified in
the presentation of President Trump’s public political brand. For example, his coming from the
outside, mundane world of business to rescue American public from ravages of the DC
“swamp,” Republican political candidates seeking the office to keep him from meeting his
destiny, entering the office only to find democrats and the news media seeking to impede his
ability to follow his virtuous path, and continued perseverance over time despite impediments.
Statement of Key Contributions
One important question for policy scholars and professionals is whether the field is facing
a wholly different environment associated with the rise of social media, or whether this context is
more of the same and similar to broadcast media of the past. Our results show, at least in the case
of tweets by President Trump, that he does repeat a common tactic from the past of placing
himself in the most positive light and showing his detractors/opponents in a negative fashion.
Whether these social media portrayals are less positive than previous elections and/or have
reached a new low in political communications (Hill, Capella, and Cho 2015 provide a protocol)
is not relevant to our research objectives. However, it appears that major shifts from traditional
media to social forms of media by politicians may have a dramatic impact on how the voting
public gathers and views information about candidates. While differences have much to do with
changes in media usage, our results provide additional specificity to this discussion.
References and the full paper are available on request.
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TAPPING INTO RELIGIOUS VALUES TO AID IN FOOD WASTE REDUCTION
Elizabeth A. Minton, University of Wyoming
Kathryn A. Johnson, Arizona State University
Maricarmen Vizcaino, Arizona State University
Christopher Wharton, Arizona State University
Contact Information: For further information, please contact Elizabeth A. Minton, Associate
Professor of Marketing (eminton@uwyo.edu)
Keywords: food waste; religion; pro-social consumption; public policy; sustainability; consumer
values
Description: This paper examines the role of religious values in food waste behavior, revealing
that restrictive religious norms (e.g., rules about food consumption, fasting) are positively
associated with food waste, whereas supportive religious norms (e.g., sharing food) are
positively associated with reductions in food waste and that messaging can help to reduce food
waste due to these reasons.

EXTENDED ABSTRACT
Research Question
How do religious values influence food waste behaviors, and how can policy makers use this
information to reduce food waste?
Method and Data
Two experimental studies are conducted on Amazon's Mechanical Turk. Study 1 shows that
restrictive religious norms (e.g., rules about food consumption, fasting) are positively associated
with food waste, whereas supportive religious norms (e.g., sharing food) are positively
associated with reductions in food waste. Study 2 manipulates marketing messaging to show that
consumers with higher (lower) levels of religiosity are more likely to reduce food waste with a
prevention (promotion) framed message partnered with environmental reasoning or a promotion
(prevention) framed message partnered with people-based reasoning.
Summary of Findings
Through our studies, we show that a consumer’s religious values influence their food waste
behaviors. This new knowledge assists marketers, policy makers, and consumer advocacy groups
in reducing food waste and promoting consumer well-being by facilitating greater availability of
food worldwide as well as individual awareness and gratitude for actions taken toward a more
sustainable lifestyle. More specifically, we show that a consumer’s religious values positively
influence food waste reduction behaviors when their religious institution provides supportive
messages about food consumption. In contrast, when a consumer’s religious institution provides
more restrictive messages about food consumption (e.g., through encouraging fasting, dieting,
selective food choice), behaviors that lead to food waste are more prevalent. Second, we show
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that in addition to these supportive and restrictive messages provided by a consumer’s religious
group, a consumer’s environmental values that can stem from religious beliefs help to explain
why religion influences consumers’ food waste behaviors. Lastly, we manipulate messaging to
show a means for marketers and policy makers to capitalize on this knowledge to reduce food
waste, such that marketers can use supportive and restrictive messaging in marketing campaigns
to differentially influence consumers of differing religiosity levels when using either
environmental reasoning (e.g., ‘save the planet’ or ‘don’t harm the planet) or people-based
reasoning to reduce food waste (e.g., ‘help people globally have access to food’ or ‘don’t
negatively influence the food supply for people globally’).
Statement of Key Contributions
Supportive messages regarding food, especially when containing an environmental focus lead to
the greatest reductions in food waste. Companies desiring to encourage responsible use of food
product purchases through pro-social campaigns or governmental public service announcements
would benefit from adopting such messaging. This messaging could also be influential on a more
local level with governmental groups hosting booths and local fairs and events in one’s town.
Messaging could be partnered with opportunities allowing consumers to visualize their amount
of food waste, such as weigh scales being provided next to trash bins for plate waste to be
weighed before being thrown in the trash after a free community meal. Messaging aimed at
reducing food waste would be particularly beneficial if it could be targeted toward religious
consumers who, through the results of this study, express high importance of environmental
values. Additionally, a consumer’s religious organization also serves as a consumer advocacy
group capable of presenting this messaging. Religious places of worship as well as religious
educational institutions (both K-12 and college-level) should incorporate sustainability
education, particularly as it relates to food waste as part of their curriculum to promote
sustainable, wise consumers. Policy makers should also reach out to producers of foods to
identify ways to reduce food waste before the consumer is confronted with the issue.
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The Height Premium: When Shorter Men Pay More

Nuket Serin, Florida International University, USA
Jayati Sinha, Florida International University, USA

For further information contact: Jayati Sinha, Associate Professor, Marketing Department,
Florida International University (jsinha@fiu.edu)

Keywords: desire for status, heightism, signaling effectiveness, status consumption
Description: Across five studies, the authors showed shorter men are willing to pay (WTP)
higher prices for products that signal status to reduce the negative effect of heightism because
they have a higher desire for status, leading them to flaunt the status-signaling products they
own, and sense of purpose moderates this effect.

EXTENDED ABSTRACT

Research Question
Heightism is defined as “discrimination and stigmatization due to one’s height” (Griffiths
et al. 2017), indicating height-based inequality in various life spheres such as dating, workplace
interactions, and political elections (Judge and Cable 2004; Lynn and Shurgot 1984; McCann
2001). Therefore, shorter men feel disadvantage and suffer from the negative feelings of
heightism and feel threats to their status. Notwithstanding, we know little about height
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stigmatization effects on their status consumption. This research addresses the questions of
whether shorter men are more likely to engage in status consumption to compensate for adverse
status perceptions.

Method and Data
This paper presents five studies in a different status consumption context. In study 1, to
examine the link between male height and status consumption, we conducted a correlational
study using real-world data from a dating website (match.com). In study 2, participants read a
scenario in which they imagined replacing their 28-inch TV with a larger TV (Ordabayeva and
Chandon 2011), and reported purchase likelihood, WTP for a larger TV, and desire for status.
Women do not show the effects, so in Studies 3, 4, and 5, we shift our focus to men only. The
purpose of study 3 was to replicate the earlier results in a different status consumption context:
choice between ultra-sturdy or exotic picture frame (Rucker and Galinsky 2009). Study 4 directly
tests the casual path: height → desire for status → signaling effectiveness → status consumption
in a different status consumption scenario - the choice between a more expensive but less
luxurious green backpack versus a less expensive but more luxurious non-green backpack
(Griskevicius et al. 2010). Finally, in Study 5, participants reported the purchase likelihood of
Parker Pen, and we tested sense of purpose for its moderating effect.

Summary of Findings
The five studies reveal that men who are below average height suffer from the negative
effects of heightism, feel threats to their status, and are willing to pay higher prices for products
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that signal status. Desires for status and signaling effectiveness serially mediate the effect, and
sense of purpose moderates the effects on status consumption.

Key Contributions
Our research has theoretical implications and makes several managerial contributions. To
the best of our knowledge, we are the first to explore the relationship between heightism, status
consumption, and sense of purpose. Our findings also have worthwhile practical implications in
suggesting that marketers can appeal to consumers who face heightism by highlighting the
status-signaling potential of their products and services. Additionally, policymakers should
design campaigns that help stigmatized men find more positive coping strategies that meet
unfulfilled needs for status.

References are available upon request.
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THE IMPACT OF POLITICAL SHOCKS AND POLITICAL HOMELESSNESS ON
POLITICAL ACTIVISM
Elizabeth Gratz, West Virginia University
M. Paula Fitzgerald, West Virginia University
Emily Tanner, West Virginia University
Contact Information: For further information, please contact Elizabeth Gratz, PhD student
(etgratz@mix.wvu.edu).
Keywords: political activism, surveys, text analysis
Description: Using multiple methods, we define and examine the impact of political shocks.
EXTENDED ABSTRACT
Research Question: How do political shocks and homelessness impact political activism and
rhetoric?
Method and Data: Survey data was collected via Amazon Mechanical Turk soon after Supreme
Court Justice Brett Kavanaugh’s confirmation and analyzed using Smart-PLS. Tweets from three
accounts (MeToo, the National Federation of Republican Women and the National Federation of
Democratic Women) were analyzed via DICTION during time periods before, during and after
the Kavanaugh confirmation process.
Summary of Findings: Both political shocks and homelessness can result in a consumer feeling
a fight or a fear response, and both, in turn, increase political activity. On the other hand,
homelessness can increase freezing behavior, which, in turn, reduces political activity. We find
that tweets from the MeToo movement and the National Federation of Republican Women were
more certain and showed more commonality in purpose than did the National Federation of
Democratic Women. The Republican Women’s activity score dropped dramatically after Judge
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Kavanagh’s confirmation, primarily due to the fact that that their tweets contained a great deal of
praise.
Key Contributions: We expand theory to include relatively new concepts within the U.S.
political arena – political shocks, political aftershocks and political homelessness—finding that
each is uniquely related to the level of political activism taken by individuals. This political
activity is of importance to marketing and public policy for several reasons: (1) political activity
is part of the catalyst for changes in public policy, (2) political activity is well within the domain
of marketing as exchange (time/energy is exchanged for ideas) and (3) the 2020 election is
dependent on voter motivation and political activity.
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THE POWER TO MAKE A DIFFERENCE: CONSUMER REACTIONS TO
ALTERNATIVE MEAT PRODUCTS

Megan J. Baran, Wayne State University
Andrea H. Tangari, Wayne State University

Contact info: For further information, please contact Megan J. Baran, MBA Candidate, Wayne
State University (meganbaran@wayne.edu)

Keywords: alternative meats, consumer choice, self-efficacy, environmental label, power

Description: Given the impact that meat consumption has on the environment, this research
examines how marketers can influence consumers to be more likely to forgo meat and to
choose alternative meat products.

EXTENDED ABSTRACT

Research Question
Given the impact that meat consumption has on the environment, this research examines how
marketers can influence consumers to be more likely to forgo meat and to choose alternative
meat products. In doing so we look at the impact of different labeling/provision of information
strategies for alternative meat products. Our specific research questions are as follows: 1) Does
environmental impact information provided with the alternative meat product help increase
purchase intentions for that product? 2) Does a person’s self-efficacy influence how they react
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to alternative meat products with or without environmental impact information? 3) Does
including information on the power that one has to make a difference with their choice
enhance the effectiveness of the environmental impact information when it comes to purchase
intentions and choice of an alternative meat product?
Method and Data
To explore our research questions, we conducted two experiments using the Impossible
Whopper as the alternative meat product. Both experiments used participants from Amazon
Mechanical Turk. The first experiment included a picture of the Impossible Whopper with or
without environmental impact information. In addition, participants self-efficacy was
measured as a moderating variable. Purchase intentions for the Impossible Whopper was the
dependent variable. In the second experiment the same environmental information
manipulation was used for the Impossible Whopper. In addition to the environmental
information, we manipulated whether participants also saw a message about the power they
had to reduce their environmental impact. For the purpose of our study, a power message states
that an individual has the power to reduce their environmental impact by choosing the
Impossible Whopper.
Summary of Findings
Study 1 suggests that for plant-based meat alternatives specific environmental information can
make a positive difference in consumers purchase intentions of the meat alternative. In
addition, we find that the positive effect of the environmental information is moderated by a
consumer’s level of self-efficacy. When there is environmental impact information present,
those higher in self-efficacy are more likely to have higher purchase intentions for the
alternative meat product. The second study reveals that a possible intervention of including a
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power message may help to make environmental impact information more effective. This is
important in that it shows us how marketers can make environmental messages more effective
to help promote more sustainable consumption practices.
Statement of Key Contributions
This research indicates that for an environmental message on an alternative meat product to be
more effective, a person needs to feel like they have some power to change their situation. This
could be that they have overall higher self-efficacy. But if someone does not have higher selfefficacy, how can marketers and those concerned with the environment help to make consumer
food choices more sustainable? Our second study reveals that the use of a power message can
help enhance the impact of the environmental information to influence more positive purchase
intentions and choice for an alternative meat product.

References are available upon request.
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UNTAPPED EDUCATION: EXPLORING THE RELATIONSHIP OF
POLITICAL IDEOLOGY AND WATER REUSE
Anjala S. Krishen, University of Nevada, Las Vegas
Han-fen Hu, University of Nevada, Las Vegas

Jesse L. Barnes, University of Nevada, Las Vegas

Contact Information: For further information, please contact Anjala Krishen, Professor,
Marketing & International Business, University of Nevada, Las Vegas
(anjala.krishen@unlv.edu).
Keywords: water conservation, consumer knowledge, product experience, political
ideology, prosocial behavior
Description: We are particularly interested in how consumers ingest water reuse
information regardless of its credibility and their current cognitive load (i.e. whether they
are balancing other information sources); as such, using a random sample of n=406 USbased municipal water consumers, we explore the relationships between individual
characteristics (i.e., actual knowledge, experience, and political ideology) and attitude
and intentions towards water reuse.
EXTENDED ABSTRACT
Research Question
The objective of our research is to explore how consumers’ de facto water reuse
knowledge and political ideology impact their acceptance of planned reuse. We are
particularly interested in how consumers ingest water reuse information regardless of its
credibility and their current cognitive load (i.e. whether they are balancing other
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information sources). In sum, our study examines the following research questions: (1)
How do consumer individual differences (i.e., experience, knowledge, and ideology)
relate to intention to use, attitude towards reuse water, and price perceptions of planned
reuse water? (2) Following the reading of material regarding planned and de facto reuse
water, will participants have a significantly different intention to use, attitude towards
reuse water, and price perception of reuse water? (3) Following the reading of material
regarding planned and de facto reuse water, will participant individual differences (i.e.,
experience, knowledge, and ideology) be related to the pre-post difference in intention to
use, attitude towards planned reuse water, and price perceptions of planned reuse water?
Method and Data
An experiment tested the effects of educational materials on water reuse perceptions.
Participants (n=406 US-based municipal water consumers) self-reported perceptions
before and after reading a planned and de facto reuse article (pre/post). The models for
intention to use (F(5,398)=38.91, p<0.001) and attitude (F(5,398)=15.02, p<0.001) are
significant while that for price perception is not (F(5,398)=1.68, p=.14). Political
ideology has a significant effect on intention to use and attitude; liberals have a higher
level of intention (β=-0.06, p=0.04) and attitude (β=-0.09, p=0.01), as compared to
conservatives. Voters have a more positive attitude toward treated water (β=0.18,
p=0.04), and level of actual knowledge has positive and significant effects on the
intention (β=0.08, p=0.01) and attitude (β=0.09, p=0.01). After reading the educational
material, paired t-tests indicate that participants significantly increased their price
perception (M=4.38 versus M=4.56, t=3.59, p<.001), intention to use (M=2.93 versus
M=3.28, t=6.39, p<.001), and attitude towards reuse water (M=3.75 versus M=3.92,
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t=2.97, p=.003). Using regressions, difference in price perceptions (F(9,394)=4.25,
p<0.001) and intention to use (F(9,394)=5.24, p<0.001) are significant but not difference
in attitudes. Credible material (high or low) led to a higher difference in price perception
(perception of difference in price was lower for credible information, β=0.40~0.52, p<
0.001).
Summary of Findings
Knowledge and experience, as well as political ideology, play critical roles in an
individual’s initial intention to use treated water. An individual will have a positive
attitude toward treated water if he/she voted in the last election, has a liberal view of
politics, a high level of knowledge and experience, and trusts water suppliers. Price
perceptions regarding treated water are not influenced by any of the factors investigated
in this study. Overall, our findings indicate that an individual’s original intention and
attitude is determined by his/her beliefs (i.e., trust of public water suppliers and political
ideology) and understanding of the topic (i.e., actual knowledge and experience). These
findings are in accordance with public acceptance literature (Fielding et al. 2018; Furlong
et al. 2019; Smith et al. 2018). Trust of public water suppliers and political ideology are
more central to an individual’s beliefs and less likely to be changed with simple
interventions. While trust and political ideology impact consumer attitudes, their
influences on intention to use are limited. On the other hand, individuals should be more
likely to use treated water and have positive attitudes when they have a greater
understanding of it.
Statement of Key Contributions
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In our study, we capture both subjective (i.e., experience) and objective (i.e., actual
knowledge) measurements of individuals’ understanding of treated water; both appear to
be influential in initial consumer assessments. Our results align with the assumption that
providing educational material to the general public promotes acceptance of treated
water. This study adds significant value to public acceptance of planned reuse literature
in fundamental ways. This study is the first to show that real-world municipal water users
across the US can be swayed to accept planned reuse by learning about the occurrence of
de facto reuse in a pre-post study. Corroborating previous research on prosocial behavior
and political ideology, our findings indicate that conservatives are less likely to accept
planned reuse relative to liberals. However, our study contributes to existing research and
shows that whereas political ideology has a significant impact on planned reuse
acceptance, consumer education efforts can influence attitudes and intentions for both
liberals and conservatives. Our results suggest that future public acceptance research
should further test the applicability of de facto reuse narratives and explore differences in
acceptance between conservative and liberal municipal water consumers using
economically versus socially targeted campaign messaging strategies.

References available upon request.
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