
1 
 

Session 1: Social Marketing, 11:00 - 12:30, Saturday 28 November 2015 

 

1.1 The role of market learning in social innovation and social value creation in 

Australian social purpose organizations (SPOs) 

 

Kumudu Jayawardhana, The University of Queensland, a.jayawardhana@business.uq.edu.au 

 

With the increased recognition of the contribution of social purpose organizations (SPOs) to 

the economy there has been a heightened academic and practitioner interest in social 

innovation and social value creation. While the role of market learning has been a major 

focus of this research many researchers have mostly adopted the ‘market orientation’ view 

(also known as market driven view) that has primarily evolved within the for-profit context. 

However, any attempt for theory building in this field must address the unique characteristics 

of SPOs which substantially differ from those of for-profit organizations. Thus, the overall 

objective of this study is to investigate how market learning interplays with other forms of 

learning in social innovation and value creation in Australian SPOs. Considering the early 

stage development of social innovation-based value creation literature on SPOs, a mixed 

method approach will be used in this study. Initially, based on extant literature, a tentative 

conceptual model has been developed. This model will be refined using qualitative in-depth 

interviews with CEOs and key marketing informants of SPOs in Brisbane (Study I). The 

refined research model will be tested in a large quantitative survey (Study II) of Australian 

SPOs. 

 

1.2 Promoting active transport to school among children in Queensland: A social 

marketing study 
 

Bo Pang, Griffith University, b.pang@griffith.edu.au 

 

In 2014, there were 75,000 obese and 146,000 overweight children in Queensland. Active 

school travel (AST) has been proven to effectively help children reduce the possibility of 

obesity-related diseases. However, there is no existing report that indicates campaigns in 

Queensland have successfully increased the rates of AST, and that AST campaigns were 

developed with social marketing techniques. The purpose of this project is to develop, 

implement and evaluate a social marketing program promoting active transport to school 

among primary school aged children in Queensland. 

There are four studies in the project. Study 1 is a systematic review systematically 

identifying, analysing, and reporting the AST interventions conducted since 2010. Study 2 is 

a quantitative research study that uses an online survey to investigate what factors could 

explain walking to school behaviours among Australian children. Study 3 is an experiment 

examining which intervention approach could increase norms which have the most influential 

impact on Queensland children’s walking to school behaviours. Study 4 is a process and 

outcome evaluation that uses mixed methods to investigate and evaluate the execution and 

effectiveness of the intervention that will be piloted in three primary schools in the 

Queensland area. 

This project will contribute to the literature by exploring how theory could explain 

walking to school behaviour among Queensland children. Moreover, as an outcome of the 

project, the intervention will aim to generate positive outcomes by encouraging more 

Queensland children to walk to school. 
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1.3 Comparing the worldviews of marketing and sustainability 
 

Joya Kemper, University of Canterbury, joya.kemper@pg.canterbury.ac.nz  

 

Research has suggested that business schools subscribe to a neo-classical economic 

worldview, and make students selfish and focused only on the short-term and personal 

enhancement. The small majority of business students and faculty see the importance of 

sustainability and CSR in business studies but many still lack the knowledge to understand 

sustainability, especially from a business perspective. Furthermore, few studies have yet to 

focus only on marketing faculty and student perceptions of sustainability. Previous research 

on sustainability perceptions show that there are diverging values, attitudes and beliefs, or in 

other words diverging worldviews, about what sustainability means and how it can or should 

be taught in the marketing context. However, no study has empirically investigated this 

diverging worldview in marketing students and faculty members. Given a growing demand 

from scholars to explore and expose “ideology masquerading as fact” (Kilbourne and 

Mittelsteadt, 2011, p.289), there is an urgent need to investigate how faculty and students 

view the interactions between the underlying ideologies in the marketing discipline and 

sustainability, and understand what is means to teach sustainability in marketing education. 

The purpose of this research is to investigate international marketing faculty and students’ 

views on sustainability, the marketing worldview and the integration of sustainability in 

marketing education. The study will investigate to what extent the marketing worldview 

informs or hinders sustainability’s integration into marketing education. This research will 

provide the first in-depth empirical investigation into marketing faculty and students’ views 

of sustainability, the marketing worldview and overall, sustainability’s place within 

marketing education. 

 

Session 2: Consumer Behaviour 1, 11:00 - 12:30, Saturday 28 November 2015 

 

2.1 Fashionalisation of sustainable consumption 

 

Outi Lundahl, University of Vaasa, outi.lundahl@student.uva.fi  

 

In my doctoral thesis I explore the rise of sustainability as a fashionable consumption trend. 

The first two articles bring two new actors into the consumer research agenda, namely 

celebrities and media. The papers explore how and why these actors have become involved in 

the rise of sustainable consumption and, also, what are the effects of their involvement for the 

wider cause. The third article focuses on the destigmatisation and fashionalisation of  

veganism in a British newspaper. The paper suggests a previously unchartered route to 

destigmatisation (via fashionalisation) and also contributes to the destigmatisation literature 

by exploring the role of media institutions in the process. With the help of Herman and  

Chomsky’s (1988) classic study, Manufacturing Consent, I tie the change in the portrayal of 

veganism particularly to the profit-making aims of the media organisation as well as to the 

need to uphold status quo. Finally, in the fourth article, I hope to highlight one important  

finding from my third article–despite the trendiness of veganism, it is still not, by and large, 

destigmatised or normalised. I am planning to explore this issue with reference to legitimacy 

as, whilst it can be argued that certain type of veganism has indeed gained cultural 

legitimacy, it still lacks normative, regulative and cognitive legitimacy. This is particularly 

pronounced in the institutional setting (e.g. hospitals, prisons and schools) and hence this is 

the context I will explore this phenomenon in, thus also contributing to public policy 

research. 
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2.2 Product aesthetics and consumers’ evaluation of the hedonic experience - The 

case of consumers’ taste perception 

 

Jie Zhang, Norwegian School of Economics, jie.zhang@nhh.no 

 

Aesthetics is a basic human value, a universal and innate motivation. Research has shown 

that visual aesthetics and product design has significant power in directing consumers’ 

product judgment and preference at an unconscious level. This paper hypothesizes that one 

possible underlying process through which product aesthetics changes consumers’ product 

preference is by altering the sensory experience such as taste, which ultimately leads to 

different evaluation of the hedonic experience. Previous research has shown that sensory 

perception in one domain (e.g., haptic) can change the sensory perception in another domain 

(e.g., gustatory). In addition, visual cues have been demonstrated to dominate other sensory 

cues such as taste. Using food consumption as a context, the research explores the effect of 

design of adjacent products (e.g., serving tools) on consumers’ taste perception of food 

product and the evaluation of the hedonic experience. Specifically the research hypothesizes 

that the aesthetics of adjacent products can positively influence consumers’ evaluation of the 

taste of food and the overall tasting experience. 

Furthermore, the paper hypothesizes that ambiguity in the nature of the hedonic 

consumption moderates the effect of the product aesthetics on the taste perception. When the 

evaluation of taste is ambiguous, the consumers are more likely to rely on the aesthetics as 

the primary cues; but when the evaluation of taste is less ambiguous, reverse effect could 

happen, so that the perception on taste can spill over to the evaluation of the aesthetic 

attributes. 

 

2.3 Desires and volition in taste distinction: An alternative to overcoming 

inconsistent cultural consumption patterns 

 

Eudora Tong, RMIT University, eudora.tong@rmit.edu.au 

 

Insufficient classical music research and the global decline and aging of classical music 

audiences motivate knowledge of why people attend classical music concerts and how their 

volition can be increased. Classical music audiences are expected to have high educational 

and income levels, but changing cultural preferences from highbrow snob to omnivorousness 

contradicts the support of Bourdieu’s distinction theory. Given mixed interpretations of 

cultural consumption, inconsistent findings of current elite becoming omnivorous, and the 

recognition that evaluating taste preferences alone is limiting, insight beyond cultural capital 

is sought to more comprehensively understand motivating factors behind concert attendees. 

As people’s perceived value of classical music performances stems from their judgments, 

desires and goals, the Model of Goal-directed Behaviour (MGB), developed to understand 

cognitive and affective decision-making processes, provides an alternative method of 

interpretation. Amalgamating past behaviour, anticipated emotions, desires and goals, the 

MGB illuminates key psychological influences, while verifying previous 

observations. Present findings reveal subjective norms as the most influential direct predictor 

of desires and indirect predictor of volition. Additionally, testing the moderating effects of 

socioeconomic status (SES) found significant differences between groups of high and low 

levels of SES attributed to perceived behavioural control, which strongly impacted desires for 

the low SES group and volition for the high SES group. 
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Session 3: B2B/Channel Relationship: 11:00 - 12:30, Saturday 28 November 2015 

 

3.1 A proposed model of franchise interactive brand reality (FIBR) 

 

Sarah Sloan, Griffith University, s.sloan@griffith.edu.au 

 

Brands have long been regarded as assets of strategic importance in theory and practice 

(Aaker 2004; Hamel & Prahalad 1985; King 1991) as they provide differential value for both 

the customer and the company (Keller, 2003). However, the field of brand management is 

characterised by disjointed theoretical constructs, often with little overlap. Researchers may 

investigate a number of constructs such as brand image, identity, engagement and equity in 

singularity.  Previous studies generally have a narrow focus and may investigate only a small 

number of the aforementioned concepts and their interactions. Instead, the present study will 

investigate how individual brand constructs are interrelated and ultimately develop an 

overarching brand construct. This Brand Reality construct uses a social constructionist 

theoretical underpinning to understand how consumers interact within the multi-stakeholder 

ecosystem to form such a brand reality. A mixed methodology will allow the systematic 

development, testing and validation of the Brand Reality scale in an Australian context with a 

variety of brands. Ultimately a new brand construct will emerge which will allow brand 

managers to compare their brand with another on a holistic level, instead of just one brand 

measure at a time. 

 

3.2 The dynamics of trust repair in dyadic business relationships 
 

Ali Shamsollahi, The University of Melbourne, ali.shamsollahi@unimelb.edu.au 

 

Perhaps one of the important determinants of a successful relationship is the possibility for 

repair should adverse conditions arise. How involved parties repair their damaged 

relationship has implications for the long-term viability and success of the relationship. Yet, 

the literature is relatively silent on understanding “why” the damaged-parties go about 

resolving broken relationships. In addition, we know little about how fast the resolution 

process can be and about the factors influencing the speed of repair. We know what kind of 

qualities build strong relationships, but once there is an infraction or there has been a 

violation in trust, the literature has little to say and is far from complete. Therefore, this paper 

provides insights on the dynamics of relationship repair by examining the impact of time 

specific factors on the relationship repair process. More specifically, this paper proposes an 

agenda for future empirical research by providing a conceptual framework that focuses on 

three main factors: 1) relationship history (both recent and distant), (2) the nature of the 

interaction between the damaged-party and the wrongdoer, and (3) the speed with which trust 

between two parties can be rebuilt following a relationship transgression. Five research 

propositions are advanced. 

 

3.3 Putting teams back into a network: Organizing advertising agency-client 

relationships in generating creative ad 

 

Afra Koulaei, Buskerud and Vestfold University, Afra.koulaei@hbv.no  

 

Research on social networks has grown exponentially in recent years. However, despite its 

relevance, the field of marketing communication has been relatively slow to explain how 

network properties (e.g. number of ties and tie strength) influence the team creativity and 
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related outcomes. We address one research question (specifically) in advertising context: 

How should the network of agency-client teams be structured in order to generate greater 

advertising creativity? In organizing the client-agency relationship in developing advertising 

creativity, it is crucial to identify what organizational variables under the control of 

management can foster or retard creativity. Literature reports the existence of critical 

communication gaps where vital information often does not reach creatives in agencies 

responsible for ad development. The main objective of this research to the present a 

theoretical framework that can be used to understand the relationship between network 

properties, team creativity, and creative achievement. 

 

Session 4: Marketing in Society 2; 13:30 - 15:00, Saturday 28 November 2015 

 

4.1 An exploratory study of cross-disciplinary anti-counterfeiting solutions 

 

Brad Evans, University of Auckland, bradley.evans@auckland.ac.nz 

 

The International Chamber of Commerce (ICC) has estimated the global value of trade in 

counterfeit goods at $600 billion annually which represents between 5-7% of world trade. 

Furthermore, a March 2015 Europol report indicates that the situation is going to get worse as 

technologies such as 3D printing become more prevalent. 

Historically, luxury goods have been the counterfeiter’s targets but most items on offer 

were inferior in quality. In recent years, not only have the types of products being 

counterfeited expanded, it has also become increasingly difficult to distinguish genuine from 

fake. Of course, brand owners recognised several decades ago that product counterfeiting 

could not be ignored. Nevertheless, the threat of counterfeits was perceived to be low and the 

primary tactic (and the one still used by many today) for resolution was based on legal 

arguments around intellectual property rights (IPR). Unfortunately, the problem has 

continued to grow exponentially under this model and the threat level has gone from low to 

high. 

The objective of this research is to explore why current approaches to counterfeit 

prevention have been largely inadequate for brand owners and related stakeholders, and in 

doing so, propose more effective strategies. Whilst there is growing body of research into the 

subject, much of it is conceptual, simplistic and concentrates on big name luxury brands from 

the USA and Europe. As such, it is my intention to propose a new more impactful model with 

a particular emphasis on New Zealand brands, SMEs, and opportunities presented by 

emerging technologies. 

 

4.2 From awareness to action: The impact of social alliances on consumer behaviour 

in sports fans 

 

Daniel Rayne, Swinburne University of Technology, drayne@swin.edu.au  

 

It is becoming increasingly common for sports teams to collaborate with non-profit 

organisations (NPOs) in order to achieve their corporate social responsibility objectives. 

However, understanding the effectiveness of these partnerships from a consumer behaviour 

perspective is relatively unknown. In order to address this gap, this study consists of three 

research objectives. The first objective is to identify how both members of the dyad set 

overarching goals associated with collaborative strategy. The second objective is to determine 

fan reaction (cognitive, affective and conative) towards the team and the NPO. The third 

objective is to then gain further insight by analysing NPO consumer reaction towards the 
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team. Data will initially be collected through qualitative, semi structured interviews with ten 

team community and NPO managers to identify underlying goals and objectives. Further 

interviews with consumers from both sides of the dyad, will provide deep insight into 

awareness, knowledge, emotions and behavioural reactions to social alliances, whilst 

contributing to the development of items and scales for the quantitative survey used in phase 

three of this study. Finally, a survey will be conducted with approximately 2000 fans across 

two professional sporting teams and 600 consumers across six NPOs in order to measure 

consumer outcomes related to social alliances. The findings of the research will assist both 

sports and NPO managers to achieve a more holistic understanding of the effectiveness of 

their collaborative initiatives, thereby enabling the adoption of best practice. 

 

4.3 Are ethical preferences stronger when people think more about ethical issues? 

The case of fair trade 

 

Roman M. Konopka, Massey University, r.konopka@massey.ac.nz 

 

Ethical labels have attracted the attention of researchers but, to date, little is known about 

how the label actually influences consumer choice. Using the framework of dual processing 

theory, the PhD examines whether consumers purchase due to underlying ethical claims that 

are represented by a logo (Type 2 processing, deliberative) or whether it is the more mundane 

nature of simply having an endorsing label that is influential (Type 1 processing, 

intuitive/associative). Preliminary quantitative research (using ranking-based conjoint 

analysis) found that consumers have higher preferences for the Fairtrade logo compared to 

other no logo/logo conditions including a ‘dummy’ ethical logo. However, when consumers 

are encouraged to engage in more deliberative processing (think more about fair trade), they 

are less likely to choose the Fairtrade logo. These findings suggest that in their purchasing 

decision making, ethical consumers may not be driven by ethical claims, but are rather simply 

attracted by the Fairtrade logo. The next stage of the PhD is a large-scale study utilising Best-

Worst Scaling preference elicitation technique to further examine these initial findings, and 

determine whether these initial findings can be supported. The research will contribute to the 

literature on how consumers process information in decision making (dual processing 

theory), add to the understanding of the role of ethical co-branding in consumer choice, 

provide managerial contributions to packaging design and development of a clearer 

framework for understanding ethical co-branding. 

 

Session 5: Consumer Behaviour 2; 13:30 - 15:00, Saturday 28 November 2015 

 

5.1 Sensory marketing: Perceptions, attitudes and decisions 

 

David P. Harris, Central Queensland University, d.p.harris@cqu.edu.au 

 

A recent swell in online shopping has led marketing researchers to question the role a 

consumer’s sensory system plays in decision making.  Investigations into sensory processes 

(touch, taste, vision, audition and olfaction) have received extensive coverage in psychology; 

however, scant examples exist in the marketing and consumer psychology literature.  Existing 

research in sensory perception (Jansson-Boyd 2011; Krishna 2012; Peck and Childers 2003a; 

Peck and Wiggins Johnson 2011) has demonstrated that touch can influence consumer 

behaviour in different environments and contexts.  The present research aims to contribute to 

the literature by examining touch and visual-touch effects and interactions in a variety of 

environments.  Furthermore, the research specifically intends to identify differences in 
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individual perceptions, attitudes, motivations and decisions for the aforementioned effects 

and interactions. 

 

5.2 (Re)Capturing youth – exploring how media shape ideologies of beauty, and how 

young users of Botox consume them  

 

Aphrodite Vlahos, University of Melbourne, aphrodite.vlahos@unimelb.edu.au 

 

The aim of this paper was to propose an approach to understanding how non-surgical 

cosmetic procedures (NSCP’s) such as Botox and Juvederm are consumed by younger 

consumers, and how they construct their identity-projects using them. Bridging the gap 

between cosmetics and surgery, these aesthetic procedures and the advertisements that 

surround them are embedded within discourses of recapturing youth, self-actualisation and 

femininity. It is proposed that by exploring the way young women consume these procedures, 

we may expose an inherent paradox of selling ‘youth’ to young people, and that this paradox 

is embedded within normative ideologies and discourses of what it means to be beautiful. 

 

5.3   Agonistic behaviour in marketing 

 

Elaine Sutrisna, Curtin University, elaine.sutrisna@student.curtin.edu.au 

 

Resources have been and will always be scarce; hence competition between individuals is 

inevitable as the consequence of scarcity. Observing animal behaviour during competition, 

for instance, they tend to show their physical attributes and gestures to display their 

superiority. If neither animal retreat, then they will fight until one animal withdraws. This 

social behaviour is referred to as agonistic behaviour. Bigger and stronger animals tend to 

win the competition and secure the resources while the weak will be eliminated. Surprisingly, 

this behaviour can also be seen in human beings. For example, marketers often promote their 

products as scarce to increase its attractiveness. Only consumers who have the resources and 

skills are capable to buy the products while the others are forced to postpone their purchase or 

look for mimic or alternative brands. Despite the common behaviour in the marketplace, 

limited studies investigate consumers’ submissive behaviour in product scarcity context. 

Based on the research gaps, this paper aims to extend the theory of agonistic behaviour from 

the discipline of biological and psychology into marketing context. The influence of different 

scarcity contexts towards consumers’ competition will be investigated. Moreover, the 

relationship between personality traits, social factors, and agonistic behaviour in consumers 

will be identified. Theoretically, the interdisciplinary extension of theory will provide a 

strong theoretical foundation. Methodologically, this study will use a real life consumers and 

brands to increase ecological validity for the studies. Managerially, the study will provide 

insights into the strategic brand planning for brand managers. 

 

Session 6: Customer Engagement; 13:30 - 15:00, Saturday 28 November 2015 

 

6.1 Factors influencing consumer engagement in social advertising: Integrating self-

disclosure theory with the consumer socialization framework 
 

Yusfi Ardiansyah, University of Western Australia, yusfi.ardiansyah@research.uwa.edu.au 

 

Social advertising could enhance advertising effectiveness for two reasons: peer relationships 

reveal unobserved consumer characteristics; and the inclusion of social cues within 
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advertising content affects responses through social influence processes. Successful social 

advertising requires consumer engagement, but little is known about consumers’ motivations 

to engage with social advertising. This limits our understanding of how advertising 

campaigns could be managed to increase consumer engagement. Accordingly, this research 

develops and tests a conceptual framework of consumer motivations to engage in social 

advertising based on two theories: consumer socialization theory and online self-disclosure 

theory. An online survey of consumers who have engaged with social advertising will be 

conducted to test the proposed cause and effect relationships. This research extends the 

theory of consumer engagement by explaining consumer-based motivations to engage in 

advertising and its influence in attitude, behavior, and purchase intention. This research will 

provide assistance for marketers to develop social advertising strategies by providing an 

understanding of consumers’ motives to engage and disclose social profile information for 

advertising. 

 

6.2 How to drive consumer engagement in both the for-profit and non-profit 

organisations using relevant communication frameworks 

 

Louise Brockbank, Sydney Business school (University of Wollongong), 

lbrockbank@hotmail.com 

 

In an increasingly competitive environment for consumer engagement (CE), this study 

examines how to drive consumer engagement in both for-profit and non-profit organisations 

(NPO’s) using relevant communication frameworks. There is an opportunity to compare the 

communication drivers of positive CE and measure the impact on engagement over time. 

There is potential to apply new insights and learnings, to drive further income for the 

organisation and to provide consumers with a greater degree of relevance and personalisation 

in communications. Customer engagement, viewed through a commercial lens, has been 

explored extensively in the last decade. Studies have covered the steps and stages to initial 

customer engagement, and others have explored the role of engagement throughout the 

customer life cycle. Less well explored are the drivers of CE, and in particular, 

communications that drive positive, rather than negative consumer engagement.  In non-

profit organisations studies have been undertaken to critique consumer motivations in relation 

to retention, but few explore the drivers of consumer engagement and the inherent value of 

communications throughout the lifecycle. From the extant literature, there is a universal call 

for further empirical consumer engagement research. The research methodology will develop 

an engagement score to assist with the predicting the value of return on engagement over 

time. Quantitative survey data will cover motivations for giving or purchasing, importance 

and knowledge of what the organisation does and what, when and how they want to engage 

with the organisation. 

 

6.3 How to measure customer service engagement? 

 

Katharina-Maria Fonferek, Freie Universität Berlin, katharina.fonferek@fu-berlin.de 

 

Customer engagement has gained increasing attention from business practitioners and 

academics in the past years. Although the specification and delivery of services is 

characterized by customer participation, very little research has been conducted on customer 

engagement in the context of services. Moreover, only a few studies focus on the antecedents 

of customer engagement. For addressing these research gaps in this work, we first introduce, 

define, and conceptualize customer service engagement. Therefore, we distinguish customer 
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service engagement from customer engagement and point out why an extension of the 

existing concept of customer engagement is needed. Second, we theoretically outline the 

effects of antecedents on the level of customer service engagement. Third, we develop a scale 

to measure customer service engagement. 

 

Session 7: Market Orientation and User Generated Input; 11:00-12:30, Sunday 29 

November 2015 

 

7.1 An interactive perspective on the orientation of innovation process of 

microenterprises 

 

Clarissa Sia-Ljungström, Lund University, clarissa.sia-ljungstrm@fek.lu.se 

 

Micro, small and medium sized enterprises (SMEs) are increasingly considered an important 

contribution to the dynamism and innovative performance of economies. However, SMEs 

face challenges during the innovation process, which can be related to their size, resource 

scarcity, weak formal network contacts, lack of knowledgeable personnel etc.  

This paper examines the interactions of microenterprises during the innovation process 

through the framework of the Actor, Resources and Activities (ARA) model (Hakansson and 

Snehota, 1995). The focal networks of four microenterprises are identified through critical 

events and examined along the layers of actors bonds, resource ties and activities links. The 

analysis points to the role these interactions provide to accessing resources (Bizzi and 

Langley, 2012).  

This paper identifies the focal network of cases through identification of critical events 

that occurred during the innovation journeys of these micro-enterprises.  The interaction 

perspective of the innovation process is investigated using the ARA model’s framework 

while examining at events that are of importance to these micro-enterprises’ innovation 

journey. The paper aims to contribute through the conceptualization of an analysis 

framework, which can explain how these mechanisms sustain or undermine the innovation 

process of the microenterprises. This research also hopes to contribute to existing literature 

by addressing the micro-level perspectives of the innovation process that focus on network 

change and development in the context of a microenterprise’s innovation process, providing 

value in in developing knowledge in this area. 

 

7.2 Customer participation in co-configuration: Antecedents and outcomes 

  

Jessica Pallant, RMIT University, jessica.pallant@rmit.edu.au 

 

Customers are becoming increasingly demanding in desiring products that directly fit their 

individual needs. Organisations have responded to this need by individualising products 

through Mass Customisation. Mass customisation is becoming a key driver of competitive 

advantage and is here referred to as customer co-configuration of product/service systems; 

however, most research has only considered the organisational view of customising and thus 

co-configuring products, and the benefits of implementing respective design toolkits. The 

limited number of studies that have focused on the customer view have only considered the 

customers as co-producers of value in the design and production process, and focused on 

satisfaction post-customising. The aim of this research is to explore the intentions of 

customers to participate in the configuration of a product/service system from a pre-

determined set of options. A conceptual model will be developed from the theoretical 

foundations explored in the analysis of literature. This research will then investigate a 
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conceptual model and uncover the drivers of intention to participate and subsequent 

outcomes. 

 

7.3 Market orientation and its indirect impact on firm performance 

 

Reza Kachouie, Monash University, reza.kachouie@monash.edu 

 

The dynamic capabilities (DCs) approach seeks to answer the underlying question of how 

organizations attain and sustain competitive advantage in changing environments. Delivering 

superior customer value plays a critical and important contribution to sustainable competitive 

advantage and financial performance of firms. Moreover, researchers suggest to study market 

orientation in order to get a better understanding about the role of marketing in the 

development of DCs. 

It is proposed that DCs do not directly result in the production of goods or services. 

Instead, DCs engage in building, integrating, and reconfiguring operational capabilities. 

Thus, DCs play the role of changing resources and capabilities, together with altering 

operating routines. Using the dynamic capabilities lens, proactive market orientation is seen 

as enabling a firm to purposefully reconfigure its operational capabilities leading to improved 

firm performance and superior customer value indirectly. Therefore, this study contributes to 

literature by developing a conceptual framework and empirically testing the relationship 

between proactive market orientation and firm performance and suggesting that this 

relationship is mediated by operational marketing capabilities. 

 

Session 8: Digital and Social Media; 11:00-12:30, Sunday 29 November 2015 

 

8.1 Electronic word of mouth conceptualised in the context of social media 

 

Yolande Vandenberg, Deakin University, yolande.vandenberg@deakin.edu.au 

 

This paper examined how Word-of-Mouth (WOM) manifests in both traditional and 

electronic settings and its applicability within a social media context (Facebook) from the 

perspective of the sender. The paper draws on a netnography of eight individual’s Facebook 

pages and augments the data with semi-structured interviews to examine how the sender 

participates in WOM in the social media setting of Facebook. We conclude that there are 

distinctive differences between WOM and WOM when applied to social media. 

 

8.2 Don’t feed the trolls: Understanding the drivers and impacts of online trolling 

behaviours, and exploring their prevention policies and practices 

 

Maja Golf Papez, University of Canterbury, maja.golfpapez@pg.canterbury.ac.nz  

 

Trolling—disruptive, deceptive or aggressive practices online—are an under-researched topic 

despite the commonness of first-hand accounts and media reports describing trolling acts that 

have resulted in more or less serious consequences, denote the ‘realness’ of the trollers, 

targets, and trolling ramifications. The lack of academic and general understanding of this 

phenomenon, especially of why trollers troll, significantly limit our effectiveness in 

combating such behaviours. The proposed study aims: (1) to understand the nature, drivers 

and consequences of trolling behaviours, and (2) to suggest practices and public policies to 

address these behaviours. Taking an exploratory and interpretivist approach, this study will 

employ blended nethnography/ethnography. Trolling behaviours will be studied within two to 
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four purposefully selected websites. Trollers and targets will be simultaneously observed, and 

these observations will be enriched with online and face-to-face interviews, and other 

electronic exchanges. The study will advance the field of consumer research by examining a 

currently unexplored, dark-sided consumption behaviour (trolling) in a neglected context 

(adults), employing an underused methodology. Moreover, my research will have practical, 

social marketing implications, equipping the policy-makers, social networks and targets with 

the knowledge in how to deal with (harmful) trollers and (harmful) trolling behaviours. 

 

8.3 Investigating interactions in social media 

 

Ana Jakić, Ludwig-Maximilians-University, jakic@bwl.lmu.de  

 

With the advent of social media, companies and customers can easily interact with each 

other. Although interactions are not a new phenomenon in marketing, since they also take 

place offline, they received so far little attention in the social media setting. Investigating 

interactions seems crucial because they are the key to building and maintaining relationships 

between brands and customers. Moreover, interactions in social media differ from offline 

interactions in that the interaction between a company and a customer is visible to a variety of 

customers that do not actively participate in the dialogue. Additionally, whereas offline 

interactions encompass verbal, paraverbal as well as non-verbal cues, online interactions are 

mainly reduced to verbal elements. Therefore, the importance of language in social media 

interactions rises. Hence, this research project sheds light on brand-customer interactions in 

social media. In the first research project, we illuminate the whole interaction process and 

investigate customers’ expectations towards social media interactions with brands as well as 

the effects of these interactions. In our second research project, we shed light on the role of 

language accommodation during interactions in social media. 

 

Session 9: Co-creation and Co-production; 11:00-12:30, Sunday 29 November 2015 

 

9.1 Customer co-creation in the virtual world 

 

Mohammed Alduayji, University of Western Australia, 

mohammed.alduayji@research.uwa.edu.au  

 

Marketing traditionally considers customers as relatively passive buyers and users (OHern 

and Rindfleisch, 2010). This view is being altered by a new perspective in which customers 

are seen as active co-creators of the products and services they consume (OHern and 

Rindfleisch, 2010). Indeed, Vargo and Lusch (2004) have suggested marketing has changed 

from a goods-dominant view (in which the main focus was on tangible products and discrete 

transactions) to a services-dominant view, in which intangible products, exchange processes 

and relationships are all essential elements of the marketing process. Co-creation has the 

potential to achieve competitive advantage, because organisations work with customers to 

develop a unique personalised experience (Hull, 2004; Prahalad and Ramaswamy, 2004).  

Arguments have been made recently about whether co-creation leads to better engagement; 

an issue that merits further investigation (Brodie et al., 2013). This study will address these 

gaps Using ECSI model in a particular industry (the sports’ team industry) to see whether 

answers can be found in what might be termed a virtual environment. 
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This study will use a mixed methods approach. In the qualitative phase, netnography will be 

implemented. A survey will be used in the quantitative stage incorporating the important 

variables identified in the qualitative stage of the study. 

Netnography will be applied in two stages. Firstly, netnographic data relating to the co-

creation of sports in Western Australia will be collected and, secondly, cyber-interviews will 

be undertaken with some fans of teams selected who are involved in any type of co-creation. 

 

9.2 Examining the role of autonomy in co-production platforms 

 

Triparna Gandhi, The University of Melbourne, tgandhi@student.unimelb.edu.au 

 

Consumers want to play an active role in producing goods/services because they want to feel 

autonomous while engaging with organisations. Autonomy is defined as an innate need to 

experience oneself as the initiator and regulator of one’s actions. The propensity of 

organisations to involve customers in their production activities has seen a recent increase. 

However, these organisations face a challenge of relinquishing control to customers to 

enhance their autonomy in co-production platforms. There is little understanding in the 

literature about how organisations can support customers’ experience of autonomy in co-

production platforms. Drawing from self-determination theory (SDT) our study presents a 

conceptual framework that shows the positive impact of providing choice, rationale and 

perspective taking on perceived autonomy, which is moderated by the stage of the co-

production activity (i.e., initiation and process). We argue that choice and rationale at the 

initiation stage will strengthen perceived autonomy when compared to the process stage. In 

contrast perspective taking will strengthen perceived autonomy in the process rather than the 

initiation stage. This research contributes to SDT and co-production literature, by providing a 

conceptual framework that offers guidelines to organisations on how to best support 

consumers’ autonomy in the different stages of the co-production activity. 

 

9.3 Customer experience: A stewardship paradigm 

 

Manoj Das, Indian Institute of Management, Indore, f12manojd@iimidr.ac.in    

 

Increasing instances of mismanagement of customers and misselling products to them, 

particularly in the BFSI
1
 sector have been increasing recently. Such behavior can be 

attributed to the reliance on incentive or quota system used for motivating and ensuring 

employee performance having its roots in agency theory. In addition, there is an emerging 

consensus to reconsider traditional control systems, which favor self-centered behaviors in a 

dynamic service environment. We posit that an informal control system rooted in stewardship 

theory would help in curbing such malpractices and increase firm performance, due to 

employees acting as stewards of their customers. 

Our study makes three important contributions to the existing literature. First, it identifies 

the individual level antecedents leading to CSC
2
, which remains unexplored .Second; it 

uncovers the link between stewardship and adaptability of service offering which remains 

unexplored in literature. Third, due to this adaptability customer s would view both the FLE 

and the service organization more favorably leading to enhanced customer experience. The 

data for the study was collected using a self- administered survey with FLE’s and their 

customers from BFSI sector selected by convenience sampling and data was analysed using 

                                                           
1
 BFSI-Banking, Financial service and Insurance sector. 

2
 CSC-Customer stewardship control 
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Smart PLS- 3.We found support for all the proposed hypothesis. This study reemphasizes the 

importance of informal control system by extending support to the fact that employees take 

self-regulative responsibility for customers and its viability as an alternative to agency 

control. 

 

Session 10: Strategies for Communications; 13:30 - 15:00, Sunday 29 November 2015 
 

10.1 Enhancing student-university relationships through social media brand 

communities: An identity theories perspective 

 

Momoko Fujita, The University of Western Australia, momoko.fujita@research.uwa.edu.au 

 

Brand communities on social media are increasingly important to marketers. However, little 

is known about what makes organisation-initiated social media brand communities (SMBCs) 

successful. Higher education is no exception. Universities use social media to engage with 

students, co-create value, and manage brand visibility, often without solid strategies. Much of 

the research into brand community and social media marketing focuses on commercial 

brands.  However, university-initiated SMBCs may operate differently due to the existence of 

physical communities and reciprocal relationships and the proposed research seeks to see 

whether this is the case. Drawing on social identity and identification theories, this research 

aims to understand how university-initiated SMBCs can facilitate students’ engagement and 

influence the nature of student-university relationships.  To achieve, a mixed methods 

approach including a netnography and a survey will be used. Specifically, the research will 

develop a framework that allows higher education marketers and student affairs practitioners 

to build theoretically informed social media relationship marketing strategies and measure 

their success. The research will also make theoretical contributions to the higher education 

marketing, social media marketing, and customer engagement literature. 

 

10.2 The influence of marketing communications on the consumer path to purchase 

for both online and offline purchases 

 

Jason Pallant, Monash University, Jason.pallant@monash.edu 

 

Consumers may visit a website for many reasons, including general browsing, browsing 

followed by purchasing, or purchasing products browsed during an earlier visit that have been 

left in the shopping cart. The first part of this study is concerned with developing a typology 

of website visits through a Latent Cluster Model. Four visit types are described which include 

shallow, search/ deliberation, directed buying, and cart focused visits. The study subsequently 

examines both in-store and online purchases for a multichannel retailer and the types of visits 

that occur prior to purchase. For example, one pathway to purchase is an offline purchase 

with no visits to the retailer’s website. Another is directed buying visits leading to an online 

purchase. Through a Hidden Markov Model five such pathways to purchase are described, 

and consumer transitions between these states of behaviour are found to be influenced by 

marketing communications. Specifically both emails and catalogues are found to influence 

the path to purchase that a customer performs each purchase from the retailer. This study 

provides an extension to prior channel migration research by demonstrating how marketing 

communications may influence the consumer path to purchase in terms of both search and 

purchase activities. The findings provide marketers an opportunity to develop communication 

strategies for ‘right-channelling’ by influencing the path to purchase taken by their 

customers. 
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10.3 What makes a good wine label? Consumers’ responses to wine label designs 
 

David A. JAUD, Massey University, d.a.jaud@massey.ac.nz 

 

Companies spend billions annually for packaging and labelling, yet little is known about the 

specific features of a package design that influence consumers’ responses. Meanwhile, the 

use of fantasy themes (i.e., a fiction genre using imaginative elements and unreal creatures) is 

increasing among broad product categories, however it is unclear how consumers actually 

react to fantasy themes on product labels. This research project builds on the principle of 

hedonic dominance (Chitturi, Raghunathan, & Mahajan, 2007) and proposes that fantasy 

themes enhance purchase intentions, only when brand trust is established. Across two on-line 

experiments (using samples of different countries) we find a consistent pattern suggesting 

that product trust moderates consumers’ responses to fantasy-themed labels. Theoretical and 

managerial implications are discussed. 

 

Session 11: Consumer Behaviour 3; 13:30 - 15:00, Sunday 29 November 2015 

 

11.1 An exploration of consumer trust and brand selection: Infant formula 

consumption in urban China 

 

Caixia (Ivy) Gan, University of Auckland, i.gan@auckland.ac.nz 

 

Consumer trust in brand is essential in consumer-brand relationships and has gained 

increasing interest among scholars and practitioners. In the wake of several infant formula 

incidents in China in recent years, many brands in the Chinese market have exemplified the 

consequences of losing consumer trust. This research aims to explore the basis and dynamic 

of consumer trust in brand within the context of infant formula consumption in urban China. 

Specifically, this research will explore the social construction of trust building, trust breaking 

and trust rebuilding between Chinese parents and infant formula brands, and further study 

how this evolving trust-building process impacts on their brand selection and consumption. 

Adopting phenomenography as the methodology, this research looks deep into individual 

consumers and documents their ongoing experiences regarding their relationships with infant 

formula brands by online/participant observation and in-depth interviews. This research will 

contribute to consumer-brand theory by expanding knowledge of consumer trust in a high 

functionally and emotionally involved context; especially in the exploration of how 

consumers rebuild trust in a brand. Given that the majority of current research on consumer 

trust in brand adopts a quantitative approach, the employment of an interpretivist 

phenomenography approach will provide novel methodological insights to the study of 

consumer trust. Additionally, this research may benefit consumer-brand relationship 

management practices through a better understanding of the trust building and rebuilding 

mechanism. 

 

11.2 A Conceptual model of perceived value in predictive intelligence context  

 

Ozlem Ozkok, The University of Melbourne, oozkok@student.unimelb.edu.au 

 

As recent developments in technologies enable marketers with new predictive marketing 

techniques to reach out to the “always-on” consumer, relationship marketing faces new 

challenges because technology changes how firms engage with customers and how 
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consumers perceive value in data-rich environments. Companies use predictive intelligence 

(PI)/analytics technologies to predict where consumer will be and what s/he could do next 

(Morey et al., 2015). Although companies and customers benefit from predictive marketing 

strategies, some concerns have been raised regarding personalised predictive analytics 

(Heskett, 2015). The paper helps to understand PI phenomenon better by describing three 

types of PI usage: location-, activity-, and emotion-based PI. Furthermore, the paper presents 

a conceptual model to predict perceived value in PI context. Based on this model, we propose 

that firms can apply Rules of Engagement (ROE) in social friendships and weaken the 

negative effect of predictive marketing strategies by enriching consumer experiences, 

informing customer about privacy controls and data usage, and increasing customer’s sense 

of security. 

 

11.3 Environmentally responsible consumption: Scale development and validation 

 

Sudhanshu Gupta, Indian Institute of Technology Madras, sudhanshugupta2002@gmail.com  

 

Reckless consumption of earth’s resources is perhaps a key contributor to the ever-growing 

environmental problems. It thus becomes necessary to identify and measure consumption 

practices that may help reduce the harmful impact of consumption on environment. Using a 

mixed methodology approach, present study aims to develop a standardised scale to measure 

environmentally responsible consumption. Review of pertinent literature helped in 

conceptualization of the construct. Thereafter, 27 semi-structured interviews and analysis of 

an online blog – “We Hate to Waste” helped identify several themes across the 3 stages of the 

consumption process i.e., purchase/acquisition, usage and disposition. Items were generated 

for each theme with the help from literature and qualitative study. Quantitative study 

comprised of three independent studies (N=979) conducted at three metropolitan cities in 

India – Chennai, Bangalore and Mumbai. After two rounds of exploratory factor analysis and 

one round of confirmatory factor analysis, a 38-item, 10-dimensional ERC scale was 

developed. The dimensions include - product, packaging, purchase, acquisition and use, need 

based consumption, complete consumption, handling and care, repair and use, 

give/donate/offer, sell/exchange/trade and waste disposal. ERC scale may be useful for 

governmental and non-governmental organizations, public policy makers, businesses, etc. to 

– study current patterns of consumption, track changes over time and formulate strategies to 

promote ERC among individuals. The study also contributes to the consumer behaviour 

literature by providing a comprehensive measure of ERC which is currently unavailable. 

Present study is a work in progress and further validation of ERC scale is planned in future. 

 

Session 12: Services Marketing; 13:30 - 15:00, Sunday 29 November 2015 

 

12.1 Exploring humour usage in service encounters: An empirical investigation 

 

Tung Moi (Eileen) Chiew, University of New South Wales, t.chiew@unsw.edu.au  

 

The aim of this research proposal is to examine how the use of humour in service encounters 

can improve the customer experience and frontline employees’ work-related psychological 

well-being. Anchored in the principles of positive psychology, this doctoral study will first 

assess how insights from humour research in other disciplines can be applied in a services 

marketing context. Two empirical studies will examine: (1) customers’ reactions to frontline 

employees’ humorous remarks, and (2) humour as a potential coping resource for frontline 

employees. Study 1 is a field study to investigate customers’ encounter satisfaction and 
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enjoyment following a humorous versus non-humorous service encounter, accounting for the 

type of humour used. Study 2 explores the impact of humour usage as an emotion regulation 

strategy, and the extent to which the interplay of humour and other emotion regulation 

strategies is relevant to frontline employees’ coping efficacy and work-related psychological 

well-being. Study 2 also examines the extent to which the humour and well-being linkage is 

contingent on two moderator variables − frontline employee’s humour orientation and the 

firm’s humour endorsement culture. This research will contribute a comprehensive synthesis 

of multi-disciplinary humour research to develop a research agenda for humour in services. 

The foundation of a research framework anchored in positive psychology will chart the 

effects of humour usage on customers’ experiences and frontline employees’ psychological 

well-being, and ultimately positive outcomes for firm. The research results will assist service 

firms with (a) designing strategies to enhance employee-customer interactions and build 

strong, enduring relationships; (b) insights into the usefulness of sense of humour as an 

additional service-relevant trait in recruiting frontline employees; (c) guidance on how an 

organizational service climate that encourages and rewards humour may represent a novel 

and effective approach to frontline employee stress reduction. 

 

12.2 Beauty from cosmetic surgery: How consumers react towards ads portraying 

models who have undergone cosmetic surgery 

 

Pornchanoke Tipgomut, Massey University, p.tipgomut@massey.co.nz  

 

Previous research shows the reactions to people with cosmetic surgery changes are likely to 

be negative. However, no research addressed reaction to cosmetic surgery undergone by 

female models in ads, extant research concerned ads portraying highly attractive models (e.g. 

Bower, 2001; Goodman, Morris & Sutherland, 2008; Martin & Gentry, 1997; Martin & 

Kennedy, 1993; Richins, 1991) and thin models (e.g. Andersen & Paas, 2012; Dittmar & 

Howard, 2004). Many contemporary adverting models have undergone cosmetic surgery. 

Thus, our research examines the influence of the level of cosmetic surgery that advertising 

models have undergone on female consumers’ reactions. Specifically, we investigate whether 

using cosmetic surgery models causes a negative affect towards models, which in turn 

influence model expertise, model trustworthiness, the perceived natural beauty of models and 

product argument evaluations. The conducted pre-test shows participants perceive that a 

highly attractive model who probably underwent cosmetic surgery. Also, notice threshold is 

found, after a multiple procedures the surgery is noticed, fewer cosmetic surgery procedures 

are not observed by participants. The planned study 1 investigated reactions of consumers 

towards different degrees of cosmetic surgery. Study 2 will examine the reactions of 

consumers towards cosmetic surgery model and non-cosmetic surgery model. 

 

12.3 Service employees’ responses to customers’ emotion regulation strategies 

 

Lee Shin Yiing, University of Western Australia, shin.lee@research.uwa.edu.au 

 

Customers’ emotional states and emotion expressions affect the service experience from the 

point of view of customers themselves, other customers and service employees. It is 

important for service providers to recognise the role of customers’ emotion management if 

they are to better understand the service experience as a whole. Generally, individuals 

regulate own emotions by cultivating emotions that are helpful and manage emotions that are 

harmful. There is a gap in the understanding of service employees’ responses and reactions to 

customers’ regulation strategies, hence this study aims to explore customers’ regulation of 
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own emotions during service encounters, service employees’ responses to those strategies and 

to examine the impact these strategies have on employees’ service recovery tactics. This 

study will conduct several focus groups with customers to gain deeper understanding on their 

views about emotion management during encounters. Then, the study will use written 

experimental scenarios to examine the emotion regulation strategies customers would engage 

in across various service failure attributions. Again, focus groups will be used to explore 

frontline employees’ viewpoints and ability to detect customer emotion regulation strategies. 

Experimental scenarios will be designed and created in the form of video clips to determine 

employees’ responses and selection of recovery tactics. By thinking themselves as the 

employee in the video clips, respondents will answer questions adapted from established 

scales. This study is expected to provide better understanding on emotion regulation during 

service interactions from both customer and employee perspective. 

 

Session 13: Innovation; 13:30 - 15:00, Sunday 29 November 2015 

 

13.1 The impact of resource integrating practices in collaborative innovation on                              

service beneficiaries’ value creation 

 
Carolin Wernicke, Freie Universität Berlin, carolin.wernicke@fu-berlin.de 

 
Due to its widely recognized advantages, many organizations innovate in collaboration with partners. 

However, a high percentage of these innovation collaborations fail, which poses a severe economic 

risk for the participating organizations, indicating the necessity to understanding the underlying 

collaborative innovation process in more depth. Since this process consists of continuous co-creation 

practices, in which resources are integrated and thus value is created, these practices are analysed to 

gain a detailed understanding of the circumstances the collaborative innovation takes place in. 

Therefore, the objective of this study it is to develop and test a conceptual framework of resource 

integration practices that are required to overcome these frequent failures and achieve successful 

innovation results, and thereby create value for the parties involved in the collaboration process. The 

paper draws on innovation and Service-dominant logic literature and conceptually reviews how 

innovation and other forms of collaboration have been approached from a practice-based perspective. 

In a qualitative study using the Gioia methodology of data analysis, the elements of the developed 

framework are abductively revised to provide an in-depth insight into co-innovation practices. 

 

13.2 Consumer adoption of technological service innovation: The role of expected 

learning opportunities, perceived distinctiveness, and marketing communication 

 

Ajmal Hafeez, Buskerud and Vestfold University College, ajmal.hafeez@hbv.no 

 

Decisions about designing and introducing technological service innovation (TSI) e.g., ‘the 

degree of discontinuity in product functionality and technological innovativeness’, are a 

major challenge for marketing managers, since the TSI is an important driver of both costs 

and demand. In terms of demand, it is often tempting to build entirely novel attributes into a 

new product; additional attributes provide an opportunity to differentiate the product from the 

competition and thus give additional reasons for the customer to purchase the product. 

Research on innovation adoption and product complexity has shown that additional new 

attributes increases the usefulness of a product as well as its social value, and thus make the 

product more attractive to consumers. However, additional novel attributes can also have 

detrimental consequences of making the product more difficult to use, which decrease the 

chance of consumer adoption. We suggest that besides perceived usefulness, perceived 

distinctiveness, and perceived ease of use, consumers consider perceived learning 
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opportunities offered by the new product. Consumers form expectations about future 

technological developments, and these expectations may influence purchase decisions. When 

consumers expect products to become much more radical and to contain many new features 

in future generations, they may be worried about losing track of technological developments. 

Buying a more radical product now may provide important learning opportunities to keep 

updated and avoiding a “skills gap”. Thus, contrary to previous research, which has studied 

immediate costs and benefits of new products, we focus on customers’ long-term 

considerations when adopting TSI. Our research has important implications, in particular for 

how companies can communicate innovation. 


