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Emotional Labour and Santa Claus
Peter Clarke and Gillian Sullivan Mort (Griffith University)

Santa Claus is jovial and conveys positive and esteem-enhancing emotions to
customers through philanthropic emotional management. Santa school produces
professional Santa Claus actors who follow narrowly prescribed training and
adhere to display rules for uniformity of delivery, look and purpose of
performance. This study of 11 respondents investigates the occurrence of
emotional labour in a casual workplace. The implications from this exploratory
study suggest that the performance of Santa Claus is contingent on good training,
strong personal values and a willingness to interact with visitors in a flexible, yet
purposeful manner.

The Importance of Service Encounter Social Exchange Elements for
Creating Positive Word of Mouth Within the Australian Public Hotel
Industry

Elizabeth Connoley (University of New South Wales)

Service encounters can be separated into several important social exchange
elements. In this study five components derived from a literature review were
confirmed by qualitative research to become the independent variables in a
quantitative phase assessing the impact on positive word on mouth (WOM).
Positive WOM is significant to businesses through its ability to generate short and
long term financial benefits. Findings from this study suggest that the competency
and friendliness of the staff are critical in determining positive WOM. Contrary to
expectation, wait time was seen as insignificant in the evaluation of this service.

Does Emotional Regulation Training Work During Angry Service
Encounters?

Karen Dallimore (University of Southern Queensland)

Research on emotional regulation is of key importance in establishing the
effectiveness of training techniques that ultimately impact on customer
satisfaction. This study investigates the effectiveness of basic customer service
training (control), compared to reappraisal (deep acting), on customer service
providers (CSP) in fostering positive feelings such as empathy toward customers
during angry complaint encounters. The training sessions were followed by a
scenario based role play experiment. ANOVA results revealed that even minimal
reappraisal training can be an effective emotional regulation technique, capable of
fostering feelings of empathy in CSP dealing with angry consumers, as well as
enhancing emotional awareness and control. Implications for managers discussed
outline the bottom line advantages including the minimising the debilitating
consequences on CSP of surface acting.
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Seniors Seeking Service: Factors Contributing to Value in Retailing
Alison M Dean (University of Newcastle)

This paper reports on a study that identifies the factors that contribute to the
overall value of retail outlets for two seniors' segments and a younger group. The
factors investigated include store characteristics (eg, perceived service
orientation) and customer characteristics (eg, shopping affect). Data were
collected via a cross-sectional field study, using mall intercept, and with respect to
pharmacies and department stores. Key findings are that seniors focus on service
while younger adults seek factors concerned with price, merchandise and focus on
service; and that results differ for pharmacies and department stores. The paper
concludes with limitations and future research.

Service Provider Goals When Solving Customer Problems
Rita Di Mascio (University of New South Wales)

When service literature examines how service providers go about problem-solving,
it has usually been in the context of service failure when the customer
experiences a problem. Service literature has not explored service providers' goals
while actually solving customer-related problems. This is a huge oversight
because problem-solving is a goal-directed activity. The present study developed
a preliminary taxonomy of 11 types of goals that service providers have when
they experience customer service problems. These categories included task
completion, affect and behavioural self-regulation, and control of customers'
thoughts, feelings and behaviour. Length of experience and gender were related
to the reporting of some goals. On a practical level, understanding service
provider goals in problem solving situations might help us to understand their
behaviour in those situations.

Relationship Among Service Guarantees, Perceived Reliability and
Psychological Affect

Ida Ercsey and LaszI6 Jézsa ( Széchenyi Istvan University, Hungary)

This paper examines the impact of service guarantees on perceived reliability and
affective psychological affect within the service industry. Based on a sample of
341 respondents, we carried out an empirical study and found support for our
hypotheses. The results of this research indicate that specific guarantees have the
significant impact on perceived reliability. We also found support for the impact of
general guarantees on the psychological affect. However, we did not find support
for a significant relationship between the specific guarantee and its psychological
affect. The implications and limitations are discussed and finally the trend for the
future research is provided.
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Understanding Customer-Employee Relationship and Customer
Satisfaction: A Proposed Study of Private Commercial Banks in
Bangladesh

Johra Kayeser Fatima and Mohammed A. Razzaque (The University of New South
Wales)

In recent times, there has been a rapid increase in the number of private sector
commercial banks in Bangladesh. But despite general economic growth and
increased amount of saving, there was no concomitant growth in the number of
depositors. Banks have taken steps to attract customers and satisfy them by
adopting a service orientation with a focus on developing customer-employee
relationship. This paper proposes a framework to study and understand the
association between customer-employee relationship and customer satisfaction
and develops a number of hypotheses.

Modeling the Supply and Utilization Patterns of a B2B-Service
Product in a New Market

Shanfei Feng (Monash University), Trichy V Krishnan (National University of
Singapore) and Tony Beebe (Premium Dirilling Inc.)

B2B-Services companies invest huge sums of money in acquiring very expensive
assets in order to serve their clients (e.g. UPS invests in huge ware-houses, Noble
invests in multi-million dollar rigs), and hence they are very likely to do some
careful planning before they make available their assets for hire in the new
market area. However, returns from these assets depend not just on the
availability of these assets in the market but also on the frequency with which the
clients actually hire them. In this paper, we focus on the drilling rig industry, and
develop a model to track these two patterns, namely the asset-availability (i.e.
supply) and utilization patterns. We test our models with three sets of data
collected from this industry, and draw meaningful results.

Exploring a Group Service Experience - An Attempt to Model an
Approach to Capture the Dynamics and Implications of the Co-
Creation Process

Jorg Finsterwalder (University of Canterbury) and Sven Tuzovic (Pacific Lutheran
University, USA)

The paper explores the dynamics and implications of group behaviour for the joint
consumption of a service. It conceptualises an approach to balance, influence and
manage the creation of a service experience during its different phases of group
dynamics. Particular attention will be paid to the connection between the service
creation and the changing relationships between the group and the service
provider due to the influence of group dynamics. The paper is entirely conceptual
in its nature and comprises an exploration of an approach to manage a group
service experience.
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Success Factors for Implementing Employee Downsizing Measures in
the Areas of Distribution and Service

Andreas Hildesheim and Sabine Winkelmann (University of Mannheim)

This study looked at negative effects of employee downsizing efforts on customers
as a potential reason why many companies fail to achieve targets they associate
with layoffs. By investigating a large sample (N=109) of successful and
unsuccessful downsizing companies, we were able to identify eight success factors
that help companies to diminish negative downsizing effects on customers, and
that serve as practical guidelines to simultaneously achieve the targets of
"customer satisfaction" and "cost reduction".

Lest we Forget the Customer Experience: The Dark Side of S-D Logic
Within the Consumer Services Context

Toni Hilton (Unitec Business School, New Zealand)

This paper explores the application of Service-Dominant logic to the provision of
services and the implications for the consumer experience of services. In
particular this paper considers the potential for the principles of S-D logic to
undermine the consumer experience of services. The particular area of concern
examined here is that of the rapidly growing provision of self-service. Service
organisations that rely upon the operant resources of customers to co-produce,
rather than co-create, the service are cautioned to consider the customer
experience. When service organisations concentrate on the operant resources of
their customers there is a danger that the focus will be on improving customer
productivity, to gain a competitive advantage through reduced servicing costs,
which may result in lowering the quality of the consumer experience. There is a
need to distinguish between the co-production, or task-performance aspects, and
the co-creation, or value-attributing aspects of the consumer service experience.

Integrating Word-of-Mouth Sources for Marketing of Complex
Services

Chris Horbel and Herbert Woratschek (University of Bayreuth Germany)

WOM is important in shaping expectations about services, because perceived risks
that are associated with the consumption of services can be reduced. So, service
providers should collaborate with influential WOM sources. In order to identify
these customers two empirical studies using partial least squares structural
equation modelling were conducted. Both, the factors that facilitate the initiation
of WOM communication as well as the impact of several source characteristics on
the perceived influence of the WOM information were assessed. Results indicate
that customer satisfaction is most important when WOM should be initiated and
expertise is perceived to be the most important characteristic of an information
source. Hence, it is worthwhile to establish relationships with people even though
they will not return as customers because they might have a lot of influence on
many potential customers.
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A Structuralist Perspective on the Role of Culture in Taiwan Service
Quality Evaluation

Brian C. Imrie (Victoria University of Wellington, New Zealand) and Brendan Gray
(University of Otago, New Zealand)

This paper examines the influence of the socio-cultural environment on service
quality evaluation within Taiwan. Bourdieu's (1986) structuralist perspective of
culture is utilised as a framework to explore how culture influences Taiwanese
service quality. The results are contrary to Bourdieu's (1984) theory that rising
economic prosperity should encourage consumers to behave more as self-
interested individuals. Taiwan case informants are found to have not forsaken
their extensive social networks as key influences upon their service consumption.
Indeed it is concluded that modern service consumption continues to be an
important strategic field wherein the Taiwan populace compete for many types of
capital, but in particular social and symbolic capitals.

Reliable Services in Public Health Care: A South African Approach
Johan de Jager (Tshwane University of Technology, South Africa)

The evaluation of public health care is important for customers, health care
providers and society. Alertness of important contributors to health care
satisfaction will lead the way to the improvement of health care quality in
developing countries. This paper examines the reliability of services in a provincial
hospital in South-Africa. Empirical research was used to measure and compare the
expectations and perceptions of in-patients and out-patients. The main findings of
the study indicated that patients are dissatisfied with service reliability, although
various significant differences exist between in- and out-patients. The availability
of prescribed medicine and doctors were regarded as the most important variables
by in- and out- patients.

Toward an Empirical Understanding of Service Dominant Logic
Raechel Johns (University of Canberra)

Marketing literature has exploded with a focus on Service Dominant Logic since
Vargo and Lusch's seminal works in 2004. Nevertheless, four years on and very
little work has been undertaken on empirical testing of this research. This paper,
although not empirical, contributes to the discussion about an empirical testing of
Service Dominant Logic. It discusses Service Dominant Logic and then proposes a
study to be undertaken by this author in 2008. This author has a particular
interest in self-service technology and therefore FP 6 (The customer is always a
co-producer) is relevant in the study and research must focus on this aspect. This
paper commences with an overview of S-D Logic, and then discusses the proposal
for empirical testing. A series of scales have been developed to test S-D Logic in
the context of banking. These scales, once tested for reliability and validity, can
be utilised by other authors attempting to evaluate S-D Logic.
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Cross-Functional Customer Management: Foreseeing B2B Services
Customer Dissatisfaction and Disloyalty With a Marketing &
Accounting Governance

Joél Le Bon (ESSEC Business School, Paris - Singapore)

Taking an unusual cross-functional marketing/accounting perspective, we make
and test a new theoretical proposition which states that business customer
dissatisfaction and potential disloyalty may appear in the accounting figures of
days' sales outstanding (i.e., average number of days a company takes to collect
revenue after a sale). By holding and delaying their invoice payments, customers
may indeed express dissatisfaction. Multiple sources data collected from 498
customers of a large service organization reveal that front-end customers'
(buyers'/users') perceived fairness and satisfaction influence back-end customers'
(accountants'/payers') satisfaction and payment delay, after controlling for
financial difficulties and invoice correctness. The results also reveal a positive
relationship between late payments and customers' intention to leave.
Implications are derived from these new findings.

Seeing Red: Customer Rage Emotions, Expressions and Behaviours

Janet Ruth McColl-Kennedy, (University of Queensland) and Paul Patterson,
(University of New South Wales)

The authors gratefully acknowledge the financial support of the Australian
Research Council.

This article explores customer rage from both customer and employee
perspectives (1) identifying and defining the nature of customer rage emotion
experiences, expressions, and behaviours as triggered by service failure
encounters; and (2) developing and testing measurement scales for customer
rage emotions (CRE), expressions (CRX), and behaviours (CRB). Using qualitative
and quantitative methods we find that customer rage involves a spectrum of
discrete emotions that may include feelings such as fury, spite, vengefulness, and
outrage.

Service Recovery in a Service Guarantee Context
Lisa McQuilken and David Bednall (Deakin University)

This study employed a 2 x 2 full-factorial, between-subjects design experiment
examining the influence of service failure severity and fix on hotel guests'
satisfaction following invocation of a service guarantee. The study involved a
sample of 130 online panel members. As expected, guests are less dissatisfied
following a minor (versus a major) service failure while satisfaction is enhanced
when the problem is corrected. Surprisingly, fix has a stronger influence on
satisfaction when a severe failure occurs, and satisfaction evaluations are
approximately equal regardless of the severity of the failure when the problem is
fixed.
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Service Experience: Affect Formation and Evaluation
Sandy Hoi Mun Ng and Tracey Dagger (University of Queensland)

The study develops a research model that examines the evaluation of service
experience in collective hedonic services. This model examines the relationships of
customer affect, antecedents and consequences. Using data from 450 consumers
of sporting, theatre and concert events, results suggest that exterior appearance,
social surroundings, entertainer performance and souvenirs/merchandise influence
positive affect while parking facilities, social surroundings, entertainer
performance and service provider performance influence negative affect.
Customer affect (positive and negative) then drives both perceived value and
satisfaction. However, only satisfaction significantly influenced behavioural
intentions. Further examination of these effects found that satisfaction mediated
the relationship between customer affect and perceived value and customer affect
and behavioural intentions.

Examining the Relationships between Attributes of E-Service
Delivery, Involvement, Trust and Behavioural Intentions in the
Internet Environment

Aron O'Cass and Jamie Carlson (The University of Newcastle)

This study examines the influence that specific attributes of e-service delivery and
product involvement have on the development of trust in a business-to-consumer
Internet context. It also examines the influence trust has on behavioural
intentions. Data were gathered via an online questionnaire, resulting in 518
responses of sports consumers. The results indicate that all attributes of e-service
delivery were found to have a positive influence on trust, in the website product
involvement was also found to have an effect, with trust influencing behavioural
intentions. Conclusions, implications and future research directions are discussed.

Co-Creating New Service Innovations: Exploring Elderly Care in Japan
and Finland

Arto Rajala (Helsinki School of Economics, Finland), Hannu Pirnes (Laurea
University of Applied Sciences, Finland) and Hiroo Hagino (Tohoku Fukushi
University, Japan)

In many developed countries the provision of care services for elderly people has
become a big challenge. This is mainly due to its increasing costs running
concurrently with a declining proportional share of taxpayers. Therefore, there is a
need for developing new cost effective and high-quality care services which are
valued by the users. We suggest that by focusing on the nature of service
innovation (incremental vs. radical) and the level of service co-creation (low vs.
high) we can better understand the characteristics of needed collaboration in new
service development (NSD). Our findings from Japanese and Finnish elderly care
organizations indicate that balancing the involvement of service providers and
clients co-creation efforts in NSD will result in high-quality and cost effective
elderly care services.
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Exploring Self-Service Technology Powerlessness
Nichola L Robertson and Robin N Shaw (Deakin University)

Value is created through self-service technologies by empowering consumers to
do things for themselves that they could not do before. In the case of consumers'
unsatisfactory encounters with self-service technologies, however, consumers feel
powerless. Self-service technology powerlessness is defined as consumers'
feelings of SST dominance. It has not been investigated previously. This paper
examines self-service technology powerlessness, and proposes and tests a model
of its antecedents and consequences in unsatisfactory encounters with self-service
technologies. Consumers' dissatisfaction with the attributes of self-service
technologies was found to be related to consumers' perceptions of powerlessness,
while exit and negative word were found to be outcomes of it.

Provider Service Logic: The Generation and Application of
Beneficiary-Centric Knowledge

Sandeep Salunke, Jay Weerawardena and Janet McColl-Kennedy (The University
of Queensland)

While the extant literature on the Service Dominant logic (SDL) has focussed on
various aspects of value generation, the process by which the firm creates
superior value propositions has received little attention. In particular, the interface
between the firm and the beneficiary remains a black box. This paper conjectures
that the ability to learn from the customer is at the heart of the provider service
logic and is fundamental to service firm competitive strategy. Building on the
dynamic capabilities-based view of competitive strategy the conceptual model
presented in this paper argues that the ability to learn from the customer is at the
heart of the provider service logic. In turn, this customer-centric knowledge drives
and guides the development of higher-order competencies that enable the firm to
pursue an innovation-based competitive strategy. The article extends and
elaborates the importance of operant resources to innovation-based competitive
strategy in the provider service logic of marketing.
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Organisational Trustworthiness: A Conceptual Framework and
Scale Development

Husni Kharouf and Harjit Sekhon (Coventry University, UK)

While the issue of trust attracts significant attention within the literature in a
marketing sense, our understanding of the construct can be both varied and
ambiguous. In addition to this a gap exists in terms of our understanding of the
notion of trustworthiness. This lack of understanding is not entirely surprising, as
Hardin (2002:29) notes, 'much of the literature on trust hardly mentions
trustworthiness, even though implicitly much of it is primarily about
trustworthiness, not about trust'.

Given trust's accepted importance to relationship marketing, (see for instance
Morgan and Hunt 1994), there appears to be a failure to develop a coherent
framework to indicate trustworthiness in the literature, particularly within the
context of hotel sector. This is a void that this paper will address and by doing so,
it will extend the body of knowledge by contributing to our understanding of the
construct and its attributes (for example competence and value alignment) within
the hotel sector. While there are a few studies that have examined trust within the
hotel sector, the results of this research will provide an insight into the importance
of trustworthiness in the sector and, therefore, provide a solid base from which to
establish better customer relationships within the sector, which will enhance the
overall service stability in the hotel's operation, and ultimately achieve customer
loyalty.

Grounded Benchmarks for Item Level Service Quality Metrics
Michael Vogelpoel and Anne Sharp (University of South Australia)

It is still commonly assumed by industry and much of the marketing literature
that service quality scores vary considerably between competing brands and that
brand scores change over time. This paper empirically examines the extent of
service quality score variation between brands in an industry and for individual
brands over time. Building on initial findings that overall service quality scores do
not vary greatly between brands or change much over time (Eddy, 2001), we
extend the research to examine change at the service quality item level, that go
to make up overall quality perceptions. We find that the generalisations, in the
main, hold at the service quality item level. This pattern, which runs counter to
that assumed by service quality literature, is established across three diverse
industries, a four year time frame, and more than 18000 consumer evaluations.
Our findings will help to set more realistic expected performance levels and
targets for improvement for service quality performance.
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COMEnSTUDY@MY.UNI.EDU: University Recommendation Modes

Sharifah Fatimah Syed Ahmad, Jamie Murphy (University of Western Australia),
Yong Zulina Zubairi (University of Malaya, Malaysia) and David Horrigan (Glion
Institute of Higher Education, Switzerland)

This study examines how Malaysian students recommend their universities - using
digital and traditional word of mouth modes - to family, friends and others. Face-
to-face led recommendation intentions for all groups. Clustering the students on
recommending styles to friends and others showed three distinct clusters - heavy,
medium and light recommenders - regardless of the medium. For recommending
to family, however, the clusters were heavy, digital and traditional recommenders.
Analysis of the clusters revealed significant demographic differences and rich
future research streams.

Determinants of Mobile Entertainment Use: A Conceptual Model
Dewi Rooslani Tojib and Yelena Tsarenko (Monash University)

Deriving from the Apparatgeist as well as Uses and Gratification theories, this
paper proposes a conceptual framework for better understanding determinants of
adoption of mobile entertainment services. It is proposed that symbolic use,
perceived enjoyment, social escapism, and social norm will affect the adoption of
such services. Mobile phone consumption style is postulated to mediate these
relationships. Self-efficacy is suggested to moderate the relationship between the
antecedents and consumption styles and actual use of mobile entertainment
services. The proposed model is aimed to provide better insights on segmenting
target audiences and tailoring mobile entertainment services more effectively.

Frequent (Flier) Frustration: Analysis of Nonverbal Cues, Emotion
and Disloyal Customer Behaviour in Negative Electronic Word-of-
Mouth Communication

Sven Tuzovic (Pacific Lutheran University, USA) and Glynn Mangold (Murray State
University)

Loyalty programs have gained considerable practical and academic attention.
However, everyday observation and media reports suggest that loyalty programs
may also cause negative emotional and/or cognitive effects (Stauss et al., 2005,
230). Frustration theory suggests that customers will experience highly negative
emotions when expected rewards are blocked or prevented (Colman, 2001, 291).
Customer reviews of 13 different frequent flier programs posted on the Internet
were collected and analysed with regard to frustration incidents, verbal and non-
verbal emotional effects and disloyal customer behaviour varying from low ratings
and non-recommendations to strong forms of protest. Contributions for research
and implications for management are discussed.
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Do Switching Barriers Influence Service Recovery Evaluation: The
Case of the Chilean Retail Banking Industry

Fredy Valenzuela and Jennifer Rindfleish (University of New England)

The main goal of this research was to determine the influence of switching
barriers on service recovery evaluation in the Chilean retail banking industry. To
achieve this objective, the research aimed at developing and testing two scales
that measure service recovery and switching barriers. The research uncovered the
existence of a six factor structure to measure service recovery and a five factor
structure to measure switching barriers. With regard to the relationship between
service recovery and switching barriers, the study showed that the three positive
switching barriers are positively related to service recovery evaluation, while one
negative switching barrier are negatively related to it, meaning that if banks use
positive trust-based rewards to retain their loyal customers these strategies will
be more effective than "punishment" strategies, to prevent switching behavior.

An Exploration of the Effect of Corporate Structure on Service Quality
in Child Care

Scott Weaven and Debra Grace (Griffith University)

This article explores parental and child care staff perceptions of quality across
alternative child care governance structures in Australia. Twenty-one child care
staff and twenty parents of children attending community-based, independent-
private and corporate chain centres were interviewed. Results suggest that
structural and procedural elements of child care service delivery were viewed as
significant, although parental age and care giver experience appears to moderate
levels of importance assigned to identified quality dimensions. Overall,
independent-private and community-based centres are perceived as offering
similarly high levels of care, and above that offered by corporate chains. Further
research is needed to identify factors influencing centre under-performance,
inform public policy and ensure consistent service quality provision regardless of
ownership structure or centre administration.

Achieving Service and Sales Goals Through Motivational
Ambidexterity

Ting Yu, Paul Patterson (University of New South Wales) and Ko de Ruyter
(Maastricht University)

In the management literature, ambidexterity is used as a metaphor to describe a
firm's ability to pursue seemingly conflicting goals. The concept of ambidexterity is
relevant and useful to address the contemporary issue of traditional service units
now being required to also achieve sales targets. To address the issue of
simultaneous pursuit of sales and service goals, we aim to introduce and establish
the relevance of the concept of motivational ambidexterity. This paper also
identifies four key antecedents of motivational ambidexterity for future research.
They are: achievement orientation, employee engagement, self efficacy, and
group potency.
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TRACK 16: Social, Not for Profit and Political Marketing

Postmodern Political Marketing: the 2008 London Mayoral Election

Paul Baines (Cranfield University), Phil Harris (University of Otago) and
Gareth Smith (Loughborough University)

In this paper, we seek to deconstruct the London Mayoral Election campaign from a
postmodern perspective. The campaign is analysed using a combination of dialectics,
including material/symbolic, social/self, desire/satisfaction, rationality/irrationality and
creativity/constraint developed by Elliot (1995) as a postmodern analytic framework for
consumer behaviour. We argue that the London mayoral election displays numerous
exemplum of postmodernity in politics, indicating the need for a wider research agenda
less focused on the supposed rationality of the voter, the focus of the vast majority of
extant research in political marketing.

An Assessment of the Department of Finance and Administration
(DoFA) Model of Program Evaluation for Australian Government
Communication Campaigns: A Social Marketing Perspective.

George Bell (The Australian National University), Ali Quazi and Peter Clayton (The
University of Canberra)

The issue of government communication campaigns is currently generating a great deal
of attention from academics, public policy makers and stakeholders. The Australian
federal government recommends that departments use the Department of Finance and
Administration (DoFA) framework for program evaluation. Since its introduction in 1994
this framework has been used with little review or regard to the changing environment
surrounding its use. Therefore, this paper raises the emerging question: is the DoFA
program evaluation model adequate and effective in achieving the goals set for this
purpose? The findings of this exploratory research suggest that the paucity of data on
wider social parameters calls into question the overall appropriateness and
effectiveness of the DoFA model for campaign evaluation. The paper identifies the
methodological and transparency limitations of the available data and identifies the
future research potential in this field.

Internationalisation of Charitable Organisations: An Exploratory
Study

Roger Bennett and Rehnuma Ali-Choudhury (London Metropolitan University)

This investigation explored the extent to which pre-existing academic theories of the
internationalisation process applied to a sample of British charities, the practical devices
that the sample members employed to expedite their overseas activities and the
barriers to effective internationalisation that managers in the respondent organisations
perceived to exist. The outcomes suggest that many of the issues previously
researched in the commercial domain are relevant to the internationalisation of
charities, although psychic distance was not a barrier to foreign operations. In the
main the charities had not internationalised gradually. Typically a two-stage entry
procedure had been followed whereby an organisation gained its first international
experience by entering a single country via any one of several modes of operation
(including DFI) and then simultaneously commenced activities in other nations.
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Determinants of Early Repeat Giving to Charities by Young People: An
Empirical Study

Roger Bennett and Rehnuma Ali-Choudhury (London Metropolitan University)

The second time charity giving behaviour of a sample of 551 young people during
a two year period following the occurrence of a first donations was examined.
Factors that encouraged an individual to make a second gift were explored,
together with (i) the probabilities that a donation would be made within certain
time intervals after the initial gift, and (ii) the variables that influenced whether
the second donation would go to the charity receiving the person's first gift or to a
different charity. Covariates employed in the study included the degree of
emotional uplift a person experienced when giving, the level of mind-set change
that took place consequent to a first donation, donor confusion, and the
reputation and image congruity of the second charity to which a participant had
contributed. The roles of personal inertia and social pressure when making
donation decisions were also investigated.

Social Responsibility and Credit Availability
Linda Brennan (Swinburne University) and Wayne Binney (Victoria University)

There has been a widespread increase in the use of consumer credit and therefore
consumer indebtedness. Some of this increase has been within that segment of
the population least able to afford debt of any kind — welfare recipients. This
qualitative study demonstrates some interesting attitudes to debt, as well as
differences in peoples’ perceptions of acceptable debt and their debt-management
strategies. This study suggests that action is required by those responsible for the
marketing of credit to this vulnerable group and government policy-makers to
provide a socially responsible approach to manage this societal concern.

Examining the Impact of Life Satisfaction and Time Pressure on
Consumers' Responses towards Cause-Related Marketing Promotions

Bobbie YL Chan (The Open University of Hong Kong)

Cause-Related Marketing (or CRM in short) has been widely used by firms to link
up sales with charitable donations since the early 1980s. Past studies were
undertaken to investigate the "fit" between the firm and the cause, cause
familiarity and nature, donation "quantifier", and message appeal. However, very
limited studies were on consumer traits. The objective of this study is to enrich
the extant CRM literature by examining the impact of consumers' life satisfaction
and their susceptibility to time pressure on their responses to CRM promotions.
Through a questionnaire survey in China, the study confirms the positive
moderation effect of life satisfaction and the negative moderation effect of time
pressure on consumer responses towards CRM promotions. Results are then
explicated before indicating directions for future research.
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Development and Validation of Consumer Economic Nationalistic
Tendencies Scale (CENTSCALE)

Isaac Cheah and Ian Phau (Curtin University of Technology)

Economic nationalism has been identified as a critical component of nationalistic
sentiment, influencing cognitions, attitudes, evaluation and purchase intentions.
While a distinction is made between economic nationalism and other measures of
national and international orientation (ie. consumer ethnocentrism), previous
empirical studies explore the concept in a 'unified' form. This study bridges this
gap by developing a scale specifically tailored to measure consumer economic
nationalistic tendencies. Scale generation, purification, validation and confirmation
are achieved through five studies.

A Leximancer Analysis of Social Marketing Definitions Versus Social
Marketing Literature

Stephen Dann (The Australian National University)

The paper uses a text mining methodology to derive fundamental principles of
social marketing from a selection of social marketing definitions from the past four
decades. Using the Leximancer text mining software, and, an unstructured
machine learning approach to concept discovery, social marketing can be seen to
consist of three key elements: marketing, socially beneficial outcomes, voluntary
action, and the use of target markets. These three key frames are compared to
concepts extracted from a content analysis of 75 social marketing papers which
uncovers two areas of similarity through the use of social marketing and customer
based intervention, and divergence over the focus on behavior versus belief
outcomes.

Getting Emotional about Social Marketing: Why and How People
Change Behaviour

Julie Fowlie and Matthew Wood (University of Brighton, Brighton Business School)

People generally change for emotional rather than rational reasons and usually
require personal support. Social marketing campaigns and interventions should be
based upon an understanding of the emotions connected with the behaviour in
question and take into account the relationships required to support change. At a
time when there are increasing concerns about health issues, for example rising
levels of obesity and associated diseases, binge drinking and environmental
sustainability, social marketing has never been more important. This paper argues
that social marketing should combine commercial marketing's success in making
emotional appeals and connections through branding and advertising with theories
of emotional intelligence. It also highlights the importance of developing and
maintaining appropriate relationships and trust to support behavioural change.
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The Co-Creation of Public Healthcare Service Quality: A Triadic Model
Liz Gill and Lesley White (The University of Sydney)

A preliminary qualitative triadic study has found that perceptions of service quality
were influenced by three primary dimensions: Client Orientation; Client
Involvement; and Service Participant Empowerment. On the basis of this
exploratory research and a thorough literature review, a conceptual model for the
triadic co-creation of perceived service quality of a public healthcare service is
proposed. The independent variables in the model include: Client Orientation with
the sub-dimensions Commitment, Benefit, Priorities and Improvement; Client
Involvement with the sub-dimensions Confidence, Trust, Engagement, and
Information Exchange; and Empowerment with the sub-dimensions Knowledge,
Initiative, and Choice.

Reporting on Social Marketing Issues: A News Media Analysis

Donna Louise Gill, Michelle Mattinson (Curtin University of Technology) and Arno
Scharl (Modul University)

This paper explores online news media reporting through automated web content
analysis to determine the prevalence and attitudes of social marketing issues
across various countries. Results showed that Education and Work was the most
commonly reported on category followed by Health Services, Family Planning,
Environment, Crime and Justice and Road Safety. News media reporting in South
Africa was particularly strong across Education and Work as well as Health
Services. Canada recorded the highest reporting for Family Planning. New Zealand
was the most prevalent reporter for the Environmental category. Crime and
Justice and Road Safety only contributed a negligible amount to the overall term
frequency counts across all categories. Social marketing stakeholders must
continue to rally support from the media in order to increase awareness of specific
issues facing countries and society.

Leveraging the Brand Image of Government Schools by
Understanding Their Competitors

Edmund Goh and Sara Dolnicar (University of Wollongong)

The brand image of schools are based on perceived parental attitudes. However,
past studies compared these attitudes independently and not across all school
sectors. Furthermore, most studies focused their analysis on individual schools
rather than school sectors (e.g. Parramatta Primary). This underestimates the
significant differences in the brand image of Government schools with other
competing education sectors. In this research, results from a previous elicitation
study (Goh and Dolnicar, 2006) were used to identify parental attitudes toward
different school sectors in Australia. These attitudes were then compared among
Government, Catholic and Independent sectors using ANOVA and Bonferroni.
Results indicate that parents perceive the three school sectors distinctly different
from one another. The paper concludes with recommendations for creating a
positive brand image of Australian Government schools.
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Evaluating the Impact of the Narrow Cast Marketing of 'Snake
Condoms' to Indigenous Youth

Parri Gregory, Lyn Phillipson, Lance Barrie, Sandra C. Jones (University of
Wollongong) and Anna Validas (Convenience Advertising Australia)

Originating in the Aboriginal community of Mildura, Victoria, the 'Snake Condom'
was first launched through collaboration between Marie Stopes Australia, the
Victorian Aboriginal Community Controlled Health Organisation (VACCHO) and the
Mildura Aboriginal Health Service. This paper presents results of a recent
evaluation of the narrowcast component of this campaign. Overall, this evaluation
reveals positive results regarding the effectiveness of the narrowcast component
of the initiative and highlights the value of the inclusion of narrowcast promotion
as part of a well developed social marketing campaign to address sensitive topics
targeted at sub-groups of particular interest within the population.

How Where you Live Affects What You Eat: Examining German &
Australian Students

Debra Harker, Michael Harker, Bishnu Sharma (University of the Sunshine Coast)
and Karin Reinhard (BA University of Cooperative Education)

It is suspected that the transition from dependent living in the family home to
independent living during young adulthood influences food choice. Both Australia
and Germany report record numbers of overweight and obese individuals with
young adults in both countries in a particularly high-risk position. As such, this
study sought to investigate if food choice varied by the place of residence
(dependent or independent) of these young adults. A self-administered
questionnaire was used to collect quantitative data from 305 German students
and 310 Australian students between the ages of 18 to 24 years. Findings
indicate that there is a significant difference in food motives of university students
in these countries, particularly in terms of convenience, sensory appeal, natural
content, price and attitudes towards healthy eating. German students also ate
significantly less amounts of vegetables; milk, yoghurt or cheese; meat, fish,
poultry, eggs, nuts, or legumes; and also the total number of serves than did
Australian students. Further, German dependent students, compared to their
Australian counterparts, have significantly different food motives for: convenience,
sensory appeal, natural content and price. In terms of food serving, dependent
German students, compared to their Australian counterparts, consume
significantly less vegetables; meat, fish, poultry, eggs, nuts or legumes. In terms
of food motives, independent German students are significantly lower than
Australian independent students in: health, convenience, sensory appeal, and
price but significantly higher in natural content. In terms of serving of food,
independent German students eat significantly less vegetables; bread; milk
yoghurt or cheese; meat, fish, poultry, eggs, nuts or legumes than independent
Australian students. This is also the case for total number of serves.
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When is Enough, Enough? Exploring Parental Influences on Child
Obesity

Julie Norton, Debra Harker and Michael Harker (University of the Sunshine Coast)

In light of the increasing prevalence and earlier onset of childhood obesity, this
study explored the role of parents in the eating behaviour of their young children.
Depth interviews were conducted with sixteen primary care-givers of children
aged between 1 and 5 years. The convergent interviewing technique was utilised
and analysis was guided by the grounded theory approach. The concepts of
'healthy' food (considered acceptable for provision on a day-to-day basis) and
'moderation' (the frequency of eating foods considered unacceptable for day-to-
day provision) had a wide range of interpretation. Modelling within the home
environment and the use of food for behaviour control (as bribes and rewards)
emerged as major themes. Parental concern regarding child deprivation regarding
food type and quantity emerged as a parental issue. Further examination of these
themes may contribute to a greater understanding of socially accepted attitudes
and behaviours surrounding child feeding practices, and ultimately assist in
addressing the increasing incidence of overweight and obesity in Australian adults
and children.

Plain Packaging, Pictorial Warnings and Tobacco Products: An
Empirical Assessment

Janet Hoek, Philip Gendall (Massey University, New Zealand) and Jordan Louviere
(University of Technology Sydney)

Although tobacco marketing is now restricted, tobacco product packaging
continues to communicate brand imagery, thus maintaining brand salience among
users and non-users alike and reducing the impact of health warnings. This study
used respondent conditioning theory to predict how disruption of brand imagery
would affect the attractiveness of known, unknown and generic tobacco packages.
A best-worst study found that familiar branding offset the negative connotations
created by a pictorial warning label (PWL). These are the first findings to
document the combined effect of PWLs and plain packaging and they suggest
generic packs will stimulate cessation and deter smoking initiation

Customers, Consumers, Partners, Society and the Political Party:
Stakeholders in Australian Political Marketing

Andrew Hughes and Stephen Dann (The Australian National University)

As political marketing is the hybrid of marketing and political theory, the relative
instability of core commercial marketing theory recently has increased the
complexity of the political marketing stakeholder issue. This paper updates the
Hughes and Dann (2006) exploration of political marketing stakeholders in light of
the American Marketing Association's revocation of the 2004 definition, and
introduction of current AMA (2007) definition. Specifically, the paper addresses
the recategorisation of the stakeholders into the AMA (2007) "customer, client,
partner and society at large" structure as the foundation for future work on
political marketing stakeholders.
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Exploring the Application of Personal Brands and Opinion Leadership
in Political Marketing

Andrew Hughes, Stephen Dann (The Australian National University) and Larry
Neale (Queensland University of Technology)

Personal brands have received relatively limited academic treatment despite a
commercial sector interest in the technique in the last few decades. As a relatively
new academic phenomenon, much of the marketing research in the field is
dedicated to the isolation of the personal brand construct from the interconnected
areas of opinion leadership, celebrity endorsement and inanimate object brand
theory. This paper extends Keller (2004) and Thomson's (2006) examination of
brand and brand theory by applying the frameworks to the political marketing
context.

Applicability of Leisure Theory to Managerial Views on Volunteerism
in a Volunteer Managed Nonprofit Organisation: Some Preliminary
Findings

Pandora Kay, Anne-Marie Hede, Judi Inglis (Victoria University) and Michael
Polonsky (Deakin University)

This qualitative case study analysis explores managers' perceptions of motivations
for volunteering within one nonprofit event-based organisation - Victoria Open
Garden Scheme. The notion of volunteering as leisure was used as framework of
analysis, but the analysis indicates that leisure only partly explains the
motivations in this context. A new Societal Motivational Domain, whereby people
are motivated by a desire to giveback to their community, was identified.
Suggestions are made for further research, as well as suggestions as to how this
assists in managing volunteers.

Management of Nonprofit-Business Alliances: an Exploratory Study
Kathryn Lefroy and Yelena Tsarenko (Monash University)

Given substantial increases in collaborative relationships between nonprofit
organisations (NPOs) and businesses, this research's objectives are twofold: (1) to
examine the importance of objective setting for NPOs entering into nonprofit-
business alliances (NBAs), and (2) to assess how the management of objectives
can affect alliance outcomes. Findings demonstrate that NPOs believe the setting
of objectives to be of vital importance when entering into alliances with
corporates, however often the reality of setting objectives is not realised. Also,
NPOs recognise that those objectives which are set are often not achieved.
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Alternative Nutrition Information Disclosure Formats: Using the
Elaboration Likelihood Model to Investigate Consumers' Attitudinal
Responses

Ninya Maubach and Janet Hoek (Massey University)

Policy makers are considering whether enhanced on-pack nutrition labelling, such
Percent Daily Intake and Traffic Light Labelling, could improve consumers' diets
and thus reduce obesity rates. The Elaboration Likelihood Model was used to test
whether these two new communication formats affected consumers' product
evaluations, relative to the current Nutrition Information Panel (the control). A
three by two between-groups experiment that manipulated nutrition label format
(message complexity) and nutritional profile (message content) found that both
test labels affected consumers' brand attitudes. Hierarchical multiple regression
was used to explore whether consumers'\ motivation and ability moderated their
attitudinal responses to the different message formats and content, but this
hypothesis was not supported. The findings suggest nutrition labels may function
as heuristics via peripheral processing and thus highlight the importance of
simple, visually accessible label formats.

Individual Social Issue Experiences: An Exploration of the Future
Orientation of Individuals, Perceived Consequences and Feeling

Deborah Griffin (Griffith University) and Aron O'Cass (The University of Newcastle)

Previous research has demonstrated that an individual's behaviour can be
predicted on the basis of their time orientation. This study extends this view by
examining individuals' self-reported behaviour across two social issues (excess
alcohol consumption and speeding) in order to understand the relationship
between immediate versus future time orientation, feelings and consequences in
relation to two important social issues.
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Audience Reactions to Motor Vehicle Advertisements: A Test of
Compliance with Self-Regulatory Codes

Robyn Ouschan, Lynda Fielder and Robert Donovan (Curtin University of
Technology)

Massive automobile advertising budgets suggest that consumers worldwide are
exposed to a large number of motor vehicle advertising messages. This is of
concern considering some motor vehicle advertisements may encourage unsafe
driving practices. In fact, motor vehicle advertising contributes a significant
proportion of all complaints received by the Advertising Standards Bureau (ASB).
Further, it appears that many advertisements that may be non compliant appear
to fall through the regulatory gaps. This paper presents a test of the Federal
Chamber of Automotive Industries (FCAI) Voluntary Code of Practice for Motor
Vehicle Advertising. It entailed assessing audience perceptions of the messages
communicated in three advertisements which were the subject of complaint to the
ASB, two of which (Ford, Jeep) were dismissed and the third (Mazda) upheld.
Audience perceptions of the ads showed that the ASB were correct in upholding
the Mazda complaint that the ad promoted speed and performance aspects of the
vehicle. However, our results showed that the Ford and Jeep ads also
communicated these messages to the same extent or greater. Our results also
showed that the sort of driver behaviour portrayed in these ads is perceived by a
majority of viewers as aggressive and risk-taking across all three ads. These
results bring into question the approach the Australian Standards Bureau uses to
determine whether an advertisement breaches the FCAI Voluntary Code of
Practice for Motor Vehicle Advertising.

Encouraging Self-Regulation of Children's Food Consumption
Simone Pettigrew and Melanie Pescud (University of Western Australia)

The prevalence of childhood obesity and the associated negative health
implications highlight the urgent need for interventions to assist families in
preventing and treating the condition. Given their roots in marketing and
consumer behaviour theories, social marketing activities directed at influencing
food consumption have an important role to play in addressing the childhood
obesity crisis. This study focused on children's awareness of the need for them to
regulate their own food intakes. In a sample of over 500 low and medium
socioeconomic children, around two-thirds believed that they should always finish
what is on their plate and that they should not be permitted to determine the
quantity of food they consume. The reasons provided by children for their beliefs
indicate that both children and parents need to be informed of current nutrition
information relating to the need for children to self-regulate their food intake.
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Mothers' Attitudes to Food Promotion and its Effects on their
Children's Diets

Simone Pettigrew and Michele Roberts (University of Western Australia)

This paper explores mothers' perceptions of food promotion and how it affects
their child-feeding practices and their children's diets. The views of 21 mothers
were obtained through 12 individual depth interviews and two focus groups. The
two primary themes emerging from the data related to mothers' coping strategies
in the face of their children's exposure to promotion for unhealthy foods. The first
is resistance in the form of routinely denying requests and the second is
deconstructing the promotion process and encouraging their children to do the
same by teaching them about marketers' objectives and tactics. The findings
suggest that it may not be in marketers' interests to alienate mothers by blatantly
targeting their children with promotion for unhealthy foods. From a public policy
perspective, mothers may appreciate materials that assist them to teach their
children how to deconstruct food promotion.

Shifting Focus from the Mainstream to the Offbeat: Anti-
Consumption's Contribution to Sustainable Change in Water
Consumption

Marcus Phipps and Jan Brace-Govan (Monash University)

The consumption and use of water has become one of key challenges facing
Australians this century. The intense public debate surrounding water
consumption has lead to the politicisation of many household activities. This
politicisation of the self and daily life is a core aspect of new social movement
theory (Kozinets and Handelman 2004; Taylor and Whittier 1992; Touraine 1977).
This paper explores urban water consumers who source their water from
alternatives other than mains water. Through interviews and newspaper analysis
of these "offbeat" pioneering consumers, it can be seen how these anti-consumers
have helped contribute to a cultural change in Melbourne's water consumption.

Social Value Measurement and Nonprofit Organizations: Preliminary
Views of Nonprofit and Foundation Managers

Michael Jay Polonsky (Deakin University) and Stacy Landreth Grau (Texas
Christian University)

This paper examines how managers of nonprofits and foundation view the
measurement of social value. They generally agree that objective measures are
desired, but recognise the difficulties in developing something that enables
comparisons across the nonprofit sector.
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Pinpointing Suitable "Direct Service" Volunteers
Melanie Randle and Sara Dolnicar (University of Wollongong)

Volunteering managers are challenged with finding individuals who are interested
in a broad spectrum of volunteering roles ranging from board members to
gardeners. This study extends the work of Heidrich (1990) by demonstrating that
further splitting the segment of "direct service" volunteers into specific role
descriptions, groups of individuals with distinct lifestyle characteristics can be
identified. The key theoretical implication is that volunteering as a generic activity
is of limited use. Heterogeneity in volunteering roles has to be accounted for. The
practical contribution of the present study lies in providing guidance to volunteer
managers about how to develop marketing campaigns to attract volunteers, the
interests of whom match volunteering organisations' recruitment needs.

What Motivates WA Public to Give Money to Not for Profit
Organisations

Ivana Oroz, Tekle Shanka and Brian Handley (Curtin University of Technology)

This paper presents the results of a survey conducted on the giving behaviour
among Western Australians (WA) using Sargeant et al (2006) instrument. A
convenience sample of 400 members of the general public in WA voluntarily
participated in an intercept survey to explore motivations behind giving money to
and not for profit organisations. Results highlighted trust as a significant predictor
of giving behaviour intentions. Trust and commitment were showed statistically
significant differences among the various age groups whereas communication,
family, and guilt components highlighted significant differences on gender. Results
are discussed and further research directions are suggested.

Key words: motivation, not for profit, trust, future intentions, giving, Western
Australia (WA)

Assessing the Public’s Real Knowledge of Global Warming
Anne Sharp and Stine Hoj (University of South Australia)

Most of what is currently known about the public's knowledge of and attitudes
towards global warming is based on US data sources, with a key cited work
coming from a 2006 Stanford University study (Krosnick, 2006). We replicate key
aspects of this research to determine how Australia compares to the US. Key
differences between the two nations are apparent. Australians attribute more
personal importance to global warming and predict its impact to be more
imminent. Australians believe to a greater degree that people are the main
contributors, and that things can be done to reduce the amount of future global
warming. Australians are also more in favour of federal Government action to
mitigate it. We outline the implications of our findings for Government, media and
educators.
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The Effectiveness of Fear Appeal HIV/AIDS Communication on
Behavioural Intent

Marlize Terblanche-Smit, Nic. S Terblanche and Martin Kidd (Stellenbosch
University)

Specific research to guide marketing managers in social-issue related
communication remains under explored. The increases in various social problems
have caused practitioners to return to fear appeals as a motivation with the
emphasis on the severity of the threat. The Aids pandemic is a major concern and
some advertising campaigns do not seem to be producing the expected results.
This study used structural equation modelling to investigate whether the use of
fear increases the likelihood of adopting appropriate behaviour pertaining to
HIV/AIDS communication. Fear, attitude towards the advertisements, severity,
susceptibility and efficacy were examined to ascertain the influence of fear
appeals. The findings of this paper indicate a strong relationship among
susceptibility, fear, attitude and behavioural intent.

The Role of Social Norms and Self-Efficacy in Motivation to Exercise
John Williams, Rob Lawson and Sarah Forbes (University of Otago)

Obesity is recognised as having reached epidemic proportions in Australia and
New Zealand. To combat obesity lifestyle changes are needed in both diet and
exercise. This study reports on an investigation into the role of social norms in
motivation to exercise. It extends previous research that acknowledges the lack
of social norms in models of exercise motivations. Our modelling indicates that
social norms (perceptions the prevalence of the behaviour in wider society) have
direct positive effects on self-efficacy, whereas extrinsic motivation (approval from
close social actors) does not. This suggests suitable bases for social marketing
campaigns.

Competing for Attention: Using Stakeholder Engagement to Shift the
Focus from the Beijing Olympics to Minority Pressure Groups

Katharina Wolf (Curtin University of Technology)

This is a case study, highlighting China's plight for positive, consistent media
coverage in the lead up to the 2008 Beijing Olympics. While this paper in neither
pro-China nor pro-Tibetan, it is definitely pro-Olympics, arguing that large
organisations and government can learn from activists and pressure groups, who
have been more successful in engaging stakeholders and encouraging
participation. While the Beijing Organising Committee has recruited additional
public relations support in a last minute bid to manage international media
coverage and its image, the author argues that the focus of Olympic marketing
programs has been too much on traditional marketing tools, ignoring the
importance of integrated communication programs.
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Social Marketing and Consumer Insight: An Exploratory Study of the
Parental Influence on Obesity and Diet Carried Out in London Schools

Matthew Wood: (University of Brighton, Brighton Business School)

This paper discusses a social marketing approach to tackling childhood obesity, a
major problem in England. Specifically, it concerns the exploratory research
stages of a project in a London borough. The aim is to target parents as key
influencers on the behaviour of young children. Focus groups of parents were held
at two pilot infants’ schools and another with parents already participating in an
obesity programme. This qualitative research provided valuable consumer insight
and highlighted the issues and barriers preventing parents from offering healthy
food and lifestyle choices. Intervention ideas were generated during a
“stakeholder day”, including practical workshops, packs of advice and activities,
and a stepometer challenge. These will be refined and tested in later stages, and
results will be available before December 2008.
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TRACK 17: Sports, Arts, Heritage Marketing and Tourism Marketing

Factors Hindering the Heritage Destination Promotion in Malaysian
Context

Sujana Adapa (University of New England)

The present study makes an attempt to identify the key determinant factors that
are actually hindering the heritage destination promotion in Malaysian context. For
the purpose of the research, the attractions in Kuala Lumpur are segmented as
heritage, architectural, natural and amusement landmarks. In accordance with the
destination competitiveness analysis and based on the preferences and attitudes
expressed by the respondents towards these attractions, they were grouped as
heritage and tourist destination travelers. Respondents' intention and preference
to visit as well as revisit heritage sites in comparison with other architectural,
natural and amusement landmarks were explored. SWOT analysis performed
thoroughly analyzes the current market situation for heritage destination
promotion in Kuala Lumpur.

Factors Influencing Attendance at Water Polo Events

Sarah French, Sharon Purchase (University of Western Australia) and Larry Neale
(Queensland University of Technology)

Competition for the sporting consumer dollar has increased remarkably in recent
years, furthering the need for continuous research on sport consumers. While
research addressing fan consumption for professional sports is prevalent, there
remains a lack of research into why spectators consume non-professional sporting
events. This study uses a consumption model, FANDIM, rather than a motivational
model to investigate attendance at water polo events. Results indicate that the
physical attractiveness of the players and team identification best explain
attendance variance.

Marketing Spiritual Tourism: Qualitative Interviews with Private
Tourism Operators in Pakistan

Faroog Haq, John Jackson and Ho Yin Wong (Central Queensland University)

This paper presents a study on the marketing strategies for spiritual tourism
based upon in-depth interviewing of a sample of the tourism operators in
Pakistan. A multi-method qualitative approach was adopted, which included
probe-in-depth interviews with those tourism operators who offered some
spirituality content or experiences in their travel packages. The operators were
asked for details about the behaviours, attitudes and experiences of the spiritual
tourists in Pakistan. This paper discusses the findings of the interviews regarding
the spiritual tourists' group or individual preferences and the influence of
reference groups or opinion leaders on their tourism decisions. The general
observations of this original study were that the Pakistani spiritual tourists prefer
to travel with families or friends and are inspired very strongly by historical and
religious leaders.
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Information Source Usage and Enthusiasm in Opera: A Comparative
Study

Bronwyn Higgs (Victoria University) and Robin N Shaw (Deakin University)

The research reported in this paper investigated the relationship between
information usage and individual ticket-purchasing activity of Opera Australia
customers in relation to specific Opera Australia products, namely, operetta and
opera. The results provide some support for the notion that consumers of operetta
and opera can be distinguished on the basis of their different behaviour in some
areas. However, there is substantial "crossing-over" or inconsistency in the data.
Longevity of association with the art-form, and purchasing tickets to both types of
productions, tended to be related to increased reliance on information sources
closer to Opera Australia.

Determinants of Service Quality for Tourists' Satisfaction and Loyalty
for Wine Tourism

Li-Chun Huang (National Taiwan University, Taiwan)

The development of wine tourism is usually recognized as essential for increasing
the economic value of wine industry, especially for the countries which have wine
production but not leading in international wine market that Taiwan is an
example. Previous studies indicated that service quality is the antecedent of
consumer satisfaction, and word of mouth is the most important information
source for wine tourists. Therefore, it is essential to highlight the service quality in
order to succeed in winery operation. Objectives of this study were: 1) to compare
the efficiency of SERVQUAL and SERVPERF for the measurement of service quality
for wine tourism, 2) to evaluate the effects of service quality on tourist
satisfaction and loyalty for wine tourism. The statistical results indicated that the
approach of SERVPERF was more appropriate for the measurement of service
quality for wine tourism. Quality variables reliability and tangibles are key
determinants for both tourist satisfaction and loyalty.

Developing a Scale to Measure Season Ticket Holder Attitudes
Towards the Professional Sports Club Offering

Adam Karg, Heath McDonald and Andrea Vocino (Deakin University)

Given the importance of season ticket holders (STH) to sporting organisations, we
empirically examine a scale for measuring their attitudes to the season ticket
product. This involved identifying through qualitative research and past literature,
the various elements that are perceived to comprise the season ticket package
and developing items to measure STH attitudes to them. The season ticket
package was decomposed into six key components, closely mirroring past
research. A survey of over 2,500 STH of a professional sporting organisation was
then conducted, incorporating items related to these six areas, overall satisfaction
and disconfirmation of expectations. The results of Exploratory Factor Analysis on
those items is presented here, with results suggesting the items are valid
measures of season ticket holder attitudes that capture the breadth of the STH
experience.
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Linking Attitudes and Demographics in a Tourist Segmentation Model
- A Two-stage Approach

Uraiporn Kattiyapornpong, (Deakin University) Kenneth E Miller, (University of
Technology, Sydney)

Segmentation has been widely studied in tourism research e.g. Dolnicar (2004).
Dawley (2006) points that commonly used segmentation variables such as
demographics lead to identifiable segments which are not actionable while other
useful approaches e.g. psychographics, are actionable but not identifiable. The
objective of this paper is to develop a two-stage linkage approach to segmentation
whereby cluster analysis using psychographic variables is conducted within
demographic group. Demographic groups are selected based on propensity to
travel. This research utilizes data generated from a cross-sectional self-completed
survey of 49,105 Australian respondents on travel and tourism. The managerial
usefulness of this segmentation is assessed. Clearly segments can be directly
linked both demographically and psychographically.

Understanding Barriers to Attendance and Non-Attendance at Arts
and Cultural Institutions: A Conceptual Framework

Pandora Kay, Emma Wong (Victoria University) and Michael Polonsky (Deakin
University)

This paper seeks to draw together themes from within the leisure, arts and other
literature related to why people might not attend cultural institutions. Eight broad
themes are identified: 1) Physical; 2) Personal Access; 3) Cost; 4) Time and
Timing; 5) Product; 6) Personal Interest; 7) Socialisation/Understanding; and 8)
Information. Many of the themes appear to be interrelated and as such strategies
to address non-visitation will most likely need to be complex to allow the full
range of barriers to be addressed.

Export Success Determinants in Rural Tourism
Raija Komppula and Saila Saraniemi (University of Joensuu)

The purpose of this study was to identify export success determinants in rural
tourism in Finland. The theoretical background is based on research on
determinants of export performance, export orientation of the entrepreneur and
market orientation, emphasising the capabilities of the entrepreneur. The survey
data of is composed of 181 businesses. According to the results, marketing and
the quality of the product are the most important success factors for export. The
most important singular success factor in export, its necessary prerequisite, is the
well-being of the customers. The successful businesses in export are those where
a strong export orientation and good cooperation at the local level and towards
the distribution channels produce interesting, tailor-made products that are based
on the local aspect.
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Predicting Packaged Holiday Purchases - The Case of a Mature Market
(Switzerland)

Christian Laesser (University of St. Gallen, Switzerland)

Tour operators in Europe and Switzerland face multiple challenges. Yet, against all
expectations, they more or less manage to maintain their overall market share.
Using a binary logistic regression, this paper explores the determinants of
packaged holiday purchases (as opposed to independent travel) exemplified by
the case of a mature market - Switzerland. The results somewhat contrast with
previous research, and reveal that choosing a packaged holiday cannot be
predicted by socio-demographics, but rather by a given travel situation. Lack of
familiarity with the destination, small travel groups, the travel motivations
diversion/experience of something new, enjoyment of comfort and pampering,
and the search for self-time increase the likelihood of people taking up a packaged
holiday.

Attributes of Ski Destination Choice: A Finnish Survey
Tommi Larkkanen and Raija Komppula (University of Joensuu)

The objective of this paper is to examine attributes explaining consumers' ski
destination choice. We suggest four distinct factors namely Downhill skiing
services, Cross-country skiing services, Restaurants and social life, and Spa
services as determinants of the phenomenon, and explore how these attributes
measure the overall ski destination choice. A total number of 1529 valid responses
using traditional paper-and-pencil survey were collected from five different ski
destinations in Lapland, Finland. An explorative factor analysis followed by a
confirmatory factor analysis was used to test the validity of the model and
measure the standardized estimates of the constructs. The results evince that
Restaurant and social life determines the ski destination choice the most, followed
by Spa services and Cross-country skiing services, while Downhill skiing services
has the weakest influence. Theoretical and managerial implications are discussed.

Tourist Segment Compatibility
Katie Lazarevski and Sara Dolnicar, (Marketing University of Wollongong)

Although market segmentation is used extensively by tourism researchers and
industry, the problem of possible incompatibility of multiple segments has been
widely ignored. Segment incompatibility limits the freedom of selecting a subset of
attractive market segments to target thus representing a crucial consideration for
the successful implementation of a market segmentation strategy. This study (1)
discusses the problem of segment compatibility, (2) defines segment
(in)compatibility, and (3) reports on factors which cause tourist (in)compatibility.
Results indicated main factors are disrespect to environment, noisy people,
attitude, meeting people, social atmosphere, information and advice. Practical
implications for destination management are described.
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Travel Destination Intentions: A Cross-Country Study
Julie Anne Lee and Geoffrey N. Soutar (University of Western Australia)

Correspondence analysis was used to examine the consideration set composition
of travellers from three major Asian markets. There was strong consistency in
consideration sets across the markets, suggesting consumers' screening criteria
produce similar consideration sets. Destination marketers seem to have a
common set of competitors, at least within the three countries studied.
Consequently, generalised marketing programs that recognise these common
competitors seem likely to be the most successful way to approach potential
tourists.

An Initial Classification of Branding Strategy in Australian Arts
Organisations

Marta Massi (Lumsa University, Roma) and Paul Harrison (Deakin University)

This research examined the branding approaches and strategies adopted by six
prominent Australian arts and cultural organisations from a corporate perspective.
The aim of this exploration was to identify patterns in branding across different
arts and cultural organisations, and attempt to provide an initial classification for
understanding how these organisations approach branding. We found that three
factors influenced how these organisations undertook branding strategy, viz., the
focus of the branding process, the degree of consistency in branding strategies,
and the required level of customers' involvement in the brand and the
organisation. The organisations studied were then plotted on a continuum that
considered each of these factors. This paper concludes that the most defining
feature of their approach to branding seems to be whether their focus is on
customers or on content, and suggests that organisations will move along the
'brand management continuum' according to the different focus of their branding.
Future research opportunities are proposed.

Using the Negative Binomial Distribution to Investigate Sports
Attendance

Larry Neale (Queensland University of Technology) and Dan Funk (Griffith
University)

Most of the research into sports attendance uses cognitive and hedonic models as
the theoretical foundation. While these models are useful at explaining
attendance variance, they are not good predictors of attendance. For frequently
purchased consumer goods in stable markets, the study of past behaviour (habit)
and the use of the negative binomial distribution (NBD) have been particularly
effective in predicting penetration rates and frequency of buyers of a brand or
category. This study compares sports attendance at football games with the
attendance predicted by the NBD, and finds that attendance at professional
football games follows the NBD when season ticket holders are removed from the
sample.
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Measuring Tourism Website Communication out of Central America
Deon Nel (Deakin University)

This study analyses website communication by Central American nations using the
Leximancer approach. The official government tourism websites of all 7 Central
countries were used in a content analysis and then mapped. We found that some
countries communicate far more specific messages than others, in a way that
allows the personality of the country - often termed its 'brand' - to shine through.
Others are currently failing to communicate distinctly. This article illustrates a
powerful, but simple and relatively inexpensive way for international tourism
marketers to examine their brands as they are communicated online. The major
contribution of this study is the use of a new research approach and set of tools
that both tourism researchers and managers can use.

I'm Not Playing Anymore: Developing a Model of why Consumers
Stop Playing Social Sport

Brendan Powell, Meredith Lawley (University of the Sunshine Coast) and Melissa
Johnson-Morgan (University of Southern Queensland)

While a diverse range of programs and sports marketing research has been
undertaken to explain the effects of participation in sport in general, little research
has addressed how to increase sport participation rates and even less attention
has been given to why participants choose to stop participating in social sport.
This paper begins to address this gap by building a conceptual model identifying
the psychological stages of a person's participation in sport, specifically looking at
why people stop participating. The model draws from a number of multi-
disciplinary models utlising relevant constructs from each. Drawing on concepts
from psychological, cultural and social frameworks the proposed model focuses
specifically on why people choose to stop participating in social sport and proposes
a more comprehensive examination and hence a better understanding of this
important area.

A Structural Approach Towards Perceptions and Satisfaction of
Revisit Intentions

Vanessa Quintal and Ian Phau (Curtin University of Technology)

This paper identifies the key antecedents with regard to revisit intentions to
Western Australia's (WA) South-West Region. Four antecedents namely, perceived
attractiveness, quality, value and low risk impact are examined. Consumer
satisfaction is proposed to mediate the relationship between these antecedents
and revisit intentions to WA's South-West Region. A research model is developed
together with an agenda of five hypotheses. The findings suggest that the
perceived attractiveness, perceptions of quality and perceptions of value are
significant predictors of consumer satisfaction and subsequently revisit intentions.
There are a number of limitations noted to be worthy of future research. Further
managerial implications were provided to better allow destination managers, the
government and tourism marketers to better understand tourist's destination
choice.
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Sink it: But Who Will Come?
Vikki Schaffer and Meredith Lawley (University of the Sunshine Coast)

Artificial reefs are of increasing importance to the dive tourism industry
worldwide, however little research has investigated the economic value of artificial
reefs in Australia specifically considering who actually dives, how much they spend
and who benefits from this expenditure. Using the HMAS Brisbane Conservation
Park as the context, 151 divers were surveyed over a three month period with
results indicating divers were predominantly male, often travelling alone and
spending on a range of goods and services throughout their stay. These results
highlight significant opportunities for increasing the economic value of the
Brisbane through more targeted marketing and co-operative relationships
between various businesses.

What Type of Value Drives Intentions to Visit WA Coastal
Destinations?

Geoffrey N. Soutar, Julie A. Lee and Nicolle Jenkins (University of Western
Australia)

The present paper examines the influence consumer's value dimensions have on
their intentions to visit a number of Western Australian destinations. As expected,
emotional value was the primary driver of tourist intentions, with social and
functional value and past experience having much smaller effects. While past
experience only minimally contributed to the explained variance in intentions, it
did have a significant influence on the mean level of most value dimensions, with
those who had visited having significantly higher value perceptions in each case.

Indentifying Needs of Agritourists for Sustainable Tourism
Development

Natthawut Srikatanyoo and Kom Campiranon (Dhurakij Pundit University)

Agritourism in Thailand has been growing in terms of humber of accommodations,
shops, and attractions. Unfortunately, not many of them are successful as they
do not know what agritourists need and/or are looking for. The purpose of this
study is therefore to examine what agritourist needs are and how those needs are
correlated among themselves. Factor analysis was employed to assess the
nomological and discriminant validity of as well as to analyse the correlations
among agritourist needs. Meanwhile, t-test was employed to determine
differences in agritourists' needs. The three factors including 'Activities and
shopping', 'Facilities, services, and location', and 'Attractions and environment' are
identified. As a result of the research findings, recommendations for agritourism
providers and destination marketing organizations (DMOs) are proposed.
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The Effect of the Category of Sport Team on the Role of Nostalgia in
an Individual Supporter's Psychological Connection to That Sport
Team

Michael Volkov (Deakin University), Jane Summers and Melissa Johnson Morgan
(University of Southern Queensland)

With the many benefits related to high levels of psychological connection with a
sport team, sport marketers, team management and communities at large desire
supporters to be highly connected with sport teams. A major gap has been
identified in the literature in relation to the effect of the category of sport team on
the role of nostalgia in determining supporters' psychological connection, or
identification, with a sport team. A conceptual model based on the extant
literature is presented together with a proposed methodology and, as such, an
exciting program of research is presented.

Building brand identity: Does it pay? An investigation into cultural
and recreational services

Joanna Minkiewicz, Jody Evans, (Melbourne Business School), Kerrie Bridson,
(Deakin University)

This conceptual paper aims to contribute to current services branding literature by
conceptualising the relationship between brand identity and critical antecedents
and empirically verifying whether the creation of a strong brand identity results in
the ultimate pay off in terms of improved organisational performance. A
conceptual model is developed in the context of the cultural and recreational
services sector and central constructs and subsequent propositions are discussed.

Authenticity in a Modern Music Industry: A Qualitative Exploration
into “Selling Out”

Sean McDonald, Kerrie Bridson and Michael Volkov, (Deakin University)

This paper looks at the impact of authenticity in the modern music industry. With
a focus on the influence of an artist’s life cycle and the evolution of the music
industry, this paper explores the relationship between authenticity, the concept of
selling out and social perception. A conceptual model is presented depicting the
above relationships derived from the relevant literature. The paper concludes with
a discussion of the method that will be used to undertake this research.
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TRACK 18: Strategic Marketing and Market Orientation

On the Deceptive Nature of Perceived Usefulness as a Decision
Variable for Marketing Management Support System Adoption and
Use

Niek Althuizen (ESSFC Business School Paris) and Berend Wierenga (RSM
Erasmus University)

Perceived usefulness is an important determinant of decision support system
acceptance. It is the central concept of the Technology Acceptance Model (TAM; Davis,
Bagozzi and Warshaw, 1989), which has been shown to be highly predictive of IT
adoption and use. We argue and demonstrate that the use of perceived usefulness as a
decision variable for marketing management support system adoption and use can be
misleading, due to a lack of correspondence between perceived usefulness - as well as
other subjective evaluation measures - and objective performance.

Strategic Marketing: Situation Analysis and Competitive Success
Ron Garland and Roger Brooksbank (University of Waikato)

Interest in strategic marketing as a means of improving competitiveness at the
individual firm level has continued from its heyday in the 1980s into the 21st century.
Irrespective of location in the world, of industrial context, of size of firm, etc, almost all
studies emphasise the contribution, directly or indirectly, of strategic marketing to
competitive success. Thus, based on comparisons between two mail surveys ten years
apart (1997 and 2007), this paper explores the extent to which one aspect (the
strategic situation analysis) of strategic marketing has contributed to the competitive
success of New Zealand firms. Ten years on, our findings show that New Zealand firms
employing 20 or more people pay more attention to conducting a situation analysis as
part of their overall strategic marketing planning efforts. Further, we affirm
conventional wisdom: strategic marketing planning still contributes to competitive
success.

Putting Internal Market Orientation into Behavioural Patterns
Employed During Marketing Strategy Implementation

David Gray (Macquarie University)

This paper addresses the need for greater understanding by marketing academics of
marketing strategy implementation and the kinds of intervention implementation tactics
which could be used to solve implementation problems. This paper builds on previous
scholarly initiatives to develop a conceptual framework and syntheses previous
literature in this paper which leads to a discussion of an integrated understanding of a
number of different propositions of marketing strategy implementation. In particular,
this paper considers the relevance of an internal marketing orientation and its impact
on the range of marketing implementation tactics and consequent business
performance. It is suggested that the internal market orientation of the firm is an
important antecedent influence on the use of marketing implementation tactics and
performance both within and beyond the firm. Thus internal marketing orientation is
suggested as an enabler in the pursuit of business success, as it sets the landscape in
which the firm's employees and customers operate.
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Customer Defined Market Orientation in Non Profit Organization:
Malaysian Case

Fariza Hashim and Abdul Rahim Abu Bakar (University Utara Malaysia)

Another perspective on market orientation suggests that strategic insights may be
gained when firms take into account their customers' view on the organization's
level of market orientation. This study extends this line of research by exploring
the customer-defined market orientation antecedents and outcomes in higher
education institution. Based from a study conducted on the students of a local
Malaysian university, this study extends the notion of market orientation to
include service quality and customer satisfaction.

Innovations, Strategic Orientations, and Market Performance of
Service Providers

Matti Jaakkola and Matti Tuominen (Helsinki School of Economics, Finland)

Prior research on the interplay between service innovation, strategic orientation,
and business performance is limited. This study tests a conceptual model which
hypotheses mediating effects of Walker and Ruekert's (1987) strategic
orientations on the innovation-performance relationship. The sample consists of
1413 business services or consumer services providers in eleven countries. In
general, our results show a strong and positive direct link between firm innovation
capability and market performance. Prospector-type of strategy seems to
strengthen the innovation-performance relationships, while a low-cost defender
strategy weakens the links concerned. Moreover, differences in the innovation-
performance profiles between b2b or b2c services were identified.

Comparing Aggregate and Individual Measures of Habit — A Study of
Grocery Buying Behaviour

Thang Pham, Richard Mizerski, (The University of Western Australia), James
Wiley, (Journal of Business Research) Katherine Mizerski (Edith Cowan University)

The Binomial Negative Distribution (abbreviated NBD) model, initially applied in
marketing by Ehrenberg (1959) has been used extensively ever since to predict
purchases of products at category and single brand levels. This study employed a
new measure of habit called Self-Report Habit Index (SRHI) to predict purchases
at the individual level. The hope is to find the appropriate mechanism at micro
level that could generate equivalent results with those of NDB. The empirical base
to examine the supposition is grocery purchasing behaviour of young consumers
in New Zealand.
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Marketing Capital and Marketer Loyalty in Vietham

Nguyen Dinh Tho (University of Econonics, HCM City and University of
Technology), Nguyen Thi Mai Trang (Vietnam National University, HCM City) and
Nguyen Dong Phong (University of Economics, HCM City)

In this study, we examine the impact of human capital resources at the marketing
professional level-marketing capital-invested by marketers on their loyalty to the
firm. Marketing capital includes human capital, relational capital, organizational
capital, and informational capital. We also investigate the moderating effect of
marketers' trust in the firm. Based on a test by a sample of 528 marketers in Ho
Chi Minh City, Vietham we found that human capital has a positive impact on
marketer loyalty. We also found that organizational capital and informational
capital are unidimensional, termed firm-specific capital, which also has a positive
effect on marketer loyalty. However, relational capital has no impact on marketer
loyalty. Finally, marketers who have higher trust tend to be more loyal to the firm
than those who have lower trust in the firm. These findings suggest that firms
should build a governance structure that encourages marketers to invest more on
firm-specific capital in order to enable marketers to be loyal to their firms.

Explaining Brand Performance Differentials Between Firms via
Innovation and Marketing

Liem Ngo and Aron O'Cass (The University of Newcastle)

Extending the view first espoused by Peter Drucker that innovation and marketing
are key functions determining business success, this study proposes that building
superior brand performance requires not only innovation capability and marketing
capability as key business processes, but also innovation orientation and
marketing orientation as business orientations which provides guidance and co-
align with these business processes. Particularly, innovation orientation and
marketing orientation are seen as drivers of innovation capability and marketing
capability, respectively, which in turn contribute to a brand's performance in the
marketplace. The empirical findings provide support for these theoretical
propositions.

International Market Entry Mode Strategy: A Region-within-country
Perspective

Aron O'Cass and Liem Ngo (The University of Newcastle)

This study seeks to advance the market entry mode strategy literature by
simultaneously examining resource-based characteristics (the RB theory) and
environment-based characteristics (the IO theory) together as key determinants of
market entry mode choice and marketing performance. Specifically, this proposition is
empirically validated in the specific situation of Hong Kong firms' entry into Mainland
China, a region-within-country context. The study found that product characteristics,
industry characteristics, host market characteristics, and firm size have differential
effects on Hong Kong firms choices related to entry mode strategy into Mainland China,
while firm characteristics did not. The findings also show entry mode strategy, industry
characteristics, and host market characteristics do not significantly impact marketplace
performance, but firm and product characteristics do.
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Transforming from Materials Provider to Project Marketer in the
International Construction Industry

Erik Péntiskoski, Joel Hietanen, Jaakko Rokka, Mika Westerlund and Petri Parvinen
(Helsinki School of Economics)

Many firms are struggling to transform from selling products to projects
integrating product and service components. This phenomenon has been noted by
growing academic literatures of project marketing. This study contributes to the
research stream from a transformation perspective, which has received little
attention so far. The challenges of transformation are analysed through a case
study of an international construction firm. The first challenge lies in coordinating
two different business models: (a) increasing the share of solution projects, yet
(b) continuing to sell of simpler products to support profitability. The second
challenge exists in spreading the solution business model across geographical
market areas with different milieu. We discover following barriers to spreading
and sustaining the new business model: internal communication & incentives,
project development & competencies, and milieu.

Conceptualising the Employment Value Proposition: The Role of the
Extended Marketing Mix

Mark Wickham, Wayen O'Donohue and Dallas Hanson (University of Tasmania)

In Australia, as elsewhere in the Western world, firms are faced with the challenge
of recruiting, retaining and motivating quality human resources from increasingly
competitive labour markets. One response to this challenge has manifest in firms
attempting to position themselves as 'Employers of Choice' (EOC) in their relevant
industries. In order to contribute to that ongoing debate, this paper explores the
application of a key element in marketing theory - the 'extended marketing-mix'
concept - to the management of the employment relationship.

MARKOR: An Application in the Indonesian Higher Education Context

Yulia Yeni (Economic Faculty of Andalas University, Indonesia) and Carmel
Herington (Griffith University)

This paper reports research assessing how well the western depiction of MARKOR
translates to Indonesian higher education institutions. The lack of empirical
studies into market orientation in education context in developing countries within
the Asian environment inspired this research. Data obtained from 328 key persons
such as heads or secretaries of departments within bachelor degrees in public,
autonomous and private institutions was used for analysis. The three dimensional
structure of MARKOR was not supported by this research. The four dimensions of
'Indonesian MARKOR' were found namely: intelligence generation, intelligence
dissemination - institution, intelligence dissemination - staff and responsiveness.
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Measuring Alliance Success: The Role of Strategic Fit
Manir Zaman and Feliz Mavondo (Monash University)

Strategic fit or coalignment is a notion that asserts that the environment and
organisational strategy interact in a dynamic coalignment process and a match
between them has significant and positive implications on performance. With
respect to alliances, the concept of strategic fit or coalignment has not previously
been empirically examined. It is a major and continuing challenge for alliance
managers and firms to align alliance attributes with organisational capabilities.
Based on a sample of alliances drawn from the Australian manufacturing and
Service sectors, this study empirically tests strategic fit as coalignment or
covariation and its implications on alliance performance. The results suggest that
coaligning or reconciling the alliance attributes such as partner characteristics,
relationship management and organisational capabilities have considerable
influence on alliance success and that the coalignment model is significantly
superior to a direct effect model.
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TRACK 19: Special Track: Macro-marketing

SUBMITTED PAPERS

Macromarketing and Development: The Impact of Marketing Systems
on Society Through Enhancing the Management of Major Projects

Max Briggs (Queensland University of Technology).

Countries and corporations compete for recognition and growth by undertaking
large-scale joint venture projects that require high capital, high intellectual and
advanced technological input. Significant issues and challenges are associated
with the development and implementation of such projects, especially from early
proposal stage, where competing interests and conflicting cultural, social and
environmental views need to be addressed in formulating appropriate
management systems. The purpose of this paper is to demonstrate how key
issues and challenges associated with the implementation of such projects can be
addressed through the application of procedures adopted from marketing
systems. This is done by describing how initial key steps in the strategic
marketing process are applied to a large and complex venture involving multiple
government and private sector interests.

Measuring Structural Properties of Assortments Acquired: A
Preliminary Examination Using Tourism Data

Zhiron Duan (Univeristy of New South Wales)

The lack of operational and comparable measures has been one of the main
reasons holding back empirical research in macro-marketing. To address this
issue, we choose assortment, the most important output of a marketing system,
as our research target, and propose a network perspective on measuring its
structural properties. We illustrate the application of this perspective to acquired
assortments (in this case, destinations) created by visitors to Australia, using IVS
(International Visitors Survey) data. We suggest structural measures to be based
on adjacency matrices linking destinations sequentially or contemporaneously,
which provide insights into the internal structure of the sets comprising acquired
assortments.
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Revealing the Lifestyles of Local Food Buyers
Rob Lawson, Miranda Mirosa (University of Otago)

A growing trend is recognised in some consumers specifically choosing to buy
locally produced food. This has already led to some changes in food production
and distribution systems. As a systems construct lifestyles are a suitable
approach to examine the characteristics of the people leading this counter-trend in
food purchasing. Using data from a national study of New Zealanders we compare
differences between consumers who express a strong intention to purchase local
food and those who do not. The intention to purchase local food is strongly
related to other kinds of things they do with their food, including the types of food
they eat, how they cook it, where and when they eat it. The information revealed
about local food purchasers in this study offers a number of micro and macro
implications and as such it is likely to be of interest to everyone involved in the
production, distribution, retailing, marketing, planning, and legislation of food.

An Overview of Marketing System's Performance: Efficiency and
Effectiveness

Jie Meng (University of New South Wales)

There are limited numbers of discussions regarding marketing system, and even
fewer of them have canvassed the definition and measurement of systematic
performance - efficiency and effectiveness in a comprehensive manner. This paper
compares the similarities and differences of diversified perspectives of
performance measurement through categorizing and summarizing the previous
literature, proposes a conceptual model regarding multi-levels of efficiency and
effectiveness. The paper also shows an embedded but possibly emergent structure
of multi-levels of efficiency and effectiveness.

Alternative Food Networks: What's Alternative?
Christine Moynihan, and Pierre McDonagh (Dublin City University)

There is evidence of different ‘countercultural’ voices or tribes in contemporary
society (Desmond et al. 2000). According to Witkowski (2005) we are in an era of
antiglobal backlash, with the term anti-globalisation becoming well known
following the 1999 WTO meeting - ‘the battle in Seattle’. This backlash has made
its way on to the global dinner plate where the global food systems are often seen
as inferior to their local cousins in terms of quality, social justice and
sustainability, with Alternative Food Networks (AFN’s) emerging to satisfy
consumers wants and fears. By looking at two Irish examples, the ‘global’ Tesco
and the ‘local’ Fuchsia Brands initiative we submit that perhaps they are not so
‘alternative’ after all and a better descriptor of ‘emergent’ should be developed.
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Affordable Housing: Exploratory Findings From the State of
Queensland

Mark Spence and Sudhir Kale (Bond University)

Affordable housing is proving to be a serious bottleneck in regional economic
development. Any solution to this issue will require a coordinated and synergistic
approach on the part of key players when it comes to providing affordable
housing. We report results of focus groups designed to understand challenges,
needed reforms, and previous success stories pertaining to affordable housing.
Nongovernmental organisations, government officials, and key individuals
involved in housing provision from the private sector participated in the focus
groups. The need for consistency/certainty in government policies and approaches
toward affordable housing emerged as a strong theme of discussion across all
three groups.

Corporate Social Responsibility: A Resource-Based View of the Firm
Mehdi Taghian (Deakin University)

This paper reviews the application of the corporate social responsibility (CSR) as
an intangible dynamic resource, its application in the formulation of marketing
strategies and its association with business performance, using the theoretical
framework of resource-based view of the firm (RBV). The study aims to address
the control and governance of the application of the CSR with respect to self-
control and regulatory control of corporate compliance. A model of CSR is
suggested that represents the predictors of the construct (CSR) to facilitate the
test of its usefulness in explaining the extent to which organisations may choose
to be socially responsible.

Social Engineering & Marketing Communications
Ann-Marie K Thompson, Andrew G Parsons, (Auckland University of Technology)

Social engineering is defined and combined with the diffusion process under a
macro-marketing framework. This combination amounts in the presentation of a
conceptual framework named the social engineering decision making framework.
This framework is important as it uncovers the stages through which social
engineering decisions go through. We develop a schema to show how marketing
communications play a role in the resulting social engineering decision process,
and use a recent prominent example of social engineering to illustrate how our
schema works.
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"Selling Sickness" A Macro Research Agenda for the Marketing of
Pharmaceuticals

Steven Ward, (Murdoch University) and Anthony Pecotich, (The University of
Western Australia)

Despite the importance of pharmaceutical products to the health and welfare of
society and the widespread marketing practices used by marketing there seems to
be little published research by marketing scholars on the impact of promotions to
the medical profession. This paper outlines some questions for macromarketing
scholars to address in this important area of research.
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TRACK 20: Conference Theme Track: Shifting Focus from Mainstream to

Offbeat

INVITED AND SUBMITTED PAPERS

“Customer Relationship Marketing (CRM): If you have them by the -
CR---M, their hearts and minds will follow” (With apologies to L. B.
Johnson, 36th US president)

Aedh Aherne and Bjérn Agen Smidesson

Is Customer Relationship Marketing really about customer care? Are we after their
hearts and minds? Or is it about cynically exploiting consumers to get into their
wallets? And do businesses really care? Or does the end justify the means?

Marketing Applications of Sexual Exchange Theory
Michael Basil, (University of Lethbridge)

Exchange theory is a foundation of marketing. This review examines related
research on sexual exchange in economics, human sexuality, evolutionary
psychology, and social biology. This research has shown that sexual exchange
theory is useful in explaining courtship, relationship formation, and prostitution;
however, the theory is somewhat under-applied to existing relationships. Overall
sexual exchange theory can be used to examine the value propositions in a
variety of marketing situations. By applying this understanding of sexual
exchange, marketers can use these insights into human sexual behaviour to help
us to better understand and perhaps facilitate mutually satisfactory exchanges in
commercial and social marketing. A variety of testable propositions are
developed.

Experiential Consumption in Second Hand Clothes Shopping
Itir Binay, Jan Brace-Govan, (Monash University)

An observational study of a charity retailer showed how a nonprofit organisation
utilized a retail space to create a specific consumption experience. Key to this
experience was a consistent sense of style. The experience was linked to a
commitment to values determined by the parent nonprofit organisation’s political
commitment. The interaction between clothing and the consumer, the uniqueness
of every single item, the ethical stand expressed by the retail outlet on behalf of
the nonprofit organisation, and the fact that second hand clothes shopping is a
sustainable form of consumption, turned the consumer’s shopping experience into
a treasure hunt for fashionable values.
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Towards Deconstructing Customer Evangelism
Nathalie Collins, Jamie Murphy, Wade Jarvis (University of Western Australia)

Academics tend to group evangelistic, cult-like brand enthusiasm with Word of
Mouth Marketing (WOM). Yet the history of Evangelistic practices and the word’s
revival in marketing during the digital age suggests Customer Evangelism (CE)
differs from WOM. A review of various theoretical frameworks suggests that CE
centres around connecting emotions to authentic experiences. For some
individuals, this combination generates identification with the brand akin to
religious belief. Key concepts in academic literature, particularly Service-Dynamic
Logic,are used to develop a theoretical framework to deconstruct CE, and propose
subsequent areas for further research and testing of CE.

Taking the P’s out of Marketing: A new D® Framework for the 21st
Century

Diego Garcia

Have the 4 Ps become passé? Are the 7 S’s superfluous? This paper presents a
new marketing framework for the 21st century, a model, developed by Diego
Garcia the noted Peruvian marketing guru. Audience participation will be required

The Wicked Witch of Anti-Marketing? Myths, Metaphors and "Nanny
State"

Janet Hoek (Massey University)

Metaphors are widely used to evoke images, elicit learned associations, and shape
responses to both brands and policies. This paper explores how archetypal
images offer insights into political philosophies that, in turn, influence how
marketing is regulated. Frequently used to describe interventions that would limit
“the market”, a “nanny” has moved from being a caring motherly figure to an
anti-maternal harridan that seeks to constrain and limit the freedoms her charges
may enjoy. Analysis of political and marketing rhetoric reveals that “nanny”
metaphors are more likely to connote a wicked witch than a fairy godmother, and
the application of this metaphor to regulatory proposals that marketers find
unpalatable illustrates how evocation of embedded images may be used to avoid
debate. Reliance on the “nanny state” soubriquet, and on marketers’ use of
metaphor to characterise political interventions requires greater critical scrutiny.
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Marketing as a "WMD"
Johannes Klingel

Despite all the fine talk about the Marketing ‘ethos’ and ‘philosophy’ (Marketing
101), or platitudes about societal marketing and the need to address ethical
“issues”, the sad reality is that Marketing has become a weapon of mass
deception. This is reflected in the way that marketing techniques have been used
to convince us that:

e There were weapons of mass destruction, in the absence of any real evidence

e Buying concentrated fabric conditioner will save the planet

e Sub-prime mortgages are a smart idea, as nothing is as “safe as houses”

e Greater consumption of ever-scarcer resources leads to economic prosperity
Can we seriously believe that marketing is adding value? Did it ever? And is it now
part of the problem, rather than the solution?

“A Retrospective on the Future Direction of Marketing Theory and
Thought”

Tommy Lee

Reprises and updates a seminal article on marketing theory and thought by
Smithee and Lee. This demonstrated that Marketing borrowed freely from other
discipline areas in the past and suggested some new fields it might exploit. This
paper brings the late, lamented Smithee’s original up to date. A number of new
fields are considered and new terms offered include market insurgents (Where
competitors have as little right to be in the market as you have), marketing
rendition (When you don’t know where the hell all your customers have
disappeared to) and Avian Marketing (Similar to “viral” marketing, only worse and
even less welcome than bird flu).

An A - Z of Marketing
Rob Lawson (University of Otago)
This paper offers an alternative A-Z dictionary of marketing terms.
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Developing a Presence in a Mainstream Market With a Product
Perceived as Offbeat

Karen Miller, Les Brown, Doren Chadee (University of Southern Queensland)

Generally when one thinks of Australian wine regions images of the Barossa
Valley, the Hunter Valley or Margaret River may be conjured up as they have
developed a presence in the mainstream market. Queensland, by contrast, may
be perceived as offbeat, despite its similar quality and growing conditions. This
study explores the plausibility of Queensland developing a presence in a
mainstream market with findings from a survey completed by 347 people. The
results indicate that when consumers choose their wine on the basis of terroir that
personality, reputation and label design are the most important elements.
Positioning wine from Queensland on its personality may hold the key to having
an offbeat product compete in a mainstream market.

On the Offbeat: Applying the Jazz Metaphor to Move from Mainstream
to More Holistic Marketing Research

Michael Mills (University of Southern Queensland)

The article employs the metaphor of jazz music making to facilitate visualisation
and application of how the marketing research profession can address a number
of important areas to consider and apply if the research profession is to move
away from the mainstream in directions suggested by Smith (2005) and others.
The article also contributes to the literature in positing potential new forms of
evaluation criteria suggested by the metaphor which might be used in evaluating
research (and researcher) quality.

Transcendental Marketing: A Conceptual Framework and Empirical
Examples

Fredrik Nordin (Linképing University)

This article introduces the concept of transcendental marketing, which is an
emerging approach to marketing with the potential of attracting and keeping
customers. The concept is illustrated with examples and propositions are
developed regarding antecedents, contents, and outcomes of transcendental
marketing.
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The Last of Marketing Gurus
Allan Smithee, Tommy Lee

A poem that pays tribute to the seminal contributions of marketing gurus past,
present, and future

Buy One and Stop Me
Al Tarego and Sue Denim

Literary readings of marketing’s finest prose by one of the disciplines most prolific
publishers

The Nuisance of Nuance in the Use of the E-Word: What Exactly is
Engagement

Beverley Thompson, University of Western Sydney

This paper is a discursive paper that investigates the meaning in the academic
literature of the term "engagement". The reality is that the term has a number of
diverse meanings, and is used rather willy-nilly in a number of quite varied
contexts, with little concern for the fact that these nuances are a nuisance! The
paper provides an overview peep at the engagement literature, and reveals the
fact that it segregates into two disparate areas - that of "student engagement" of
university students, and that of "community engagement" of universities. It is
finally suggested that academic writers and committees need to address the
linguistic disparities, reduce the nuance differences that are such a nuisance, and
at least attempt to develop a vocabulary that will facilitate the speaking of a
common and unambiguous "engagement language".

-189 -



ANZMAC 2008 - Track 20

'Self' and Virtual Worlds

Susan Barnes, Neil Hair (Rochester Institute of Technology), Lyle Wetsch
(Memorial University of Newfoundland)

Virtual Worlds enable people to present themselves to others in the form of an
avatar. These environments simulate face-to-face interaction and theories that
were developed prior to the Internet can be used to explain how people present
themselves in virtual works. For instance, Goffmans’ dramatist view is one
perspective that applies today. This paper combines student interviews with
theory to explore how the self is represented by avatars.

Customer Husbandry: The Rearing, Growing and Fleecing of
Customers

Ian Wilkinson, Penny Frow, Adrian Payne (University of New South Wales), Louise
Young (University of Western Sydney)

The management of customer relationships has been the subject of much
research, but its ‘dark side’ has been given little attention. The potential for
exploitation inherent in customer relationship management is highlighted and
analyzed via comparison with the principles of animal husbandry, i.e. the way
farmers “"manage” their farm animals. The comparison serves to dramatize some
of the potential problems and side effects of the widespread diffusion and adoption
of relationship marketing and CRM rhetoric, theory and methods and leads us to
reconsider the nature, role and value of these in today’s business enterprise.

From Warfare Metaphor to Warfare Marketing: A Short History of
Marketing in the 215 Century”

ExatepuHa LLTtTomn Bpa/]ll and Uropb BakoB (bosbLioi yHUBEPCUTETCKNI, MOCKBA)

The word ‘propaganda’ is believed to have derived from Russian. In some
languages, such as Polish, Romanian and Spanish, ‘publicity’ translates as
‘propaganda’ (e.g. propaganda, propagandare), retaining overtones of political
messages, from unreliable sources, that should be treated with a healthy degree
of mistrust. This paper examines the recent history of marketing to explore just
how far marketing has drifted ‘off message’ in the 21 century. In moving from
metaphor to application, we consider how it is now being used cynically to
manipulate public opinion in the pursuit of ideological, political and geopolitical
goals.
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Special Tracks, Sessions and Workshops

Conference Theme Track: From Mainstream to Offbeat
Chairs: Jim Bell and Catherine Sutton-Brady

In this special track we celebrate the conference theme with a number of carefully
selected papers from leaders in the Academy to the most junior thought-leaders
of our day. There will be four exciting and off-beat sessions of submitted and
invited papers, viz.

e  Who took the art out of Marketing?

e  From Mainstream to Offbeat

e  From Mainstream to Off the Wall

e  Who put the art back into Marketing

The sessions are curiously titled and include even more provocatively titled
papers. The track chairs invite you to revel in the peculiar and join them in
celebrating the off-beat, the off-the-wall and the down right different.

Special Track: Macromarketing (1% December - 3™ December 2008)
Chairs: Roger Layton, Tony Pecotich and Ben Wooliscroft

The Macromarketing track comprises a humber of sessions to be hosted by leading
macromarketers. The track opens with a panel discussion exploring the challenges to
macromarketing arising from the growing complexity of micro, meso and macro
marketing systems, and the ways in which these systems impact and are impacted
upon by environment change (Speakers include Steve Vargo, Robert Lusch and Roger
Layton). Submitted papers explore a number of broad macromarketing themes,
including markets and marketing systems in economic development, the micro - macro
interface, marketing ethics and distributive justice, global policy and the environment,
quality of life and measurement and modelling in macromarketing. The latter involves
work on markets as complex adaptive systems and agent based modelling (including an
invited paper from Gene Laczniak of Marquette University addressing the issues of
distributive justice and marketing to the poverty sector). Consistent with the
conference theme this special track explores the "taken for granted" assumptions of
marketing, from off-beat or alternative perspectives, which are or could be at the
forefront of marketing thinking.

Industry Sessions 1 and 2: Exploring the Gap between Industry and
the Academy

Chairs: Geoff Lee, Daniela Spanjaard and John Stanton

Nothing could be more off-beat (some might say) than exploring the gap between
the Marketing Academy and the Marketing Professional. In two sessions dedicated
to the issues associated with understanding and bridging the gap (such that it
exists) between academe and industry, invited speakers from industry will look at
issues in research and marketing practice. Industry speakers will then participate
in an open discussion with the academy regarding the issues that confront the two
communities as we move into the next decade.
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Special Session: Corporate Branding
Chair: Shaun Powell

We have embedded two special sessions of submitted papers on Corporate
Branding into the branding track. As organisations become increasingly concerned
about the face they present to the world, corporate branding is becoming more
important. Trends in corporate responsibility have made the corporate brand an
increasingly important resource for the modern business. In this special session
papers cover a diverse range of issues from the corporate brand character on the
one hand to the impact of employee participation in ethical standard setting as far
as corporate brand is concerned on the other.

Special Session: Calibrating and Improving Practice Impact of
Marketing Analytics/Science

Chair: Ujwal Kayande

Extending the themes developed in the industry sessions, this special session
examines more deeply the impact marketing science has had on practice: what
are the barriers to impact, and what are the routes to improving impact on
marketing practice. In a number of invited papers from leading researchers in
marketing, the presenters explore a variety of themes including:

e Calibrating the Practice Impact of Marketing Science/Analytics (John H.
Roberts)

e  Practice Impact Barriers

e Routes to Practice Impact I (push): Improving the likelihood of marketing
analytics implementation (Ujwal Kayande)

e Routes to Practice Impact II (pull): Disseminating Marketing Science
Knowledge (Gary Lilien)

Workshop: C-OAR-SE: The C-OAR-SE Procedure for Scale
Development: Verification, Generalization, Extension

Presenter: John Rossiter

The developer of the C-OAR-SE procedure for scale development will run a special
session/workshop that highlights a crucial issue in research - scale development.
The C-OAR-SE procedure is a theoretically based protocol for better measurement
and the C-OAR-SE workshop is a must for doctoral students and senior
researchers alike. In the workshop John Rossiter will explore issues in
measurement ranging from construct definition to scale reporting (and everything
in between).
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Special Session: The Google Online Marketing Challenge: A Global
Teaching and Learning Initiative

Chair: Larry Neale

From February to May 2008, in conjunction with universities around the world,
Google ran its first ever business student competition, the Google Online
Marketing Challenge. Over 15 thousand students from 61 countries representing
more than 450 schools of higher education will compete. The Challenge fits
undergraduate or graduate classes such as advertising, ecommerce, integrated
marketing communication and marketing. A synthesis of hands on advertising and
education, the Challenge exposes students to the increasingly important field of
online marketing, engages student teams with local businesses and enables teams
to compete globally. Student teams get US$200 in AdWords, Google’s flagship
advertising product that accounts for over 90% of Google’s revenue, to drive
online traffic to a small- to medium-sized enterprise (SME) website.

Unlike most student competitions that simulate real world conditions or craft
hypothetical marketing plans, students in the Google Online Marketing Challenge
will develop and implement online marketing campaigns for real clients and spend
real money. During the three-week contest, students will access detailed,
individualized reports and adjust their campaigns accordingly. In addition to hands
on experience conducting online marketing campaigns, students gain the
experience of acting as consultants for SMEs.

Another difference from most student competitions is a focus on the educational
experience. In addition to competing on campaign metrics, the student teams
must submit a written report that addresses four pedagogical areas:

e Learning objectives and outcomes

e  Group dynamics and client dynamics
e How their campaign strategy evolved
. Future recommendations.

An important goal of marketing education is helping students grasp the relevance
of topics discussed in the classroom. A complementary goal of many professors is
to develop positive liaisons with the local business community. Similarly, many
universities struggle with ways to become relevant in their local communities. In
theory, The Google Online Marketing Challenge achieves these goals.

The proposed panellists include a Google representative, members of The
Challenge’s Global Academic Panel and participating professors. These professors
helped Google develop the Challenge, some used the Challenge in the classroom
and some will judge the eventual winning teams. Their lively discussion will share
the expected, and unexpected, educational outcomes of the Google Online
Marketing Challenge. The session should appeal to professors that competed in
the 2008 Challenge as well as professors considering the 2009 Challenge. Session
topics include: Adoption considerations for the Challenge; Getting up to speed on
AdWords; Their Challenge experiences; Meeting Challenge learning objectives;
Instructor pitfalls; Common student mistakes; Benefits students derived; Student
complaints; Simulations vs. live contests; and Integrating the Challenge into
various marketing courses.
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Special Session: The Changing Definition of Marketing: ANZMAC
Perspectives (ANZMAC Fellow’s Session)

Chair: Mark Gabbott, ANZMAC President

ANZMAC President, Mark Gabbott will host a special session exploring the meaning
of Marketing. Consideration is given to definitions of Marketing from 1935 through
to the current definition proposed by the American Marketing Association.

The American Marketing Association’s definitions of marketing have gone through
dramatic changes is the last 70 years. The 1935 definition focuses on “to the
market” where channels and regulations are of prime importance.

“...the performance of business activities that direct the flow of
goods and services from producers to consumers”

The focus of the 1985 definition shifted to having an emphasis on the
management of customers and markets. This may be thought as “market to”.

"...the process of planning and executing the conceptions,
pricing, promotion and distribution of ideas, goods and services
to create exchanges that satisfy individual and organisational
objectives”

In 2004 after considerable deliberation, a controversial definition was agreed to
which provides a far greater emphasis on marketing processes, relationships and
value creation. This may be thought of as “market with and among”.

“...an organisational function and a set of processes for creating,
communicating, and delivering value to customers and for
managing customer relationships in ways that benefit the
organisation and its stakeholders”

Finally in 2007 after conducting a survey of 2,500 of its members, the 2004 the
definition was revised. This new definition is much more of a synthesis of the

previous definitions and may be thought of as “to market”, “*market to” and
“market with and among”.

" the activity, conducted by organizations and individuals, that
operates through a set of institutions and processes for
creating, communicating, delivering, and exchanging market
offerings that have value for customers, clients, marketers, and
society at large.”

In this special session the ANZMAC Fellows and the audience will be asked to
respond to the following questions about the new definition:

1. What is its role in the marketing lexicon?

What are the of the implications academic research?

What is its relevance to marketing in Australia and New Zealand?

Do practitioners take any notice whatsoever if a definition changes?
Does this new definition mean we need to adjust our teaching content?

oA wN

Do we need to make research and educational alliances with other
disciplines?

7. So what is this discipline we call marketing?
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Special Session: Meet the Editors

Chair: David Low
Meeting the editors is a tradition at every ANZMAC conference. This year is no
exception, with editors from the International Marketing Review, Journal of

Business Research, Australasian Marketing Journal, and others. Come along -
there may even be an offbeat twist to this session.

- 195 -



ANZMAC 2008 - Special Tracks

- 196 -



AUTHOR INDEX

Adapa S ......cocveinnns 141
Adapa S ......cceveininnns 167
Agrawal R ......coovinnenns 29
Aherne A ... 185
AhmadH ................. 111
Ahonen' M ......ccooeveenens 37
Ainsworth J................. 72
Alajoutsijavi K............. 95
Albaum G.......cvvvnnnns 125
Albaum G.......ceeeenn 141
Albert N ...oooovvveininiennns 37
Alcaraz C ....ccvvvvvnenns 91
Ali-Choudhury R ....... 153
Ali-Choudhury R ....... 154
Althuizen N .............. 175
Anderson K ..........euens 57
AN L coviiiiiiiieeens 41
Arambewela R........... 111
Archer C...........

Argyriou E

ArliDI .o
Arnott D ....ooviiiiiinnnn
Aspara J

Aspara J

Autere V

Bach T .ooviiiiiiiiinnns
BainP....cooovvvviiiinnnns

Baines P
Baird M ....

Banerjee B
Barnes S B
Barnes S.......cceevennns

Bauer HH .
Baxter R ......coevvvvnnnnn
Baxter S ....ccooviviiiinnn
Bednall D

Bennett R
Bennett S

Beverland M B .... .
Beverland M .............
BhatSS.....ccovvvivnnnnnn

Binney W ...t
Birtwistle G ...
Bodenberg S.............
Bogomolova s ............
Boland G..................

Boshoff C.....covvvnvnnnnnn
Terblanche N S............

Bougoure U-S.............
Bove L ..ccoooviiiiiinnnnn

Boznjak M........ccevvenn
Brace-Govan J....
Brace-Govan J..........
Brace-Govan J..........
Braithwaite I.............
Brennan L................
Brennan M ....
Brennan M ...............

Brennan M ...............

Bridson K .....cocvvevvnnnnn.
Bridson K
Bridson K

ANZMAC 2008 - Author Index

Bridson K...............e.
Bridson K...............e.
Bridson K............u.e.
Briggs M ......covvvnnnnn
Broderick A ]

Cadeaux ]
Cadeaux J......cevvvnnns
Campbell C .......ccenee
Campelo A...oevvienenens
Campiranon K .......... 173

Cheong Teck M ........ 132
Chikweche T............. 101
Chitty B.evovieieeieenenee 36
Choong K...oovvvvvvninnnnns 74
Christodulides G ......... 90
Chrysochou P ............. 39
Chua APH..coooivienennns 92
Chung A ..o 80
Chung E....ooovvvvvivnennnnn 58
Chung K ..ooviiniinnnne 106



ANZMAC 2008 - Author Index

Chung K..ovvvviniinnnee 112 Di Mascio R .............. 109 Fam K-S ... 78
Chylinski M.....ocovvinennns 74 Di Mascio R .............. 143 Farrelly FJ..covviiiinnns 97
Clarke P ...covvvvivinnnne. 142 Dickinson S................ 31 Farrelly Fooovvviinnnnn 58
Clark-Murphy D J......... 97 Fastoso F .... 103
Clayton P...coovviiinninens Fastoso F......cocevvninnnn 47
Cohen D A......ocvvvininnns

CokerB..oovveviiiiiiinnnns

Collins N.vvvvviviiiiieienns Dobele A....ocvvvvvininnnn,

Collins N........ Dolnicar S

Connoley E............... Dolnicar S

Corkindale D Dolnicar S

Craig-Lees M Donaghue N ............. 128 Fielder L ........cevvnene. 161
Craig-Lees M Donald M ......ccevevnnnnen 87 Filzah Md, I.............. 111
Craig-Lees M Donovan R .... ... 161 Finsterwalder J ......... 112
Crawford H J Dowell D ....oevvvvvinininnen 53 Finsterwalder J ......... 144
Cripps H.vvvvvviiieieenn DrennanJ .........coeveee. 96 Fith E...oovvvveininn,
Cruz P Dresler-Hawke E ......... 59 Fletcher R

D'Souza C ......cvvvvennnnen Driesener C Fletcher R

Dagger T....... Duan Z ......... Foley P ....

Dallimore K Dubelaar C Foley Pooviviiiininnnn,
Daly T Muiviiiiiiiinnnn Duncan R.......ccoeennnnnn Foran J........ocoeiiiiinnns
Daly Tovevviiiiiieieenns Dzakaria H Forbes S.......c.covnene.
Dann S...ccoviiiiiiiiiinnns EadesE .......covvvnnnne. Foster ]

Dann S..... Foster ]

Dann S....coovviviinnnn, Fowlie M

Dann S.....cocviivinnnns FreemanL ............oees 69
Davies M ....coovvvvininnnns Freeman L ................. 87
Dawes J ..ovvviiiininnnnnn French S.......cocovninin. 167
Dawes J ... . Frosen ] 121
Dawes J ....covvvivininnnns

De Barcellos M............. 59

Emerson A

Emile R.ciiiiiiiiinnnnnn,

Epaan EW .... ...190

Ercsey I...ocovvininnnnnnn 143
Dean AM.....cceeennnn. 143 Evangelista F............ 125
Debuse J.....ccocvvvennnns 115 Evans J.....cooeviiviinnnnns 38
Dekock A.....ovvvvuvnennns 132 Evans J....cceevvivnnnnnnnn 79
Denim S Garrett T C .... 103
Denize S Gatfield T.oooovvvvvennnn 68
Denize S Gendall P....c.covvvnennnn 81
Denize S Gendall P.......cccevnes 101
DesmetP ................. 133 Fam K-S ......cooevinene. 106 Gendall P...cocvvvinnnnn 158



Gerber C..ooovvvvvvnvinnnns 39
Geue M. iviiiiiiiiiiieens 84
Gibberd M .......cceenenes 62
GillDLuveiiiieiiieinenenen 156
Gill L..........
Glynn M S
Glynn MS ... 40
Glynn' M .o 56
Gnoth J...ocooeviiiiiennn, 49
..156
................... 60
Gountas J.....ceevvininnnns 61
Gountas S ......ocvvenennn 60
Gountas S....cvviiiinennn 61

Halliday SV......ccvnne. 42
Hamid SA.....cocoevennnns 75
Handley B ................ 163
Hanson D.............ee. 178

Hag MdR................. 107
Harker D
Harker D
Harker M
Harker M

Gregory G D
Gregory G D .
Gregory G ...ooevvvnnnennn

Gregory P.o.oovvvviiiinnnns
Gregory P...cooevvnnnnnen

Greyser S A
Griffin D ........
Griffiths K

Helkkula AM .............. 98
Henricksen B .... ...101
Herington C................ 36
Herington C.............. 178
Hewison K................ 128

Hidayat A.........c.oeee.
Hietanen J
Hietanen J

- 199 -

ANZMAC 2008 - Author Index

Hughes A...........
Hughes A.................

Inglis J
Irlana R.....ccovviviinennnns
IsaMdI .....coceevennnns

Jaakkola M
Jaakola M
Jackson J
Jackson L...oovvvvininnnens
Jackson L...oovvvnininnnens
Jarvis W...oooviiiiniinnnn.
Jarvis W...

Johnson Morgan M.... 138
Johnson Morgan M.... 172
Johnson Morgan M.... 174
Johnston M .........eeeeees
Johnstone M-L
Jones SC..ovvvvnvininnnnnn,
Jones SCuivvvvvvinininnnnns
Jones SC..ovvvvvvininnnnnns
Jones SC..ovvvvviininnnnnns
Jones S C.vvvvvvvnvnnnnns
Jones S....coiviiiiiiiinnnns
Josiassen A ......cevueenen.
Josiassen A ..............

Juntunen J.......oennnees
Kajalo S......coevvninnnnn,
KaleSH......ocovnnnnne.




ANZMAC 2008 - Author Index

Kattiyapornpong U..... 169
Kauppinen-Raisanen H .63

Leung L-C.....covninininns 42
Liao Y-H....ooovvvinnnnen. 135
Liesch P..oooveeininnnene. 107
Lindman M......... 135
| o 34
LiuJ e 64
Lockshin L.....covvvnennn, 70

Kleinaltenkamp M........ 51
Kleinschafer J.............. 66
Klingel J..cvvvviiiennnnns 187
Kobinah T.........cccvunie. 76
Koller M ....coivvviiiinnnnn.
Koller M ...cocovvvninnnnns
Komppula R
Komppula R
Konhauser A
Kopanidis F...............
Korkofingas C ............. 41
Korkofingas C ............. 63
Kowalkowski C............ 51
Krishnan T V
Kuenzel S......ccovvvvnnnnn
Kukic S .oovviiiiiieeeenne
Kyystallis A...ccovvvnennnnn.
Laesser C.....coovuvnennns

Lawley M
Lawley M
Lawley M
Lawson R
Lawson R
Lawson R
Layton R
Lazarevski K............. 170
Le Bon J........

Le Cren N
Le Cren N

Lee R.ivviviiiiiiiiiiiiinnns 76
Lee R.ooiiiiiiiiiiennen 122
Lee T 187

Lefroy K.ooovvvvvininnnne. 159
Lehtola K ...covvvvninnnnnn 63

- 200 -

Mahlamaki T............. 115
Malmgren M............... 51
Mangold G ... 151
MannaV.....coooevvvvinnnnn 75
Manning K...........eee. 108
Mansvelt J.......ccvenenens 59
Marchegiani C............. 64

Marchioro G
Marchioro G
Mariappanadar S......... 76
Markic B ...coovvvivininnnn
Marshall A................s
Marshall R..........
Maruyama M
Maruyama M
MassiM .....cocevvinnnnn
Matanda J M




Matanda M................ 137
Maties C....ovvvvvninnnnnnnn 65
Mattinson M.............. 156
Mattison Thompson F...85
Maubach N .... ...160
Mavondo F........cceeunnne. 38
Mavondo F.........cevuenee 43
Mavondo F................ 135
Mavondo F................ 179
Mazzaroi T

McColl-Kennedy J ....... 98
McColl-Kennedy J ...... 147
McColl-Kennedy J ...... 149
McDonagh P.............. 182
McDonald H ... ...168
McDonald S .............. 174
McGuiggan R .............. 51
McGuiggan R .............. 92
McGuiggan R .............. 93
McGuiggan R .... ...125
McNeillLS.....cccvvneeee. 106
McQuilken L.............. 147
Medhaker M.............. 108
Medlin CJ...covvvvninnnnnnen 52
Megicks P .... ...83
Meierer M....ccovvivvnnnn 45
Mejtoft Tovvvveeieennn 53
Melewar TC....cocevvnnnnnn 89

Meyers-Waaden ........ 121
Michaelidou N ............. 90
Miller KE...ovvvvvvnennns 169
Miller K ..vvvviiiiiiiinennns 188
Mills MK ..oiiiiieenn, 115
Mills M ..o, 188
Minahan S.........c..v.e. 65
Minahan S.........cc.v.e. 68
Minamikawa K........... 136
Minkiewicz J................ 38
Minkiewicz J.............. 174

Minnee F...oovvvviiiinnnnns
Mirosa M ......covnennen

Mitis A oo
Mitsis Ao,

Mizerski D
Mizerski K
Mizerski K
Mizerski K
Mizerski K
Mizerski K
Mizerski R
Mohammed H
Morgon L....covvvninnnnnnns
Morrish S ...cocvvvnnnnnne.

Morrison M.....
Morrison M .......ocevvenne
Morrison M ......ovvvveiae
Morrison M ......cocevenee
Morrison P D
Morrison P D
Morrison P D

Mortimer K......coovvuvnnn
Moynihan C...............
Mudgil V..o
Muhamad N... 77
MuhlJCM ....coeenenee. 61
Mullen C....ovvvennnen. 116

Murphy Ao, 136
Murphy J..ooviiiienennn 58
Murphy J..cooiiiiiiinnnnn, 76
Murphy J...coiiininnnne. 118
Murphy J..coovieieinnnne. 151
Murphy J..ooovieiiinnnne. 186
Muthaly S................. 117
Nagpal A.....ooovvininnnnnn 66
Nanere M .......ccovvnneen 66
Nasution H .........eeeee 43
Nasution H ............... 133
NealeL ...coovvenininnnnn. 193
Neale L.....coevenennnnnn. 159

ANZMAC 2008 - Author Index

Nenycz-Thiel M...
Newton F........evveee

Nguyen D T.....coveennnns
Nguyen D T.......cuvveee
Nguyen TM T
Nguyen TM T
Nordin A..oveiiiiiennns
Nordin F ....cocvvvnnnene.
Norton D..vvvvvvvnninnnnnn
Norton J
O'Cass A
O'Cass A..cvvvvviinninnns
O'Cass A..oovvvivninnnnns
O'Cass A.ovvviviniinninnns
O’Donohue W
O'Steen B .....cccevvvnens
OToole T.ovveviiiiiiiennns
Oatterson P..............
Ogilvie M
Ohikita K

Opperwal H................
Opperwal H.......coeenns
Opperwal H.......coeeve
Oppewal H ..o

Ozanne L...ccovvvvvnnnnnns
Pandit AP...cccovvvnennnnn
Pandit A.....cccovvinnene.



ANZMAC 2008 - Author Index

Parvinen P................
Parvinen P................
Parvinen P................
Patterson P.......

Pattison H M
Paviovic I .....cccevvnnnnnnnn

Payne A
Pearce G
Pecotic T
Pecotic A...cevvvvinenennns
Pedersen S.................
Perrott B ....oovvvvvvinnnnnn
Pescud M.......
Pettigrew S
Pettigrew S...............
Pettigrew S...............
Pettigrew S...............
Pham T ....

Phillipson L.......cceuuee. 67
Phillipson L............... 157

Phipps M
Pickett B
Pihlstrom M ............... 98
PiresG....ooovvvvvviennnns

Plagens B
PlantE....covvvvinvnenennns

Plewa C...coovvvvvveinnnnnn
Plewa C.....covvvvvvininnnns

Plewa C....covvvenvnennnnnnn 67
Plewa C...coovvvvvennnnnnn 73
Plewa C.....vevenvninnnnnen 84
Polonsky M ] ...162
Polonsky M............... 159
Polonsky M................ 80
Polonsky M............... 169

Porublev E................0 68
Powell B
Powell S
Powell S
Previte ]
Purchase S................. 54
Purchase S............... 125
Purchase S...............

QuesterPG....ovvvvennnnn
Quester P G...
Quester P..ooovvvvviennnns
Quintal V..oovoiviiiiinnnnns
Quintal V.....oooeieinnnnns
RafigM...ccccvvnnnnnnn.
Rahman S H
Rahman S H
Rajaguru R...............
Rajala A..ovvvvieiennnne.
Ramaseshan B............ 54
Ramaseshan B.... .
Rampersad G.............. 99
Randle M.......c.cce.eee. 163

-202 -

Riethmuller S H
Rindfleish J ..............
Ringer AC ...............
Ringer AC ..............
Robbert T
Roberts M
Roberts M
Robertson N L ..........
Rokka J ...c.cevvnvnnnnne.
Romaniuk ]
Romaniuk ]
Romaniuk J
Romaniuk J.......ceceveen
Roosiani D T.............

Roostika R ...............

Rugimbana R
Rugimbana R
Rugimbana R
Rungie C.....coovvvvvnnnnnn
Runte M.....coovvvviiinnnnn

Salzberger T
Salzberger T
Salzberger T

Sandhaug L................
Saraniemi S ..............
Schaffer V.......cooeviis
Scharl A
Schramm-Klein H........ 45
[STelo] x 8 TP 128
Scott Juviiiiiiiiinns 31
[SYelo] u il \ P 107



ANZMAC 2008 - Author Index

Steyer A coovvviiiiieieens 73 Tuominen M............. 176
.................... Streif G...ovvvvvvvinnnn . 63 Tuzovic S........cu.v..... 144

Stuart H.....ooovvvvvininnns 45 Tuzovic S....ccovvvnnnnnn 151
Stuart Ho.ooovvviiienns UnclesMD....oovvvinennns 86

Sharma N.... Sullivan Mort G... Uncles M D......... ... 126
Sullivan Mort G.......... Uusitalo O.....cceeveeee. 115
Sullivan Mort G.......... 142 Valenzuela F............. 152
Summers J......ooianens 174 Valette-Florence P....... 37
Sutton-Brady C......... 191 Validas A ......cceevenenn.
Swanepoel C Van Dessel M
Sweeney J C Van Putten K
Sweeney J...oooviiiinanns Vassinen A...............
Swoboda B.........oeueees Vaux Halliday S ......... 42
Syed Ahmad S F ......... 76 Veale R...oovvvvvvininininens
Syed Ahmad S F ....... 151 Veledar E...........
Syed Alwi S F Vieceli J M

St 138 Taghian M................ Vispers B....ccovvvivvninnns

Sloan T .oovvvveiiiiinenne. 107 Taghian M................ VOCINO A .ovviviieennns

Small F oo, 69 TanLP.ooiiiiiiienns VOCINO A .cvvvviiiienns

Smidesson BA..........185 Tan Teovvvenenns

Smith G ..ocvvvivivinenn Tang Y..oovoveviiiiienennns

Smithee A .......cceeieie Tarego A....covninnnnnn.

Sorensen B........coeeuins Taylor Ruviviiiiiininnnnnn

Soutar G N ....vvenenenens Teah M .oiiviiiiiiinnnn

Soutar G N .... . Teah M .........

Soutar GN ....ovvvinennn Teah M .ooiiiiiiiiiinnns

Soutar G .....cvvvviiinnins Teal G oovvvvvviniiiiienn

Soutar G .....ooevvnnnnnen Terblanche N S

Soutar GN ...........ee. Terblanche N S

Soutar G N .... Terblanche N

Soutar G N .....ccevvene Terblanche-Smit M.... 164

Spanjaard D ...........u.s Termsnguanwong S...118

Spanjaard D ............ Tezinde T..ovvvvvvvnennnnns 76

Sparks B ...ocovviiiiiiinnnn Theron E.....ovvvvvnnnnnnn 55

Spence M ......covvnnenen Thompson A-M K....... 183

Srikatanyoo N Thompson B.............. 189

Stanton J.....cccoevvviennn Thompson M............... 46

Stanton J............eeeee. Thompson M............. 109

Stanton J.................. Todd S.covvvviiiiiiiiins 92

Stanton J..............ee. Tojib Duvvvvevvvieiieeeenn 93 Weaven S

Stanton J.........ceeuenee. TomicD.oovvvivviiiiiens 95 Webber C......cocvvvennnnn

Stanton J ................. Trinh G .o 70 Webster CM .............. 40

Steel M v Tsarenko Y .....cvvvvnne. 151 Webster C......oevvvnennns 70

StellaJ...ooovveviininnnnne. Tsarenko Y .....ccevvene. 159 Weerawardena J....... 107

- 203 -



ANZMAC 2008 - Author Index

Weerawardena J........ 149 XUCY i 86
Westberg K.......ocovuenis 96 XU Xt 123
Westerlund M............ 178 Yang L.cvvriiiiiniininennns 78

Wetsch L

Whitelock J....
Whitelock J

Winkelmann S
Winklhofer H

Wooliscroft B .... ...191
Woratschek H ........... 145
Wright M.......oovennnene. 122
Wright O .oooevviiiinnen, 139
D I 139

- 204 -



% anzmac

AUSTRALIA & NEW ZEALAND MARKETING ACADEMY

OLYMPIC PARK, SYDNEY

ANZMAC 2009

Sustainable Management and Marketing

Hosted by Department of Marketing, Monash University

Join us

Date 30 November — 2 December 2009

Venue Crown Promenade Hotel
8 Whiteman Street, Southbank 3006
Melbourne Victoria

0y

% AZMac
MONASH University

Business and Economics




like.no.other

It’s brighter than you think.

Sony E-Series Data Projectors.

Bright light or dull. Large auditorium or cramped office. Sony E-Series data projectors thrive in all conditions, delivering high quality
performance and colour accuracy that commands attention. Affordable and easy to use, they’re one of the most reliable projectors
on the market. So all you need to worry about is creating great presentations.

Superior quality performance at affordable prices

Advanced 3LCD and Sony BrightEra™ technology

Brightness up to 2500 ANSI Lumens

Multiple connectivity options including S-Video, dual RGB,

HDMI and RS-232C

Short-focus lens to project large images from short distances Brighter presentations start with Sony E-Series. To find
Choice of models to suit virtually every business and application. out more visit www.sony.com.au/displaysolutions today.

drightEra. U2,






