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ABSTRACT 
This case study examines Tesla Motors marketing strategy in China’s highly competitive electric 
automobile market. Tesla, Inc. is an American electric vehicles (EVs) and clean energy company 
based in Palo Alto, California, United States. The company was founded in 2003 by a group of 
engineers, including now CEO Elon Musk, whose mission was to create electric vehicles that can be 
“better, quicker and more fun to drive than gasoline cars” (About Tesla, 2020). Tesla entered the 
world’s biggest auto market China in 2018, where demand for EVs is growing as the government 
pushes to clean up the environment. Using both traditional and innovative marketing methods, Tesla 
has been strengthening its position in the EV industry in China by product variation and marketing 
adaptation such as penetration pricing, additional charging stations, racing events, showroom parties 
and more. Fortunately, Tesla obtained permission to set up a manufacturing plant in Shanghai so the 
US-China trade war and its resultant tariffs would not adversely impact Tesla (Rapier, 2020). 
Moreover, Tesla has a strong brand name, deep pockets and cutting-edge technology. However, 
China’s $60 billion EV market is dominated by Nio with a 28% market share, while Tesla has a 30% 
market share (Oberoi, 2020). Tesla faces many small local competitors such as Nio, WM Motors and 
Xpeng, as well as large multinational ones like Ford, Nissan and BMW. This case study describes 
Tesla and its key competitors’ product, pricing, distribution and communication strategies in the 
context of competitors, the target audience and other environmental factors.  
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When Nike introduced its environmentally friendly shoe called “Considered”, CEO Mark Parker 
announced, “Sustainability is the future of Nike” (Nike 2009). The initiative was a joint project with 
a non-profit organization, the product was created with sustainable materials, and the shoe was 
created by its top designers, winning several design awards. The launch was a large event in New 
York City and Nike quickly began a huge viral marketing campaign for Considered. For the world’s 
largest shoe company, introducing a new shoe was something for which they were normally 
successful. However, within 12 months of its launch, Considered was discontinued due to low sales 
(Jana 2009). Today, you can find Considered shoes only on ebay and no mention of it anywhere on 
nike.com. 
 
Nike Considered is just one example of a big brand failing to successfully introduce a sustainable 
product. And while the $36 billion Nike brand is normally successful at launching athletic shoes 
(Forbes 2019), I propose that Nike failed with Considered because consumers did not see its efforts 
as authentic. Thus, while Nike may be authentic in the world of sneakers, Nike Considered was not 
authentic in the world of sustainability. This is increasingly relevant, as authenticity plays an 
important role in consumer decision-making and is prominent in consumer’s minds. Indeed, 90% of 
consumers say authenticity matters when deciding what brands to support (DeGruttola 2019). 
However, while authenticity is one of the most prevalent buzzwords for managers and academics 
(Becker et al 2019, Morhart et al. 2015), there is no empirical research on authenticity of existing 
brands and the purchase considerations of sustainable products. 
 
My research examines the launch efforts of brands around sustainable products and practices. I 
demonstrate that large brands face unique challenges that small brands may not encounter. I argue 
that these challenges are due to the consumer association of large brands with profit centricity which 
is perceived as inauthentic. This creates a paradox around sustainable business based on the rationale 
that profit seeking as a motive is regarded as “fundamentally incompatible with social good” 
(Bhattacharjee et al 2017, p.2). Thus, a conflict emerges from the prevailing measure of success in 
business around “making more” (i.e. more profit, production) against the core of sustainability which 
is focused on “taking less” (i.e. less energy, chemicals, materials). Moreover, I propose that the 
paradox between profitability and sustainability is further amplified as the brand is perceived as 
bigger, negatively impacting both authenticity and purchase intent. 
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I propose that the key to an effective sustainability-centric launch is perceived authenticity by the 
consumer. Research has shown that a central feature of authenticity is a perceived motive that is 
genuine and sincere (Gilmore and Pine 2007). For example, Nike is a big brand known for its strong 
profits and dominance in the athletic shoe category. However, I infer that Nike Considered was not 
authentic because Nike’s largess of profitability was not congruent with the more socially involved 
motivations expected of sustainability. Importantly, many big brands may face similar challenges as 
they try to introduce sustainable products. Understanding this phenomenon is crucial, as the 
paradigm shift towards environmental sustainability in business indicates the “green consumer” is no 
longer a niche market. Indeed, as consumers increasingly seek sustainably focused products, 
environmental sustainability has evolved from a trend into today’s business reality. In 2018, $128.5 
billion was spent on sustainable consumer products making up an impressive 22% of total store sales 
(Nielsen 2018). Sustainable products are also a key source of revenue growth: 50% of CPG growth 
from 2013 to 2018 came from sustainability marketed products, 90% of categories saw sustainability 
marketed products outperform the overall product category, and sustainable products grew five times 
faster than conventional products in the last five years (IRI 2018, Whelan and Kronthal-Sacco 2019). 
However, much of the growth in sustainability has been focused on smaller brands, with $22 billion 
in sales transferred from large to small brands from 2001-2016 (Daneshkhu 2018). This does not 
signal a good future for big brands. While large brands currently control the majority of market 
share, their growth rates have not kept up with the impressive growth of small brands. 
 
In my research, I show that a negative bias exists towards big brands and their sustainability efforts 
that leads to an authenticity deficit. In my work, I operationalize brand size under the construct of 
brand dominance, which is defined as the brand with the largest market share or a strong association 
between the parent category and a branded product (Shamsie 2003). While previous research has 
shown that consumers have generally positive beliefs and attitudes towards brands they perceive as 
big or dominant in a category (Carpenter and Nakamoto 1989, Kamins et al 2003), my research 
shows the opposite effect with dominant brands in the context of sustainability. Importantly, this 
work exposes how this deficit can be attenuated when dominant brands adopt sustainability efforts 
that show a profound commitment towards sustainability. 
 
Thus, in identifying the negative bias of consumers towards dominant brands introducing sustainable 
products, my findings underscore the importance of sustainability initiatives that demonstrate an 
increased commitment to recover from an authenticity deficit. 
 
For sustainability efforts, I theorize that strong brand dominance will lead to lower purchase intent 
compared to weak brand dominance. This is in contrast to the majority of the marketing literature 
which is predominantly positive in highlighting the advantages of strong brand dominance (i.e. 
“brand dominance”). Such research shows consumers more positively evaluate dominant brands 
with brand extensions (Herr et al 2001), consumers infer quality with brand dominance (Hellofs and 
Jacobson 1999), and consumers experience lower risk perceptions and psychological benefits with 
dominant brands (Kamins et al. 2003). As such, brand dominance can minimize failure, enable 
brands to more successfully enter new categories, and dictate what attributes other brands must have 
in the category (Carpenter and Nakamoto 1990). Empirical evidence has shown positive correlations 
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between brand dominance in a category and perceptions of fit, brand attribute, and brand quality 
(Barwise and Ehrenberg 1985, Castleberry and Ehrenberg 1990). In examining how consumers 
delineate brand dominance, previous work by Herr et al. label brands within the category as strong 
brand dominant or weak brand dominant. 
 
When consumers evaluate sustainability initiatives, I theorize that the traits associated with 
dominance may predispose consumers to question authenticity. Researchers have investigated a 
yriad of antecedents for a brand to proclaim itself as authentic, identifying more than 25 qualities 
that can contribute to or reflect authenticity (Spiggle et al 2012). Such efforts on authenticity have 
studied traits such as sincere (Beverland 2006), moral (Leigh et al 2006), symbolic (Culler 2981) and 
iconic (Grayson and Martinec 2004). For sustainability efforts, my work focuses on the perceived 
motive of the brand as a key consideration towards an authenticity evaluation. Previous literature has 
demonstrated that critical to achieving authenticity with corporate social responsibility is being 
linked to a commitment motivated beyond profits (Alhouti et al 2016). This is tied to a perceived 
conflict between business profit and societal good, such that profit-seeking firms are perceived as 
harmful to society (Bhattacharjee et al 2017). Moreover, given the perceived success that a dominant 
brand may represent, this conflict of profit and society may be further amplified. Thus, financial 
success is tied to a profit motive, which diverges from the more sincere motive required for 
authenticity. This is rooted in a perceived incongruence between profitability, which strong 
dominant brands represent, and societal good, which sustainability is focused on. As such, an 
authenticity deficit arises out of the paradox between sustainability (i.e. taking and making less) and 
the idea of successful business. 
 
For brands, I argue that the dominance of a brand works against its ability to appear authentic with 
regard to sustainability and leads to an authenticity deficit. This is based on the perceived conflict of 
profit and societal good, where authenticity lessens as perceived profitability increases and the brand 
is seen as more dominant in a category. Thus, strong dominant brands will be perceived as more 
motived by profit due to their success, which is the main antecedent to the authenticity deficit. 
 
As more brands implement sustainability efforts, understanding its meaning is essential. 
Sustainability is defined by initiatives around the nature of the product (i.e. recyclability) and the 
process by which it was produced (i.e. materials or resources used to make the product) (Gielsen et 
al 2018). However, there are at least 41 different definitions of sustainability in the literature that the 
author was able to locate. Such language around sustainability is regularly used interchangeably with 
terms such as green, ecological, eco-friendly and environmental. More importantly, sustainability is 
often seen as under the umbrella concept of corporate social responsibility, a broader concept that 
describes “a firm or brand’s commitment to maximize economic, societal and environmental well-
being through business practices, policies and resources” (Du et al 2011, p.1528). Such research has 
focused on brand alliances, corporate philanthropy, cause-related marketing and ethical consumption 
practices, while sustainability features inputs of social, environmental and economic considerations 
in product creation (Gielsen et al 2018). 
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Sustainability research within marketing has primarily focused on individual motivations to 
consume (Peattie 2010, Steg and Vlek 2009), decision-making and consumption contexts (Auger et 
al 2008, Henderson and Arora 2010), and product selection among sustainability considerations 
(Luchs et al 2010). However, while brands are increasingly leveraging their current brand equity to 
launch brand extensions with a sustainable or green focus, there is sparse research on the role of 
existing brands and sustainability. Indeed, while work on existing brands has shown that social 
sponsorships (Simmons and Becker-Olsen 2006) and cause marketing (Hamlin and Wilson 2004) 
can positively impact branding, sustainability related to the product itself of existing brands is 
relatively absent in the academic literature.While much of the marketing literature focuses on the 
positive aspects of brands adopting sustainability, there are challenges around the perceptions of 
the profitability they may evoke. This research posits that previous work showing incompatibility 
of profit and societal good further affirms to sustainability initiatives. Such stereotypes predispose 
consumers to be suspicious of profit-seeking firms, such that adopting better practices to impact 
society more positively is not expected to be profitable (Bhattacharjee et al 2017, Campbell 2007, 
Friestad & Wright, 1994). This negative bias is characterized by consumer generalizations that 
profit and societal good are in conflict because business is conducted in a zero-sum world (Aaker et 
al. 2010). While a large body of research documents how profit motives can help a society 
(Margolis et al 2007, Orlitzky et al 2003, Aguilera et al 2007), it is important to further explore 
consumer’s perceptions of a profit motive relative to the creation of sustainability products. 

 
Indeed, while consumer acceptance and use of sustainable products is on the rise (Nielsen 2018), not 
all sustainable products are viewed and purchased equally. Importantly, my work is the first 
academic research to examine the attributions consumers make towards dominant brands and their 
sustainability initiatives. Moreover, homing in on the importance of sustainability efforts of existing 
brands, and its links to the growing consumer focus on authenticity introduces a novel concept to the 
literature. 
 
For sustainability efforts, marketers of dominant brands might logically ask how they can overcome 
these negative barriers between brand dominance and authenticity. I propose that a remedy for the 
bias is to initiate efforts that fit the scale of the brand. This can be accomplished with sustainability 
initiatives that evoke a high level of commitment beyond the industry standard. Support for this 
assertion comes from findings of previous research. First, studies have shown that magnitude of a 
monetary commitment could be seen as an indicator of authenticity with philanthropic efforts 
(Alhouti et al 2016). Given that the magnitude of monetary commitment indicates authenticity with 
philanthropy events, it should follow that a greater sustainability commitment would indicate 
authenticity with sustainability efforts. Importantly, simple framing of efforts and green language 
claims cannot be perceived positively when the sustainability effort is not seen as sufficient by the 
consumer. Second, from the theoretical perspective of persuasion knowledge theory, consumers 
evaluate an act’s impact by assessing the work needed to solve the problem (Friestad and Wright 
1994). This ties to research showing that corporate social responsibility causes should be reasonably 
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correlated with the size of the company (Alhouti et al 2016). This reasoning could imply that the size 
of the sustainability initiative must be congruent with the size of the brand to be considered 
impactful. For example, if a large brand is doing what seems like a small project around 
sustainability, the consumer will likely not support this lack of a credible commitment. This may be 
seen as an inadequate attempt to solve the problem. As such, a profound commitment that signals 
that the brand is dedicated to sustainability will likely be better perceived by the consumer. 
 
An additional aspect of authenticity that deserves attention is perceived motive. Previous studies 
report that when consumers infer an act is motivated by business performance or financial gain, it is 
likely to be seen an inauthentic (Alhouti et al 2016). Thus, brand authenticity may emerge when the 
sustainability effort is perceived as beyond profit-centricity and public relations appearances. With a 
plethora of watchdog organizations, the ease of information gathering on the Internet, and the 
consciousness of the consumer, false attempts to appear sustainable will likely be apprehended 
(Lynn and Montgomery 2013). Thus, to demonstrate a genuine undertaking and signal a motive 
beyond profits, dominant brands must initiate efforts with extensive levels of change showing a 
sincere commitment. This implies that dominant brands cannot introduce one sustainable product 
extension and expect consumers to believe they are authentic. Importantly, dominant brands often 
control the majority of distribution, sales and budgets. As such, it is conceivable that successful 
implementation of sustainability practices can truly help the environment and create positive change. 
 
I suggest that the level of the sustainability initiative and its commitment shown by the brand can 
moderate the challenges of dominant brands. Thus, dominant brands are more likely to succeed by 
transforming their initiatives to match the scale of the brands to meet authenticity expectations. As 
such, dominant brands can be successful in the sustainability arena with higher scale efforts that 
have a profound commitment. 
 
In Experiment 1, I tested the proposition that a strong dominant brand will have lower purchase 
intent compared to a weak dominant brand with the same sustainability initiatives. In particular, I 
use the scenario of a fictitious athletic footwear brand that is launching a new line of eco-friendly 
sneakers. The only difference between the scenarios is the position of the sneaker brand in the U.S. 
market. I randomly assigned participants to one of two conditions: strong dominant brand or weak 
dominant brand. In the strong dominant brand condition, the brand was a large sneaker brand in the 
United States. For the weak dominant brand, the brand was a small sneaker brand in the United 
States. Participants were then told that the sneaker company was planning a launch and was doing 
pre-testing for consumer opinions of their sustainability effort. Notably, the language used in the 
scenario was based on an audit of the athletic shoe category and new practices being used by various 
producers to ensure believability. After reviewing the stimuli, all participants were asked about their 
purchase intent. Additionally, to make sure there were no perceived quality differences, all 
participants were asked to assess performance of the new sneaker. The results showed that purchase 
intent was lower for the large sneaker brand (Mlgsnker = 6.70) than for the small sneaker brand 
(Msmsnker = 7.42). I conducted an ANOVA with brand as the predictor variable and purchase intent 
as the dependent variable and found that this difference was significant (F(1, 113) = 5.1, p =.02). 
Additionally, to rule out any alternative hypotheses around perceived quality differences, I tested the 
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difference in expected performance of the sneaker and the performance measures were not 
statistically different (Msms= 6.65 vs. Mlgs= 6.84, F(1, 113)= 0.43, p =.513). In summary, the results 
of Experiment 1 demonstrate that individuals have lower purchase intent for a strong dominant 
sneaker brand compared to a weak dominant sneaker brand. The only difference was the relative size 
of the sneaker brand in the marketplace. Thus, the significant difference in purchase intent is not 
driven by any specific branding references, but rather, the perception of the brand size in the sneaker 
category. This may then raise the questions – why does a strong dominant brand have lower 
purchase intent? And would this effect hold in non-sustainability efforts? In Experiment 2, I seek to 
answer these questions the mechanism driving the effect. 
 
In Experiment 2, I introduce a 2 Product (Non-Eco, Eco) x 2 Dominance (Strong brand, Weak 
brand) scenario. This will isolate whether this phenomenon is for all strong dominant brands or for 
sustainability initiatives of strong dominant brands. I hypothesized that the negative associations of 
brand dominance were related to sustainability efforts but were not be related to non-sustainability 
focused efforts. Furthermore, to gain insight into the mechanism behind this effect, I also measure 
perceptions of authenticity. I randomly assigned participants to one of four conditions in a 2 Product 
(Non-Eco, Eco) x 2 Dominance (Strong brand, Weak brand) design. 
All participants evaluated a new type of coffee from a coffee producer. Participants in the non- eco 
product conditions were told that a coffee producer was testing plans to launch its new ‘Special 
Roast’ line of coffee. No mention of sustainability was included in the stimuli. 
 
However, participants in the eco-product conditions were told that a coffee producer was testing 
plans to launch its new ‘Special Roast’ line of sustainable coffee. For brand dominance, the coffee 
provider was either the largest coffee brand in the supermarket (strong brand dominance) or a small 
coffee brand in the supermarket (weak brand dominance). Similar to previous studies, after 
reviewing the stimuli, participants were also asked to rate their purchase intent. 
 
Additionally, to gain insight into the mechanism behind the effect, all respondents answered 
questions on their perceived authenticity of the concept. The questions were collapsed into a single 
measure of authenticity (α=0.92). Additionally, a confirmatory factor analysis indicated the five 
questions of the authenticity scale explained 75% of the total variance. The five items loaded onto 
one factor and all had factor loadings greater than .85. All five items were also significantly 
correlated at the .01 level. The results showed a significant interaction between brand dominance 
(strong vs. weak) and product type (eco vs. non-eco) on purchase intent, F (1, 182) = 4.64, p=.03. As 
was observed in the previous experiments, purchase intent was lower with eco-products for the large 
coffee brand compared to the small coffee brand (Mlargeeco = 6.89 vs. Msmalleco = 7.74, t(90)=-
2.3, p=.02). However, when the product did not involve any mention of sustainability (non-eco 
condition), there was no statistical difference between the large and small coffee brand 
(Mlargenoneco = 7.33 vs. Msmallnoneco= 7.04, t(88)=.76, p=.44). This confirms the hypothesis that 
a negative bias towards strong dominant brands is uniquely associated with sustainability initiatives. 
Additionally, results revealed a significant interaction between brand dominance and product type on 
authenticity, F(1,182) = 5.69, p=.001. With an eco product, results revealed lower authenticity for 
the strong dominant brand compared to the weak dominant brand (Mstrongeco = 6.60 vs. Mweakeco 
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= 7.71, t(90)=-3.66, p<.000). However, when there was no mention of sustainability in the scenario, 
there was no statistical difference in authenticity between the strong and weak dominant brand 
(Mstrongreg = 7.32 vs. Mweakreg = 7.11, t(88)=.5, p=.40). To further examine the role of 
authenticity, I conducted a moderated mediation analysis (Hayes 2018, Model 8) examining whether 
the interaction between product type (non-eco vs eco) and brand dominance (strong vs. weak) on 
purchase intent was mediated by authenticity. Results showed a significant model of moderated 
mediation (β = -.63, SE = .18, 95% [CI = -.9914 to -.2581]). More specifically, for eco products, 
brand dominance mediated authenticity, which in turn affected purchase intent (β = -.3, SE = .14, 
95% [CI = -.8153 to - .2456]). However, for non-eco products, brand dominance did not mediate 
authenticity, which in turn did not significantly impact purchase intent (β = .09, SE = .12, 95% [CI = 
-.1317 to .3308]). This shows that with eco-products, there is a negative bias of strong dominant 
brands. However, with non-eco products, there is no significant difference based on brand 
dominance. Importantly, the difference in purchase intent for eco products between strong and weak 
dominant brands is driven by perceptions of authenticity. This mechanism shows that the strong 
dominant brand is impacted by lower authenticity, leading to lower purchase intent. However, this 
mechanism is not significant with the non-eco products, such that authenticity is not statistically 
different for strong and weak brands. Importantly, this isolates the phenomenon of an authenticity 
deficit with strong vs. weak dominant brands with only eco-focused products.  In Experiment 3, I 
further examine the negative bias towards strong dominant brands to understand the antecedents that 
impact lower authenticity. Thus, Experiment 3 tests for serial mediation through perceived motive 
and authenticity. Perceived motive in this research is seen as the consumer’s perception of how 
profit driven the brand is with their sustainability initiative. 
Previous research has shown profit seeking motives as harmful and incompatible with social good 
(Bhattacharjee et al 2017). Additionally, scholars have noted that for social and environmental 
causes, initiatives are more likely to be perceived as inauthentic when consumers see a business 
performance motivation. As such, if the effort is seen as a way to increase profits, it loses its 
authenticity (Alhouti et al 2016). Thus, I hypothesize that strong (vs. weak) dominant brands will be 
seen as more driven by profit goals. Additionally, this heightened profit motive will lead to 
decreased authenticity. The scenario of a real estate service was specifically constructed because it is 
a service provider. This was to rule out any alternative hypotheses regarding products vs. services. 
For the experiment, I randomly assigned participants to one of two conditions: strong or weak 
dominant brand. In both conditions, participants were introduced to Landmark Realty, a real estate 
brand that was introducing a new “Move In & Use Better” program. In the strong dominant brand 
condition, participants were told that Landmark Realty was “a huge global network,” while in the 
weak dominant brand, Landmark was “a small real estate provider.” Participants were then provided 
the same scenario about a new initiative from Landmark Realty involving sustainability efforts. 
Similar to previous experiments, participants were then asked to rate their purchase intent and 
authenticity. Additionally, respondents were asked to rate their perceived motives of the company 
(“What do you think the motive is for Landmark Realty for this project initiative?”). For results, 
similar to previous experiments, purchase intent was lower in the strong brand condition (Mstrong= 
7.67) than in the weak dominant brand condition (Mweak = 8.80). This difference was significant 
(F(1,102) = 9.72, p=.002). Also, authenticity was lower in the strong brand condition (Mstrong= 
6.88) than in the weak dominant brand condition (Mweak = 8.51). This difference was significant 
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(F(1,102) = 16.8, p.<000). I also predicted that participants in the strong (vs. weak) dominant brand 
condition would see the brand as more focused on profit. Consistent with this prediction, the 
perceived profit motivation was significantly higher in the strong dominant brand condition 
(Mstrong = 6.76) vs. the weak dominant brand condition (Mweak = 5.73). This difference was 
significant (F(1,102) = 4.1, p.=.04). Additionally, a serial mediation analysis was conducted (Hayes 
2018, Model 6). As expected, I found a significant indirect effect for the mediation path through 
perceived motive and authenticity. These results show that a strong (vs. weak) dominant brand leads 
to a higher perceived profit motive, which in turn enhances the extent to which authenticity is 
lowered, ultimately leading to lower purchase intent. 
 
In Experiment 4, I explore how the negative impact of strong brand dominance can be attenuated. To 
do this, I explore levels of commitment. Importantly, all initiatives and efforts represented thus far 
have been based on current industry norms. They are the prevalent scale of efforts when brands 
implement sustainability projects, based on an audit of current brand websites and ESG reports. 
Given this industry norm is the “standard” commitment, this experiment will explore perceptions of 
“profound” commitment. I suggest that strong dominant brands have to implement more credible 
and profound initiatives around sustainability. For example, many consumers have become 
habituated to brands introducing new green products, to brands communicating different 
sustainability efforts, and to brands attempting to improve some of their packaging. This is the 
current “standard” level of commitment or the industry norms. For example, the current goal for 
Pampers is 30% less diapering materials (“P&G Environmental Sustainability,” 2019.) the current 
sustainable shoe marketed by Nike includes 50% recycled fiber (“Nike Sustainable Footwear,” 
2019), and the current recycled materials in packaging for Coca-Cola is 30% (“2018 Coca-Cola 
Sustainability,” 2019). In contrast, a profound commitment could be perceived by consumers when 
brands make much more significant change that is seen as credible and sincere. For example, this 
would potentially include efforts with much higher than average recycled materials, more complex 
change for water sourcing, or further dedication by the entire brand to be truly sustainable. 
Therefore, I hypothesize that the difference between a “standard” and “profound” commitment is a 
key moderator of the negative bias towards strong dominant brands. I predicted that when consumers 
of both strong and weak dominant brands were shown sustainability efforts that had a profound 
commitment (compared to the standard commitment), they would infer that the brand was authentic, 
and as a result, would increase purchase intent levels. Therefore, the present experiment tests for 
moderated mediation. For experiment 4, I randomly assigned participants to one of four conditions 
in a 2 brand (strong vs. weak dominance) x 2 commitment (standard vs. profound) design. All 
participants evaluated a fast-causal restaurant. Participants in the strong dominant brand condition 
were informed about an announcement from “the largest fast casual restaurant in the world”, while 
in the weak dominant brand condition, the announcement was from “a small fast causal restaurant.” 
For the level of commitment, the standard condition included changes of 30%, while for the 
profound commitment condition changes were 100. For the questionnaire, similar to previous 
experiments, all respondents were asked to rate their perceived authenticity and purchase intent. The 
data revealed a significant interaction between brand (strong dominance vs. weak dominance) and 
level of commitment (standard vs. profound) on purchase intent, F (1, 174) = 6.9, p=.009. As was 
observed in the previous experiments, purchase intent was lower with standard commitment for the 
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strong vs. weak dominant brand (Mstrongstd = 7.60 vs. Mweakstd = 8.70, t(87)=-2.8, p=.007). 
However, when the commitment was profound, there was no statistical difference between the 
strong and weak dominant brand (Mstrongpro = 9.11 vs. Mweakpro = 8.82, t(87)=.84, p=.41). 
Additionally, the data revealed a significant interaction between brand dominance and level of 
commitment on authenticity, F(1,174) = 3.8, p=.012. With standard commitment, previous results 
were replicated such that participants reported lower authenticity with the strong vs. weak dominant 
brand (Mstrongstd = 6.30 vs. Mweakstd = 7.26, t(87)=-2.4, p=.018). However, when the 
commitment was profound, there was no statistical difference between the strong and weak 
dominant brand (Mstrongpro = 7.64 vs. Mweakpro = 7.05, t(87)=1.4, p=.157). Lastly, I conducted a 
moderated mediation analysis to test the predicted relationship of commitment level (standard vs. 
profound) and brand (strong dominance vs. brand dominance) on purchase intent through the 
mediator of authenticity. Results showed a significant model of moderated mediation (95% CI 
[.0110 to .3237]). More specifically, for standard commitment, brand dominance mediated 
authenticity, which in turn affected purchase intent (95% CI [-.2036 to -.0051]). However, for 
profound commitment, brand dominance did not mediate authenticity, which in turn did not 
significantly impact purchase intent (95% CI [-.0154 to .1596]). This shows that for standard 
commitment, the presence of a strong dominant brand decreases purchase intent by negatively 
impacting authenticity. However, for profound commitment, the presence of a strong dominant 
brand does not have the negativity bias, and thus, brand dominance (strong vs. weak) does not 
significantly impact authenticity or purchase intent. Overall, this experiment shows that when the 
moderator of commitment (standard vs. profound) was introduced, there was a significant interaction 
with purchase intent and authenticity. This shows that a strong dominant brand can attenuate the 
negative bias with its sustainability efforts with an initiative that is perceived as profound. Profound 
signifies a credible commitment by the brand with sustainability. These results show that in order to 
achieve authenticity, strong dominant brands cannot simply do the standard commitment. 

General Discussion 

The growth of sustainability is widespread across categories and industries with more than $1 trillion 
in opportunities for brands that can effectively launch sustainable products (“Unilever Growth,” 
2019). However, much of the growth in sustainability has been focused on smaller brands. 
According to a recent study by Boston Consulting Group, $22 billion in sales was transferred from 
large to small brands from 2011-2016 (Bokkerink et al 2017). While there may be more than one 
reason for the decline, one commonality across many small brands is the sustainability mindset. 
Importantly, this shift has created a crisis for many large brands trying to remain successful, as 
consumers focus on environmental concerns, sustainability and social agendas (McRonskey et al 
2019). 
These experiments identify reasons for the negative bias and establish suggested remedies for 
authenticity, and ultimately, purchase intent. Indeed, acknowledging that consumers have a different 
expectation of strong vs. weak dominant brands is important to remedying the authenticity deficit. In 
previous decades, consumers may have accepted “pitches” or promises from brands stating they 
were making the world a better place. Today’s consumer wants real change that shows a sizeable 
commitment. Thus, consumers are asking big business to implement considerable change (Porter and 
Kramer 2011) and brands need to do so. This research serves as an objective review that a negativity 
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bias does exist with strong dominant brands, but it can be attenuated with actions that remedy the 
authenticity deficit. Additionally, it also should be seen as a “wake-up call” to understanding the 
gains that large firms or brands can bring to society in the landscape of the current “big as bad” 
outlook. 

Relevance to Marketing Educators, Researchers and Practitioners:  

This research has implications for marketing management. First, the findings establish a negative 
bias by the consumer towards strong dominant brands with sustainability initiatives. Specifically, 
strong dominant brands are seen as less authentic brands with initiatives in the sustainability arena, 
which hurts purchase intent. My findings suggest that strong dominant brands can no longer depend 
on their previous brand value with today’s market wanting a sustainable product. In order to 
successfully position themselves and overcome the negative associations with being big, strong 
dominant brands need to ensure authenticity with unparalleled actions. For example, many 
consumers may question brands introducing a single new green product, brands communicating 
different sustainability efforts, and brands attempting to improve some of their packaging. These 
initiatives are often side projects created by brands to appear environmentally friendly. For example, 
Ziploc introduced a compostable Ziploc bag after consumer complaints about its single use plastic. 
However, the batch was small and the compostable bags were nearly impossible to find in stores. It 
wasn’t until social media exposed SC Johnson, the parent company of Ziploc, that it started to look 
into mass distribution (Northrop 2019). Unfortunately, many were not surprised. Scholars argue that 
many brands have half-embraced sustainability and corporate social responsibility mostly for its 
branding, public relations, and legal value (Ales 2009). However, such efforts are increasingly short 
lived and met with consumer skepticism.   
 
Importantly, what is being done today by many of the dominant brands needs to evolve to a new 
industry norm. I propose that devoting prominent effort towards a “major commitment” will be 
needed to achieve authenticity with the consumer. As such, brands need to rethink their 
sustainability agendas at each level of development. Moreover, overcoming the negative bias 
surrounding strong dominant brands is not only important for big brands, but also has big 
implications for society. Indeed, some may suggest that a danger with the current landscape is that 
big brands may be deterred from making improvements in the first place, with unfortunate results for 
society (Lyon and Montgomery 2015). Recognizing large brands as the engines of progress and 
prosperity that they are can help in ways small brands cannot. Recent empirical evidence reports that 
“on virtually every meaningful indicator, including wages, productivity, environmental protection, 
exporting, innovation, employment diversity and tax compliance, large firms as a group significantly 
outperform small firms.” (Atkinson and Lind 2018, p.63). Thus, when big firms and big brands 
transform, big change can happen. Research has shown that unprecedented CSR and sustainability 
efforts are driven not just by ideological thinking that corporations can be a positive force for social 
change, but more by the multi-faceted success that business and society can reap from their CSR 
endeavors (Du et al 2013). 
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Amazon: A Maze Through China – An 
International Marketing Case Study 

 
Omar Díaz Rios, odiazrio@students.kennesaw.edu 

 

ABSTRACT 
Amazon is an e-commerce technology company best known for its fast-delivering time and for being 
one of the tops of the big four technology companies in the United States. Despite its success in the 
U.S. and several countries abroad, it has struggled to succeed in China since 2004 where Alibaba and 
JD.com control 82% of the market. This is due to Amazon failing to compete with Alibaba and 
neglecting to acclimatize their online offers to appease Chinese customers’ preferences. An example 
of this is that Alibaba has its own payment system called Alipay, while Amazon had yet to include its 
own and unique payment system in China. Another example is something as small-scale as Amazon’s 
website. Alibaba's and JD websites are bright, colorful that incorporate a collection of ads, while 
Amazon’s is simple and minimalistic -- a design that appeases American preference (Martin, 2019). 
Overall, this gives Alibaba and JD an increased and extensive apprehension of Chinese local tastes. 
Following, China’s e-commerce industry is amongst the largest in the world with $1.935 trillion in 
revenue (Williams 2019). However, Amazon has recently had to shut down its distribution centers in 
China due to being unprofitable and stagnant. (Dastin, 2019). Another reason for Amazon's downfall 
in China was due to numerous government regulations placed on them, from a limit on cloud services 
to taxes (Essays, 2018). This Case Study explores the challenges that Amazon faced in competing 
against Alibaba and JD.com in China and why it could not replicate its success in the United States. 
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Zara: Facing Fast Fashion Challenges in China:  
An International Marketing Case Study  
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ABSTRACT  
Zara is one of the largest international fashion companies founded in Spain in 1974 with brand value 
of $18, 424 million and global revenues of $ $28.22 billion in 2018. Zara entered China in 2006 to 
compete in its $5.58 billion fast fashion market. (Ge, 2018) China is an attractive market with a GDP 
of $13.6 trillion, growing at 5.9% (World Bank, 2019). Zara’s fast fashion typically appeals to young 
college students and the middle class whose income is between $7,250 to $62,500, representing 
about 39% of the population (Cyrill, 2019). In China, Zara targeted young women entering the work 
force who are looking for timeless Asian style clothing that is affordable yet high-quality. However, 
the fast fashion industry has been declining in China due to a number of reasons: high shipping 
costs, high levels of competition influenced by customization, fast paced rotation of designs, e-
commerce, and cultural values of the Chinese consumer including being a highly collectivist 
society.  Moreover, local Chinese stores are moving upmarket by offering more affordable clothing 
with a higher perceived value and this has also affected Zara.   
 
This case study provides an overview of China and its fast fashion industry, consumer preferences, 
competitors and the cultural as well as socio-economic context in which Zara needs to compete.  An 
analysis of Zara’s current marketing strategy in China provides insights into how it should change its 
marketing mix in order to succeed.    
   
Keywords: Zara, China, fast fashion, international marketing, case study, marketing strategy, 
emerging market.  
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ABSTRACT 

Mobike, the world’s first cashless and station-free bicycle service, launched in Shanghai in 2016 and 
now operates in over 19 countries including India (Khanna, 2017). Growing urbanization has led to 
increasing traffic congestion and pollution in most large cities around the world. Recently, there 
have been increasing calls for more sustainable transportation methods and one solution that is 
becoming popular is bike-sharing. The global bike ride-sharing market is projected to be worth 
around $8.6 billion in the next year with a compound annual growth rate (CAGR) of about 6.5% 
over the next 5 years (Wagner, 2018). Mobike aims to reduce congestion, create a greener 
environment, solve short-distance connectivity problems, and improve the quality of life for 
everyone with efficient and inexpensive alternative transportation methods. Mobike entered India in 
2018, a seemingly attractive market given the low ownership of vehicles and the many transportation 
and traffic problems. With 30% of India’s 1.2 billion population living in dense urban areas, mass 
amounts of traffic congestion is costing cities roughly $22 billion a year (Tandon, 2018). Despite the 
need for short and mid-distance mobility within urban areas in India, Mobike is facing major 
challenges such as heavy competition, sustainability issues due to the littering of broken bike parts, 
government regulations, etc. Moreover, Indian consumers perceive biking to be for the poor (Chen, 
2018). This case study examines the economic and cultural context of the bike share market in India 
to propose changes in Mobike’s marketing strategy to help it succeed. 
 

Keywords: Bike ridesharing, India, Marketing Strategy, Sustainability, Connectivity, Transportation, 
Quality, Cashless, Station-free, Emerging Markets, International Marketing, Case Study. 
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Introduction  
Growing consumer awareness related to ethical and environmental impacts of apparel production has 
led to an increasing demand for sustainable apparel. Creyer and Rose (1997) stated that consumers’ 
interpretation and reaction towards environmental and ethical issues is equally important just as 
business decision-makers deal with ethical issues; as such, consumers’ expectations, evaluation and 
satisfaction on sustainable apparel consumption may have a profound impact on the apparel 
business. One of the most pressing problems facing the apparel industry is how to promote 
sustainable apparel products that use eco-friendly resources while minimizing any undesirable 
environmental effects of the product’s life cycle (Schor, 2005). Given this concern, today’s 
consumers still hesitate to purchase sustainable apparel (Bodur, Duval, and Grohamn, 2015); this 
indicates a need to persuade consumers to purchase more sustainable apparel. One of the most 
effective marketing strategies to guide consumers in purchasing sustainable apparel is how to 
effectively frame advertising messages. Such a message framing strategy can produce cognitive and 
emotional responses that could result in different behavioral responses. The other factor contributes 
to environmental sustainability literature is the consumers’ willingness to pay premium price when 
shopping for sustainable apparel. Construal level theory and attribution theory may explain how 
positive emotion affects consumers’ willingness to pay price premium when purchasing sustainable 
apparel (Yuan & Dennis, 2014). Thus, this study examines the effect of sustainable message framing 
and consumers’ willingness to pay premium price for sustainable apparel on consumers’ evaluations 
of brand equity. Although the congruity or incongruity between message-framing and consumers’ 
willingness to pay premium price for sustainable apparel products has been discussed to be partially 
responsible for consumers’ evaluations of brand equity, little research has explored such idea. 

Literature Review 

The study’s conceptual framework resulted from combining construal level theory (CLT) (Labroo & 
Patrick, 2009) and attribution theory (Gotlieb & Sarel, 1992) with two streams of research; framing 
effect (Jin, Zhang, & Chen, 2017) and brand equity (Aaker, 1996). According to CLT, an individual 
relates the psychological distance to a future event to his or her mental representation of that event as 
an abstract or concreate idea (construal level). That is, the more distant the future consequence is, the 
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more likely to be perceived in an abstract form (i.e., high level construal). In contrast, the closer the 
future consequence is, the more likely to be perceived in a concreate form (i.e., low level construal). 
Consumers tend to be less concern about the future if they construe future consequences framed 
messages) to be far from the present. On the other hand, consumers tend to be more concern about 
the future if they construe the future consequences to be close to the present (Labroo & Patrick, 
2009). In addition, framing effect literature demonstrates that depending on how messages are 
framed, human emotion could be differed either positive or negative, causing different brand’s 
evaluation or decision (Jin et al., 2017). Yan, Dillard, and Shen (2012) denotes that positively 
framed message is germane to positive emotion such as “happiness,” whereas negatively framed 
message is related to negative emotion “fear,” and the positive emotion bring out more favorable 
outcome on brand’s evaluation than negative emotion. Thus, the message framing technique can be 
employed to further explain how individuals feel about sustainability issues and sustainable apparel 
by encouraging to evaluate them depending on framed messages. Furthermore, attribution theory 
suggests that an interaction between different types of advertisements and different levels of price 
could have an effect on the evaluation of brand equity as measured in terms of quality and credibility 
(Gotlieb & Sarel, 1992). Therefore, three hypotheses are proposed: 
H1: Consumers’ evaluations of brand equity will be more favorable when sustainable messages are 
framed positively as compared to when they are framed negatively. 

H2: Consumers’ evaluations of brand equity will be more favorable when they display a high degree 
of willingness to pay a premium price as compared to those who display less degree of willingness 
to pay premium price. 

H3: There will be an interaction effect between message frames and consumers’ willingness to pay a 
premium price on consumers’ evaluation of brand equity. 

Method and Results 
A 2 (Message Frame: Positively vs. negatively) x 2 (Consumers’ Willingness to Pay 
Premium Price: Less vs. More) hybrid factorial experimental design was employed. The study 
employed a scenario-based survey method that provided environmental sustainability messages that 
were framed either positively or negatively by focusing on either desirable or undesirable outcomes 
related to purchasing sustainable apparel. In terms of consumers’ willingness to pay a premium 
price, the participants were asked to consider their willingness to the pay premium price when 
shopping for sustainable apparel on five 7-point Likert-type scale items; then the median split for 
this construct was employed to classify the participants into either “less willing to pay premium 
price (LWP)” (M < 4.19) to “more willing to pay premium price (MWP)” (M ≥ 4.19) category. 
Dependent variables include three dimensions of consumer-based brand equity; perceived brand 
credibility, perceived quality, and brand loyalty and were measured using the 7- point Likert-type 
scale. These measures were adapted from existing literature (e.g., Erdem & Swait, 1998). A self-
administered survey was conducted using college students in a classroom setting at mid-sized 
southeastern University, U.S.A. A total of 110 useable responses were collected. The reliability of 
all measures ranged from 0.80 to 0.86. Also, manipulation checks were conducted via the use of two 
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single-item 7-point Likert-type scales assessing participants’ evaluations of the environmental 
sustainability messages whether they were believable and realistic. The majority indicated that the 
positively framed (PF) and negatively farmed (NF) messages were believable (MPF = 4.81 vs. MNF 
= 4.34) and realistic (MPF = 4.76 vs. MNF = 4.88). A series of analysis of variance (ANOVA) tests 
were carried out to test all hypotheses. Results showed that the main effect of message framing had 
an impact on two dimensions of brand equity; perceived brand credibility (PBC) (F = 5.14, p < .05) 
and perceived quality (PQ) (F = 3.97, p < .05). A Tukey’s honestly significant difference (HSD) test 
further revealed that consumers who viewed PF messages evaluated PBC and PQ (MPF = 4.71 vs. 
MNF = 4.37) significantly higher than those who viewed NF messages (PBC (MPF = 5.26 vs. MNF 
= 4.87; PQ: (MPF = 4.71 vs. MNF = 4.37). Thus, H1 was supported. In testing H2 and H3, ANOVA 
results also revealed that while there is a main effect of consumers’ willingness to pay premium 
price on all three dimensions of brand equity; PBC (F = 10.44, p < .01; MMWP = 5.34 vs. MLWP = 
4.79), PQ (F = 30.67, p < .001; MMWP = 5.01 vs. MLWP = 4.08), and brand loyalty (F = 33.17, p < 
.001; MMWP = 4.94 vs. MLWP = 3.79), the moderating role of willingness to pay premium price 
revealed no significant differences on three dimensions of brand equity. Thus, while H2 was 
supported, H3 was not supported. 

Discussion and Conclusion 
As brand equity is a pivotal asset for promoting sustainable apparel business, this study provides 
salient guide for practitioners as to how to create effective advertising messages for sustainable 
apparel. Results shows that participants who viewed positively framed environmental sustainability 
messages evaluated the credibility and quality of sustainable apparel higher than those who viewed 
negatively framed environmental sustainability message. When sustainable apparel businesses 
advertise their products, they should employ positive messages. In addition, participants who express 
their willingness to pay the price premium for sustainable apparel tends to evaluate credibility, 
quality, and loyalty higher than those who are less winningly to pay the premium price. This implies 
that consumers tend to believe that the higher priced product possesses better quality as compared to 
the lower priced product. However, the interaction effect between message framing and willingness 
to pay the premium price is not found. This study provides both theoretical and practical 
implications as to how to enhance brand equity for sustainable apparel through the use of message-
framing and price premium strategies. However, this study is subjected to limitations in terms of 
sample size. Replication of a such study is encouraged. 
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ABSTRACT 
E-commerce is a significant driver of supply chain innovation as customers are more acclimatized to 
purchasing everything from clothing to furniture online. As e-commerce continues to grow in the 
United States, supply chain managers should seek opportunities to improve the information 
symmetry between their organizations and financial institutions to fund supply chain growth. Extant 
research, however, indicates non-financial managers do not comprehend financial concepts and, as 
such, lack financial savviness for managing operational business processes. Subsequently, a firm’s 
operational financial performance may be vulnerable to a host of managerial psychological and 
sociological factors. Given prior research concerning the financial behavioral aspects of management 
on operational performance is almost non-existent in the supply chain literature as well as an over 
reliance on theories which assume rational agents, an opportunity exists to address this gap. Thus, 
this study seeks to understand the impact of corporate character, network of relationships, and 
competency to manage personal finances on supply chain financial performance in the context of e-
commerce. The study’s theoretical framework is based on Porter’s Value Chain Model which looks 
at the relationship between the manner in which a value activity is executed and the cost or 
performance of another. Research uses a mixed method approach consisting of in-depth interviews 
and surveys. The study contributes to the emerging literature of the influence of managerial financial 
behavioral qualities on a supply chain’s financial performance. Furthermore, the study provides 
supply chain management and financial institutions insights on financial behavioral aspects and their 
consequent impact.   
 
Keywords:  e-commerce, supply chain growth, information symmetry, behavioral finance, corporate 
character, network of relationships, personal financial management, supply chain financial 
performance, Value Chain Model. 
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Introduction 
Places associated with death, disasters and atrocities are popular tourist sites across the world. Dark 
tourist places do not endorse visitors clicking smiling selfies, chattering carelessly and making 
merry, yet they are growing in popularity (Chaturvedi, 2018) alongside overall growth in tourism. 
Visiting dark tourist sites with tragic past is apparently an emerging trend among Indian travelers, 
according to Thomas Cook India (Business Standard, 2019). Dark tourism in India enjoys a 
substantial Internet presence as well: a Google search for ‘dark tourism in India’ in July 2020 
produces more than 48 million hits. 
 
Dark tourism is defined as “the act of travel to sites associated with death, suffering and the 
seemingly macabre’ (Stone, 2006, p. 146), or alternately, as “visitations to places where tragedies or 
historically noteworthy death has occurred … that continues to impact our lives” (Tarlow, 2005, p. 
48). 
 
Most of the dark tourism research intended to unravel visitors’ emotions study immediate emotions 
of visitors, on coming out of the dark touristic sites (Biran et al., 2011; Yan et al., 2016). These 
studies have found that most common emotions felt by visitors are that of sorrow, sadness, horror 
and grief (Light, 2017). A few studies also discuss the positive emotions, such as national pride 
(Cheal & Griffin, 2013), sense of hope (Koleth, 2014; Nawijn & Fricke, 2015; Pezzullo, 2009; 
Sharpley, 2012), experienced by people on visiting dark tourism places. We argue that these short-
term or immediate emotions of visitors of dark tourism sites, largely negative with some positive 
specks, are insufficient to explain the popularity of dark tourism sites across the world. We fathom 
that in order to truly understand why people visit dark tourism sites, we need to understand how 
visitors look back at their visit to such places after some time has passed– what emotions do they 
recall, how does the visit make them think and feel in the long-term i.e. the long-term emotions and 
cognition on visiting a dark touristic site. The long-term emotional and cognitive impact of visiting a 
dark tourism site on visitors is an under-researched domain and thus is not adequately understood 
(Light, 2017). Through this research, we seek to unravel if the emotions and thoughts of visitors of 
dark tourism places change or shift as time passes and if this change/shift affects their reviews and 
recommendations of the place and also their future travel behavior.  
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Light (2017), on reviewing dark tourism, highlights that the dark tourism studies have been largely 
concentrated on the sites based in Europe, USA or Australia and that the research on dark tourism 
sites in developing world is limited (e.g. Friedrich & Johnston, 2013; Levey, 2014). Additionally, 
Yoshida et al. (2016) argue that the models for dark tourism, often found in western context rely on 
an education-entertainment continuum but do not fit well in the Asian context while Kang et al. 
(2012) suggests that the Eurocentric view of dark tourism doesn’t necessarily explain the Asian 
context in similar manner. Furthermore, dark tourism as a ‘western’ concept is often applied without 
sufficient reflection or critique to non-western contexts, where the relation between the dead and 
alive can take different forms due to cultural influences (Light, 2017). This brings us to acknowledge 
that there is a need to research dark tourism in non-western context where the research should 
account for local cultural differences.  
 
For the purpose of this study, we intend to unravel emotions associated with dark tourism in India, 
which fits well into the non-western, developing country context. India offers a number of dark 
tourism sites which are frequented by visitors from India and abroad. Jallianwala Bagh in Amritsar 
city of Punjab state in India is inarguably the most popular dark tourist site in the country (Dev, 
2019; Dey, 2018; A. Sharma, 2018). Jallianwala Bagh is known for the massacre of around 379 
people with over 1000 injured, when Acting Brigadier-General Reginald Dyer ordered the troops of 
British Indian Army to open fire at unarmed civilians who had gathered in Jallianwala Bagh Park to 
celebrate the Indian festival of Baisakhi and peacefully protest against arrest of two national leaders. 
Jallianwala Bagh in India, with its relevance to violent death and tragedy, presents unique 
opportunity to study dark tourism in India. A number of studies have studied Jallianwala Bagh for its 
historical importance like its importance as a juncture in Indian national movement (Tuteja, 1997), 
the British view on massacre (Sayer, 1991), the failure of minimum force policy of British army 
(Lloyd, 2010), or appropriate historiography of the incident (Lawrence, 2020). Though Jallianwala 
Bagh offers ample opportunities to study dark tourism in developing and eastern countries’ context, 
there have been very limited studies on Jallianwala Bagh for its significance as a dark tourist site 
(e.g. Jamalian et al., 2020; P. Sharma & Nayak, 2019, 2020). None of these studies focus on long-
term emotional and cognitive impact on visitors of Jallianwala Bagh and its effect on their reviews, 
recommendations and travel behavior. Our research employs qualitative research using in-depth 
interviews and content analysis of online reviews, to address the existent gap. 

Methodology 

For the purpose of this research and aligning with our research objective, we adopted a qualitative 
research approach using in-depth interviews with visitors of Jallianwala Bagh. Interview 
participants, through convenience sampling, were selected on the basis of the time elapsed since they 
visited Jallianwala Bagh. As of now, a total of 11 interviews are conducted and each interview lasted 
for an average of 40 minutes. Interviews were semi-structured and participants were asked open 
ended questions to reveal the long term emotions they felt about their visit to the Jallianwala Bagh, 
their review and recommendations of the place and subsequent travel behavior. Interviews were 
transcribed verbatim using the audio recording of interviews.  
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It is emphasized that the research on consumption of death (i.e. dark tourism) should focus on 
integrating perspectives from multiple sources (Levy, 2015). This calls for triangulation of the data 
with another data source while researching the topic (Podoshen et al., 2015). For this research, the 
interview data is planned to be triangulated with the data of reviews written for Jallianwala Bagh on 
Tripadvisor.com tourism website by visitors. This will help to increase the generalizability of the 
findings. Aligning with the objective of this study, the time elapsed since visit to Jallianwala Bagh is 
set as the main criteria for selection of reviews for this study. Therefore, reviews written just after 
the visit are not considered for analysis. A data of 3,295 reviews is collected for initial analysis. A 
total of 656 valid reviews are being considered for final analysis. 
 
The data analysis is being conducted simultaneously with data collection. After each interview, the 
transcripts were prepared and coded. Codes were assigned as first order initially, then clubbed into 
second order groups and finally aggregated into higher order factors (Miles & Huberman, 1994). 
Similar coding is to be conducted alongside on review data from tripadvisor.com website. Interviews 
will conducted until they cease to provide new insights in subsequent data collection. At such stage, 
the findings are supposed to reach a level of saturation (Baker & Edwards, 2012) and thus interviews 
will be concluded. 
 
The reliability and validity of the data analysis is ensured in multiple ways. First, the validity of the 
data is enhanced using triangulation (Decrop, 1999). Second, both researchers independently coded 
the same content and discrepancy was checked. If any discrepancy was found, a third reviewer 
compared and reviewed the discrepancy, leading to acceptance or rejection of the finding. Third, all 
the first order codes, second order groups and aggregate factors are checked for any possible 
contradiction in concept or finding. If any contradiction was found, it was removed from the 
findings.  

Findings 

At a broad level, we found factors related to engagements of the visitors inside the Jallianwala Bagh, 
their emotions during the visit and after some time has passed, their reviews and recommendations 
of the place, and their future travel behavior.  
 
First, they recalled the features of the place like narrow entry alley, bullet marks on the walls, the 
well where victims jumped for their life, the ground where gathering happened, and a museum. 
Second, we found that not all visitors felt emotional during the visit. Further, though dominant 
emotions that visitors felt on the visit were negative but the visitors also experienced a variety of 
positive emotions during their visit like happiness, feeling of enrichment, pride, happiness to witness 
to a part of the history, feeling of adventure and patriotism. Surprisingly, for a few informants, even 
deeply negative emotions turned into positive emotions in the long term. This may be explained due 
to psychological distance as per construal level theory (Trope & Liberman, 2010). Third, we found 
multiple factors about behavior of the visitors at the site and their behavioral intentions after some 
time had passed since the visit. While, some mentioned that they felt extremely negative emotions 
and avoided consuming the place by reading, hearing, etc., they were comfortable to either revisit 
the place with a new company or recommend the place to others. These findings provide an initial 
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support to answer our research questions and pursue the study further to get saturation in our 
findings and triangulate it with online reviews of visitors to Jallianwala Bagh collected from 
tripadvisor.com. 

Conclusion 

This study explores the demand side behavior of dark tourism in an emerging economy and Asian 
country context by choosing Jallianwala Bagh as dark tourism site in India. Specifically, the research 
objective was to explore the long term emotions and cognition of dark tourists to Jallianwala Bagh 
and their subsequent behavior like review, recommendations and revisit intention. We employed 
qualitative research using interviews of tourists to Jallianwala Bagh and plan to triangulate the data 
using tourist reviews from tripadvisor.com website. Our findings contribute to literature on dark 
tourism and particularly advance the understanding of dark tourist behavior in eastern culture 
context. It offers actionable insights and best practices for management of such dark tourist sites 
using long term emotional levers.  
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practices for management of dark tourist sites in eastern cultural context of India using long term 
emotional levers. It provides management with implication in advertising but not commodifying 
death, tie-ups, and tourism assets development. Third, this study aims to provide a conceptual 
understanding and model to marketing educators for better understanding of long term effects of 
visiting dark sites. 
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ABSTRACT 
Environmental concerns from fast-fashion effects of overconsumption have encouraged 
collaborative consumption. Collaborative consumption, derived from a sharing economy, is a 
structured system of operations including renting goods and services (Belk, 2014). The global online 
apparel rental market is projected to grow over 10 percent by 2023, reaching a value of $1.96 billion 
(MarketWatch, 2019, para. 4). Online apparel rental service is a recent trend in the sharing economy, 
which was previously comprised of ridesharing in the transportation industry (e.g., Uber, Lyft), and 
short-term lodging rental in the hospitality industry (e.g., Airbnb, VRBO) (Möhlmann, 2015). 
Moreover, the extant literature on collaborative consumption has largely focused on the mechanisms 
of sharing and the role of technology  (Botsman & Rogers, 2010) on sociopsychological aspects such 
as sustainability or the potential need for product ownership (Park & Armstrong, 2019), on 
consumers’ motivations towards purchasing online rental services, as well as on post-purchase 
responses (Lang et al., 2020; Leo & Chow, 2020). These previous studies were primarily within the 
context of high-end or luxury apparel rentals. Little research has been done on online apparel rental 
of mass-market goods and services. To fill the research gap, this study examines consumer 
perceptions of online apparel rental services and purchase intentions toward online apparel rentals in 
the mass apparel market. 
 
The proposed conceptual model is based on the integration of two theories – the theory of reasoned 
action (TRA) (Ajzen & Fishbein, 1980) and the expectancy-value theory (Atkinson, 1957). TRA is 
used to predict consumers’ intentions to adopt a specific purchase behavior. Expectancy-value 
theory has been used as a theoretical approach to explore online shopping behavior (Lee & Chow, 
2020). This study adopts attitude and intention constructs from TRA. Attitude is adapted as a bi-
dimensional construct comprised of hedonic attitude and utilitarian attitude (Moon et al., 2018). 
Hedonic and utilitarian attitudes are placed as mediators in the proposed conceptual model. Four 
antecedents of the bi-dimensional attitude construct were borrowed from Lee and Chow (2020) to 
comprise expectancy value: relative advantage, compatibility, psychological ownership, and 
ecological importance. As a result of past literature (Lang, 2018), an additional antecedent called 
financial risk was included in expectancy value. Relative advantage refers to the degree to which 
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online apparel renting is perceived as being superior to the previous shopping method (Roger, 2002). 
Compatibility is the degree to which online apparel renting is perceived as consistent with the 
current values, past experiences, and needs of potential adopters (Roger, 2002). Psychological 
ownership is that “state in which individuals feel as though the target of ownership (material or 
immaterial in nature) or a piece of it is "theirs" (i.e., "It is MINE!")” (Pierce et al., 2001, p. 299). 
Consumers who feel psychological ownership over rented apparel items may not have instrumental 
values and enjoyment for non-ownership (Bocker & Meelen, 2017). Ecological importance is an 
essential intellectual trait to perform ecological behavior (Otto & Pensini, 2017) associating with 
individual’s consciousness and responsiveness that lead to ecological consumption (i.e., organic 
products) (Suki, 2013). Financial risk is defined as a potential money loss that results from making 
purchase decisions (Lang et al., 2019). Financial risk has become the main issue for renting apparel 
items as consumers think renting is wasting money comparison to ownership (Lang, 2018). Hedonic 
and utilitarian attitudes toward online apparel rental are important determinants which lead to 
behavioral intention (Ajzen 1991). Both hedonic and utilitarian attitudes impact consumers’ decision 
making in shopping (Moon et al., 2018). Thus, we proposed the hypotheses: H1& H2: Hedonic 
attitudes and utilitarian attitudes toward online apparel rental subscription services will be 
significantly influenced by expectancy-value as measured in terms of a) relative advantage, b) 
compatibility, c) psychological ownership, d) ecological importance, and e) financial risk. H3: 
Intention to rent apparel online will be significantly influenced by a) hedonic and b) utilitarian 
attitudes toward online apparel rental subscription services.  
 
A total of 242 college students from a university located in the southern region of the United States 
participated in the study. The 21 items were adopted from previous studies and evaluated using a 
seven-point Likert scale from “strongly disagree = 1” to “strongly agree = 7”. In addition to 
variables of interest, demographic variables such as age, gender, ethnicity, and major were also 
collected.  
 
A two-step structural-equation approach recommended by Anderson and Gerbing (1988) was 
followed to establish measurement and structural model. First, a confirmatory factor analysis (CFA) 
was performed on all eight 21-item constructs based on the covariance matrix of the items, with the 
LISREL 9.3 maximum likelihood estimation. For the single-item scale (i.e., financial risk), we 
followed Jorsekog and Sorbom’s (1993) recommendation to establish a conservative error variance. 
In addition, validity and reliability were assessed based on the results of CFA and revealed that the 
measurements model displayed an acceptable level of psychometric properties. After the 
measurement model was confirmed, structural equation modeling (SEM) was executed to test the 
relationships. The model fit statistics revealed that the hypothesized structural relationships fit the 
data well (χ2 = 469.25, df = 168, p < .001, χ2/df = 2.79, RMSEA = 0.086, CFI = 0.92, TLI = 0.04, 
and NLI = 0.88). The results further revealed that while hedonic attitudes toward online apparel 
rental subscription services were positively influenced by relative advantage (γ = 0.21, t = 2.21*), 
compatibility (γ = 0.24, t = 2.43**), and ecological importance (γ = 0.12, t = 1.99*), hedonic attitudes 
toward online apparel rental subscription services were negatively influenced by psychological 
ownership (γ = -0.22, t = -2.68**) and financial risk (γ = -0.20, t =-3.09**). Thus, H1 was supported. 
In addition, the results further revealed that while utilitarian attitudes toward online apparel rental 
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subscription services was positively influenced by relative advantage (γ = 0.28, t = 2.99**) and 
compatibility (γ = 0.22, t = 2.28**), utilitarian attitudes toward online apparel rental subscription 
services were negatively influenced by psychological ownership (γ = -0.20, t = -2.46**) and financial 
risk (γ = -0.23, t =-3.65***). Thus, H2 was partially supported. In testing H3, it is evident that 
intention to rent apparel online was positively influenced by both hedonic (β = 0.46, t = 6.75***) and 
utilitarian (β = 0.41, t = 6.56***) attitudes toward online apparel rental subscription services, 
supporting H3.  
 
This study found relative advantage, compatibility, and ecological importance had positive 
relationships with hedonic attitudes, while psychological ownership and financial risk had negative 
relationships. Furthermore, relative advantage and compatibility had positive relationships with 
utilitarian attitudes while psychological ownership and financial risk had negative relationships. 
Based on these findings, we conclude that consumers who perceive online apparel rental as superior, 
more compatible, and better for the environment are more likely to use online apparel rental. In 
contrast, consumers who perceive online apparel rental is a waste of money and promotes non-
ownership are less likely to use it. The findings provided some important implications. First, this 
study explained how hedonic and utilitarian attitudes influence consumers’ purchase intention 
toward online apparel rental. This study suggests retailers and apparel companies should focus on 
not only hedonic attitudes but also utilitarian attitudes toward their brands. Second, this study also 
identified which factors (relative advantage, compatibility, psychological ownership, ecological 
importance, and financial risk) can predict consumers’ willingness or unwillingness to use online 
apparel rental. Thus, this study infers that retailers and online apparel rental companies need to be 
more innovative in order to address consumers’ new desires. 
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An Exploratory Study of 
Generational Coffee Preferences 

 

Lindsey Falkner, lmfalkner@gmail.com   
 

ABSTRACT 
This research focuses on generational differences in preferences towards coffee-style beverages. The 
aim of this research is to provide recommendations to marketers within the saturated coffee industry. 
An online exploratory study was conducted with two-hundred and fifty-two participants from 
Amazon Mechanical Turk. The results show that differences exist between the coffee preferences 
across all generations, especially when it comes to the current trends (e.g., premiumization, 
convenience, and sustainability). Further, the results reveal several factors that may cause these 
generational differences. Finally, the study explored several ways that marketers in the coffee 
industry can appeal to different generations’ preferences, especially utilizing sensory marketing. 
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Introduction 
Coffee is America’s most consumed beverage, doubling that of juice, tea, soda, and bottled water 
(Paul, 2017). Therefore, it is essential for the coffee industry to keep up with these high demands. 
The food and beverage industry is becoming increasingly focused on the rapid growth of the coffee 
market and its major impact on society. A challenge for all marketers is recognizing the differences 
amongst consumers of all generations. This segmentation strategy is often ignored, yet evidence 
exists that consumer behavior is partially driven by differences in generational cohorts. For instance, 
Baby Boomers tend to have a stronger sense of brand loyalty than Millennials, likely due to the fact 
that Millennials were exposed to more promotions and advertisements from a wide range of brands 
growing up due to the development of online marketing (Ordun, 2015). These generational 
differences in consumer behavior especially can cause a stronger preference towards certain brands 
and products, as Baby Boomers’ top brands include UPS and Home Depot, while Millennials’ and 
Generation Z’s include Netflix and Google, which are vastly different types of companies (Gal & 
Cain, 2019). 
 
Since there is a lot of dispute over boundaries defining generational cohorts, in this research the 
generation guidelines set by the Pew Research Center (Dimock, 2019) will be used to categorize 
consumers. The generation age groups are as follows: 
 

● The Silent Generation: Born 1928-1945 (75-92 years old) 
● Baby Boomers: Born 1946-1964 (56-74 years old) 
● Generation X: Born 1965-1980 (40-55 years old) 
● Millennials (Generation Y): Born 1981-1996 (24-39 years old) 
● Generation Z (Post-Millennials): Born 1997-Present (0-23 years old) 

Though this research will examine coffee beverage preferences across all generational cohorts, 
emphasis is placed on comparing Millennials and Generation Z. Many people often do not see the 
differences between these two key generations, especially in terms of their preferences in food and 
beverages. Most do not even know how to correctly identify Millennials or Generation Z. 
Additionally, 56% of the population believes that marketers can use the same tactics to target 
Millennials as they can for Generation Z, and assume their tastes are very similar (Bump, 2020). 
This is highlighted by the number of marketers who believe that they do not need to segment 
consumers and can use a similar approach when marketing to Millennials and Generation Z. 
However, this may not be the case, since research has found they share different life experiences that 
will alter their views and preferences (Knowles, 2018). 
This study aims to distinguish the differences between the coffee preferences of Millennials and 
Generation Zers, while also looking across all generational cohorts, including Baby Boomers, the 
Silent Generation, and Generation Xers. This will involve analyzing which trends they are currently 
gravitating towards (e.g., sustainability, ready-to-drink (RTD), premiumness, etc.) and the difference 
between those trends among the generations. Thus, recommendations can then be made to marketers 
in the beverage industry on how to best attract these different generational segments. 
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Literature Review 

2.1. The Societal Impact of the Coffee Industry 

The National Coffee Association studied several ways that coffee contributes positively to the U.S. 
economy. The total economic impact of the coffee industry in the U.S. in 2015 was $225.2 billion. 
Coffee-related economic activity comprises approximately 1.6% of the total U.S. gross domestic 
product, with consumers spending $74.2 billion on coffee in 2015 alone. In addition, the coffee 
industry is responsible for 1,694,710 jobs in the U.S. economy (National Coffee Association USA, 
2015). Chrystalleni Stivaris, an analyst at Los Angeles-based IBISWorld, stated, “The U.S. coffee 
market and its respective segments have all performed well over the past year...The number of 
people consuming coffee on a regular basis has increased, particularly among youth” (Buono, 2017). 
This is reflected by the 3.8% increase in the number of branded coffee outlets in the U.S. in 2018. 
There are approximately 35,616 coffee shops in the U.S., which has a market value of around $45.4 
billion. However, among the three leading U.S. chains (Starbucks, Dunkin’ Donuts, and Tim 
Hortons), retail sales flattened compared to 2017, indicating market saturation. But, this does leave 
room for growth for smaller coffee shops that are more quality-focused (Brown, 2018). According to 
the National Coffee Association, daily consumption of coffee among 18-to 24-year olds rose to 48% 
from 34% in 2016, and increased to 60% from 51% for those aged 25-to 39-years old (Supplement 
Breakfast Journal, 2017). Therefore, the coffee industry is continuing to grow, meaning there is more 
of a need now than ever for research examining consumer preferences to identify potential areas for 
growth.  

2.2. Generational Differences in Purchasing Behavior 

All generations have different preferences when it comes to the food and beverage industry, even 
that of coffee. For instance, Millennials have reshaped the coffee industry with their specific tastes 
that revolve around sustainability and adventurous flavors. However, it is important for coffee shops 
to understand how to target other generations, as they are still key consumers, and in particular, older 
generations drink more coffee than younger, which can be seen by the fact that within the coffee 
industry context, the age group that drinks the most coffee is 60+ (70% of those that age drink 
coffee), with the next highest being Millennial age (64%), and the least being Generation Z age at 
47% (Bedford, 2020). Anecdotal evidence supports that older generations drink more coffee, but use 
more drip machines, drink less gourmet drinks, and younger generations prefer specialty beverages, 
espresso machines, and ready-to-drink coffee (Atlantic Specialty Coffee, 2013). However, research 
on the coffee preferences across generations is dated, and with the dynamic industry movement, this 
area needs to be further explored.   

There is extant research on food preferences of each generation, which can filter into coffee 
preferences. Researchers have found: 40% of Generation Z, more than any other generation, eats 
their food on-the-go, Millennials emphasize technology (59% saying they use mobile ordering), 
Generation X surprisingly likes to take risks (62% stating that they like trying new flavors), and 
Baby Boomers mainly focus on taste (70% of them agreeing that taste is most important to them 
when choosing what to consume) (Cobe, Gingerella, Lewis, & Nash, 2019). There is also research 
on how to market specifically to the Baby Boomer generation in terms of food service. Some of the 
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main takeaways are focusing on new flavor options, keeping their brand loyalty, and providing them 
with personalized service (Cobe, 2018). General research has also been done on different marketing 
tactics that can be used on Millennials, Generation Xers, and Baby Boomers, which can help 
marketers in all industries, including the coffee industry. This research states that Baby Boomers 
have high brand loyalty, Generation Xers can be targeted by use of coupons, and Millennials focus 
on innovation, especially with the use of technology (Lister, 2019). 

There appears to be a lack of research on Generation Z preferences, which is essential, as they are 
different than previous generations and are starting to have a large buying power. One article 
discusses Generation Z’s impact on the beverage industry in general, stating that they value real 
food, brands, transparency, convenience, and global flavors (Mark, 2018). While there is limited 
research on Generation Z coffee behavior, one source claims that cold or iced coffee is their most 
frequently purchased drink, with hot coffee, smoothies, sports drinks, and soft drinks trailing behind 
(Winsight, 2018). In terms of food, Generation Z preferences include an emphasis on vegan and 
vegetarian options and trying different types of cuisine (e.g., Asian, Mexican, etc.), a demonstration 
of their adventurous side (Maynard, 2019). It has been shown that Generation Z’s top food service 
priorities are affordability, convenience, customization, and experience, with them purchasing a lot 
of specialty beverages. In addition, they differ from the Millennial generation by being more 
interested in the human story behind the product (PJ’s Coffee, 2019).  

Research directly comparing Generation Z and Millennial preferences is limited. One article looked 
into how Generation Z and Millennials differ in their purchasing behavior and noted that Generation 
Z is likely to spend less money, as they grew up in an economic recession (Young, 2019). A 
different article briefly discussed Millennial and Generation Z coffee preferences, citing that 
Generation Z has high expectations with ethically sourced food and desire an experience with their 
coffee, as they are in it for more than the cup (Nation’s Restaurant News, 2016). There is research 
that has examined coffee and tea consumption among different generations, adding that specialty 
beverages are most common with younger generations, and ready-to-drink coffee and cold brew are 
becoming increasingly popular (Red Diamond, 2019); however, Millennials and Generation Zers 
were grouped together, which seems to be the case for most research including Millennials and 
Generation Z. 

2.3. Current Trends in the Coffee Industry 

Millennials are very adventurous when it comes to coffee, as they seem to gravitate towards the 
trends, including ready-to-drink coffee options, nitro coffee, and cold brew (Supplement Breakfast 
Journal, 2017). 5 trends impacting the beverage industry have been identified: increased focus on 
health and wellness, premiumization, convenience, direct to consumer offerings, and sustainability 
(Colbert, 2019). It is important to analyze how generations differ in their preferences for these 
trends. 

Premiumization is the idea that customers are starting to want more premium and specialty 
beverages, as less and less are ordering just plain coffee, and want to try something more out-of-the-
box. Premium beverages can include lattes, cold brew, coffee pods, and more. These are largely 
popular with younger generations. There is increased consumption of coffee due to Millennials 



 
45 

Atlantic Marketing Association Proceedings – 2020 
February 6, 2021 

 

consuming more, bringing more of an emphasis on premiumization, such as cold brew, ready-to-
drink coffee, and coffee pods (Buono, 2017). While most sources claim that Millennials are mainly 
consuming specialty coffee, others state that older generations have recently seen the most growth in 
their preference for specialty coffee (Vending Market Watch, 2018).  

Another sector of premium coffee that is gaining a lot of traction right now is cold brew, as it is both 
a gourmet beverage and can be more technology-focused (i.e., nitro). It is also becoming 
increasingly popular in restaurants, especially ones that focus on craft beer (Maynard, 2018). Cold 
brew’s popularity can be mainly attributed to Millennials and Generation Zers, but research implies 
that there is an opportunity to expand into Generation X, who have shown an interest in specialty 
drinks, as well (Cvetan, 2019). Premium coffee is beginning to be so popular that midscale hotels 
and other lodging establishments are now offering it in their lobbies and are starting to provide K-
cups more frequently (Lincoln Ross, 2017). There has been research done on the impact of coffee 
pods and the expansion of cold brew into the coffee market in Great Britain, suggesting that 
premiumization is not just an American fascination (Mullaney, 2014). With gourmet coffees 
thriving, this proves to be a problem for the producers of coffee, since competition is so fierce, it has 
led small growers to abandon the business. Another cause of this is climate change, as it has 
destroyed many coffee growing land. With these farms closing, this could prove disastrous for the 
growing premiumization coffee trend (Singh & Perez, 2019). But, this does not currently seem to be 
an issue with the trend continuing to grow, even with older generations. With several sources 
claiming that older generations are moving towards specialty beverages, this study seeks to further 
uncover which generations are consuming the most premium coffee. 

Sustainability is another current trend that many consumers nowadays consider when deciding on 
where to eat/drink and what to eat/drink. Sustainability has been shown to have a major impact on 
how younger consumers, especially Millennials, view their coffee, as Millennials have begun 
questioning the origin of their coffee beans they are drinking. Uriah Blum, the Vice President of 
Operations for Vitality Bowls, stated, “At our stores, Millennials are interested in the quality and 
origin of the coffee beans. They want to know if it is fair trade, organic, etc., as well as the method 
of brewing” (Supplement Breakfast Journal, 2017). In response to this, leading coffee brands have 
developed technology to help them trace the origins of their beans called “Thank My Farmer.” 
Consumers can also directly support sustainable practices by donating money to farmers with this 
technology (Almeida, 2019). Results from a taste experiment prove that consumers were willing to 
pay less after they tasted a fair trade labeled coffee beverage compared to a regular coffee and were 
also willing to pay less for fair trade coffee after just seeing the packaging of both, without extant 
knowledge on fair trade coffee (Lange, Combris, Issanchou, & Schlich, 2015). With the knowledge 
that fair trade and sustainable coffee is believed to not taste as good as normal coffee, it is important 
to see if sustainable coffee does matter to different generations, which this study seeks to determine. 

2.4. The Use of Sensory Marketing for Coffee Businesses 

As the consumption experience becomes more important to consumers, marketers are recognizing 
the importance of implementing elements of sensory marketing, appealing to people’s senses to 
influence their behavior, into their product and establishment design. Millennials are a key 
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generation to utilize sensory marketing towards, as they tend to lack the attention span that older 
generations have, so businesses need to use new ideas to market to them (Wardlaw, 2017). This is 
especially important for coffee shops, as the atmosphere is one of the main drivers for consumers. 
Coffee shop owners can influence consumers’ perceptions simply by changing the color of the mug, 
the lighting in the store, the music being played, and the smells being omitted. Several studies have 
been done on different ways that senses can be utilized to change consumers’ perceptions about 
coffee. One study looked into how the color of a mug can affect the taste of the coffee inside and it 
was discovered that the white mug enhanced the intensity of the coffee flavor and consumers 
perceived it to be less sweet than from the blue mug (Van Doorn, Wuillemin, & Spence, 2014). 
Another study was done that contrasted colored mugs to white mugs, and found that coffee in pink 
and yellow mugs was perceived to be sweeter than in white, while coffee in green and yellow mugs 
was perceived to be more acidic (Carvalho, Fabiana, & Spence, 2019). There has been other research 
that looks into how the material of a cup can affect the taste of coffee, as ceramic mugs tend to be a 
better option than that of plastic or paper, which impact the flavor more in a negative way (Starbrew, 
2019).  
 
Another way that sensory marketing affects consumer behavior is through the lighting in a coffee 
shop or a restaurant. It has been shown that dim lighting causes customers to eat more at restaurants 
(Houston, 2017). One study looked at the impact of all of the senses on the purchase behavior of 
consumers in coffee shops (Spence & Carvalho, 2019). Some of the key results include: those who 
like strong coffee tend to drink more coffee under bright lighting, and those who drink weaker coffee 
drink more coffee under dim lighting (Gal et. al., 2007). Research examining auditory aspects of 
marketing revealed that when the coffee machine sound is harsher, participants claimed the coffee 
did not taste as good (Knöferle, 2012). Also, coffee shops often utilize hard seats when they do not 
want their customers to loiter for too long (Spence, 2017). While these studies are useful in 
determining ways that coffee shops can utilize sensory marketing, there is a lack of research on how 
different generations view the coffee consumption experience, thus not allowing for sensory 
marketing to be properly used for those of different ages. So, this study will focus on that area, as 
well. 

2.5. Research Questions 

65% – 75% of all new products introduced to the market fail or miss their revenue targets (Sharma, 
2018). According to the Coffee Shop Owners Survey of 232 coffee shop business owners, between 
50% – 74% of independent coffee shops will fail in their first five years of opening. Often failure is 
attributed to the fact that most businesses do not fully understand their customer segment and how to 
attract them, as they will use a one-size-fits-all approach, instead of a targeted approach. More 
specifically, in the coffee shop context, failure is largely due to the huge amount of competition in 
the coffee industry, and coffee shops are struggling to set themselves apart and create a unique 
experience for its target market (Lindenberg, 2019). Even well-known companies struggle with this, 
including Tim Hortons, a Canadian-based coffee chain. Their sales decreased in 2018, notably due to 
not appealing to their younger consumers, Millennials and Generation Z, as they were not innovative 
with their product offerings and could not keep up with the coffee development trends (Desai, 2019). 
With an increased focus on the coffee industry, many coffee companies are failing to attract different 
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generations due to the fact that they may not understand that each generation has different 
preferences.  
 
Research has been done on the various differences between ages in their tastes; however, there is a 
lack of focus on finding a contrast between Millennials and Generation Zers, which are two key 
generational segments in regards to the coffee industry, as the younger generations are the ones who 
tend to set the trends. Generation Z and Millennials also are currently the two most populated 
generations in the U.S., with Generation Zers making up 26% of the population and Millennials 
making up 25% (Knoema, 2020). This lack of research results in marketers losing profit for their 
business, as they could be attracting even more consumers with the correct segmentation, targeting, 
and positioning. Therefore, this study aims to explore the taste preferences for coffee of different 
generations, with a slight focus on Millennials and Generation Zers. My findings help to provide 
recommendations to marketers in the beverage industry on how they can best target these 
consumers. 
 
 

This study seeks to answer the following research questions: 

1. Is there a difference in coffee preferences between Generation Z and Millennials? 

2. What are the factors that influence coffee preferences across generational cohorts? 

3. Based on generational preferences, how can marketers in the coffee industry attract 
consumers of different generations, and how does sensory marketing play into this? 

Methodology 

An exploratory research approach was taken to gain insight into the coffee habits and preferences of 
consumers. The online survey was distributed and completed through Amazon Mechanical Turk 
(MTurk). The survey included 23 questions, with 17 asking about coffee preferences and 6 being 
demographic-related. The data was then analyzed using SPSS statistical software Version 25 in order 
to make suggestions to marketers in the coffee industry on how to target these individuals within the 
defined generational cohorts. 

Two-hundred and fifty-two participants completed the survey in exchange for monetary 
compensation. Table 1 provides the number of individuals within each generational group. 
Participants’ ages ranged from 20-79 years old, with the mean age being 39 years. Participants were 
required to be over the age of 18. Due to the sampling methodology used, the distribution amongst 
generations was not even. Though, the participants were split evenly between genders, with one-
hundred and twenty-five male participants and one-hundred and twenty-seven female participants. 
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Table 1: Age and Gender Distribution of Participants 

Number of Participants 252 

Generation Z, N (%) 14 (5.56%) 

Millennial, N (%) 137 (54.37%) 

Generation X, N (%) 61 (24.21%) 

Baby Boomer, N (%) 38 (15.08%) 

Silent Generation, N (%) 2 (0.79%) 

Gender (Male), N (%) 125 (49.60%) 

Gender (Female), N (%) 127 (50.40%) 

 

After reviewing the consent form and survey instructions, participants were prompted to answer the 
following questions one at time. 

Table 2: Survey Questions 

Question 
Number 

Question Response Options 

1 How many 16 oz. servings (equivalent to a Starbucks Grande 
size - Appendix A) of coffee do you consume in a day? 

None; 1-2; 3-4; 5+ 

2 How many times a week do you consume coffee? None; 1-3; 4-6; 7+ 

3 What percentage of coffee purchases in a week are specialty 
beverages (lattes, cold brews, etc.)? 

Percentage slider scale 

4 Please list the top two coffee drinks that you consume most 
frequently (latte, cappuccino, macchiato, etc.). 

Open response 
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5 How frequently do you consume ready-to-drink beverages 
(Appendix B)? 

Never; 2-3 times a week; 4-7 times a 
week; Daily 

6 Other than coffee, what other beverages do you most 
commonly consume? (Please rank from most frequently 
consumed (1) to least frequently consumed (6). 

Soft drinks; Energy drinks; Tea; Water; 
Juice; Other 

7 What age did you start regularly consuming coffee beverages? Drop down list 

8 How much do you agree with the following statement: 
“Sustainable/organic ingredients make a difference in terms of 
what type of coffee I order.” 

Strongly disagree (1); Disagree (2); 
Neither agree nor disagree (3); Agree 
(4); Strongly agree (5) 

9 Generally, do you prefer hot or cold coffee, without taking into 
account the temperature outside? 

Hot; Cold; Both 

10 Looking at the following image (Appendix C), which cup of 
coffee, after adding your desired amount of cream, do you 
prefer? 

1; 2; 3; 4 

11 Which of the following do you consume most frequently? Coffee that is prepared at home; coffee 
that is purchased at a coffee shop 

12 What type of machine do you use when you prepare coffee at 
home? (Check all that apply) 

Single serve (Keurig); Drip coffee 
maker; I do not prepare coffee at home; 
Other (please list) 

13 When going to a coffee shop, how long do you usually stay? I go through the drive-thru; I grab the 
coffee and go; I stay less than 30 mins; I 
stay 30 mins - 1 hr.; I stay over 1 hr. 

14 When choosing where to purchase my coffee from, I decide 
based on: (Rank from most important (1) to least important 
(6)). 

Location; Price; Brand loyalty; Past 
experience; Flavor; Other (please list) 

15 What kind of background music do you prefer when going to a 
coffee shop? 

Chill music; Upbeat music; Silence 

16* From the following images (Appendix D and E), which coffee 
shop would you be more likely to go to? 

Dim; Bright 

17 Which of the following do you prefer to consume your coffee 
out of? 

Paper to-go cup; Mug 
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18 What is your age? Open response 

19 Please check the gender that is indicated on your birth 
certificate. 

Male; Female 

20 What gender do you currently identify as? Male; Female; Other 

21 How do you describe your ethnicity? White/Caucasian; African American; 
Hispanic; Asian; Other 

22 Are you still actively working? Yes; No 

23 What is your household income? Under $20,000; $20,001-$40,000; 
$40,001-$60,000; $60,001-$80,000; 
$80,001-$100,000; over $100,000 

 

*For Question 16, the images of the coffee shops were identical, with the exception of the 
lighting being changed, so that participants did not factor the interior design into their decision (see 
Appendix D and E). 

Key Results 

4.1. Frequency of Coffee Consumption 

Cross tabulation was used to compare the frequency counts across generational cohorts. Results 
support that the Silent Generation consumes the greatest amount of coffee on both a daily and 
weekly basis (see Tables 1 and 2). When asked to indicate the percentage of coffee purchases that 
were specialty beverages, the Silent Generation indicated that 64% of their coffee purchases were 
specialty, followed by Millennials (31.24%), Generation Z (29.86%), and Generation X (29.75%), 
respectively (see Table 3). It should be noted that the representation of the Silent Generation was 
limited to two participants, thus responses may not be a true representation of the cohort as a whole. 
Millennials also had the highest percentage that value sustainability in their coffee purchases, as they 
had a mean of 4.24 (see Table 4). Table 5 indicates that the generation that began consuming coffee 
at the youngest age, on average, is Generation Z, and the generation with the oldest average age is 
Generation X, which can influence future coffee consumption behavior and frequency. Figure 3 
shows that ready-to-drink coffee-style beverages were not very popular among the participants, as 
each generation’s highest preference was towards the “never consume” option. But, Millennials were 
the generation that seem to favor RTD options the most, and older generations, specifically Baby 
Boomers and the Silent Generation, had the lowest preference. 
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Figure 1: Daily Coffee Consumption (How many coffee drinks do you drink in a given day?) 
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Table 3: Specialty 
Coffee Drink Consumption (What percentage of your coffee purchases in a week are specialty beverages?) 

Generation Mean Std. Deviation 

Generation Z 29.86% 36.44% 

Millennials 31.24% 30.66% 

Generation X 29.75% 36.05% 

Baby Boomers 15.21% 26.72% 

Silent Generation 64.0% 48.08% 

 

  

Figure 2: Weekly Coffee Consumption (How many times a week do you consume coffee?) 
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Table 4: Importance of Sustainability (When asked to indicate the importance of sustainable/organic ingredients on a 
scale of 1 (not important) to 5 (very important)...) 

Generation Mean Std. Deviation 

Generation Z 3.71 1.33 

Millennials 4.24 1.59 

Generation X 3.75 1.69 

Baby Boomers 3.24 1.87 

Silent Generation 4.00 1.41 
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Table 5: Starting Age of Coffee Consumption (What age did you start regularly consuming coffee or coffee-style 
beverages (in years)?) 

Generation Mean Std. Deviation 

Generation Z 15.56 0.92 

Millennials 18.16 0.54 

Generation X 20.53 0.76 

Baby Boomers 17.97 1.18 

Silent Generation 18.00 0.00 

 

Figure 3: Ready-to-Drink Coffee Consumption (How frequently do you consume ready-to-drink coffee-style 
beverages?) 

 

4.2. Coffee Preparation 

Coffee preparation preferences also differ between generations, and are important to consider. Figure 
4 indicates that participants from all generations prepare coffee at home, with a large majority of 
younger generations preferring single service preparation (e.g., Keurig) and older generations, 
specifically Baby Boomers, using drip machines. In addition, the younger the generation, the higher 
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the preference towards cold/iced coffee (see Figure 5) and towards paper to-go cups over mugs (see 
Figure 6). Figure 7 indicates that all generations, with the exception of Baby Boomers, had the 
highest preference towards Cup 3 in Appendix C. Baby Boomers largely preferred Cup 1, which was 
the strongest coffee option. Another factor that needs to be considered in terms of coffee preparation 
is that of what type of coffee-style beverages people consume the most. Figure 8 reveals that lattes 
tend to be the most consumed coffee-style beverage of all participants, and regular coffee is not as 
popular, as only fifty-one of the two-hundred and fifty-two participants listed that as their first 
choice beverage. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4: At-Home Coffee Preparation (What type of machine do you use when you 
prepare coffee at home?) 

Figure 5: Coffee Temperature Preference (Do you prefer hot or cold 
coffee (or coffee-style beverages), without taking into account the 
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Figure 6: Coffee Vessel Preference (Which of the following do you prefer to 
consume your coffee beverages out of?) 
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Figure 7: Coffee Strength Preference (When looking at the image below (Appendix C), which cup of coffee do you 
prefer?) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Figure 8: Coffee Type Preference (What is the top coffee drink that you consume 
most frequently?) 
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4.3. Consumption Environment 

The results also help to reveal several ways that marketers in the coffee industry can attract these 
generations with the use of sensory marketing in terms of their preferences towards the consumption 
environment. Figures 9, 10, and 13 display the results from the questions that focus on sensory 
marketing in regards to the coffee industry. While there are several instances where most generations 
agreed with each other, for example Figure 9 reveals that bright lighting was favored over dim 
lighting in a coffee shop among the participants, no matter the age (65.5% preferred bright lighting), 
the generational differences for sensory marketing still need to be analyzed. It can be seen that, for 
the most part, the older the generation, the higher the preference for bright lighting, as only 57.1% of 
Generation Z preferred bright lighting compared to Baby Boomers with 71.4% and the Silent 
Generation with 100.0% (see Figure 9). Additionally, the older the generation, the higher the 
preference for no background music in a coffee shop, as Generation Z only had 7.1% who chose that 
option and the Silent Generation had 50.0%. While most generations would choose to have chill 
music in the background, Millennials, Generation X, and Baby Boomers all had a significant 
percentage of participants who chose the upbeat music option (see Figure 10). Figure 11 indicates 
that each generation has a strong preference towards either the drive-thru option or the grab-and-go 
option at coffee shops, preferring that over staying in the coffee shop for an extended period of time. 
As seen in Figure 12, for factors that influence purchasing decisions, each generation’s top factor 
was price, with the exception of Baby Boomers who chose location as their top factor. Additionally, 
Generation Z’s top factors are price, past experience, and flavor, and Millennials’ top factors are 
price, flavor, and location. Finally, those who prefer a stronger cup of coffee have a higher 
preference towards bright lighting in a coffee shop compared to those who prefer a weaker cup of 
coffee (see Figure 13). 

 

 

 

 

 

 

 

 

 

  

Figure 9: Coffee Shop Lighting (From the following images (Appendix D 
and E) which coffee shop would you be more likely to go to?) 
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Figure 10: Coffee Shop Background Noise (What kind of background noise do you 
prefer while at a coffee shop?) 

Figure 11: Coffee Shop Duration of Stay (When going to a coffee shop, how long do you usually stay?) 
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Figure 12: Coffee Shop Purchasing Factors (When choosing where to purchase your 
coffee from, which factor is most important to your decision?) 
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4.4. Millennials vs. Generation Z 

The survey results for both Millennials and Generation Z were analyzed using both cross tabulation 
and a t-test analysis (for the questions comparing two means) in order to find out if there was a 
significant difference between the two generational cohorts. Table 6 indicates that the p-values 
(significance values) for every question when looking at the preferential differences between 
Generation Z and Millennials are over 0.05, and, therefore, there is no significant difference at the 
5% level of significance. This is with the exception of one question that looked into the age that 
participants started consuming coffee, which resulted in a p-value of .027, meaning there is a 
significant difference in the responses for that question. Therefore, there is hardly no significant 
difference between Millennials and Generation Z in terms of their coffee preferences. Though, it 
needs to be considered that the sample size for Generation Z was much lower than the sample size 
for Millennials, which may have had an effect on the results. 
  

Figure 13: Coffee Strength Preference vs. Coffee Shop Lighting (Which cup of coffee 
do you prefer vs. Which coffee shop would you be more likely to go to?) 
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Table 6: Significance Values for Millennials vs. Generation Z 

Question Generation Z 
Mean/Highest % 

Millennial 
Mean/Highest % 

Significance 
Value 

How many 16oz servings of coffee beverages do 
you consume in a day? 

1-2: 92.86% 1-2: 75.18% .466 

How many times a week do you consume coffee? 7 or more: 42.86% 7 or more: 
36.76% 

.700 

What percentage of your coffee purchases in a 
week are specialty beverages? 

Mean: 29.86% Mean: 31.24% .893 

How frequently do you consume ready-to-drink 
coffee-style beverages? 

Never: 71.43% Never: 54.01% .628 

What age did you start regularly consuming 
coffee? 

Mean: 15.64 Mean: 18.16 .027 

To what extent do you agree with the following 
statement: “Sustainable/organic ingredients 
make a difference in terms of what type of coffee 
I order.” 

Mean: 3.71 Mean: 4.24 .183 

Do you prefer hot or cold coffee? Hot/Cold: 42.86% Hot: 46.72% .510 

Looking at the image below, which cup of coffee 
do you prefer? 

Cup 3: 35.71% Cup 3: 40.88% .588 

When you think of coffee beverages you 
consume, to what extent are they prepared at 
home compared to purchased away from home? 

Mean: 4.07 Mean: 3.80 .604 

When choosing where to purchase your coffee 
from, please rank what you use to make your 
decision from most important (1) to least 
important (6) - Price 

1/3: 28.57% 1: 29.93% .558 
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When choosing where to purchase your coffee 
from, please rank what you use to make your 
decision from most important (1) to least 
important (6) - Location 

2: 35.71% 3: 26.28% .854 

When choosing where to purchase your coffee 
from, please rank what you use to make your 
decision from most important (1) to least 
important (6) - Brand Loyalty 

5: 57.14% 5: 34.31% .470 

When choosing where to purchase your coffee 
from, please rank what you use to make your 
decision from most important (1) to least 
important (6) - Past Experience 

2: 35.71% 4: 31.39% .332 

When choosing where to purchase your coffee 
from, please rank what you use to make your 
decision from most important (1) to least 
important (6) - Flavor 

3: 28.57% 5: 25.55% .864 

What kind of background noise do you prefer 
while at a coffee shop? 

Chill: 92.86% Chill: 63.50% .079 

From the following images, which coffee shop 
would you be more likely to go to? 

Bright: 57.14% Bright: 66.91% .463 

Which of the following do you prefer to consume 
your coffee beverage out of, a paper to-go cup or 
a mug? 

Paper cup: 
71.43% 

Paper cup: 
64.96% 

.628 

 

Discussion and Implications 

5.1. Discussion 

The coffee industry is not only growing and becoming more prominent in American society, but it is 
also rapidly expanding to include different products and trends each year. This study verified the 
impact of these trends in the coffee industry, with a focus on premiumization, convenience, and 
sustainability. This study also sought to support and expand upon previous research on generational 
coffee preferences, with a specific analysis on Millennial and Generation Z differences, due to the 
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lack of research in this area. Once the generational differences were defined, this study analyzed the 
factors that can influence generational purchasing behavior and highlighted the impact of sensory 
marketing. This research allows for several theoretical and practical implications to be made towards 
the coffee industry, with room for future research to be done.  

5.2. Theoretical Implications 

This study investigated the generational differences in coffee-style beverages, seeking to find if there 
was a prominent difference between Millennial and Generation Z consumers, as many people fail to 
see the contrast in these two key generations. The results suggest several theoretical implications.  
 
First, this study looked into the impact of the current coffee industry on society, as it has become 
even more prominent in recent years. The survey results support this idea, as with the first survey 
question that asks how many coffee drinks participants drink in a given day, “1-2” was the most 
frequently picked option (72.6% of all respondents chose this option) (see Figure 1). The results of 
the question which asked how many times a week the respondents consume coffee also helps to 
show how prominent coffee is in our society, as the vast majority chose the option that was “7 or 
more times” (43.3% of all respondents chose this option) (see Figure 2). 
 
Second, prior studies have been completed looking into generational purchasing behaviors, even that 
of coffee, but there is a lack of information that focuses on separating differences between 
Millennials and Generation Z. Many studies will group these two generations together, and will 
simply refer to them as “younger generations,” failing to differentiate between the two. However, 
this study sought to separate these generations and explore the differences between the two. 
 
Third, with this lack of research on Millennial and Generation Z coffee preferences due to previous 
studies not separating the two, it is believed by many that these generations share similar, if not the 
same, preferences towards coffee-style beverages. This study aimed to find out if there is a 
significant difference between their preferences towards the coffee industry, looking into their 
opinions on specialty beverages, ready-to-drink beverages, sustainability in a coffee application, 
convenience, and sensory marketing in terms of a coffee shop. 
 
Fourth, this study looked into the factors that could potentially cause generations to make different 
purchasing decisions from one another, as it is important to consider these factors and not just state 
their differences. Specifically, the results that show the influential factors towards purchasing 
decisions are that of the age that consumers started consuming coffee (see Table 5) and the main 
reasons that they choose to go to a certain coffee shop, whether it be price, location, brand loyalty, 
etc. (see Figure 12). 
 
Lastly, while several studies have analyzed generational purchasing behavior in the coffee industry, 
there appears to be a lack of practical application of this research to marketers. Therefore, this study 
examined ways that marketers could benefit from the results presented by looking into generational 
preferences toward sensory marketing and how it could be incorporated into coffee shop design.  
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5.3. Practical Implications 

Sensory marketing is an important opportunity for coffee shops to utilize in order to attract 
consumers, but it is important to keep in mind that generations differ slightly in their likes/dislikes of 
this area. Sensory marketing can include changing the background noise, the smell, the lighting and 
visuals, and more. This survey focused on two important aspects, music and lighting. From the 
results, it can be seen that Generation Z largely prefers chill music in a coffee shop. Millennials also 
prefer chill music, but had the highest percentage of preference for upbeat music of all generations 
(see Figure 10). Therefore, a coffee shop may only want to play upbeat music if they are wanting to 
attract Millennial consumers. Other than that exception, coffee shops may want to choose chill music 
as their form of background noise, as that was the option with the highest percentage overall across 
all generational cohorts. If a coffee shop is wanting to target older generations, they will want to 
think about reducing the background noise as much as possible, as they largely prefer no noise and a 
calmer environment to drink their coffee in.  
 
In terms of coffee shop lighting, the results also differ. Even though all generations showed a 
preference towards bright lighting over dim, Generation Z had the highest percentage that prefer dim 
lighting (see Figure 9). This can be attributed to the fact that they also tend to stay longer in a coffee 
shop, as they had the highest percentage that stays in the shop 30 minutes to 1 hour of all generations 
(see Figure 11). This makes sense because Generation Z desires experience and connecting with 
others at a coffee shop, meaning they want a space that allows for social interaction (Nation’s 
Restaurant News, 2016). Dim lighting invites customers to stay longer, and bright lighting coincides 
more with a faster-paced coffee shop, as it focuses more on the convenience aspect (Single Platform, 
2018). So, a coffee shop may only want to consider dim lighting if they are targeting Generation Z 
consumers. Research also shows that people who prefer stronger coffee drink more coffee under 
bright lighting and those that prefer weaker coffee drink more coffee under dim lighting (Spence & 
Carvalho, 2019). This could prove to be an advantage to marketers, as the results of this study 
indicate that the higher the preference for stronger coffee, the higher the preference for bright 
lighting, and the higher the preference for weaker coffee, the higher the preference for dim lighting 
(see Figure 13). Thus, marketers will want to keep this in mind when deciding on their lighting, as 
well, since this can help them to increase their coffee sales. 
 
According to an article by Ross Colbert, an expert in the Consumer Beverage Sector, there are 5 key 
trends in the beverage industry right now: increased focus on health and wellness, premiumization, 
convenience, direct to consumer offerings, and sustainability (Colbert, 2019). The survey results 
provide support that these trends matter and are worth analyzing, especially that of premiumization, 
convenience, and sustainability. 
 
The trend of premiumization is important for coffee shops to understand, as ones with a limited 
menu will likely not last long the more prominent that this trend becomes in our society. Both 
Millennials and Generation Zers showed more of a preference for specialty beverages than other 
generations, but Millennials had a slightly higher preference (see Table 3). This is likely due to the 
fact that Generation Z is more price-conscious, as they grew up in an economic recession and are not 
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yet at the age where they are receiving a steady income, so they would be more inclined to purchase 
less expensive drink options (Young, 2019). Millennials also had the most preference for RTD 
beverages among all generations (see Figure 3). This is important to marketers of ready-to-drink 
coffee beverages, as they should know that Millennials will be their primary consumers, and they 
will want to largely target those that fall under that age range. This trend corresponds with the fast-
paced lifestyle of Americans, creating a need for quick options, especially in the morning. 
Furthermore, RTD coffees are consumed cold, piggy-backing on the very popular iced coffee and 
cold brew coffee trends (Buono, 2017). Millennials are largely the main reason that the ready-to-
drink market is growing, along with the increased interest in cold coffee brewing methods. But, since 
RTD coffees are largely consumed cold and are very convenient, marketers have a major 
opportunity to expand more into the Generation Z market, since Generation Z had the highest 
preference for cold coffee among all generations (see Figure 5). Similarly, the older the generation, 
the higher the percentage that chose the hot coffee option in Figure 5, as Baby Boomers had 89.5% 
choose that option. These results are not surprising, as iced coffee, including cold brews, is a recent 
trend. So, Generation Z would be more inclined to have a higher preference for them compared to 
older generations, specifically Baby Boomers and the Silent Generation, due to the fact that iced 
coffee is something they grew up with and are more familiar with. Therefore, if a coffee shop is 
looking to add iced coffee or cold brew coffee to their menus, they should know that Generation Z 
will be their main purchasers. The survey results also reveal that premium coffee-style beverages are 
starting to be consumed even more frequently than regular coffee, as Figure 8 shows that lattes were 
more popular among the participants in comparison to regular coffee, and there were a large number 
of participants who picked other premium beverages (macchiato, cold brew, etc.) as their top choice, 
as well. Therefore, there is no doubt that premiumization is a major trend that coffee shops need to 
stay up-to-date on.  
 
Convenience is another trend that must be of utmost importance to coffee shops nowadays. The 
results of the survey provide support for Generation Z being more convenience-focused than other 
generations, especially when compared to older generations. For example, it is beneficial for a coffee 
shop to have a drive-thru in order to appeal to Generation Z, who had the highest number of survey 
participants who prefer drive-thrus, with 50.0% of Generation Z participants choosing that option 
(see Figure 11). Other studies support this, as 40% of Generation Z prefer to eat their food on-the-go, 
which is more than any other generation (Cobe et al., 2019). Figure 11 also helps to show that 
convenience is not only a trend for Generation Z, but for all generations, as they each showed a 
stronger preference towards drive-thrus and grab-and-go coffee behavior in comparison to sitting 
down with their coffee while at a coffee shop. 
Results show that all generations, with the exception of Baby Boomers and the Silent Generation, 
have a preference for a paper to-go cup over a mug in terms of their coffee drink vessel, but 
Generation Z had the highest percentage that preferred the to-go cup option (see Figure 6). It is 
surprising that most respondents chose the paper to-go cup option because ceramic mugs have been 
proven to make coffee taste better, especially when compared to that of a paper to-go cup (Starbrew, 
2019). However, it does make sense that younger generations would prefer the paper to-go cup, as 
they focus so much on the idea of convenience, and there is nothing more convenient than being able 
to take one’s drink on-the-go, whether it be to work, school, etc. Coffee shops will, thus, want to 
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serve their drinks largely in to-go cups. Generation Z also had a higher percentage of respondents 
who prefer single serve coffee machines than any other generation, especially in comparison to 
Generation X and Baby Boomers, who had a significant amount of participants choose the drip 
machine option, showing Generation Z values convenience at home, as well, and not just on-the-go 
(see Figure 4). Therefore, if a coffee company is looking to appeal to younger consumers, especially 
those of Generation Z age, they will want to adapt to some of these convenience-focused trends. 
Sustainability is another major trend in the food and beverage industry right now. This can include 
companies using more sustainable ingredients (organic, fair-trade, etc.), valuing sustainability in the 
construction of the coffee shop (conserving water and electricity and cutting down on waste), or 
having sustainable goals in their business model (donating a portion of the profits to a charity). In 
this study, Millennials showed a higher preference for sustainable coffee than any other generation, 
as they had a mean of 4.24 (see Table 4). But, all generations had a mean of more than 3, meaning 
the majority of participants agree that sustainable ingredients in terms of coffee beverages positively 
impact their purchasing decision. This makes sense that Millennials have the highest average in 
terms of their preference towards sustainability because Millennials are largely the main generation 
that has caused sustainability to be one of the major trends in the food and beverage industry. So, if a 
coffee shop is looking to attract Millennial consumers, it might be of use to consider adding 
sustainable practices into their business model to draw their attention, and this will likely benefit 
other generations, as well. 

5.4. Limitations and Future Research 

While this study has several theoretical and practical implications, it is not without limitations, 
leading into exploration for future research. 
 
First, this study only surveyed those over 18 years old. Therefore, it may not have a full 
representation of Generation Z, as the majority of that generation is under 18, and they may have 
differing views than the ones who were able to be sampled. So, future research could be done on 
differences between Millennial and Generation Z coffee preferences, with a wider representation of 
Generation Z participants. 
 
Second, the ages of participants were strongly skewed, resulting in the generations not being equally 
represented. The Millennial generation had the highest number of participants, while the Silent 
Generation and Generation Z both had a much lower number of participants (see Table 1). The 
Silent Generation only had 2 participants, so much of their results have limited interpretation. While 
it was still beneficial to have all generations represented, future studies could be done with a more 
even age distribution.  
 
Lastly, the survey focused on preferential differences in ages, which is one of many demographics 
that need to be considered for marketers to be successful in their targeting. It is very important for a 
coffee shop to understand their target market, allowing them to then figure out how to attract them to 
their business. This segmentation can be based on demographics, psychographics, geographic, and 
behavioral. For example, this survey was only distributed to those in the U.S., not allowing for other 
cultures to be analyzed. Future research could be done on coffee preferences based on location, 
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gender, income, etc. While this research focused on demographic segmentation, specifically age, it is 
still important to segment based off of the other factors, as well. 

Conclusion 
With the coffee industry continuing to grow, it is more important now than ever for marketers to 
differentiate the taste preferences of generations in order to appeal to their target market. While 
Millennials and Generation Zers are very similar in their taste preferences in regards to coffee (see 
Table 6), there are still major differences between all generations that should be taken into 
consideration. Of those differences, Generation Z largely desires convenience in their coffee 
preferences, while trying to remain price-conscious. Additionally, Millennials tend to stay up-to-date 
on the current trends and are often the trendsetters, especially in the coffee industry, leading to them 
having a higher preference for specialty drinks, RTD coffee-style beverages, and sustainable 
practices compared to other generations. Sensory marketing is another important trend that coffee 
shops can utilize in their marketing strategies, and there are generational differences in terms of their 
preferences for the consumption environment that need to be considered. In conclusion, this study 
presents ways that marketers in the coffee industry can attract certain generations, hoping to offer 
more information to previous food and beverage research. 
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The Link between Nonprofit Marketing and 
Donor Giving: The Impact of Targeted 
Promotions 

 
Arwen Matos-Wood, amatoswo@students.kennesaw.edu 

 
Dan Pallotta, controversial speaker and President of Charity Defense Council, calls out the societal 
rules that govern how charities are viewed and deny nonprofit organizations (NPOs) access to for-
profit best practices.  He claims these restrictions thwart innovation and discriminate against the 
charities we claim to support (Pallotta, 2008).  This is evident in how for-profit and NPOs generally 
regard marketing activities.  For-profit companies see the value of marketing their products or 
services. They traditionally invest heavily in resources (e.g., people, product development) and 
support (e.g., integrated marketing communication campaigns, million-dollar budgets).  In contrast, 
NPOs do not utilize marketing functions or activities as heavily, if at all, due to concerns with the 
overhead ratio, lack of expertise within the organization, and a "do more with less" mentality 
prevalent in the sector.   
Regarding the overhead ratio, Gneezy, Keenan, and Gneezy (2014), state: 

As a result of individuals' aversion to large overhead expenditures, charities are 
increasingly under pressure to spend less on overhead and more on direct program 
costs. Ironically, reducing overhead spending hurts charities' ability to initiate 
fundraising campaigns, invest in long-term planning, and sufficiently support 
overall infrastructure, which ultimately undermines efforts to serve their causes 
effectively (p. 632). 

 

Anecdotally, donors in the Chattanooga area do not support marketing roles or tactics like 
advertising for the nonprofit sector because donors want their money to go directly to the population 
in need and not overhead.  B. Bowen (personal communication, December 3, 2018) shared, “when 
you are soliciting for money and then are seen spending that money on advertising, the donors start 
to ask those pesky questions about administrative costs versus the money going straight to the people 
they are trying to help."  The CMO of St. Jude's fundraising organization, Emily Callahan, stated, 
"Every dollar I don't spend in marketing goes back to saving someone's life" (Bulik, 2012, p 1).  The 
overhead ratio stigma extends to the indirect cost policies of most US foundations. They allow only 
a small percentage of grants - usually 15 percent - to pay overhead while the bulk covers direct 
program-related expenses (Eckhart-Queenan, Etzel, & Prasad, 2016). 
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The second reason, lack of expertise, may not be initially viewed as unfavorable by organizations 
and funders. This is especially true if they do not see the value of marketing and perceive it as a 
"wasteful" activity (Čačija, 2016). There are concerns that too much of a professional approach 
would be off-putting to donors, especially if employees are seen as more "business-like" by 
stakeholders and overly-focused on the bottom line (McGee & Donoghue, 2009).   Another 
challenge with developing talent is that it requires resources for proper training. This expense takes 
us back to the complaint of spending funds on overhead instead of programming.  
 
Nonprofit Organizations exist to achieve goals other than profits (Lamb, Hair, & McDaniel, 2018) 
and are resource-dependent, so they need to attract financial and human resources (McGee & 
Donoghue, 2009). There are also different measurements required versus for-profit entities, 
especially in regards to understanding the nonprofit intangibles like enhanced trust or perceived 
value for the beneficiaries (Rey García, Álvarez González, & Bello Acebrón, 2013; Rudov, 
McCormick‐Ricket, Kingsmill, Ledford, & Carton, 2017). Some large charities still operate with a 
"small-guy mentality" due to the slim budgets and lean staffing.  Rusty Robertson's statement, 
"Everything we're doing has to make a difference," captures the start-up attitude of most nonprofits 
as they creatively "do more with less" to meet organizational goals (Bulik, 2012, p. 1). The problem 
becomes cyclical if NPOs, board members, and critical stakeholders are consciously constrained to 
sacrifice for the good of the cause.   
 
There is limited support in demonstrating the importance of marketing for NPOs (Truong, 2014; 
Wymer, Boenigk, & Möhlmann, 2015; Maier, Meyer, & Steinbereithner, 2016). If the objective is to 
serve the underserved and solve the world's problems, studies on expanding marketing efforts to 
increase resources (Chapleo, 2015; Keller & Dato-on, 2015), and applying for-profit business tools 
(Pope, Isely, & Asamoa‐Tutu, 2009) should be conducted. Researchers suggest studying the effects 
of becoming business-like by directing research toward less explored areas, broadening 
methodological approaches, and widening the horizon of analysis (Maier et al., 2016).  The 
outcomes of these studies have the potential to encourage the use of tools proven to build successful 
for-profit businesses.  
 
Hamilton County, specifically Chattanooga, Tennessee, has demonstrated a resistance to adopting 
marketing principles and practices for reasons stated previously. In addition, local nonprofits are 
reluctant to increase their current use of promotional tactics because they do not see evidence of 
value. Therefore, this proposal seeks to uncover the likelihood of donations based on exposure to 
traditional advertising, digital marketing/social media, and direct mail. The purpose of this study is 
to understand the potential impact of targeted promotions on donor giving by factoring in donor sex, 
donor empathy, and income.  
 
It is hypothesized a positive correlation will be established, and support for more significant 
investments based on the anticipation of higher donations will encourage NPOs to utilize more 
promotional vehicles – traditional advertising, digital/social media, and direct mail.   
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Literature Review 

Academic literature indicates market-oriented nonprofit service providers outperformed non-market-
oriented nonprofit service providers when using fundraising activities as the performance measure 
(Kara, Spillan, DeShields, Jr, 2004).  The study used a structural equation model to run the inputs 
collected from surveys distributed to executive directors of NPOs across the United States. The 
authors defined market orientation "as a specific set of activities that translate the market orientation 
philosophy into practice by using the intelligence generation, intelligence dissemination, and 
responsiveness information as the raw materials for analyzing and developing marketing strategies" 
(p. 62).  Additional research from several studies in the developed country context, e.g., Gainer & 
Padanyi, 2002; Morris et al., 2007; Vazquez et al., 2002; White & Simas, 2008 (as cited in Modi, 
2012), show market-oriented NPOs attract higher resources from their donors.  However, the study 
conducted by Modi in 2012 found that marketing orientation does not help in attracting resources in 
the Indian context. This finding was specific to the developing country context (Modi, 2012). 
 
Several studies conducted in Croatia found positive links between marketing and fundraising.  
Specifically, Čačija (2016) found marketing activities have a positive influence on fundraising 
performance, both financial (e.g., the total amount of donations, donations per donor), and non-
financial dimensions (e.g., the increase of donors, the number of repeated donations). This followed 
earlier research, which proposed a new approach to modeling the intensity and direction of the 
marketing activities and fundraising success relationship (Čačija, 2014).  Based on the study results, 
both dimensions should be considered when evaluating performance in future research.  
 
As previously mentioned, the differences between the activities of nonprofit and for-profit 
organizations are striking. The amount dedicated to understanding the drivers of fundraising success 
is paltry compared to the studies dedicated to the factors that drive success in for-profit marketing 
(Sargeant & Shang, 2016).  Among the relevant research, a focus on executive experience (Ritchie & 
Eastwood, 2006) or leadership styles (Sargeant &Shang, 2016) is prevalent with less attention to 
marketing activities or promotions.  
  
The limited amount of literature on NPO marketing caused the author to focus on for-profit 
approaches for the balance of the literature review.  First, Hanssens and Pauwels (2016) state 
marketing value assessment is an essential tool for marketers, and its importance extends beyond 
annual marketing plans; the authors conclude assessment may influence the role this discipline has 
within a for-profit organization.  Morgan (2012) shared there is more empirical evidence of the 
relationship between specific marketing activities and "firms' accounting and financial market 
performance" due to advances in the marketing-finance interface.  A study on the use of the 
promotional mix in the service industry found message sequencing impactful when analyzing 
purchase intent.  Specifically, "respondents who viewed a message first in publicity form and then 
viewed the message on a website were the only respondents significantly more inclined to purchase 
(or visit)" (Loda, 2014). While marketing's impact on performance is more visible to organizations, 
the increasing role of digital marketing/social media adds diversity to the integrated brand 
promotional mix and challenges for-profit companies to “create the best efficiencies in marketing 
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spending” (Pfeiffer & Zinnbauer, 2010).  This is further exacerbated when the challenge is combined 
with the shoe-string budgets of nonprofits, making a case for funding specific promotional activities 
all the more critical.   
 
Research is needed to determine if promotional activities drive donor giving for NPOs. It is also vital 
for the reporting of theories and models that underpin social marketing studies/interventions 
(Truong, 2014). Wymer, Boenigk, & Möhlmann (2015) propose that future studies should develop a 
new construct to capture marketing in nonprofit organizations. Maier, Meyer, & Steinbereithner, 
(2016) foresee directing research toward less explored areas, broadening methodological approaches, 
and widening the horizon of analysis as a significant challenge and suggest conducting additional 
research in those areas.  

Conceptual Model and Propositions 

Various researchers have studied donor giving, specifically, in the areas of solicitation optimization 
(Farjardo, Townsend, & Bolander, 2018), donor decision making (Dickert, Sagara, & Slovic, 2011), 
giving behavior (Sargeant, Ford, & West, 2006), and how media aids the transparency of nonprofits 
(Adena, 2016). The dependent variable in the proposed model is donor giving. It is defined as the 
total donation amount for one year, including donations from annual giving programs, as used by 
Khodakarami, Petersen, and Venkatesan (2015).  This definition will minimize the added 
complication of donor frequency, which will be captured through separate questioning in the 
research. It should be noted that the donation must benefit others beyond one’s own family (Bekkers 
& Wiepking, 2011). 
 
Marketing has a place in both the for-profit and nonprofit realms. For this study, the focus is on the 
nonprofit sector, and the marketing tactics used to encourage or obtain donations. The marketing 
tactics studied are the independent variables, specifically, traditional advertising, online/social media 
marketing, and direct mail marketing. 
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Figure 14Theoretical model of the relationship between marketing tactics and donor giving 

Examples of advertising in traditional outlets include television, radio, and outdoor ads.  Traditional 
advertising is studied primarily in the for-profits sector and on measures like effectiveness (Sorayaei 
& Alijantabar, 2015) and strategy considerations (Dooris, 2015). There are limited studies on 
nonprofit, traditional advertising, and a few periodical articles on this topic, so for-profit is used as a 
proxy in the literature. For instance, one study demonstrated a strong correlation between growth in 
sales and advertising expenditure (Metwally, 1997). A meta-analysis discussed how well advertising 
works by type of ad (Sethuraman, Tellis, & Briesch, 2011). Thus, the first hypothesis is that the 
relationship between advertising and donor giving is positive, and the relationship is expressed as: 
 
H1:  Nonprofit advertising is positively related to donor giving. 
 
The second independent variable is social media marketing. This class of marketing has grown 
significantly in the for-profits sector, as metrics for measurement have improved. For example, one 
study looked at the relationship between digital media share and the company's value (Ma & Du, 
2018). Another study investigated reward crowdfunding and what intentions predict behavior 
(Shneor & Munim, 2019).  Nonprofits are following the lead by the for-profit sector, and more 
research is being conducted on this topic. Studies include field experiments on peer-to-peer 
solicitations (Castillo, Petrie, & Wardell, 2014), and social media activity for nonprofits (Deschamps 
& McNutt, 2014). As a growing class of media, social media marketing is a viable tactic to consider 
when soliciting donations. The second hypothesis posits that the relationship between social media 
marketing and donor giving is positive, and the relationship is stated below:  
 
H2:  Nonprofit social media marketing is positively related to donor giving. 
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The third independent variable is direct mail. Direct mail is a common promotional tactic used by 
for-profit and NGO’s, alike. A report by Fajardo, Townsend, and Bolander (2018) used direct mail 
solicitations to measure the impact of both donor-related and organization-related information on the 
donation choice.  According to a study by GreyMatter Research, a charity consultancy, and Opinions 
4 Good, a philanthropic online market research firm, donor preference for either email or direct mail 
were almost evenly divided, and there was a minimal skew by age group.  Fast Company (Paynter, 
2018) posted some additional validation for the use of direct mail, "potential donors read about 80% 
of the traditional mailings from groups they have already supported and 60% of those from cold 
senders." Direct mail is a practical marketing tactic for reaching donors due to the low cost per 
contact and, thus, the final hypothesis. The relationship between direct mail and donor giving is 
positive, and the relationship, as shown below: 
 
H3:  Nonprofit direct mail is positively related to donor giving.  
 
Several control variables are included in the model to allow the relationship between the promotional 
vehicles and donor giving can be more clearly understood. Past research demonstrates that gender is 
an important control variable due to different patterns of giving based on biological sex (Mesch, 
Brown, Moore, & Hayat, 2011; Wiepking & Bekkers, 2012). Average household income 
(Khodakarami et al., 2015) is the second control variable. Finally, the donor level of empathy, as 
suggested by Lee et al. (2014), is the third control variable used in this model. Others, like religion, 
education, and occupation, were considered but eliminated at this time. Economic shock, due to 
recessions or pandemics, was evaluated though it appears that construct is more impactful as a 
moderator, which fell outside of the scope of this proposal. 

Proposed Method 

For this study, the population sampled will comprise of local, Hamilton County, nonprofit 
organizations registered under Internal Revenue Service (IRS) code, section 501(c) that have been in 
operation for a minimum of five years with a working board.  The requirement for number of years 
in operation will eliminate less established organizations that are still building their model and lack a 
steady board presence.  According to the Times Free Press 
www.timesfreepress.com/news/news/story/2012/jun/16/Hamilton/County/NPOs), Hamilton County, 
Tennessee, had just under 1,000 nonprofits in 2012. Venture Forward, formerly the Center for 
Nonprofits, will provide an updated NPO listing. This list will be cross-checked with several local 
foundations, e.g., Maclellan Foundation, Community Foundation of Greater Chattanooga.  
 
Primary data will be collected using a mail survey sent to qualifying NPOs, no less than 600 NPOs 
in the Hamilton County area.  The actual survey instrument will contain a variety of closed-ended 
questions regarding the use of advertising, social media marketing, and direct mail. It will also 
include questions about their donors. The questionnaire will be developed from interviews with 
executive directors from select NPOs and nonprofit consultants. The data collected will be run in a 
logistic regression to understand the relationship between the predictor variables and the outcome 
variable. Donor giving will be measured on both financial (e.g., total amount of donations, donations 

https://www.timesfreepress.com/news/news/story/2012/jun/16/chattanooga-mapping-service-needs-tennessee/80459/
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per donor) and non-financial dimensions (e.g., the increase of donors, the number of repeated 
donations) as suggested in prior research (Čačija, 2016). 

 

Reference: 

Bulik, B. S. (2012). Rebels with a cause: Nonprofit marketers. Advertising Age, 83(7), 21.  

Čačija, L. N. (2014). Preliminary Empirical Analysis of the Relationship Dynamics between 
Marketing Activities and Fundraising Success in Nonprofit Organizations. Management: 
Journal of Contemporary Management Issues, 19(2), 137–155.  

Čačija, L. N. (2016). The Nonprofit Marketing Process and Fundraising Performance of 
Humanitarian Organizations: Empirical Analysis. Management: Journal of Contemporary 
Management Issues, 21(2), 1–25.  

Chapleo, C. (2015). Brand ‘infrastructure’ in nonprofit organizations: Challenges to successful brand 
building? Journal of Marketing Communications, 21(3), 199–209.   

Colleges Roiled by Pandemic Costs Find Federal Loan Aid Elusive. (2020, April 30). 
Bloomberg.Com. https://www.bloomberg.com/news/articles/2020-04-30/colleges-roiled-by-
pandemic-costs-find-federal-loan-aid-elusive 

Dickert, S., Sagara, N., & Slovic, P. (2011). Affective motivations to help others: A two-stage model 
of donation decisions. Journal of Behavioral Decision Making, 24(4), 361–376.  

Dooris, J. (2015). Three ways your TV advertising strategy needs to change. BRW, 3.  

Eckhart-Queenan, J., Etzel, M., & Prasad, S. (2016). Pay-What-It-Takes Philanthropy. (cover 
story). Stanford Social Innovation Review, 14(3), 36–41.  

Fajardo, T. M., Townsend, C., & Bolander, W. (2018). Toward an Optimal Donation Solicitation: 
Evidence from the Field of the Differential Influence of Donor-Related and Organization-
Related Information on Donation Choice and Amount. Journal of Marketing, 82(2), 142–
152.   

Gneezy, U., Keenan, E. A., & Gneezy, A. (2014). Avoiding overhead aversion in charity. Science, 
346(6209), 632–635.  

Hanssens, D. M., & Pauwels, K. H. (2016). Demonstrating the Value of Marketing. Journal of 
Marketing, 80(6), 173–190.   

Kara, A., Spillan, J. E., & DeShields, J. O. W. (2004). An Empirical Investigation of the Link 
between Market Orientation and Business Performance in Nonprofit Service 
Providers. Journal of Marketing Theory & Practice, 12(2), 59–72.  

https://www.bloomberg.com/news/articles/2020-04-30/colleges-roiled-by-pandemic-costs-find-federal-loan-aid-elusive
https://www.bloomberg.com/news/articles/2020-04-30/colleges-roiled-by-pandemic-costs-find-federal-loan-aid-elusive


 
83 

Atlantic Marketing Association Proceedings – 2020 
February 6, 2021 

 

Keller, E. W., & Dato-on, M. C. (2015). Testing the Premise that Marketing Attitudes and Brand 
Orientation Correlate with Nonprofit Performance: Connecting Research and Practice. In D. 
R. Deeter-Schmelz (Ed.), Proceedings of the 2010 Academy of Marketing Science (AMS) 
Annual Conference (pp. 86–90). Springer International Publishing. 

Khodakarami, F., Petersen, J. A., & Venkatesan, R. (2015). Developing Donor Relationships: The 
Role of the Breadth of Giving. Journal of Marketing, 79(4), 77–93.  

Lamb, C., Hair, J., & McDaniel, C., MKTG 12.  Boston, MA: Cengage. 

Lee, S., Winterich, K. P., & Ross, W. T. (2014). I’m Moral, but I Won’t Help You: The Distinct 
Roles of Empathy and Justice in Donations. Journal of Consumer Research, 41(3), 678–696.  

Loda, M. D. (2014). Suggesting a More Effective Way to Use the Promotional Mix in 
Services. Services Marketing Quarterly, 35(4), 304–320.   

Ma, J., & Du, B. (2018). Digital Advertising And Company Value: Implications of Reallocating 
Advertising Expenditures. Journal of Advertising Research, 58(3), 326–337.   

Maier, F., Meyer, M., & Steinbereithner, M. (2016). Nonprofit Organizations Becoming Business-
Like: A Systematic Review. Nonprofit and Voluntary Sector Quarterly, 45(1), 64–86.  

McGee, S., & Donoghue, F. (2009). The Conundrum of Fundraising in Nonprofit Organizations: A 
Story from Ireland. Journal of Nonprofit & Public Sector Marketing, 21 (4), 367–383.  

Mesch, D. J., Brown, M. S., Moore, Z. I., & Hayat, A. D. (2011). Gender differences in charitable 
giving. International Journal of Nonprofit and Voluntary Sector Marketing, 16(4), 342–355.  

Metwally, M. M. (1997). Determinants of Growth of Advertising Expenditure on Consumer Goods 
and Services: The Australian Experience. Journal of International Marketing & Marketing 
Research, 22(3), 147–156. Retrieved from  

Modi, P. (2012). Market orientation in nonprofit organizations: innovativeness, resource scarcity, 
and performance. Journal of Strategic Marketing, 20(1), 55–67.  

Morgan, N. (2012). Marketing and business performance. Journal of the Academy of Marketing 
Science, 40(1), 102–119.   

Pallotta, D. (2008). Uncharitable. How restraints on nonprofits undermine their potential. Boston, 
MA: Tufts University Press. 

Pfeiffer, M., & Zinnbauer, M. (2010). Can Old Media Enhance New Media? How Traditional 
Advertising Pays off for an Online Social Network. Journal of Advertising Research, 50(1), 
42–49.  

Pope, J., Isely, E., & Asamoa‐Tutu, F. (2009). Developing a Marketing Strategy for Nonprofit 
Organizations: An Exploratory Study. Journal of Nonprofit & Public Sector Marketing, 21, 
184–201. 



 
84 

Atlantic Marketing Association Proceedings – 2020 
February 6, 2021 

 

Ritchie, W. J., & Eastwood, K. (2006). Executive functional experience and its relationship to the 
financial performance of nonprofit organizations. Nonprofit Management & 
Leadership, 17(1), 67–82.  

Ressler, P. (2013). Marketing pedagogy: Nonprofit marketing and the diffusion of monitorial 
teaching in the nineteenth century. Paedagogica Historica, 49(3), 297–313. P. 312) 

Rey García, M., Álvarez González, L. I., & Bello Acebrón, L. (2013). The untapped potential of 
marketing for evaluating the effectiveness of nonprofit organizations: A framework proposal. 
International Review on Public and Nonprofit Marketing, 10(2), 87–102.  

Rudov, L., McCormick‐Ricket, I., Kingsmill, D., Ledford, C., & Carton, T. (2017). Evaluation 
recommendations for nonprofit social marketing campaigns: An example from the Louisiana 
Campaign for Tobacco-Free Living. International Journal of Nonprofit and Voluntary Sector 
Marketing, 22(1), e1570.  

Sargeant, A., Ford, J. B., & West, D. C. (2006). Perceptual determinants of nonprofit giving 
behavior. Journal of Business Research, 59(2), 155–165.   

Sargeant, A., & Shang, J. (2016). Outstanding fundraising practice: how do nonprofits substantively 
increase their income? International Journal of Nonprofit & Voluntary Sector 
Marketing, 21(1), 43–56.   

Sorayaei, A., & Alijantabar, M. (2015). Investigate the Effectiveness Television Advertising on 
Attract Customers Based on Model AIDA (Case Study: Karafarin Bank).   International 
Journal of Scientific Management & Development, 3(6), 390–393.  

Truong, V. D. (2014). Social Marketing: A Systematic Review of Research 1998–2012. Social 
Marketing Quarterly, 20(1), 15–34.   

Wiepking, P., & Bekkers, R. (2012). Who Gives? A Literature Review of Predictors of Charitable 
Giving II – Gender, Family Composition and Income. Voluntary Sector Review, 3(2), 217–
245. 

Wymer, W., Boenigk, S., & Möhlmann, M. (2015). The Conceptualization of Nonprofit Marketing 
Orientation: A Critical Reflection and Contributions Toward Closing the Practice–Theory 
Gap. Journal of Nonprofit & Public Sector Marketing, 27(2), 117–134.  

 

Track:  Student Submissions 

ID#: 1059 
 
  



 
85 

Atlantic Marketing Association Proceedings – 2020 
February 6, 2021 

 

eWOM: Understanding the Intent to Provide 
Online Reviews Across Ethnic Consumers 
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Sindy Chapa, Sindy.Chapa@cci.fsu.edu 
 

Present research intends to improve the understanding of the ethnic consumers’ intentions to 
generate eWOM. This study use quantitative research method and online questionnaire to examine 
impactful factors that may encourage or discourage ethnic consumers to generate eWOM. This study 
has been conducted at Florida State University in 2019. Total number of 3616 respondents were 
randomly selected to participate in this study. The results showed a positive linear correlation 
between attitude towards online reviews generated by friends and other shoppers and consumers’ 
intention to generate eWOM. There were also a positive linear relationship between consumers’ 
intention to generate eWOM and their level of collectivism and also level of cultural belonging. Two 
models were tested to examine the predicting power for consumers intention to generate eWOM. 
Results showed that attitude towards online reviews generated by friends and other shoppers have a 
very high and significant predicting power with the latent variable being significantly more 
powerful. Level of collectivism and also level of cultural belonging did not appeared as significant 
predictors for consumers intention to generate eWOM. 
 

Introduction 
The growth of Internet usage and easy access to technological devices in recent years has influenced 
many aspects of everyday life, including shopping. According to Pew Research center in 2020, 79 
percent of the Internet users in the U.S are online shoppers and 89 percent of this population have 
used the Internet for finding information about their purchase decisions (to Pew Research center, 
2020; Internetlivestats, 2017). The major differences between traditional shopping and online 
shopping is absence of personal and tangible product experience; therefore when consumers are not 
able to evaluate product and qualities in person, they often depend on “electronic word of mouth” to 
reduce uncertainty about product quality and truthfulness of the seller (Hankin, 2007). Once 
consumers trusted WOM from friends and family, today they look to online comments (eWOM) for 
information about a product or service (Nieto et al., 2014). 
 
eWOM is defined as "all the informal communication done by the consumers with the help of 
internet-based technology which is related to the characteristics or usage of a specific products and 
services or their sellers" (Litvin et al., 2008). In recent years, many pieces of empirical studies have 
examined the importance of eWOM for businesses and brands (Cantallops and Salvi, 2014; Gómez-
Suárez et al., 2017, Jalilvand and Samiei, 2012, Nieto et al., 2014). More and more consumers are 
counting on eWOM as an information source to make their purchase decisions (Hennig-Thurau et 
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al., 2004). It is essential for marketers to first understand the process that leads to generating this 
valuable source of information and then to manage it to achieve their business goals. 
 
Similar to many other online and social behaviors, eWOM has roots in cultural values such as 
collectivism, altruism and social connections (Moon, Chadee, & Tikoo, 2014). Therefore, it is 
important to study the motivations of engagement in such behavior across cultural context. It is 
important for brands to improve their understanding of ethnic consumers’ online behavior, 
considering the increasing spending power among African, Hispanic and Asian in the last decade, 
which also intensifies the importance of multiculturalism in marketing research (Humphreys, 2013). 
 
Previous researchers have noted the essential need for academic research to understand consumers’ 
motivations for engaging in social media communication by exploring intentions behind writing 
reviews and leaving comments on social networks (Wolny, Mueller, 2013). 
 
Research is needed in order to identify the opportunities for brands to understand and possibly 
influence consumers’ engagement in eWOM communication (Wolny, Mueller, 2013). To help fill 
the theoretical and empirical gaps in the literature of eWOM in multicultural marketing 
communication, the current study intends to test a conceptual framework drawn from the theory of 
planned behavior and persuasion and Hofstede’s cultural dimensions, to examine the difference 
across four major ethnicities in the U.S (White, African American, Hispanic, Asian American) in 
motivations to engagement in consumer generated content and eWOM, specifically online review 
writing and sharing. This study aims to explore the factors that impacts ethnic consumers’ intentions 
(comparing Non-Hispanic Whites, African Americans, Asian Americans and Hispanics ) to share 
information online, as well as the way that eWOM impacts their purchase decisions. Understanding 
what influence consumers to engage with brand-related content online, is important and beneficial 
for marketers to achieve a deeper understanding of ethnic consumer behavior. The result of this 
study, would also be helpful for marketers to target these ethnic groups by having a better 
understanding of their online behaviors related to shopping. 
 

Literature Review 

eWOM and Online Reviews 

Online reviews is a form of consumer generated content (Nieto et al., 2014; Wang and Rodgers, 
2011). Consumer generated content is internet content created and published by consumers (Wang 
and Rodgers, 2011). Similarly, eWOM is defined as “a positive or negative statement made by 
potential, actual, or former customers about a product or company, which is made available to many 
people via the internet (Hennig-Thurau et al. 2004). It allows consumers to interact with one another, 
share product-related information, and make informed purchase decisions through online mediums 
(Hennig-Thurau et al. 2004). Prior research has looked at various types of eWOM including 
discussion forums, online product reviews, blogs, and prodcut related content shared on social 
networking sites (SNS) (King, Racherla, Bush, 2014; Arndt, 1967; Lee and Youn, 2009), even 
before online shopping becomes as popular as it is today. 
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Both eWOM and traditional WOM has been identified as more trustworthy and more impactful on 
customers’ purchasing decisions than other communication channels managed by companies and 
brands (Goldsmith & Horowitz, 2006; Katz & Lazarsfield, 1995). Although the way that eWOM 
influences consumers’ decision might be different than traditional WOM, it is undoubtedly a very 
powerful factor. Research results suggests that 90 percent of the consumers trusted online 
recommendations from people they knew, and about 70 percent trusted opinions of unknown users 
(Econsultancy, 2009). Another study by Nielsen (2012) suggests that online consumer reviews is the 
second most trusted form of advertising after recommendations from friends and family, while 
Jeong, Jang (2011) argue that eWOM can be even more effective and impactful than traditional 
WOM. 
 
Previous scholars have also suggested that there is a significant positive correlation between positive 
eWOM and the sales growth of the company (Clemons et al., 2006). Although positive reviews can 
accelerate brands’ success, negative eWOM can be just as powerful and act as a threat to even very 
popular brands. Rudolph (2015) suggest that 86 percent of shoppers hesitate to purchase from 
businesses where they have read negative reviews and they are likely to spend 31 percent more on a 
business with excellent reviews (Rudolph, 2015). 
 
With a diverse and bountiful sum of information on the internet, consumers have free range to access 
and assess information on brands and products. It has proven to have a significant effect on 
consumer’s purchase intention and how consumers perceive brands and products (Duan, 
Gu,Whinston, 2008). 

Consumers Attitude towards eWOM 

Internet shopping is an increasingly growing phenomena that is now commonplace within the 
U.S (Gupta and Harris, 2010; Lee et al., 2011). The potential for online businesses will only 
continue to grow with the advent of technology, making room for companies to take advantage of 
this platform (Morris & Venkatesh, 2000). Thus, it is imperative to understand consumer behavior 
and intentions. The relationship between eWOM and consumers’ purchase intention has been studied 
for years (Bickart and Schindler, 2001, Chan and Ngai, 2011, Kumar and Benbasat, 2006, Park et al., 
2007, Zhang et al., 2010). However the process that influences consumers inetntion to generate 
eWOM has yet to be fully explained. Deprived from the theory of planned behavior, intention is 
influenced by subjective norms, attitudes and perceived behavioral control (Ajzen, 1991), and is 
defined as an individual’s willingness to provide an online review (Picazo- Vela, Chou, Melcher, & 
Pearson, 2010). 
 
Previous scholars have noted the impact of subjective norms and perceived behavioral control on 
intention in the context of eWOM (Kim, 2016). The present study aims to examine the impact of 
consumers’ attitude toward eWOM generated by other online shoppers, consumers’ attitude toward 
eWOM generated by their friends, and their social and cultural ties on their intention to generate 
eWOM. According to Ahrholdt (2011) product ratings and recommendations provide important 
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signals to consumers on online retailing websites. In previous studies, it is proposed that consumer 
generated content can provide a type of signaling to consumers that can help indicate the quality of 
products sold within the online community, where the signaling is consequential of its national 
culture (Kalwan, M., & Lin, H., 2018). The facilitation of eWOM provides collective members of 
the online community to signal the quality of the product through ratings and reviews (Eagly and 
Chaiken 1993; Lin 2017). The reviews provided give the consumers information that diminishes any 
uncertainty the consumer has about product quality (Wathen, C., & Burkell J., 2002). Here, the 
community can reveal important descriptors of the consumption experience, including the existence 
of a product, the product’s popularity, quality, approval, and potential risk. eWOM signals the 
existence and authenticity of a product (Eagly and Chaiken 1993; Lin 2017). In previous studies, the 
trustworthiness of the information source has shown to relate to the potential influence of that source 
(Eagly and Chaiken 1993; Lin 2017), and consumers can have more confidence in a decision when it 
comes from a trusted source (Wathen, C., & Burkell J., 2002). Which shows the importance of the 
information source - friends, versus other stranger shoppers- and how the reviews generated by them 
is perceived by costumers. 

Therefore we will examine the following hypotheses: 

H1: Positive attitude towards eWOM generated by customers’ friends, leads to higher intention of 
generating eWOM. 

H2: Positive attitude towards eWOM generated by other shoppers, leads to higher intention of 
generating eWOM among customers. 

Social Identity and eWOM 

Social identity theory explains the intergroup relations, group processes, and the social self (Hogg & 
White, 1995). The basic idea of the social identity theory is that a social category (e.g., nationality, 
political affiliation, sports team) into which one falls, and to which one feels belongs, provides a 
definition of who one is in terms of the defining characteristics of the category. 
 
Essentially, people are likely to feel more comfortable and identify more with groups that share their 
own characteristics (Hogg & White, 1995). 
People are more likely to agree with their in-groups (Mackie, 1986; Platow et al., 2000), which may 
impact their attitude toward the eWOM generated by those in-groups rather than outsiders. The 
credibility of the in-group source is seen to be higher in comparison to the out-group source (Turner, 
1987; Xu, 2014). Distinct cultures in online communities and Internet forums represent specific 
domains of consumer cultures (Merz, He, and Alden 2008). Depending on the cultural context, the 
process of signaling and screening differs. Additionally, culture directly relates to different patterns 
of eWOM signaling on different websites (Merz, He, and Alden 2008). 
 
It is suggested by Flanagin and Metzger (2000) that consumer opinions are more influenced by 
reviews from people that they identify closely with and those who are part of person’s identity. The 
readers trust is greater when the perceived socio-demographic background is similar to their own. 
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Previous research indicates that study participants had more favorable attitudes toward a model who 
shared their own ethnic background (Jeong et al., 2014). Additionally, participants perceived the 
model with their ethnic background to be more similar to themselves and thus more credible (Martin 
et al., 2004). 
 
This theory is related to individualism versus collectivism of Hofstede’s cultural dimensions 
(Hofstede, 1984) and it is expected to observe different level of individualism and collectivism 
across different ethnic groups. Much of the body of the literature in the research area of eWOM has 
been focused on consumers’ response to it and its impact on purchase decisions rather than initial 
motivation to get engaged and generate eWOM. This study will provide a conceptual framework that 
explains factors that potentially influence consumers’ intention to generate eWOM. 
Therefore the following hypotheses will be tested: 

H3: Higher level of social and cultural ties leads to leads to higher intention of generating 
eWOM among customers. 

H4: Higher level of collectivism versus individualism leads to higher intention of generating 
eWOM among customers. 

 

Research Design 
 

 

Figure 1 - Proposed Research Model 
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Methodology 

A quantitative approach was applied for this research. Data was collected through an online survey, 
via Dynata. Collected data was analyzed using multiple statistical procedures. 

Sampling 

A total number of 4047 respondents were randomly selected to participate in this study. Collected 
data was screened for outliers and missing data and improper consent. The final sample consisted of 
3616 participants. The sample comprised of U.S. adult men (43.3%) and women (56.4%), also .3 
percent of the sample reported their gender as others. Participants were also asked to report their 
ethnicity and age. Table 1 shows the demographic information of the participants.Table 1. 
Demographics across the sample 
 

 

Instrument 

The study employed an online questionnaire to test the hypotheses for each of the ethnic groups 
(Hispanics, Asian Americans, African Americans, and Non-Hispanics/Whites). The variables of 
interest were consumers’ intention to generate eWOM, attitudes towards eWOM generated by 
friends, attitudes towards eWOM generated by other shoppers, cultural sense of belonging, and 
collectivism versus individualism. All of the constructs were measured using a multi-item scale and 
carried out by a Likert-scale (Likert, 1932) ranging from strongly disagree to strongly agree. All 
measures used were adopted from previous literature and modified for the context of this study. To 
measure attitude toward eWOM we used an adopted version of the “Review Helpfulness” scale, and 
the “Word of Mouth Likeliness” scale (Moore 2015), Cronbach’s Alpha= .736. To measure the 
attitudes towards eWOM generated by friends we used an adopted version Review Helpfulness 
scale, and the Word of Mouth Likeliness scale (Zhang, Feick, and Mittal 2014); Cronbach’s 
Alpha=.902. The collectivism and individualism level are measured using a scale adopted from 
Singelis et al.’s (1995); Cronbach’s Alpha=.882. Finally cultural sense of belonging was measured 
by “The Multigroup Ethnic Identity Measure” by Phinney, J. 
S. (1992), Cronbach’s Alpha=.921. 
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Results 

First, a set of Pearson’s Product Moment Correlation Coefficient test was conducted among all 
the major variables, which showed significant positive relationship among all the 5 main 
variables. The results of these analysis is presented in table 2. 

 

Table 2. Correlations among the main variables 

 

 
To the next step of the data analysis, data was divided into 4 different groups based on participants 
ethnicity, in order to test the model among each group. Initial analysis showed that the collectivism 
versus individualism score and sense of cultural belonging score had little to no contribution to 
overall predicting power of the model. Therefore, we revised the model and only kept those that 
significantly contributed to the predicting power of the model (attitude towards eWOM and 
collectivism Vs. individualism). The results of these multiple regression analysis is presented in 
table 3 to 6. Model 1 refers to the revised model with 2 variables. Model 2 refers to the original 
model with all 4 variables. 
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Table 3.Regression Analysis for Prediction of Intention to Generate eWOM among Non-Hispanic Whites 

 

 

Table 4. Regression Analysis for Prediction of Intention to Generate eWOM among Hispanic 
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Table 5. Regression Analysis for Prediction of Intention to Generate eWOM among African-Americans 

Table 6. Regression Analysis for Prediction of Intention to Generate eWOM among Asian-

Americans 

 

As it appears in the tables the second model with more variables doesn’t have significant higher 
predicting power and R2 change tests were not significant. Therefore the simpler model is preferred 
and we conclude that the hypotheses 1 and 2 are accepted and hypotheses 3 and 4 are rejected. 

We also conducted VIF test to examine whether there is multicollinearity issue between the 
variables or not. The results of VIF test were not significant which means that multicollinearity is 
not an concerning issue. According to these results there is a consistent pattern among all ethnicities 
which suggests that attitudes towards eWOM generated both by friends and by other shoppers have 
a significant predicting power for consumers intentions’ to generate eWOM, while collectivism 
versus individualism score and sense of cultural belonging score did not show a significant 
predicting power. Also it shows that the model has the most predicting power among African-
American consumers, suggesting that 51.7 percent of the variances in consumers intention to 
generate eWOM can be explained by consumers’ attitude towards eWOM generated by friends and 
by other shoppers, followed by Hispanics (48.2%), Asian-Americans (43.2%) and Non-Hispanic 
Whites (42.5%). Another pattern that emerged across the sample is that the consumers’ attitude 
towards eWOM generated by other shoppers has significantly higher predicting power and higher slope 
among all four ethnicities. 
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Discussion and Managerial Implications 

The result of this study can improve the knowledge of eWOM research area by helping to create a 
stronger pattern of what previous scholars have suggested and also by adding new findings and 
filling the gaps especially in the area of multicultural marketing. The results of the present study 
intensified the importance of the eWOM since it showed that consumers’ attitudes toward online 
reviews, can actually influence their intention to generate eWOM; which can be very crucial for a 
brand or company that is trying to build customer trust. Therefore, brands and marketing managers 
should not only be concerned about the amount of consumer-generated content that is available 
online, but they also should think about the quality of that information as well. Finally, the findings 
of this study actually showed that level of collectivism and cultural belonging are positively correlated to 
consumers’ intention to generate eWOM, however they have little to no predicting power. Although the 
patterns found among all four ethnic groups were very similar, there are still notable differences, in a 
way that each group is influenced by these predicting factors which intensifies the importance of 
multicultural marketing knowledge and shows how cultural values can actually influence consumers 
online behavior. 
 
Although the finding of this study did not find any significant difference among ethnic groups in 
their intention or attitude towards eWOM, there are a few things to consider: 1. The data collected in 
this study is not proportionally distributed among the ethnicity groups, which is likely to have some 
impacts on the test results. 2. Although quantitative method did not find any significant predicting 
power for cultural predictors, future in-depth studies such as focus group or interview may find 
considerable role for those factors that the current study was not able to address. 
 
Online reviews are important and have been looked at immensely in terms of its influence on 
consumers. However, not a lot of research has been conducted that explores consumers’ intentions to 
write online reviews. Focusing on the motivation to engage in brand related eWOM, this research 
aims to help brands gain a deeper understanding of consumer behavior across various cultures. In 
sum, with consumers becoming more reliant on seeking information online, more research on 
eWOM can be extremely beneficial to online clothing retailers and fellow researchers. 
 
Companies should focus on how to best target consumers through their platforms so that they are 
more prone to writing positive online reviews, regardless of ethnicity. If there is a demographic that 
shows more significant negative online review writing habits, then it is in the company’s job to 
create a more inclusive platform that encourages positive and effective online reviews. How to best 
influence the intended market ultimately depends on how a company implements their respective 
social media strategy 

Limitation and Direction for Future Research 

The results of this study should be treated as preliminary findings. The present study has been 
conducted in a short period of time and especially the data analysis time was not long enough to 
analyze all the possible findings such as taking into account some moderating variables including the 
spending power and education. 
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For future research, it would be beneficial to use specific product categories in different involvement 
level and different price level in order to achieve a deeper understanding of consumers’ online 
shopping behavior. Also, there are many other factors and other cultural values that may influence 
purchase behavior and likelihood to leave an online review such as acculturation level and 
adaptation to technology, which will be interesting to analyze in the future. 
 
One of the debate in the area of eWOM is about unethical and “fake” reviews, that in some cases are 
actually paid by the brands to generate biased reviews in an authentic mask. However, the results of 
this study suggest that it is consumers’ attitude toward the reviewers can actually impact their 
purchase decision. It can be an interesting research problem for the future to examine how paid 
reviews will impact consumer’s trust or purchase intentions. 
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Relevance to Marketing Educators, Researchers and Practitioners: The results of this study are 
helpful for marketers to achieve a deeper understanding of consumer behavior and to be able to 
further encourage engagement to generating eWOM or other types of consumer-generated content. 
These findings can also be beneficial for marketers as inspiration for advertising campaigns and 
even new product development. These results would be helpful for marketers in targeting ethnic 
groups by having a better understanding of their online behaviors related to shopping, that are 
related to their cultural and social values. 
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