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EDITORIAL 
 
The online retailing sector has been grow-

ing at a significant rate around the world as the 
consumers have become more comfortable 
with the online shopping concept.  Online 
shopping provides many benefits to the con-
sumers, some of which includes information 
access, convenience, retailer choices, and 
speed.  Although online shopping has been 
commonly used by consumers living in West-
ern Europe and North America, it has recently 
become popular among the consumers of 
emerging and developing markets, such as Tur-
key. 

Despite the various benefits offered by 
online shopping, a major disadvantage of the 
online shopping, especially for consumers who 
are purchasing apparel and accessories, is that 
consumers do not have the abilities to physi-
cally try these products before they purchase 
them.  The lack of ability to try the products 
before purchases creates a risk of a major in-
convenience—having to return them—to the 
consumers.  Although many online retailers of-
fer easy and convenient returns to reduce con-
sumer dissonance, inconvenience risk remains 
as a major hurdle in consumers’ minds when 
making such purchase decisions.  

A growing body of research indicates that 
the simulated visual trials of such products on 
a retailer’s website using various interactive 
technology features may be a practical solution 
to lessen the lack of tribality disadvantage of 
online shopping and, therefore, could enhance 
consumers’ shopping experiences in online en-
vironment.  Zennioptical.com, Bestbuy.com, 
Toyota.com, Zappos.com, and Ethanallen.com 
have started using such technologies to help 
their consumers when placing online orders.  
   

The objective in the study by Dogan-Sudas 
et al. is to examine the effects of the website 
interactivity on consumers’ attitudes toward 
online shopping and intentions to purchase in 
an emerging market.  We consider how anima-
tions (visualizations) and graphics facilitate 
consumers’ comprehension and experiences 
with the process.  Data for the study was col-
lected from n=178 subjects in a computer lab 
environment who were instructed to provide in-
formation about their online sunglasses pur-
chase experiences. 

The results of the present study show that 
website interactivity had a direct and positive 
effect on consumer responses toward the online 
retailer and in influencing their purchase inten-
tions.  The managerial implication of this study 
is that online apparel and accessory retailers 
need to incorporate website interactivity as one 
of the critical aspects in their website design.  
More specifically, two antecedent factors (con-
trol and animated colors) need to be part of 
their website design to improve consumer ex-
periences.  Online retailers ought to enhance 
their website by incorporating various interac-
tivity features such as improved consumer abil-
ity to control functionality/navigation and use 
animations (e.g., augmented reality) during 
online shopping process to enhance consum-
ers’ experiences and perceptions.   

The study by Ketelaar et al. was designed 
to provide insight into the predictors of ad 
avoidance on social networking sites.  Predic-
tors are organized into four concepts: “content 
driven,” “socialization,” “barriers,” and “socio-
demographics.”  An online survey was con-
ducted among 5412 respondents from six coun-
tries: the United States, the United Kingdom, 
Germany, the Netherlands, Spain, and France.  
The results showed that the predictors of ad 
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avoidance determine 43% of the variance of us-
ers’ avoidance of advertising on social net-
working sites.  

This study is one of the first to assess the 
relation between avoidance of SNS advertising 
and its predictors.  It demonstrates that it is im-
portant for marketers and media planners in-
volved in campaign strategy to focus on the 
predictors of advertising avoidance “content 
driven,” “socialization,” and “barriers.”  The 
relevant socio-demographic variables for mar-
keters are education and country.  Research in-
dicates that European citizens avoid SNS ad-
vertising more than citizens of the USA.  More 
specifically, marketers might benefit from seg-
mentation based on predictors that are strongly 
related to ad avoidance.  For instance, educa-
tion is a segmentation variable that marketers 
often use.  Marketers need to put in extra effort 
to make their campaigns attractive for the 
highly educated, since it is particularly this 
group who is negative about advertising.  In ad-
dition, Dutch and French marketers have to 
fight harder to convince their audiences than in 
the US where the attitudes are generally more 
positive.  

Despite the importance of the tourism sec-
tor for the Greek economy and the development 
of the family tourism during the last years, to 
the best of our knowledge, there are no studies 
measuring the motivations of the families be-
hind choosing a certain destination for their va-
cations.  

Driven by the abovementioned, the current 
paper by Baourakis et al. employs explanatory 
factor analysis and binary logistic regression 
models to investigate the profile and the behav-
ior of families spending their vacation in Crete 
and their willingness to choose and to promote 
Chania (Western Crete) as a touristic destina-
tion for families.  It disentangles between fam-
ilies with children and families without chil-
dren and considers the ratio between “promot-
ers” and “detractors,” for each type of family. 

Regarding families with children, their 
willingness in 2015 is mainly determined by 

their previous visits in Chania and by their re-
laxation experiences (factors such as beaches, 
sea, natural sites and safety) during their stay.  
Focusing two years after (2017), the willing-
ness of families with children to promote Crete 
as a touristic destination for families, besides 
their previous visits in Chania, is mainly deter-
mined by recreation experiences (cultural and 
entertainment activities, gastronomy, etc.).  
This difference could be accredited to the per-
ceived or real impact that the financial crisis 
has had on such services, leading business and 
cultural establishments to offering better ser-
vices at a lower cost for some. 

Currently (2017), the willingness of fami-
lies without children to choose Crete for their 
holidays, is mainly determined by issues re-
lated to services.  Similarly to 2015, relaxation 
and hospitality are present here too.  Yet, in 
contrast to 2015, the willingness of unmarr ied 
couples to promote Crete as a touristic destina-
tion determined only by recreational services. 

The above findings have definitely implica-
tions for policy makers and all stakeholders in-
volved in the tourism industry.  More specifi-
cally, the paper contributes to the understand-
ing about the changes taking place in family 
tourism, what it means to the tourism industry 
in the future, and which are the actions to be 
taken by all stakeholders towards the develop-
ment of any promotional and investment strat-
egy.  It is definitely very important to consider 
that family is a heterogeneous group with great 
diversity so any strategic planning or policy 
measure taken at a regional or national level 
should be very creative and innovative to cap-
ture the multidimensional character of this spe-
cial group.  

The development of Batik industry creates 
lucrative market opportunities as well as chal-
lenges because the more batik industries exist, 
the tighter the competition  would be. This high 
competition in the domestic batik industry re-
quires batik craftsmen to be able to understand 
the needs of consumers in a better way. In order 
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to fulfill the existing gap in the current market-
ing literature and understand the importance of 
market segmentation, the current research was 
conducted. The study by Istiqomah et al aims 
to develop batik benefit segmentation and build 
customer segment profile based on demo-
graphic and psychographic dimensions.  Sev-
eral research questions have been proposed. 
They are: 1) are there significant differences 
among customer segments in regard to batik 
betik benefits sought? 2) are there significant 
differences among customer segments in terms 
of demographic and psychographic character-
istics? 

Although the batik industries are central-
ized in Java Island, but the target population is 
spread across ethnic groups and different re-
gions in Indonesia. The online questionna ire 
was administered. A total of 348 respondents 
were contacted. The majority of respondents 
was from Javanese ethnic group (67%). Re-
spondents were asked to express the level of 
agreements on 30 benefits sought statements by 
using 5-point scale measurement. Some state-
ments used in this study were adapted from pre-
vious studies. In psychographics part of the 
study, respondents were asked to rate the de-
gree of importance of each value in the S. 
Schwartz Value Survey with 7-point scale. 

The findings of the study indicated that 
there are six dimensions of batik benefits 
sought variables. They are: traditional value, 
uniqueness, price, quality, connection to oth-
ers, and Indonesian design. Results of this 
study can help clothing industries, especially 
ethnic apparel craftsmen to develop the right 
marketing strategies and expand their market 
further. 

In the study by Lee and Yau, seven key 
marketing implications for forbearance (Ren) 
in the Chinese business setting are listed as fol-
lows:  
Segmenting Customers: Firstly, in the market-
ing context, service organisations should pay 
more attention to and deal with different cus-
tomers, i.e., some customers can practise more 

Ren and some customers do not. Particula r ly, 
this can be reflected by the complaints from 
difficult customers by segmentation and target-
ing.   
Understanding Needs: In the context of ser-
vice marketing, service providers need to con-
duct marketing research to understand custom-
ers’ needs, such as survey and observation, to 
closely monitor the varied perceived im-
portance of the service quality by customers.  
Taking Lead: In the context of service envi-
ronment, service providers such as Mass 
Transit Railway (MTR) need to ensure that ap-
propriate and clear signage are in place to edu-
cate customers of giving priority seats to sen-
iors.   
Doing the Right Thing: In the marketing con-
text, doing the right thing could give a fresh 
perspective to uphold the morality of the com-
pany. For example, customers’ perceptions to-
wards fair pricing and quality product are very 
important during their purchase of a product.   
Waiting so as to Observe: When encountering 
with a new service provider, e.g., a new budget 
airline, customers usually have chosen to wait 
so as to observe and endure the current tough 
situation such as the long delay of a flight until 
the arrival of sufficient information is neces-
sary so that they can proceed with the negotia-
tion process.  
Forward Thinking: At the corporate level, this 
research illustrates that understanding Cus-
tomer Ren Orientation should be treated as a 
top priority of the service organisation so that 
the quality of service performance can be en-
hanced.  
Compromising: To have a better understand-
ing of Customer Ren Orientation, the staff of 
the service organisation may be more observant 
and learn from the facial expressions of cus-
tomers so that staff will not hurt customers’ 
feelings.  
 

Erdener Kaynak 
Editor-in-Chief 
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The Effects of Website Interactivity Authenticity on Consumer 
Attitudes and Behavior: Evidence from an Emerging Market 

 
 

Hatice Dogan Sudas 
Ali Kara 

Serap Cabuk  
 
 

ABSTRACT. Visualizations and graphics are important facets of websites in communicating 
with customers to facilitate comprehension and enhance online shopping experiences.  The 
purpose of this article is to investigate the effects of website interactivity on consumers’ atti-
tudes towards online retailers and intentions to purchase.  Using personal interviews, the data 
were collected from consumers in Turkey.  An online sunglasses retailer’s website was used 
during the data collection.  A structural equation model was used to test the hypothesized re-
lationships among constructs.  Results of the study support the hypothesized relationships re-
garding the impact of interactivity authenticity on consumers’ attitudes and behavioral inten-
tions toward the online retailer.  The findings of this study imply that online apparel and ac-
cessory retailers ought to enhance their website by incorporating interactivity and other fea-
tures.  This study substantiates the relationships between consumer attitudes, website image 
interactivity, and their behavioral intentions.   

 
KEYWORDS. Website interactivity, online retailers, consumer attitudes, emerging market, structural 
equation modeling  

 

INTRODUCTION 

 The online retailing sector has been 
growing at a significant rate around the world 
as consumers are becoming more and more 
comfortable with the idea of online shopping 
and the conveniences offered (Cho & Schwarz, 

2012).  Although consumers in Western 
Europe and North America have long been 
using online shopping during the last two 
decades, online shopping has recently become 
more popular among the consumers of 
emerging and developing markets such as 
Turkey.  According to the TUBISAD 
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(Informatics Industry Association), the volume 
of ecommerce in Turkey has reached 7.95 
billion euros in 2016 (Ecommerce News, 
2017).  Ecommerce in Turkey now represents 
1.6 percent of all retail business in the country.  
Although the volume of ecommerce is 
significantly below the EU average (18.2 
billion euros), the average volume in EU is 
misleading because the UK, Germany, and 
France account for 60% of the EU total volume 
(Ecommerce News, 2017).  Moreover, the 
Turkish market is growing at a faster pace: 
Approximately a 17% annual future growth 
rate is predicted for Turkish online retailing. 

Online shopping provides many benefits to 
the consumers, some of which include 
information access, convenience, retailer 
choices, and speed.  Despite the various 
benefits offered by online shopping, a major 
disadvantage of online shopping, especially for 
consumers who are purchasing apparel and 
accessories, is that consumers cannot 
physically try these products before they 
purchase them (Chiang & Dholakia, 2003).  
According to research by Goldman Sachs, 
millennials are more likely than any other 
generation to spend most of their clothing 
budget online, and they predict that U.S. 
apparel and accessories sales growth will 
increase by a steady 20 percent over the next 
four years (Gustafson, 2016).  Lack of 
consumers’ ability to try the products before 
the purchase creates a potential risk of major 
inconvenience (such as dealing with the 
product returns).  Although some online 
retailers offer easy and convenient returns to 
reduce consumer dissonance, inconvenience 
risk still remains as a major factor in 
consumers’ minds when making such purchase 
decisions.  Hence, researchers and marketers 
recognize that the lack of direct product trial 
experience in some products remains a major 
disadvantage of online shopping.  Marketers 
agree that there is a need for providing better 
tools to offer better virtual product and 
shopping experiences to the consumers.  

A growing the body of research indicates 
that the simulated visual trials of such products 
on a retailer’s website using various interactive 
technology features may be a practical solution 
to counter the disadvantage of online shopping, 
thereby enhancing consumers’ shopping 
experiences (Ye et al., 2017; Cho &  Schwarz, 
2012).  Rapid advances in technology offer 
various tools and interactivity features to online 
retailers to minimize the limitations of online 
shopping.  For instance, Zennioptical.com, 
Bestbuy.com, Toyota.com, Zappos.com, and 
Ethanallen.com have started using such 
technologies to minimize the consumer 
experience gap between traditional and virtual 
shopping environments.  Such technologies 
allow retailers to use three-dimensional (3D) 
dynamic images over two-dimensional (2D) or 
static images to provide “near real” virtual 
product trial experiences to consumers.  The 
experience provided by the “virtual mirror” 
technology may come very close to the real 
physical experience felt by the consumers 
when looking into a mirror in store.  Although 
there are many important features associated 
with the so-called “virtual mirror” technology, 
interactivity is one of the most important and 
unique characteristics of the tool (Song & 
Zinkhan, 2008). 

It is argued that website interactivity 
authenticity can play a key role in 
accomplishing the sense of presence (i.e., the 
feeling of “being there”) to online shoppers 
(Cho & Schwarz, 2012) and perhaps reduce 
consumers’ discomfort in shopping for such 
products online.  Although the importance of 
website interactivity is well understood and 
accepted, studies examining its effects on 
consumers decision making are relatively 
limited (Liu & Shrum, 2002).  In addition, the 
interactivity construct is argued to have many 
parts, so it needs a careful investigation, and 
various parts or combinations of parts need to 
be examined by different researchers (Jiang et 
al., 2010).  As globalization becomes an 
integral part of the practice of marketing, it is 
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critical to consider whether (1) the existing 
measurement scale items developed in 
advanced markets “make sense” in other 
cultures/nations, (2) whether subsequent 
measurements or assessments would produce 
similar or comparable results, and (3) whether 
comparability of the results obtained in 
Western markets can be used to make valid 
comparisons in unlike environments.  In other 
words, as Hooley et al. (2000) stated, the 
crucial question remains whether the constructs 
developed in an advanced, developed country 
such as the USA are equally applicable in such 
different and turbulent market environments of 
emerging economies.  Furthermore, our study 
incorporates control and animation constructs 
as critical antecedent components of the 
interactivity in online retail contexts to shifting 
emphasis to the perceived website interactivity 
authenticity (referred to as WIA hereafter) 
instead of the mechanical aspects to examine 
the relations hypothesized in the model.  We 
strongly argue that the results obtained in this 
study provide an incremental contribution to 
the literature and knowledge.  Conceptualizing 
and testing effects of interactivity on consumer 
behavior using various antecedents will close 
the gaps in the literature and enhance 
knowledge.  

We define WIA by using Steuer’s (1992) 
suggestion: “the degree to which users of a me-
dium can influence the form or content of the 
mediated environment” (p. 80) and their abili-
ties to modify or customize website content.  
Therefore, our objective in this study is to ex-
amine the effects of the WIA on consumers’ at-
titudes toward online shopping and intentions 
to purchase.  Newhagen, Corders, and Levy 
(1995) emphasized the importance of per-
ceived interactivity, and Wu (1999) expanded 
upon this view by arguing that the interactivity 
is mostly related to the user perceptions of con-
trol and the website’s responsiveness to their 
actions.  Moreover, we consider animations 
(visualizations) and graphics to be important 

elements of communicating critical infor-
mation to the users, which in turn facilitates 
their comprehension and visual experiences 
with the process.  In this study, we mainly fo-
cus on the factors that contribute to consumers’ 
interactivity perceptions.  Hence, we used per-
ceived control and animated colors as the ante-
cedent constructs of WIA, which in return were 
assumed to influence consumers’ attitudes and 
intentions towards online purchases.  
 

LITERATURE REVIEW 
 
 Interactivity has long been argued to be an 
important feature to attract, influence, and keep 
the online customers engaged with the online 
retailer’s offerings (McDowell, Wilson, & 
Kile, 2016;  Mallapragada, Chandukala, & Liu, 
2016; Abdullah, Jayaraman, & Kamal, 2016; 
Kim, Shaw, & Schneider, 2003; Choate, 2000; 
Lui, Arnett, & Litecky, 2000).  Some scholars 
have also focused on examining the effects of 
augmented reality (AR) on consumer behavior 
(Javornik, 2016), and they support similar 
arguments by considering interactivity as an 
important component of the AR.  

Although interactivity has been evaluated 
and/or operationalized differently by different 
researchers, some researchers examined its 
technology aspects (mechanical perspectives or 
machine interactivity), while others mainly 
argued that it is an important component of the 
marketing communication and evaluated it 
from the perspective of marketing response 
models (Sicilia, Ruiz, & Munuera, 2005).  
Some studies have focused on consumers’ 
cognitive processing and involvement 
experiences and argued in favor of perceived 
interactivity (McMillan & Hwang, 2002; Wu, 
2006).  In general, interactive features are 
reported to be positively related to consumers’ 
attitudes toward an online retailer, behavioral 
intentions to browse the offerings, motivations 
to revisit the site, and purchase intentions 
(Aluri, Slevitch, & Larzelere, 2015; Fiore & 
Jin, 2003; Gehrke & Turban, 1999; Li et al., 
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2001; Udo & Marquis, 2000; Wu, 1999; Joines 
et al., 2003).  Therefore, interactivity appears 
to be an important aspect of the online 
communication channels and may be 
considered as its primary advantage 
(Mallapragada et al., 2016; McDowell et al., 
2016; Jeon, Jang, & Barrett, 2017).  Using the 
elaboration likelihood model (ELM), scholars 
suggested that interactivity helps consumers to 
process information more effectively and gives 
them the ability to reduce unwanted 
information and organize that information in a 
way that facilitates the process (Yoo et al., 
2017; Palla, Tsiotsou, & Zotos, 2013). 

A number of previous studies in the 
literature have operationalized interactivity as 
the presence or absence of specific features.  
Accordingly, if a website had more options 
such as different choices of background colors 
or various search options/filters, then it is 
considered to have high levels of interactivity.  
Both telepresence and interactivity theories are 
used to provide theoretical support for the 
interactivity.  Telepresence is related to the 
level of consumers’ engagement in the 
mediated environment (e.g., video games, 
television).  For instance, interactivity in TV 
watching is limited because consumers are only 
experiencing a distant “real world” during the 
process (Song & Zinkhan, 2008).  Telepresence 
theory suggests that users will have higher 
levels of interactivity perceptions if a medium 
allows the user input and requests (Steuer, 
1992).  However, simply incorporating certain 
mechanical interactivity features (e.g., online 
help or mail links) may not be sufficient to 
influence consumers’ interactivity perceptions 
because they may not use those features.  Thus, 
it is not only the availability of a number of 
interactivity features that affects consumers’ 
perceptions but also the actual use of these 
features that influences their perceptions.  
Engagement is the critical element that 
contributes to consumers’ perceptions, and 
technologies that encourage consumer 
engagement in the process are assumed to help 

to improve such perceptions (Mollen & 
Wilson, 2010). 

Several studies have focused on the “virtual 
mirror” or “virtual try-on” technology (Merle, 
Senecal, & St-Onge, 2012; Cho & Schwarz, 
2010; Bonetti, Warnaby, & Quinn, 2018).  
Virtual mirror technology is known to allow 
consumers to create a virtual approximation of 
the reality through uploading a digital image of 
themselves such as face or entire body, offering 
them the opportunity to see how a product 
would look “on them” when they cannot 
physically try or fit the product they intend to 
purchase (Cho & Schwarz, 2010).  With 
respect to the specific features of interactivity 
technology that retailers can use to deliver 
virtual product experience to consumers, 
previous research seems to suggest the 
utilization of three-dimensional (3D) dynamic 
images over two-dimensional (2D) or static 
images (Cho & Schwarz, 2012).  As a result, 
many retailers in the apparel industry (e.g., 
Home Shopping Network, Lands’ End) have 
adopted such technologies.  By using such 
technologies, consumers can change body 
shapes, colors, and their hairstyles to get a 
better approximation of the product fit.  Other 
variations offer consumers the ability to build 
their own models by supplying their real body 
measurements and size or uploading their own 
digital photos to simulate the product trial more 
closely (Cho & Schwarz, 2012).  Therefore, 
consumers’ experiential responses and 
engagement in the process play a critical role in 
their evaluations of website interactivity. 

 
CONCEPTUAL MODEL AND STUDY 

HYPOTHESES 
 

In this study, we propose and test a conceptual 
model that consists of two exogenous variables 
(animated colors and control) and three 
endogenous constructs (website interactivity 
authenticity [WIA], attitude toward the online 
retailer, and behavioral intentions) as 
illustrated in Figure 1. 
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We use the theory of reasoned 
action/planned behavior (Fishbein & Azjen, 
1975; Azjen, 1991) as a conceptual guidance 
for the relationships depicted in Figure 1.  The 
theory of reasoned action suggests that 
consumers’ behavioral choices are rationally 

made and usually influenced by their attitudes 
(favorable or unfavorable perceptions) toward 
that behavior.  These attitudes may be 
influenced by various factors such as 
consumers’ prior experiences. 

 
 

Figure 1. Conceptual Model 
 
 
 
 
 
 

 
 
 
 
 
 

Website Interactivity Authenticity (WIA) 
Interactive features of the website have 

been reported to improve consumers’ attitudes 
positively towards the online retailer, 
consumers’ desire to browse and revisit the 
web site, and online purchase intention (Lee et 
al., 2006).  

Although considerable research has 
focused on examining and empirically testing 
the interactivity construct, there is little 
consensus about the definition and 
operationalization of interactivity (e.g., Ariely, 
2000; Klein, 2003; Liu & Shrum, 2002; 
McMillan & Hwang, 2002).  Speed and 
responsiveness of the communication have 
been used as proxies to represent the main 
elements of different definitions and 
antecedents of interactivity.  Accordingly, 
different definitions of interactivity have been 
offered by various researchers (see Macias, 
2003, and Johnson, Bruner, & Kumar, 2006, 
for various definitions of interactivity).  
Algharabat and Dennis (2010) focused on the 
authenticity construct referring to the online 
representation of the real products.  They 
explained that authenticity might be viewed as 

psychological states in which virtual objects 
that are presented in 3-dimensional (3D) digital 
environment are perceived as actual objects.  
Accordingly, the authenticity of the online 
product visualization has the ability to simulate 
consumers’ product experiences very similar to 
the shopping experiences in the brick-and-
mortar retailing situations.  In this study, we 
mainly focus on perceived interactivity from 
the perspectives of customers rather than the 
technology aspects.  In other words, we adopt a 
similar approach to Steuer (1992) defining 
interactivity as “the degree to which users of a 
medium can influence the form or content of 
the mediated environment” (p. 80).  Therefore, 
similar to Johnson, Bruner, and Kumar (2006), 
our interest in this study is more about the 
consumer experiences, which includes their 
perceptions and feelings about the shopping 
process.  Hence, we incorporate the control 
construct as a critical antecedent component of 
the interactivity in online retail contexts.  We 
use Ariely’s (2000) definition of control, which 
is related to the users’ abilities to customize and 
choose website contents to achieve their goals.  
Using the ELM model, control allows 

CONTROL 

ANIMATED 
COLORS 

INTERACTIVI
TY/AUTHENTI

CITY

ATTITUDES INTENTION
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consumers to process information more 
effectively and gives them the ability to reduce 
unwanted information and organize that 
information in a way that facilitates the 
process.  Also, we expect that online animated 
colors and try-on technologies will enhance 
consumers’ authenticity perception by getting 
them engaged in the process and utilizing some 
of the mechanical features offered (e.g., Fortin 
& Dholakia, 2005; Klein, 2003; Shih, 1998).  
Hence, the following hypotheses are offered: 

H1: Consumers’ perceptions of control 
of virtual visualization will positively 
affect the perceived interactivity 
authenticity of the website. 
 
H2:  Consumers’ perceptions of 
enhanced animated colors of virtual 
visualization will positively affect 
perceived interactivity authenticity of 
the website. 

 
Attitudes and Behavioral Intention toward an 
Online Retailer 

Consumers will be continuously seeking 
additional information to help them to visualize 
the products that are trying to buy online.  To 
this end, 3D product visualization may offer the 
consumers the help they need in the process of 
imagining how a product may look on them in 
reality (Fortin & Dholakia, 2005; Klein, 2003).  
Therefore, when such visualizations are 
available, many scholars, especially in the 
communication fields (e.g., Heeter, 1992; 
Lombard & Ditton, 1997; Song et al., 2007), 
reported that the consumers were more 
engaged in the process, happier, and felt more 
enjoyment as a result of using such 3D 
technologies during their purchases.  Similarly, 
several scholars such as Fiore et al. (2005b), 
Kim and Forsythe (2007), Lee et al. (2006), and 
Schlosser (2003) also emphasized the 
importance of 3D product visualizations in 
enhancing consumers’ shopping experiences in 
virtual environments.  These researches argued 
that 3D visualizations usually create more 

hedonic values (feelings related) rather than the 
utilitarian values (concrete benefits) for 
consumers.  Accordingly, Fiore et al. (2005b) 
argued that the hedonic values created through 
the interactivity technologies are highly 
correlated with consumers’ emotional pleasure 
and arousal.  Therefore, we offer the following 
hypotheses: 

H3: Perceived website interactivity 
authenticity of a retailer’s website will 
positively affect users’ attitudes 
towards the online retailer. 
 
H4: Attitude towards the online retailer 
will positively affect consumers’ 
behavioral intention (intentions to 
purchase) toward the online retailer. 

 
STUDY METHODOLOGY 

 
Online Retailer Context 

An online retailer’s virtual mirror 
application on its website was used to test study 
hypotheses for this study.  Our objective is to 
examine the relationship between perceived 
WIA and consumers’ attitudes towards online 
retailers and how those attitudes influence 
behavioral intentions.  Therefore, we selected 
an online retailer’s website that made it 
possible for consumers to try the available 
products on by uploading their facial images 
and rotating the image to visualize it from 
different angles.  The product selected from 
this online retailer was sunglasses (shades).  
Sunglasses are deemed to appropriate for this 
study because visualization is important and 
consumers try several sunglasses before they 
purchase one in brick-and-mortar retailer 
environments.  Moreover, sunglasses are 
frequently purchased by college students 
(subjects), and therefore, it is considered an 
appropriate product to test hypothesized 
relationships in this study.  The selected online 
retailer offered a wide variety of designs and 
fashionable sunglasses collection choices to 
college students.  Along with visualizations of 
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the products, subjects also had access to the 
detailed product information from the website.  
Finally, respondents had the ability to 
communicate or share their choices with their 
friends and had the opportunity to get their 
feedback before making a choice.  
 
Measures 

The scale items used to measure the 
different constructs used in the conceptual 
model were obtained from the published 
literature.  Some of the items were modified to 
fit the study purpose and the international 
context of this research.  Control, animated 
colors, and interactivity authenticity scale 
items were adapted from Algharabat and 
Dennis (2010).  Attitudes and behavioral 
intention toward online retailer scale items 
were based on Fiore et al. (2005a).  The 
modified survey scale contained 19 scale items 
representing the five constructs listed in the 
model.  All constructs presented in conceptual 
model are measured using a five-point Likert 
scale (1= “strongly disagree,” 5= “strongly 
agree”).  All scale items were translated from 
English to Turkish and then back to English by 
the authors to minimize any meaning 
fluctuations in the translation process. 
 
Data Collection 

Although the use of student subjects has 
been frequently criticized by the scholars in 
terms of the concerns about their 
representativeness, student samples are 
commonly used to test the relationships 
hypothesized in online shopping research (e.g., 
Li et al., 2002, 2003; Fiore et al., 2005a; Kim 
et al., 2007; Balabanis & Reynolds, 2001) 
because of the suitability of their characteristics 
and contextual fit to the research environments.  
Hence, the use of student subjects in research 
studies are usually supported in the context of 
this study because students are known to be 
computer-literate, open to use technology for 
online product purchases, and willing to 
deviate from traditional consumer buying 

habits.  Furthermore, student subjects are also 
justified when the products used in the study 
are directly applicable to them.  Students are 
current or future/prospective consumers of 
electronic goods, apparel, accessories (e.g., 
sunglasses), insurance, and many other 
applicable products (Jahng et al., 2000).  
Therefore, the use of student subjects in this 
study is considered appropriate.  

After conducting a pilot study to ensure the 
clarity of scale items and the instructions to 
estimate the time needed to try on the products, 
the data for the study was collected from n=178 
undergraduate students who were enrolled in 
the business administration program at a large 
state university located in southern Turkey.  
Study participants were told that the 
researchers were interested in consumers’ 
evaluations of online retailers and their 
offerings.  Data collection took place in a 
computer lab environment to make sure that the 
connection speed and image display quality of 
the equipment used were consistent for all 
subjects.  Participation in the study was 
voluntary but the instructors offered extra 
credits to increase student participation and 
engagement.  Subjects were instructed that any 
inconsistent responses (haphazardly 
completing the survey) would be easily 
identified and eliminated from the study using 
statistical analyses, thus encouraging them to 
be highly engaged in the data collection 
process to earn the points for participation.  We 
have carefully recruited subjects who had 
owned or currently own/wear sunglasses, but 
their prior experiences with the online 
shopping were not controlled.  A limited 
amount of information was given to the 
subjects, and they were told that they would be 
participating in a study that investigates 
consumers’ online shopping experiences.  
Subjects were encouraged to try different 
sunglasses by using the interactivity 
application offered by the online retailer and 
they could send still pictures taken during the 
shopping process to their friends to get 
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feedback.  Equal time was allocated (exposure 
time was limited for each treatment to five 
minutes) for each subject during the interaction 
with the online retailer’s offerings.  Subjects 
were carefully monitored to make sure that they 
were following the instructions and were 
actively engaged in the process.  After 
interacting and trying various sunglasses, 
subjects were taken to a different classroom to 
complete the study questionnaire that included 
questions about the study constructs (perceived 
control, animated colors, interactivity 
authenticity, attitudes and behavioral intentions 
toward the online retailer) and demographic 
information. 
 

ANALYSIS AND RESULTS 
 
Various descriptive and inferential 

statistical analysis methods were used to 
analyze the data.  
Sample Characteristics 

The sample used in this study was 
comprised of n=178 respondents of which 58% 
were females and 42% males.  More than 41% 
of the subjects had less than $700 monthly net 
income while a quarter of them had an income 
more than $1,200 per month.  These income 
levels would be considered a good 
representation of the overall student population 
in Turkey.  The subjects were between 19 and 
26 years old and were full-time students in the 
school of business administration.  Most of the 
respondents expressed that they usually first 
search information about products online 
before purchasing (87.6%), and 73.6% had 
already made purchases online. 

 
Measurement Model—EFA and CFA 

An exploratory factor analysis (EFA) was 
first performed on the scale items used in the 
study to understand the dimensionality of the 
data.  With the intention of evaluating whether 
the correlations among variables were suitable 
for factor analysis, we examined the Kaiser-
Meyer-Olkin measure of sampling adequacy 

(KMO-MSA) (Kaiser, 1970).  The value of 
KMO-MSA was 0.905, indicating the data 
were appropriate for factor analysis.  All KMO 
results were above .50, which is the minimum 
cut off for factor analysis. Additionally, all 
levels of significance for Bartlett’s test for 
sphericity were less than .0001.  KMO results 
along with the Bartlett results indicate the data 
is suitable for factor analysis.  Results of the 
EFA along with factor loadings and reliability 
scores are given in Table 1.  These results show 
that the existence of five dimensions explaining 
approximately 70% of the variance in the 
dataset.  Among the extracted factors, animated 
colors/animation had the largest explained 
variances.  All reliability scores measured by 
Cronbach Alpha were higher than the 
suggested minimum cut-off points (0.70) in the 
literature. 
Confirmatory factor analysis (CFA) was used 
next to estimate the model parameters and 
examine the factor structure of the constructs.  
Some of the items were pruned based on the 
modification indexes.  This exercise enabled us 
to achieve reasonable levels of model fit and to 
exclude items that had non-significant 
contributions to the measures.  The 
measurement model was estimated based on a 
covariance matrix using the maximum 
likelihood estimation method (Chou & Bentler, 
1995), which is the most commonly used 
approach in structural equation modeling 
(SEM).  Using measure purification, the 
number of scale items retained were the ones 
that provided the best fit.  Multivariate 
normality was assessed by comparing Mardia’s 
coefficient (Mardia, 1970) against its critical 
ratio (Byrne, 2001).  The data were found to be 
acceptably normal.  The CFA analysis 
demonstrated reasonable levels of good fit 
results among the constructs used in the study 
[Root mean squared error of approximation 
(RMSEA = 0.043), Normed Fit Index (NFI = 
0.90), Tucker–Lewis Index (TLI = 0.967) and 
Comparative Fit Index (CFI =0.973) and χ2 
(142) = 188.04, .006 (Bagozzi & Yi 2012)]. 
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We used additional analyses to examine 
the descriptive values of the various scale items 
used in the study.  Table 2 shows the various 
dimensions and their corresponding mean 
values.  Examination of this table shows that 

there was a strong emphasis on attitudes and 
control related statements (average values of 
attitudes and control statements were closer to 
the higher end of the scale indicating a strong 
agreement with the statement).  

  
Table 1. Exploratory Factor Analysis (Varimax Rotated Factors) 

 
 
Scale Items (α=.92) 

Component 
1 2 3 4 5 

Animated Colors (α=.87)   (After surfing this website, I think…)      
 It provided me with accurate visual information about the 

products.  
.739     

 Multicolor in the products let me easily visualize what the 
actual product is like.  

.810     

 Colors brightness of the products let me visualize how the 
real sunglasses might look.  

.821     

 There are lots of colors on the 3D sunglasses websites. .687     
Behavioral Intention (α=.85)         

 I would be willing to buy sunglasses though the online 
retailer. 

 .806    

 I would be willing to recommend this online retailer to 
my friends. 

 .802    

 I would visit this online retailer again.   .741    
 In the future, I would very probably shop at this online 

retailer.  
 .779    

Attitude (α=.84)   (If I were actually shopping for sunglasses 
online, this web site would . . .) 

     

 Be good.   .746   
 Be pleasant.   .772   
 Be interesting.   .815   
 Be worthwhile.   .737   

Control (α=.83)   (After surfing the websites …)      
 I felt I could control the products movements.    .740  
 I felt that I could choose freely what I wanted to see.    .740  
 I felt that I had a lot of control over the content of the 

products’ options. 
   .801  

 I felt it was easy to rotate the products the way I wanted    .671  
Website Interactivity Authenticity (α=.78)   (After surfing the 
websites …) 

     

 Virtual mirror application creates a product experience 
similar to the one I would have when shopping in a store.  

    .626 

 Virtual mirror application let me feel like I am dealing 
with a salesman who is responding to my orders.  

    .699 

 Being able to zoom in/out and rotate the products let me 
visualize how the product might look in an offline retailer   

    .476 

Variance Explained by Factors % 40.89 10.10 8.11 7.48 3.91 
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Table 2. All Scale Items 
 

 Mean Std. 
Deviation 

Animated Colors (After surfing this web site, I think…)   
 It provided me with accurate visual information about 

the products.  

4.30 .786 

 Multicolor in the products let me easily visualize what 
the actual product is like. 

4.10 .903 

 Colors brightness of the products let me visualize how 
the real sunglasses might look.  

3.96 .932 

 There are lots of colors on the 3D sunglasses websites. 4.25 .880 

Behavioral Intention    
 I would be willing to buy sunglasses though the online 

retailer.  
4.02 1.052 

 I would be willing to recommend this online retailer to 
my friends.  

4.27 .954 

 I would visit this online retailer again.  4.27 .911 
 In the future, I would very probably shop at this online 

retailer.  
4.08 .956 

Attitude (If I were actually shopping for sunglasses online, 
this web site would . . .) 

  

 Be good. 4.50 .825 
 Be pleasant. 4.57 .735 
 Be interesting. 4.54 .789 
 Be worthwhile. 4.28 .945 

Control  (After surfing the websites …)   
 I felt I could control the products movements. 4.35 .783 
 I felt that I could choose freely what I wanted to see. 4.41 .778 
 I felt that I had a lot of control over the content of the prod-

ucts’ options. 
4.41 .792 

 I felt it was easy to rotate the products the way I wanted.  4.48 .707 
Website Interactivity Authenticity (After surfing the web-
sites …) 

  

 Virtual mirror application creates a product experience sim-
ilar to the one I would have when shopping in a store. 

4.12 .940 

 Virtual mirror application let me feel like I am dealing with 
a salesman who is responding to my orders.  

4.19 .881 

 Being able to zoom in/out and rotate the products let me 
visualize how the product might look in an offline retailer. 

4.24 .957 

 
 
 



92 JOURNAL OF EUROMARKETING  

Table 3 shows the overall model construct 
means (x̅), standard deviations (SD), average 
variance extracted (AVE), and construct 
intercorrelations.  The average variance 
extracted (AVE) for each of the five constructs 
in the model ranged from 0.54 to .63, and they 
were greater than the minimum AVE criteria of 
.50 (Bagozzi & Yi, 1988).  Furthermore, 
similar to the Richard and Purnell (2016) 
presentation of the information, Table 3 also 

shows that the tested model had acceptable 
levels of discriminant validity as was 
demonstrated with the construct 
intercorrelations being less than the 
corresponding square root of the AVEs for 
each construct (Fornell & Larcker, 1981) with 
one exception (animated colors).  All 
intercorrelations constructs were significant at 
p<0.001 level. 

 
Table 3. Overall Model Construct Means (x̅), Standard Deviations (SD), Average Variance Ex-

tracted (AVE) and Construct Intercorrelations 
 x̅ SD Control Ani-

mated 
Colors 

Interac-
tivity 

Attitudes Behavior 

Overall Model 
AVE 

  0.542 0.634 0.535 0.568 0.604 

Control 4.4 0.77 0.74     
Animated Colors 4.2 0.87 0.58 0.80    
Interactivity 4.2 0.93 0.74 0.82 0.73   
Attitudes 4.5 0.82 0.57 0.48 0.63 0.75  
Behavior 4.2 0.97 0.49 0.55 0.54 0.54 0.78 

Note: The square roots of AVEs are shown in diagonals (bold). Correlations for each construct in the mode are in the 
lower half of the table. All correlation coefficients are significant at the .001 level. All construct intercorrelations 
(except animated colors) are less than the corresponding square root of the AVEs. 

 
Discriminant validity is the extent to which 

a construct is truly distinct from other 
constructs.  Another way to check the 
discriminant validity is to compare the average 
variance extracted (AVE) estimates to the 
corresponding squared inter-construct 
correlation estimates (SIC).  Using this 
criterion, AVE for control, attitude, and 
behavior demonstrates reasonable discriminant 
validity; however, animation and interactivity 
come very close but fail to support it.  Although 
one could argue that these results may be 
interpreted as weak discriminant validity, it is 
important to note that these results need to be 
evaluated in light of the entire information 
rather than using a single indicator.  We argue 
that AVEs are indicating acceptable levels of 
discriminant validity.  All but one AVE were 
equal or higher than the suggested SIC level in 
the literature indicating sufficient convergent 

validity.  One could have potentially eliminated 
one of the constructs or pruned some of the 
items in each construct to obtain higher levels 
of methodological results, but that would have 
altered the original measurement scale.  The 
scales used in this study have been used in the 
literature, and their validity has been affirmed 
before by other researchers, not altering the 
scale items is justified even though weak 
discriminant validity results are obtained.  
Future empirical studies are encouraged to 
investigate the reasons for obtaining marginal 
validity scores.  Moreover, one could make a 
case not to focus so much on certain cut-off 
scores to assess validity but rather to use the 
original scale as conceptualized.  In this study, 
we tested the original measurement scale in a 
culturally different environment and in a 
different context (supermarket self-checkout).  
Perhaps instead of using an etic approach for 



 Sudas, Kara and Cabuk  93 

 

making generalizations across cultures, which 
uses a single core approach to measure 
consumer behavior regardless the environment, 
it might be necessary to focus on more culture-
specific measurement scales/items that are 
designed to measure the phenomenon of 
interest in each culture.  Although we would 
have preferred to see all AVEs to be larger than 
their respective SICs (or all interconstuct 
correlation to be less than the corresponding 
square root of the AVEs for each construct), 
considering the measurement model in its 
entirety, we argue that these results are 
acceptable and sufficient to test the 

hypothesized structure.  We think the five-
construct CFA model used in this study 
demonstrates sufficient properties to proceed.  
Finally, Table 4 shows additional information 
including standardized weights (all were above 
.50), and overall composite relatability (CR) 
values ranged from .75 to .87, all greater than 
minimum acceptable criteria of .70 (Fornell & 
Larcker 1981) indicating adequate 
convergence or internal consistency.  Taken 
together, the evidence provides initial support 
for the convergent validity of the five construct 
used in the model.  

 
Table 4. Five Factor Completely Standardized Regression Weights, Variance Extracted,  

and Reliability Estimates 
Items CON(1) ANI(2) AUT(3) ATT(4) BH(5) Item Relia-

bilities 
Ei-

genv. 
Delta Const 

pairs 
IC SIC 

CON1 0.756     0.57  0.43 1-2 0.58 .34 
CON2 0.681     0.46  0.54 1-3 0.74 .54 
CON3 0.756     0.57  0.43 1-4 0.57 .32 
CON4 0.75     0.56 2.169 0.44 1-5 0.49 .24 
ANI1  0.709    0.50  0.50 2-3 0.82 .67 
ANI2  0.87    0.76  0.24 2-4 0.48 .23 
ANI3  0.87    0.76  0.24 2-5 0.55 .30 
ANI4  0.72    0.52 2.535 0.48 3-4 0.63 .40 
AUT1   0.738   0.54  0.46 3-5 0.54 .29 
AUT2   0.73   0.53  0.47 4-5 0.54 .29 
AUT3   0.726   0.53 1.605 0.47    
ATT1    0.821  0.67  0.33    
ATT2    0.823  0.68  0.32    
ATT4    0.704  0.50  0.50    
ATT5    0.652  0.43 2.272 0.57    
BH1     0.705 0.50  0.50    
BH2     0.903 0.82  0.18    
BH3     0.804 0.65  0.35    
BH4     0.676 0.46 2.416 0.54    

            
Variance 
Extracted 

(AVE) 

 
54.2% 

 
63.4% 

 
53.5% 

 
56.8% 

 
60.4% 

      

            
Construct 
Reliability 

(CR) 

 
0.82 

 
0.87 

 
0.78 

 
0.75 

 
0.86 

      

SIC Esti-
mates 

(0.54, 
0.24) 

(0.67, 
0.23) 

(0.67, 
0.29) 

(0.40, 
0.23) 

(0.30, 
0.24) 

      

IC=Interconstruct correlations; SIC=Squared Interconstruct Correlations; Delta=Standardized Error Variance; 
AVE=Average Variance Extracted; CR=Construct Reliabilities. 
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Although some statistics may appear to be 
below estimates suggested in the literature, 
they do not appear to be significantly harming 
model fit or internal consistency.  In addition, 
the model fits relatively well based on the 
goodness of fit measures.  Therefore, the 
indicator items are retained at this point and 
adequate evidence of convergent validity is 
provided. 
 
Structural Equation Modeling (SEM) 

To test the hypothesized relationships, we 
used structural equation modeling (SEM).  The 
theoretical model presented in the study 
consisted of two exogenous variables 
(animated colors and control) and three 

endogenous constructs (WIA, attitude toward 
the online retailer, and behavioral intention).  
The proposed model structure was tested 
through AMOS using the maximum-likelihood 
estimation.  To assess the overall fit of the 
model to the data, goodness-of-fit index (GFI), 
and comparative fit index (CFI) were used.  

Results of the SEM are shown in Figure 2.  
This figure displays standardized coefficients 
for the linkages, R-squared values for the 
variables, as well as correlation coefficients 
between two sets of measurement variables.  
All relationships displayed in that model are 
statistically significant, and explained 
variances (R-squared) are relatively higher.   

 
 

Figure 2. Structural Model Constructs and Paths 
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All factor loadings were above 0.50, 
indicating strong dimensionality.  The results 
of SEM for the conceptual model revealed that 
overall fit indices were acceptable (GFI=0.90; 
CFI=0.96; RMSEA=0.05).  Inspection of the 
SEM results displayed in Figure 2 showed that 
all relations between the constructs were in the 
hypothesized directions as it is conceptualized 
in the model, and they were statistically 
significant (p<0.000).  

Hence, all hypothesized relationships in the 
conceptual model are confirmed.  That is, 
website interactivity authenticity (WIA) is 
positively influenced by control and animation, 
WIA then positively influenced consumers’ 
attitudes towards the online retailer and finally 
all constructs influencing their behavioral 
intentions. 
 

DISCUSSION AND CONCLUSIONS 
 

As the online shopping becomes more 
prominent in consumers’ lives around the 
world, the new interactive technologies have 
become available to the retailers who would 
like to influence consumers’ interactions and 
experiences with the online retailers and their 
offerings.  Retailers have started to use various 
interactive technologies that give consumers 
opportunity to virtually “try on” or “get a feel 
for” the products before they buy it by 
overlaying these products on consumer’s own 
digital image as a virtual mirror, thus 
mimicking a more realistic shopping 
atmosphere.  Based on the Social Issues 
Research Centre (SIRC, as cited in Herrod, 
2007) study, it is expected that “virtual 
commerce (v-commerce) will replace 
ecommerce.”  The development of proper 3D 
virtual models (such as 3D virtual shopping 
mall) will be leading the entire industry by 
2020.  All the advantages of the website 
interactivity mentioned will help users to have 
more stimulating online shopping experiences.  
Considering the potential benefits offered by 
such interactive technologies, we expect that 

such technologies or tools will be more 
frequently used by online retailers in the near 
future across the globe.  Therefore, it is 
important to investigate the effect of such 
online tools on international consumers’ 
attitudes towards and responses for the 
retailer’s offerings.  

We used the Theory of Reasoned Action 
(Fishebein-Azjen) as the theoretical support for 
the study.  It is well supported in the literature 
that attitudes predict consumer behavior 
(Fishbein & Ajzen, 1975).  Fishbein and Ajzen 
(1975) argued that consumer behavior may be 
predicted systematically using attitudes, 
intentions, and behavior models.  The Theory 
of Reasoned Action suggests that consumers’ 
behavioral choices are rationally made and 
usually influenced by their attitudes (favorable 
or unfavorable perceptions) toward that 
behavior.  These attitudes may be influenced by 
various factors such as consumers’ prior 
experiences.  The results of the present study 
show that WIA has a direct and positive effect 
on consumer responses toward the online 
retailer.  Consumers’ ability to control their 
interactions and the animation/colors provided 
by the website were used as the antecedents of 
the interactivity authenticity.  Structural 
equation model results showed statistically 
significant results indicating that the website 
interactivity authenticity had a positive 
influence on consumers’ attitudes towards the 
retailer, ultimately influencing their purchase 
intentions.  This finding supports the argument 
that creating a highly interactive web interface 
that mimics real-life trial experiences would be 
helpful in influencing consumers’ attitudes and 
purchase intentions.  

Moreover, the findings of this study 
suggest that online retailers, especially those 
who sell consumer apparel and accessories, 
should pay closer attention to the technology 
used on their website that allows consumers to 
interact with their offerings.  The authenticity 
of the interactivity and its antecedents of user 
control and animated colors need to be 
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carefully incorporated into their website design 
to improve effectiveness. Consumers want to 
have the ability to control the various aspects 
of their interaction and prefer stimulating 
colors that help them to better visualize the 
images before making decisions.  Therefore, 
online consumer apparel and accessory 
retailers ought to consider adding more 
interactivity on their website and consider 
using simulation and 3D animation to display 
the real products more authentically.  
Moreover, they should work to create an 
environment in which consumers feel and 
sense that they are in control while navigating 
online retailer’s website.  Allowing visitors to 
use real pictures of their face or body would be 
more beneficial instead of offering product 
displays on other peoples’ images.  

This study makes important contributions 
and additions to the literature.  First, although 
previous researchers have identified various 
facets of the interactivity (see Johnson, Bruner, 
& Kumar 2006), the two antecedents we have 
used (control and animated colors) in this study 
explained a significant variation (r-squared= 
0.79) in the WIA.  This is valuable information 
to the online retailers that are selling consumer 
apparels and accessories.   

These antecedents are relatively simple and 
practical to incorporate into the website design, 
and they are found to enhance consumers’ 
perceptions of website interactivity 
authenticity by simply allowing consumers to 
have more control during navigation and 
offering stimulating colors.  Second, this study 
confirms previous findings and provides 
additional support for the relationships 
between consumer attitudes and WIA and 
ultimately to their intentions (behavior).  Such 
results contribute to extend the generalizability 
of the concepts developed in western markets 
to the other environments.   

Finally, this study provides crucial 
evidence from an emerging international 
market with significant online shopping growth 
potential.  

STUDY LIMITATIONS AND FUTURE 
RESEARCH 

 
Finally, some limitations of the current 

research need to be addressed.  First, the results 
of the study are only based on data collected 
from a relatively small number of 
undergraduate students.  Future studies should 
utilize larger samples from geographically 
distributed locations to get a better 
representation.   

Another limitation of the current research is 
that we used a single product category (i.e., 
sunglasses) to test for the effect of the WIA on 
consumers’ evaluations of retailers and 
intentions to purchase.  Future research studies 
should systematically explore the potential 
interactions of product class, demographics, 
cultural variables, other variables such as 
consumer involvement on the consumers’ 
evaluations.  We also did not incorporate any 
controls for the prior knowledge and attitudes.  
To isolate the influence of WIA, a pre-and-post 
type study could have been beneficial.  

Moreover, we have used an existing brand 
to test our hypothesized relationships.  The role 
of the existing brand on consumers’ 
perceptions of the WIA is not controlled and 
may not be determined.  A totally unknown 
hypothetical sunglass brand could have been 
valuable to isolate the effects of studied 
constructs on consumer attitudes and behavior.  
Therefore, the limitations mentioned above 
limits one’s ability to generalize the results of 
this study to larger populations and other 
contexts.  

 Finally, although the generalizability of 
the results is limited by the student sample, we 
argue that students are computer literate and 
have few problems using new technology.  
Students also are likely consumers of electrical 
goods and they represent the shoppers of today 
and tomorrow (Balabanis & Reynolds, 2001). 
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ABSTRACT. This study was designed to provide insight into predictors of advertisement avoidance 
on social media.  Predictors are organized into four conceptual groups: “content driven,” “need for 
socializing,” “experienced barriers,” and sociodemographic characteristics of consumers.  An online 
survey was conducted among 4,618 respondents from six countries: the United States, the United King-
dom, Germany, the Netherlands, Spain, and France.  Results showed that the predictors of advertise-
ment avoidance determine 40% of the variance of users’ avoidance of advertising on social networking 
sites.  It demonstrates that it is important for marketers and media planners involved in campaign strat-
egy to focus, like in traditional media, on highly informative, entertaining, trustworthy, and not irritat-
ing ads, because they are less avoided on social media.  Besides, these ads should not evoke privacy 
concerns. 
 
KEYWORDS. Advertising avoidance; social media networking sites; predictors; cross national study. 
 

 
INTRODUCTION 

  
Advertisement avoidance, or advertising 

avoidance, is comprised of all actions consum-
ers take in order to avoid exposure to advertise-
ment content (Speck & Elliott, 1997), and it is 
the worst outcome for advertisers as no expo-
sure means no effect.  Since it is generally 
known that the increasingly cluttered media en-
vironment has led to advertisement avoidance 
on both traditional media (Smit & Neijens, 
2000) and the Internet (Cho & Cheon, 2004), 

advertisers find new ways to advertise.  One of 
the relatively new developments is the emer-
gence of social media (Boyd & Ellison, 2007), 
which enables new ways to advertise in a more 
tailored fashion (Aguirre, Mahr, Grewal, de 
Ruyter, & Wetzels, 2015; Park, 2014) and thus 
might provide ways to reduce advertisement 
avoidance.  The question is what fuels adver-
tisement avoidance among social media users. 

A unique feature of social media is that they 
fully consist of web-based services that are de-
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signed to build an infrastructure of social rela-
tionships for individuals with common inter-
ests.  This allows consumers to build, maintain, 
and grow their social networks through interac-
tive services such as chat, discussion groups, 
and blogging (Kisselburg, 2009).  The influ-
ence of social media seems to be international, 
influencing every country and consumer seg-
ment, both regionally and globally.  

Advertisers believe that effective utiliza-
tion of social media can enhance their compet-
itive advantage.  Because a growing share of 
their target groups is found on social media for 
several hours a day, they use social media more 
often for advertising.  

In the fourth quarter of 2016, for example, 
Facebook had 1.86 billion monthly active us-
ers, almost tripling the numbers of 2010 (Sta-
tista, 2016).  

The unique characteristics of social media 
have allowed advertisers to develop several in-
teractive advertisement formats which are in-
trinsically different from more “traditional” 
and less “tailored” advertising formats on the 
Internet.  Nowadays, advertisers can utilize 
banners and pop-ups that take into account con-
sumers’ characteristics that these consumers 
previously shared publicly of their own accord 
(Taylor, Lewin, & Strutton, 2011).  The trans-
parent infrastructure of social media offers ad-
vertisers access to a huge amount of infor-
mation about consumers’ consumption, habits, 
opinions, lifestyles, and attitudes, free for use 
(Baek & Morimoto, 2012).  Advertisers in-
creasingly use this information to optimally 
reach their target groups by offering them per-
sonalized advertisements.  Social media adver-
tisements are online advertisements that make 
use of consumer interactions that the consumer 
has agreed to display and share (Chu, 2011).  
Nowadays, advertising in social media consists 
of viral advertising, electronic word of mouth 
(e.g., Golan and Zaidner, 2008; Utz, 2009), and 
related interactive formats such as personalized 
advertisements, fan pages, wall posts, and ad-
vergames.  

Because of the overwhelming number of 
possibilities to advertise on social media and 
the common belief among advertisers that ad-
vertising on social media is effective, the part 
of the advertising budget that is spent on social 
media advertising is getting larger and larger 
each and every year (Bloomberg, 2013).  For 
example, the worldwide advertising budget for 
social media has doubled worldwide from $16 
billion U.S. in 2014 to $31 billion in 2016 
(Hootsuite, 2016).  Although advertising in so-
cial media is becoming increasingly popular 
among advertisers, little is known about avoid-
ance of advertisements in social media (Tem-
perley & Tangen, 2006).  As far as is known to 
the authors, only two studies focus on the ef-
fectiveness of advertisements on social media: 
Taylor et al. (2011) make an inventory of users’ 
attitudes towards social media advertising but 
do not determine the behavioral component: 
advertisement avoidance.  The present study 
goes beyond attitudes and focuses on advertise-
ment avoidance.  Baek and Morimoto (2012) 
do measure advertisement avoidance, but they 
focus on personalized advertising media, such 
as e-mail, telemarketing, and text messaging, 
instead of social media advertising in particu-
lar.  Furthermore, neither of the aforemen-
tioned studies include country as a predictor.  

Loosely based on the categorization of Tay-
lor et al. (2011), we derive several predictors of 
advertisement avoidance on social media 
which will be tested in our study.  The first cat-
egory, “perceived characteristics of advertise-
ment content,” consists of the predictors per-
ceived information value, perceived entertain-
ment value, and perceived trustworthiness of 
advertisements in social media (Baek & 
Morimoto, 2012; Ducoffe, 1996; Smit & Nei-
jens, 2000; Taylor et al., 2011).  The second 
category consists of a “need for socializing,” 
which we approached with the amount of social 
media usage (c.f. Smit & Neijens, 2000; Taylor 
et al., 2011).  Originally, we also wanted to in-
corporate “connecting with others,” which we 
deemed part of “peer influence” as included in 
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Taylor et al. (2011), but mistakes in the pro-
gramming of the routing in our questionnaire 
made that impossible.  However, we deem 
amount of time spent on social media as a good 
stand-in variable, because as Taylor et al. 
(2011) correctly state, time spent on social me-
dia is time spent connecting with others, and 
thus, peer influence.  The third category is 
called “experienced barriers” and includes ex-
tent to which irritation is experienced when ex-
posed to advertisements in social media, extent 
to which advertisements in social media are 
deemed intrusive, and level of concern about 
privacy while using social media (Cho & 
Cheon, 2004; Edwards, Li, & Lee, 2002; Tay-
lor et al., 2011).  Extending the model of Taylor 
et al., the category “sociodemographic charac-
teristics of consumers” is added.  Several stud-
ies show which sociodemographic groups are 
notorious advertisement avoiders, helping ad-
vertisers in effectively planning and targeting 
advertisement-campaigns (Shavitt, Lowrey, & 
Haefner, 1998).  However, most empirical re-
search considers sociodemographic variables 
such as gender, age, income, and education as 
control variables, and not as predictor variables 
of advertisement avoidance in their own right 
(Alwitt & Prabhakar, 1994; Bush, Smith, & 
Martin, 1999; Dutta-Bergman, 2006; Koeman 
& d'Haenens, 2011; Rojas-Méndez, Davies, & 
Madran, 2009; Shavitt et al., 1998; Smit & Nei-
jens, 2000; Speck & Elliot, 1997).  In this 
study, we will therefore theorize about the re-
lationship between sociodemographic charac-
teristics of consumers and advertisement 
avoidance, as well.  We will add country to the 
list of sociodemographic characteristics of con-
sumers, because levels of advertisement avoid-
ance may significantly differ between coun-
tries. 

In sum, neither the effectiveness of social 
media advertising in terms of advertisement 
avoidance, nor the suggested combination of 
predictors that, according to literature, might 
explain why consumers avoid social media ad-
vertising, have ever been empirically assessed.  

Thus, we formulate the following central re-
search question: Why do people avoid advertis-
ing in social media? 
 

THEORY 
 

Below, we look at the theoretical and em-
pirical relevance of the groups of variables re-
lated to advertisement avoidance introduced 
above: perceived characteristics of advertise-
ment content, need for socializing, experienced 
barriers, and sociodemographic characteristics 
of consumers. 
 
Perceived Characteristics of Advertisement 
Content 

Three perceived characteristics of adver-
tisement content are identified as determinants 
for avoidance of advertisements in social me-
dia, i.e., perceived information value, per-
ceived entertainment value, and perceived 
trustworthiness of the advertisements.  All 
three are about characteristics of advertise-
ments in social media, as perceived by the users 
of those social media.  They are subjective, but 
highly relevant, because “if men define situa-
tions as real, they are real in their conse-
quences” (Thomas, 1951, p. 14). 

Perceived information value of advertise-
ments in social media is defined as the per-
ceived ability of advertising in social media to 
inform about products and product alternatives 
(c.f. Ducoffe, 1996), and is important to sustain 
attention of consumers after their initial expo-
sure to the advertisements.  It is reasoned that 
when an advertisement has low perceived in-
formation value, it is not interesting for con-
sumers, which will lead to advertisement 
avoidance.  Smit and Neijens (2000) show for 
advertisements in traditional media that a 
higher perceived information value leads to 
less advertisement avoidance.  There is no rea-
son to argue that this relation will be different 
for advertisements in social media.  Therefore, 
we formulate the following hypothesis: 

 



Ketelaar, Konig, Peeters, Theunis and Wijnands                                                     105 

 

Hypothesis 1: In social media, a higher 
perceived information value of adver-
tisements leads to less advertisement 
avoidance. 

 
Similar reasoning can be applied to the ef-

fect of perceived entertainment value of adver-
tisements in social media.  As long as consum-
ers feel entertained, they are not likely to stop 
paying attention to the advertisements that keep 
them entertained.  However, should they no 
longer feel entertained, chances of them stop-
ping increase.  And of course there is always 
the possibility that they deem advertisements 
not (or hardly) entertaining even before their 
exposure to them.  Thus, the subjective enter-
tainment value consumers ascribe to advertise-
ments is most likely related to advertisement 
avoidance.  Therefore, it is hardly surprising 
that Smit and Neijens (2000) also indeed report 
such a relationship for traditional media.  
Again, there is no reason to argue that this re-
lationship will be different for social media.  In 
line with this, Taylor et al. (2011) report that 
higher entertainment (“nice to look at”) is re-
lated to a more positive attitude towards adver-
tisements in social media, which should lead to 
less avoidance, according to the Theory of 
Planned Behavior (Ajzen & Fishbein, 2005).  
Therefore, we formulate the following hypoth-
esis:  

Hypothesis 2: In social media, a higher 
perceived entertainment value of adver-
tisements leads to less advertisement 
avoidance. 
 

Adding to Taylor et al.’s (2011) two per-
ceived characteristics of advertisement content, 
we also include perceived trustworthiness of 
advertisements in social media, as a character-
istic of advertisement content.  Perceived trust-
worthiness can be defined as the belief held by 
consumers that the information in advertise-
ments is accurate, and thus can be trusted 
(Knowles & Linn, 2004).  We include this per-
ceived characteristic of advertisement content 

because we deem it improbable that consumers 
want to pay attention to information that they 
feel that they cannot trust.  Whatever the per-
ceived information and entertainment value of 
the content of an advertisement in social media, 
it may still be viewed as less trustworthy and 
thus lead to higher advertisement avoidance.  
Baek and Morimoto (2012) investigate the ef-
fects of personalized advertising and conclude 
that a loss of perceived trustworthiness in-
creases advertisement avoidance.  In line with 
this conclusion, Knowles and Linn (2004) 
claim that a lack of perceived trustworthiness 
of advertisements is the main cause of re-
sistance towards advertising in traditional me-
dia.  Therefore, we formulate the last hypothe-
sis about perceived characteristics of advertise-
ment content in social media as follows: 

 
Hypothesis 3: In social media, a higher 
perceived trustworthiness of advertise-
ments leads to less advertisement 
avoidance. 
 

Need for Socializing 
An important motive for social media usage 

is the need for socializing, the feeling of con-
nectedness, being a member of one or more 
groups (c.f. Park, Kee, & Valenzuela, 2009; 
Taylor et al., 2011).  Spending time on social 
media may provide this.  The higher the amount 
of social media usage, the more one can inter-
act with others.  However, at the same time, a 
higher amount of social media usage is accom-
panied by a higher exposure to advertisements.  
Smit and Neijens (2000) report that heavy tele-
vision users avoid advertising more often, 
which would suggest that this might also be the 
case for advertisements in social media.  But 
Smit and Neijens also report that there is a dif-
ference between television and radio on the one 
hand, and print media like magazines and 
newspapers on the other hand.  On average, 
consumer attitude towards advertisements in 
print media is more positive.  Smit and Neijens 
explain this by the forced pacing of advertising 
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on television and radio.  On these two tradi-
tional media, consumers have no power over 
when they have to watch or listen to advertise-
ments or for how long.  In print media, though, 
they have this power.  So, the question is, does 
using social media feel more like television and 
radio, or is it more comparable to print media, 
considering the forced pacing of advertising?  
We deem the latter, because banners can be 
looked at whenever one wants to, or even be 
ignored without consequence, and for however 
long one wants to.  The pacing of pop ups is a 
little more like advertisements on radio and tel-
evision, as to when consumers are exposed to 
them.  However, consumers still hold at least 
some power over how long they are exposed.  
Also, consumers are free to click through if 
they want to, giving them the opportunity to get 
more information than the original advertise-
ment can provide.  All in all, this would mean 
that more time spent on social media comes 
with a more positive attitude towards the adver-
tisements in social media.  Again, the Theory 
of Planned Behavior (Ajzen & Fishbein, 2005) 
would predict that a more positive attitude 
comes hand in hand with less avoidance. 

Further, a stronger feeling of connectedness 
may also be caused by the messages that people 
get through social media, among which are ad-
vertisements that go viral.  So, if consumers ex-
perience a higher need for socializing, i.e., a 
higher need for feeling a member of one or 
more groups, chances are greater that they pay 
attention to such advertisements that go viral.  
So, if time spent on social media may indeed 
provide the feeling of connectedness, may in-
deed provide the feeling of being member of 
one or more groups, and may indeed provide in 
the need to socialize, then time spent on social 
media should also lead to less avoidance of vi-
ral advertisements.  All in all, this boils down 
to the following hypothesis:  

 
Hypothesis 4: A higher amount of so-
cial media usage leads to less advertise-
ment avoidance in social media. 

 
Experienced Barriers 

Three experienced barriers are identified as 
predictors of avoidance of advertisements in 
social media: extent to which irritation is expe-
rienced when exposed to advertisements in so-
cial media, extent to which advertisements in 
social media are deemed intrusive, and level of 
concern about privacy while using social me-
dia.  These are three characteristics that put up 
barriers against voluntary exposure to adver-
tisements in social media (Cho & Cheon, 2004; 
Edwards, Li & Lee, 2002; Taylor et al., 2011). 

Extent to which irritation is experienced 
when exposed to advertisements in social me-
dia is defined as the perception of consumers 
of the extent to which this advertising causes 
displeasure and momentary impatience (cf. 
Aaker & Bruzonne, 1985).  Immediately, this 
definition makes clear that experienced irrita-
tion puts up a barrier against paying attention 
to an advertisement and thus stimulates avoid-
ance of this advertisement.  After all, irritation 
is not a pleasant psychological state to be in.  If 
in the past, such irritation was experienced of-
ten, consumers may not even try to give a new 
advertisement a chance to irritate them.  People 
are able to learn from their past experiences 
(Bandura, 2001). They will just assume new 
advertisements will irritate them and act ac-
cordingly i.e., avoid them. 

Empirical studies on traditional media con-
ducted by Smit and Neijens (2000) and Speck 
and Elliott (1997) show that experienced irrita-
tion offers a good explanation for advertise-
ment avoidance.  It is also consistent with em-
pirical research on Internet advertising con-
ducted by Cho and Cheon (2004).  In fact, Cho 
and Cheon (2004) use irritation as an indicator 
for advertisement clutter in their linear struc-
tural equation model, along with two others, 
and not as predictor of advertisement avoid-
ance in its own right. The relationship however, 
is positive.  Therefore, we formulate our first 
hypothesis about experienced barriers as fol-
lows: 
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Hypothesis 5: In social media, a higher 
extent to which irritation is experienced 
when exposed to advertisements leads 
to more advertisement avoidance. 

 
Following the lead of Edwards et al. (2002) 

and Cho and Cheon (2004) for Internet in gen-
eral, the extent to which advertisements in so-
cial media are deemed intrusive can be defined 
as a negative emotional reaction of consumers 
towards such advertisements.  Such a negative 
emotional reaction can be aroused when con-
sumers experience that their efforts to reach the 
goals they pursue by using social media are in-
terrupted by exposure to advertisements.  In 
such cases, exposure to advertisements may 
lead to reactance (Edwards et al., 2002) or ad-
vertisements can be perceived as noise that has 
to be filtered out (Cho & Cheon, 2004).  Both 
of these outcomes would result in advertise-
ment avoidance (Edwards et al., 2002; Cho & 
Cheon, 2004).  

Indeed, past research shows that a higher 
extent to which advertisements are deemed in-
trusive, leads to advertisement avoidance (Cho 
& Cheon, 2004; Edwards et al., 2002; Speck & 
Elliott, 1997).  We expect the same for adver-
tisement avoidance in social media, specifi-
cally.  Thus, we hypothesize: 

 
Hypothesis 6: In social media, a higher 
extent to which advertisements are 
deemed intrusive leads to more adver-
tisement avoidance. 
 

The final experienced barrier is level of 
concern about privacy while using social me-
dia.  Where does the origin of such a concern 
lie?  Most probably, it lies in the personaliza-
tion of advertising, and especially in recogni-
tion of such personalization by consumers (Bé-
langer & Crossler, 2011; Pentina, Zhang, Bata, 
& Chen, 2016; Song, Kim, Kim, Lee, & Lee, 
2016). 

By matching the advertisements with per-
sonal preferences of consumers, advertisers 
may hope to minimize advertisement avoid-
ance.  And in social media, this is easily done, 
because on social media, consumers share a lot 
of information with the world that is essentially 
free to use by each and every one, including ad-
vertisers.  But if advertisers do make use of this 
information, they step over a threshold into the 
unknown of their consumers’ minds, and pos-
sibly come too close.  Consumers may feel 
threatened by the use of personal information 
in advertisements (Taylor et al., 2011), develop 
a negative attitude towards these advertise-
ments (Baek & Morimoto, 2012), and start to 
avoid these advertisements (Baek & Morimoto, 
2012; Sheehan, 2002).  

To date, many studies have explored con-
cern about privacy in relation to advertisement 
avoidance on Internet and in social media, and 
they found that such a relationship exists (Baek 
& Morimoto, 2012; Goldfarb & Tucker, 2011; 
Hann, Hui, Lee & Png, 2008; Rapp, Gaines & 
Wilson, 2009; Sheehan, 2002; Taylor et al., 
2011).  As a consequence, our last hypothesis 
about experienced barriers is as follows: 

 
Hypothesis 7: In social media, a higher 
level of concern about privacy leads to 
more advertisement avoidance. 

 
Sociodemographic Characteristics of Con-
sumers  

We identify five sociodemographic charac-
teristics of consumers as determinants for 
avoidance of advertisements in social media: 
gender, age, income, education, and country.  

The first sociodemographic characteristic 
of consumers we expect to relate to advertise-
ment avoidance is gender.  Over the past dec-
ades, in Western media, advertisements have 
represented women and men differently, alt-
hough decreasingly so (Amy-Chinn, 2011).  A 
majority of studies reports a decrease in stereo-
typed representation over the years, but Ver-
hellen, Dens, and De Pelsmacker (2016) report 
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hardly any change for advertisements on Bel-
gian commercial television, from 2002-2003 
and 2009-2010.  Further, their results are in line 
with other studies.  Both genders are depicted 
in a traditional stereotyped way.  Men are more 
often represented as dominant and women as 
subordinate.  Women are more often repre-
sented in dependent roles, as caregivers, and as 
sexual objects, whereas men are more often de-
picted as professional experts (Amy-Chinn, 
2011; Bell & Milic, 2002; Luyt, 2011; Ver-
hellen, Dens, & De Pelsmacker, 2016).  Adver-
tisements seem to “act as lagging indicators of 
social change” (Luyt, 2011, p. 368).  And it is 
because of this lagging character of advertise-
ments, that one can expect advertisements to be 
less attractive to women than to men.  After all, 
the advertisements depict women less posi-
tively and men more positively than the current 
state of developments in culture and society 
would justify.  Logically, that should lead to a 
more negative attitude towards advertisements 
among women and a more positive attitude 
among men, and in turn, according the Theory 
of Planned Behavior (Ajzen & Fishbein, 2005), 
more avoidance among women and less among 
men. Again, there is no reason to expect that 
this relationship is different in social media 
than for advertising in general. Therefore, we 
hypothesize: 

 

Hypothesis 8: In social media, women 
avoid advertisements more strongly 
than men do. 
 

Previous research indicates that age is also 
related to advertisement avoidance. According 
to Shavitt et al. (1998), younger persons have a 
more positive attitude towards advertisements 
because they feel less threatened by them and 
feel they are less likely to be mislead by adver-
tisements than their older counterparts do.  
Maybe younger consumers overestimate their 
ability to ward of possible persuasive effects of 
advertisements.  At least they may have gath-
ered less experience with advertisements that 
induced them to buy something.  Over the 

years, chances increase that a consumer has 
fallen for the persuasive intent of one or more 
advertisements, and is conscious of it.  That in 
itself may be a threatening experience because 
it takes away the freedom consumers are 
thought to have, to act of one’s own volition. 
You have been had, and you know it. There-
fore, it is no wonder that Smit and Neijens 
(2000) report that younger people evaluate tel-
evision commercials more positively than older 
people, and that Speck and Elliot (1997) point 
out that older people avoid more newspaper ad-
vertisements than younger people.  According 
to this theoretical reasoning and these previous 
findings, one can assume that younger consum-
ers will avoid less advertisements in social me-
dia than older consumers. Thus, our hypothe-
sis:  

Hypothesis 9: In social media, a higher 
age leads to more advertisement avoid-
ance. 
 

Income is also expected to be related to ad-
vertisement avoidance in social media. Con-
sumers with a lower income have more to gain 
from the information in advertisements. They 
have a higher need to know of special bargains 
and need to be more able to compare products 
and prices, because they have less money to 
spend. So, it is hardly surprising that research 
indicates that people with a lower income re-
port a more positive attitude towards television 
advertising (Alwitt & Prabhakar, 1994) and ad-
vertising in general (Shavitt et al, 1998). Again, 
the Theory of Planned Behavior (Ajzen & 
Fishbein, 2005) predicts that a more positive at-
titude towards advertising leads to less adver-
tisement avoidance. In line with this reasoning 
and research, Speck & Elliot (1997) report that 
people with a higher income tend to avoid more 
print advertisements and advertisements on tel-
evision than people with lower incomes.  There 
is no reason to assume this is not also true for 
advertisements in social media, which leads us 
to the following hypothesis:  
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Hypothesis 10: In social media, a higher 
income leads to more advertisement 
avoidance. 
 

The amount of advertisement avoidance 
may also differ for consumers with different 
levels of education.  We can think of two rea-
sons why this might be. First, on average, 
higher educated consumers tend to be more in-
telligent, although there is much more that in-
fluences educational achievement than intelli-
gence alone; or the other way around (Becker, 
Lüdtke, Trautwein, Köller & Baumert, 2012; 
Ceci, 1991). Second, educational curricula in-
creasingly tend to pay attention to advertising 
literacy (Rozendaal, Lapierre, Van Reijmers-
dal, & Buijzen, 2011). Both intelligence and 
advertising literacy make it more probable that 
consumers recognize the persuasive intent of 
advertisements.  Thus, we deem a higher edu-
cation a reason for consumers to respond with 
reactance, and as a consequence advertisement 
avoidance (Edwards et al., 2002). 

We find empirical support for our reason-
ing in Shavitt et al. (1998) and Rojas-Méndez 
et al. (2009).  Shavitt et al. (1998) report that 
less educated people have a more positive atti-
tude towards television commercials.  We 
hardly need to repeat that the Theory of 
Planned Behavior (Ajzen & Fishbein, 2005) 
predicts that a more positive towards advertis-
ing leads to less advertisement avoidance.  This 
is consistent with Rojas-Méndez et al.’s (2009) 
finding that people with higher education avoid 
more television commercials.  Again, we see 
no reason why the relationship should be dif-
ferent for advertisements in social media.  Pre-
sumably less educated consumers will avoid 
less advertisements on social media than more 
educated people.  

 
Hypothesis 11: In social media, a higher 
education leads to more advertisement 
avoidance. 
 

Although many studies investigate adver-
tisement avoidance, little research focuses on 

differences between countries.  Most studies 
examine the effects of advertisement avoidance 
within a single country.  However, there are 
reasons to believe that there will be differences 
between countries concerning advertisement 
avoidance in social media.  For instance, coun-
tries differ from each other in the amount of 
government regulation in advertising (Wright 
& Morgan, 2002).  The USA has a more mar-
ket-oriented approach than most European 
countries.  We take this minimal amount of reg-
ulation on advertising in the USA (Smith, 
2001) as an indicator of a more tolerant attitude 
of Americans towards advertising in compari-
son with European citizens.  After all, in a de-
mocracy, attitude of consumers is easily trans-
lated into regulation.  Therefore, we expect that 
American citizens show less advertisement 
avoidance in social media than citizens of Eu-
ropean countries.  We formulated the following 
hypothesis:  

 
Hypothesis 12: On average, there is less 
advertisement avoidance in social me-
dia in the USA than in European coun-
tries. 

METHOD 
 

  The population of our study consisted of 
social networking site users, aged 16 or older, 
from six Western countries.  These countries 
were chosen from three clusters of countries, 
based on House, Quigley, and De Luque (2010) 
and Eisend and Knoll (2012): Anglican (Great 
Britain and United States), Latin European 
(France and Spain), and German European (the 
Netherlands and Germany).  The European 
countries are highly relevant markets for busi-
ness practice, not only because of the purchas-
ing power of their consumers, but also in terms 
of their geographical proximity.  That the 
United States is relevant goes without saying 
because it is one of the biggest economies of 
the world.  Furthermore, the European and 
United States’ markets have been highly re-
lated for decades. 
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Sample 
From this population, a sample of potential 

respondents was selected by MetrixLab from 
their online panel “Opinionbar.”  These poten-
tial respondents were asked to take an online 
questionnaire, and 4,618 of them completed 
this questionnaire.  Those who did received an 
incentive of one euro.  It was not known 
whether or not potential respondents were us-
ing social networking sites before the invita-
tions to partake were sent out.  Therefore, In-
ternet users were invited and the answers 
showed which respondents also used social net-
working sites and thus were members of the 
population (77.3% of 5,973 = 4,618).  The 
numbers presented here, are the numbers for 
the group belonging to the population.  While 
cleaning the data set, we discovered that not all 
respondents answered the questionnaire seri-
ously, or fell victim to response set at some 
point (4.4%).  We did not use the data from 
these respondents, which left us with a final 
data set of N=4,414 (NUK = 718; NUS = 762; NFR 
= 711; NES = 833; NDE = 696; NNL = 694). 

The sample consisted of 55.1% men and 
44.9% women. Respondents were aged be-
tween 16 and 82 (M = 42.9, SD = 13.2, N = 
4,414).  Also, on an ordinal scale from 1 to 7, 
46.2 % of the respondents were in the highest 
two categories of education.  In general, men, 
younger people, and the higher educated were 
over-represented. 
 
Measures 

Advertisement avoidance.  Advertisement 
avoidance was measured with a 4-item 4-point 
scale (1 “always”; 2 “often”; 3 “sometimes”; 4 
“never”).  Three items, derived from Cho and 
Cheon (2004), were about scrolling down to 
avoid advertisements, ignoring advertisements, 
and paying attention to advertisements.  In ad-
dition, respondents reacted to the item “When 
surfing on social networking sites I look for 
specific advertisements.”  Where necessary to 
make high scores on single items correspond to 

a high score on the concept as a whole, adver-
tisement avoidance, answers to items were re-
versed. This strategy was applied for all scales. 
Reliability was satisfactory for this scale 
(Cronbach's α = .71; αUK = .65; αUS = .70; αFR 
= .67; αES = .76; αDE = .74; αNL = .70). The 
scale was constructed by computing the mean 
score for all items (M = 3.26, SD = .59, N = 
4,410; MUK = 3.31, SDUK = .56, NUK = 718; MUS 
= 3.04, SDUS = .64, NUS = 762; MFR = 3.26, 
SDFR = .58, NFR = 711; MES = 3.21, SDES = .61, 
NES = 832; MDE = 3.33, SDDE = .56, NDE = 693; 
MNL = 3.44, SDNL = .52, NNL = 694).  This was 
also a strategy applied for all scales. 

Perceived information value of advertise-
ments in social media.  In line with Smit and 
Neijens (2000), perceived information value of 
advertisements in social media was measured 
with a 3-item 5-point agreement scale (1 “com-
pletely disagree” to 5 “completely agree”).  
Items refer to advertising offering useful infor-
mation about special offers, products used by 
others, and new products.  Reliability was good 
for this scale (Cronbach's α = .86, M = 2.68, SD 
= .94, N = 4,409; αUK = .88, MUK = 2.68, SDUK 
= .92, NUK = 717; αUS = .87, MUS = 3.00, SDUS 
= .98, NUS = 762; αFR = .82, MFR = 2.62, SDFR 
= .87, NFR = 710; αES = .84, MES = 2.87, SDES 
= .94, NES = 832; αDE = .88, MDE = 2.45, SDDE 
= .95, NDE = 694; αNL = .84, MNL = 2.41, SDNL 
= .84, NNL = 694). 

 
Perceived entertainment value of 

advertisements in social media. In line with 
several authors (Brackett & Carr, 2001; 
Ducoffe, 1996; Smit & Neijens, 2000), 
perceived entertainment value of 
advertisements in social media was measured 
with a 2-item 5-point agreement scale (1 
“completely disagree” to 5 “completely 
agree”).  Items refer to advertising in social 
media being attractive and being amusing.  
Reliability was good for this scale (Spearman-
Brown Coefficient ρ = .81, M = 2.46, SD = .99, 
N = 4,411; ρUK = .83, MUK = 2.45, SDUK = .93, 
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NUK = 717; ρUS = .80, MUS = 2.83, SDUS = 1.02, 
NUS = 762; ρFR = .79, MFR = 2.40, SDFR = .93, 
NFR = 711; ρES = .82, MES = 2.61, SDES = 1.07, 
NES = 832; ρDE = .75, MDE = 2.28, SDDE = .96, 
NDE = 695; ρNL = .79, MNL = 2.13, SDNL = .87, 
NNL = 694).  See Eisinga, Te Grotenhuis & 
Pelzer (2013) as to why the Spearman-Brown 
Coefficient ρ is preferable as an estimate of 
reliability over Cronbach’s α, when working 
with a two-item scale. 

Perceived trustworthiness of 
advertisements in social media.  Perceived 
trustworthiness of advertisements in social 
media was measured with a 2-item 5-point 
agreement scale (1 “completely disagree” to 5 
“completely agree”).  Items refer to advertising 
in social media being credible and reliable 
(Brackett & Carr, 2001; Flanagin & Metzger, 
2000).  Reliability was good for this scale 
(Spearman-Brown Coefficient ρ = .85, M = 
2.50, SD = .88, N = 4,410; ρUK = .82, MUK = 
2.53, SDUK = .83, NUK = 717; ρUS = .85, MUS = 
2.81, SDUS = .95, NUS = 761; ρFR = .85, MFR = 
2.40, SDFR = .86, NFR = 711; ρES = .84, MES = 
2.60, SDES = .89, NES = 832; ρDE = .88, MDE = 
2.30, SDDE = .88, NDE = 695; ρNL = .81, MNL = 
2.32, SDNL = .77, NNL = 694). 

Amount of social media usage.  Amount of 
social media usage was measured by asking 
how much time per day respondents spent 
using social media, on average.  Possible 
answers were “fewer than 5 minutes,” “5 
minutes,” “10 minutes,” “15 minutes.”  “30 
minutes,” “45 minutes,” “1 hour,” “1.5 hours,” 
“2 hours,” “2.5 hours,” “3 hours,” “3.5 hours,” 
“4 hours,” “5 hours or longer.”  In the 
Netherlands, the lowest category was “15 
minutes or less.”  As for “30 minutes,” the 
categories were the same.  These answers were 
expressed in the same measurement unit 
afterwards, by expressing them all in minutes, 
using the middle of the lowest category as an 
estimate for that category (8.8%) and 330 
minutes (5.5 hours) for the highest category 

(5.7%).  Half the respondents (50.1%) 
indicated they spend half an hour or less on 
social media.  The other half were spread out 
much wider over the time they spent on social 
media (M = 73.0, SD = 85.8, N = 4,412). 

Extent to which irritation is experienced 
when exposed to advertisements in social me-
dia.  Loosely based on Smit and Neijens (2000) 
and Aaker and Bruzzone (1985), we measured 
extent to which irritation is experienced when 
exposed to advertisements in social media with 
a 3-item 5-point agreement scale (1 “com-
pletely disagree” to 5 “completely agree”).  The 
three items were ‘Social networking sites con-
tain too much advertising’, ‘The advertising on 
social networking sites is repetitive’, and ‘The 
advertising on social networking sites is too 
similar’. Reliability was satisfactory for this 
scale (Cronbach's α = .77, M = 3.68, SD = .78, 
N = 4,410; αUK = .75, MUK = 3.66, SDUK = .71, 
NUK = 717; αUS = .77, MUS = 3.58, SDUS = .83, 
NUS = 762; αFR = .78, MFR = 3.83, SDFR = .77, 
NFR = 711; αES = .74, MES = 3.74, SDES = .76, 
NES = 832; αDE = .80, MDE = 3.68, SDDE = .80, 
NDE = 695; αNL = .78, MNL = 3.58, SDNL = .74, 
NNL = 693).  Originally, we intended to meas-
ure extent to which irritation is experienced 
when exposed to advertisements in social me-
dia with five items, like Smit and Neijens 
(2000) and Aaker and Bruzzone (1985) did.   

However, one of the items was “Bad adver-
tising on social networking sites is more irritat-
ing than the quantity of advertising.” Concep-
tually, this item does not fit in with what we 
wanted to measure, because it is not a statement 
about a characteristic of advertisements in so-
cial media, but a comparison of two character-
istics, quality and quantity of advertising in so-
cial media. Therefore, we decided not to use 
this item. Another item was also dropped; ‘The 
advertising on social networking sites is too 
distracting’. This item we dropped because it 
was badly translated for the questionnaires for 
the different countries. The version of the item 
shown here is the version used in de USA. In 
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the UK the wording was “too loud,” in France 
tapageuse, in Spain llamativa, in Germany 
reißerisch, and in the Netherlands schreeu-
werig. We deemed this bad for validity. An-
other reason to drop this item was that includ-
ing this item led to an unacceptably low 
Cronbach’s α of .45 in Spain. 

Extent to which advertisements in social 
media are deemed intrusive. Partly following 
Edwards et al. (2002) we measured extent to 
which advertisements in social media are 
deemed intrusive with a 2-item 5-point agree-
ment scale (1 “completely disagree” to 5 “com-
pletely agree”).  Items refer to advertisements 
in social media being pushy, and being in the 
way of what respondents want to do when they 
use social media. Reliability was acceptable for 
this scale (Spearman-Brown Coefficient ρ = 
.68, M = 3.63, SD = .88, N = 4,406; ρUK = .70, 
MUK = 3.48, SDUK = .87, NUK = 717; ρUS = .63, 
MUS = 3.43, SDUS = .91, NUS = 761; ρFR = .63, 
MFR = 3.85, SDFR = .80, NFR = 709; ρES = .75, 
MES = 3.73, SDES = .90, NES = 831; ρDE = .67, 
MDE = 3.65, SDDE = .87, NDE = 695; ρNL = .71, 
MNL = 3.66, SDNL = .84, NNL = 693).  Origi-
nally, we intended to measure extent to which 
advertisements in social media are deemed in-
trusive with three items, like Edwards et al. 
(2002).  However, again, one item was not 
translated well enough for the different ques-
tionnaires: “The advertising on social network-
ing sites is not applicable to me at the moment.”  
The version of the item shown here was used in 
the UK and the USA.  It is quite different from 
what was asked in the other countries.  The last 
part of the item in France was arrive à un 
mauváis moment, in Spain it was aparece en 
momentos no deseodos, in Germany it was an 
einem unerwünschten Moment kommt, and in 
the Netherlands it was op een ongewenst mo-
ment komt.  This all boils down to something 
like “comes at an undesirable moment.”  We 
deemed this difference between the English 
language questionnaires and the other-lan-
guage questionnaires bad for validity.  Also, 

with this item in the scale, reliability was rela-
tively low in the UK (Cronbach's α = .62) and 
especially the USA (α = .59), another reason to 
drop the item.    

Level of concern about privacy while using 
social media.  Level of concern about privacy 
while using social media was measured with 
one item: “I’m not worried about my privacy 
when using a social networking site,” with a 5-
point agreement scale (1 “completely disagree” 
to 5 “completely agree”).  Of course, we cannot 
estimate the reliability of a one item scale, but 
on face value this scale is at least valid (M = 
3.93, SD = 1.13, N = 4,412; MUK = 3.82, SDUK 
= 1.14, NUK = 718; MUS = 3.65, SDUS = 1.26, 
NUS = 762; MFR = 3.93, SDFR = 1.11, NFR = 711; 
MES = 4.20, SDES = 1.10, NES = 832; MDE = 
4.04, SDDE = 1.05, NDE = 695; MNL = 3.91, 
SDNL = 1.03, NNL = 694).  Originally, we in-
tended to measure level of concern about pri-
vacy while using social media like Buchanan, 
Paince, Joinson and Reips (2007), and Jensen, 
Potts and Jensen (2005) with a 2-item scale.  
Alongside the item mentioned in the text, we 
also asked for respondents’ level of agreement 
with the item “I don’t mind if social networking 
sites use my personal information I publish on 
the social network to offer me advertisements 
on the internet.”  But in the Spanish question-
naire, we found that the wording was reversed 
in the translation process.  Both items should 
have expressed a negation of privacy concerns, 
but in Spain, this item expressed privacy con-
cerns.  That made it such a different item that 
even recoding could not help.  Spearman-
Brown Coefficient ρ in Spain was .49.  There-
fore, we chose to work with the item in the text, 
the item that was not changed in Spain and thus 
was the same for all six countries. 

Gender. Gender was measured by asking 
“are you male or female?” Of our N = 4,414 
respondents, 55.1% answered that they were 
male (UK = 50.6%; US = 61.4%; FR = 51.9%; 
ES = 64.1%; DE = 57.6%; NL = 42.5%) and 
44.9% that they were female. 
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Age. Respondents were asked in which year 
they were born.  We used their answers to cal-
culate their age.  They were aged between 16 
and 82, and on average they were 42.9 years old 
(SD = 13.2, N = 4,414; MUK = 42.5, SDUK = 
14.0, NUK = 718; MUS = 43.8, SDUS = 14.1, NUS 
= 762; MFR = 41.3, SDFR = 12.5, NFR = 711; MES 
= 42.4, SDES = 12.1, NES = 833; MDE = 45.2, 
SDDE = 12.1, NDE = 696; MNL = 42.5, SDNL = 
14.0, NNL = 694). 

Income. Respondents were asked for the 
annual income of their households, before 
taxes.  They were offered four or five broad cat-
egories for their answers, plus one additional 
answer: “I would prefer not to answer” (miss-
ing value).  United Kingdom: Less than £ 
23,000 per annum, Approximately £ 23,000 per 
annum, Between £ 23,000 and £ 54,000 per an-
num, £ 54,000 and higher. United States: Less 
than $ 50,000 per year, Between $ 50,000 and 
$ 74,999, Between $ 75,000 and $ 99,999, Be-
tween $ 100,000 and $ 149,999, $ 150,000 or 
more. France: Moins de 30 000 € par an, Envi-
ron € 30 000,- par an, Entre € 30 000,- et € 61 
000,- par an, € 61 000,- et plus. Spain: Menos 
de 20.000 € al año, Aproximadamente 20.000 
€ al año, Entre 20.000 € y 55.000 € al año, 
55.000 € o más. Germany: Niedriger als € 
31.000,- pro Jahr, Ungefähr € 31.000,- pro 
Jahr, Zwischen € 31.000,- und € 62.000,- pro 
Jahr, € 62.000,- oder höher. The Netherlands: 
Lager dan € 31.000,- per jaar, Ongeveer € 
31.000,- per jaar, Tussen de € 31.000,- en de € 
62.000,- per jaar, € 62.000,- en hoger.  As coun-
tries differ enormously as to their tax rules, the 
answers as such cannot immediately be com-
pared for the different countries.  Therefore, we 
applied a z-transformation for each separate 
country, which gives us some insight in how 
much respondents score above or below the 
mean income in their country.  After that, we 
subtracted the minimum z-score in each sepa-
rate country from the z-scores in that country, 
to make a crude comparison between the coun-
tries possible.  After that, the lowest score (0) 
represents the lowest income category in every 

country and scores above 0 indicate how much 
respondents earn more (expressed in the stand-
ard deviation for income in their own country).  
The mean of this crude measure is 1.23 (SD = 
1.02, N = 3,596; MUK = 1.40, SDUK = 1.00, NUK 
= 621; MUS = .96, SDUS = 1.00, NUS = 732; MFR 
= 1.04, SDFR = 1.00, NFR = 622; MES = 1.34, 
SDES = 1.00, NES = 660; MDE = 1.41, SDDE = 
1.00, NDE = 518; MNL = 1.31, SDNL = 1.00, NNL 
= 443).  At first glance, it looks like the USA 
and France are less egalitarian as to income 
than the other 4 countries.  Also, there are rela-
tively few respondents who are prepared to 
share this information with researchers, or who 
know the answer (81.5% valid answers; UK: 
86.5%; US: 96.1%; FR: 87.5%; ES: 79.2%; 
DE: 74.4%; NL: 63.8%).  

Education. Education was measured by 
asking respondents for their highest level of 
completed education. This was done using cat-
egories applicable to the different countries.  
United Kingdom: GCSEs, AS or A levels, 
NVQ, Bachelor's degree, Master's degree, PhD, 
Other, Don't know (last two missing values). 
United States: Some high school, Graduated 
from high school, Some college, Trade or tech-
nical school degree, Bachelor's degree or 
equivalent, Master's degree or equivalent, PhD 
or equivalent, Don't know (last one missing 
value). France: Enseignement secondaire non 
terminé, Brevet d'études professionnelles 
(BEP) ou certificat d'aptitude professionnelle 
(CAP), Brevet professionnel - Baccalauréat 
professionnel ou technologique, Diplôme des 
instituts universitaires de technologie (DUT) 
ou du brevet de technicien (BTS), Licence, En-
seignement universitaire 2eme cycle, Diplôme 
de troisième cycle. Spain: Educación Primaria 
(escuela de Primaria), Grado Elemental de For-
mación Profesional básica, Educación 
Secundaria Obligatoria, Grado Medio de For-
mación Profesional Específica, Bachillerato, 
Grado Superior de Formación Profesional Es-
pecífica, Estudios universitarios. Germany: 
Hauptschulabschluss (Hauptschule, Sonder 
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schule), Basis Berufsausbildung (z.B. Tech-
nikschule, Handelsschule, Haushaltsschule), 
Sekundarschule (z. B. Realschule, Hauptschule 
Sek. 2), Mittlere Berufsausbildung (z.B. Mit-
tlere Technische Schule, Berufsschule), Abitur 
(z.B. Gymnasium, Fachabitur), Weiterfüh-
rende Berufsausbildung (z.B. Technische 
Hochschule, Fachhochschule), Hochschulstu-
dium. The Netherlands: Lager onderwijs (bijv. 
lagere school, LAVO, VGLO), Lager beroep-
sonderwijs (bijv. LBO, VMBO, LTS, ITO, 
LEAO, huishoudschool), Middelbaar alge-
meen onderwijs (bijv. MAVO, IVO, MULO, 
ULO), Middelbaar beroepsonderwijs (bijv. 
MBO, MTS, UTS, MEAO), Hoger algemeen 
onderwijs (bijv. HAVO, VWO), Hoger beroep-
sonderwijs (bijv. HBO, HTS, HEAO), Weten-
schappelijk onderwijs.  Afterwards, these cate-
gories had to be made comparable. We trans-
lated respondents' answers with the help of the 
European Qualifications Framework compari-
son website of the European Commission 
(2013) and the country modules of Nuffic 
(2013). After that we collapsed the highest lev-
els of Master of Science and PhD to create a 
variable with a range of 1 – 7 (M = 4.92, SD = 
1.75, N = 4,351; MUK = 4.79, SDUK = 1.69, NUK 
= 656; MUS = 5.42, SDUS = 1.06, NUS = 761; 
MFR = 4.79, SDFR = 1.53, NFR = 711; MES = 
5.43, SDES = 1.92, NES = 833; MDE = 4.58, SDDE 
= 1.96, NDE = 696; MNL = 4.34, SDNL = 1.86, 
NNL = 694).  

Country. Country was not asked in the 
questionnaire, but derived from the sample (see 
above for the details). 
 
Analysis 

To test our hypotheses, we performed a 
multiple regression analysis with 
advertisement avoidance as dependent 
variable.  By performing a multiple regression 
analysis, we could estimate the effects of our 
hypothesized predictors, controlled for the 
influence of the other predictors.  Our analysis 
was performed after listwise deletion of 
missing data.  Due to the large amount of 

missing data for income (see above), we also 
checked whether substantially different results 
were obtained with mean substitution for 
income, but that was not the case.  Therefore, 
we only present the analysis after listwise 
deletion of missing data.  Before analysis, most 
variables were subjected to a z-transformation, 
so that their b-parameters can be interpreted as 
β-parameters.  For gender and country, 
dummies were used, that indicate how, on 
average, respondents in that category differ 
from respondents in all other categories 
together.  To show how to get such dummies, 
we present an imaginary example of a nominal 
variable with four categories. These categories 
are translated into three dummies, as follows: 
     Dummies: 
    Dummy 1 Dummy 2 Dummy 3 
Category 1    1-(n1/n)   0   0 
Category 2    0  1-(n2/n)   0 
Category 3   0   0      1-(n3/n) 
Category 4  -n1(n-n1)/(nn4) -n2(n-n2)/(nn4)-n3(n-n3)/(nn4) 

     Here, n is the total number of respondents 
in all four categories together, and nj is the 
number of respondents in category j (j = 1, 2, 3, 
or 4). To also get a parameter estimate for the 
fourth category, simply repeat the analysis with 
another category as the fourth category. The 
parameter estimates for the other categories 
will not change. If all other variables in the 
analysis have a mean score of zero, this way of 
creating dummies results in an intercept of 
zero. An SPSS script, ready for doing this, is 
soon to be published on the website 
accompanying an article by Te Grotenhuis et al. 
(2017). 

Education was interpreted as an ordinal 
variable and therefore dummies were used that 
indicate how respondents in each category 
differ from the category above it (except of 
course for the upper category).  To show how 
to get such dummies, we present an imaginary 
example of an ordinal variable with four 
categories. These categories are translated into 
three dummies, as follows: 
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Dummies: 
   Dummy 1 Dummy 2 Dummy 3 
Category 1 (n-n1)/n  (n-n1-n2)/n (n-n1-n2-n3)/n 
Category 2 -n1/n   (n-n1-n2)/n (n-n1-n2-n3)/n 
Category 3 -n1/n   (-n1-n2)/n  (n-n1-n2-n3)/n 
Category 4 -n1/n   (-n1-n2)/n  (-n1-n2-n3)/n 

Here again, n is the total number of 
respondents in all four categories together, and 
nj is the number of respondents in category j (j 
= 1, 2, 3, or 4). If all other variables in the 
analysis have a mean score of zero, this way of 
creating dummies results in an intercept of 
zero. An SPSS script, ready for doing this, is 
soon to be published on the website 
accompanying an article by Te Grotenhuis et al. 
(2017). 

RESULTS 
 

Results from the analysis can be found in 
Table 1.  Explained variance is 40 percent, and 
only three out of twelve hypotheses have to be 
rejected (9, 10, and 11).  Our hypotheses about 
perceived characteristics of advertisement 
content (1, 2, and 3) do not have to be rejected.  
The same holds true for our hypothesis about 
need for socializing, as expressed by amount of 
social media usage (4), and our hypotheses 
about experienced barriers (5, 6, and 7). Only 
two hypotheses about sociodemographic 
characteristics of consumers (gender and 
country) stood the test (8 and 12).  Age, 

education, and income do not have a significant 
effect on advertisement avoidance, when 
controlled for the other hypothesized 
predictors.  For country, we did not only find 
that US consumers avoid advertisements less, 
but also that consumers from the UK and the 
Netherlands avoid advertisements more. 

 
CONCLUSION AND DISCUSSION 

 
The main conclusion of this study is that we 

identified several predictors accounting for 
40% of the variance in advertisement 
avoidance on social media.  On the one hand, 
social media advertisements that are perceived 
as highly informative, entertaining, trustworthy 
are less avoided on social media.  Also, US 
citizens avoid advertisements on social media 
less.  On the other hand, people who find it 
important to belong to a group on a social 
networking site avoid advertisements on social 
media less.  Also, social media advertisements 
that are perceived as highly irritating, intrusive, 
and evoking privacy concerns are avoided 
more, and women avoid advertisements on 
social media more than men.  Contrary to 
expectations, no relations were found of age, 
income, and education with advertisement 
avoidance. 

  
 

Table 1.  Multiple Regression Analysis of Advertisement Avoidance in  
Social Media on All Hypothesized Predictors 

Predictor b  p 
Intercept  .00 1.000 
Perceived information value of advertisements in social media –.15 .000 
Perceived entertainment value of advertisements in social media –.28 .000 
Perceived trustworthiness of advertisements in social media –.09 .000 
Amount of social media usage –.06 .000 
Extent to which irritation is experienced when exposed to advertise-
ments in social media 

.09 .000 

Extent to which advertisements in social media are deemed intrusive .08 .000 
Level of concern about privacy while using social media .14 .000 
Gender (deviation from mean of the other gender)a  .035 
 Woman .06 .035 
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 Man –.06 .035 
Age .01 .315 
Income –.01 .403 
Education (difference between category means)  .288 
 Level 1 – Level 2 .03 .760 
 Level 2 – Level 3 .12 .075 
 Level 3 – Level 4 –.09 .111 
 Level 4 – Level 5 –.06 .191 
 Level 5 – Level 6 .04 .474 
 Level 6 – Level 7 –.01 .827 
Country (weighted deviation from mean of all other countries)a  .000 
 United Kingdom .15 .000 
 United States –.15 .000 
 France –.06 .116 
 Spain –.04 .245 
 Germany –.04 .275 
 the Netherlands .22 .000 

Note: R2 = .40; N = 3,536. 
a Significance of contribution to R2 of full model, by set of dummies for this variable (p-value of F-test in ANOVA). 
 
Reflection on Literature  

Social media advertisements which are 
perceived as informative (H1), entertaining 
(H2), or trustworthy (H3) are found to be 
correlated to less advertisement avoidance on 
social media.  In line with literature on 
advertisement avoidance in traditional media 
(Smit & Neijens, 2000; Taylor et al., 2011), 
people also tend to avoid less advertisements 
on social media when they perceive the 
advertisements as informative and entertaining.  
According to Baek and Morimoto (2012), 
perceived trustworthiness of advertisements in 
social media is negatively related to 
advertisement avoidance on the Internet.  The 
current study has found a similar relation for 
advertisement avoidance on social media. 

In addition, earlier research found a 
positive relation between Facebook group 
participation and attitude toward advertising 
(Chu, 2011).  This study complements this 
relation, by showing that people who perceive 
belonging to a group as important avoid less 
advertisements on social media.  Corroborating 
Smit and Neijens (2000) who found a positive 
relation between media usage and 
advertisement avoidance for traditional media, 

the current study did find this relation for 
advertisement avoidance on social media (H4).  

People who perceive advertisements as 
irritating (H5), intrusive (H6), or are highly 
concerned about their privacy (H6) avoid more 
advertisements on social media.  Earlier 
research has found that advertisement 
avoidance is positively related to irritation 
(Cho & Cheon, 2004; Smit & Neijens 2000; 
Speck & Elliot, 1997), intrusiveness (Cho & 
Cheon, 2004; Edwards et al., 2002; Speck & 
Elliot, 1997), and privacy concerns (Baek & 
Morimoto, 2012; Sheehan, 2002).  In the 
current study, these positive relations are also 
found for social media. 
 Results on sociodemographic predictors 
show that only gender (H8) is positively related 
to advertisement avoidance on social media, 
which is in line with the findings of Wolin and 
Korgaonkar (2003).  In contrast to our 
expectations and previous research, education 
(Rojas-Méndez , 2005), age (Speck & Elliot, 
1997), and income (Speck & Elliot, 1997) are 
not significant predictors of advertisement 
avoidance on social media.  With respect to 
country, US citizens significantly show less 
advertisement avoidance on social media than 
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European citizens, although only citizens of the 
United Kingdom and the Netherlands 
significantly avoid more social media 
advertisements than people from the other 
countries, including the United States.  As far 
as the difference between the US and Europe, 
the cross-national findings were in line with the 
assumption of Smith (2001) that Americans are 
more tolerant of advertising on social media 
than European citizens are. Smith inferred this 
from the minimal amount of regulation on 
advertising in the USA.  
 
Limitations  

This study has three limitations: One limi-
tation is the possible occurrence of response 
bias because data on advertisement avoidance 
in the different media are self-reported.  An-
other set of limitations concerns the disad-
vantages of using existing panels: the bias of 
self-selection of panel members for this study, 
the possible learning effects of participating in 
many studies, the considerable non-response, 
and the impossibility of a non-response analy-
sis for our study.  Our sample is rather large 
though, justifying the assumption that the 
found relationships would also show in surveys 
among random samples.  After all, if the rela-
tionships we theorize about are correct, they 
should also be found in our sample.  The last 
limitation concerns the used scales.  Due to lim-
ited space in the survey, some scales consisted 
of fewer items than the scales we referred to in 
the literature.  For instance, Cho and Cheon 
(2004, p. 92) use 18 items to measure adver-
tisement avoidance; we only used three.  Li, 
Edwards, and Lee (2002) used seven items to 
measure intrusiveness; we used two items.  The 
number of items logically affects the reliability 
of the scales, resulting in lower reliability val-
ues of some variables (Advertisement avoid-
ance: α = .681; Intrusiveness: α = .664; Privacy 
concerns: α = .674).  Also, effect sizes are quite 
low.  Although many significant relations were 
found, we should be careful interpreting the re-

sults.  Correlations of .50 and higher are con-
sidered to reflect strong effects (Field & Hole, 
2003, p. 153).  The inclusion of more items in 
the scales could have increased the effect-sizes.  
However, these limitations are probably noth-
ing to really worry about, since our theoretical 
expectations are largely confirmed.  We gave 
theoretical reasons to expect the effects we 
found, we gave empirical evidence from earlier 
studies that concurred with these theoretical ex-
pectations, and finally, our own results 
matched what we expected. 
 
Contribution 

This study is important for both theory and 
practitioners.  It contributes to the body of 
knowledge concerning the predictors of 
advertisement avoidance on social networking 
sites, from an international perspective.  We 
added sociodemographics to the model of 
Taylor et al. (2011), who inventorized the 
determinants of users’ attitudes towards social 
network advertising, and we extended the 
model to include advertisement avoidance as a 
behavioral component. 

The implication of this study for marketers 
is that they might benefit from segmentation 
based on predictors that are strongly related to 
advertisement avoidance.  For instance, gender 
is a segmentation variable that marketers often 
use.  Marketers need to put in extra effort to 
make their campaigns attractive for women 
since it is particularly this group who is 
negative about advertising.  In addition, Dutch 
and UK marketers have to fight harder to 
convince their audiences than in the US where 
the attitudes are generally more positive.  
 
Future Research 

In this study, we only asked people’s 
opinions about social media advertising in 
general.  Future research should therefore 
differentiate between different kinds of 
advertising that abound nowadays on social 
media, such as electronic word of mouth, 
advergames, personalized advertisements, and 
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viral campaigning for certain types of products 
or social marketing aims.  Another topic for 
further research is to examine the causal 
relations between the predictors and 
advertisement avoidance on social media in an 
experimental setting. 
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ABSTRACT. Given that families represent a large and growing market for the tourism industry, we 
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operation of the relevant businesses towards sustainable development.  
 
 
KEYWORDS. Family, children, tourism, Greece, Crete, factor analysis, binary logistic regression 
cross national study. 
 

 
INTRODUCTION 

  
Families constitute “the fundamental so-

cial unit of group formation in society,” and 
therefore “the influence of the family on 
tourism demand is extremely important” 
(Cooper et al., 2008, p. 50).  In this context, 
given the economic impact of tourism and the 

increasing competition between destinations 
(Pulido-Fernández & Rodríguez-Díaz, 2016), 
attracting family tourism, one of the largest 
market segments in the tourism industry 
(Schänzel & Yeoman, 2014), is an important 
challenge for tourism policy makers and busi-
nesses.  Moreover, global family mobility and 
changing social structures shape the future of 
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family travel and the emergence of new family 
markets (Schänzel & Yeoman, 2014). 

In this context, the Greek island of Crete is 
one of the most developed tourist destinations 
in the Mediterranean basin, attracting almost 5 
million tourists annually (Greek Tourism Con-
federation, 2018), with families constituting 
the largest segment of the tourists visiting the 
island. 

Despite the tourism sector’s importance for 
the Greek economy, to the best of our 
knowledge, there is no study measuring the 
motivations of families behind choosing a cer-
tain destination for vacations.  Broadly speak-
ing, although research in the field of the tour-
ism behavior of families, with and without chil-
dren, is essential for policy makers and busi-
nesses, it has always received less attention 
than it actually deserves (Alén et al., 2012).  

Motivated by the above, the present paper 
uses explanatory factor analysis and binary lo-
gistic regression models to investigate the pro-
files and behaviors of families spending their 
vacation in Crete and their willingness to 
choose and to promote Chania (Western Crete) 
as a touristic destination for families.  The pa-
per disentangles between families with chil-
dren and families without children and consid-
ers the ratio between “promoters” and “detrac-
tors,” for each type of family.  The results have 
implications that are relevant to both policy 
makers and business practitioners for the exe-
cution of an effective branding strategy for the 
destination under study. 

The paper uses the data set of the Mediter-
ranean Agronomic Institute of Chania, which, 
in cooperation with the Technical University of 
Crete and the Chania Hoteliers Association, 
conducts an annual survey entitled “Survey of 
Touristic Attitudes and Consumer Behavior.”  
The survey focuses on the profile of the visitors 
of Chania, as well as their satisfaction related 
to the services they received while at Chania, 
their consumption habits, and the budget they 
spent throughout their stay.  The survey was 

conducted at the International Airport of Cha-
nia (corridor for the Western part of Crete) dur-
ing the most crowded months of the tourist sea-
son in the island (from June until October) with 
questionnaires given to tourists at the end of 
their vacations.  In 2015, 3,987 questionnaires 
were completed, 68% of which were by fami-
lies and hence formed the sample for that year.  
We classify families as those having children 
(52.5%) and those not having children (47.5%), 
while we also take into account unmarried cou-
ples, which represent 17.5% of the sample.  We 
perform the same approach and analysis for the 
year 2017 in order to study if there are differ-
ences between these two years with respect to 
the willingness, and its determinants, of fami-
lies spending their vacation in Crete, to pro-
mote this destination.  For 2017, 2,061 ques-
tionnaires were filled, 70% of which were by 
families.  Decomposing the families into differ-
ent groups reveals that families with children 
and families without children represent 68% 
and 32% of the sample respectively, while un-
married couples represent 17% of the sample. 

Given that families constitute the largest 
segment among those spending their vacation 
in Crete, the present paper contributes to the 
relevant literature because it is the first study 
measuring the profiles and behaviors of the rel-
evant families as well as their willingness, and 
its determinants, to promote Crete as a touristic 
destination for families.  We also argue that an 
effective branding strategy of Crete as a desti-
nation should be grounded on the identified 
factors attracting families and the responsible 
operation of the relevant businesses towards 
sustainable development. 

The rest of the paper is structured as fol-
lows: Section II covers the research objectives 
and describes the data and methods.  Section III 
discusses the results in four parts: (1) explora-
tive analysis; (2) factor and cluster analysis; (3) 
binary logistic models; and (4) comparison be-
tween 2015 and 2017.  Section IV offers policy 
and managerial implications for the related 
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stakeholders.  Section V features the conclu-
sions and limitations.  
 

RESEARCH OBJECTIVES 
 
The purpose of this paper is to investigate 

the profiles and behaviors of families spending 
their vacation in Crete.  More specifically, us-
ing exploratory factor analysis (EFA) and bi-
nary logistic regression models, this paper 
studies the willingness of families spending 
their vacation in Western Crete, to promote this 
place as a touristic destination for families.  We 
disentangle between families with children and 
families without children, and we study the de-
terminants of the aforementioned willingness, 
as well as the ratio between “promoters” and 
“detractors,” for each type of family. 

 
RESEARCH METHODOLOGY 

 
For the purposes of this study, a survey en-

titled “Survey of Touristic Attitudes and Con-
sumer Behavior” was conducted at the Interna-
tional Airport of Chania, from June till October 
of 2015 and 2017, i.e., during the most crowded 
months of the tourism season in Crete.  Ques-
tionnaires were given to tourists who were at 
the end of their vacations.  According to Shoe-
maker (1994), it is better to ask respondents, 
based on their recent experiences, what they 
have done instead of asking them to state what 
they plan to do at some future point in time.  
Stated in another way, benefits already experi-
enced and realized by past guests are better pre-
dictors of guest behavior than the responses 
from potential future guests, selected from the 
targeted market segment, because the latter can 
only speculate on the possible benefits (Pearce 
& Caltabiano, 1983; Woodside & Jacobs, 
1985). 

The questionnaire (see Appendix) consists 
of two parts: The first part contains questions 
about the perception of the destination, such as 
the way holidays were spent, satisfaction, ac-
commodation, food, prices, priorities during 

the stay, rating the destination, and the inten-
tion to revisit.  The second part contains demo-
graphic questions.  

In the present study, we restrict our atten-
tion to families (with and without children) and 
hence, we present only the relevant data.  As a 
starting step, a descriptive data analysis is con-
ducted through the frequencies procedure to il-
lustrate several types of variables with statisti-
cal and graphical displays.  Then, factor analy-
sis is applied using the principle component 
analysis (PCA) method with Varimax rotation 
as a variable reduction procedure to determine 
the minimum number of factors needed to ex-
plain the maximum amount of variance within 
the data set (Hair et al., 1998).  These items 
must restore most of their variance on only one 
factor, i.e., one dimension.  The large number 
of different driving factors of respondents/tour-
ists makes it impossible to use each one as an 
explanatory variable in the subsequent analy-
sis.  For this reason, the analysis is conducted 
using summarized variables with the help of 
the PCA method.  To ensure the suitability of 
conducting a factor analysis, this study uses the 
Kaiser–Mayer–Olkin (KMO) test and Bart-
lett’s test of sphericity.  The KMO test 
measures the adequacy of a sample in terms of 
the distribution of values in order to execute the 
factor analysis: The acceptable values should 
be greater than 0.5 (Coakes & Steed, 1999).  
Bartlett’s test of sphericity determines whether 
the correlation matrix is an identity matrix 
(Coakes & Steed, 1999).  Finally, considering 
the outcome of NPS (Net Promoter Score) as a 
dependent variable (Y) and the outcomes of 
EFA (Exploratory Factor Analysis) as predic-
tors (X=explanatory variables), binary logistic 
regression (BLR) models were built.  The bi-
nary logistic regression predicts the probability 
that Y falls into one of two categories of a di-
chotomous dependent variable (1=Promoters; 
0=Detractors) based on one or more independ-
ent variables that can be either continuous or 
categorical (Field, 2005). In order to achieve 
improved reliability and robust results, we 
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transform the variables, and scaled variables 
are recoded as nominal, using to a large extent 
the NPS theory (Zaki et al., 2016).  The NPS 
calculation is based on the key question, “From 
1 to 10, how strongly would you suggest Cha-
nia/Crete as a Summer Destination?” (see ques-
tion 19 of the questionnaire).  Respondents are 
grouped as follows: “Promoters” (score 9-10) 
who will strongly suggest; “Passives” (score 7-
8) who are satisfied but not enough to strongly 
suggest; and “Detractors” (score 0-6) are un-
happy tourists who can have negative word-of-
mouth impact.  Subtracting the percentage of 
Detractors from the percentage of Promoters 
yields the Net Promoter Score, which can range 
from a low of -100 (if every respondent is a De-
tractor) to a high of 100 (if every respondent is 
a Promoter). 
 

RESULTS 
 
Exploratory Analysis 

Given the aforementioned purposes of this 
paper, we focus our analysis on the data that 
concerns families.  This segment represents 
68% (N= 2,708) of the total sample (3,987 
questionnaires) for 2015.  Within the segment, 
families are decomposed into two subcatego-
ries: families with children (1,421= 52.5%) and 
families without children, i.e., married couples 
(1,287= 47.5%).  For comparison reasons, we 
have included the unmarried couples (702= 
17.5% of the total sample) in the binary logistic 
models. The analysis of the socio-demographic 
variables shows that half (50%) of the inter-
viewed families were Scandinavian (Norway, 
Finland, Sweden, Denmark), 32% were main-
land Europeans (Germany, Belgium, Holland, 
France, including the UK), 7% Eastern Europe-
ans (mainly from Poland), 7% Mediterranean 
(Italy, Spain, Greece, Cyprus), and the rest 
from other countries. 
 
Prefecture and Duration  

Chania is the second largest city of Crete 
and the capital of the Chania regional unit.  It 

seems to be more attractive for families com-
pared to Rethymnon, which is also served by 
the International Airport of Chania.  More spe-
cifically, 88% of the respondent families with 
children and 85% of those without children 
stayed at Chania, with less than 15% claiming 
that they stayed more in Rethymnon during 
their holidays.  Regarding the duration of the 
vacation, it was mainly a one-week stay for the 
majority of both family categories (62% for 
families with children and 51% for married 
couples without children) given that a one-
week vacation tends to be more convenient 
when traveling within a family, considering all 
the expenses (see Table 1). 

 
Table 1. Duration of Families’ Holiday 

 With children Without children 
 

Duration 
1 

week 
2 weeks  1 

week 
2 weeks 

62% 16% 51% 22% 
 
Accommodation  
Regarding accommodation, as shown in Figure 
1, for both types of families, the percentages 
vary around 50% for “Hotel,” “Rented apart-
ment,” “Hosted by a friend,” and “Own house.” 
Moreover, 35% of the families chose 4* hotels, 
while 22% chose 3* hotels.  25% of the re-
spondents had an all-inclusive/full board 
(AI/FB) package; 16% had a Bed ‘n’ Breakfast 
package; and 24% had no package.  All the pre-
viously mentioned statistics are almost the 
same for both kinds of families, with and with-
out children.  Regarding “Rented villas,” we 
notice a larger difference between the two types 
of families, since 77% of the respondents that 
chose to spend their holiday in a rented villa are 
families with children, which seems more con-
venient when traveling with children. Infor-
mation about the various issues of accommoda-
tion is crucial especially for the local tourism 
accommodation companies in order to have a 
clear understanding of tourists’ preferences and 
satisfaction related to the provided accommo-
dation services. 
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Budget and Expenditures  
The destination and the duration of the va-

cation are usually decided based on the cost of 
each offering and budgetary constraints.  In this 
context, interviewed families were asked about 
their expenses during their vacations excluding 
travel and accommodation costs.  According to 
the data, around 27% of the respondents spent 
more than €1,000 during their stay (45.5% of 
them belong to the no-package Hotel category 
and around only 4% were hosted by a friend or 
they had their own houses in Crete, while the 
rest are divided between hotels and rented 
apartments), 15% spent less than €600, while 
only 10% spent less than €250.  76.5% of them 

choose the all-inclusive package (eat and drink 
in the hotel) which explains why they spent the 
least.  In addition, the respondents were asked 
about how they considered Crete as a destina-
tion in terms of prices, relative to other Euro-
pean destinations: 61% found that prices in 
Crete are normal (35% of them chose the all-
inclusive in their hotels); 28% said that Crete is 
a cheap destination (37% of them had no hotel 
package), while only 7% considered Crete as 
an expensive destination.  Around 50% chose 
“all-inclusive” hotels and 10% “bed n’ break-
fast.”  Figure 2 summarizes the categories 
where families spent their money.  

 

 
Figure 1. Type of Accommodation for Families 

 
As shown in Figure 2, most families spend 

money on restaurants and groceries with 78% 
and 73% respectively (37% among both groups 
belong to the no-package category).  We inter-
pret this finding in the context that tourists in 
Crete are captivated by the traditional style of 
villages and shops. “Tourists tend to acquire 
memorable reminders of their special time, in 
the form of souvenirs and artifacts which do not 
only function as reminders of the destination 
visited, but they may also symbolize tourists' 
traveling experience, and at the same time rep-
resent a particular gaze” (Paraskevaidis & An-
driotis, 2015). This explains why 46% spent a 
large proportion of money on goods (clothing 
and souvenirs). 

Regarding transportation, around 46% re-
sponded that the expenses for bus, taxi, and 
rentals were relatively high. Interestingly, 
Crete is perceived as a relaxation destination to 
enjoy the purity of the natural environment and 
this explains the non-popularity of night clubs 
and bars, since only 4% (N=116) of the fami-
lies (N=61 with children and N=55 without 
children) spent money on these categories, 
compared to 10% for unmarried couples.  
 
Exploratory Factor Analysis  

We now proceed to the application of the 
factor analysis.  By applying the Principal 
Components Analysis, we explain the maxi-
mum amount of variance with the fewest num-
ber of principal components.

54%
45%

77%

52%
45%46%

55%

23%

48%
55%

Hotel Rented
appartement

Rented villa Hosted by a
friend

Own house

With children

Without children
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Figure 2. Categories Where Families Spent Their Money   

 
 
Importance of Choice Features 

The variables contained in the factor analy-
sis are the features that influence the choice of 
Crete as a touristic destination.  The respond-
ents were asked to rate the features according 
to their importance on a Likert rating scale 
ranging from “Very important” to “Not im-
portant at all” (see question 8 of the question-
naire), and all were tested using Bartlett’s test 
for sphericity.  

In Table 2, the two factors identified can be 
interpreted as follows:  
- Factor (1): “Relaxation” captures feature such 
us climate, natural sites, local food, prices, 
safety, etc.  
 - Factor (2): “Recreation” captures activities, 
such as excursions, visits to archeological sites 
and other places of interest, entertainment, etc. 

 
Table 2. Rotated Component Matrix 

 
 
 
 
 

  

73%

46%

78%

25%

4%
10%

46%

 Component 
Factor 1 Factor 2 

Climate, natural sites/ beauty .683  
Archaeological sites  .627 
Entertainment (discos, pubs, ect)  .801 
Local food .672  
Prices/ cost of services  .703  
Safety .649  
Extraction Method: Principal Component Analysis.  
Rotation Method: Varimax with Kaiser Normalization.a 
a. Rotation converged in 3 iterations. 
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Level of Satisfaction Factors 
The variables contained in the factor analy-

sis are the attributes of satisfaction from vaca-
tions at our destination of interest here.  The 
following question was addressed to respond-
ents: “To what level are you satisfied with the 
following during your stay/vacations?” (see 
question 9 in Appendix).  The respondents 
stated their satisfaction for each attribute on a 
Likert rating scale ranging from “Very satis-
fied” to “Never use it.”  Eleven variables meas-
ured satisfaction attributes.  All of them are 
tested using Bartlett’s test for sphericity.  The 
principal components analysis (Varimax rota-
tion method) allows us to compose eleven var-
iables in four considered factors.  The choice of 
the factors was made based on the eigenvalue 
criterion, as well as the consideration of the cu-

mulative variance (60%) explained by the fac-
tors considered together.  Table 3 summarizes 
the matrix of the rotated components. 

In Table 3, the four factors are identified 
and interpreted as follows:  
- Factor (1): “Services” captures issues com-
posing the identity of Chania as a safe destina-
tion within a green and safe landscape with 
high quality local cuisine restaurants.  
 - Factor (2): “Transportation” contains issues 
related to road infrastructure and quality of bus 
and taxi services. 
-  Factor (3): “Cleanliness” captures the clean-
liness of the town, roads, beaches, and the 
broader landscape. 
- Factor (4): “Hospitality” contains issues re-
lated to the satisfaction from the attitude of lo-
cals as well as from the accommodation ser-
vices.

Table 3. Rotated Component Matrix 
 

 Component 
Factor 

1 
Factor 

2 
Factor 

3 
Factor 4 

Accommodation     .792 
People attitude    .744 
Bus services  .606   
Taxi  .791   
Road signs and direction system  .705   
Cleanliness 1- Beaches   .847  
Cleanliness 2- Town, Roads, Parks 
etc. 

  .839  

Tavern/ Restaurants  .766    
     
Café Shops .789    
Safety .611    
Green/ Park .531    
Extraction Method: Principal Component Analysis.  
Rotation Method: Varimax with Kaiser Normalization.a 
a. Rotation converged in 5 iterations. 

Binary Logistic Regression (BLR) Models 
Considering the promotion (suggestion) of 

Chania as a touristic destination, as the depend-
ent variable, we now focus on the six factors as 

the relevant explanatory variables.  Looking at 
the relationship between the explanatory varia-
bles and our dependent one, we note that the 
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latter takes the value of 1 if the respondent in-
tends to promote/suggest (Promoter) and 0 if 
the respondent does not intend to do so (Detrac-
tor).  

The following question was addressed to 
respondents: “From 1 to 10 how strongly 
would you suggest Chania/Crete as a Summer 
Destination?” (see question 19 of the question-
naire).  The respondents stated their ranking on 
a Net Promoter Score rating scale ranging from 
1 (not at all) to 10 (too strongly): 

Y [logit (Promote)] = α + β1(Relaxation) 
+ β2(Recreation) + β3(Services) + 
β4(Transportation) + β5(Cleanliness) + 
β6(Hospitality) + β7(Visited Chania be-
fore)  

where the dependent variable is the logit of 
“promoting Chania,” α is the estimate for the 
intercept and β1, β2, ..., β7 are the estimates for 
the coefficients of the seven predictors.  We es-
timate the same model for families with chil-
dren as well as for families without children, 

i.e., married and unmarried couples, in order to 
investigate what the determinant factors are 
that affect the decision to suggest Chania as a 
touristic destination. 
 
Families with Children  

Table 4 summarizes different types of tests 
in order to measure how well the model fits the 
data.  The omnibus tests of model coefficients 
present significant p-values, indicating that the 
model containing the independent variables is 
significantly different from the intercept-only 
model (Beaumont, 2012).  Regarding the Hos-
mer and Lemeshow test (Hosmer et al., 2013), 
if we have a model with strong predictive 
power, the χ² test will not be statistically signif-
icant, i.e., p > 0.05 (Page, 2003).  This is our 
case, which indicates that the model fits the 
data very well.  As for the “pseudo R-square 
statistics,” the independent variables would 
thus explain somewhere between 12% and 19% 
of the variation in results. 

 
Table 4. Statistics Test for Families with Children for 2015 

 
Both Peng et al. (2002) and Spicer (2004) 

warn against relying on log likelihood 
measures in logistic regressions, but Spicer 
(2004) suggests that the two different R2 
measures might be viewed as tentative indica-
tors of the range within which the actual influ-
ence of the independent variables on the de-
pendent variable lies.  Spicer still advises the 
cautious use of these “pseudo statistics” as 

“they are best treated with caution if not actu-
ally avoided” (Spicer, 2004, p. 129). 

In addition to the previous tests, the classi-
fication table displays the agreement between 
predicted and actual results and suggests that 
the predictive capacity of the model is about 
83%. Results shown in Table 5 suggest that all 
the predictors are significant for families with 
children (estimated with the Wald statistic, p < 

 Chi-square Df Significance 
Omnibus tests  82.334 7 .000 

Hosmer and Lemeshow  1.704 8 .989 
 -2 Log likeli-

hood 
Cox & Snell R 

square 
Nagelkerke R 

square 
Model summary 554.937 .119 .190 
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Table 5. Parameter Estimates for Families with Children for 2015 
 

 Coefficient (β) Standard error Wald Odds ratio (eβ ) 
Intercept 1.079* .152 50.369 2.940 
Relaxation .533* .111 23.234 1.705 
Recreation .049* .110 .201 1.050 
Services .317* .119 7.085 1.373 
Transportation -.256 .112 5.288 .774 
Cleanliness .367* .100 13.616 1.444 
Hospitality .271* .102 7.008 1.311 
Visited Chania be-
fore 

.737* .218 11.402 2.090 

Note: * Significant at the 0.05 level 
Dependent variable: Promoting Chania as a touristic destination for families. 

 
Table 6. Statistics Tests for Families without Children for 2015 

 
0.05) except for “Transportation.”  Among the 
significant predictors, we notice that “Visited 
Chania before” has the highest odds ratio: 
Those who have visited Chania in the past are 
around twice more likely to promote Chania as 
a touristic destination.  Regarding “Relaxa-
tion,” those who consider this factor as im-
portant are 1.7 times more likely to be promot-
ers.  The intention to promote increases the 
logit of the estimated log odds of “Services,” 
“Hospitality,” and “Cleanliness” by 0.317 
units, 0.271 units, and 0.367 units respectively.  
Despite its significance, the variable “Recrea-
tion” does not have any influence on the pro-
motion of Chania as a touristic destination.  
 
Families without Children  

The Omnibus tests of model coefficients 
present significant p-values.  The Hosmer and 
Lemeshow test is not statistically significant (p 
> 0.05), which indicates that the model fits the 

data very well.  The “pseudo statistics” in the 
evaluation of the model presented in Table 6 
suggest that the independent variables explain 
somewhere between 13% and 21% of the vari-
ation in the dependent variable.  Here too, cau-
tion is advised when dealing with log likeli-
hood statistics (Spencer, 2004; Peng et al., 
2002). 

In Table 7, we combine married couples 
without children and unmarried couples, in or-
der to investigate what the relatively most in-
fluential determinants are in promoting Chania 
as a touristic destination.  

Regarding married couples without chil-
dren, the results in Table 7 suggest that only the 
predictors “Relaxation,” “Cleanliness,” and 
“Hospitality” are statistically significant.  
Moreover, among the married couples, those 
who are satisfied from both “Cleanliness” and 
“Hospitality” are 1.8 times more likely to pro-
mote Chania as a touristic destination.  Being a 

 
 Chi-square df Significance 
Omnibus tests  86.652 7 .000 
Hosmer and Lemeshow  4.249 8 .834 
 -2 Log likeli-

hood 
Cox & Snell R 

square 
Nagelkerke R 

square 
Model summary 509.276 .138 .216 
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promoter increases the logit of the estimated 
log odds of “Relaxation” by 0.526 units.  

On the other hand, for unmarried couples, 
“Relaxation” has the highest odds ratio fol-
lowed by both “Services” and “Cleanliness,” 
and those who are satisfied from these three 
predictors are around twice as likely to be pro-
moters.  For unmarried couples, being a pro-
moter increases the logit of the estimated log 
odds of “Hospitality” by 0.285 units.  Despite 
their significance, both “Recreation” and 
“Transportation” have an odds ratio (eβ) <1 
which indicates a negative correlation with the 
model (-.486 for “Recreation” and -.619 for 
“transportation”) and yet have a detractor ef-
fect.  
 

Time Factor (2017) 
In this section, we apply the methods im-

plemented above on the sample data for the 
year 2017. The aim is to study if there is any 
difference between these years with respect to 
the magnitude and the determinant factors of 
the promotion of Chania as a touristic destina-
tion.  In 2017, families (with and without chil-
dren) who visited Crete for vacation count for 
almost 70% (N=1436) of the total sample 
(2061 questionnaires). Here too, we also de-
compose families into two subcategories: Fam-
ilies with children (972=68%) and families 
without children, i.e., married couples 
(464=32%).  For comparison reasons, we have 
included the unmarried couples (347=17% of 
the total sample) in the binary logistic models. 

 
Table 7. Parameter Estimates for Married Couples without Children 

and Unmarried Couples for 2015 
Married couples (1) Unmarried couples (2) 

Model Coeffi-
cient (β) 

Stand-
ard error 

Wald Odds ra-
tio (eβ) 

Coeffi-
cient (β) 

Standard 
error 

Wald Odds ra-
tio (eβ) 

Intercept 1.236* .192 41.537 3.440 1.870* .259 52.313 6.489 
Relaxation .526* .110 22.857 1.691 .763* .181 17.701 2.144 
Recreation -.046 .112 .168 .955 -.486* .170 8.201 .615 
Services .177 .108 2.651 1.193 .662* .162 16.784 1.940 
Transpor-
tation 

.211 .115 3.378 1.234 -.619* .191 10.495 .539 

Cleanli-
ness 

.587* .112 27.631 1.799 .659* .185 12.646 1.934 

Hospitality .573* .133 18.672 1.774 .285* .143 3.949 1.330 
Visited 
Chania be-
fore 

.337 .236 2.036 1.400 -.423 .357 1.406 .655 

Note: * Significant at the 0.05 level. Dependent variable: Promoting Chania as a touristic destination for families. 
 
Exploratory Factor Analysis (2017) 

Destination Classification. Respondents 
were asked to give scores to different compo-
nents of Chania as a destination, and the results 
are as follows: The Component Plot in Figure 
3 and the Rotated Component Matrix in Table 
8 confirm the existence of two distinct clouds.  
The two groups are very clear except for the 
variable “Q7_8: A low budget destination,” 
which is removed from the model after a sup-
pression of all the <0.4 coefficients.  According 
to Yong and Pearce (2013), the “suppress small 

coefficient” tool is useful for several reasons: It 
helps interpretation as we can see more clearly 
where particular items load.  In addition, it 
highlights items with loadings less than 0.4 on 
all dimensions.  When an item does not load on 
a dimension (i.e., has loadings < 0.4 on all di-
mensions), it indicates that the item is unrelia-
ble, so it may be deleted.  Finally, this tool is 
also useful to check whether any items cross-
load because loading on more than one dimen-
sion decreases the reliability of this item.
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Figure 3. Component Plot 
 

 
 

Table 8. Rotated Component Matrix 
 Component 

Factor 1 Factor 2 
Q7_7: Destination for the whole family .831  
Q7_ A relaxation destination .785  
Q7_ Destination to enjoy beaches and sea .703  
Q7_ Destination for all ages .693  
Q7_ A friendly full of hospitality destination .627  
Q7_ Fun/night life destination  .715 
Q7_ Destination with cultural character  .712 
Q7_ Luxury destination  .709 
Q7_ Destination of gastronomic interest  .683 
Q7_ Destination with a wide variety of activ-
ities 

 .641 

Q7_ Destination that is typical of Greece  .563 
Extraction Method: Principal Component Analysis.  
Rotation Method: Varimax with Kaiser Normalization.a 
a. Rotation converged in 3 iterations. 

In Table 8, the two factors identified are in-
terpreted as follows:  
- Factor (1): “Services” captures issues com-
posing the identity of Chania as a relaxing and 
welcoming destination for all ages and families 
to enjoy beaches and the broader landscape. 
 - Factor (2): “Recreation” contains issues re-
lated to the description of Chania as a luxury 

destination with cultural character and gastro-
nomic interest as well as with a wide variety of 
activities and night life.  Interestingly, Chania 
is strongly perceived as a differentiated Greek 
destination for vacations.  This can be ex-
plained by the fact that the most famous Greek 
destination is the islands of the Cyclades.     
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Table 9. Parameter Estimates for Families with Children for 2017 
 

 Coefficient (β) Standard error Wald Odds ratio (eβ) 
Intercept 1.968* .268 54.070 7.159 
Relaxation .941* .157 35.901 2.564 
Recreation 1.415* .211 45.150 4.117 
Services .634* .196 10.486 1.885 
Transportation .267 .183 2.122 1.306 
Hospitality  .660* .190 12.006 1.935 
Visited Chania 
before 

1.944* .422 21.222 6.987 

Note: * Significant at the 0.05 level Dependent variable: Promoting Chania as a touristic destination 
for families. 

 
Binary Logistic Regression (BLR) Models 
(2017) 

Considering the promotion (suggestion) of 
Chania as a touristic destination, as the depend-
ent variable, we now focus on the relevant ex-
planatory factors for 2017. 
Families with children  

Regarding families with children, the re-
sults in Table 9 suggest that, unlike for 2015 
when the highest odds ratio was for “Relaxa-
tion,” for 2017, “Recreation” has the highest 
odds ratio since those who consider the recrea-
tion factor important are four times more likely 
to promote Chania as a touristic destination for 
families.  We also observe that similarly to 
2015, “Visited Chania before” has the highest 
odds ratio: Those who have visited Chania in 
the past are around seven times more likely to 
promote it as a touristic destination for fami-
lies.  This value is nearly 3 times more than the 
2015 odds ratio, which confirms the dynamic 
element of the model through time.   Also, the 
pseudo R-squares are much higher in this 
model, ranging at around 52%.  
Married couples without children and unmar-
ried couples 

Regarding married couples without chil-
dren as well as unmarried couples, comparing 
evidence between 2015 and 2017, the results 
suggest core differences.  More specifically, in 

2017, for married couples without children, the 
highest odds ratio is for “Services” while in 
2015 this factor was not even significant.  Sec-
ondly, for unmarried couples, only “Relaxa-
tion” and “Recreation” are significant while in 
2015 all the variables were significant except 
for “Visited Chania before.”  Thirdly, “Recrea-
tion” was considered a weak predictor in 2015, 
while in 2017 the odds ratio is nearly 2.  More-
over, the R-square values were higher in 2017 
than in 2015 (41% and 49% for married and un-
married couples without children respectively). 
 

POLICY AND MANAGERIAL 
IMPLICATIONS FOR THE RELATED 

STAKEHOLDERS 
      

The recent boom in tourism made it an im-
portant economic sector in the European Union 
(EU), but also in other parts of the world (Ba-
tista e Silva et al, 2018).  Given the economic 
impact of tourism and the increasing competi-
tion between destinations (Pulido-Fernández & 
Rodríguez-Díaz, 2016), attracting family tour-
ism, which is one of the largest market seg-
ments in the tourism industry (Schänzel & 
Yeoman, 2014), is an important challenge for 
tourism policy makers and businesses. 
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Table 10. Parameter Estimates for Married Couples without Children and Unmarried 
Couples for 2017 

Married coupleσ (1) Unmarried coupleσ (2) 
Model Coeffi-

cient (β) 
Standard 

error 
Wald Odds ra-

tio (eβ) 
Coefficient 

(β) 
Standard 

error 
Wald Odds ratio 

(eβ) 
Intercept 2.142* .713 9.026 8.519 3.812* 1.105 11.896 45.257 
Services .857* .263 10.593 2.356 .464 .341 1.855 1.591 
Transportation .331 .238 1.934 1.393 -.008 .267 .001 .992 
Hospitality .739* .217 11.579 2.095 .504 .297 2.868 1.655 
Relaxation .473* .169 7.811 1.605 .992* .283 12.285 2.698 
Recreation .442 .248 3.178 1.556 .616* .276 4.987 1.851 
Visited Chania 
before .168 .494 .115 1.183 -.809 .628 1.660 .445 
Note: * Significant at the 0.05 level 
Dependent variable: Promoting Chania as a touristic destination for families. 

 
This part of the paper builds upon the re-

sults of the empirical analysis and provides 
possible implications for the related policy 
makers and business practitioners towards the 
promotion of Chania as a destination for family 
tourism.  

The successful promotion of a certain tour-
ist destination to targeted demand segments 
materializes only upon the identification of the 
destination’s important impacting components 
and the subsequent execution of an effective 
branding strategy.   

Buhalis (2000) refers to destinations as 
amalgams of tourism products and services 
which they exclusively produce and offer tο 
their visitors, i.e., tourists/customers, inte-
grated experiences.  The linkage of tourist at-
tractions, as physical or cultural features of a 
particular place that individual travelers or 
tourists perceive as capable of meeting one or 
more of their specific leisure-related needs 
(Harris & Howard, 1996), with products and 
services at the destination level, is vital because 
what they experience is a combination of com-
ponents served in several touch points, per-
ceived prior to, during, and after the tourists’ 
trip (Buhalis & Amaranggana, 2014).  In this 
context, Haugland et al. (2011) acknowledge 
that the destination is an important unit affect-
ing the competitiveness of the individual tour-
ism business located there. 

Multiple previous studies argue that build-
ing the image of a destination brand is critical 
for the successful marketing and attraction of 
the targeted market segment (Marzano & Scott, 
2009).  The image of a destination brand is de-
scribed as “perceptions about the place as re-
flected by the associations held in tourists’ 
memory” (Cai, 2002, p. 723).   

Actually, the image of a destination is com-
posed by functional characteristics (such as at-
tractions, accommodation facilities, and price 
levels), intangible aspects (such as level of 
friendliness, quality of service expected, repu-
tation, etc.) as well as unique features and 
events (Echtner & Ritchie, 2003). 

The results of our empirical analysis, re-
garding the factors determining the willingness 
of families to promote Chania as a destination 
for family tourism, and the above discussion 
about the branding of a destination, suggests 
that the effective execution of such a strategy 
needs the engagement of all the related stake-
holders.  

Beginning with the Greek Ministry of 
Tourism, its strategic planning for the coun-
try’s tourism development should be based on 
the communication of the image of Greece 
abroad, and specialized upon the unique tangi-
ble and intangible characteristics of each Greek 
destination with respect to the targeted demand 
segments.  
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Given the natural landscape and the factors 
determining the willingness of families to pro-
mote Chania as a destination for family tourism 
(Relaxation; Recreation; Services; Transporta-
tion; Cleanliness; Hospitality; Visited Chania 
before), the tourism policy at the regional level 
of governance should focus on transportation, 
cleanliness and infrastructures as certain tour-
ism supply components, in the taxonomy of 
Gunn and Var (2002).  

Besides the exogenous natural conditions, 
those who are explicitly responsible for the 
tourism experience are the businesses related to 
travel and transportation, accommodation, nu-
trition, shopping, entertainment, etc.   

Given the economic impact of tourism, this 
implies that firms’ owners, managers, and em-
ployees should operate under the principles of 
responsible tourism towards its sustainable de-
velopment.  According to Grimwood et al. 
(2015, p. 22-23), “The term tends to denote a 
process of planning, policy, and development 
that prioritizes community-level involvement, 
sustainable resource management, equitable 
distribution of benefits, and minimal negative 
impacts to local contexts.”  The tendency to-
wards operating within a responsible frame-
work may need the undertaking of policy initi-
atives for raising awareness about responsibil-
ity in tourism. 

 
CONCLUSION AND 

RECOMMENDATIONS 
 

The present paper studies the willingness, 
as well as the relevant determinants, to promote 
Crete as a touristic destination for families, dis-
entangling between those with and without 
children as distinctive types of families in the 
above analysis. 

Regarding families with children, their 
willingness in 2015 is mainly determined by 
their previous visits in Chania and by their re-
laxation experiences (factors such as beaches, 
sea, natural sites, and safety) during their stay.  
The willingness of families without children is 

determined by relaxation, cleanliness, and hos-
pitality.  The relative determinants for unmar-
ried couples are relaxation, services, and clean-
liness.  

Focusing on 2017, the willingness of fami-
lies with children to promote Crete as a touris-
tic destination for families, besides their previ-
ous visits in Chania, is mainly determined by 
recreation experiences (cultural and entertain-
ment activities, gastronomy, etc.).  This differ-
ence with 2015 could be attributed to the per-
ceived or real impact that the financial crisis 
has had on such services, leading business and 
cultural establishments to offering better ser-
vices at a lower cost for some.  Another poten-
tial explanation is that of the nature of visiting 
families, the ages and gender of the children.  A 
potential reason for this change could be driven 
exogenously by the events that took place dur-
ing the summer of 2015 and the year of 2016, 
such as the Tunisian resort shootings, Egypt’s 
downing of a Russian airliner by terrorists, mil-
itary coup attempts in Turkey, and increased vi-
olence and bombings. “Fear and insecurity are 
major barriers to international travel. Terrorism 
has evolved into a major global concern for the 
tourism industry, tourists, and for host commu-
nities” (Liu & Pratt, 2017).   

The willingness of families without chil-
dren is mainly determined by issues related to 
services.  Similarly to 2015, relaxation and hos-
pitality are present here too.  Yet, in contrast to 
2015, the willingness of unmarried couples to 
promote Crete as a touristic destination is de-
termined only by relaxation and recreation. 

The important result from this study is that 
the above findings have implications for policy 
makers and all stakeholders.  Both parties have 
methods and results on which they can poten-
tially base their promotion and investment 
strategies so as to build on the points that attract 
visitors. 

The present study has some limitations that 
need to be acknowledged as well as some ideas 
for future research.  Regarding the limitations, 
the data was collected during the summer of 
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2015 and 2017.  Although these touristic sea-
sons seem similar with several previous years, 
this study may be accurate and specific only for 
the 2015/2017 seasons, which may have some 
differences with the previous and the following 
ones.  For a more general study, a longer time 
series, i.e., a 10-year period, would be more 
representative for a more general overview.  
The questionnaire addresses issues about the 
profile, satisfaction of services, consumption 
habits, and budget spent, of visitors to the Pre-
fecture of Chania.  However, it was not de-
signed solely for families.  The design of a 
more detailed questionnaire, customized for 
families, could include additional questions 
about the ethnic identities, gender, age, and 
number of children.  

A direction for further research could be the 
qualitative measurement of tourists’ satisfac-
tion, considering the qualitative form of con-
sumer’s judgments (Grigoroudis & Siskos, 
2010).  Another direction could be the collec-
tion of questionnaires from tourists who are at 
the end of their vacations in Crete and depart-
ing from the International Airport of Heraklion.  
This would cover the eastern part of Crete.  
Consideration of both airports would give gen-
eralized results for Crete as a whole. 
 

APPENDIX 
 

The Mediterranean Agronomic Institute of 
Chania, in cooperation with the Technical Uni-
versity of Crete and the Chania Hoteliers Asso-
ciation, is conducting research regarding the 
profile, satisfaction of services, consumption 
habits and budget spent of the visitors to the 
Prefecture of Chania. For this purpose, we 
kindly ask you to take a few minutes to fill in 
the questionnaire. 
 
1. In which Prefecture of Crete did you stay 
more during your holidays? 
� Chania                  � Rethymnon                          
� Iraklion                   � Lasithi 
 

2. The duration of your visit to this part of Crete 
was: 
Approximate number of days: 
________________ 
 
3a. Did you travel with your: 
� Family  
� Husband/Wife   
� Boyfriend/Girlfriend      
� Group/Company/Friends    
� Alone 
 
3b. If you travelled with your children, how 
many of them are on vacation with you? 
� 1       � 2      � 3       � 4   �  more than 4 
 
4a. In terms of prices, how do you consider 
Crete as a destination relative to other Euro-
pean holiday resorts? 
� Very cheap   � Cheap   � Normal            
 � Expensive     � Very expensive      
 
5a. What type of accommodation did you stay 
at: 
� Hotel            � Rented Apartment/Rooms  
� Rented Villa       � Hosted by a friend/AirBnB       
� My own house          
 
5b. If you stayed at a Hotel, please state the star 
category: 
� 5*****      � 4****                      � 3***        
� 2**            � 1*        
 
5c. If you stayed at a Hotel, did you have any 
sort of package: 
� All inclusive / Full Board(AI/FB) 
� Half Board (HB) 
� Bed n’ Breakfast (BB) 
� No package_____________________ 
5d. If you stayed in Chania, in which area of the 
Prefecture, did you stay (tick all that apply)? 
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5e. How did you arrange the reservation at your 
hotel? 
� Travel Agency  
� Tour Operator     
� Online Reservation System  

� Phone/Email            
� Website of hotel directly           
� Peer to peer accommodation sites 
 
5f.  If you arranged the reservation online, 
which system did you use? 
� Expedia  
� Booking.com   
� Hotels 4U    
� Hotels Bed  
� Hotels.com  
� Air BnB             
�Other (please specify)________________ 
 
6. Are you aware if your accommodation was 
officially certified by Hellenic Tourism Organ-
isation? 
YES �  NO � I don’t care / I didn’t ask �

 
7. Are you satisfied with the quality of the following accommodation services? 
 

Facilities Very satisfied Satisfied Neither satisfied 
nor dissatisfied 

Dissatisfied Very dis-
satisfied 

Reception service      
Prices      
Security      
Indoor activities      
Outdoor activities      
Cleanliness (rooms, 
restaurant, etc) 

     

Quality and variety 
of food 

     

 
 
8. Please try to rate the importance of each feature that influenced you to choose this part of Crete 
as a tourist destination 
 

Features Very im-
portant 

Important Neither im-
portant nor 
unimportant 

Some-
what im-
portant 

Not im-
portant at 

all 
Climate, natural sites / 
beauty (sun, sea, 
gorges, etc) 

     

Archaeological sites      
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Entertainment (discos, 
pubs, etc) 

     

Local food      
Prices / Cost of Ser-
vices 

     

Safety / Compared to 
other alternative Med-
iteranean Destinations  

     

 
9. To what level are you satisfied with the following? 

Facilities Very satis-
fied 

Satisfied Neither sat-
isfied nor 

dissatisfied 

Dissatis-
fied 

Very dis-
satisfied 

Never  
Use it 

Accommodation       
People attitude       
Bus services       
Taxi       
Road signs and di-
rection system 

      

Cleanliness  
Beaches 

      

Cleanliness  Town, 
Roads, Parks etc.) 

      

Taverns / Restau-
rants 

      

Café Shops       
Safety       
Green / Park       

 
10. Which of the following products did you BUY during your holiday in Chania?  
� Honey   � Raki or Tsikoudia  � Wine    � Local cheese (feta, graviera or gruyere, mizitra)     
� Olive oil soap      � Olive oil          � Oranges    � Fresh orange juice      
� Traditional rusk bread      � Vegetables    � Aromatic & therapeutic plants      

 
11. How interested would you be in alternative tourism and activities? Please tick the 2 most in-
teresting categories for you. 

Categories Interested 
Agrotourism, local villages / farms  
Gastronomic tourism  
National Parks, flora trips  
Museums, churches and archaeological sites  
Water sports (amusement parks, scuba diving, 
cruises) 

 

Mountain sports (hiking, climbing)  
Other (please specify)  __________________  
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12. APART from the ticket and accommodation expenses, how much did you spend during your 
stay in Chania/Crete? (Total/Family expenditures) 
 
 

 
 
13. In which of the following categories did you spend your budget? (Please choose ONLY the 4 
most important categories where you spent a large proportion of money.) 
� Purchase of Food/Drinks (Supermarkets, groceries, Bakeries etc) 
� Purchase of Goods (Clothes, shoes, jewelleries, Souvenirs etc) 
� Restaurants / taverns, cafeterias   
� Excursions              
� Night-clubs, entertainments bars      
� Archaeological sites (museum, churches…)  
� Transportation costs (Rented cars, buses, taxi)  
 

14. Regarding the means of transportation, did you use (tick Only): 
Rent a car or bike ____________ 
Use the Bus Service __________ 
Use a taxi _______________ 
 
b15. Did you take part in the following activities? (tick under YES in case of Visit, leave blank 
if not)  
 YES  Was it Worth it? (please circle ) 
Visit a museum         YES        /        NO 
Visit Samaria 
Gorge  

  YES        /        NO 

Visit Falasarna   YES       /         NO 
Visit Balos   YES        /        NO 
Visit Elaphonisi   YES        /        NO 
Visit Sougia   YES       /         NO 
Visit Knossos   YES        /        NO 
Visit Faistos   YES        /        NO 
Visit Aptera   YES       /         NO 

 
16. Are you satisfied with the airport services, such as: 
Food prices of the canteens             Yes �        No� 
Coffee prices of the canteens      Yes �        No� 
Toilets                                          Yes �        No� 
Other (please specify) ________________________________________________ 
 
17. Have you been to Chania/Crete before?   
Yes �        No� 
 
 

 
 
 
 

Less than  
250 € 

Less than  
400 € 

Less than  
600 € 

Less than  
900 € 

Less than  
750 € 

More Than 
1000 € 
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18. Would you visit Chania/Crete again?  Yes 
�        No� 
 
19. From 1 (not at all) to 10 (too strong) how 
strong would you suggest Chania/Crete as sum-
mer destination? ____________  
(write a number) 
 
20. Have you faced any problem due to the cur-
rent financial Instability in Greece? (Closed 
banks, ATM)    
Yes �        No� 
 
If Yes 
21. To what extend from 1 (not at all) to 10 (se-
vere problems) have you been affected by this 
financial Instability (Closed banks)? 
____________ (write a number) 
 

Demographic Information 
 

I. Country of residence:  
___________________ 
 

II. Did you fly with low cost flights, 
such as: (leave blank if it doesn’t 
apply)  
Ryanair             Yes �        
Norwegian        Yes �         
Easy Jet            Yes �         
 

III. Gender:  

 � Male     �Female 
 

IV. Your age:   
� 16-24        � 25-34  
� 35-44        � 45-54 
� 55-64            � 65 or over 

 
V. Level of education 

� High School           
� College/University 
� Postgraduate Studies  

                  � Other studies 
 

VI. Occupation 
� State/Local administration em-

ployee  
� Employee of private company  
� Self-employee  
� Retired � Student � Other 

 
VII. Annually approximate family In-

come (in euros) 
� Below 18000     � 18001- 30000 

     � 31001-45000     � 45001 -60000 
     � 60001 – 80000  � 80001 -100000        
�101.000 and over 

Thank you very much for your cooperation 
Date 

Stamp:______________________________ 
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ARTICLES 

Benefit Segmentation of Indonesian Batik Customers 

Novianda Aditya Istiqomah 
Shi-Woei Lin 
Andi Sudiarso

ABSTRACT. The growth of batik industries in Indonesia creates market opportunities and challenges 
for batik crafters.  This research aims to identify Indonesian batik’s customer segmentation based on 
batik benefits sought variables.  In particular, six factors were first extracted from survey data and the 
factor scores were used in multi-step cluster analysis. This study categorized respondents (N=348) into 
two clusters: Traditional and Uniqueness Oriented customers.  However, we found that Price factor did 
not differ significantly between these clusters.  Demographic and psychographic profiles for each seg-
ment were developed.  Findings of this study can guide ethnic apparel industries in developing better 
marketing strategies. 

KEYWORDS. Benefit segmentation, Indonesian batik, psychographic, traditional value, batik cus-
tomer segments, ethnic groups 

INTRODUCTION 

Batik, “the patterned fabric that are spe-
cially made by applying wax on that fabric, 
then processed in a certain way” (Kamus Besar 
Bahasa Indonesia, 2018), was recognized by 
UNESCO as one of the Masterpieces of the 
Oral and Intangible Heritage of Humanity from 
Indonesia since October 2nd, 2009 (Setiawati, 
Abdullah, & Lasiyo, 2011).  As the effect of the 
acknowledgement, batik industries continue to 
develop.  In the period of 5 years (2011-2015), 

the batik industry increased by 14.7% (Pu-
jiastuti, 2015).  The export value of batik is in-
creasing year by year.  On October 2017, the 
value has grown by 29.8% from first semester’s 
achievement of 2017 (Hendartyo, 2017). 

The development of the batik industry cre-
ates market opportunities and also challenges 
because the more batik industries exist, the 
tighter the competition will be.  Industries need 
to clearly define their market segments and ex-
plore the needs and wants of customers in dif-
ferent segments.  Ethnic apparel industries also 
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need to find what makes each segment unique 
from each other.  Culture creatives have been 
identified to create distinct groups of Ghanaian 
fabric customers (Miller-Spillman, Lee, Gra-
ham, & Cho, 2016).  Fashion and quality were 
revealed as unique factors of Latin Amereica 
ethnic apparel customers (Dickson & Littrell, 
1998).  For Indian ethnic apparel, quality, 
Indian design, fashionability, simplicity, 
artisan support differed between groups 
(Littrell, Ogle, & Kim, 1999). However, no re-
search could be found that identified the cus-
tomer segments of Indonesian ethnic apparel 
(batik) and the factors that could differentiate 
those groups.  The insight of customer segmen-
tation can be utilized for deploying the market-
ing resources effectively and efficiently.  When 
segments and their profile based on marketing 
characteristics (such as demographic and 
lifestyle) are explored, marketers can  develop 
better communication to the targeted customers 
(Shim & Bickle, 1994).  

While the most traditional segmentation 
method is demographic segmentation, Haley 
(1968) stated that benefit segmentation can be 
a powerful approach to discover the real market 
segment. Benefit segmentation is based on the 
benefits consumers seek in a product or service.  
In the field of clothing segmentation, especially 
the ethnic apparel market, benefits sought were 
commonly used as segmentation criteria.  

The high competition in the domestic batik 
industry requires batik craftsmen to be able to 
understand the needs of consumers.  In order to 
fulfill the gap of existing research and the im-
portance of segmentation, this research was 
conducted.  This study aims to develop batik 
benefit segmentation and build customer seg-
ment profiles based on demographic and 
psychographic backgrounds.  Research ques-
tions to be addressed include: 1) Are there sig-
nificant differences among customer segments 
with regard to batik benefits sought? 2) are 
there significant differences among customers 
segments in demographic characteristics (such 

as gender, age, ethnic group, occupation, edu-
cation, and monthly income) and 
psychographics (values)?  Results of this study 
can help clothing industries, especially ethnic 
apparel craftsmen, to develop the right market-
ing strategies and expand their market. 
 
LITERATURE REVIEW  

 
Assessment of desired clothing attributes 

has been conducted in previous studies 
(Abraham-Murali & Littrell, 1995; Eckman, 
Damhorst, & Kadolph, 1990).  These attributes 
were then developed to identify the criteria for 
market segmentation.  Value and psycho-
graphic characteristics (Narang, 2011; Sarabia-
Sanchez, Vigaray, & Hota, 2012) and product 
attributes (Dickson & Littrell, 1998) were used 
as criteria for apparel market segmentation.  
Most studies segmented the market based on 
clothing benefits sought for apparel products 
(Shim & Bickle, 1994; Littrell, Ogle, & Kim, 
1999; Park & Sullivan, 2009).  The clothing 
market is much diversified and quite competi-
tive.  Previous studies have explored the object 
of segmentation for several types of apparel 
products, such as teen girl apparel (Ogle, Hyll-
egard, Yan, & Littrell, 2014), female apparel 
(Eckman, Darmhorst, & Kadolph, 1990; Shim 
& Bickle, 1994) and casual apparel (Park & 
Sullivan, 2009).  

Market segmentation of ethnic apparel 
from India, Latin America (Dickson & Littrell, 
1998), and Africa (Miller-Spillman, Lee, Gra-
ham, & Cho, 2016) also has been identified.  
Ethnic dress was defined as “those items, en-
sembles, and modifications of the body that 
capture the past of the members of a group, the 
items of tradition that are worn and displayed 
to signify cultural heritage” (Eicher & Sum-
berg, 1995, qtd. in Mondry, 2014).  Ethnic ap-
parel is quite similar to Indonesian batik be-
cause a traditional technique was applied to 
make the clothes, the pattern or motif of the 
clothing has special cultural meanings or phi-
losophy, and both apparels are made through 
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handmade process by the craftsmen.  Since no 
research has been conducted about the evalua-
tion of batik attributes, consumer preferences 
of batik, or batik segmentation, ethnic apparel 
was used as an approach for segmentation. 

The characteristics and the number of eth-
nic apparel customer segments were varied 
across studies.  Miller-Spillman, Lee, Graham, 
and Cho (2016) explored three customer 
groups while Dickson and Littrell (1998) and 
Littrell, Ogle, and Kim (1999) identified two 
market segments.  Miller-Spillman, Lee, Gra-
ham, and Cho (2016) labeled the customer 
groups as Artisan Shopper, Holistic Shopper, 
and Ethnic Stylist based on the artisan support 
characteristics and ethnic appeal ratings.  Dick-
son and Littrell (1998) revealed two market 
segments, namely, Creative Ethnic and Plain 
and Simple, in which both clusters expressed 
quality as the most desired criteria (e.g., the 
quality of stitching of the ethnic apparel, com-
fort of the material, and colorfastness).  Two 
clusters generated by Littrell, Ogle, and Kim 
(1999) were “Creative, Culturally Focused, 
Hedonic” customers and “Classic, Pancultural” 
customers.  The first type of customer desired 
apparel that communicated a unique, dramatic, 
and creative look, thus causing other people to 
notice and compliment the customers.  On the 
other hand, the Classic and Pancultural custom-
ers were focused on mainstream looks and did 
not consider garment details closely related to 
Indian design.  
 

CONCEPTUAL FRAMEWORK: 
BENEFIT SEGMENTATION AND 

PSYCHOGRAPHIC 
 
Benefit Segmentation 

Key variables for identifying ethnic apparel 
customer segmentation were revealed by previ-
ous studies.  Littrell, Reilly, and Stout (1992) 
indicated that quality of workmanship and aes-
thetic features held significant roles in defining 
ethnic apparel market segments.  Eckman, 
Damhorst, and Kadolph (1990) also stated that 

aesthetic criteria were important to the evalua-
tion of apparel products.  Moreover, Littrell, 
Ogle, and Kim (1999) suggested that ethnic ap-
parel industries should connect aesthetic and 
product characteristics to certain cultural val-
ues.  Therefore, aesthetics and design (Indone-
sian design) were involved in batik benefits 
sought variables. 

Ethnic and quality criteria affected the pur-
chase intention directly (Dickson & Littrell, 
1996).  Quality was also considered to be the 
most desired clothing attribute in ethnic apparel 
(Dickson & Littrell, 1996; Dickson & Littrell, 
1998; Littrell, Ogle, & Kim, 1999).  Badan 
Standardisasi Nasional (BSN) of Indonesia re-
leased the quality standard of Indonesian Batik 
to meet the SNI (Standar Nasional Indonesia/ 
Indonesia National Standard) criteria.  Further-
more, price was considered in product assess-
ment and involved in purchase decision as one 
of the extrinsic criteria (Eckman, Damhorst, & 
Kadolph,1990; Abraham-Murali & Littrell, 
1995; Park & Sullivan, 2009).  Accordingly, 
this study also included ethnic, quality, and 
price benefits statements.  The quality items 
were adapted from previous researches com-
bined with items from BSN in the benefits var-
iables. 
 
Psychographic 

Psychographic is a similar term with life-
style and can be used for examining feelings, 
thoughts, lifestyle, personality, and de-
mographics of costumers (Sarli & Tat, 2011).  
Several studies used psychographics for seg-
mentation base.  Narang (2011) identified cus-
tomer segments by using Activities, Interests, 
and Opinions (AIO) and List of Values (LOV) 
approaches.  VALS (Value and Lifestyle) was 
adopted to segment Generation Y by Valentine 
and Powers (2013).  Other approaches, namely 
Schwartz Values Inventory, were used by Sara-
bia-Sanchez, Vigaray, and Hota (2012) to ex-
plore distinct fashion apparel segmentation.  
Compared to other psychographic variables, 
Schwartz Value Survey (SVS) generated 
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strong validity and reliability scores and proved 
robust in many cross-cultural studies as an in-
tegrated value system (Schwartz, 1994).  Un-
fortunately, SVS was time-consuming, thus a 
short version of SVS, namely Short Schwartz 
Value Survey (SSVS), was developed by Lin-
deman and Verkasalo (2005).  Short 
Schwartz’s Value Survey (SSVS) contained 10 
basic values, which are power, achievement, 
hedonism, stimulation, self-direction, univer-
salism, benevolence, tradition, conformity, and 
security (Lindeman & Verkasalo, 2005). 

Dickson and Littrell (1998) found that de-
mographic profiles were not significantly dif-
ferent between clusters they identified, but 
some demographic variables were different in 
ethnic apparel customer groups explored by 
Littrell, Ogle, and Kim (1999).  Moreover, 
Shim and Bickle (1994) revealed the signifi-
cant differences in most of demographic varia-
bles among formed clusters.  Sarabia-Sanchez, 
Vigaray, and Hota (2012) identified distinct 
fashion apparel segments by adopted SVS.  
From the findings of previous research, the hy-
potheses to be tested in this study are: 

H1: Customer segments indicate significant 
differences of batik benefit sought factors. 

H2: Demographic and psychographic pro-
files of segments are significantly different be-
tween clusters formed. 
 
RESEARCH METHOD 
 
Sample Description and Data Collection 

The respondents’ criteria of this study 
should be 17 years old or above and have ever 
bought batik before.  Although the batik indus-
tries were centralized in Java Island, the target 
population was across ethnic groups and 
regions in Indonesia.  The online questionnaire 
was administered to conduct the survey.  A to-
tal of 348 respondents were involved in this re-
search.  There was a balanced proportion of 
males and females.  The majority of respond-
ents was of Javanese ethnicity (67%) and has 
completed the undergraduate level of education 

(63%).  The largest age category of respondents 
was 22-26 year-olds (49%), followed by 17-21 
year-olds (12%).  Sixty three percent of re-
spondent were single, and 35% were married; 
the rest (2%) were divorced or separated.  Two 
highest portions of occupation background 
were employee (48%) and students (30%).  In 
terms of household income, the proportions 
were quite equal; 37% of respondents reported 
income less than Rp2,600,000; 32% had in-
come more than Rp6,000,000; and 31% re-
ceived between Rp2,600,000 and Rp6,000,000 
monthly incomes. 
 

Instrument 
The online questionnaire that was used for 

data collection consisted of three sections, in-
cluding demographics, batik benefit sought 
variables, and psychographics.  The de-
mographics part consisted of gender, age, edu-
cation, occupation, marital status, and ethnic-
ity.  In the second section, respondents were 
asked to express their level of agreement on 30 
benefits sought statements/variables by using 
6-scale measurement (1=strongly disagree; 
6=strongly agree).  Some statements used in 
this study were adapted from previous studies 
(e.g., Dickson & Littrell, 1996; 1998; Littrell, 
Ogle & Kim, 1999; Park & Sullivan, 2009; 
Miller-Spillman, Lee, Graham & Cho, 2016), 
while other statements related to batik quality 
requirements and physical characteristics of 
batik were adopted from Badan Standardisasi 
Nasional (2016a, 2016b, 2016c).  In the 
psychographics part, respondents were asked to 
rate the degree of importance of each value in 
the Short Schwartz Value Survey with a 7-
point scale ranging from -1 (opposed to my 
principles), to 5 (of supreme importance). 
 
DATA ANALYSIS 

To identify dimensions of batik benefit 
sought variables, principal component factor 
analysis with oblique rotation was conducted.  
The number of factors extracted was deter-
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mined by using Kaiser’s criterion with a mini-
mum eigen-value of one.  Factors should have 
loadings more than 0.40 on a single factor to be 
included in the analysis.  Factor scores were 
used to perform cluster analysis.  Hierarchical 
analysis by using Ward’s method was utilized 
to determine the number of clusters together 
with 30 clustering validity indices.  The rele-
vant number of clusters was decided based on 
the majority rule of CH, DUDA, Pseudot2, 
Cindex, Gamma, Beale, CCC, Ptbiserial, 
Gplus, DB, Frey, Hartigan, Tau, Ratkowsky, 
Scott, Marriot, Ball, Trcovw, Tracew, Fried-
man, McClain, Rubin, KL, Silhouette, Gap, 
Dindex, Dunn, Hubert, SDindex, and SDbw in-
dices.  The final cluster members were obtained 
based on K-Means clustering after the number 
of clusters and initial cluster center were pro-
vided by hierarchical clustering.  The next step 
was aimed to prove the hypotheses.  Univariate 
analysis was performed to test differences be-
tween clusters on batik benefit sought factors 
and psychographics variables.  Chi-square sta-
tistics were used to check whether demo-
graphic profile of clusters differ significantly 
between clusters formed. 

 
Factor Analysis of Batik Benefits Sought Var-
iables 

Principal component analysis (PCA) was 
conducted on 30 statements.  Varimax rotation 
generated many cross-loading factors while no 
cross-loading factors were obtained from 
Oblique rotation.  This situation occurred be-
cause several factors correlate to each other 
thus independences cannot be assumed.  
Oblique rotation was considered to create more 
meaningful results and 6 dimensions of tradi-
tional value: uniqueness, price, quality, con-
nection to others, and Indonesian design.  Fac-
tor loadings for each item ranged from -0.596 
to 0.836, and three statements with loading 
lower than 0.4 were deleted.  All of the factors 
had a good reliability.  Factors of batik benefits 
sought are presented in Table 1.   

Factor 1, labeled Traditional Value con-
sisted of variables explaining the intention of 
buying batik to support batik craftsmen and 
preference of traditional style commonly used 
by Indonesians.  Uniqueness factor included 
statements related to interesting or unusual mo-
tif batik, unique colors and look represented by 
batik clothing.  Factor 3, Price, involves items 
characterizing purchase behavior of batik re-
lated to discount, lower price or sale price.

 
 

 

Table 1.  Factors of Batik Benefits Sought 
 

Factor Labels 
 

Sample statements and number of 
items 
 

Factor Loadings  
Range 

Cronbach’s 
Alpha 

Traditional 
Value 

I will buy batik clothes from Indo-
nesian designers just to help and 
support batik craftsmen  (4) 

0.419-0.693 0.727 

Uniqueness I like batik clothes that have inter-
esting colors or are different from 
batik clothes colors in general (7) 

-0.596 – -0.825 0.876 

Price I rarely buy batik clothes without 
discounts (3) 

0.629-0.836 0.684 
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Quality It is important to me that there are 
no holes and tears in batik clothes 
(6) 

0.522-0.736 0.764 

Connection 
to Others 

It is important for me to be given 
information about the craftsmen 
who make the batik clothes that I 
buy (4) 

0.455-0.785 0.762 

Indonesian 
Design 

I like traditional Indonesian batik 
motifs  (3) 
 

0.611-0.770 0.700 

 
Comfort, quality, durability, color re-

sistance, and physical criteria were combined 
into Quality as the fourth factor.  Factor 5, Con-
nection to Others indicated how customers’ 
preference to have relationships or get infor-
mation from the batik craftsmen, and willing-
ness to be noticed by other people when cus-
tomers wore batik clothing.  The last factor la-
beled Indonesian Design characterized tradi-
tional features of batik in terms of handmade 
quality evidence, batik motifs, and original ba-
tik color against Indonesian culture.  The six 
factors explained 58% of total variance with 
KMO value of 0.877, and the minimum MSA 
is 0.610. 
 
Cluster Analysis of Batik Customers 

From 30 cluster validity indices, 8 indices 
(majority rule) proposed 2 clusters as the best 
number of clusters.  Therefore, two meaningful 
batik customers segments were discovered.  In-
dependent t-test results and mean values of ba-
tik benefits sought factors were presented in 
Table 2.  From the results of an independent t-
test, 5 of 6 factors were significantly different 
between two clusters (traditional value, unique-
ness, quality, connection to others, and Indone-
sian design factors).  Both cluster 1 and 2 ex-
pressed quite the same level of agreements on 
price factor.  Hypothesis 1 is only partially sup-
ported by our preliminary analysis because 
clusters did not differ significantly in all of the 
batik benefits sought factors.  

Cluster explanation was based on factor 
scores that had a mean value of zero and stand-
ard deviation of one.  Cluster 1 accounted for 
54% of respondents and had the highest mean 
score on 6 batik benefits sought factors.  The 
highest mean score was dedicated to the 
Traditional Value factor (M=0.524), followed 
by Connection to Others (M=0.486), Quality 
(M=0.423), Indonesian Design (M=0.378), 
Price (M=0.076), and Uniqueness (M=-0.521).  
In the traditional value factor, respondents 
showed high fondness for wearing batik cloth-
ing and focused more on helping batik crafts-
men as a noble contribution.  Relative to the 
uniqueness factor’s variables, this customer 
group desired interesting and unique colors be-
sides motif and fashionable look.  This segment 
rated quality of stitching as the highest priority 
in evaluation of the quality aspect, followed by 
resistance of washing, lightness, and long-last-
ing batik clothing.  From the aspect of Indone-
sian Design, this group showed high fondness 
for traditional Indonesian batik motifs, fol-
lowed by handmade quality evidence and tradi-
tional color of Indonesian culture. 

Cluster 2 represented 46% of respondents 
and indicated the highest mean score on 
Uniqueness factor (M=0.559), followed by 
Price (M=-0.084). Indonesian Design (M=-
0.371), Quality (M=-0.437), Connection to 
Others (M=-0.519), and Traditional Value 
(M=-0.588).  This group gave the highest score 
in uniqueness of batik motifs, followed by will-
ingness of fashionable look.  Cluster 2 respond-
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ents rated the fondness for common batik cloth-
ing style as the highest among other variables 
in traditional factor, but had lower tendency to 
view purchase as a noble cause contribution, 
unlike Cluster 1 respondents.  Long-lasting ba-
tik clothing was the most important variable in 
the quality factor, followed by resistance of 
washing, lightness, and comfort of clothing.  
Cluster 2 respondents expressed fondness for 
original color of batik higher than handmade 
quality evidence, unlike customer group 1.  
Based on the batik benefits sought characteris-
tics, Cluster 1 was labeled as Traditional Ori-
ented customers and Cluster 2 as Uniqueness 
Oriented customers. 
 
Table 2. Results of Independent T-Test 
 
Batik 
Benefits 
Sought 
Factors 
 
 

 
Group Meansa 

 

 
Sig. 

Tradi-
tional 

Oriented  

Uniqueness 
Oriented  

 

Tradi-
tional 
Value 

0.524 -0.588 0.00 

Unique-
ness 

-0.521 0.559 0.00 

Price 0.076 -0.084 0.13 
Quality 0.423 -0.437 0.00 
Connec-
tion to 
Others 

0.486 -0.519 0.00 

Indone-
sian De-
sign 

0.378 -0.371 0.00 

Cluster 
Size  
(N=348) 

184 164 
 

Percent 
 

54% 
 

46% 
 

 
Profiled Batik Customer Segments 

Psychographic and Demographic back-
grounds were used to profile the batik customer 

segments.  The Mann-Whitney test was used to 
evaluate the differences of Short Schwartz 
Value between two segments and the result was 
shown in Table 3.  For demographic aspects, 
Chi-square analysis was performed and the re-
sults were presented in Table 4. 
 
Table 3. Results of Mann-Whitney Test 
 
 
Psychographic 
(SSVS) 
 

 
Mean Rank 

 

 
 
Sig. 

Tradi-
tional 

Oriented 

Uniquen
ess 

Oriented  
 

Power 194.74 151.79 0.000 
Achievement 186.12 161.46 0.016 
Hedonism 177.66 170.95 0.527 
Stimulation 186.46 161.08 0.014 
Self-Direction 193.77 152.88 0.000 
Universalism 197.23 149.00 0.000 
Benevolence 186.29 161.28 0.011 
Tradition 199.46 146.50 0.000 
Conformity 197.32 148.90 0.000 
Security 
 

192.37 
 

154.45 
 

0.000 
 

 
Nine of ten basic values differed signifi-

cantly between two customer groups, all except 
the hedonism value.  Traditional oriented 
customers had the highest important levels of 
all basic values as the guiding principle of their 
lives.  Results of Chi-square analysis in the de-
mographic aspect revealed that two clusters 
were significantly different only in the occupa-
tion aspect.  The largest proportion in both seg-
ments was in the age ranging between 22 and 
26 years old.  The second largest was 37 to 41 
years old in cluster 1, but in cluster 2 was 17 to 
21 years old.  The ratio of male and female in 
Traditional Oriented and Uniqueness Oriented 
customers was also about the same. 

Education background of cluster 1 and 
cluster 2 was dominated by undergraduate 
level.  There were more respondents who re-
ceived a diploma and completed the graduate 
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level in Traditional Oriented customers, while 
the proportion of doctoral degree holders was 
higher in the group of Uniqueness customers.  
The percentage of respondents with senior high 
school or less education level was the same for 
both customer segments. 

 
Table 4a. Results of Chi-Square Analysis 
 
 
 
Demo-
graphic 
Variables 

 
Group Percent 

 

 
 
 Chi-

Square Tradi-
tional 

Oriented 

Uniqueness 
Oriented  

 

Age   0.306 

17-21 43.9% 56.1%  

22-26 48.0% 52.0%  

27-31 54.5% 45.5%  

32-36 52.9% 47.1%  

37-41 72.7% 27.3%  

42-46 57.1% 42.9%  

47-51 60.9% 39.1%  

52-56 70.0% 30.0%  

57-61 66.7% 33.3%  

>61 66.7% 33.3%  

 
Gender 

  
 

0.544 

Male 54.6% 45.4%  

Female 51.4% 48.6%  

 
Education 

  
 

0.129 

Senior 
High 
School 
or less 

50.0% 50.0% 

 

Diploma 66.7% 33.3%  
Under-
graduate 

51.1% 48.9% 
 

Gradu-
ate 

62.8% 37.2% 
 

Doctoral 0.0% 100.0%  
    
 
Percentage of Acehnese and Javanese eth-

nics were about the same in both clusters.  
Traditional Oriented customers was dominated 

by Balinese, Bugis, Madurese, Minahasan, and 
Sundanese ethnicities, while Uniqueness 
Oriented had higher proportions of Bataknese, 
Malay, and Chinese Indonesian ethnicities.  
From the occupation aspects, employees 
showed the same percentage in group 1 and 2.   
 
Table 4b. Results of Chi-Square Analysis  
 
 
Demographic 
Variables 

 
Group Percent 

 

 
 

Chi-
Squ
are Traditional 

Oriented 
Uniqueness 

Oriented  
 

Ethnic Group   0.239 

Acehnese 50.0% 50.0%  
Balinese 75.0% 25.0%  
Bataknese 30.8% 69.2%  
Bugis 80.0% 20.0%  
Javanese 51.3% 48.7%  
Madurese 66.7% 33.3%  
Minahasan 100.0% 0.0%  
Malay 43.8% 56.3%  
Minangkabau 75.0% 25.0%  
Sundanese 52.2% 47.8%  
Chinese 
Indonesians 

37.5% 62.5% 
 

Others 66.7% 33.3%  

Occupation    
0.031 

Students 46.6% 53.4%  
Employee 50.0% 50.0%  
Entrepreneur 63.3% 36.7%  
Housewife 90.0% 10.0%  
Unemployed 57.1% 42.9%  
Others 75.0% 25.0%  

Monthly Income    
0.294 

Less than Rp 
2.600.000 

54.6% 45.4% 
 

Rp 2.600.000 
to Rp 
6.000.000 

46.7% 53.3% 
 

More than Rp 
6.000.000 
 

56.8% 43.2% 
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The proportion of students was higher in 
the second customer group.  Majority of 
housewives and entrepreneurs belonged to 
Traditional Oriented customer group.  The pro-
portion of each income category in both 
customer groups is quite similar  (4:5 or 5:4).  
The highest income category was dominated by 
the first customer segment.  The Uniqueness 
Oriented segment was allocated more in the 
second income category. 
 
CONCLUSION 
 

This study conducted a general study on ba-
tik as Indonesian ethnic apparel.  The findings 
of this study indicated that there are six dimen-
sions of batik benefits sought variables which 
were traditional value, uniqueness, price, qual-
ity, connection to others, and Indonesian de-
sign.  Two benefit segments Indonesian batik 
clothing customers labeled as Traditional 
Oriented customers and Uniqueness Oriented 
Customers. Hypothesis 1 was only partially 
supported because a price criterion was not sig-
nificantly different between those clusters.  Hy-
pothesis 2 in this study was also partially sup-
ported by our data since a majority of the de-
mographic variables used did not differ signif-
icantly between the two clusters, and the he-
donism value of the psychographic aspect was 
also not significantly different.  
 
LIMITATION AND FUTURE RESEARCH 
 

Since demographic variables were not 
meaningful to create distinct profiles of cus-
tomer groups, future research can involve the 
purchase intention of batik customer segments.  
Future research may also need to explore fur-
ther batik benefits sought variables by adding 
usage occasion benefits because different cus-
tomers may look for different batik clothing 
benefits for different occasions.  Furthermore, 
the cross-cultural aspect by considering ethnic 
apparel benefits sought in the home country 

and host countries may also be discussed in fu-
ture study. 
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Forbearance in the Chinese Business Setting 

Bernard Lee 
Oliver H. M. Yau 

ABSTRACT. This paper aims to conceptualize Ren in the Chinese context, which is also named 
as forbearance in the Western world.  As the literature review on Ren is definitely different 
from forbearance in the Western, business managers and practitioners need to pay more atten-
tion to the delivery of the service and doing business in the Chinese organization.  This study 
explores the significance of Ren and categorizes Ren into seven dimensions, which serves to 
gauge the difference between Ren with Western forbearance.  After business implications are 
discussed, limitations are introduced, and suggestions for future research are made 

KEYWORDS. Chinese business, forbearance, delivery of the service, Chinese ren  

INTRODUCTION 

In the world where interpersonal relation-
ships prevail, Ren, also named as forbearance 
in the Western world, is imperative for the Chi-
nese for two reasons.  Firstly, before conflicts 
are in its embryo, the practice of Ren has the 
capability to destroy its formation so that con-
flicts will never be caused.  Secondly, even 
when the seeds of conflicts germinate, the prac-
tice of Ren has the potential to contain, mini-
mize, resolve, or even put an end to these con-
flicts.  Actually, using Ren to deal with con-
flicts in various situations is common nowa-
days, particularly in the Chinese business set-
ting.  Examples of such conflicts are those be-
tween two customers, between the service pro-
vider and customers, between the government 

and citizens, and between the government and 
a business organisation.  Purely relying on con-
sumer or citizen rights to solve daily conflicts 
in accordance with Western culture seems not 
to be the way to go.  

Being a deeply embedded Chinese value, 
Ren has been misunderstood in various ways 
and thus warrants serious examination.  Firstly, 
Ren has always been misinterpreted in the 
Western culture as something that leads to var-
ious negative effects or consequences, such as 
occasional costs, inconveniences, and minor 
frustrations (Lee, 2010; Lee, 2006; Lee & Sui, 
2008; Law, 2002; Organ, 1990).  Secondly, 
many people think that Ren is the same as the 
Western word “forbearance.”  Such as they are, 
the wrong interpretations to some extent have 
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led to inadequate or even wrong business im-
plications.    

In Chinese society, Ren is significant in two 
important aspects: internalization at the indi-
vidual level, and in interpersonal relationships.  
For internalization at the individual level, Ren 
is a value that is highly internalised and prac-
tised daily (Yang, 1992; Man, 1988; Leung, 
1982).  The daily practice of Ren in the Chinese 
culture enhances one’s determination, energy, 
happiness, self-respect, and self-cultivation of 
Ren (Yang, 1992).  Without deeper understand-
ing of Ren, using only modern research meth-
odology to explore the Chinese literature seems 
incomplete.  Ren is an important value at the 
individual level, a value categorised under the 
personal activity orientation, but it has not been 
explicitly expressed (Yau, at al., 2007).  For the 
interpersonal relationship, according to Confu-
cianism, a person should cultivate himself so as 
to follow and not disobey proper rules (The 
Doctrine of the Mean).  In order to live harmo-
niously with other people, practising Ren by 
cultivating the Doctrine of the Mean is properly 
the right thing to do.  Ren has also been identi-
fied as an important means to maintain busi-
ness relationships (Liu, Luo, & Liu, 2009; 
Zhou, Poppo, & Yang, 2008) and to do busi-
ness in China. 

In this paper, we first look into the seven 
dimensions of Ren.  Then we render a compar-
ison of Ren with Western forbearance in terms 
of the seven dimensions of Ren.  Finally, we 
provide the marketing implications based on 
the seven dimensions. 

THE CONCEPT OF REN 

According to Organ (1990), forbearance is 
defined as follows:  “The willingness to endure 
the occasional costs, inconveniences, and mi-
nor frustrations attendant to collective behav-
iours.” 

Based on Organ’s definition, forbearance 
seems to result in various negative effects or 

consequences such as personal costs, inconven-
iences, and minor frustrations.  Having said 
that, Yeung (1992) mentioned that Ren is a 
kind of sacrifice usually found in interpersonal 
relationships at both the business level and the 
individual level.    

As shown in Figure 1, the concept of Ren, 
which has seven dimensions, is classified into 
three hierarchical levels. Located at the centre 
of the figure, the first level of Ren is the Central 
Principle of Ren and has only one element la-
belled “Rationality.”  The second level, “What 
to Ren,” consists of three elements: Acceptance 
of Dissimilarity in Personality, Accommodat-
ing with Varied Opinion and Observation of 
Role Order.  The third level, which is the outer 
circle of the figure, is Ren Strategy.  It includes 
three mutually exclusive strategies: Preference 
for the Status Quo, Moving Forward, and Mov-
ing Backward.   

Figure 1. Three Levels of Ren 

In the following sections, we describe each 
dimension in turn under the three levels in de-
tail: 

Level one signifies that rationality is the 
Central Principle of Ren.

This Central Principle calls for the adher-
ence to Rationality while differences are ob-
served in business practices.  The Doctrine of 
the Mean (trans. Legge, 1969) requires us to be 
rational all the time whenever there is pleasure, 

RATIONALITY 

Level 3 Ren Strategy 

Level 2 What to Ren 

Level 1 Central Principle 
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anger, sorrow, or joy.  This means that for 
every decision to be made, we would always 
remain calm and in a state of equilibrium so 
that we would become rational.  

In other words, the Doctrine of the Mean, 
which is a principle of not acting in excess, sig-
nifies moderation, correctness, impartiality, 
honesty, authenticity, and politeness.   As such, 
we should control our temper and desire, and 
all unnecessary dealings which will cause dis-
asters in business practices. 

Level two includes Acceptance of Dissimi-
larity in Personality, Accommodating with 
Varied Opinion, and Observation of Role Or-
der which are located in the second level of Fig-
ure 1. They represent What to Ren or forbear-
ance. 

Acceptance of Dissimilarity in Personality  
Acceptance of Dissimilarity in Personality 

of Value Ren refers to a manager’s belief of tol-
erating other business stakeholders’ personali-
ties which are not same as the manager’s (Wu, 
2009; Xi, 2009).  According to the Bible of 
Ren, business stakeholders always need to bear 
the differences of personalities between them-
selves and their respective customers. 

There are two types of business partners in 
the business environment in terms of personal-
ities, in which some business partners are more 
prone to practise Ren and some are not.  For 
those whose personalities are more prone to 
practise Ren, Ren can help them deal with neg-
ative comments from other stakeholders, such 
as insults, hatred, jealousy, betrayal, defama-
tion, complaints, opposing views, and so on 
(Xi, 2009).  

Accommodating with Varied Opinion 
 Accommodating with Varied Opinion re-
fers to tolerating different stakeholders with 
different perceptions of the importance of 
things.  If some stakeholders perceive things as 
insignificant in their businesses, they may let 
them go without complaint.  By contrast, if 
stakeholders perceive things that may cause 

high risk to their business, they may stop toler-
ating the situation and begin to fight for their 
own rights.  According to Analects (trans. Mul-
ler, 2015), the superior partner can cooperate 
well with the other partner with a different 
opinion, although they do not easily agree with 
them, without serious considerations.  How-
ever, the inferior staff may agree with others 
verbally, but not internally (Analects).  

Observation of Role Order 
Observation of role order, also called the 

cardinal order, can be defined as the shared be-
lief in showing faithfulness through deeds that 
display respect to other business partners of the 
same company and admit the responsibilities 
that arise from the partner’s position in a 
ranked relationship (Riel, 1996). 

Knowing the importance of observation of 
role order in the hierarchical business relation-
ship is a major principle of Confucianism.  This 
dimension, observation of role order, is used as 
a guideline for business partners to act appro-
priately in both horizontal and vertical business 
relationships.  Every business partner has a role 
to play in the business context.  Partners con-
scientiously performing their business roles en-
ables them to work together in relative peace 
and harmony (Analects, trans. Muller 2015).  

Zhu Xi believes that all things have their 
own nature and unique feature, such as in the 
cases of the monarch, the minister, the father, 
and the son (Zhu, Yen & Liu, 2002).  In Con-
fucianism, business partners need to practise 
Ren in different role orders in different situa-
tions.  

Level three, located at the outer circle of 
Figure 1, consists of three Ren strategies: Pref-
erence for the Status Quo, Moving Forward, 
and Moving Backward.   

Preference for the Status Quo 
Preference for the Status Quo refers to the 

mind-set of business practitioners that tend to 
bear the things the way they currently are and 
to wait for the right moment.  Analects (trans. 
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Muller, 2015) suggests to stay still with a 
peaceful attitude when handling all challenges.  
Confucius teaches us to be patient with the pre-
sent situation, especially when the time is not 
right yet.  If one cannot tolerate the small 
things, the big picture will be seriously affected 
(Analects, trans. Muller, 2015).  Waiting for 
the right business opportunity can be very bor-
ing and tedious.  However, the reward of wait-
ing for the right moment or window of oppor-
tunity can be tremendous.  

Moving Forward  
The term Moving Forward refers to the 

mind-set of business partners that tend not to 
endure the current situation or other business 
partners, and to move ahead to attain the com-
pany’s goal with sacrifice without delay such 
as confronting the unethical practices of the 
business partner. 

Considering the adverse external business 
environment, business partners often move for-
ward without delay.  Otherwise, the conse-
quence will be absolutely undesirable.  One 
typical example of moving forward without de-
lay is mentioned by Sun Tzu: “When in a diffi-
cult country, do not encamp.” (Giles, 2002, Ch. 
8, Sec. 2). 

Given the pursuit of the righteous goal of 
the company, a business partner must dare to 
move forward without delay to attain their goal 
although numerous business partners may ob-
ject to the business partner’s decision (Men-
cius).  This type of action can actually 
strengthen the business partner’s character.  

Moving Backward 
Moving Backward, which is the opposite 

action of moving forward, is referred to as the 
mind-set of business partners who have the ten-
dency of retreating for a short period to achieve 
the company’s desirable business goal, i.e., 

moving forward in the future.  Moving back-
ward itself would be a sacrifice.  In contrast to 
moving forward, Ren can be explained by mov-
ing backward or retreating for the sake of mov-
ing forward or advancing in the near future.  

Specifically, moving backward has differ-
ent business meanings.  Firstly, retreating may 
be interpreted as advancing by accumulating 
the company’s assets.  Yan Yuan, a Confucius 
disciple, was commended as a virtuous person 
after giving up his position to another person so 
that he could accumulate his capacity to 
achieve a higher goal (Baike, 2013).   

Thirdly, moving backward may provide a 
tranquil place for businessmen’s self-cultiva-
tion and self-actualization as bases (Raz, 2011; 
Kohn, 2003).  The way of the sage is to refrain 
from striving for unnecessary dealings (Dao De 
Jing).   One of the major teachings of Daoism 
is self-development, the mind-set of moving 
backward seems to be pessimistic.  However, 
according to Confucianism, it may also be an 
optimistic move in terms of business goal 
achievement in the long run.  The analogy is 
similar to pulling the trigger of a pistol before 
shooting the target.  

Secondly, moving backward may be re-
ferred to as achieving a business goal by taking 
an indirect but effective route.  According to 
Sun Tzu (Giles, 2002), a company sometimes 
may take a longer route to ensure success, 
which does not necessarily mean taking a long 
time, to resolve foreseeable difficulties rather 
than the obvious or direct route. The final goal 
will still be achieved. (Giles, 2002, Ch 6, Sec. 
30).  Another example of Moving Backward 
may be interpreted as waiting or taking a longer 
period to attain one’s business goals.  A com-
pany may take a longer time to understand the 
background and financial return of the acquisi-
tion of a new venture abroad when the econ-
omy is not booming.

Comparing and Contrasting Ren between 
Westerners and Chinese in terms of the Seven 
Dimensions  

Having established the seven dimensions of 
Ren, it is now possible to compare and contrast 
the Ren behaviors between Westerners and 
Chinese. 
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Based on Organ’s (1990) definition, for-
bearance seems to result in various negative ef-
fects or consequences such as personal costs, 
inconveniences, and minor frustrations.  In ad-
dition, many people think that Ren is the same 
as the Western word “forbearance.”  The clos-
est word in western society that possesses the 
partial meaning of Ren is forbearance, which is 
further explained below.  

Firstly, forbearance means refraining from 
the enforcement of something, i.e., a right, a 
debt, or obligation that is due (Oxford Diction-
ary, 2014).  For example, in the Bible (New 
American Bible, 2011), Paul states “Do you 
suppose, then, you who judge those who en-
gage in such things and yet do them yourself, 
that you will escape the judgment of God? Or 
do you hold his priceless kindness, forbearance 
and patience in low esteem, unaware that the 
kindness of God would lead you to repent-
ance?” (Romans 2:3-4).  

Secondly, forbearance refers to the exercise 
of patience (Vocabulary.com, 2015; Diction-
ary.com, 2015; Webster-dictionary.org, 2015). 
For example, when a manager remarks in a 
meeting, “Bear with me for a minute,” he is 

asking for the forbearance of his colleagues.  In 
this case, he is actually requesting his col-
leagues to stay patiently during the delay of the 
meeting. 

Thirdly, forbearance means self-control 
(Dictionary.com, 2015; Oxford Dictionary, 
2014).  

Historically, the quality of forbearance has 
been valued across different cultures as an im-
portant and basic element of human behaviour 
for ensuring harmonious social intercourse and 
development.  In the modern age, Freud and 
other psychoanalysts have identified the qual-
ity of self-control simply as a personality trait 
(Anderson, 2011).  However, based on operant 
conditioning principles, Skinner considers for-
bearance as a behaviour related to reinforce-
ment and the current condition (Modgil, 2012; 
Bandura, 1977).  The cross-cultural aspects of 
forbearance deserve further research and com-
parative analysis. 

Table 1 shows the similarities and differ-
ences of the seven dimensions of Ren between 
Westerners and Chinese. 

Table 1.  Comparison of the Seven Dimensions of Ren between Westerners and Chinese 

Seven Dimensions Westerners Chinese  

1. Adherence of Rationality Yes 
 Cognitive dimension of

self-regulation
 Consciously forbear to re-

duce the influence of the
environment

 Remain in a state of mental
concentration by effec-
tively ignoring distracting
information

Yes 
 Constant mindfulness
 Knowing, training, and

freeing the mind

2. Acceptance of Dissimilarity in
Personality

No Yes
 The shared belief of tol-

erating other business
partners with different
personalities

 Without accepting dis-
similarity in personality,
consumers’ conflicts
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will arise i.e. fighting on 
MRT trains between 
passengers over some 
trivial issues. 

3. Accommodating with Varied
Opinion

No Yes 
 The shared belief of tol-

erating business part-
ners’ different percep-
tions toward the im-
portance of things

 Accommodating needs
of varies groups of cus-
tomers

4. Observation of Role Order Yes 
 Mainly related to the social

order
 An effective ways to up-

hold morality

Yes 
 An effective means of

maintaining social order
 Ranked relationship is

very important
5. Preference for the Status Quo No Yes 

 Maintain Harmony
 Seek to compromise

6. Moving Forward Yes 
 Based on the purpose

Yes 
 Based on the Purpose
 Based on the mission

7. Moving Backward Yes 
 Delay of gratification

 Yes
 Delay of gratification

SIMILARITIES BETWEEN CHINESE 
REN AND WESTERN FORBEARANCE 

Adherence to Rationality 
In addition to observation of role order, 

both Chinese and Western cultures adhere to 
rationality when solving daily life problems.  In 
terms of consciousness, in the Western culture, 
for the cognitive dimension of self-regulation, 
Metcalfe, Eich, and Miele (2013) pointed out 
that an individual must consciously forbear to 
reduce the influence of the environment. 
“Forming plans that detail when, why, and how 
an instrumental, goal-directed response is to be 
implemented facilitates the control of goal-di-
rected action” (Gollwitzer, Fujita, & Oettingen, 
2004).  The activated cognitive mechanism en-
sures that business partners remain in a state of 
mental concentration by effectively ignoring 
distracting information (Gollwitzer, Fujita, & 

Oettingen, 2004).  Similarly, in the Chinese 
culture, a key trait of Buddhism is the teaching 
of constant mindfulness, which comprises 
knowing, training, and freeing the mind 
(Bobby, 2012).  Therefore, in both Western and 
Chinese cultures, business partners practise 
forbearance in a conscious manner.   

However, apart from consciousness, Chi-
nese business partners do adopt self-determina-
tion when adhering to rationality.  In the Chi-
nese culture, true infinity is characterised by 
complete, unhindered, and unblocked liberty, 
where liberty is interpreted as “the faculty of 
self-determination.”  Buddhists teach commit-
ment, perseverance, and determination.  Given 
that Buddhists have limited material resources, 
they are taught to be self-reliant and to practice 
self-control (Siderits, 2007; Verdu, 1925). 
However, in the Western culture, Ren is not 



Lee and Yau 159 

commonly found in the aspect of self-determi-
nation. 

Observation of Role Order 
In both Western and Chinese cultures, 

maintaining the social order of the society is the 
top priority of the society.  In the Western cul-
ture, forbearance is viewed as one of the most 
effective ways of maintaining the social order 
and morality (Balliet et al., 2011; Harter, 
1990).  In the Chinese culture, the morality of 
Confucianism aims at establishing a harmoni-
ous society with law and order. “The social or-
der is designated, by its integration of func-
tions, to provide at the same time for a common 
prosperity and to enable every member of soci-
ety to realise his own perfection” (Coomaras-
wamy, 2011).  In addition, forbearance has 
been found to have an important role in main-
taining the social order in the Western culture 
(Misztal, 2013).  Ren has the same role of 
maintaining social order in the Chinese culture 
as well (Kwan and Ofori, 2001).  Though both 
cultures stress social order, Chinese business 
partners extend the observation of role order in 
different aspects of their lives such as in the 
family and in the work place, and this aspect 
will be further explored in a later section. 

Moving Forward  
According to Miller et al. (2003), Baumeis-

ter, Heatherton, and Tice (1994) and Baumeis-
ter and Vohs (2004), forbearance, in the West-
ern culture, is characterised by the sense of pur-
posive procedures, which enable business part-
ners to stay on track and finally attain their 
goals.  In a similar way, in the Chinese culture, 
Daoist principles encourage adoption of life-
enriching practices.  The practice of Ren 
through meditating, following a healthy and 
balanced diet, along with doing physical exer-
cises are examples of life-enriching practices. 
These disciplines are believed to improve the 
quality of life, help increase longevity, and aid 
in the pursuit of immortality (Hartz, 2009). 
Hence, in both Western and Chinese cultures, 

Ren has played a role in helping business part-
ners achieve their goals. 

Moreover, Chinese business partners prac-
tise forbearance by moving forward when they 
want to actualize themselves and set mission 
for themselves. 

In the Chinese culture, self-actualisation 
combines two fundamental elements, namely, 
self-development (i.e., allowing the self to in-
tegrate new experiences into a consistent struc-
ture) and volitional efficiency (i.e., deliberate 
intent) (Kuhl, 2004).  In Daoism, Zhuangzi 
(trans. Wang, 1999) teaches natural peaceful 
behaviour and living in a non-reactive way to 
gradually achieve the state of transcendence or 
self-actualisation (The Book of Zhuangzi, 
trans. Wang, 1999).  Similarly, Buddhism 
holds the belief that the comprehension of the 
true nature is essential to the achievement of 
genuine happiness and ultimately, realisation 
of the self (Harvey, 2012). In the Chinese cul-
ture, Buddhism teaches self-control, self-disci-
pline, and self-transformation.  Its missions in-
clude furthering the causes of education, cul-
ture, and world peace (Harvey, 2012; Dockett, 
Dudley-Grant, & Bankart, 2002).  Meanwhile, 
according to Confucianism, a company should 
focus on teaching business partners the way to 
self-betterment in their life time (Dubois, 2011; 
Qian, 2003).  In other words, business partners 
in the Chinese culture tend to practise Ren in 
order to achieve their goals. 

Moving Backward 
In both Western and Chinese cultures, busi-

ness partners practise forbearance by the delay 
of gratification.  According to Mischel and Ay-
duk (2004), and Mischel and Mischel (1983), 
delay of gratification is essential for self-man-
agement.  In many cases, hard work is only re-
warded in the distant future, and the process de-
mands immediate and continued sacrifice. 
Business partners must not stop to enjoy the 
moment, but learn to defer the rewards to the 
future.  A future reward might be far more val-
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uable than immediate result.  However, an im-
mediate reward may be more tempting, as busi-
ness partners can enjoy the prize right away. 
By contrast, business partners who are good at 
delaying gratification demonstrate the power of 
self-regulation (Fitzsimons & Bargh, 2004).  In 
addition, Steelandt et al. (2012) showed the im-
portant role of attention skills.  For example, 
learning to concentrate and focus is essential in 
delaying gratification.  According to Miller et 
al. (2003), the teachings of Buddhism and Dao-
ism influence Chinese children to control their 
tempers and to delay gratification early in their 
lives.  Forbearance can be found in choosing to 
delay gratification in the Western culture 
(Suhler & Churchland, 2009; Steelandt et al., 
2012), and Ren can also be found in the option 
to delay gratification in the Chinese culture as 
well (Balliet et al., 2011; Miller et al., 2003; 
Leung & Chan, 2010). 

Furthermore, in the Chinese culture, apart 
from the delay of gratification, Buddhism sug-
gests retreat as a means for devoting oneself 
wholly to meditation and becoming detached 
from worldly distractions and entanglements 
with others.  Simply placing oneself apart from 
the general mass of humanity provides no 
surety of final salvation.  According to the prac-
tice of Ren, through internalised and total aban-
donment of all worldly engagements one can 
dedicate oneself to the goal of spiritual enlight-
enment (Verma & Araya, 2010; Southwold, 
1983).  Daoism provides one of the major 
teachings in self-development, which retreat 
can facilitate, thus providing a tranquil situa-
tion for developing the inner self (Raz, 2011; 
Kohn, 2003).  On the contrary, the practice of 
Ren by retreating is seldom found in the West-
ern culture.  

DIFFERENCES BETWEEN CHINESE 
REN AND WESTERN FORBEARANCE 

As discussed in the previous section, both 
Chinese and Western cultures hold similar for-
bearance concepts, but have different ways to 

operationalise.  In the West, conflicts are used 
as a tool to not to solve but to overcome inter-
personal problems (Triandis, 1995; Augs-
burger, 1992).  In the Chinese literature on har-
mony, there are two schools of managing con-
flicts.  The first school tends to be more tradi-
tional and authentic as its ideology has been de-
scended from the Period of Spring and Autumn 
in China when the philosophy of I-Ching began 
to prevail.  According to I-Ching, yin and yang, 
as two opposing forces, are interdependent and 
interpenetrating (Chow, 2004).  Therefore, 
conflict and harmony can be considered as one 
so that there is no such thing as conflict.  The 
second school, which emerged as a result of 
China’s traditional culture being contaminated 
by other cultures or ideologies in the past cen-
tury, tends to see conflicts as naturally destruc-
tive to harmonious interpersonal relationship 
(Tang & Kirkbride, 1986).  To allow the explo-
ration of the unique meaning of the Chinese 
concept of Ren, we adopt the thought of the 
first school in this article.  This allows us to un-
derstand that with Ren, dissimilarities and 
opinions between business partners can be 
eventually removed by acceptance or accom-
modation, if not voting for the status quo.  This 
is partly because the practice of Ren has the 
power to destroy the formation of conflicts 
when they are in embryo and partly because the 
practice of Ren has the potential to contain, 
minimize, resolve, or even put an end to these 
conflicts before the seeds of conflicts germi-
nate.  

Acceptance of Dissimilarity in Personality 
 Traditionally, acceptance of dissimilarity in 
personality is a common practice in the Chi-
nese culture.  It is referred to as shared belief of 
tolerating other business partners with conflict-
ing personality traits (Wu, 2009; Xi, 2009). 
According to the Bible of Ren, business part-
ners always need to bear the differences of per-
sonalities between business partners.  For ex-
ample, someone may be more parochial than 
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are one’s friends.  This aspect will further be 
explored in a later section. 

Accommodating with Varied Opinion  
In addition, accommodating business part-

ners with contradictory opinions is also a com-
monplace.  Accommodating with Varied Opin-
ion of Value Ren refers to the shared belief of 
tolerating business partners’ different percep-
tions toward the importance of things (Ana-
lects, trans. Chan, 1963).  If business partners 
perceive things as insignificant in their com-
pany, they may let them go without complaint. 
This aspect will be discussed in greater depth 
in a later section. 

Preference for the Status Quo 
Based on Markóczy, Vora, and Xin (2009), 

harmony is an important dimension of Chinese 
culture in the scale of forbearance.  Farh et al. 
(1997) define harmony as the willingness of an 
individual to refrain from gaining personal ben-
efits at the expense of other business partners’ 
benefits.  In the Chinese culture, harmony re-
fers to the demand for avoiding conflicts 
(Tjosvold, Hui, & Law, 2001), as well as the 
instrument to avoid trouble (Leung, 1997).  In 
the Western culture, conflicts are unavoidable, 
and the management of conflict essentially re-
sults in quality service of an organisation and 
win-win situations among business partners. 

Therefore, harmony is an important Chinese 
value. 

In the Chinese culture, a compromise can 
be an expression of the spirit of Buddhism and 
Daoism.  In some cases, according to Bud-
dhism, reaching a compromise with its social 
environment for its teachings can reach more 
business partners and change them for the bet-
ter.  Compromise is a state whereby each party 
agrees to make concessions to the other to ben-
efit both parties in a broader context.  For com-
promise to be achieved, self-control and mental 
resignation are required (Husted, 2012; Ke-
own, Prebish, & Husted, 1998).  Tang and 
Kirkbride (1986) found that Chinese managers 
tend to choose compromise as their key man-
agement styles, whereas Western managers 
seem to select competition as their major man-
agement styles.  In the Chinese culture, Ren is 
commonly adopted when making a compro-
mise.   However, Ren is rarely used in Western 
practice. 

REN AND MARKETING 
IMPLICATIONS 

Possible Marketing Implications of Ren are 
summarized in Table 2 and will be discussed in 
the following. 

Table 2.  Possible Marketing Implications of Ren 
Seven Dimensions Marketing Implication 
1. Adherence of Rationality Doing the Right Thing 

 A fresh perspective to uphold the morality
of the company

 Regarding ethics of pirating CD and cop-
yrights, stakeholders’ considerations and
benefits should be well balanced.

2. Acceptance of Dissimilarity
in Personality

Segmenting Customer    
 Pay more attention to and deal with dif-

ferent customers i.e. some customers can
practise more Ren and some customers do
not.
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 Ren can help reduce consumers’ conflicts
i.e. fighting on MTR trains between pas-
sengers over trivial matters.

3. Accommodating with Varied
Opinion

Understanding Need 
 Conduct marketing research to under-

stand customers’ needs, such as survey
and observation, to closely monitor the
varied perceived importance of the ser-
vice quality by customers

 Accommodating needs of varies groups
of customers, i.e., street respondents vs
online respondents

 There is an urgent need to collect various
opinion from customers, especially be-
fore implementing a new initiative, i.e.,
“Is it proper to use Octopus card to re-
place cash?”

4. Observation of Role Order Taking the Lead 
 Service providers need to ensure that ap-

propriate and clear signage are in place to
educate customers of giving priority seats
to seniors

5. Preference for the Status Quo Waiting so as to Observe 
 When encountering with a new service

provider, customers usually remain un-
changed and endure the current undesira-
ble situation so that they can more bar-
gaining power afterwards

6. Moving Forward Forward Thinking  
 Treated as a top priority of the service or-

ganisation so that the quality of service
performance can be enhanced

SEGMENTING CUSTOMERS 

Firstly, in the marketing context, service or-
ganisations should pay more attention to and 
deal with different customers, i.e., some cus-
tomers can practise more Ren and some cus-
tomers cannot.  Particularly, this can be re-
flected by the complaints from difficult cus-
tomers by segmentation and targeting.  In terms 
of food delivery, politeness of the staff, quality 
of food, and responsiveness of the staff, cus-
tomers may not be able to tolerate the service 
quality of the service provider.  As staff of the 

service organisation, they must understand 
more about customers’ needs and the bottom 
line so that customers can be satisfied or even 
delighted with their good service.  Different 
customers may have different expectations of a 
service organisation, i.e., responsiveness of the 
staff and quality of food.  Hence, customers’ 
tolerance level may vary (Wu, 2009; Xi, 2009). 
Thus, service providers may need to treat the 
complaints from customers more seriously as 
all those complaints can help the service pro-
vider to understand customers in a greater 
depth.  In addition, Acceptance of Dissimilarity 
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in Personality can help reduce consumers’ con-
flicts, e.g., fighting on MTR trains between 
passengers over trivial matters. 

Understanding Needs  
In the context of service marketing, service 

providers need to conduct marketing research 
to understand customers’ needs, such as survey 
and observation, to closely monitor the varied 
perceived importance of the service quality by 
customers.  For example, Fisher Price uses a 
one-way mirror to observe the varied perceived 
importance of kids in choosing the features of 
toys.  In the service industry, the value of Ren 
could be critical to understand the ever-evolv-
ing needs of the target market, as well as to at-
tribute to the success of the launch of new prod-
ucts.  Accommodating needs of various groups 
of customers, e.g., street respondents vs. online 
respondents.  Also, there is an urgent need to 
collect various opinions from customers, espe-
cially before implementing a new initiative, 
e.g., “Is it proper to use Octopus card to replace
cash?”

Taking the Lead 
In the context of service environment, ser-

vice providers such as Mass Transit Railway 
(MTR) need to ensure that appropriate and 
clear signage are in place to educate customers 
in giving priority seats to seniors.  If customers 
can notice that some special positions in the 
train are only reserved for senior business part-
ners, they can practise Ren and try not to oc-
cupy the priority seat by themselves and as a 
result.  This will lead to a more harmonious at-
mosphere in the service environment. 

Based on the Bible of Ren (Wu, 2009), the 
roles of the honored and the inferior and the 
roles of the guest and the host should be re-
spected.  Senior customers should be treated as 
our senior relatives and colleagues as brothers 
(Zhu, Yen, & Liu, 2002).  In the long term, the 
service performance of the staff may improve 
because of Ren culture.  

Doing the Right Thing 
In the marketing context, doing the right 

thing could give a fresh perspective to uphold 
the morality of the company.  For example, 
customers’ perceptions towards fair pricing 
and quality product are very important during 
their purchase of a product.   However, some 
companies might use some immoral sales pro-
motion to entice customers to make wrong pur-
chases.  Actually, intelligent customers cannot 
bear this kind of immoral sales promotion.  If 
the service provider is not honest, customers 
will complain about it.  Based on Adherence to 
Rationality, regarding ethics of unfair pricing, 
pirating CDs and copyrights, stakeholders’ 
considerations and benefits should be well bal-
anced. 

Waiting so as to Observe 
When encountering with a new service pro-

vider, e.g., a new budget airline, customers usu-
ally have chosen to wait so as to observe and 
endure the current tough situation such as long 
delay of flight until the arrival of sufficient in-
formation is necessary so that they can proceed 
with the negotiation process.  However, react-
ing too fast might not provide a cutting edge to 
the affected themselves.  Therefore, waiting so 
as to observe may help customers to choose the 
appropriate mind-set and prepare for the right 
moment to take action.  Waiting for the right 
opportunity can be boring and tedious for cus-
tomers.  However, the consequence of taking 
action without seriously and carefully scruti-
nizing the situation might cause great negative 
consequences such as fighting with the cabin 
crew.  In sum, choosing the appropriate mind-
set of Ren is extremely important to customers, 
which allows them to respond to the situation 
more aptly.  The service provider should not 
take advantage of the affected customers by ig-
noring their requests as customers would have 
suffered seriously before they complain about 
the long delay of flight.  The service provider 
should be more receptive and understanding by 
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providing appropriate compensations to cus-
tomers for the delay rather than finding ex-
cuses. 

Forward Thinking  
At the corporate level, this research illus-

trates that understanding Customer Ren Orien-
tation should be treated as a top priority of the 
service organisation so that the quality of ser-
vice performance can be enhanced.  To under-
stand Customer Ren Orientation, organisations 
may incorporate Customer Ren Orientation 
into its corporate training programs and the de-
ployment of staff, i.e., training and develop-
ment of front-line staff in the service industry. 
Based on the specific culture of different organ-
isations, marketing practitioners may have the 
mind-set of cautiously considering various fac-
tors of Customer Ren Orientation in the exist-
ing training and development program.  Also, 
they should take it seriously and be more recep-
tive and accommodating when customers go 
forward to complain about the service organi-
sation. 

Compromising  
To have a better understanding of Customer 

Ren Orientation, the staff of the service organ-
isation may be more observant and learn from 
the facial expressions of customers so that staff 
will not hurt customers’ feelings.  Under differ-
ent undesirable situations, customers may use 
different mind-sets of Ren to tackle the situa-
tions.  Customers may choose the mind-set of 
compromising when dealing with unfair situa-
tions.  Staff members may first recognize the 
situation and try to put themselves in the cus-
tomers’ shoes.  Long term satisfaction of cus-
tomers is the business goal of the company, and 
therefore, training and education are needed for 
frontline staff, and self-reflections are also im-
portant for all stakeholders. 

CONCLUSION AND FUTURE 
RESEARCH 

This paper has successfully discussed the 
significance of Ren and its seven dimensions. 
These dimensions serve as indicators to distin-
guish between Ren and Western forbearance. 
Differentiating Ren and forbearance leads us to 
various marketing implications in terms of the 
following: 

 segmenting the market into Ren cus-
tomers and non-Ren customers

 understanding customers’ needs
through conducting marketing research

 taking the lead to provide genius ser-
vices

 acting ethically in all marketing mix
activities

 waiting and observing so as to take the
proper and agile reaction in crises

 forward thinking by gauging customer
Ren orientation

 compromising

As this study is the first to examine Ren in 
the service context, the result of this study can 
be treated as an indicative direction for future 
research rather than an irrefutable conclusion. 
In addition, readers are cautioned that our 
model is mostly established on a conceptual 
footing. 

As for future research, the first move will 
be an empirical study to construct a scale for 
Customer Ren Orientation (CRO), operational-
izing the seven dimensions that we discuss in 
this article.  Without a reliable and valid scale 
of CRO by using Chinese samples in various 
Chinese communities, many of the implica-
tions that we have proposed will not be imple-
mented. 

Secondly, the scale for CRO can serve to 
help making a difference conceptually between 
Ren and forbearance.  Empirical studies are en-
couraged either in Chinese or non-Chinese 
communities.  As such, comparisons between 
these two constructs can be made, eventually 
leading to turn the scale for CRO into a global 
one that embraces forbearance. 
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Lastly but not least, on the top of develop-
ing a scale for CRO in Chinese communities, 
work can be extended to include some anteced-
ents and consequence constructs.  This is be-
cause the concept of Ren cannot stand alone. 
The answers to “What influences Ren?” and 
“What are the consequences of Ren?”  are im-
portant to make Ren stand out in the literature 
on consumer behavior, particularly in the ser-
vice industry.  

REFERENCES 

Analects of Confucius (1963), Translated 
by W.T. Chan. In: A Source Book of Chinese 
Philosophy, Princeton. New Jersey: Princeton 
University Press. 

Analects (2015).  (C. Muller, Trans.) Re-
trieved from http://www.acmuller.net/con-
dao/analects.html 

Anderson, R. (2011), Freud. London: Hod-
der Education.  

Augsburger, D. W. (1992), Conflict media-
tion across culture: Pathways and patterns, 
Louisville, KY: Westminster/John Knox Press. 

Baike (2013), Available at: 
http://www.baike.com (Retrieved 31 Decem-
ber 2015). 

Balliet, D., Li, N.P. and Joireman, J. 
(2011), Relating trait self-control and for-
giveness within prosocials and proselfs. Jour-
nal of Personality and Social Psychology, 
101(5), pp.1090-1105. 

Bandura, A. (1977). Social Learning The-
ory. Engleworrd Cliffs, New Jersey: Prentice-
Hall. 

Baumeister, R. F., Heatherton, T. & Tice, 
D. (1994).  Losing control: How and why peo-
ple fail at self-regulation. California: Academic
Press, Inc.

Baumeister, R. F. & Vohs, K. D. (2004). 
Handbook of self-regulation: Research, theory, 
and application. New York: The Guilford 
Press. 

Bobby, A. (2012). Buddhism - unabridged 
guide. Dayboro: Emereo Publishing.  

Byrne, B. M. (2013). Structural Equation 
Modeling with EQS: Basic concepts, applica-
tions, and programming.  Routledge. 

Coomaraswamy, A. K. (2011).  Hinduism 
and Buddhism. New York: Golden Elixir Press. 

Cheng, G. F. (2000). On mathematics and 
aesthetics. Journal of Chengde Teachers Col-
lege for Nationalities, 2, 17-18. 

Cheng, C. L. S. (2008), A study of intention 
of elderly institutionalization: The impact of 
Chinese values – Hsiao and Bao. Unpublished 
PhD Thesis. City University of Hong Kong. 

Dictionary.com (2015), Available at: 
www.dictionary.com (Retrieved 1 December 
2015). 

Dockett, K. H., Dudley-Grant, G. R. & 
Bankart, C. P. (2002). Psychology and Bud-
dhism: From individual to global community. 
New York: Kluwer Academic/Plenum Publish-
ers. 

Dubois, T. D. (2011).  Religion and the 
making of modern East Asia. Cambridge: 
Cambridge University Press. 

Farh, J. L., Earley, P. C. and Lin, S. C. 
(1997). Impetus for action: A cultural analysis 
of justice and organizational citizenship behav-
ior in Chinese society. Administrative Science 
Quarterly, 421-444. 

Fitzsimons, G. M. and Bargh, J. A. (2004). 
Automatic self-regulation. In R. F. Baumeister 
& K. D. Vohs (Eds.), Handbook of self-regula-
tion: Research, theory, and application. New 
York: The Guilford Press. 

Giles, L. (2002). Sun Tzu on the Art of 
War: The oldest military treatise in the world. 
London: Kegan Paul. 

Gollwitzer, P. M., Fujita, K.  and Oettingen, 
G., (2004). Planning and the implementation of 
goals. In R. F. Baumeister & K. D. Vohs (Eds.), 
Handbook of self-regulation: Research, theory, 
and application.  New York: The Guilford 
Press. 

Harter, S. (1990).  Causes, correlates, and 
the functional role of global self-worth: A life-
span perspective. In R. J. Sternberg & J. Jr. 
Kolligian (Eds.), Competence considered (pp. 



166 JOURNAL OF EUROMARKETING

67-97). New Haven, Connecticut: Yale Univer-
sity Press.

Hartz, P. (2009).  Daoism. New York: In-
fobase Publishing. 

Harvey, P. (2012), An introduction to Bud-
dhism: teachings, history, and practices. Cam-
bridge: Cambridge University Press. 

His Holiness the Gyalwang Drukpa (2012). 
Everyday enlightenment. UK: Penguin Books 
Limited. 

Hofmann, W., Baumeister, R. F., Forster, 
G. & Vohs, K. D. (2012).  Everyday tempta-
tions: An experience sampling study of desire,
conflict, and self-control.  Journal of Personal-
ity and Social Psychology, 102(6), 1318.

Husted, W. R. (2012). Buddhism and hu-
man rights. Hoboken: Taylor and Francis.  

Keown, D. V., Prebish, C. S., & Husted, W. 
R. (1998).  Buddhism and human rights. UK:
Curzon Press.

Kohn, L. (2003), Monastic life in medieval 
Daoism: A cross-cultural perspective. USA: 
University of Hawaii Press. 

Kuhl, J. (2004), A functional-design ap-
proach to motivation and self-regulation: The 
dynamics of personality systems and interac-
tions. In B. Monique, P. R. Pintrich, & M. Zeid-
ner.  Handbook of self-regulation. New York: 
Academic Press.  

Kwan, A. Y., & Ofori, G. (2001).  Chinese 
culture and successful implementation of part-
nering in Singapore's construction industry. 
Construction Management and Economics, 
19(6), 619-632. 

Kwong, K. K., & Yau, O. H. (2002). The 
conceptualization of customer delight: A re-
search framework.  Asia Pacific Management 
Review, 7(2), 255-265. 

Law, G. Y. (2002). Interpersonal harmony 
and tolerance values: Intergenerational differ-
ences from interpersonal conflicts.  Executive 
Yuan National Science Committee Project Re-
search Report (NSC-90-2413-H-031-006-
SSS). 

Lee, C. S. (2010).  Endurance and support 
between couples: The effect of the duality rela-
tionship academic seminar on Chinese family 
relations.  Nankang: National Research Acad-
emy. 

Lee, C. S. & Sui, Y. L. (2008).  The mainte-
nance of Chinese marriage quality: The medi-
ating effects of conflict.  Psychology Research, 
29, 77-116. 

Leung, K. (1997). Negotiation and Reward 
Allocations across Cultures. In P. C. Earley & 
M. Erez (Eds.), New perspectives on interna-
tional industrial/organizational psychology
(pp. 640-675).  San Francisco: Jossey-Bass.

Leung, P. P., & Chan, C.L. (2010).  Utiliz-
ing Eastern spirituality in clinical practice: A 
qualitative study of Chinese women with breast 
cancer.  Smith College Studies in Social Work, 
80(2-3), 159-183. 

Liu, Y., Luo, Y., & Liu, T. (2009).  Gov-
erning buyer–supplier relationships through 
transactional and relational mechanisms: Evi-
dence from China.  Journal of Operations Man-
agement, 27(4), 294-309. 

Markóczy, L., Vora, D. & Xin, K. (2009). 
Forbearance in organizational citizenship be-
haviour. The International Journal of Human 
Resource Management, 20(2), 321-347. 

Martínez-López, F. J., Gázquez-Abad, J. 
C., & Sousa, C. M. (2013).  Structural equation 
modelling in marketing and business research: 
Critical issues and practical recommendations. 
European Journal of Marketing, 47(1/2), 115-
152. 

Mencius (1960). (J. Legge, Trans.) In The 
Chinese classics, Vol. II, Hong Kong: Hong 
Kong University Press. 

Metcalfe, J., Eich, T. S., Miele, D. B. 
(2013), Metacognition of agency: Proximal ac-
tion and distal outcome.  Experimental Brain 
Research, 229(3), 485-496.  DOI 
10.1007/S00221-012-3371-6. 

Dao De Jing. (C. Muller, Trans.) Retrieved 
6 January 2016 from http://www.acmul-
ler.net/con-dao/daodejing.html  



Lee and Yau 167 

Miller, J. R., Lerner, M., Schiamberg, L. B. 
& Anderson, P. M. (2003).  Encyclopedia of 
Human Ecology.  Retrieved 15 May 2011 from 
www.abc-clio.com  

Mischel, W. & Ayduk, O. (2004).  Will-
power in a cognitive-affective processing sys-
tem: The dynamics of delay of gratification. In 
R. F. Baumesiter & K. D. Vohs (Eds.), Hand-
book of self-regulation: Research, theory, and 
application (pp. 99-129). New York: Guilford 
Press. 

Mischel, H. N. & Mischel, W. (1983). The 
development of children's knowledge of self-
control strategies.  Child Development, 54, 
603-619.

Misztal, B., (2013).  Trust in modern soci-
eties: The search for the bases of social order. 
John Wiley & Sons. 

Moa, H. W. (2002).  Commentary on the 
meaning of the set. China: Literature and Phi-
losophy Press.  

Modgil, S. (2012) B. F. Skinner. Hoboken: 
Taylor and Francis. 

New American Bible (2011). Revised Edi-
tion. US: United States Conference of Catholic 
Bishops.  

Nunkoo, R., Ramkissoon, H., & Gursoy, D. 
(2013).  Use of structural equation modeling in 
tourism research past, present, and future. Jour-
nal of Travel Research, 52(6), 759-771. 

Organ, D. W. (1990).  The motivational ba-
sis of organizational citizenship behavior.  Re-
search in Organizational Behavior, 12(1), 43-
72. 

Oxford Dictionary (2014).  Oxford Univer-
sity Press. Retrieved 5 December 2016 from: 
http://www.oxforddictionaries.com/ 

Qian, Z. M. (2003), Ezra Pound and China. 
Ann Arbor, MI: The University of Michigan 
Press. 

Qianfulun (2017), Retrieved 4 February 
2017 from http://www.chinaknowledge.de/Lit-
erature/Diverse/qianfulun.html  

Raz, G. (2011), The emergence of Daoism: 
Creation of tradition.  Hoboken: Taylor and 
Francis. 

Riel, B. (1996).  Profiles in culture: Getting 
to know the people of Shanghai. Journal and 
Real Estate News, 10(12). 

Rodriguez, M. L., Mischel, W., & Shoda, 
Y. (1989).  Cognitive person variables in the
delay of gratification of older children at risk.
Journal of Personality and Social Psychology,
57, 358-367.

Rokeach, M. (1973).  The nature of human 
values. New York: Free Press. 

Shuowen Jiezi (2017).  Retrieved 4 Febru-
ary 2017 from http://cn.hujiang.com 
/new/p529547/  

Siderits, M. (2007), Buddhism as philoso-
phy: An introduction. USA: Hackett Publishing 
Company, Inc. 

Southwold, M. (1983). Buddhism in life: 
The anthropological study of religion and the 
Sinhalese practice. Manchester, UK: Manches-
ter University Press. 

Steelandt, S., Thierry, B., Broihanne, M. 
H., & Dufour, V. (2012).  The ability of chil-
dren to delay gratification in an exchange task 
(report).  Cognition, 122(3), 416(10). 

Suhler, C. L., & Churchland, P. S. (2009). 
Control: Conscious and otherwise.  Trends in 
Cognitive Sciences, 13(8), 341-347. 

Tang, S. F. & Kirkbride, P. S. (1986).  De-
veloping conflict management skills in Hong 
Kong: An analysis of some cross-cultural im-
plications. Management Learning, 17(3), 287-
301. 

The Book of Zhuangzi (1999). Wang 
Rongpei,  Trans. Beijing: Foreign Languages 
Press. 

The I Ching (1963).  J. Legge, Trans. In The 
sacred books of China. New York: Dover Pub-
lications, Inc.  

The Doctrine of the Mean.  Retrieved 31 
December 2015 from http://www.cncul-
ture.net/ebook/jing/sishu/zhongyong_en.html  

Tjosvold, D., Hui, C. & Law, K. S. (2001). 
Constructive conflict in China: Cooperative 
conflict as a bridge between East and West. 
Journal of World Business, 36(2), 166-183. 



168 JOURNAL OF EUROMARKETING

Triandis, H. C. (1995). Individualism and 
collectivism.  Boulder, CO: Westview. 

Verdu, A. (1925).  The Philosophy of Bud-
dhism. The Netherlands: Kluwer Academic 
Publishers Group. 

Verma, G. & Araya, R. (2010).  The effect 
of meditation on psychological distress among 
Buddhist monks and nuns. International Jour-
nal of Psychiatry in Medicine, 40(4), 461-8. 

Vocabulary.com (2015). Retrieved 31 De-
cember 2015 from www.vocabulary.com  

Webster-Dictionary.org (2015). Retrieved 
31 December 2015. 

Wu, C. R. (2009).  Endurance. China: Lit-
erature, History and Philosophy Press.  

Wu, W. Y., Lu, H. Y., Yu, P. Y., & Hou, F. 
H. (2013).  How personality and environmental
concern affect consumer values, attitudes, and
behavior formation toward green products: An
application of the 3M Hierarchical Model.
Management Review, 32, 101-105.

Xi, B. H. (2009). Forbearance and toler-
ance.  Taiwan: Golden House Culture.  

Yang, C. K. (1959). Chinese communist so-
ciety. Cambridge: MIT Press. 

Yang, G. S. (1992).  Chinese social orien-
tation: Social interaction view. In G. S. Yang & 
A. B. Yu (Eds.), Chinese psychology and be-
havior: Concepts and methods (pp. 87-142). 
Taipei: Laurel Book Company. 

Yau, O. H., Chow, R. P., Sin, L. Y., Tse, A. 
C., Luk, C. L., & Lee, J. S. (2007).  Developing 
a scale for stakeholder orientation.  European 
Journal of Marketing, 41(11/12), 1306-1327. 

Yip, L. H.  (2000). Chinese Buddhism eth-
ics. Shanghai: Shanghai Academy of Social 
Sciences Press.  

Zhou, K. Z., Poppo, L., & Yang, Z. (2008). 
Relational ties or customized contracts? An ex-
amination of alternative governance choices in 
China.  Journal of International Business Stud-
ies, 39(3), 526-534. 

Zhu, X. (2002).  Notes on childhood.  Z. R. 
Zhu, Z. Z. Yen, & R. X. Liu (Eds.). Shanghai: 
Shanghai Ancient Books Publishing House.



Journal of Euromarketing, 27: 169-170, 2018 
Copyright © IMDA Press 
ISSN: 1049-6483 print / 1528-6967 online 

169 

BOOK REVIEW 

RESHAPING INDIA IN THE NEW GLOBAL CONTEXT by Subhash C. Jain and Ben Kedia. 
(2017). Cheltenham, UK: Edward Edgar Publishing, 183 pages. ISBN 978 1 78536 900 1 (hard-
back). 
Reviewed by Claude Cellich, Vice President, International University in Geneva, Switzerland 

In Reshaping India in the New Global Con-
text, the authors provide a brief summary of In-
dia post-independence and the challenges it 
faces in the 21st century.  India is a land of con-
trast and a mosaic of cultures with 14 official 
languages, hundreds of dialects, religious plu-
ralism, 28 states, and 7 territories.  The first 5 
chapters cover India’s achievement during the 
period 1947 to 1991.  The remaining chapters 
(6 to 13) address the evolution of the economic, 
political, and social issues up to now and pro-
vide suggestions for future development.  The 
authors refer to past and current slogans reflect-
ing the changing needs and ambitions of Indian 
society starting with “food, clothing, and shel-
ter” followed by “electricity, roads, and water,” 
and now with “education, medical care, and 
employment.”  These slogans represent the as-
pirations of Indian society for a better future.  

With a growing population, expected to 
reach 1.6 billion in 2050 (bypassing China) and 
10 million young people joining the workforce 
every year, at a time of relatively high unem-
ployment and underemployment, the economy 
has to modernize and develop to accommodate 
these new entrants.  The authors propose ex-
panding and increasing productivity in manu-
facturing, modernizing agriculture, and inno-
vating in the service sector.  In reference to the 
manufacturing sector, it accounts for only 14% 
of GDP, mainly dominated by SMEs, but em-
ploys 93% of the workforce.  As SMEs are a 

great source of employment and main drivers 
of economic growth, government policies as-
sisting SMEs to become competitive globally 
are of the highest priority.  

A significant initiative to modernize Indian 
society was the issuance of ID cards to every 
citizen, thereby allowing everyone to have ac-
cess to basic health care, education, opening a 
bank account, particularly useful for those liv-
ing in poverty (estimated at 300 million, repre-
senting 25% of the population) to access bene-
fit payments.  Other initiatives were “Skill In-
dia,” training workers to meet severe shortages 
in skilled trades, and “Make in India,” to create 
jobs and skill enhancement in 25 key sectors of 
the economy. 

The authors consider that drastic measures 
are necessary for India to join the global econ-
omy.  These changes consist of labor reforms 
to be more flexible, reduce administration bot-
tlenecks including efficiency and transparency 
with border administration, introduce tax in-
centives, encourage foreign investment, up-
grade internal infrastructure, modernize the 
banking sector, and improve the education sys-
tem.  India’s bureaucracy, complex regulations 
on business, and weak infrastructure are im-
pediments to economic growth.  However by 
adopting pro-business and pro-market policies, 
the authorities would be in a better position to 
reduce poverty and inequality and improve 
health care. 
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In addition to the Ease of Doing Business 
Index, other indexes illustrate the various pro-
gress India has made in recent years.  For ex-
ample, in the Global Enabling Index, India 
ranks 96th due to a complex tariff regime and 
insufficient infrastructure to sustain economic 
growth.  Moreover, the IMD World Competi-
tiveness Report India ranks 44th and 51st in the 
IMD World Digital ranking.  These rankings 
provide an insight into India’s ability to com-
pete globally, including the development of 
digital technologies benefitting government 
practices, new business models, and society in 
general in today’s volatile times. 
          Reshaping India in the New Context is a 
welcome addition to the plethora of books on 
modern India.  It is a useful primer for anyone 
interested in India’s economic potential in the 
21st century as well as challenges and complex-
ities of managing the 3rd largest economy by 
2050. 
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empirical papers (using qualitative/historical and quantitative methodologies) are solicited. 
Those on the conference theme are most desirable, although all aspects of business (including 
marketing, management, international business, finance, economics, and public administration) 
are of interest. 

Manuscript submitted must be complete papers, ready for a blind review, to be considered for 
inclusion in the Congress proceedings. A work-in-progress may be reviewed and considered for 
presentation and published in the Congress proceedings as a short abstract. In addition to 
scholarship, the Congress is designed to offer an excellent opportunity to meet colleagues from 
around the world and exchange information and ideas on a variety of global business 
development topics. 

North Cyprus is a pearl in the Mediterranean Sea basin. Standing at the cross roads of three 
continents Cyprus has a vibrant history, a perfect climate, and the warmest welcome in the 
Mediterranean region. It has been a touristic attraction for many years offering the perfect 
combination of relaxation, water sports, and exciting exploration along its beautiful coastline 
along with rich archeological sites and medieval castles. 

MUCH MORE INFORMATION IS AVAILABLE ONLINE AT THE IMDA 
WEBSITE:  http://www.imda-usa.org 

Manuscript Submission Deadline: Monday, April 15th, 2019 

A complete call for papers in pdf format is available at the IMDA website 



 

 

INSTRUCTIONS FOR AUTHORS 

Aims and Scope. The Journal of Euromarketing aims to meet the needs of academicians, practitioners, and public policy-
makers in the discussion of marketing issues pertaining to Europe. It helps to increase our understanding of the strategic 
planning aspects of marketing in Europe and the marketing aspects of the trading relationship between European and foreign 
firms. Today’s Europe is going to play an increasingly more important role in the global economy, so the unique position 
of the region is certain to provide fascinating reading material. The Journal of Euromarketing fosters a conceptual under-
standing of the European markets and marketing systems, provides analytical insights, and highlights the past, present, and 
future of European marketing.  

Manuscript Submissions. Authors are strongly encouraged to submit manuscripts electronically. If submitting a disk, it 
should be prepared using MS Word or WordPerfect and should be clearly labeled with the authors’ names, file name, and 
software program. Manuscripts should be submitted in triplicate to Dr. Erdener Kaynak, Editor, Journal of Euromarketing, 
School of Business Administration, Pennsylvania State University at Harrisburg, 777 West Harrisburg Pike, Middletown, 
PA 17057 or by e-mail at k9x@psu.edu and ek9@comcast.net 

Each manuscript must be  accompanied by a statement that it has not been published elsewhere and that it has not been 
submitted simultaneously for publication elsewhere. Authors are responsible for obtaining permission to reproduce copy-
righted material from other sources and are required to sign an agreement for the transfer of copyright to the publisher. All 
accepted manuscripts, artwork, and photographs become the property of the publisher.  

All parts of the manuscript should be typewritten, double-spaced, with margins of at least one inch on the all sides. Number 
manuscript pages consecutively throughout the paper. Authors should also supply a shortened version of the title suitable 
for the running head, not exceeding 50 character spaces. Each article should be summarized in an abstract of not more than 
100 words. Avoid abbreviations, diagrams, and reference to the text in the abstract. 

References. References, citations, and general style of manuscripts should be prepared accordance with the APA Publica-
tion Manual, 4th ed. Cite in the text by author and date (ex: Smith, 1983) and include an alphabetical list at the end of the 
article. Examples: Journal: Tsai, M. & Wagner, N. N. (1978). Therapy groups for women sexually molested as children. 
Archives of Sexual Behavior, 7(6), 417-427. Book: Millman, M. (1980). Such a pretty face. New York: W. W. Norton. 
Contribution to a Book: Hartley, J. T., & Walsh, D. A. (1980). Contemporary issues in adult development of learning. In L. 
W. Poon (Ed.), Ageing in the 1980s (pp. 239-252). Washington, DC: American Psychological Association. 

Illustrations. Illustrations submitted (line drawings, halftones, photos, photomicrographs, etc.) should be clean originals or 
digital files. Digital files are recommended for highest quality reproduction and should follow these guidelines: 300dpi or 
higher; sized to fit on journal page; EPS, TIFF, PSD format only; and submitted as separate files, not embedded in text files. 

Color Illustrations. Color illustrations will be considered for publication; however the author will be required to bear the 
full cost involved in color art reproduction. Color art can be purchased for online only reproduction or for print + online 
reproduction. Color reprints can only be ordered if print + online reproduction costs are paid. Rates for color art reproduction 
are: Online Only Reproduction: $225 for the first page of color; $100 per page for the next three pages of color. A maximum 
charge of $525 applies. Print + Online Reproduction: $900 for the first page of color; $450 per page for the next three pages 
of color. A custom quote will be provided for articles with more than four pages of color. 

Tables and Figures. Tables and figures (illustrations) should not be embedded in the text, but should be included as sepa-
rated sheets or files. A short descriptive title should appear above each table with a clear legend and any footnotes suitably 
identified below. All units must be included. Figures should be completely labeled, taking into account necessary size 
reduction. Captions should be typed, double-spaced, on a separate sheet. 

Proofs. Page proofs are sent to the designated author using IMDA Press's Article Tracking System (ATS). They must be 
carefully checked and returned within 48 hours of receipt. 

Reprints and Issues. Reprints of individual articles are available for order at the time authors review page proofs. A dis-
count on reprint is available to authors who order before print publication. Each contributing author will receive 1 complete 
issue in which the article publishes and a complimentary PDF. The file is for personal use only and may not be copied and 
disseminated in any form without prior written permission from IMDA Press. 
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