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OVERVIEW
Since its establishment in 1966, the Department of Marketing has developed into one of
Australasia’s largest, most productive and most successful departments. Our Annual Report
highlights staff members’ innovative and diverse research interests, documents the
international standing of their work, and illustrates our contributions to knowledge and
practice.
In 2012, staff published 36 refereed journal articles and presented 59 conference papers at
international research meetings. Department of Marketing staff sit on numerous editorial
boards and also make important contributions to the international marketing community
through ad hoc review work. In addition, staff serve on several national and international
committees where they ensure the translation of their research findings and maintain the
relevance of their ongoing research. In 2012, the Department of Marketing continued to make a
major contribution to the region’s largest academic body: the Australian & New Zealand
Marketing Academy (ANZMAC) as Associate Professor Ken Deans served as President of the
Academy.
During the same period, the Department of Marketing attracted substantial research income by
participating in a Ministry of Business, Innovation and Enterprise (MBIE) grant secured by
CSAFE. Staff members also secured other external and internal grants from the University of
Otago Research Grant Fund and the Heart Foundation, among other sources, and are actively
competing for external research funding.
Department staff are involved in cross-disciplinary collaborations, including membership of the
Centre for Sustainability, Agriculture Food and Energy (CSAFE), the Edgar National Centre for
Diabetes and Obesity Research (ENCDOR) and the National Centre for Society, Government and
Society (SOGOS), all of which are elite University of Otago Research Centres. In addition, the
Department co-hosts two University of Otago Research Themes: the ASPIRE2025 collaboration
(co-housed with the Department of Public Health, Wellington), which comprises a multidisciplinary team of tobacco control researchers, and Energy Cultures II, another multidisciplinary collaboration.
Staff have also maintained and strengthened international collaborations. These activities
recognise the importance of cross-disciplinary research, and the need for increasingly novel
perspectives to address entrenched economic and social problems. Staff also contribute
strongly to local business activities by supervising research projects for local businesses,
participating in “town and gown” events, and offering consultancy advice.
Our thriving PhD programme continues to grow in quality as our higher admission standards
have more effectively screened potential candidates, and as we undertake more crossdisciplinary supervision. During 2012, five PhD students completed their research and
graduated; we congratulate all our PhD graduates and especially those whose theses were
placed on the Dean’s list of exceptional theses.
We are delighted to present this report, which documents staff members’ many contributions to
marketing and social research.
Professor Janet Hoek
Chair of the Research Development Group
Associate Professor Rob Aitken
Head of Department

September 2013
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STAFF RESEARCH SUMMARIES
Professor Sylvie Chetty
My research interests focus on discovering how entrepreneurial firms
make decisions about entering foreign markets and the strategies they
use to succeed. I examine the internationalisation processes of firms,
innovation, business networks and industry clusters and am involved in
several
international
research
projects
on
international
entrepreneurship with researchers in Sweden, Finland, Spain and
Australia. I was appointed the Dunedin City Chair in Entrepreneurship
and Director for the Centre for Entrepreneurship in August 2012. In
addition, I am a research associate at Uppsala University in Sweden.
Professor Juergen Gnoth
My interests draw on humanism, complexity and social systems theory,
which I apply to tourism and marketing questions. Currently, I am
examining cross-cultural consumer behaviour research, particularly in
tourism, and exploring the tourism destination from a (sustainable)
resource management point of view.
I aim to understand the
psychological, sociological, and practice-based underpinnings of human
consumption behaviour vis-à-vis entrepreneurial aspirations, needs and
capabilities, within the context of limited resources and fragile ecologies,
and have applied my work to academic as well as practice-based questions.

Professor Brendan Gray
My research spans three broad areas: marketing, strategy and
entrepreneurship and I am best known internationally for my research into
market orientation. Other interests include service branding, corporate
reputation, international marketing, and business education. Following my
appointment to the Dunedin City Chair in Entrepreneurship in 2007 I
established a Centre for Entrepreneurship. I returned to the Department of
Marketing in 2012 and am currently pursuing interests in the
commercialization of innovations, sustainable entrepreneurship, and
entrepreneurship education.
Professor Janet Hoek
My research currently focuses on tobacco control and marketing in
relation to obesity; I am especially interested in plain (or dissuasive)
packaging, pictorial warning labels, and “endgame” strategies. I am coDirector of the ASPIRE2025 collaboration, a University of Otago research
theme examining tobacco control interventions and policies, and a PI in the
Edgar National Centre in Diabetes and Obesity Research. I provide advice
to several Australian and New Zealand food and tobacco control policy
agencies.
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Professor Rob Lawson
I have been an active researcher since 1980; my research now centres on
consumer behaviour and mostly involves applications into areas of social
marketing and sustainability. Most of my current work involves the study
of household energy use, where I am the joint Principal Researcher on a
large Ministry of Business, Innovation and Enterprise project that is
funded at $3.8 million for four years. This project focuses on transport
issues and continues previous work examining hot water and space
heating in New Zealand households.
Associate Professor Rob Aitken
My research concerns three major fields of enquiry: the development and
application of Service Dominant Logic and its implications for business,
branding, particularly in relation to place and culture, and visual research
methods, reflected in an award-winning videographic presentation. I have
co-coordinated each of the three Otago Forums examining Service Dominant
Logic and am currently working on a project that will identify the main
influences on the discipline’s leading thinkers and their perceptions of its
future.

Associate Professor David Ballantyne
My research interests are in internal marketing, chaos and knowledge
management, B2B marketing, and research in the service-dominant logic
of marketing. In December 2005, I initiated the tri-annual international
Otago Forum which aims to stimulate business research with a service
orientation, especially research involving collaboration with industry.
This event is part of the ongoing development of a service-logic, following
the award-winning conceptual work by US academics Stephen Vargo and
Robert Lusch.
Associate Professor Kenneth R Deans
My research interests are in the broad area of information technology in
marketing and services, which I am currently applying to IT in business
cluster performance and behaviour. I have served on the ANZMAC
Executive for seven years as a member, treasurer and latterly as
President for three years; I chaired the 2007 ANZMAC conference and
was co-chair of the 2012 Global Marketing Conference, Seoul, Korea. I’ve
held visiting professorships at Chinese, Chilean, French, Finnish and
Hungarian universities.
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Associate Professor John Knight
I am currently examining adoption of resistance to innovation in regard to
biotechnology; crisis management in international markets; country
image, and corporate apologies. I maintain research collaborations with
colleagues in biomedical science and continue to publish in this field. This
background has fostered my interest in the marketing implications of
biotechnology and my work in this area has attracted interest from diverse
groups and resulted in several invited presentations.

Associate Professor Maree Thyne
My research strategy recognises the potential of combining marketing and
tourism theories, an approach I have applied to consumer psychology,
particularly tourist behaviour. I also contribute to marketing theory
development, again in consumer psychology. As well as maintaining an
academic interest in these areas, I undertake practical consultancy with
industry partners. Overall, my work explores the links between marketing
and tourism to expand academic and industry knowledge, and contributes to
consumer psychology and tourist behaviour literature and theory.
Dr Sergio Biggemann, Senior Lecturer
My areas of research interest are in business-to-business marketing and
marketing logistics; I also have interests in service marketing, sales
management, and research methods. I lead a research project on the
process of creating and implementing business solutions, which involves
academics from Sweden, Australia, and Chile, and Latin America remains
a natural focus of my research. I continue to research the threats and
opportunities presented by the “China effect” from the perspective of
New Zealand companies.
Dr Shelagh Ferguson, Senior Lecturer
I commenced my PhD studies at Otago in 2002 investigating consumer
narratives of commercial adventure experiences with particular relation
to Generation Y, aspirations of 'cool' and identity creation. Subsequently,
I have maintained and developed interests in the following related areas:
tourism marketing, particularly adventure tourism, consumer theory and
culture, consumption communities within society and interpretive,
videographic and ethnographic research methods.
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Dr Alexandra (Sanna) Ganglmair, Senior Lecturer
My research is based in consumer behaviour and tourism, dealing with
topics such as consumer emotions, subjective wellbeing and ethical
consumer choices. I have published my work in international peer
reviewed journals and presented my work at renowned conferences. I
have recently started to investigate cross-cultural issues in these areas.

Dr Tony Garry, Senior Lecturer
My primary research interests are in the areas of service and relational
marketing. More specifically, my research investigates the determinants
and consequences of interactivity, engagement and connectivity between
networks of consumers and firms within a variety of B2B and B2C
contexts. These have included professional services, virtual networks,
sports sponsorship and political marketing.

Dr John Guthrie, Senior Lecturer
My research examines farmers’ markets, sports marketing and dance, and
retailing. My interest in GIS (Geographic Information Systems) spans
farmers’ markets and retailing as both examine how people relate to and
use space. I am currently repeating the very successful NZ National Crime
survey, which I initiated. My research has a strong applied orientation
and includes consultancy with local sports teams. In addition, I direct the
Business Case competitions on behalf of the School of Business; this work
has stimulated my interest in the use of case studies as a method of
teaching.
Dr Robert Hamlin, Senior Lecturer
I am currently examining low involvement consumer decision making,
point of sale communication, and the application of the philosophy of
science to marketing research. The first two areas are closely related,
with results from the second supplying empirical support for the first. I
have developed a model of low involvement consumer decision making
and am currently extending its application and undertaking varied
empirical tests of it. More generally, I am further developing noncognitive responses to marketing stimuli, such as consumer promotions.
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Dr Andrea Insch, Senior Lecturer
My research examines place-based marketing, particularly how place and
origin can create stakeholder value. I apply this interest to contexts
crucial to economic vitality in Australasia—agricultural, food-based
sectors and the supermarket retail sector. I also have interests in the
measurement of resident place satisfaction and place brand equity, an
area where I have achieved international recognition.

Dr Lisa McNeill, Senior Lecturer
My research is centred on consumer behaviour and international
business, particularly retailing research as it applies to fast moving
consumer goods (FMCG) industries. I have examined consumers’
responses to retail environments as well as manufacturer and retailer
consumer strategies, particularly with reference to Asian markets. A
second related research stream examines youth consumption behaviours
and the socialisation of young consumers by parents, the media, finance
and consumer goods industries. This work also draws on retailing
theory, which I apply to consumer debt and credit behaviours.
Dr Damien Mather, Senior Lecturer
My research concerns three major fields of enquiry: strategy, policy and
branding in international business, pricing and distribution, and business
communications. I have specific expertise in advanced quantitative
research methods and customer analytics, and am involved in several
collaborations that utilise these skills. My work on strategy and policy in
international business has informed policy on genetically modified
organisms in the food chain and in agriculture in the European Union, Switzerland and New
Zealand.

Dr Mathew Parackal, Senior Lecturer
My academic research commenced by investigating purchase and voting
behaviour, topics I have extended to examine how social behaviours, such
as alcohol consumption in pregnancy, might be addressed. I hope to
combine my interest in alcohol harms by developing a web-based
intervention to reduce binge and heavy drinking by New Zealand women.
I am also interested in happiness and wellbeing, and am currently
developing a time series on wellbeing for New Zealand.
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Dr Kirsten Robertson, Senior Lecturer
My research interests focus on individual differences and personality
characteristics, which reflect my background in psychology. I have
explored interpersonal partner violence (IPV); conflict; students’ drinking
behaviour; illegal music piracy; and communication styles and language
use. My research has a policy orientation and studies I have undertaken
offer new insights into policy development. I am currently focussing on
the NZ consumer lifestyles study, children and the media, and standard
drink labelling.
Dr Leah Watkins, Senior Lecturer
My research interests focus on culture and consumer behaviour, and
marketing and society, which reflect my initial research background. I
have examined culture’s influence on the behaviour of Japanese tourists
to New Zealand and cross cultural research methodologies. I am
currently applying my knowledge of culture and consumer behaviour to
questions regarding values, lifestyles, ethical business/consumption, and
consumer socialisation, including questions relating to materialistic
values among children, sustainability labelling, the NZ consumer lifestyles
study, and the significant influences on and contributions of leading marketing scholars.
Dr Ben Wooliscroft, Senior Lecturer
My research concerns three main areas; the interactions between
business and society, the relationship consumers have with brands, and
ethical/sustainable consumption in the broadest sense. My outputs
include editing a major book, editing a special issue of the Journal of
Historical Research in Marketing, and a dozen peer reviewed journal
papers. I have also contributed to the leadership of a number of journals,
through membership of their editorial boards, and the Macro-marketing
Society Inc. of which I am the current secretary.
Dr James Henry, Lecturer
My research strategy has developed from strong links within industry
and recognises that academic research can play an influential role in
informing and influencing the activities of organisation, especially in the
area of industrial development and the cruise ship industry. I have
recognised expertise in pricing theory and application, and maintain a
strong relationship with industry through practical consultancy. I also
wish to explore the link between academic research and knowledge
transfer and its application by industry.
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Dr Roel Wijland, Lecturer
My research concerns two major fields of inquiry: crosscurrents between
literature and marketing, specifically contributions to a theory for the
poetics of marketing, and advertising, particularly innovations in
planning and education. In 2009, I started an annual of edited books of
poetry, which included performances at the Consumer Culture Theory
Conferences in the United States over the past six years. I am currently
examining time branding in cooperation with international researchers,
undertaking a project on innovative education models related to
collaborative digital platforms in education, and examining innovation and incubator
configurations in the advertising industry.
Dr John Williams, Lecturer
I am primarily interested in investigating the thoughts and behaviours of
human beings in economic choice situations in a valid way where what
they say they think corresponds to their actual attitudes, beliefs and
opinions, and where what they say they do corresponds to how they act. I
am also interested in marketing theory, particularly service-dominant
logic and have helped organise two symposia on this topic. I am a
member of the “Energy Cultures” project team whose members work on a
multi-year, multi-million dollar research project that examines how
which we use energy in New Zealand and the reasons behind our
behaviour.
Professor Phil Gendall, Senior Research Fellow
My main areas of research interest are market and social research,
particularly aspects of survey research methodology, question wording
and questionnaire design. I am a member of the ASPIRE2025
collaboration and have worked on a number of projects in Aspire2025’s
Smokefree Communications and Policy and Regulatory Research themes,
including studies into plain packaging of tobacco products, smoking in
movies, tobacco retail displays and the social supply of tobacco. As well
as my research on tobacco control issues, since coming to Otago in 2012,
I have also been involved in studies of being overweight and obesity, nutrition labelling, and
attitudes to Asian immigrants.

David Bishop, Professional Practice Fellow
I completed an MCom in Marketing in 2004. The thesis topic was
'Branding in not-for-profit organisations', and I am developing this
further as a PhD topic. My senior marketing management experience is
extensive, covering two of New Zealand's largest food manufacturing and
marketing companies, a major financial institution, and a nationally
renowned not-for-profit organisation.
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Dr Rebecca Ford, Postdoctoral Fellow
I am associated with the Centre for Sustainability: Agriculture, Food, Energy
and the Environment (CSAFE) where I examine technology that may
enhance individuals’ interactions with energy consumption data. Projects
include an investigation into preferences for graphical presentation of
electricity feedback from a real time appliance level system, the impact of
disaggregated feedback and advice on motivation and behavioural
intentions, and the effect of different feedback visualisations on energy
literacy and behaviour intention. I am also working with Mercury Energy
on a longitudinal study exploring the effect of different feedback visualisations on short term
and long term energy consumption and data interaction patterns in New Zealand households.

Dr Ninya Maubach, Postdoctoral Fellow
My research is motivated by a concern for consumer wellbeing, and I am
particularly interested in conducting research at the junction of
marketing, public health and public policy. At present, I am involved
primarily in tobacco control research and I am a member of ASPIRE2025,
a team of researchers working to support the Government’s goal for a
tobacco free Aotearoa by 2025. I am also interested in how consumers
use health and nutrition information when making food purchase
decisions, and the role of food marketing in unhealthy weight gain.
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DEPARTMENTAL RESEARCH THEMES
We are proud of the fact that we are a research-led University. Our department includes senior
researchers with considerable experience, but we also place a high priority on developing the
next generation of research leaders and we actively recruit and support early career
researchers. As a large and diverse department, we offer research expertise in many areas,
which we have categorised into themes. Though neither exhaustive nor exclusive, the headings
below represent our staff members’ current expertise and interests.














Branding and advertising
Consumer behaviour
Consumption and Ethics
Electronic marketing
Entrepreneurship
Industrial marketing
International marketing
Lifestyles
Marketing and society
Marketing management
Marketing theory
Research methodology
Sustainability

ASPIRE2025
This theme brings together researchers from Marketing, Public Health, Preventive and Social
Medicine, Medicine, and Law who have a shared interest in undertaking research that will assist
the government to meet its goal of a smokefree Aotearoa/New Zealand by 2025. The theme
formalises research collaborations that have existed for several years and recognises Otago
researchers’ leading role in providing clinical, experimental, theoretical and policy expertise
with respect to tobacco control. Professor Janet Hoek is Co-Director of this theme and leader of
the Smokefree Communications research strand. Emeritus Professor Phil Gendall, and Drs
Ninya Maubach and Ben Healey are theme members; collaborative research has included Drs
Damien Mather and Kirsten Robertson. ASPIRE2025 has received funding of $25,000 per
annum for three years (commencing 2012).
The theme is supported by external grants, including four housed in the Dept of Marketing:
Evaluating branding and generic
packaging

Janet Hoek (PI)
Phil Gendall (CI)

Health Research
Council of NZ

$741,000
(completed
09/12)

Exploring an oxymoron: smoking
as an informed choice

Janet Hoek (PI)

Royal Society
Marsden Fund

$615,000
(20122014)

Smoking terminology and
smokefree messages

Janet Hoek (PI)
Ninya Maubach (CI)

Ministry of Health

$165,000
(completed
08/12)

Implementation of the policy
removing tobacco retail displays

Janet Hoek (CI)
Ninya Maubach (CI)

Capital and Coast
DHB

$20,000
(completed
06/12)
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Estimating the effects of
dissuasive sticks

Janet Hoek (PI)
Phil Gendall (CI)
Damien Mather (CI)

Heart Foundation

$15,000

Evaluating retail interventions to
support tobacco control

Lindsay Robertson
(PhD student)
Rob McGee
Louise Marsh
Janet Hoek

Lotteries Fund

$85,000

ASPIRE researchers have led grants on tobacco control research totalling over $4m over the last
five years from funders such as the Health Research Council, Marsden Fund, Cancer Society, and
the Ministry of Health.
ASPIRE2025 team members sit on several policy and advisory groups, including the Australian
government’s plain packaging EAG and the NZ Ministry of Health Tobacco Research Advisory
Group and the Smokefree Working Group. They are frequently asked to present plenary or
keynote speeches and have been appointed experts to Parliamentary Select Committee
enquiries. They provide assistance to NGOs and crown entities, either by formal appointments
on advisory groups or by offering (invited) expert advice. Theme members have strong
international collaborations, particularly with the University of Nottingham, Stirling University,
University of California San Francisco, Villanova University and the NSW and Victoria Cancer
Councils. Nationally, ASPIRE2025 researchers partner with an indigenous research team
(Whakauae Research) and a Pacific people’s tobacco control policy unit (Tala Pasifika). Both
Whakauae and Tala Pasifika are equal partners in the collaborative research.
ASPIRE researchers have published more than 100 first-authored, Medline indexed articles on
‘smoking’ since 2002 and received several national and international awards for research
excellence including five ANZMAC awards (four “best in track” and one “best overall conference
paper) and one Asia-Pacific ACR “best paper” award. In addition, ASPIRE members have won
poster prizes at international conferences.
Full details of the ASPIRE team’s work is available in their annual report, posted on their
website (www.aspire2025.org.nz).
ENERGY CULTURES II
Energy Cultures II has received funding from the Ministry of Business, Innovation and
Employment of $3.19 million for four years (commencing October 2012). This research builds
on the strengths of the interdisciplinary team involved in the Energy Cultures research project
on household energy behaviour, and brings in additional team members with expertise in
transport and business. It is led by Prof Rob Lawson (Marketing) and Dr Janet Stephenson, with
Dr Paul Thorsnes, Dr Rebecca Ford (Marketing), Dr John Williams (Marketing) and Dr Sara
Walton from the University of Otago; Dr Barry Barton from the University of Waikato, and
subcontractors Emeritus Prof Gerry Carrington, Dr Charles Sullivan, and David Rees. The team
has set up an international collaborative network which includes key researchers at the
Universities of Oxford, Durham, University College London, Sydney and American Council for an
Energy-Efficient Economy.
NZ's transport and business sectors have the greatest potential for significant savings and
increased competitiveness through energy efficiency, followed by households. Energy Cultures
II will work with all these sectors to support a faster and more effective uptake of energy
efficiency. It will also support the uptake of new energy-efficient transport technologies and
practices, and identify the system-wide changes that will be required. It will provide personally
15

targeted information on highest-impact energy-efficient actions for homes, businesses and
transport. It will work closely with businesses to promote market opportunities in new
transport technologies, fuels and services.
Work streams include:
 creating an informed national conversation about future transport for NZ - building a
detailed picture of trends in energy related behaviour;
 delivering personally tailored energy advice on energy efficient choices via an online
program;
 identifying householder and business interest in uptake of new transport technologies and
practices;
 working with businesses to identify new opportunities in future transport;
 identifying policy changes needed to shift to a clean, energy-efficient transport system carrying out action research with early adopters of efficient transport;
 evaluating a national pilot project on adoption of new transport technologies and practices;
 using system dynamics modelling to integrate findings from the whole project, portray
causal links, and enable options to be tested via simulation.
More efficient use of energy is one of the four priority areas in the NZ Energy Strategy 2011,
which identifies the greatest potential in the transport and business sectors, followed by
households. Energy efficiency offers a remarkable range of direct and indirect benefits to
households and businesses, through uptake of new technologies, better insulation and more
efficient practices. In transport, NZ’s light vehicle fleet is largely reliant on fossil fuels with a
high proportion of older inefficient cars, and there are significant opportunities for energy
savings and new business investment in shifting to new transport technologies and
practices. Energy Cultures II supports the achievement of government targets for energy
efficiency in these areas. As a hub of information and action, Energy Cultures II will support
government targets for energy efficiency and transport energy use, and will assist in greater
engagement of the market in new opportunities that will be opening up as NZ transitions to new
transport technologies and practices.
Overall, the research will support a faster and more effective uptake of energy efficiency
measures in households and small-medium businesses, leading to warmer homes and more
competitive businesses. In transport, the work will support adoption of more efficient travel by
individuals and businesses, and will identify pathways and opportunities for NZ in shifting from
its current largely inefficient transport system to new transport technologies, fuels and
practices. The team will continue to use and develop their widely-lauded ‘energy cultures
framework’ which offers new insights into understanding and changing energy behaviours, and
will identify ‘energy cultures’ amongst SMEs and in relation to transport. This will aid in
developing and testing the right levers to ‘nudge’ NZ’s energy cultures in the direction of greater
efficiency. This research is funded by the Ministry for Business, Innovation and Employment.
The team has developed the detailed research programme in consultation with a range of
government and industry stakeholders, and has co-funding offers from EECA, Z Energy, Mighty
River Power, and the Dunedin and Hamilton City Councils.
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JOURNAL ARTICLES 2012
Avis, M., Aitken, R., & Ferguson, S. (2012). Brand relationship and personality theory:
Metaphor or consumer perceptual reality? Marketing Theory, 12(3), 311-331.
Brand personality and brand relationship theory are important concepts within branding
theory, with a body of research and theory having been developed in support of the concepts.
However, the argument of this paper is that there are mutually incompatible foundations that
underpin brand personality and brand relationship theory. One foundation is that consumers
actually perceive brands as animate humanlike entities, and the other foundations are rooted in
metaphor. The authors identify three key points which they believe are problematic in this
regard: there is an absence of scholarly debate on the merits of each foundation; some authors
combine the two foundations despite their fundamental incompatibility; and overall, there is a
lack of clarity in much of the literature as to which foundation might be used as a basis for
theory. The paper uses examples from literature to highlight confusion in the brand personality
and brand relationship theory, before offering a framework for resolving the mutually
incompatible foundations.
Biggemann, S. (2012). The essential role of information sharing in relationship development.
Journal of Business & Industrial Marketing, 27(7), 521-526.
This paper reports on the role of information sharing in business relationships development.
This paper is based on a single embedded case study. Relationships between a large global
manufacturer and supplier of imaging products and solutions and two of their major channels,
also large retailers with several department stores, were studied. Semi-structured interviews,
participant observation and document reviews were utilised to gather data. A two-dimensional
construct of information sharing comprised of mutual disclosure and multi-contact is proposed
to account for this critical attribute of business-to-business relationship structure. The author
concludes that information sharing fosters inter-company collaboration, potentially increasing
the value that both buyer and supplier can harvest from business relationships. The findings of
this research are not generalisable to one industry or population; however, they have
theoretical implications that need validation in a broader context. Data from the case study
suggests that it is the supplier’s responsibility to open various information-sharing channels.
Customers would, depending on the levels of trust, use these channels to share valuable
information. Instead of looking at information sharing as an indirect method to transmit
persuasive messages, information sharing is seen as a form of collaborative communication that
promotes trust and supports business growth.
Biggemann, S., & Buttle, F. (2012). Intrinsic value of business-to-business relationships: An
empirical taxonomy. Journal of Business Research, 65, 1132-1138.
This article presents a new taxonomy of business relationship value consisting of four
dimensions: personal, financial, knowledge and strategic value that reach beyond the
cost/benefit conception of value that dominates existing literature. This new taxonomy is useful
for understanding how participants in business-to-business interactions assess relationship
value. The taxonomy accounts for all textual references to relationship costs, benefits and
intrinsic value in this case-based research. Perceptions of relationship value are not always
organizationally consistent because relationships are social constructions. Instead, the
evaluation of relationship value is ultimately in the historic and social context of the focal
relationship, other relationships, and expectations for the future.
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Chai, J. C. Y., Deans, K. R., & Biggemann, S. (2012). The influence of acculturation on consumer
relational bonding in banking relationships. Journal of Strategic Marketing, 20(5), 393-410.
This study examines the influence of acculturation on ethnic consumers' relational bonding with
their banking service provider. The study is set in the financial services sector and focuses on
Chinese consumers living in New Zealand. In the collectivist Chinese culture, building personal
relationships based on guanxi is of primary importance. Therefore, understanding the interplay
between relational behavior and guanxi in this group's relationship commitment is
fundamental. The study examines the drivers of relationships in the Chinese banking
relationship in the host culture and applies Western and Chinese relationship concepts to
capture the influence of acculturation on Chinese consumers' behaviour. Structural equation
modelling and multi-group analysis reveal that Chinese consumers' acculturation levels
positively influence structural and social bonding with the banking service provider (or target
of commitment). The impact of structural and social bonding on the target of commitment
varies under different consumer acculturation levels.
Charmely, R, Garry, T., & Ballantine, P. (2012). The inauthentic other: social comparison theory
and brand avoidance within consumer sub-cultures. Journal of Brand Management, 20, 458-472.
Although much research has been conducted within the field of brand congruence and positive
self-concept construction, the scarcity of research on brand avoidance in general, and the
relationship between brand avoidance and the construction of self-identity within socio-cultural
contexts through social comparison, is conspicuous within the marketing literature. Drawing on
social psychology, branding and the consumption sub-culture literature, this research identifies
and examines how social comparisons of the perceived authentic and genuine are contrasted
with the external, shallow, superficial and inauthentic at a number of levels within a subcultural context. Using a qualitative methodology, key identity construction processes
culminating in brand avoidance are reported. Taken holistically, these findings reveal that
collective brand avoidance is a complex multi-faceted process where brands become the
tangible proxy for authenticating acts that distinguish sub-cultural members from outsiders.
The implications of these findings on the management of brands that convey symbolic meaning
are explored.
Chetty, S. (2012). A different dragon. Mercury, 1(2), 22-25.
Labelled as an emerging market, China is in a state of rapid economic growth that attracts major
investments from abroad. However, the opposite is also true. Chinese companies have become
powerful players in the global market place with major investments in Western countries. This
article explores the case of Haier, the Chinese consumer electronics and home appliances giant.

Freeman, S., Hutchings, K., & Chetty, S. (2012). Born-globals and culturally proximate markets.
Management International Review, 52(3), 425-460.
In this paper we focus on the differences between born-globals and older firms. We compare
whether cultural proximity is important for born-globals and older firms and whether
international or technological knowledge drives their internationalisation. In addition, we
compare whether born-globals and older firms are proactive or reactive in their choice of
culturally proximate markets. Our research suggests that born-globals tend to internationalise
rapidly into markets ready to adopt their technology. This is driven by the need to establish a
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revenue stream (cash flow) as quickly as possible. These born-globals usually seek larger
advanced economies, which are often culturally similar (proximate) and offer economies of
scale; reducing risk for inexperienced firms. Indeed, born-global firms are more willing than
older firms to move from culturally proximate to culturally non-proximate markets very
quickly. Utilising an abductive approach based on case studies, our findings show that bornglobals use their technological knowledge and networks and are proactive when they enter
culturally non-proximate markets. Born-globals must assess a new market for its ability to
provide a revenue stream very soon after entry. If the culturally proximate market does not
offer this, then they will leverage technological knowledge and networks to move rapidly into
nearby non-proximate markets where they perceive better opportunities for building a
customer base or new funding alternatives to sustain the firm in their early foreign market
forays. Our research significantly extends theory in highlighting that born-globals rely more on
technological experience and display proactive behaviour more than older firms which can
draw on previous international experience.

Ganglmair-Wooliscroft, A., & Lawson, R. (2012). Subjective wellbeing and its influence on
consumer sentiment towards marketing: A New Zealand example. Journal of Happiness Studies,
13(1), 149-166.
Consumption is a central component of many peoples’ lives. Providing satisfaction and
happiness with the products and services we buy and with the institutions that supply them is a
fundamental part of marketing. Many studies investigate the influence of various micro-aspects
of products/services—or of specific situational customer characteristics—on satisfaction
evaluations. This study examines how a macro-variable, Subjective Wellbeing (SWB), relates to
consumer satisfaction and illustrates the importance of SWB in studies examining determinants
of the concept. Using the idea of spill-over effects, a well-established concept in psychology and
marketing that has received little attention in the area of consumer satisfaction research, it
investigates whether attitudes towards marketing activities, measured by the Index of
Consumer Sentiment Towards Marketing, are influenced by SWB. The research finds that SWB,
as determined by the International Wellbeing Index, contributes significantly to the explanation
of consumer sentiment and makes a case for its inclusion in more consumer satisfaction studies.
Gao, H., Knight, J. G., Zhang, H., Mather, D., & Tan, L. P. (2012). Consumer scapegoating during a
systemic product-harm crisis. Journal of Marketing Management, 28(11-12), 1270-1290.
To determine how consumers respond to betrayal of their trust in brands, we surveyed 2156
consumers in nine metropolitan centres in China following the 2008 melamine contamination
crisis. Drawing on psychological drivers of scapegoating and attribution theory, we investigate
how early information and the perceived involvement in a multi-brand crisis and attribution
factors influence scapegoat effects. The survey results reveal that the first accused brand, Sanlu,
took disproportionate blame and was made a scapegoat for an industry-wide crisis. The
observer/tension-discharging perspective, the ‘early information’ effect, and the contrasting
roles of manufacturers and non-manufacturer parties in the supply chain in causal attributions
have the most significant effect in consumer scapegoating. Study of a highly unfortunate ‘reallife experiment’ shows how a food safety scandal spills over and negatively affects attitudes and
beliefs about the whole supply chain and about competing brands.
Gendall, P., Hoek, J., Edwards, R., & McCool, J. (2012). A cross-sectional analysis of how young
adults perceive tobacco brands: Implications for FCTC signatories. BMC Public Health, 12, 796.
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The Framework Convention on Tobacco Control calls for the elimination of tobacco advertising,
promotion and sponsorship. To test whether tobacco packaging functions as advertising by
communicating attractive and distinctive brand attributes, we explored how young adult
smokers and non-smokers interpreted familiar and unfamiliar tobacco brands. We conducted
an on-line survey of 1035 young adult smokers and non-smokers aged 18–30. Participants
evaluated eight tobacco brands using ten attributes based on brand personality scales. We used
factor analysis and ANOVA to examine patterns in brand-attribute associations. Young adults
distinguished between brands on the basis of their packaging alone, associated each brand with
specific attributes, and were equally able to interpret familiar and unfamiliar brands. Contrary
to our expectations, non-smokers made more favourable brand-attribute associations than
smokers, but both groups described Basic, a near generic brand, as ‘plain’ or ‘budget’. There
were no significant gender or ethnicity differences. Tobacco packaging uses logos, colours and
imagery to create desirable connotations that promote and reinforce smoking. By functioning in
the same way as advertising, on-pack branding breaches Article 13 of the FCTC and refutes
tobacco companies’ claims that pack livery serves only as an identifying device that simplifies
smokers’ decision-making. Given this evidence, signatories should see plain packaging policies
as a priority consistent with their FCTC obligations to eliminate all tobacco advertising and
promotion.
Grieve, C., Lawson, R., & Henry, J. (2012). Understanding the non-adoption of energy efficient
hot water systems in New Zealand. Energy Policy, 48, 369-373.
The speed at which many energy efficient technologies have been adopted has been very slow
and the reasons why this is the case are often not well understood. An important area for New
Zealand is domestic hot water which typically accounts for one-third of a household's electricity
usage. We use in-depth interviews to examine the decision processes of six householders who
were replacing existing hot water systems or building new homes. We also interviewed
different trades people and professionals advising those households. Seven themes emerge from
the interviews which demonstrate huge inertia to change. Using methods from decision sciences
we also construct an information processing model describing the possible steps in the adoption
decision. This model emphasises the complexity and difficulty a householder currently faces if
they wish to pursue an alternative system for heating hot water.
Hamlin, R., Henry, J., & Cuthbert, R. (2012). Acquiring market flexibility via niche portfolios:
The case of Fisher & Paykel Appliance Holdings Ltd. European Journal of Marketing, 46(10),
1302-1319.
This paper seeks to establish that the instability of niche markets, and their predisposition to
catastrophic collapse, makes market flexibility a prerequisite for long-term survival among
niche marketers. It describes the two ways by which a niche marketer can acquire this market
flexibility and demonstrates the advantages of the second of these two approaches, i.e. the
development of a portfolio of separated niches.
An in-depth discussion of niche
instability/implosion, and how niche market flexibility can be acquired to increase the
survivability of such events, provides the context for a single in-depth case study of a company
employing a systematic niche market flexibility approach. A multi-method approach was
adopted drawing on both interviews and documentary evidence. Planning for flexibility is
essential for long-term survival as a niche marketer. Two broad approaches to achieve this exist
– i.e. contingency and portfolio planning – which are not mutually exclusive. The portfolio
approach offers specific advantages and examples of its successful applications exist. The
article has significant implications for practice, as fragmentation of markets and globalisation of
production makes niche marketing desirable/essential for many players. The area of planning
for flexibility using a niche portfolio marketing strategy is under-researched at present.
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Hamlin, R. P., Lindsay, S., & Insch, A. (2012). Retailer branding of consumer sales promotions.
A major development in food marketing? Appetite, 58(1), 256-264.
This article examines retailer branding of consumer price promotions. It discusses the
mechanics of price promotions, consumers’ reactions to them and the benefits that accrue to
those that use them. It describes how large food retailers can now deploy branded price
promotion systems that are fundamentally different to ‘traditional’ price promotions in both
their mechanics and their effects on consumer decision processes. The article describes a field
experiment that compared the performance of a food retailer’s branded price promotion system
with that of a generic (manufacturer) price promotion. The research involved three
experiments that covered two food categories (sliced bread and margarine) and two levels of
discount (10% and 20%). The results indicate that food retailers are able to attach powerful
brands to their price promotion systems, and these brand heuristics can significantly increase
consumer purchase intent relative to an equivalent generic/manufacturer promotion. This
incremental heuristic effect was stable in both categories and for both levels of price discount
studied. These results are consistent with the predictions of alternative, non-cognitive and
heuristic based models of food consumer choice that have been published recently in ‘Appetite’.
Hoek, J., Gendall, P., Gifford, H., Pirikahu, G., McCool, J., Pene, G., Edwards, R., & Thomson, G.
(2012). Tobacco branding, plain packaging, pictorial warnings, and symbolic consumption.
Qualitative Health Research, 22(5), 630-639.
We use brand association and symbolic consumption theory to explore how plain cigarette
packaging would influence the identities young adults co-create with tobacco products. Group
discussions and in-depth interviews with 86 young adult smokers and non-smokers
investigated how participants perceive tobacco branding and plain cigarette packaging with
larger health warnings. We examined the transcript data using thematic analysis and explored
how removing tobacco branding and replacing this with larger warnings would affect the
symbolic status of tobacco brands and their social connotations. Smokers used tobacco brand
imagery to define their social attributes and standing, and their connection with specific groups.
Plain cigarette packaging usurped this process by undermining aspirational connotations and
exposing tobacco products as toxic. Replacing tobacco branding with larger health warnings
diminishes the cachet brand insignia creates, weakens the social benefits brands confer on
users, and represents a potentially powerful policy measure.
Hoek, J., Gendall, P., Maubach, N., & Edwards, R. (2012). Strong public support for plain
packaging of tobacco products. Australian & New Zealand Journal of Public Health, 36(5), 405407.
Brands function by linking aspirations, attributes and values to products and services, which
consumers buy as much for their symbolic value as for their utility. Smokers use the symbols
and imagery evoked by brand attributes to construct and communicate an identity. Branding
thus enables tobacco manufacturers to sell status, social acceptance and glamour, rather than a
mere nicotine delivery device. We obtained a sample of 418 smokers and 418 non-smokers
from a commercial Internet panel (Research Now) and conducted an online survey in March
2012. Data were weighted before analysis using SPSS's Weight Cases function so the age, sex,
ethnicity and smoking status of respondents in the sample matched the proportions in the New
Zealand population, according to the most recent census data (2006). The general level of
support for plain packaging, estimated at 69%, was consistent with respondents’ attitudes to
plain packaging. Non-smokers’ support for plain packaging was 30 percentage points higher
than smokers’ and support among women was 10 percentage points higher than among men.
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These differences are large and statistically significant. Support for plain packaging among
Māori and Pacific people was higher than among other ethnicities, and younger and older
respondents were more supportive than those aged between 25 and 64, but these differences
are relatively small and non-significant. Although tobacco companies question the benefits of
plain packaging, New Zealanders strongly support this measure and believe attractive
packaging encourages smoking experimentation among young people. Respondents supported
suggestions that tobacco products should feature large warnings and were not persuaded by
industry arguments that plain packaging misappropriated their intellectual property.
Interestingly, a higher proportion of respondents (57%) felt attractive packaging encouraged
experimentation than thought plain packaging would discourage this behaviour (39%). This
discrepancy may arise from the perception that some young people will always take risks,
irrespective of arguments to dissuade them. The fact that more than a third of respondents
thought plain packaging would reduce this innate tendency is important, as too is the need for
complementary measures that reduce tobacco's affordability and accessibility, such as
increased excise taxes and fewer retail outlets.
Hoek, J., Maubach, N., Stevenson, R., Gendall, P., & Edwards, R. (2012). Social smokers'
management of conflicted identities. Tobacco Control. Advance online publication.
http:\\doi.org/10.1136/tobaccocontrol-2011-050176
Although social smoking has increased among young adults, it remains a poorly understood
behaviour. The authors explored how young adult social smokers viewed and defined smoking
and the strategies they used to reconcile their conflicting smoker and non-smoker identities.
The authors also examined alcohol's role in facilitating social smoking and investigated
measures that would decouple drinking and smoking. The authors conducted 13 in-depth
interviews with young adult social smokers aged between 19 and 25 years and used thematic
analysis to interpret the transcripts. The authors identified four key themes: the demarcation
strategies social smokers used to avoid classifying themselves as smokers, social smoking as a
tactic that ameliorates the risk of alienation, alcohol as a catalyst of social smoking and the
difficulty participants experienced in reconciling their identity as non-smokers who smoke.
Although social smokers regret smoking, their retrospective remorse was insufficient to
promote behaviour change, and environmental modifications appear more likely to promote
smoke-free behaviours among social smokers. Participants strongly supported extending the
smoke-free areas outside bars, a measure that would help decouple their alcohol-fuelled
behaviours from the identity to which they aspire.
Hoek, J., Vaudrey, R., Gendall, P., Edwards, R., & Thomson, G. (2012). Tobacco retail displays: A
comparison of industry arguments and retailers' experiences. Tobacco Control, 21(5), 497-501.
Tobacco companies have opposed the removal of tobacco retail displays, arguing this would
compromise retailers' safety, increase retail crime, reduce retailers' income, impose additional
costs and be inconvenient. These arguments have successfully delayed policy development in
several jurisdictions. In-depth interviews conducted with New Zealand retailers who had
voluntarily removed tobacco from open display in their stores. Retailers who had removed
tobacco displays did so primarily to reduce their security risk and found their stores had
become less vulnerable to retail crime. They did not find removing displays costly or
inconvenient nor had this decision significantly reduced their revenue. Removing in-store
tobacco displays may increase rather than decrease store safety. Our findings reveal that
retailers' experiences differed in many ways from tobacco companies' predictions and suggest
that industry arguments against display removal lack objective support and are self-serving.
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Hoek, J., & Dewhirst, T. (2012). The meaning of "light" and "ultralight" cigarettes: A
Commentary on Smith, Stutts, and Zank. Journal of Public Policy & Marketing, 31(2), 223-231.
The authors question Smith, Stutts, and Zank's (2012) conclusion that young adult smokers
interpret “light” and “mild” as taste attributes on several grounds. First, the current study
examines evidence from industry documents that reveal strategies to use light and mild variants
to reassure smokers. Second, the authors explore the multiple meanings of terms such as “light”
and “mild” and illustrate how “light” is commonly used to imply a reduction, particularly in food
and alcohol products. Third, they review the extensive consumer evidence documenting
smokers' belief that light cigarette variants will deliver less tar and nicotine and reduce the risk
of harms arising from smoking. Finally, they review Smith, Stutts, and Zank's findings and
suggest that their sample, predominantly social smokers, has important cognitive biases. The
authors identify limitations in the measures of risk used, suggest that these elicit only
superficial risk understanding, and conclude that Smith, Stutts, and Zank's findings reveal a
considerable potential for harm. As a result, they conclude that Smith, Stutts, and Zank's study
has consolidated prior findings by revealing high levels of deception, even among college
students, who might be expected to be better educated and more discerning.
Kovalenko, A., & Wooliscroft, B. (2012). Risky products in movies: A special type of the
embedded message requiring special treatment? International Journal of Nonprofit & Voluntary
Sector Marketing, 17(4), 334-340.
The appearance of risky products such as alcohol, tobacco and firearms, as well as their brand
imagery, in movies can be supported by product manufacturers. This article discusses the
argument for a disclosure advising consumers about the persuasive intent behind the
appearance of some risky products in movies, drawing upon the ethical implications of product
placement. Such a disclosure would protect consumers against the impact of promotional
messages and allow moviemakers to separate their artistic activities from promotion of risky
products.
Kowalkowski, C., Kindström, D., Alejandro, T. B., Brege, S., & Biggemann, S. (2012). Service
infusion as agile incrementalism in action. Journal of Business Research, 65(6), 765-772.
As product markets mature, firms are increasingly offering industrial services, in order to
differentiate themselves and remain competitive. The general strategic view emerging from the
services literature is that service infusion in manufacturing industries takes a somewhat
unidirectional path from products to service provision. Based on in-depth case study research in
the materials handling industry and drawing on Lindblom’s (1979) concept of disjointed
incrementalism, this study shows how service infusion often takes place in small steps without
clearly directed efforts. The study identifies elements of incrementalism central to service
infusion and demonstrates how a successful service strategy involves continuous modifications,
adaptability, the seizing of ad hoc innovation, a continuous recalibration of opportunities, and
the management of intertwining goals. The concept of agile incrementalism is introduced which
aptly describes this contingency approach. The article contributes to a multifaceted and
nuanced picture of service strategy and the service-infusion process.
Larsen, G., & Lawson, R. (2012). Consumer rights: An assessment of justice. Journal of Business
Ethics. Advance online publication. http:\\doi.org/10.1007/s10551-012-1275-9
For the last 50 years the idea of consumer rights has formed an essential element in the
formulation of policy to guide the workings of the marketplace. The extent and coverage of
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these rights has evolved and changed over time, yet there has been no comprehensive analysis
as to the purpose and scope of consumer rights. In moral and ethical philosophy, rights are
integrally linked to the notion of justice. By reassessing consumer rights through a justice-based
framework, a number of key issues emerge regarding the way in which markets enable justice
for consumers. The consumer rights which underpin the United Nations consumer protection
guidelines address all forms of justice to some degree, but the predominant focus is on
procedural justice. Our conclusions question whether this is sufficient and also whether there is
a case to develop the notion of consumer ‘duties’ that complement the idea of rights.
Mather, D. W., Knight, J. G., Insch, A., Holdsworth, D. K., Ermen, D. F., & Breitbarth, T. (2012).
Social stigma and consumer benefits: Trade-offs in adoption of genetically modified foods.
Science Communication, 34(4), 487-519.
Attitudes toward genetically modified (GM) foods have been extensively studied, but there are
very few studies of actual consumer purchasing behaviour regarding GM foods offering a
consumer benefit. Using a field choice-modelling experiment, the authors investigate the tradeoff between price and social desirability in consumer choices with regard to conventional,
organic, and GM fruit. What consumers say they will choose in a survey and what they actually
choose in a real-purchase situation may differ substantially when their decision is framed by a
socially charged issue such as genetic modification. The results are analyzed in relation to
established principles of diffusion of innovation.
Maubach, N., Hoek, J. A., Edwards, R., Gifford, H., Erick, S., & Newcombe, R. (2012). 'The times
are changing': New Zealand smokers' perceptions of the tobacco endgame. Tobacco Control.
Advance online publication. http:\\doi.org/10.1136/tobaccocontrol-2011-050398
The New Zealand government's goal of achieving a smoke-free society by 2025 reflects growing
interest in ‘endgame’ solutions to tobacco smoking. However, tobacco companies have framed
‘endgame’ strategies as contrary to individual freedoms and ‘choice’; these claims heighten
politicians' sensitivity to ‘nanny state’ allegations and may undermine tobacco control policies.
Public support for stronger policies could strengthen political will; however, little is known
about how smokers perceive endgame scenarios or the factors underlying their support or
opposition to these. The authors conducted 47 in-depth interviews with four priority groups:
Māori, Pacific, young adults and pregnant women; all were smokers or very recent quitters. The
authors used thematic analysis to interpret the transcripts. Most participants strongly
supported the 2025 smoke-free goal, recognised the broader social good that would result and
accepted the personal inconvenience of quitting. Yet they wanted to retain control over when
and how they would quit and asserted their ‘freedom’ to smoke. Participants identified
interventions that would extend current policy and maintain the autonomy they valued; the
authors classified these into four themes: restricting supply, diminishing visibility, decreasing
availability and affordability, and increasing quit support. Politicians may have a stronger
mandate to implement endgame policies than they appreciate. Participants' use of industry
arguments when asserting their freedom to ‘choose’ to smoke and quit suggests a need for
denormalisation strategies that challenge industry propaganda, demonstrate how endgame
measures would empower smokers and re-iterate the community benefits a smoke-free society
will deliver.
McCool, J., Webb, L., Cameron, L. D., & Hoek, J. (2012). Graphic warning labels on plain cigarette
packs: Will they make a difference to adolescents? Social Science & Medicine, 74(8), 1269-1273.
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Graphic warning labels and plain cigarette packaging are two initiatives developed to increase
quit behaviour among smokers. Although a little is known about how adolescents interpret
graphic warning labels, very few studies have examined how plain cigarette packaging would
affect adolescents' perceptions of cigarette smoking and smoking behaviour. We explored how
teens interpret and respond to graphic warning labels and the plain packaging of cigarettes, to
assess the potential these strategies may offer in deterring smoking initiation. Twelve focus
group interviews with a sample of 80 14-16 year old students from a diverse range of schools in
Auckland, New Zealand were undertaken between June and August 2009. Textual analysis
revealed that graphic warning labels may influence adolescents by reiterating a negative image
of smokers. Graphic warning on a plain cigarette pack increased the attention paid to graphic
warning labels and the overall perceptions of harm caused by cigarette smoking, and reduced
the social appeal of cigarette smoking. This research offers evidence on how adolescents are
appraising and interpreting graphic warning labels, and explores how dominant appraisals may
affect the role graphic warning labels play in preventing smoking. Not only would plain cigarette
packaging enhance the salience and impact of graphic warning labels, but it would potentially
bolster the overall message that cigarette smoking is harmful. In the context of a comprehensive
tobacco control programme, graphic warning labels on plain cigarette packaging present an
explicit message about the risks (to health and image) associated with cigarette smoking.
McLean, R., Hoek, J., & Hedderley, D. (2012). Effects of alternative label formats on choice of
high- and low-sodium products in a New Zealand population sample. Public Health Nutrition,
15(5), 783-791.
Dietary sodium reduction is a cost-effective public health intervention to reduce chronic
disease. In response to calls for further research into front-of-pack labelling systems, we
examined how alternative sodium nutrition label formats and nutrition claims influenced
consumers’ choice behaviour and whether consumers with or without a diagnosis of
hypertension differed in their choice patterns. An anonymous online experiment in which
participants viewed ten choice sets featuring three fictitious brands of baked beans with varied
label formats and nutritional profiles (high and low sodium) and indicated which brand in each
set they would purchase if shopping for this product. Participants were recruited from New
Zealand's largest online nationwide research panel. The Subjects were five hundred people
with self-reported hypertension and 191 people without hypertension aged 18 to 79 years. The
addition of a front-of-pack label increased both groups’ ability to discriminate between products
with high and low sodium, while the Traffic Light label enabled better identification of the highsodium product. Both front-of-pack formats enhanced discrimination in the presence of a
reduced salt claim, but the Traffic Light label also performed better than the Percentage Daily
Intake label in moderating the effect of the claim for the high-sodium product. Front-of-pack
labels, particularly those with simple visual cues, enhance consumers’ ability to discriminate
between high- and low-sodium products, even when those products feature nutrition claims.
McNeill, L. S. (2012). Sales promotion in the supermarket industry: A four country case
comparison. International Review of Retail, Distribution & Consumer Research, 22(3), 243-260.
This paper considers four different markets (China, Singapore, Malaysia and New Zealand) and
compares the relative development of the supermarket industry in each to observed sales
promotion use and stated managerial preference. A case-based approach to research is taken in
order to better highlight key similarities and differences between the four countries and
compare sales promotion preferences in light of different industry structures, levels of market
development and culture. The article examines three Asian (China, Singapore and Malaysia) and
one Western supermarket industry (New Zealand), each exhibiting different levels of
industrialisation and contrasting multinational involvement in the industry. The research finds
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that as industrialisation of a market increases, along with increasing sophistication of
consumers and multinationalisaition of the industry, use of passive value-added techniques
(such as sampling, demonstrations and free gifts) should decrease. This has marked
implications for retailing in Asia, which is made up of highly differentiated countries in regard to
market sophistication and gives specific direction for application of sales promotion techniques
in the Asian region.
McNeill, L. (2012). Sales Promotion in Asia: Successful Strategies for Singapore and Malaysia,
Asia Pacific Journal of Marketing and Logistics, Special Issue on Asia. 25(1), 48-69.
The purpose of this paper is to address the globalisation/culture issue by comparing two Asian
countries in which there has been limited prior research regarding their respective
supermarket industries, namely, Singapore and Malaysia. The research design adopted a casestudy approach, with two general cases (the New Singaporean and Malaysian supermarket
retail industries), made up of two embedded cases each (retailers and manufacturers operating
within each country). The overall finding is that despite prior assumptions that suitability is
reliant on product type or country choice, there are a number of sales promotion techniques
that are inherently suited to the supermarket industry as a whole. The majority of these
“inherently suitable” techniques are price-based and the conclusion is then that these
techniques can be used globally. Value-added techniques, on the other hand, should be localised
to fit with the market in which they are being applied. Tools best suited to the grocery product
sales environment appear to be price-based or linked to price reductions (i.e. price discounting
and discount-linked point-of-purchase (P-O-P) or end-of-aisle (E-O-A) displays combination and
volume offers), suggesting that those tools which are inherently suitable to the industry are
likely to meet retailers' shorter-term objectives rather than manufacturers' longer-term ones.
The difficulty faced by manufacturers, then, is aligning their sales promotion objectives with the
tools that are best able to achieve results in the supermarket environment. Globalisation of the
supermarket industry has also meant that marketers continue to need a better understanding of
cross-cultural issues and their effect and national culture frameworks can be used to develop
marketing theories which are suited to a particular region. The current research identifies
preferences for different sales promotion techniques in the two nationally similar, yet ethnically
diverse, countries under study, as well as examining application of these techniques in the retail
environment.
Mirosa, M., & Lawson, R. (2012). Revealing the lifestyles of local food consumers. British Food
Journal, 114(6), 816-825.
Changing consumption patterns have led to a number of transformations throughout the food
cycle, and understanding how and why people purchase local food is important. This paper aims
to examine the characteristics of the people leading this phenomenon: those that prefer to buy
locally produced food. In order to explore the characteristics of local food purchasers, a single
item question, “I try to buy a lot of locally produced food”, was included in the food section of a
New Zealand consumer lifestyles survey for which 3,556 responses were collected. The full
survey included 600 questions across the full attitude, interest and opinion schedule. For
people who express a strong intention to purchase local food, this behaviour is linked to the
types of food they eat (e.g. unprocessed foods), where they buy it (e.g. at speciality stores), and
how they cook it (e.g. follow recipes). A range of personality and other personal characteristics
differ between local and non-local food buyers, with the former segment being more liberal,
interested in quality, and frugal. Consumers who express an interest in purchasing local food
are a demanding segment of the population whose interest in food makes them critical judges of
produce. Local food must thus be fresh and value for money. Growing this sector requires
making local food more accessible through mainstream retail outlets. While something is
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known about why people buy local food, less is known about other aspects of local food
consumers, the range of attitudes they hold towards food or their food-related behaviours.
Mitchell, R., Wooliscroft, B., & Higham, J. E. S. (2012). Applying sustainability in national park
management: Balancing public and private interests using a sustainable market orientation model.
Journal of Sustainable Tourism. Advance online publication. doi:10.1080/09669582.2012.737799
The application of sustainable development (SD) in organisational strategy has been debated for
over 20 years. There is much social and political support for sustainability, but very little
empirical research into its value, particularly to public sector organisations. This paper reports
on the first empirical research into the application of Sustainable Market Orientation (SMO), a
conceptual merging of the principles of sustainable development and market orientation, to be
applied in strategic management. The research context is the New Zealand Department of
Conservation's (DoC) administration of national park policy with particular focus on the
Fiordland National Park. In-depth interviews were made with 33 DoC stakeholders, 9 internal
and 24 external, including tourism businesses, local and national politicians and tourists and
NGOs. The findings confirm the value of SMO in public service strategy management particularly
in terms of balancing environmental, social and economic strategy, defining public service
marketing parameters and ensuring the integration of short-term and long-term strategy. They
also raised key issues in achieving conceptual balance in managing the environmental, social
and economic orientations of SMO in protected areas using publicly owned resources and
dilemmas inherent in reducing public sector funding for protected area conservation.
Osborne, P., & Ballantyne, D. (2012). The paradigmatic pitfalls of customer-centric marketing.
Marketing Theory, 12(2), 155-172.
This article will argue that, despite customer-centric intent, marketing theory remains trapped
in a firm-centric paradigm. How this apparent contradiction has endured is discussed critically
with reference to what we see as four influential marketing perspectives. These perspectives
are the 4Ps marketing mix, market-based assets, relationship marketing, and customer equity.
Apart from the 4Ps mix, these marketing perspectives are seldom recognized as problematic.
We argue that the firm-centric approach to value creation embedded in these four influential
frameworks overwhelms marketing’s customer-centric intent. We also address the question,
‘can (or indeed should) marketing management be customer-centric?’ Our conclusion is that
new directions of inquiry are needed, and we offer suggestions that might allow marketing the
means to break free from its enduring, firm-centric paradigmatic trap.
Parackal, S. M., Parackal, M. K., & Harraway, J. A. (2012). Prevalence and correlates of drinking
in early pregnancy among women who stopped drinking on pregnancy recognition. Maternal &
Child Health Journal, 17(3), 520-529.
Women of child bearing age that regularly drink alcohol are at risk for drinking in early
pregnancy. Evidence indicates a majority of women stop alcohol consumption on pregnancy
recognition. However, there is a dearth of studies reporting on patterns and correlates of
drinking in early pregnancy prior to stopping on pregnancy recognition, which the current
study aims to address. In 2005, a New Zealand nationwide cross-sectional survey was
conducted on a random sample of 1,256 women aged 16–40 years. Data were collected via an
interviewer-administered questionnaire using a web-assisted telephone interviewing system.
Of the 1,256 women who participated, 127 (10 %) were currently pregnant and 425 women
(34 %) were previously pregnant. Half of currently pregnant women and 37 % of previously
pregnant women reported that they ceased drinking on recognising pregnancy. Women
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categorised as “risky drinkers” and those aged 16–24 years had higher odds to drink and binge
drink in early pregnancy, compared with non-risky drinkers and women of other age categories
respectively. A majority of women stop alcohol consumption on pregnancy recognition but prior
to this, drink at levels posing a risk for the developing foetus. Women most at risk for drinking
and binge drinking in early pregnancy were younger in age and exhibited risky drinking
behaviour prior to pregnancy. A targeted intervention to reduce the risk for an alcohol exposed
pregnancy is warranted for sexually active younger women in New Zealand and elsewhere.
Robertson, K., McNeill, L., Green, J., & Roberts, C. (2012). Illegal downloading, ethical concern,
and illegal behavior. Journal of Business Ethics, 108(2), 215-227.
Illegally downloading music through peer-to-peer networks has persisted in spite of legal action
to deter the behaviour. This study examines the individual characteristics of downloaders which
could explain why they are not dissuaded by messages that downloading is illegal. We
compared downloaders to non-downloaders and examined whether downloaders were
characterized by less ethical concern, engagement in illegal behaviour, and a propensity toward
stealing a CD from a music store under varying levels of risk. We also examined whether
downloading or individual characteristics of downloaders were similar for men and women.
Findings revealed downloading was prevalent (74.5% of the student sample downloaded), men
and women were equally likely to download and the factors characterizing downloading were
similar for men and women. The comparison between downloaders and non-downloaders
revealed downloaders were less concerned with the law, demonstrated by less ethical concern
and engagement in other illegal behaviours. Downloaders were also more likely to indicate that
they would steal a CD when there was no risk of being caught. Given these results, messages
regarding illegality are unlikely to perturb downloaders and alternative recommendations are
offered for targeting illegal downloading.
Rosenstreich, D., & Wooliscroft, B. (2012). Assessing international journal impact: The case of
marketing. European Business Review, 24(1), 58-87.
Potential ethnocentric biases in stated preference journal rankings are reviewed and revealed
preference ranking methods are investigated. The aim of the paper is to identify an approach to
ranking journals that minimises ethnocentric biases and better represents the international
impact of research. Coverage of marketing journals in Ulrich's, EBSCO, SSCI, JCR, Scopus and
Google Scholar is explored. Citing references to 20 articles are analysed to determine citation
time lags and explore the content of SSCI, Scopus and Google Scholar. To further review the
extent of citation coverage, h-index scores are generated for ten marketing journals using data
from SSCI, Scopus and Google Scholar. In total, 36 marketing journals are ranked using the gindex and Google Scholar data and results are compared to ten published rankings. Stated
preference ranking studies of marketing journals rely on US-based respondents. The coverage
of EBSCO, SSCI, JCR and Scopus databases is not representative of marketing's literature as they
have few international sources, and a disproportionate coverage of US-based journals. Google
Scholar provides broader international coverage. The Impact Factor may be inappropriate for
marketing journals as a large proportion of citations occur more than five years postpublication. Results indicate that the g-index is a superior approach to measuring the impact of
marketing journals internationally. Exposure of the limitations in existing ranking methods
should encourage improvements in the development and use of journal rankings. The
investigations present original evidence to support long-term concerns about approaches to
journal ranking and citation analysis.
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Sigfusson, T., & Chetty, S. (2012). Building international entrepreneurial virtual networks in
cyberspace. Journal of World Business, 48(2), 260-270.
We examine how software international entrepreneurs in Iceland use online social network
sites to develop and harness their network relationships. To study these relationships, we use a
combination of participant observation on LinkedIn and open ended face-to-face interviews.
The framework for this study is based on resource-based view, networks and international
entrepreneurship theories. We found that entrepreneurs with the largest networks use the
online social network to demonstrate their network strength and to identify opportunities to
bridge relationships. Our contribution illustrates how entrepreneurs acquire resources to
internationalize through online social capital formation.
Thorsnes, P., Williams, J., & Lawson, R. (2012). Consumer responses to time varying prices for
electricity. Energy Policy, 49, 552-561.
We report new experimental evidence of the household response to weekday differentials in
peak and off-peak electricity prices. The data come from Auckland, New Zealand, where peak
residential electricity consumption occurs in winter for heating. Peak/off-peak price
differentials ranged over four randomly selected groups from 1.0 to 3.5. On average, there was
no response except in winter. In winter, participant households reduced electricity
consumption by at least 10%, took advantage of lower off-peak prices but did not respond to the
peak price differentials. Response varied with house and household size, time spent away from
home, and whether water was heated with electricity.
Wan, X., Ma, S., Hoek, J., Yang, J., Wu, L., Zhou, J., & Yang, G. (2012). Conflict of interest and FCTC
implementation in China. Tobacco Control, 21, 412-415.
The purpose of this paper is to critically review the structure of tobacco control policy making
in China, examine conflicts of interest within this structure, and consider how these affected the
introduction of on-pack warnings. Government policy documents and warning labels were
obtained and critically reviewed. Few differences exist between the on-pack warnings formerly
used in China and those introduced ostensibly to meet Framework Convention on Tobacco
Control (FCTC) obligations. Comparison with tobacco manufactured for export or overseas
consumption shows the new Chinese domestic on-pack warnings are demonstrably inferior to
those required internationally. The inherent conflict of interest in the Chinese tobacco control
agency structure, which must meet commercial and public health objectives, undermined the
introduction of new health warnings. To promote more effective tobacco control policies, the
conflict of interest inhibiting the public health function of the State Tobacco Monopoly
Administration (STMA) must be removed. Specifically, the public health function must be
separated from oversight of commercial production, and packaging must be redesigned with
pictorial warnings and messages compliant with Article 11 of the FCTC.
Wijland, R., & Gnoth, J. (2012). Advances in lyrical consumer research: Collaborative circles
and paradessential poetics. In Maclaren, P., Bradshaw, A. & Hackley, C. (Eds.) European Advances
in Consumer Research, 9, 275-282.
This brand culture research project explores the expressions of rebellion and questing for
creativity in small dynamic friendship circles and their relevance for a vibrant urban reputation.
The poetic texture and the schismatic core of the city as a brandscape are staged in three
embodied acts. An explorative case study follows a collaborative creative circle of musicians in
action. Next, paradessentials of brand performativity are sourced from key interpreters. In
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ethno-poetics there is no hypothesis up for validation; the project concludes with individual
evocations, as a sequential thickening of unresolved paradoxes of the cityns, as a sequential
thickening of unresolved paradoxe.
Williams, J. (2012). The logical structure of the service-dominant logic of marketing. Marketing
Theory, 12(4), 471-483.
The Service-dominant (S-D) logic of marketing is currently comprised of ten foundational
premises (FPs). The original statements of eight FPs have since been reworded and two
additional FPs have been added. The proposers of S-D logic, Steven Vargo and Robert Lusch,
have stated that S-D logic is neither complete nor owned by them: it is ‘Open Source’. However,
despite the many articles that have been published on S-D logic, it seems that many scholars do
not fully understand the fundamental ideas that underpin the logic. In particular, perusal of the
FPs leaves many scholars confused. This is probably for two reasons: (1) the ideas are
unfamiliar; (2) there are so many of them. Hence the purposes of this paper are to explain
briefly the unfamiliar ideas, and, more importantly, to reduce the complexity of S-D logic by
explicitly analysing the ontological content of the FPs and the logical structure of relationships
between the FPs, as premises (or axioms) and conclusions or corollaries. The outcome of this
analysis is that the core, essential, FPs are identified, as well as some gaps. In particular it seems
clear that only two of the FPs are fundamental, or axiomatic: that service is the fundamental
basis of exchange, and that value is co-created (by beneficiary and service-provider).
Williams, M., Buttle, F., & Biggemann, S. (2012). Relating word-of-mouth to corporate
reputation. Public Communication Review, 2(2), 3-16.
This paper explores the relationship between customer-generated word-of-mouth and
corporate reputation. After a concise literature review, we present several insights from a
multiple case study of 3 organizations. Our main finding is that customer dissatisfaction and
negative word-of-mouth (NWOM) are thought to have strong downside consequences for
corporate reputation. Positive WOM does not appear to have equivalent upside significance for
corporate reputation. NWOM often occurs as customers express dissatisfaction because of
substandard customer service. However, it is when these issues or other negatively connoted
stories find their way into the public domain that reputation suffers. Fear of reputational
damage causes great anxiety to the organisations' senior management. Reputations are shown
to be fragile. Damage limitation strategies are implemented in all three organisations.
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New technologies and practices (pp. 233-252). Hershey, PA: Business Science Reference.
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CONFERENCES
The department has a strong involvement with the prime international conferences on
consumer behaviour, tourism, services, innovation, retailing, political and corporate
communications. These conferences span the public, not-for-profit and corporate sectors,
incorporating organisations large and small. The following represents our department’s
contribution to conferences at national, regional and international levels in 2012.
Academy of International Business Annual Meeting
Gao, H., Knight, J. G., & Ballantyne, D. (2012). Guanxi gatekeeping in Chinese-Western business
relationships. Proceedings of the Academy of International Business (AIB) 54th Annual Meeting:
Rethinking the Roles of Business, Government and NGOs in the Global Economy, Washington
DC.
Academy of Marketing
Garry, T. & Hall, C.M. (2012). The ghosts of Christmas past: Expatriate reconstruction of
consumption rituals and symbolism. Proceedings of the Academy of Marketing Conference.
Southampton, UK.
Harwood, T. & Garry, T. (2012). Gamification of marketing environments: A research agenda.
Proceedings of the Academy of Marketing Conference, Southampton, UK.
Academy of Marketing Science Annual Conference
Knight, J. G., Mather, D. W. & Mathieson, B. (2012). The key role of sincerity in restoring trust in
a brand with a corporate apology. Proceedings of the Academy of Marketing Science Annual
Conference, New Orleans, USA.
ANZMAC
Deans, K., Felzensztein, C., & Gimmon, E. (2012). Marketing collaboration changes in an export
oriented cluster. Proceedings of the Australian & New Zealand Marketing Academy (ANZMAC)
Conference, Adelaide, Australia.
Gendall, P., Hoek, J., Maubach, N., & Edwards, R. (2012). Sharing the cup of knowledge: Will the
tobacco industry imbibe? Proceedings of the Australian & New Zealand Marketing Academy
(ANZMAC) Conference, Adelaide, Australia.
Gnoth, J., & Deans, K. (2012). Developing the tourism experience model. Proceedings of the
Australian & New Zealand Marketing Academy (ANZMAC) Conference, Adelaide, Australia.
Gray, B., & Duncan, S. (2012). Developing sustainable business models for market-oriented
ventures. Proceedings of the Australian & New Zealand Marketing Academy (ANZMAC)
Conference. Adelaide, Australia.
Hoek, J., Hoek-Sims, A., Gendall, P., & Gray, R. (2012). Temporal construal, tobacco warnings and
smoking cessation. Proceedings of the Australian & New Zealand Marketing Academy (ANZMAC)
Conference. Adelaide, Australia.
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Hoek, J., Maubach, N., Tatton, L., & Robertson, K. (2012). Smoker stigmatisation: An unintended
consequence of smoking denormalisation? Proceedings of the Australian & New Zealand
Marketing Academy (ANZMAC) Conference. Adelaide, Australia.
Hoek, J., Maubach, N., Gifford, H., Erick, S., Edwards, R., & Newcombe, R. (2012). “I want the best
for my baby”: Social marketing and the paradox of smoking during pregnancy. Proceedings of the
Australian & New Zealand Marketing Academy (ANZMAC) Conference. Adelaide, Australia.
Jackson, R., Parackal, M., & Gnoth, J. (2012). Mutual disclosure: Another twist to the relationship
mix-up. Proceedings of the Australian & New Zealand Marketing Academy (ANZMAC)
Conference. Adelaide, Australia.
Lawson, R., & Williams, J. (2012). The nature of fuel poverty in New Zealand. Proceedings of the
Australian & New Zealand Marketing Academy (ANZMAC) Conference. Adelaide, Australia.
Lawson, R., & Williams, J. (2012). Understanding energy cultures. Proceedings of the Australian
& New Zealand Marketing Academy (ANZMAC) Conference. Adelaide, Australia.
Robertson, K., & Forbes, S. (2012). Students' knowledge of standard drinks in popular alcoholic
beverages and accuracy in calculating their own standard drink consumption. Proceedings of the
Australian & New Zealand Marketing Academy (ANZMAC) Conference. Adelaide, Australia.
Turgeon, N., Gray, B., & Loudyi, S. (2012). Learning from a competitor's product recall.
Proceedings of the Australian & New Zealand Marketing Academy (ANZMAC) Conference.
Adelaide, Australia.
Asia Pacific Association for Consumer Research Conference
Avis, M., & Aitken, R. (2012). Category theory and confusion. Proceedings of the Asia Pacific
Association for Consumer Research (ACR) Conference, Queenstown, NZ.
Ferguson, S., & Metcalfe, C. (2012). Cultural lipstick: Cultural identity adventures in embodied
consumption practice with the exotic other. Proceedings of the Asia Pacific Association for
Consumer Research (ACR) Conference, Queenstown, NZ.
BALAS (Business Association of Latin American Studies) Conference,
Felzensztein C., Gimmon E. & Deans K. R. (2012). International oriented clusters: Lessons from
Latin America. Proceedings of the Business Association of Latin American Studies (BALAS)
Conference, Rio de Janeiro, Brazil.
7th Consumer Culture Theory Conference
Wijland, R. (2012). Answering the swing. Presented at the 7th Consumer Culture Theory
Conference, Oxford University, Oxford, UK.
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Global Marketing Conference
Deans, K. (2012). Welcome to the new normal—now learn to navigate it. Global Marketing
Conference, Seoul, Korea.
Deans, K. (2012). Cutting edge issues in global marketing research. Global Marketing
Conference, Seoul, Korea.
28th IMP Conference, Rome
Biggemann, S., Kowalkowski, C., Brege, S., & Maley, J. (2012). Development and implementation
of business solutions. Proceedings of the 28th IMP Conference, Rome, Italy.
Interdisciplinary Tourism Research Conference
Gnoth, J., & Knobloch, U. (2012). Segmenting tourism markets by experiences. In M. Kozak & N.
Kozak (Eds.), Proceedings of the 2nd Interdisciplinary Tourism Research Conference, Ankara,
Turkey.
20th International Colloquium in Relationship Marketing
Ballantyne, D. (2012). We've been together now for 20 years. Keynote speaker at the 20th
International Colloquium on Relationship Marketing (ICRM): Human Experiences and Beyond to
Co-creation, Nottingham, UK.
Grönroos, C., Ballantyne, D., & Palmer, A. (2012). Future agendas for research in relationship
marketing. Panel discussion at the 20th International Colloquium on Relationship Marketing
(ICRM): Human Experiences and Beyond to Co-creation, Nottingham, UK.
Grönroos, C., Whitfield, R., & Ballantyne, D. (2012). Tips on getting published. Panel discussion
at the 20th International Colloquium on Relationship Marketing (ICRM): Human Experiences
and Beyond to Co-creation, Nottingham, UK.
19th International Conference on Recent Advances in Retailing and Services Science
Guthrie, J.C., Henry, J., & Devlin, M. (2012). Understanding why cruise passengers go ashore—or
more importantly why don't they? Proceedings of the 19th International Conference on Recent
Advances in Retailing and Services Science, Vienna, Austria.
57th International Council for Small Business (ICSB) World Conference: Leading from the
Edge
Gray, B., & Duncan, S. (2012). Developing a sustainable Samoan business model. Proceedings of
the 57th International Council for Small Business (ICSB) World Conference: Leading from the
Edge, Wellington, NZ.
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International Federation for Information Technology and Travel
Moura, F. T., Deans, K. R., & Gnoth, J. (2012). Does the localisation of cultural markers affect
user’s destination image? International Federation for Information Technology and Travel
Conference: Tourism Present and Future Services and Applications, Sweden.
Moura, F. T., Gnoth, J., & Deans, K. R. (2012). The effects of localising cultural values on tourism
destination websites on tourists’ willingness to travel. International Federation for Information
Technology and Travel Conference: Tourism Present and Future Services and Applications,
Sweden.
International Social Marketing Conference
Gendall, P., Hoek, J. and the ASPIRE2025 collaboration (2012). An analysis of tobacco
packaging as a promotion medium. International Social Marketing Conference, Brisbane,
Australia.
Hoek, J., Maubach, N., and the ASPIRE2025 collaboration (2012). The paradox of choice:
Developing smokefree messages for young adult smokers. International Social Marketing
Conference, Brisbane, Australia.
Maubach, N., Hoek, J., Edwards, R., Gifford, H., Erick, S., & Newcombe, R. (2012). Smokers’
perceptions of the tobacco endgame: Implications for upstream and downstream social marketing.
International Social Marketing Conference, Brisbane, Australia.
Robertson, C., Hoek, J., Hammond, D., Wakefield, M. & McNeill, L. (2012). Dissuasive cigarette
sticks: A logical complement to plain packaging. International Social Marketing Conference,
Griffith University, Brisbane, Australia.
Macromarketing Conference
Ganglmair-Wooliscroft, A. (2012). To have been, or not to have been: New Zealand's National
parks and their impact on subjective well-being. 37th Macromarketing Conference, Berlin,
Germany.
Mitchell, R. W., Wooliscroft, B., & Higham, J. (2012). Feasibility of implementing a sustainable
marketing orientation: An empirical investigation in the NZ tourism sector. 37th Macromarketing
Conference, Berlin, Germany.
Poulsen, S., & Wooliscroft, B. (2012). The theory of brand relationships: Lacking a broader
perspective? 37th Macromarketing Conference, Berlin, Germany.
Sumida, K., Wooliscroft, B., & Sam, M. (2012). Sports fans' collective psychological ownership: A
Japanese professional soccer case study. 37th Macromarketing Conference, Berlin, Germany.
Wooliscroft, B. (2012). On growing other things. 37th Macromarketing Conference, Berlin,
Germany.
Wooliscroft, B., Weinhold, D., & Kovalenko, A. (2012). Was Vicary right, and why should
macromarketers care? Is there systematic subliminal promotion? 37th Macromarketing
Conference, Berlin, Germany.
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Marketing and Public Policy Conference: Confluence of Marketing, Public Policy, and Social
Justice: Changes, Challenges and Charges
Gendall, P., Hoek, J., McCool, J., Thomson, G., Edwards, R., & Gifford, H. (2012). Tobacco brand
personalities: Packaging and policy implications. Proceedings of the Marketing and Public Policy
Conference: Confluence of Marketing, Public Policy, and Social Justice: Changes, Challenges and
Charges, Philadelphia, USA.
Hoek, J., Hoek-Sims, A., & Gendall, P. (2012). How do young adult smokers interpret on-pack
tobacco warnings featuring denormalization themes? Proceedings of the Marketing and Public
Policy Conference: Confluence of Marketing, Public Policy, and Social Justice: Changes,
Challenges and Charges, Philadelphia, USA.
Maubach, N., Hoek, J., Gifford, H., Edwards, R., & Erick, S. (2012). The times are changing: New
Zealand smokers' perceptions of the tobacco endgame. Proceedings of the Marketing and Public
Policy Conference: Confluence of Marketing, Public Policy, and Social Justice: Changes,
Challenges and Charges, Philadelphia, USA.
15th McGill International Entrepreneurship Conference
Gray, B., & Farminer, A. (2012). And no birds sing—a lament for the lost romance of international
entrepreneurship. 15th McGill International Entrepreneurship Conference, Pavia, Italy.
Public Health Association of New Zealand (PHA) Conference
Hoek, J., Maubach, N., Gifford, H., Erick, S., Tautolo, E.-S., Newcombe, R., & Edwards, R. (2012).
How do pregnant smokers interpret different cessation message themes? Public Health
Association of New Zealand (PHA) Conference, Wellington, New Zealand.
Smokefree Outdoors Forum
Hoek, J., & Thomson, G. (2012). Public opinion on outdoor smokefree places. Proceedings of the
Smokefree Outdoors Forum, Wellington, NZ.
Tobacco-Free Aotearoa Conference
Erick, S., Tautolo, E.-S., Hoek, J., Maubach, N., Gifford, H., Newcombe, R., & Edwards, R. (2012).
Translation please!: Developing messages for Pacific smokers. Proceedings of the Tobacco-Free
Aotearoa Conference, Wellington, NZ.
Gendall, P., Hoek, J., & Edwards, R. (2012). Tobacco packages as mobile billboards: What do they
communicate? Proceedings of the Tobacco-Free Aotearoa Conference, Wellington, NZ.
Gendall, P., Hoek, J., Mather, D., & Edwards, R. (2012). Why plain packaging is a proportionate
measure. Proceedings of the Tobacco-Free Aotearoa Conference, Wellington, NZ.
Hoek, J., Gendall, P., Mather, D., Maubach, N., Gifford, H., Erick, S., Edwards, R., & Newcombe,
R. (2012). Beyond toe tags: An analysis of alternative smokefree messages. Proceedings of the
Tobacco-Free Aotearoa Conference, Wellington, NZ.
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Hoek, J., Maubach, N., Gifford, H., Erick, S., Tautolo, E.-S., Newcombe, R., & Edwards, R. (2012).
Research innovation for exploring Pacific messages. Proceedings of the Tobacco-Free Aotearoa
Conference, Wellington, NZ.
Hoek, J., Robertson, C., Maubach, N., McNeill, L., Wakefield, M., & Hammond, D. (2012). Plain
sticks: The next step in dissuasive packaging? Proceedings of the Tobacco-Free Aotearoa
Conference, Wellington, NZ.
Hoek, J., Tatton, L., Maubach, N., & Robertson, K. (2012). You're not OK: Smokers’ experiences of
stigmatisation. Proceedings of the Tobacco-Free Aotearoa Conference, Wellington, NZ.
15th World Conference on Tobacco or Health (WCTOH): Towards a Tobacco-free World:
Planning Globally, Acting Locally
Burton, S., Spanjaard, D., Clark, L., MacKenzie, R., Hoek, J., & Jackson, K. (2012). Environmental
influences on smoking: Looking beyond point of sale promotion. Poster. 15th World Conference on
Tobacco or Health (WCTOH): Towards a Tobacco-free World: Planning Globally, Acting Locally,
Singapore.
Gendall, P., Hoek, J., Edwards, R., Thomson, G., Gifford, H., & McCool, J. (2012). Young adults'
interpretation of tobacco brands: Evidence for plain packaging. Poster. 15th World Conference
on Tobacco or Health (WCTOH): Towards a Tobacco-free World: Planning Globally, Acting
Locally, Singapore.
Hoek, J., Hoek-Sims, A., & Gendall, P. (2012). An exploration of young adult smokers' selfexempting beliefs. Poster. 15th World Conference on Tobacco or Health (WCTOH): Towards a
Tobacco-free World: Planning Globally, Acting Locally, Singapore.
Hoek, J., Robertson, C., Hammond, D., & McNeill, L. (2012). How do young adult women smokers
perceive dissuasive cigarette sticks? Poster. 15th World Conference on Tobacco or Health
(WCTOH): Towards a Tobacco-free World: Planning Globally, Acting Locally, Singapore.
Hoek, J. (2012). An evaluation of alternative on-pack Quitline information formats. Verbal
presentation. 15th World Conference on Tobacco or Health (WCTOH): Towards a Tobacco-free
World: Planning Globally, Acting Locally, Singapore.
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Williams, John

Annals of Tourism Research
Australia & New Zealand Journal of Public Health
Journal of Historical Research in Marketing
Journal of Travel Research

Wooliscroft, Ben

European Business Review
Journal of Historical Research in Marketing
Journal of Macromarketing
Journal of Marketing Management
Psychological Reports
Sage Open
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RESEARCH FUNDING RECEIVED 2012
Researcher:
Project:
Source:
Amount:

Professors Janet Hoek and Phil Gendall
Effects of Dissuasive Sticks on Smokers’ Behaviour
Heart Foundation
$15,000

Researcher:
Project:
Source:
Amount:

Professor Janet Hoek and Dr Ninya Maubach (CIs)
Tobacco Retailer Perception Study
Wellington Regional Public Health
$20,000

Researcher:
Project:
Source:
Amount:

Professor Rob Lawson and Dr John Williams
Energy Cultures 2
Ministry of Business, Innovation and Employment
$3.2 million over four years

Researcher:
Project:
Source:
Amount:

Dr John Williams
Smart Grids
Ministry of Business, Innovation and Employment
$1 million over four years
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AWARDS AND RECOGNITION
Editorial Board Appointments
Biggeman, S. Journal of Business to Business Marketing Editorial Review Board.
Garry, A. Managing Service Quality Editorial Advisory Board.

External Advisory Group Appointments
Hoek, J. Appointed to Fulbright Awards Selection Panel.
Parackal, M. Appointed to Interactive Advertising of New Zealand Industry Advisory Group.
Parackal, M. Appointed as Marketing Adviser to the Yellow Eyed Penguin Trust Board.

Research Awards
Burton, S., Spanjaard, D. & Hoek, J. (2012). Best Paper Award, Public Sector and Not for Profit
Track for An Investigation of the Impact of Retail Distribution on Tobacco Purchase and Smoking.
ANZMAC Conference, Adelaide, Australia, 3-5 December.
McNeill, L. Outstanding Reviewer at the Emerald Literati Network Awards for Excellence 2012,
for reviewing on Journal of Young Consumers: Insight and Ideas for Responsible
Marketers.
Wooliscroft , B. Outstanding Reviewer at the Emerald Literati Network Awards for Excellence
2012 for reviewing on Journal of Historical Research in Marketing.

44

VISITORS TO THE DEPARTMENT 2012
As part of our strategic effort to strengthen relationships and to develop new ones in the spirit
of national and international collaboration, the Department hosts a number of visiting scholars
each year.
Assistant Professor Stacey Anderson, Centre for Tobacco Control Research and Education,
University of California, San Francisco, USA
Professor Grégory Bressolles, Bordeaux Management School, France
Professor Hean Tat Keh, University of Queensland, Australia
Professor Ruth Malone, Editor – Tobacco Control, University of California, San Francisco, USA
Professor Melanie Wakefield, Director, Centre for Behavioural Research in Cancer, Cancer
Council Victoria, Melbourne, Australia
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2012 SEMINAR PROGRAMME
Department seminars run weekly during the semester. These provide opportunities for
feedback on work, allow staff and postgraduates to become aware of work undertaken by their
colleagues, enable collaborations to develop, and stimulate collegial dialogue.
February 24

Jessica Hohenschon, PhD candidate, Maastricht University, Netherlands
Like father, like son? An analysis of older consumer peculiarities within
and between age groups

March 30

Emeritus Professor Phil Gendall, Department of Marketing, University of
Otago
A seminar on questionnaire design

April 20

Professor Grégory Bressolles, Marketing Professor at BEM, Bordeaux
Management School, France
How to measure e-service performance

April 24

Assistant Professor Stacey Anderson, University of California, USA
The tobacco "harm reduction" seduction: Then and now

May 3

Professor Hean Tat Keh, Professor of Marketing, UQ Business School,
Australia
Getting published workshop

July 13

Emeritus Professor Phil Gendall, Department of Marketing, University of
Otago
On-line Surveys with Qualtrics: A survey bazooka?

September 14

Professor Andre Everett, Department of Management, University of Otago
The ethics of fair trade tea: A potential for research questions

September 28

Professor Rob Lawson and Dr John Williams, Department of Marketing,
University of Otago
The nature of fuel poverty in New Zealand
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PhD COMPLETIONS
Chai, Joe
An investigation of the influence of consumer acculturation in ethnic consumer–banking service
provider relationships in New Zealand
Supervisors: Associate Professor Kenneth Deans & Dr Sergio Biggemann
Cultural adaptation in consumption has become a ubiquitous phenomenon because increasing
migration to industrialised Western nations and the growing processes of globalising and
globalising consumer cultures have created multicultural societies and markets in these nations.
Interest in consumer acculturation is growing as researchers acknowledge the impacts of
acculturation levels on consumer behaviour and practitioners recognise its implications for
consumption patterns. The thesis is motivated by the fact that although many studies have
examined the consumption behaviour of acculturating consumer minorities, few have
considered the relational dimension between these minorities and those with whom they have a
relationship. Relationship building is a complex phenomenon that should be addressed within
its specific context because exchange relationships vary in the interface, motivation, and context
in which they are established. The conceptualisation of the study draws on relationship
marketing, services marketing, customer loyalty, social psychology, organisation behaviour,
acculturation, guanxi, and cross-cultural marketing theories, and extant research related to
interpersonal trust, relational bonding, perceived values, targets of commitment, and loyaltyrelated behavioural intentions.
Kovalenko, Andriy
Disclosure of the persuasive intent behind the placement of risky products in movies: Consequences
for cognitive and affective processing
Supervisors: Dr Ben Wooliscroft & Dr John Guthrie
The placement of ‘risky’ products, such as alcohol and tobacco, and their brand imagery in
movies is used by some of their sellers for promotional campaigns. Drawing upon the extant
literature on persuasion and product placement, this thesis discusses the practical and moral
implications of product placement in general, and the placement of risky products in particular.
The results of the experiment that forms the core of this dissertation suggest that audiences
would benefit from the disclosure of the persuasive intent of placements of alcohol and tobacco
products in films. The primary purpose of this study is to explore the impact of the disclosure
on an audience’s processing of product placements. The research consists of a pre-test and a
main study. The pre-test is conducted to find the most immediately and universally
comprehensible wording of a disclosure of the persuasive intent (DPI) of the placement of
alcohol and tobacco products. The main study tests the impact of this disclosure on the
audience’s recall, recognition, acceptability and awareness of the manipulative intent behind the
placement of risky products in a short segment of a feature film. This research shows that the
use of a DPI can have demonstrable, if occasionally surprising, impacts on the ways that people
understand the placement of risky products and how they feel about this practice. In particular,
the study shows that the disclosure facilitated the recall of the placement of risky products,
though it had no effect on recognition of the placement of these products. The disclosure also
made consumers of risky products more accepting of the placement of risky products than nonconsumers of risky products. The thesis concludes with the discussion of research
contributions, implications, limitations and suggestions for further research.
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Mitchell, Robert
Sustainable Market Orientation: Its Applicability in Conservation and Tourism Management
Supervisors: Dr Ben Wooliscroft & Professor James Higham
This thesis explores the strengths and weaknesses of market orientation as a corporate
management concept and identifies opportunities to increase its value through an increased
focus on environmental and social management. It proposes the integration of two management
paradigms; market orientation and sustainable development as sustainable market orientation.
The market orientation attributes include market and customer responsiveness, market
intelligence organisational integration, profitable performance. Sustainability management
attributes include balanced strategic management of environmental, social and economic
strategy elements, long term intergenerational strategy horizons and social equity. The second
part of the thesis reports on exploratory research to evaluate the managerial usefulness of the
SMO concept in both public administration and business management. Case study research was
conducted in a New Zealand regional tourism community where the integration of economic,
social and environmental management is a critical aspect of strategy management. The value of
the SMO conceptual model as a management frame was confirmed in both the public and
private sectors. Sustainability based management was found to be most advanced in the public
sector case, but identifiable elements of sustainability strategy were found in the private sector
cases. Management implications of applying an SMO are discussed. The most challenging is to
develop mechanisms that achieve a balance in long term environmental, social and economic
strategy.
Sullivan, Trudy
Using MCDA (Multi-Criteria Decision Analysis) to prioritise publicly-funded health care
Supervisors: Associate Professor Paul Hansen (ECON), Professor Rob Lawson & Dr Paul
Thorsnes (ECON)
New Zealand, like many other countries, is grappling with the problem of how to allocate
limited resources across a range of health and disability support services at a time when
demand for health care continues to grow faster than health budgets. It is becoming increasingly
important for decision-makers to adopt robust processes for setting priorities so that limited
health resources are allocated efficiently, effectively and transparently. In my thesis I use multicriteria decision analysis (MCDA) to build a framework (at the meso-level of health care
funding) which can be used by decision-makers to assist them in priority-setting. Potential
criteria, elicited from six focus groups (including members of the public, private and public
health care providers, health professionals and policy makers), are combined with advice from
health experts and criteria from comparable studies in the literature to establish six
prioritisation criteria: ‘need’, ‘individual benefit’, ‘societal benefit, ‘age’, ‘lifestyle’ and ‘no
alternative treatment’. An online decision survey implemented through 1000Minds software
(Ombler & Hansen 2012) and the PAPRIKA method (Hansen & Ombler 2008) is used to
determine the relative importance of the criteria. According to the results of a ‘test re-test’, the
decision survey accurately captures the preferences of respondents. The results of the decision
survey reveal that ‘need’ and ‘individual benefit’ are the most important prioritisation criteria,
and though patients are unlikely to be prioritised according to their age or lifestyle (because of
discrimination), greater preference is shown for ‘age’ and ‘lifestyle’ compared to ‘societal
benefit’ and ‘no alternative treatment’. Regression analysis (including the application of a
fractional multinomial logic model) and cluster analysis are used to determine whether the
demographic characteristics of respondents can predict preferences. Several relationships are
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found. For example, health care workers, respondents on low incomes and Maori place more
importance on ‘need’ (relative to the other criteria) compared to respondents who do not work
in health care, respondents on middle or high incomes and non-Maori. Though several
statistically significant results are found, it appears that overall the variation in preferences is
largely due to the idiosyncrasies of respondents and not to particular demographic
characteristics. The criteria weights from the random sample are then brought together with
cost and other additional factors in a prioritisation framework. With the aid of a Value for
Money (VfM) chart and associated budget allocation table, decision-makers can consider all the
prioritisation variables in a transparent and consistent way. The framework can be used as a
communication tool, to allocate fixed budgets across a range of services, to keep track of
previous decisions or to re-allocate resources when the budget has been cut. The framework
developed in this thesis illustrates how health care can be prioritised at the meso-level of health
care funding in New Zealand. Ultimately it is up to the decision-makers to choose which
treatments to fund, but if decisions are made explicitly within a transparent and robust
framework that includes all relevant considerations (including the preferences of key
stakeholders), then there is likely to be more acceptance in the outcome.
Tigre Moura, Francisco
Extending the understanding of the effects of cultural localisation of websites
Supervisors: Professor Juergen Gnoth & Associate Professor Kenneth Deans
Cultural localisation of websites represents a relevant managerial practice. Studies have
indicated that when tailoring web content and website design to fit the needs, characteristics
and preferences of target audiences, individuals tend to develop more positive attitude toward
the site, have higher purchase intention and greater ease of use, for example. However, the
investigation of the effects of cultural localisation of websites has been limited to the context of
company websites. The current localisation literature, for examples, does not include websites
which clearly triggers hedonic motivation in users. Moreover, it fails to encompass the users'
motivation and involvement and the product types as moderating factors of perception and
behavioural intention. Also, the main theoretical rationale employed to justify the effectiveness
of the cultural localisation of websites involves only the reduction of cognitive effort applied by
users when interacting with culturally congruent sites. This thesis aimed at understanding the
effects of cultural localisation of tourism destination websites on users' perceptions of the
destination and its site.
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ONGOING POSTGRADUATE RESEARCH
Department of Marketing current postgraduate students (PhD, MCom and MBus) (including
those co-supervised in other departments).
MBus Students
Student

Supervisor(s)

Topic

Fatima Gardezi

Dr Roel Wijland
Assoc Prof Paul Hansen
(ECON)

The role of intuitive mobile interfaces
in the retention of young banking
customers

Student

Supervisor(s)

Topic

Saifeddin Al-Imamy

Assoc Prof Kenneth Deans

Social marketing in e-commerce and
online retail space

Mengxi Li

Dr John Williams
Dr Paul Thorsnes (ECON)

Developing attributes for “Personalised
Energy Priorities” (PEP) system in
households energy consumption
research

Jake Ross

Dr Lisa McNeill

Communitas and flow in the bar retail
environment

Raymond Xia

Dr Damien Mather
Prof Juergen Gnoth

Change of consumer behaviour with
regard to the purchase decision making
process in the era of the internet

Student

Supervisor(s)

Topic

Jamal Abarashi

Prof Sarah Todd
Dr Lisa McNeill

Study of fashion clothing consumers’
behaviour based on social power
motives

Ikerne AguirreBielschowsky (CSAFE)

Prof Rob Lawson
Investigating the energy consumption
Dr Janet Stephenson(GEOG) behaviours of New Zealand children,
Prof Sarah Todd
their understanding of energy issues,
their everyday energy behaviours and
strategies to improve energy awareness
and behaviours in children and their
families

Salma Bakr (CSAFE)

Dr Janet Stephenson(GEOG) Smart grids, renewable energy and
Dr John Williams
demand side management

MCom Students

PhD Students
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David Bishop

Dr Rob Hamlin
Dr James Henry

Branding activity within not for profit
organisations with particular reference
to cause related marketing

Mary-Ann Carter
(PUBH)

Assoc Prof Louise Signal
(PUBH)
Prof Janet Hoek
Prof Richard Edwards
(PUBH)

Is junk food promoted through sport?

Prabash Edirisingha

Dr Rob Aitken
Dr Shelagh Ferguson

Setting up home together: Identity
interplay and consumption in new
couple households

Shobhit Eusebius

Prof Juergen Gnoth
Dr Mathew Parackal

Branding of organisations on digital
social networks from the users’
perspective

Sarah Forbes

Dr Kirsten Robertson
Prof Rob Lawson

A methodological examination of a
dominant physical activity
questionnaire and health promotion
implications

Daniel Gnoth

Prof Rob Lawson
Dr Janet Stephenson
(CSAFE)

Context effects on household energy
related behaviour and decision making

Rebecca Gray

Prof Richard Edwards
(PUBH)
Prof Janet Hoek

Smoking as an “informed adult choice”
among young New Zealanders

Marco Grix

Prof Rob Lawson
Prof Sarah Todd

Towards a measure of individual
consumer morality

Karen Knightbridge

Assoc Prof Kenneth Deans
Prof Rob Lawson
Dr Kirsten Robertson

Usability testing of mental health
websites

Ulirike Knobloch

Dr Kirsten Robertson
Assoc Prof Rob Aitken

An exploration of tourist experiences

Gunn Kro

Prof Brendan Gray
Dr Jodyanne Kirkwood
(MANT)
Dr Tara Duncan (TOUR)

What does "success" mean for women
entrepreneurs?

Nikki Lloyd

Assoc Prof Rob Aitken
Dr Leah Watkins

Self presentation in online discussion
forms

Rachael McLean
(HUNT)

Prof Jim Mann (HUNT)
Prof Janet Hoek

Sodium in New Zealand intake:
Consumer perceptions and implications
for chronic disease

Rosemarie Neuninger

Assoc Prof Rob Aitken
Dr Kirsten Robertson

How intrinsic and extrinsic factors
influence consumer perceptions of
wine quality based on experience
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Philip Osborne

Assoc Prof David
Ballantyne
Assoc Prof Kenneth Deans

Customer centric value creating
networks

Sanne Poulsen

Assoc Prof John Knight
Dr Kirsten Robertson

Developing a consumer-brand
relationship scale

Shabnam Seyed Mehdi

Prof Juergen Gnoth
Dr Kirsten Robertson

The consumer emotion influence on the
choice of tourist destinations

Moira Smith
(PUBH)

Assoc Prof Louise Signal
(PUBH)
Prof Janet Hoek
Prof Richard Edwards
(PUBH)

Attitudes of children and adults to the
food environment in organised sport

Christopher
Stachowski

Dr Rob Hamlin
Assoc Prof Maree Thyne

Niche marketing within international
education

Ken Sumida

Dr Ben Wooliscroft
Dr Sam Michael (PHSE)

An investigation of sports fans'
psychological ownership of their team

Svend Tolson

Dr Rob Hamlin
Dr James Henry

Are cruise ship crew and staff the
forgotten customer of Dunedin? An
analysis of the spending behaviour of
cruise ship crew and staff while in port
Dunedin

Lyle Wetsch

Assoc Prof David
Ballantyne
Prof Juergen Gnoth

Justice and fairness from the
customer's perspective

Kamer Yuksel

Assoc Prof David
Ballantyne
Dr Sergio Biggemann

Changing nature of consumer
promotions due to new media
technologies and their impact on brand
equity
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