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 During the past decades, fast fashion has emerged significantly in the apparel industry. 
Originated in the U.S. in the 1980s, fast fashion refers to designs that move swiftly from runway 
to stores to capture the latest trends. With the emergence of this sector worldwide, an increasing 
number of researches have emphasized on aspects of management and marketing rather than 
evaluated the impacts of internal and external factors on general performances. Taking a 
multidimensional perspective, our research provides an in-depth analysis about performances of 
major fast fashion retailers. To achieve this goal, we evaluate the Fast Fashion Quadrangle 
(FFQ), which includes Fast Retailing, Inc. Ltd., GAP Inc., Hennes&Maurtiz (H&M) and Inditex 
Group (ZARA).  
 We use quantitative and qualitative analysis of both primary and secondary resources to 
investigate the interaction of internal and external factors on the performances of FFQ. 
Consequently, opportunities and risks for the industry are explored. Our expectation is that FFQ 
players will continue to grow due to the new market potentials and consumers ‘dynamism. 
However, these characteristics are insufficient to secure a sustainable performance due to the 
particular weaknesses of each player and the increasing threats of competition within fast 
fashion companies. Therefore, based on Michael Porter’s generic strategies, we anticipate that 
most players within FFQ might experience a shift from their current strategic positions in order 
to adapt to the changing business environment. 

Keyword: fast, fashion, internal, external, performance, threats, opportunities, generic strategies 
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H1a Market turbulence has a positive impact on prospector focus. 
 
H1b Market turbulence has a negative impact on defender focus. 



Page 25

Academy of Marketing Studies Journal, Volume 18, Number 1, 2014 

et al.

H2a Competitive intensity has a negative impact on prospector focus. 
 
H2b Competitive intensity has a positive impact on defender focus.  

et al
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et al.
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H3a Prospector focus has a positive impact on customer orientation. 
 
H3b Prospector focus has a negative impact on competitor orientation.  
 
H3c Prospector focus has a positive impact on interfunctional coordination  

et al  et al

et al.  

et al et al

H4a Defender focus has a positive impact on competitor orientation. 
 
H4b Defender focus has a positive impact on interfunctional coordination. 

 

et al
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H5a Customer orientation has a positive relationship with business 
performance of service firms. 

 
H5b  Competitor orientation has a positive relationship with business 

performance of service firms. 
 
H5c Interfunctional coordination has a positive relationship with business 

performance of service firms. 
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Based on two general theories (social impact theory and trust–commitment theory), this 
study investigates which communication components influence trust levels of target people in the 
online environment. Social impact theory has been applied to researches based on off line 
communication situation. But we enlarged its definition and meanings and tried new approach 
using influential factors in the on-line communication. As a result we applied factors of social 
impact theory to on-line trust-commitment formation. We classified it into three factors: personal 
(similarity), technical (immediate responsiveness), and network (numbers online), which were 
tested. Personal factor means perceived similarity of users in on-line communication situation. 
Technical factor is the speed of response between sender and receiver in the on-line 
communication. Network is defined to number of users who visit a specific site.  More than three 
hundred sample has surveyed and we use the structural model for this research. The results of 
the test are presented. The personal and network factors were important elements, and the 
personal factor was the most influential in building online trust. If a firm wants to have strong 
relationships with its customers, it is recommended to find out exactly the target customers need 
and taste. We show that online social activity can diffuse more rapidly and lively with building 
online trust.  
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H1: The more similarity a person perceives between himself/herself and another person, 
the more he/she trusts that person.   
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H2   The more online immediacy a person feels, the greater the trust in the receiver.  
H3  The more connections someone perceives online, the more he or she will trust other 

people. 
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H4  Trust is an antecedent to relationship commitment.  
H5  Relationship commitment influences relationship satisfaction.  
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This paper discusses the corporate storytelling that Wal-Mart uses. Wal-Mart’s story is 
that people save money and live better by shopping at Wal-Mart. The focus of this paper is an 
analysis of the accuracy of this story with a focus on grocery item purchases. 
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While there have been a variety of studies on green marketing and environmental labels, 
there has been little academic research on Millennials’ interpretation of environmental 
terminology, also referred to as green terminology. There is confusion on the part of consumers 
and manufacturers regarding the use of green terminology. Although environmentally preferable 
products carry a positive image with most Millennials, only some retailers have been able to 
effectively send ‘green’ messages. The purpose of this paper is to examine the meanings that 
Millennials attach to terms currently being used to promote environmentally preferable 
products. Marketers can create more effective messages if they understand how consumers are 
interpreting the terminology used in the messages. 
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RQ1 What meanings do Millennials attach to terms that are used in connection with 
environmentally preferable products?  
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RQ2 Which terms most strongly convey the impression of being environmentally preferable to 
Millennials? 
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Purpose: The purpose of this paper is to examine the influence of varying size of the assortment 
offered by retailers on consumer behavior. 
 
Design/methodology/approach: The empirical study collects the results of twenty studies 
published from 1974 to 2009 (covering fifty individual cases) to perform a meta-analysis. 

 
Findings: The main results indicate that there is a positive relationship between the size of the 
assortment and consumer behavior. Additional analysis shows that moderating variables related 
to the theoretical constructs are those that cause the highest percentage of inter-study variability 
and type of good is the variable that causes the highest percentage of intra-study variability. 
 
Originality/value: Research on the effect of the size of retail assortments on consumer behavior 
has produced mixed findings, and no meta-analysis of the existing research has been previously 
undertaken. The present study addresses this gap in the retail literature. 
 
Keywords: Size of assortment, Consumer behavior, Meta-analysis, Fixed effect model, Random 
effect model 
 
Article Classification: Research paper 
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et al.

Proposal 1:  A strategy of a wide (reduced) assortment has a positive (negative) 
effect on consumer behavior. 

negative relationship exists between 
size of assortment and consumer response

less satisfied
more likely to regret the choice

Proposal 2:  A strategy of a wide (reduced) assortment has a negative (positive) 
effect on consumer behavior. 
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What role does governance play in the development of commitment in buyer-seller 
relationships?  To address this important yet understudied research question, we developed a 
transaction cost framework to study the effect that various governance mechanisms have on the 
development of commitment in buyer-seller relationships.  Our proposed framework was 
empirically tested using a sample of purchasing agents and managers which provided initial 
support for our proposed model and the effect that mutual investments and goal congruence have 
on building committed relationships. 
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H1: Mutual investments in relationship specific assets are positively related to 
the level of commitment between buying and selling firms. 
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H2: Goal congruence is positively related to the level of commitment between 
buying and selling firms. 
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Salespeople are often placed in the unenviable position of being responsible for both 
sales productivity and customer satisfaction. The purpose of this research is to determine 
whether there are salesperson traits/behaviors which will lead to both sales results and customer 
satisfaction. The study evaluated salesperson levels of role ambiguity, autonomy and self-
efficacy to determine whether these characteristics were positively related to sales performance, 
customer satisfaction and customer-orientation levels. The results indicate that each of these 
variables were positively and significantly related to salesperson performance, customer 
satisfaction and customer-orientation. These findings lead to the development of specific 
implications and managerial recommendations and suggestions for further research. 

Sales managers are charged obtaining positive sales results from their salespeople. 
However, they are often confronted with the question “what type of sales results are desired?” 
Customer satisfaction is paramount in many firms, while sales revenue is critical in others. 
However, it is increasingly common to find firms demanding both satisfaction and output. Thus, 
many managers are faced with the dilemma of identifying sales strategies which will successfully 
satisfy customers while simultaneously producing positive sales results. The purpose of this 
research is to assess salesperson variables which may be related to three results desired by 
many sales managers: customer satisfaction (CS), customer-oriented behaviors, and sales 
productivity.  Thus, the purpose of this research entailed an evaluation of salesperson 
perceptions of their role ambiguity (RA), job autonomy, and self-efficacy (SE) to determine the 
empirical relationships existing between these three variables and three desired salesperson 
behaviors/outcomes: customer-orientation (CO), CS and sales performance. 
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H1a. SE will be positively related to CO. 
H1b. SE will be positively related to performance. 
H1c. SE will be positively related to CS. 
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H2a. Autonomy will be positively related to CO. 
H3b. Autonomy will be positively related to performance. 
H3c. Autonomy will be positively related to CS. 
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H3a. RA will be negatively related to CO. 
H3b. RA will be negatively related to performance. 
H3c. RA will be negatively related to CS. 
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Ombudsmen are public officials that investigate complaints by citizens against 
government agencies. Originating in Sweden in the early 1800s, ombudsman offices are now 
common in various federal, state, and local governments, in hospitals, universities, and even 
corporations. Their essence is to investigate complaints and make recommendations when 
warranted. This study assessed satisfaction levels of complainants regarding the Alaska 
Ombudsman’s Office, and found that more than 60% were satisfied to extremely satisfied. Next, 
the study examined the various dimensions of service quality. Four factors emerged: 
Professionalism, Accessibility, Rapport, and Promptness. These and other variables were 
regressed against a measure of satisfaction, with the strongest relationship emerging between 
satisfaction and Professionalism, followed by problem resolution, and only then by the extent to 
which the complainant was favored in the findings. Importantly, this suggests that professional 
service processes and problem resolution are more important in generating satisfaction than 
placating complainants.  
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How satisfied are complainants with the Alaska State Ombudsman’s Office?
 

What are the various factors, or dimensions, that underlie perceptions of service 
delivery? 

 

To what extent is satisfaction a function of how service is rendered (service processes), 
as compared to the investigative outcomes (with regard to favoring the complainant 
versus the government agency)? 
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The mutual fund industry is the third largest financial institution next to commercial 
banks and life insurance. Its innovative design of financial products and distribution channels 
has led to its rapid growth. Despite the keen competition among different channels, traditional 
channel members have managed to maintain their market share. New members in this industry, 
such as banks, have continued to lag behind. This paper examines key service attributes of banks 
as compared to those of other channel members in the mutual fund industry. Salient perceptions 
of customers and non-customers are mapped to provide an audit of vulnerabilities. Managerial 
implications are discussed. 
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Customer activity and turnover is a critical component in measuring profitability and 
market performance. Understanding customer behavior is a vital in examining firms the 
marketplace. The purpose of this study is to examine of the use of marketing analytics to measure 
customer behavior in small business enterprises (SME). The study used three hypotheses to guide 
the direction of the research. Building on key theoretical concepts grounded in accounting, 
finance and marketing literature, this study used analytics to measure both customer behavior 
and firm behavior patterns. This study examined three significant marketing analytics: (a) 
customer behavior analytics (customer turnover/frequency; velocity of profit/payment for 
services); (b) marketing behavior analytics (potential of product/services; economic conditions); 
and economic behavior analytics (pricing adjustment; market barriers). A random sample (N = 
198) of businesses were examined for the study. A quantitative methodology was used to examine 
data collected from the businesses. The results were calculated using a discriminant analysis and 
a Pearson’s Correlation. Based on the results of the study, the marketing behavior analytic 
proved to be moderately significant in predicting customer behavioral patterns. 
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Figure 1 Theoretical Framework of the Study: 
Marketing Analytics and Metric Items 

 
 
 
 
 
 
 
 
 
 

  
 



Page 148 

Academy of Marketing Studies Journal, Volume 18, Number 1, 2014 

H1:   Customer behavior analytics can positively predict customer behavioral patterns in small 
 business enterprises (SME). 

H2:  Marketing behavior analytics can positively predict customer behavioral patterns in SMEs. 
H3:  Economic behavior analytics can positively predict customer behavioral patterns in SMEs. 
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survey research strategy
non-experimental, exploratory research design

cross-sectional research design strategy

Descriptive Statistical Analysis.

Inferential Statistical Analysis.
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Industry type

Consumer monopoly-type industries.

Consumer competitive-type industries

Commodity-type industries

Semi-commodity type industries.  
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(N = 198)

(N = 198)
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The purpose of this paper is to examine the wine-buying decision-making process of U.S. 
Generation Y purchasers, when they select European wines. This is one of few empirical studies 
of U.S. Generation Y wine consumers and their wine purchasing decisions.  Using the Howard 
Model of Consumer Decision Making, the researchers analyzed the significant factors 
Generation Y purchasers use as they make decisions about wine purchases.  Generation Y 
respondents across the United States who were of legal drinking age were surveyed.  In total 713 
usable surveys were obtained.   

The researchers found that when Generation Y purchasers consider European wines, the 
variables of consumer experience and brand familiarity are significant to the decision process.   
In addition, the consumer search process helps to build brand familiarity. In turn, brand 
familiarity improves the consumer attitude which contributes to the intent to purchase wine. 

The results provide valuable information about Generation Y wine purchasers and it is to 
these individuals the global wine industry is looking for market growth.  European wineries and 
their associations can use this information to improve their promotional activities and better 
educate Generation Y purchasers about their products as they develop marketing programs and 
positioning strategies within the U.S.  Wineries can also target other upon whom Generation Y 
purchasers rely for recommendations. This information will enable wineries to use their 
marketing funds more efficiently.  

et al
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et al

H1:  Consumer experience is positively related to decision-making confidence. 

et al

H2:  Consumer experience is positively associated with brand familiarity. 

Brand Familiarity 

 

et al

H3:  Brand Familiarity is positively associated with confidence. 
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et al

H4:  Brand Familiarity is positively associated with attitude. 

Confidence 

et al

et al

H5:  Confidence is positively associated with search. 

et al et al
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et al

H6:  Confidence is positively associated with purchase intention. 

Search 

et al

et al et al

et al
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H7:  Search is positively associated with brand familiarity. 

Attitude 
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et al



Page 177

Academy of Marketing Studies Journal, Volume 18, Number 1, 2014 
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et al
et al

et al

H8:  Attitude is positively associated with purchase intention. 
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H1:   Consumer experience with European wines is positively related to decision –making confidence. 

et al.
 

H2:  Consumer experience with European wines is positively related to brand familiarity. 

et al.

 
H3:  Brand familiarity with European wines is positively related to confidence. 

 

et al.

et al.
et al. et al.

 
H4:  Brand familiarity with European wines is positively related to attitude. 

et al.

 
H5:  Consumer confidence with European wines is positively related to their search. 
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et al. 
 

H6:  Consumer confidence with European wines is positively related to their purchase intent. 
 

et al. et al.
et al  

 
H7:  Consumer search for European wines is positively related to their brand familiarity. 

 

et al.
 et al.

et al.,  et al.,
et al.

et al., ;

H8:  Consumer attitude toward European wines is positively related to their purchase intent. 
 

 et al.

et al. et al.
et al.
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Repeat visitors are different from first-time visitors because they are able to form a 

relational connection with a destination.  Empirical research has largely focused on perception 
of destination attributes and not on whether a true relational connection has been formed 
between the repeat visitor and the destination.  Visitors from both the United States and Europe 
were asked to complete a questionnaire while visiting China where they indicated their 
perception of similarity between their home country and China across a variety of variables 
consistent with those found in the psychic distance literature. This study found that there was no 
significant difference between repeat and first-time visitors raising questions as to the actual 
level of perceptual change and relational belongingness experienced by repeat visitor. 
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n n

education, family life, religion, language, 
entertainment, aesthetics, food, hotels, automobiles, cleanliness, economy and sports”

overall impression
very similar

not at all similar
1 

= very favorable; 2 = somewhat favorable; 3= neutral; 4 = somewhat unfavorable and 5 = very 
unfavorable.



Page 194 

Academy of Marketing Studies Journal, Volume 18, Number 1, 2014 

:

n

(n
n

n n
n

n n
n

 
n n

n

n n

n



Page 195

Academy of Marketing Studies Journal, Volume 18, Number 1, 2014 

n

n

(n

n
n

n
n n

n

n n

n n
n

n n
n

n

education, family life, religion, language, entertainment, aesthetics, food, hotels, 
automobiles, cleanliness, sports and economy



Page 196 

Academy of Marketing Studies Journal, Volume 18, Number 1, 2014 



Page 197

Academy of Marketing Studies Journal, Volume 18, Number 1, 2014 

t df p 



Page 198 

Academy of Marketing Studies Journal, Volume 18, Number 1, 2014 

1 = Very Favorable; 2 = Somewhat Favorable; 3 = Neutral; 4 = Somewhat Unfavorable; 5 = Very Unfavorable

t

1 = Very Favorable; 2 = Somewhat Favorable; 3 = Neutral; 4 = Somewhat Unfavorable; 5 = Very Unfavorable
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A brand orientation is a strategic platform whereby the processes of an organization 
revolve around the creation, development and protection of brand identity with the aim of 
achieving long term competitive advantages (Urde, 1999).  Despite the potentially critical role of 
a brand orientation in terms of business performance, research in this area is still relatively new.  
To better understand the construct, it is worthwhile to explore the antecedents as well as the 
consequences of a brand orientation.  To this end, Harrison-Walker (forthcoming) makes a 
significant first step toward identifying a series of antecedents to a brand orientation.  Although 
several researchers have investigated some of the potential consequences of a brand orientation, 
additional work has yet to be accomplished in this regard.  Based on a review of the literature, 
this paper identifies some as yet unexplored consequences to (or manifestations of) a brand 
orientation.  Managerial and research implications are discussed.  
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forthcoming

Brand orientation is a deliberate approach to brand building where brand equity is created through 
interaction between internal and external stakeholders. This approach is characterised by brands being the 
hub around which the organisation’s processes revolve, an approach in which brand management is 
perceived as a core competence and where brand building is intimately associated with business 
development and financial performance. 
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P1: A brand orientation has a positive impact on the company’s development of an effective 
spokescharacter. 

P2: A brand orientation has a positive impact on the company’s extensive use of strategic and tactical 
integrated marketing communications. 
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P3: A brand orientation has a positive impact on the company’s development of a unique brand 
position. 
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(such as distribution) 
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P4: A brand orientation has a positive impact on the distinctiveness of the brand.  

P5: A brand orientation has a positive impact on the company’s continuous efforts toward brand 
development and innovation. 
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Almost everyone agrees that businesses have a moral obligation to be honest.  Less 
emphasized is the fact that customers, the co-creators of value, are likewise obliged to be honest.  
Customer dishonesty like business dishonesty creates deadweight economic losses.  Marketers 
can improve the moral infrastructure of society and eliminate these deadweight losses if they 
bring the moral accountability of the gemeinshaftlich village to the gesellschaftlich global 
economy.  Customers can be made accountable through an expansion of credence markets that 
measure integrity and that compel the dishonest to bear the costs of their own misbehavior.  The 
feasibility of expanding credence markets is enhanced because expansion serves the interest of 
honest customers who co-create most or all economic value and who thus have high levels of 
latent economic power.  But achieving these worthwhile ends requires a rethinking of the issue of 
privacy. 
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Many firms are struggling with how to measure their return on investment (ROI) related 
to social media activities.  Varying and sometimes conflicting views on social media ROI 
measurement are posited in the literature. This paper builds on the premise of the 3D Unit of 
Analysis Framework (Gilfoil & Jobs, 2012) which demonstrates the limited circumstances where 
social media projects can be evaluated in terms of traditional financial ROI.  Social media as a 
promotional channel is more complex than traditional media, and may be more critical to a 
firm’s success in the long run; however, strategic organizations should not evaluate social media 
return as an activity independent of traditional media.  Instead, companies should gain 
competitive advantage and improve their financial ROI through a reallocation of advertising 
investment – a portion of monies spent on traditional media should be shifted to social media.  
This paper provides an overview of the literature justifying the need for this reallocation 
approach and proposes an adaptation of Rogers Innovation Adoption Curve to help understand 
the likely path of current/future ad budget reallocation rates.      

Innovation Adoption Curve
. 
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It is 
interesting to note that the 30% level approximates equilibrium with the social media usage 
rates of consumers at this time 
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Social media has changed the delivery, structure, and availability of information to reach 
current and future customers and others. Small business leaders are using social media 
marketing to promote their business to gain visibility, viability, and sustainability to survive in 
the current competitive era. This paper focuses on the role and relevance of social media in 
small businesses. The objectives are: (1) to analyze which social media would be more effective 
in the marketing and promotion of small organizations; (2) to explore the benefits and 
limitations of social media in small business marketing strategies, compared to the traditional 
promotion tools; (3) to determine how social media helps in differentiating businesses from their 
competitors; and (4) to analyze the importance of small businesses incorporating social media 
into their marketing efforts.  
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H1  Source altruism is positively related to WOMU. 
 

H2 When a firm incentivizes WOM, source trustworthiness will be lower than when the firm does not.  
 

H3 When a firm incentivizes WOM, source altruism will be lower than when the firm does not. 
 

H4 Disclosure of a firm incentivizing WOM by a WOM source results in greater source 
trustworthiness than nondisclosure when the listener is aware of the incentive. 

 
H5 Disclosure of firm sponsorship by a WOM speaker results in greater source altruism than 

nondisclosure when the listener is aware of the incentive. 
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