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ДЕМОНСТРАЦИОННЫЙ ВАРИАНТ
Время выполнения задания – 180 минут.
Выберите и выполните только один из блоков заданий в соответствии с выбранной
вами программой магистерской подготовки.
Блок I. «Маркетинг»
Прочитайте статью1 и сделайте ее критический анализ на русском языке.
The importance of monitoring the environmental factors impacting an individual business
is fundamental to effective marketing. Issues such as the hostility and uncertainty of the
environment have an impact on the innovativeness and the strategic approach employed by
organizations (Özsomer et al., 1997; Hagberg-Anderson, 2006; Zhao & Cavusgil, 2006). The
business literature is replete with examples of companies that failed due to their not adapting to
environmental changes in the marketplace. It is axiomatic, then, that adaptation to changes in the
business environment is crucial for a business to survive, much less thrive. So, every principles
of marketing textbook we have seen devotes some space to adapting to the environmental forces
affecting a business. The focus of these discussions is on how changes in the environmental
forces can potentially affect the business, and how the company can manipulate the four Ps of
marketing while applying the marketing concept to adapt to those changes.
The problem with the models of the business environment presented in current texts is that
they ignore the very pertinent issue of the effect the environmental change has on the network of
related businesses, both up and downstream, as well as how the change may affect the decision
calculus of the end user or final consumer. Educators seem to assume that students are able and
willing to make the intuitive leap required for understanding the impact of environmental
changes on network partners. Such an assumption is both questionable and short-sighted. The
purpose of the paper is to introduce a model of the business environment that brings all the
potential channel network members into the equation.
Environmental Scanning
Environmental scanning, the systematic gathering of information pertinent to the
organization, not only informs the SWOT analysis conducted by a firm, it also creates an
awareness in the organization of the environmental changes it faces. It is an essential part of the
strategic planning process (Lozada & Calantone, 1996). Additionally, the developing and sharing
of information is a critical element in remaining competitive (Zablah et al., 2004; Chang &
1

Подготовлена на основе: Jackson, R.W., Wood, C.M. (2013) The marketing environment: a new paradigm //
Academy of Marketing Studies Journal, Volume 17, Number 1, p. 35.

1
Национальный исследовательский университет «Высшая школа экономики»

Олимпиада для студентов и выпускников – 2016 г.
Gotcher, 2010; Ling-yee, 2010). The key to effective environmental scanning is to identify
trends in the marketplace that will have the greatest impact on the individual organization. Kim
and Mauborgne (1999) delineate three characteristics of a trend in the environment that makes
that trend worthy of note:
1. The trend must be central to the business.
2. The trend must be taking a decided trajectory.
3. The trend is not likely to quickly reverse itself.
Being central to the business does not necessarily mean that the trend has to initially have a
direct impact on the firm, but rather that the trend has an impact on the overall viability of the
firm’s marketing strategy and channel networks. That is, while the firm must consider the impact
of the environmental change on its core business, it must also consider how that same
environmental change impacts members of the channel network. For instance, the embargo the
U.S. placed on the export of wheat to the former U.S.S.R. to protest their invasion of
Afghanistan in the late 70s (change in the Political / Legal & Regulatory Force) certainly was
central for and had a direct impact upon wheat farmers in the U.S. It was also central for but had
an indirect impact on producers of farm implements, rural banks that had loaned money on land
values bolstered by projected output rather than real value of the property, and businesses in
small farming communities that suffered because of the closing and consolidation of smaller
wheat farms.
THEORETICAL UNDERPINNINGS
Researchers have emphasized the importance of considering the level of dynamism in a
firm’s environment and the difficulty of decision-making in highly dynamic markets (Maltz &
Kohli, 1996). Achrol and Stern (1988) argued that four dimensions-diversity among consumers,
dynamism, concentration, and capacity-should be included in any future research on the effects
of environments on intrachannel variables. These authors defined environmental dynamism as
“the perceived frequency of change and turnover in marketing forces in the output environment”
(p. 37). Their research demonstrated that this dimension exerted significant influence on
decision-making uncertainty. In later work, Kabadayi, Eyuboglu and Thomas (2007) defined
market dynamism as “the frequency of environmental change coupled with the unpredictability
of market factors” (p. 197), and recommended that it be considered by practitioners when
designing distribution systems.
Complexity
In addition to market dynamism, marketers operate in an environment that is more
complex today because firms are increasingly connected to and dependent upon the activities of
other firms. Achrol and Stern (1988) defined firm connectedness as “the number and pattern of
linkages or connections perceived among relevant organizations”, and firm interdependence as
“the mutual reactivity and sensitivity to one another’s acts perceived to be present among actors
competing for output market resources” (p. 37). Kabadayi, Eyuboglu and Thomas (2007) defined
market complexity as “the number and diversity of competitors, suppliers, buyers, and other
environmental actors that firm decision makers need to consider in formulating their strategies”
(p. 197).
Past researchers in channels have argued for development of a broader framework for
analyzing the dynamics and complexity of the business environment and its interactions with
marketing practice. Achrol and Stern (1988) persuasively argued for “open-system” explanations
in channels theory and research that consider the impact of external phenomena on observed
channel relationships. Indeed, Stern’s seminal work (1967) called for a perspective that included
considering channel systems as a whole operating in a complex environment, and not merely as
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an aligned group of disparate organizations. More recent research has likewise pointed to the
need for taking channel members’ perspectives into account when making strategic marketing
decisions (Wagner & Hansen, 2004; Zhao & Cavusgil, 2006; Samiee, 2008; Mouzas et al., 2008;
Hult et al., 2007; Lai et al., 2008; Ling-yee, 2010; Chang & Gotcher, 2010). The proper
alignment of marketing strategies with environmental conditions has been shown to be vital to
the performance of multi-channel systems (Kabadayi et al., 2007).
Unfortunately, many of the tools and paradigms employed for years by both academics and
practitioners are simply not sufficient to address the realities of today’s marketplace. One of
these paradigms that begs for change is the model of the business environment. The model we
have employed for years is too simplistic to be of much use today. The purpose of this article is
to examine the current models of the business environment and, from that discussion, introduce a
new, more comprehensive model of the B2B environment which reflects the dynamic and
interconnected nature of the marketplace.
Value Networks
A major force driving marketing strategy is the importance of value creation in attracting
and keeping organizational customers. This is especially true for industries that turn out products
which are viewed as commodity-like by buyers. Value creation in this setting often amounts to
no more than competing on price. Yet, price is only one aspect of value creation, and marketers
who can add value to commodity-like products can often avoid or at least diminish the instances
of cutthroat price competition. Value creation is essential for marketers to build long-term
relationships (Beverland & Lockshin, 2003; Ritter et al., 2004; Ryssel et al., 2004; Hedaa &
Ritter, 2005; Blocker & Flint, 2007). It has been argued that the concept of value creation has
morphed into value networks, which have their genesis in Customer Relationship Management
(CRM) (Ehret, 2004). CRM, according to Srivastava, Shervani and Fahey (1998), is one of the
three core business processes. Value networks provide the forum for greater and more complex
cooperation between customers and vendors for the purpose of increasing the competitiveness
and profitability of both. Additionally, it is incumbent on the marketer to understand value from
the customer’s perspective (Flint & Woodruff, 2001; Flint, et al., 2002; Wagner & Hansen,
2004; Hult et al., 2007; Chang & Gotcher, 2010). In effect, it is the B2B marketer’s ability to
make its customers more profitable that opens the door to future business (Hedaa & Ritter,
2005).
Derived Demand
Another dimension of interconnectedness that is not captured by current models is the
concept of derived demand. Derived demand has been defined as “... the direct link between the
demand for an industrial product and the demand for consumer products: the demand for
industrial products is derived from the ultimate demand for consumer products” (Hutt & Speh,
2007, p. 691). That is, the business-to-business marketer is inextricably tied to consumer demand
for the products its customer produces. In the words of Meredith (2007):
The importance of derived demand to the firm is a function of both the degree of impact
exerted by such demand as well as the number of alternative markets available to the business
marketer. Managers dependent on a single end-user market should be especially wary of
derived-demand issues because their sales base is not sufficiently diversified to mitigate risk
should their principal market fail (p. 213).
In other words, the B2B marketer has a vested interest in helping its customers stimulate
the demand for their products. Li (2007) describes one of the common pitfalls in market
assessment as “taking input from direct customers only, without looking at demand from
customers’ customers” (p. 40). If derived demand means anything, it means that B2B marketers
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must look beyond the needs of their direct customers and consider the needs of end users as well.
According to Anderson and Narus (2004):
Traditional corporate strategy seeks demand largely through technology push-sell what
you can make. Reflecting this strategy, buying and procurement strive to meet the specifications
of manufacturing and the forecasts of sales. Advocates of supply management turn this thinking
on its head. Relying upon demand pull-make what you can sell-supply management proactively
directs the entire supply network to meet the requirements of end-users. Their primary goal is to
efficiently deliver the greatest value possible to end-users (p. 102).
Looking at the business environment as a three-dimensional one in which the various
layers in the chain of supply encounter the same economic forces in different ways allows the
marketer to view the market holistically.
Network Development
Another critical element in marketing is the relationship between business networks and
the strategic planning process. This relationship extends both upstream and downstream – that is,
from the supply side through to the distribution side of the firm. To gain the maximum leverage
from this eventuality in marketing, firms need to see those upstream and downstream
relationships within the context of the overall network of businesses in which they operate. The
situation is characterized by Dwyer and Tanner (2004) thusly:
... we focused on the special challenges of developing and safeguarding relationships,
which are necessary for the exchange of complex, specialty, and risky products. This focus on
buyer-seller relationships can be myopic, however, because the parties are not the only entities
in the marketplace. They are connected in a network, a much larger and strategically significant
web of organizations (p. 53).
One-on-one relationships are critical, but to lose sight of the overall network may result in
a firm making a decision that, though it helps the individual relationship with a given firm, does
so to the detriment of the overall network. Each firm in a network has its own set of goals, and
yet all the firms in a network are limited in the power and resources they can bring to bear on
solving problems related to providing a satisfactory product to the end user, and thus are
interdependent on the other firms in that network (Wilkinson, 2006; Zhao & Cavusgil, 2006;
Hult et al., 2007; Lai et al., 2008; Whipple et al., 2010). Garnering the resources of the network
is essential to helping customers create products and services that help them compete in their
marketplace (Windahl & Lakemond, 2006; Stanko et al., 2007; Wittmann et al., 2009).
Existing Paradigms
When discussing the environmental forces affecting business in the business-to-consumer
(B2C) marketplace, most marketing texts begin by employing a model of the forces similar to
that presented in Figure 1.
These forces are described as being interrelated and it is pointed out that though each in
their turn will play a more prominent part at a given point in time, they all impact the company’s
marketing strategy. The point of the discussion is that businesses that are most successful over
time are those that adapt best to the changes in these forces. Through effective environmental
scanning and/or opportunity and threat analysis, so the argument goes, companies position
themselves to make changes that will allow them to address the dynamism in the market. While
helpful at some level, these models ignore the impact of the environment on a company’s
suppliers, distributors, competitors, and the final consumers of the product.
As a response to this deficiency, some B2B marketing theorists have developed models
that give recognition to the more critical impact of members of the channel network relative to
other factors in the business environment (Figure 2). Consequently, the model shown in Figure 2
is more complete, in the B2B setting, than the one shown in Figure 1. This model also recognizes
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that changes occurring in and on the four groups included in the inner circle have a larger impact
on the marketing organization than those factors shown in the outer ring.

Figure 1. Environmental Forces Impacting Businesses

5
Национальный исследовательский университет «Высшая школа экономики»

Олимпиада для студентов и выпускников – 2016 г.
Figure 2. Forces in the B2B Environment
In this model, customers are distinct from distributors in that the former highlights the
concept of derived demand. Distributors are customers of the producer, but are not the only
customers with which the B2B marketer must be concerned. Because the B2B marketer’s
success depends on the demand of the final consumers for products, the impact of the
environment on the customer (final consumer) is critical. Certainly, any environmental force that
has a significant impact on distributors’ operations will have an impact on the producer. For
example, if economic conditions result in an increase in interest rates, distributors will find it
more costly to obtain the financing necessary to support their operations and inventory. This
could in turn lead to higher distribution costs for the producer. Similarly, technological
improvements in logistics or warehouse operations could reduce costs for both the distributor
and the producer. Because B2B distribution channels are shorter than B2C channels (Dwyer &
Tanner, 2002), the distributors and suppliers that comprise these channels play a more important
role in the B2B marketplace.
Suppliers certainly are critical to the operations of the marketer. Strategically managing the
relationship with suppliers is a key element to gaining and maintaining a sustainable competitive
advantage (Sheth & Sharma, 1997; Zolkiewski & Turnbull, 2002). When the environmental
factors affecting business have an inordinate impact on suppliers, the producer is, in turn,
impacted. This is especially true if the supplier poses a credible threat of forward integration.
That these environmental forces merit special attention in the B2B marketplace seems obvious.
However, in a real sense, even the model depicted in Figure 2 is deficient in terms of providing a
basis to examine the external environment in the B2B marketplace.
A NEW PARADIGM
To fully grasp the effect of the business environment and the impact of changes in that
environment, marketers need to view that environment in a different context than the one
traditionally used (Hedaa & Ritter, 2005; Neill et al., 2007; Mouzas et al., 2008). This need is
highlighted by Bean and Robinson (2002) when they say, “The notion of embracing new,
relevant conceptions of the environment, contrary to the inclination toward the conservative
position that sometimes cements academicians to outmoded frameworks, is just one element
required in developing renewed efforts toward an updated marketing strategy model to guide the
discipline” (pp. 206-207). The expanded model depicted in Figure 2 is certainly an improvement
over the traditional model shown in Figure 1 when considering the B2B marketplace. However,
it is not sufficient for fully accounting for the differential impact of those environmental
variables on the network associated with the marketing firm, nor does the model take into
account the impact of these environmental variables on the final consumer. Certainly the
producer is affected by the major environmental forces: the Socio-Cultural Force; the Economic
Force; the Political / Legal & Regulatory Force; the Technological Force; and the Natural
Force. Additionally, it is generally accepted that the producer is affected by the Supplier, the
Distributor, Competitors, and the Consumer as forces in the environment.
However, according to Kim and Maubourgne (1999), a firm needs to recognize that
changes in the environment often affect the company very differently than they affect its
customers, and that marketers who maintain a competitive advantage understand, appreciate, and
account for that differential effect. Expanding on that, we argue that the marketers need to take
into account how the environment affects its distributors, suppliers, and ultimate consumers of
the product differently than it affects their own firms. Additionally, the producer is directly
affected by its suppliers, distributors, and the final consumers of its products as entities in the
overall business environment. Wind (2006), while not advocating completely throwing out the
models we have used in marketing, has called for a broadening of how we view the B2B market.
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Figure 3 presents an expanded view of the B2B environment that is representative of this
broadened approach.
The model is three-dimensional, depicting the producer, the suppliers, the distributors, and
the ultimate consumers as operating on four interconnected, but separate, parallel planes. While
the overall channel system is potentially affected by a change in one of the environmental forces,
each organization in the channel network is affected uniquely by that change, and therefore when
scanning the environment, each member of the network needs to not only think about the
implications of this change for his/her own company, but also for other organizations in the
network as well as for customers. This implies a broader, channel-level environmental scanning
process, where the marketer considers the differential impact of those five overall environmental
forces on the suppliers, distributors, competitors, and consumers with an eye toward anticipating
their probable reactions to the changes in those forces. The model also takes into account the
impact of competitors on the different members of the network as well as on the final consumers.
Suppliers face the same environmental forces that the other members of the network face,
albeit those forces will likely have a different manifestation and impact on suppliers than on the
other members of the network. Additionally, they are impacted by their other customers who
place demands on them, and depending on the relative size of those customers, suppliers must
factor them into any decisions they make. At the same time, the supplier faces its own set of
competitors who need to be taken into consideration. The manner in which the B2B marketer
interacts with its suppliers and distributors has a major impact on whether they engage in
opportunistic behavior that is detrimental to that marketer (Ryu & Eyuboglu, 2007; Lai et al.,
2008). For instance, when dealing with suppliers, it is necessary to consider whether they pose a
credible threat of forward integration and what the B2B marketer can do to curtail such an action
(Meredith, 2007). In other words, how likely is it that today’s suppliers might become
tomorrow’s direct competitors? Another issue has to do with how supplier adaptations to
changes in the environment affect its other customers. For instance, Lewin and Johnston (2008)
found that downsizing by suppliers had a deleterious effect on customer service and satisfaction.

Figure 3. The B2B Marketing Environment
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Producers constantly face the challenge of creating, re-creating or enhancing their
sustainable competitive advantage. That is, they must continuously create or alter their value
proposition. The actions of current competitors are certainly of direct concern to producers; yet,
at the same time, there exist in the business environment companies that, given the right set of
circumstances, can become competitors. These potential competitors may be drawn from current
suppliers and/or current distributors (Meredith, 2007), or they may arise from related or
tangential industries. Additionally, there are organizations in the environment who are seeking to
enter the producer’s industry. So, as producers adapt to the five environmental forces, they must
also account for how those forces impact the attractiveness of their own markets. That is,
changes in the overall environment impact the barriers to entry and exit in their own market.
Distributors generally carry products from a variety of suppliers, and any alteration in the
demands of other suppliers has an impact on the distributors’ reaction to the B2B marketer.
Space and time are finite assets for distributors and they must constantly assess how those assets
are used. Distributors also face a set of direct competitors who play a critical role in their
strategic decision-making and whose actions might change the competitive structure of their
marketplace in an instant. Additionally, the question of whether the distributor has the
wherewithal to backwardly integrate is an important consideration.
As an example of how this paradigm works, let’s consider the impact of an increase in fuel
prices (economic force) on an automobile manufacturer and its network of relationships.
Consumers
The impact on consumers is the one that portends the greatest pressure on the auto
industry. If the price increase is significant enough and if consumers believe the increased
gasoline prices will continue in the long term, they will likely adjust their purchase decisions to
reflect the new reality. So, the gas mileage of automobiles purchased will become a more
important criterion of selection.
Distributors
The car dealerships have to decide the best way to move existing inventory and how to
prepare their service departments for changes in the service demands created by a new
generation of automobiles that employ different propulsion technologies. The gasoline costs
associated with operating the dealerships will also increase, which may lead to an increase in
prices. These changes may also require the dealer to do a better job of targeting its efforts to
reflect the reality of the local marketplace as well as trying to optimize the outputs versus the
inputs related to its use of autos and trucks to operate its business.
Producers
Certainly this increase affects the auto producer and the other channel members directly, in
that it will cost more to operate their own fleet of trucks and corporate-owned vehicles. More
importantly, the change in gasoline prices will likely mean a change in the design of autos being
produced. The next generation of autos may need to be lighter in weight and yet will need to
maintain safety factors. They may need to have hybrid engines or engines that can run on a
variety of fuels, or even engines that use a completely different form of energy such as hydrogen
or electricity.
Suppliers
The increase in gasoline prices will affect suppliers in that the prices they charge the
manufacturer will likely rise to compensate for the increased energy costs. Additionally, they
will need to adapt the components they produce for auto makers. For instance, these components
may need to be made of different materials or a lighter version of the same materials. This
change may well alter the mix of suppliers. For instance, if an auto producer desires to sell a line
of electric cars, the components to operate and control the engines will be very different than
those used on gasoline-powered cars, and will in all likelihood involve the use of suppliers not
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heretofore used. Current suppliers, to protect their position in the marketplace, may have to make
drastic changes in the mix of products they sell.
Another historical example of how this model works is to be found in the area of computer
and Internet technology. As computer technology advanced, the Internet developed into a
powerful tool that offered substantial benefits to all members of the B2B marketplace. Let’s
consider the impact of the Internet on the same industry (auto manufacturers):
Consumers
Shopping for cars has been enhanced due to a great deal more information about makes
and models of cars, as well as the ability to shop at the websites of multiple dealerships at once,
or to actually purchase a car online. An additional benefit to consumers of this price transparency
brought on by the Internet was cost savings. More information in a marketplace generally leads
to lower prices (Sinha, 2000).
Distributors
Information sharing within dealerships and between the dealerships and the manufacturers
has been improved through intranets. Follow-up contact between salespeople and customers via
email has improved the level of contact and information sharing.
Producers
Communication with suppliers and dealerships has been improved, and marketing
communication programs targeted to consumers now include web- based offers and email
promotions.
Suppliers
Just-in-time inventory delivery has been aided through intranets as suppliers have aligned
their operations with the schedules of major manufacturers. In turn, these suppliers have also
improved their purchasing activities with their own set of suppliers of raw materials and
component parts.

Questions for your consideration
1. What is the main research proposition of this article?
2. What are the drawbacks of the model proposed?
3. What methods of marketing environment analysis can you name that are not mentioned
in this article?
4. What propositions of the article are relevant to the B2C market as well?
5. What B2C market trends can you name which are relevant for the marketing
environment analysis?
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Блок II. «Маркетинговые коммуникации и реклама в современном бизнесе»
Прочитайте статью1 и сделайте ее критический анализ на русском языке.
BRAND PROMOTIONS IN MICROBLOGGING ENVIRONMENTS
USING CELEBRITY AND COMPANY-GENERATED TWEETS
On 1 March 2011, celebrity actor and self-proclaimed ‘winner,’ Charlie Sheen signed up
for the popular microblogging site Twitter and posted his first Tweet – ‘Winning..! Choose your
Vice...’ While this statement is not particularly informative or inspiring, what is interesting is the
picture that was included with the Tweet. Embedded in the Tweet was a URL to a twitpic
(Twitter Picture) that pictured Charlie and his friend Bree Olson. In this picture, Mr Sheen is
seen holding a bottle of chocolate milk from Broguiere’s Dairy, and Ms Olson is holding a fruit
smoothie from the Naked Juice Company. This promotional plug, or perhaps more accurately,
endorsement, came as a surprise to both companies as it was unsolicited and uncompensated.
Broguiere’s Dairy, a family-run business, claimed to be inundated with phone calls and media
attention and even reported that it generated some new business from the post (Smith, 2011).
Fast-forward 25 h and 17 min, and Charlie Sheen had set the Guinness World Record for
‘Fastest Time to Reach 1 Million Followers’ (Castillo, 2011). Overnight, the world was ‘a
Twitter’ with Charlie Sheen, and Sheen saw an opportunity to capitalize on his growing digital
popularity by endorsing products on Twitter for a fee.
The use of celebrity endorsers is a common practice in traditional offline media. With the
growing popularity of digital media, marketers and advertisers are exploring ways to harness the
power of the celebrity using popular social networking technologies such as Facebook,
FourSquare and Twitter. However, given that differences exist between communication models
for traditional and interactive media (Bezjian-Avery et al., 1998) we have to question the
effectiveness of celebrity endorsements in this environment. The purpose of this paper is to
explore the impact and influence of celebrity endorsements via Twitter. We begin by discussing
the popularity of social media in general and Twitter specifically. Next we examine the different
Tweeting options for brands. From here, we synthesize the literature on celebrity endorsements
that originates from offline environments. We then present the findings of a study exploring the
impact of celebrity endorsements and company-sponsored messages via Twitter.
TWITTER AND THE SOCIAL MEDIA REVOLUTION
Companies appear to be steadily increasing their online spending and social media usage.
According to a 2012 report prepared by the Society of Digital Agencies (SoDA), digital
marketers throughout the world are investing a larger percentage of their marketing budget in
online initiatives – one third expect to invest 60% or more of their ad budget digitally (Digital
Marketers Shuffle Budget, 2012). Advertiser Perceptions’ semiannual survey of nearly 1200
decision makers revealed that 59% of subjects intend to increase social media-ad spending by the
end of 2013. Social media advertising, they speculate, will account for approximately 27% of
digital budgets over the next 12 months – an increase of 5% over the previous year (Advertisers
Say, 2012). Social media usage is not limited to consumer-facing companies. B2B companies
have been using social media to engage their customers longer than B2C companies have (9 in
10 Marketers Use Social Media, 2011). Social Media Examiner reports that the use of social
media has helped many businesses to increase their exposure, improve web traffic and create a
rise in search engine rankings (9 in 10 Marketers Use Social Media, 2011). Among the social
media outlets, commonly used are Facebook, Twitter, Flickr and Foursquare (Balwani, 2009).
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Twitter appeared on the social media landscape in July 2006. As a communication
platform, it allows users to send (and receive) short bursts of communication known as Tweets.
Each Tweet is limited to 140 characters.
Consumers use Twitter for a variety of reasons including: letting family and friends know
what they are doing or thinking (I am sitting on the sofa watching Glee. I’m such a Gleek!),
crowdsourcing (I’m putting together the menu for an Olympics themed party – what should it
include?), sharing information (Midnight screenings tonight for the new movie The Avengers!)
and forwarding news articles to others (Study shows social media isn't always child play).
In turn, brands can use Twitter as an efficient way of target marketing, to gather real time
market intelligence and as a customer service tool. As an example, Whole Foods Market (with
2.9 million Twitter followers) uses Twitter to investigate what their customers like to read and
watch, recommend new food podcasts and invite their customers to upcoming events.
Consumers who follow Banana Republic (80,000 followers) receive invitations to exclusive
preview events, as well as coupons they can redeem at the event. Zappos (2.6 million followers)
and Best Buy (276,000 followers) have been recognized for their use of Twitter to provide
exceptional customer service (Balwani, 2009; Fauscette, 2009).
Similar to other social media technologies such as Facebook, the success of Twitter is
dependent upon the willingness of users to ‘follow’ others and to allow others to ‘follow’ them.
Therein lies the appeal of this platform – consumers have the ability to engage with whomever
they choose, including their favorite brands and celebrities. In doing so, it may be argued that
consumers are more receptive to communications originating from people or brands that they
choose to follow. This may be accounted for by the concept of engagement.
Engagement has been presented as a subconscious, emotional construct (Heath, 2007) and
may be associated with a variety of objects including brands, advertisements and entertainment
content (Burns, 2006). The Advertising Research Foundation (ARF) has broadly defined
engagement as: ‘turning on a prospect to a brand idea enhanced by the surrounding context’
(Elliott, 2006). Hollebeek (2011, 6) defines it as ‘the level of a customer’s motivational, brandrelated and context-dependent state of mind characterized by specific levels of cognitive,
emotional and behavioral activity in brand interactions.’ In the online context, Mollen and
Wilson (2010, 5) define ‘brand engagement’ as ‘the cognitive and affective commitment to an
active relationship with the brand as personified by the website or other computer-mediated
entities designed to communicate brand value’. Engagement, then, may be used in reference to
an active, motivated consumer who has some emotional connection to or interaction with media
content that is relevant to his daily life (Heath, 2007).
In the world of social media research, Sashi (2012) suggests that the engagement process
comprises seven stages: connection, interaction, satisfaction, retention, commitment / loyalty,
advocacy and engagement. Connection occurs when the brand and the consumer connect with
each other, while interaction occurs when consumers interact with the brand and other
consumers using the available technologies. The satisfaction stage involves consumers’ pleasure
with interactions and when appropriate with purchases / product performance. Retention
indicates an enduring relationship between the consumer and the brand. The fifth stage,
commitment / loyalty, focuses on a consumer’s affective (emotional) and calculative (rational)
commitment to the brand. Advocacy occurs when consumers spread the world about positive
brand-related experiences. Finally, engagement occurs when consumers have completed all the
stages and develop strong emotional bonds with the brand; they become co-creators of value and
remain with the brand through trials and tribulations. Consumers may engage with brands via
Twitter through these very stages.
Consumers may develop a connection by first following a brand on Twitter. Next, the
interaction occurs when consumers reply to Tweets distributed by the brand and/or click on links
to web pages, photos or videos that may be embedded in the Tweet. Satisfaction, the third stage,
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may take place as consumers provide positive feedback to the brand via Twitter or bookmark a
Tweet as a ‘favorite’. As consumers enter the fourth stage, retention, they continue to follow the
brand. Commitment / loyalty occurs as a consumer chooses to accept all Tweets distributed by
the brand in their timeline rather than blocking the brand messages. Advocacy may occur as
consumers retweet brand messages and create their own Tweets about the brand. Finally,
engagement is reached as consumers complete stages one through six, maintaining their
relationship with and becoming an advocate for the brand.
In June 2012, Twitter reached the 500 million user mark, with the US representing the
largest number of users – 27.4% (Koetsier, 2012). On a typical day, Twitter fields 400 million
Tweets – or over one billion Tweets every 72 h (Farber, 2012). Twitter usage among teen and
college students continues to grow at a rapid pace – as of February 2012, 31% of US internet
users aged 18–24 use Twitter, a 13% increase from May 2011. Twenty percent of this age cohort
use Twitter on a daily basis (Smith & Brenner, 2012). It has been reported that as many as 20%
of Americans get their news via Twitter, and 90% of people follow one or more brands (White,
2011). Given these statistics, it is not surprising that marketers are captivated by this platform
and hope to cash in on its popularity. Analysts predict that Twitter advertising revenue could
reach $1 billion by 2014 (Indvik, 2012).
In general, online advertising has been found to positively impact consumers’ brand
attitude, attitude toward the ad, brand memory and purchase intention (Lee & Cho, 2010;
Yaveroglu & Donthu, 2008), and it is considered to be more informative and trustworthy than
traditional advertisements (Tsang et al., 2004). As such, advertisers are drawn to the online
environment as a communications vehicle because it ‘has been shown to be more interactive and
have greater capability compared to traditional media to encourage one-on-one interaction,’
(Campbell & Wright, 2008, 65). However, we cannot assume that advertising online (e.g., on
websites) and via other forms of digital communication, including social media, work the same
way and can have the same success. For instance, in a study on mobile advertising, Tsang, Ho,
and Liang (2004) found that consumers have negative attitudes toward unsolicited advertising
unless they previously consented to receiving the messages. The same attitude may exist for
commercial messages sent via Twitter. A consumer’s decision to follow a celebrity on Twitter
does not imply that he consents to receiving commercial messages from the celebrity. Based
upon the above discussion, the following research question is proposed:
RQ1: What impact does a commercial message sent via Twitter have on consumer opinion
of the brand?
TWEETING OPTIONS
A company has a number of options for marketing via Twitter. The firm can send its own
Tweet or have a celebrity do the Tweeting. A celebrity can be compensated for the Tweet (paid
Tweet) or may Tweet for free – referred to hereafter as an organic Tweet. This results in four
possible scenarios:
Company organic: A brand can encourage consumers to follow it on Twitter. This enables
the brand to send commercial message via Tweets to its followers at no cost.
Company paid: A brand can pay for promoted Tweets. Here, a company will pay to have a
Tweet inserted in consumers Twitter feed. This effort is coordinated via Twitter, and these
promoted Tweets are primarily targeted at people who do not currently follow the brand on
Twitter. A promoted Tweet is identifiable by a colored arrow and the words ‘Promoted by’
followed by the company name positioned below the actual message. Promoted Tweets can be
charged either on a cost per engagement event or a cost per thousand impressions model. In the
case of Twitter, engagement refers to clicks, favorites, retweets and @replies and starts at $0.10.
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Celebrity paid: The third option is for the brand to pay a celebrity to Tweet on its behalf. If
readers of the Tweet are aware that the celebrity is a paid endorser for the brand, then regulators
require no disclosure. However, if a significant number are unaware of this connection,
disclosure is needed. Determining the percentage of followers that are aware of a relationship
between the celebrity and the brand can be tricky. For that reason, the FTC recommends
disclosure in the actual message (FTC, 2010). The most common method of disclosure is
through the inclusion of hashtags at the end of the Tweet. A hashtag is the symbol # followed by
the name of a group. Commonly used hashtags by celebrity Tweeters include #spon which is
short for sponsored Tweet, #paid which implies the Tweeter is being paid for his/her Tweet and
#ad indicating that the Tweet is an advertisement (Dickinson & Russell, 2011). Prior research on
consumer understanding of hashtags revealed that #ad is the tag that provided the most clarity
(Wood & Burkhalter, 2012). This approach can cost of tens of thousands of dollars per Tweet.
Celebrity organic: Another possibility is that the celebrity Tweets about the brand without
being compensated. This usually occurs when a celebrity has had a positive experience with a
brand and feels compelled to share it with others. Whereas on the surface this may appear to be
the more desirable option – a free endorsement – in reality, this can pose some problems largely
associated with the lack of control the marketer has over the association with the celebrity
Tweeter as well as the content and timing of these Tweets. For this reason, marketers may be
reluctant to encourage this activity.
Based upon the above discussion, the following research question is proposed:
RQ2: What impact does the communication type (company organic, company paid or
celebrity paid) have on consumer engagement with the brand?
TWEETING CELEBRITIES
Some of the early adopters and the most successful at attracting Twitter followers have
been celebrities. In 2009, actor Ashton Kutcher challenged CNN to a popularity contest – who
would be the first to attract one million followers. Kutcher won and has been credited as the first
account to reach the million follower mark (Kutcher, 2009). In fact, there are a large number of
celebrities who have significantly more followers than major brands. However, it is important to
note that brands may have multiple Twitter accounts for different purposes (or product lines)
with followers spread across different accounts and, in some cases, following multiple accounts.
Celebrities on the other hand typically have only one official account (and numerous fan-created
accounts) (see Table 1).

Given consumers’ infatuation with celebrities and their insatiable appetite for a behind the
scenes peek into celebrities’ private lives, these numbers are not all that surprising. By following
celebrities on Twitter, fans get a glimpse into the daily lives of their favorite celebrities, and they
have a way to directly communicate with celebrities, all in real time. Although this
communication is often one-way, it is not uncommon for celebrities to respond to followers’
Tweets.
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In an effort to harness this potential, a number of boutique agencies have been created to
forge relationships between celebrities and brands. One example is Los Angeles-based Ad.ly, an
advertising agency that pays actors, athletes and musicians to promote products through Twitter.
Since its launch in late 2009, Ad.ly has successfully created more than 20,000 endorsements for
over 150 brands, including Best Buy and Old Navy. The company represents more than 5000 Alist to D-list personalities who are willing to Tweet for cash. Tweeting packages typically start in
the tens of thousands of dollars with many in the six-figure range. For their Tweeting services,
celebrities earn a flat fee per Tweet. For celebrities represented by Ad.ly, this can range ‘from
$1000 to mid-five figures,’ depending upon the celebrity (Grover, 2011). The reality star Kim
Kardashian earns somewhere in the vicinity of $10,000 per Tweet, and as her popularity
increases, so too does her rate. It is not uncommon for some celebrities to earn six figures per
year, and in some cases, six figures per quarter (Grover, 2011). Rather than use an agency,
however, some celebrities choose to negotiate directly with the sponsors, and their Tweeting
arrangements often go beyond Twitter to include postings on their fan pages and in display ads
on Facebook (Grover, 2011).
THE CASE FOR FAMOUS FACES (AND TWEETS)
The traditional marketing communications hierarchy of effects, or AIDA
(attention / awareness, interest, desire, action), helps us understand the series of events that
occurs when a consumer comes into contact with a commercial message. First developed in
1920, several variations of AIDA exist (see Smith & Swinyard, 1982, for a review). The model
contends that for an advertising campaign to be successful, the communication must break
through the clutter and capture consumer attention. After capturing the consumer’s attention, the
goal is to generate interest in the product, create a desire and subsequently move the consumer to
action (e.g., purchasing the product).
When developing a communication strategy, one of the most important decisions an
advertiser needs to make involves the selection of the source of the communication. An
advertisement message may be delivered by the company itself, by a well-known individual
(e.g., celebrity) or by an unknown person (e.g., ‘Average Joe’ representing the typical
consumer). The premise behind the use of celebrity endorsers is that these individuals will not
only draw attention to the product/service being advertised, but the image values associated with
them will also be transferred to the product (Englis et al., 1994; O’Mahony & Meenaghan, 1997;
Till & Shimp, 1998). The use of celebrities is believed to increase the likelihood that consumers
will gravitate toward the celebrity-endorsed brand, generating higher believability, greater
receptivity and higher propensity to purchase (Friedman & Friedman, 1979; Kahle & Homer,
1985; Kamins et al., 1989).
Typically advertisers seek a person who is (a) one with whom the target market can
identify, (b) attractive and (c) perceived as credible (Belch & Belch, 2012). Source credibility is
the extent to which the communicator / source possesses positive characteristics influencing the
degree to which the receiver will accept the message. This is widely accepted as an important
variable in source selection (Dholakia & Sternthal, 1977; Hovland & Weiss, 1951; Ohanian,
1990). For a source, credibility is often described as comprising three elements: expertise,
objectivity and trustworthiness. Expertise considers factors such as the source’s level of
knowledge, skill and experience with the product / service category. Objectivity implies that the
individual is open-minded and unprejudiced. Trustworthiness refers to issues such as honesty,
reliability and sincerity. The ‘match-up hypothesis’ suggests that endorsers are more effective
when there is a good ‘fit’ between the endorser and the product (Kamins, 1990). Given that a
good fit can translate into millions of dollars in sales, companies are eager to secure the services
of celebrities.
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According to Crutchfield (2010), an estimated $50 billion is invested globally each year in
corporate sponsorships and endorsement deals. In the US, famous faces appear in more than 15%
of advertisements. This number pales in comparison to other markets, such as India and Taiwan
where as many as 24% and 45%, respectively, of all advertising campaigns include a celebrity.
Sales for some brands have increased upwards of 20% upon commencing an endorsement deal
with a famous face. Some companies have seen their stock increase by one quarter of one
percentage point on the day the deal was announced (Crutchfield, 2010). As consumers spend
more and more time engaging with social media, marketers are turning to these newer popular
forms of communication while still engaging celebrities.
However, social media is different from traditional media. In traditional media, such as
television advertising, the process is largely based on mass communication – a one to many
approach, in which a communication message is designed to appeal to the majority. The online
format, however, provides an opportunity for a one-to-one approach where messages can be
calibrated for individuals, thereby allowing for greater personalization of the message and, in
theory, greater effectiveness. Social media takes this one step further by allowing the message to
take on a spontaneous conversational format with the communicator and the receiver interacting
directly. In fact, this is one of the major appeals of many social media platforms – the message
often appears less commercial, more organic and therefore may be perceived to be more
authentic and credible.
Celebrity appeal is especially important to consider in such an environment, as
approximately one-third of Americans follow celebrities online (Friel, 2011). Information
justifying the expense of celebrity Tweeters in general and the impact they have on a brands
bottom line is scant. One report indicated that when Kim Kardashian Tweeted for Armani (for
$25,000), it generated 40,000 visits to Armani’s website in less than 24 h (McKay, 2011).
Whether the initial visit translated into repeat visits, enhanced brand opinions or increased sales
has not been made public. Though not directly paid for her Tweets, Demi Moore’s Tweets
regarding products on fab.com resulted in the company’s top three performing sales in July of
2011 (The Fab.com, 2011). The website that Moore Tweeted about, fab.com, was relatively new
and therefore likely unfamiliar to many (Stewart, 1992).
A familiar brand is one with which consumers have experiences that they can draw from
(Alba & Hutchinson, 1987; Kent & Allen, 1994). These brand-related experiences create
associations upon which consumers can draw when subsequently confronted with the brand.
Unlike familiar brands, unfamiliar brands have minimal brand equity and must therefore seek
ways to build familiarity in order to be competitive (Campbell & Keller, 2003).
Brand familiarity influences consumers’ decision making processes as well as the
effectiveness of marketing communications (Tam, 2008). It is associated with greater recall,
positive product evaluations and greater consumer confidence – all potential antecedents to
purchase (Laroche et al., 1996; Mikhailitchenko et al., 2009; Zajonc & Markus, 1982). Attitudes
toward advertisements and brands may also be impacted by brand familiarity. For example, the
attitude toward an advertisement has a more positive impact on brand attitudes for familiar, as
compared with unfamiliar, brands. Additionally, consumers tend to process communications
regarding unfamiliar brands more extensively than those for familiar brands (Campbell & Keller,
2003).
In terms of the relationship between brand familiarity, brand evaluations and consumer
age, research is scant. A recent nationwide study of 130,411 French female consumers sought to
explore the relationship between consumer age and brand preference for perfume (LambertPandraud & Laurent, 2010). The authors assert that compared with older consumers, young
consumers are more innovative, have a greater propensity to adopt novel products and tend to
change their preferences frequently. Their findings revealed that younger consumers are more
likely than older consumers to be drawn to relatively recent (new) brands of perfume, although
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they caution that this attraction may be shortlived. This finding may at least partially explain the
success of the Tweet by Demi Moore for the new/unfamiliar website http://www.fab.com. In
light of this, the following research questions are proposed:
RQ3: What impact does the familiarity with the brand have on consumer response to the
Tweet?
RQ4: What impact does the gender of celebrity have on consumer response to the Tweet?
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RESEARCH STUDY
There is a distinct lack of academic research exploring the receptiveness of consumers to
commercial Tweets in general and those originating from celebrities specifically. This study is a
preliminary step at filling this void.
Stimulus generation
For this experiment, we needed to identify an appropriate celebrity endorser and a product
category to test.
A group of 35 undergraduate students were asked to name the first five
musicians / recording artists that came to mind. They were then asked to indicate whether or not
they felt if each of these artists were likely to endorse products and if so, what products they
might endorse. The top five artists mentioned were Lady Gaga, Britney Spears, Lil Wayne,
Drake, and Katy Perry. The five most frequently mentioned product categories were athletic
shoes, apparel, cosmetics, cars and beverages (alcoholic and nonalcoholic). The top product
category listed was casual athletic shoes. With the exception of beverages, it is perhaps the most
gender-neutral product category and was therefore deemed most suitable for our experiment.
From here, a new sample of 149 undergraduate students was asked to record their
familiarity (5 point scale) with each of the five artists and also to rank these artists in order of
whom they are most to least likely to follow on Twitter. The respondents were then presented
with a list of major and minor athletic shoe brands and asked to record their level of familiarity
with each brand (5 point scales). Finally, the participants were asked to assess the likelihood of
each artist endorsing an athletic shoe (7 point scale). From the results of exercise, due to high a
level of familiarity (M = 4.34, SD = 1.07) and the likelihood of endorsing a brand of casual
athletic shoes (M = 5.20, SD = 1.5), the artist Lil Wayne was selected as the appropriate
celebrity1. For the experimental brands, Vans was selected as the familiar brand (M = 4.14,
SD = 1.10) and R. Mac was chosen as the unfamiliar brand (M = 1.33, SD = 0.80)2. Coupled
with ample news coverage about Lil Wayne’s relationship with and acceptance among the youth
and skateboarding subcultures (with which Vans is associated) (Markman, 2012) and the
positive celebrity-brand fit, Lil Wayne was deemed an appropriate connection.
Next, we reviewed Lil Wayne’s personal Twitter account to identify a recent Tweet that he
had posted regarding a product / service. We then took this Tweet and modified it to include our
experimental brands. The company Tweets (Organic and Promoted by) contained identical
messages. The only difference was the profile picture used for each of the Tweets – Lil Wayne’s
picture was replaced with an image of a footprint for R. Mac and a skateboard for Vans (see
Table 2).
1

Statistics: M – mean, SD – standard deviation.
Both Vans and R. Mac are real brands that have been mentioned and/or appeared in hip hop media, music and
music videos.
2
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Measures
Brand opinion was measured pre and post exposure to the experimental Tweet, using Till
and Busler’s (2000) set of three nine-point semantic differential scales (positive anchors:
strongly like, favorable and positive). Brand familiarity was reported on a single five-point
semantic differential scale (unfamiliar / familiar). To measure the subjects’ engagement (i.e., the
likelihood of clicking on the URL contained within the Tweet), we used Ajzen and Fishbein’s
(1980) set of nine seven-point semantic differential scales for behavioral intention (positive
anchors: probably, certain, possible, definitely would, certain chance, probable, likely, very
frequent, existent). To evaluate previous behaviors related to brandrelated Tweets, Morton and
Friedman’s (2002) five-item, nominal (yes/no) scales were utilized (the word ‘movies’ was
replaced with ‘Tweet’); 1. ‘I have searched for information about brands after hearing about
them in a Tweet’; 2. ‘Looked for brands in the store after seeing a Tweet about them’;
3. ‘Learned new information about brands after seeing a Tweet about them’; 4. ‘Started using
brands after seeing a Tweet about them’; and 5. ‘Wanted to try brands after seeing a Tweet about
them’.
For those individuals assigned to the celebrity Tweet conditions, we employed a number of
additional measures. First, as in the stimulus generation exercise, celebrity familiarity was
reported on a single seven-point semantic differential scale (very familiar / not at all familiar).
We also used Till and Busler’s (2000) two nine-point semantic differential scales (positive
anchors: appropriate, effective) to determine how appropriate Lil Wayne was as an endorser for
each of the brands (Vans and R. Mac). Celebrity and brand image congruency were measured on
a single item seven-point semantic differential scale, ‘How congruent / similar is the image of Lil
Wayne with brand X’ (incongruent / not similar, congruent / similar) (Kamins & Gupta, 1994).
Source credibility was measured using Ohanian’s (1990) 15-item scale measuring
trustworthiness, attractiveness and expertise. Basic demographic information was collected along
with social media participation and usage.
Procedure
The subjects were told that the purpose of the study was to determine the effectiveness of
microblogging as a form of marketing communication. The subjects logged into a secure website
where they were randomly assigned to one of the six conditions with each condition showing
one of the six possible Tweets. They were asked to review the assigned Tweet and subsequently
complete the questions relating to their attitudes and behavioral intentions. The entire exercise
took between 4–17 min to complete, depending upon the assigned condition.
Subject sample
The subjects were drawn from introductory business courses for the undergraduate
population of two universities located in the east and northern parts of the United States. While
the majority of the students in these courses were business students, others majored in Art,
English, Psychology, Political Science, Economics or Communications. Participation was
voluntary, and the answers were recorded anonymously.
RESULTS
Scale reliability results indicated high reliability as all scales reported Cronbach alphas
between 0.86 and 0.98 (Table 3).
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A total of 216 completed surveys were utilized for the analysis, and the sample size in each
condition ranged from 34 to 37. The sample comprises 49% (105) females and 51% (111) males.
The subjects’ ages ranged from 18 to 27 with an average age of 20 years.
Sixty-eight percent of the subjects (150) had a Twitter account, of which almost 74%
reported that they check their account regularly (47.6% several time per day and 27.2% once per
day). When asked what impact Tweets have on their behavior, 73% agreed with the statement
that Tweets provide them with new information about brands; 55% indicated that Tweets have,
in the past, motivated them to search for additional information about the brand; 49% have
wanted to try a brand as a result of a Tweet they received. However, only 40% have sought out
the brand in a store, and an even smaller 26% claimed that they subsequently used the brand.
Subjects revealed a greater propensity to follow celebrities in social media than to follow
brands (Celebrities: Facebook M = 7, Twitter M = 21) (Brands: Facebook M = 5, Twitter M = 5).
Celebrity and brand congruity
An independent sample t-test performed to measure the perceived congruity between the
celebrity and each of the brands came close to significance. The results suggest that Lil Wayne’s
image was perceived to be more congruent with R. Mac (M = 4.34, SD = 1.05) than with Vans
(M = 3.68, SD = 1.64); t (67) = 2.007, p = 0.051.
Appropriateness as an endorser
There was no significant difference in the familiarity and source credibility of Lil Wayne
between the subjects in both celebrity conditions (p > 0.05). The subjects in these conditions
indicated that they were somewhat familiar (M = 4.5, SD = 2.77) with Lil Wayne, and, as a
source, they feel that he is attractive (M = 6.52, SD = 1.6), somewhat trustworthy (M = 5.73,
SD = 1.71) and somewhat of an expert (M = 5.08, SD = 2.01).
As an endorser, Lil Wayne was considered to be more appropriate for R. Mac (M = 5.03,
SD = 1.63) than Vans (M = 3.59, SD = 2.24), t (67) = 3.153, p = 0.004. However, a posttest
evaluation failed to find any perceived difference in his effectiveness as an endorser. Subjects
felt that he was equally effective as an endorser of Vans (M = 4.65, SD = 2.11) as he was of
R. Mac (M = 5.26, SD = 1.66) p > 0.05.
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Brand familiarity and opinion
As expected, a pretest measure indicated that the subjects were more familiar with Vans
(M = 4.22, SD = 1.01) than they were with R. Mac (M = 1.25, SD = 0.648); t (105) = 25.87,
p = 0.000. Despite the lack of familiarity with R. Mac, however, the subjects overall had a higher
pretest opinion of that brand (M = 5.28, SD = 2.29) than they did of Vans (M = 4.2, SD = 2.13);
t (90) = 4.48, p = 0.000).
There was no significant difference between the pre- and posttest opinions of both brands
for those in the celebrity conditions (p > 0.05). There was, however, a significant difference for
the Vans’ company-initiated Tweets overall (Mpre = 4.19, SD = 1.9; Mpost = 3.78, SD = 2.0;
t (232) = 2.563, p = 0.015). A closer look revealed that being exposed to the paid / ‘Promoted
by’ Tweet from Vans lowered the subjects’ opinion of the brand (Mpre = 4.25, SD = 1.99;
Mpost = 3.86, SD = 1.96); t (16) = 2.137, p = 0.048). For those exposed to the organic Tweet,
there was no significant difference (p > 0.05). No significant differences between the pre and
post evaluations were found for the R. Mac brand (p > 0.05).
Behavioral intentions
Next we examined the intention to click on the Tweeted URL among all conditions. A
significant difference was observed between the two Vans company Tweet conditions. Subjects
who received the Vans organic company Tweet were more likely to click on the URL (M = 5.15,
SD = 2.99) than those who received a promoted Tweet from the company (M = 3.90,
SD = 2.68); t (70) = 2.01, p = 0.048. There were no significant differences observed in the
R. Mac conditions, nor the celebrity conditions.
There was a significant difference between Twitter (M = 4.51, SD = 2.79) and Non Twitter
users (M = 3.6, SD = 2.64); t (214) = 2.92, p = 0.02. Those subjects that have a Twitter account
are more likely to click on the URL than those who do not. However, a one-way ANOVA to test
for behavioral intention based on the frequency of Twitter usage (daily, weekly, etc.) failed to
find any differences, F (7, 142) = 0.917, p = 0.495.
Not surprisingly, those subjects who had interacted with brands in the past as a result of
Tweets were more likely to click on the URL (M = 5.20, SD = 2.79) than those who have not
(M = 3.66, SD = 2.57); t (148) = 3.480, p = 0.001. Similarly, those who had previously searched
for brands in stores (Msearch = 5.26, SD = 3.07 vs. Mnotsearch = 4.01, SD = 2.49; t (148) = 2.749,
p = 0.007) admitted to learning new information about brands (Msearch = 4.85, SD = 2.81 vs.
Mnotsearch = 3.57, SD = 2.53; t (148) = 2.531, p = 0.012) or wanted to try products after hearing
about them on Twitter (Msearch = 5.37, SD = 2.87 vs. Mnotsearch = 3.67, SD = 2.45) compared with
those who had not (t (148) = 3.90, p = 0.000). However, we did not observe a difference based
on whether or not they started using the promoted brand (Msearch = 5.13, SD = 2.87;
Mnotsearch = 4.29, SD = 2.74, p > 0.05). There was no significant difference based on gender and
condition, or condition and Twitter usage.
There was no significant difference in the willingness to click on the URL based on
feelings toward or familiarity with Lil Wayne (p > 0.05). A closer look at the data revealed only
three outliers, preventing us from performing an analysis of the extreme values.
DISCUSSION
In interpreting the findings of this study, it is important to remember that only one
celebrity and one product category was tested. This limits the generalizability of these findings.
However, since this study represents early work in this area, we believe that the findings do offer
a valuable contribution and provide a variety of topics for future research.
From our data, we can see that, in general, Tweets are good at capturing attention,
providing consumers with new information about products (73%), motivating consumers to
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search for additional product information (55%) and creating a desire to try the product (49%).
As is the case with traditional media, we can see that with Twitter there is a ‘filtering’ process
where consumers filter out as they proceed through the stages – only 40% were sufficiently
motivated to seek the product out in the store and only 26% purchased the Tweeted product.
These findings suggest that the real value of Twitter is its ability to draw attention to and educate
consumers about brands as well as to encourage consumers to seek out additional information
from other sources (e.g., websites, stores, etc.).
Although our pretest measure indicated that the subjects were more familiar with Vans
than they were with R. Mac, they actually had a higher opinion of R. Mac, the unfamiliar brand.
From prior research, we know that young consumers may be attracted to newer brands (LambertPandraud & Laurent, 2010). Whereas R. Mac is not a new brand, our subjects were unfamiliar
with it – therefore, the R. Mac brand was new to them. Previous experiences with the familiar
Vans brand would have helped to shape the subjects’ evaluation, whereas lack of experience
with the unfamiliar (new) R. Mac may have made this brand more appealing and contributed to a
higher evaluation. Further research is required to explore this.
The celebrity’s image was also perceived to be more congruent with, and his role as an
endorser more appropriate for, the unknown brand. Despite this, his effectiveness (measured by
the subjects’ intention to click on the URL) was similar for both the familiar and the unfamiliar
brand, and he failed to change the subjects’ opinions of either of the brands. It appears, at least
from the findings of this study, that celebrity Tweets do little beyond communicating product
information and encouraging some online search. They also have little impact on brand opinions.
Individuals who are exposed to a marketing communication for an unfamiliar brand only
have the information provided in that advertisement to draw upon in forming brand attitudes
(Machleit & Wilson, 1988). Greater processing is thus required (Tam, 2008), and consumers
may elaborate on the marketing communication – in this case a Tweet – more than they would
for a familiar brand (Mikhailitchenko et al., 2009). This highlights the importance of a carefully
crafted message to help formulate the initial opinions.
In the familiar brand company conditions, we found that subjects were more likely to click
on an organic Tweet than they were to click on a promoted Tweet. We did not observe this with
the unfamiliar brand. Furthermore, opinions of the familiar brand were lowered after being
exposed to a promoted Tweet. It may be that subjects believed that the established (i.e., familiar)
brand, Vans, or perhaps more precisely, the established brand for which the subjects have a
neutral opinion was ‘trying too hard,’ when it used the ‘Promoted by’ Tweet and therefore
lacked authenticity (Holt, 2002). This also raises an interesting question regarding credibility – is
it possible that utilizing Twitter to distribute blatant marketing messages can have a negative
impact on the credibility of familiar brands, particularly brands that consumers do not have a
strong opinion of? Whereas, for unfamiliar brands (where the credibility has yet to be
established), there is nothing to be lost from openly promoting the brand via Twitter. While our
findings are insufficient to explore this, future research may pursue this area.
There was no significant difference between the pre and post opinions of the unfamiliar
brand. It appears that a promoted Tweet, one which the company pays to have distributed, can
hurt opinions and the likelihood of further engagement, specifically interaction (e.g., click
through) if consumers are already familiar with the brand. If it is a lesser or unknown brand, it
does not hurt opinions, but it does not help either.
A low click-through rate for the embedded URL indicates lack of engagement. More
specifically, according to the work of Sashi (2012), it indicates a lack of interaction. The reason
for poor interaction may include a variety of factors, including those that are consumer related
(e.g., fatigue, non-Twitter user who has no experience with this form of marketing
communication), brand related (e.g., the subject may not be interested in the product / brand), or
message related (e.g., a poorly crafted message). Beyond the need for careful target marketing so
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that Tweets are distributed to those most likely to be interested in them, this finding again
highlights the need for the careful creation of marketing messages.
LIMITATIONS AND FUTURE RESEARCH
This study is not without its limitations. As previously mentioned we only examined one
celebrity, one message and one product category, therefore limiting the generalizability of our
findings. Our subject sample was also young and educated. These limitations alone make it
difficult to draw clear conclusions about the influence of celebrity Tweets. Additionally, the
message utilized in our experiment was an existing message altered to include the names of our
experimental brands. We did not pretest this message to determine the subjects’ attitudes toward
it. Each of the Tweeting conditions (Lil Wayne, Vans, R. Mac) contained a different profile
picture. As a result, we cannot discount the potential impact the profile picture has on subjects’
attitudes and behaviors. In the development of our study, we choose to use existing validated
scales in their original form. In some cases, these were five-point scales, and in others they were
seven- or nine-point scales. Whereas this is not an uncommon practice in marketing scholarship
(e.g., Roedder John et al., 1998), it is not entirely desirable. Finally, the issue of brand and
platform (credibility) is something that we did not explore and warrants future exploration. It is
not clear from the findings of this study how credible Twitter is as a communication channel in
the eyes of our subjects and how the utilization of this channel impacts or interacts with a
brand’s credibility. With this in mind, we make the following recommendations for future
research.
We recommend expanding the existing study to include a wider range of
products / services and celebrities as well as a more diverse subject pool. The relationship
between consumer age, brand familiarity and brand evaluation is an area that requires further
exploration in both online and offline communications. Given the 140 character constraints of a
Tweet, we recommend exploring how the content of the message and the profile picture of the
Tweeter can facilitate engagement and influence attitudes and opinions, with a view to develop a
set of guidelines for how to create an engaging and persuasive message. Perceptions of platform
(Twitter) credibility require further exploration as well as how the use of Twitter for marketing
communications influences a brand’s image, credibility and perceived authenticity. Another area
to examine is how the usage of Twitter (number of accounts followed, frequency of reading
posts, etc.) impacts the persuasiveness of Twitter-based marketing communications. Obviously
the potential of celebrity endorsers should be explored in other social media platforms, such as
Facebook and FourSquare.
SUMMARY AND IMPLICATIONS
We have decades of research on marketing communications using traditional media
(television, print, etc.), but there is a lack of research to guide our actions in emerging social
media environments. From this preliminary study, we can conclude that, given their large
following on social media, celebrities can be an effective way of quickly reaching a large
audience. However, beyond breaking through the clutter, capturing attention and sharing product
information, their impact on brand engagement and enhancing brand opinion, at least from the
findings of this study, is minimal. Similar to traditional offline media, what influence celebrities
do exert may be best served with unfamiliar (new or lesser known) brands by helping to raise
awareness.
Our results also suggest that firms with established / familiar brands should be cautious
about paying to seed their own Tweets using Twitter’s ‘Promoted by’ option. Those companies
who adopt this approach run the risk of lowering consumers’ opinion of the brand. Instead, these
companies should strive to increase their number of followers so that they can Tweet organically
and/or engage celebrities to Tweet on their behalf, with the understanding that the celebrities’
23
Национальный исследовательский университет «Высшая школа экономики»

Олимпиада для студентов и выпускников – 2016 г.
usefulness is largely limited to creating awareness and providing information. For unfamiliar or
new brands, company ‘Promoted by’ Tweets can help to promote a brand but do not necessarily
influence brand opinion.
The very nature of social media allows the consumer to read or hear what he wants and to
discard with one keystroke that which does not interest him so that he may move on to the next
piece of information. The amount of control that the consumer wields in these digital spaces
cannot be ignored. Coupled with the high speed by which social media platforms grow and
evolve, it is evident that ongoing research aimed at understanding how consumers use social
media, as well how they feel about and respond to marketing messages in these spaces is
necessary.
Questions for your consideration
1. What research questions were investigated in the article? What scientific methods were
applied to investigate each of these questions? What propositions are well or poorly reasoned in
the article? Please, explain your opinion.
2. Do you think there are differences between the communication models used in
marketing communication campaigns in traditional media as opposed to marketing
communication campaigns in Internet and social media? Please, substantiate your point.
3. What communication theories and advertising models do you know? Which of them you
find relevant for the use of celebrity endorsers? Which of them you find relevant for social media
promotion campaign analysis and planning?
4. What measures of marketing communication effectiveness do you know? What impact
marketing communications via social media can and cannot have on brand performance?
5. Do you know the opposition of three types of marketing communication media: owned,
paid and earned media? What is your understanding of this opposition? Explain what relation
this opposition has to the subject of the article?
6. What type (or types) of advertising strategy in terms of ‘type of involvement / type of
attitude’ would be suitable for brands in the category “casual athletic shoes”?
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Блок III. Профиль «Стратегическое и корпоративное управление»
Прочитайте статью1 и сделайте ее критический анализ на русском языке.
Agglomeration economies – positive externalities that stem from the geographic colocation of firms – are a potential source of competitive advantage (e.g., Porter, 1998). Thus it is
not surprising the interest in agglomeration economies has increased recently in both the
economics and strategy literatures. Economics has focused on the supply side of agglomeration
economies – studying how different types of agglomeration economies impact the geographic
distribution of economic activity. For example, Glaeser and Kerr (2009) examine where
manufacturing start-ups are born, showing that pools of skilled labor have greater positive effects
than pools of specialized suppliers. Strategy has focused on the demand side of agglomeration
economies, studying what types of firms co-locate. For example, Shaver and Flyer (2000) show
that larger firms co-locate less frequently than smaller firms, due to concerns over aiding
competitors. Note that each literature's inherent focus leads it to ignore the other – considering
supply side heterogeneity without acknowledging demand side heterogeneity and vice versa. As
a result, our understanding of the relationship between location strategies and agglomeration
economies is incomplete.
We examine both supply and demand sides of agglomeration economies to address the
question: where should firms locate to increase appropriation from agglomeration economies?
Combining the two perspectives results in several conceptual gaps that we address using three
basic concepts – localization, concentration, and market efficiency. We apply the first concept –
localization – to the supply side. This leads to the new question of whether firms can appropriate
the different types of agglomeration economies from afar, without co-locating. We apply the
second concept – concentration – to the supply side. This leads to the new question of whether
factor pools controlled by fewer firms reduce newcomer firms' appropriation and, thereby, firms'
incentive to co-locate. We apply the final concept – market efficiency – to the supply side. This
leads to the new question of whether competitor appropriation risk is curbed for those factors
where the market for transfer is less efficient, which allows firms to co-locate with less worry of
aiding competitors.
To test our expectations, we examine the location choices of first-time foreign entrants to
the U.S. We adopt the best methodological practices from economics to isolate agglomeration
economies from a multitude of other covariates that also encourage firms to co-locate.
Firm asymmetry for agglomeration economies
Marshall (1920) suggested that co-located firms experience reduced production costs due
to pools of skilled labor, specialized suppliers, and knowledge inflows from competitors.
Agglomeration economies may also provide revenue-enhancing opportunities, especially access
to knowledge spillovers. However, for consistency with the traditional agglomeration literature
in economics, we develop our arguments based on cost reduction mechanisms. Firms that benefit
from agglomeration economies – a source of reduced costs – will, therefore, have an advantage
over competitors. We argue that the extent to which firms locate to appropriate agglomeration
economies will depend on three traits of factor supplies: localization, concentration, and market
efficiency.
Localization of factor supply: does appropriation require co-location?
On the supply side, Glaeser and Kerr (2009) showed a differential effect of Marshall's
agglomeration economies on the formation of start-ups in manufacturing: factor pools of skilled
labor have the greatest positive effect, followed by input suppliers and, rather surprisingly,
1

Подготовлена на основе: Alcacer, J., Chung, W. (2014) Location strategies for agglomeration economies //
Strategic Management Journal, Vol. 35, Is. 12, pp. 1749-1761.
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knowledge flows have a non-robust negative effect. Our interest is in whether firms act
strategically to appropriate these differential effects. In contrast to co-located start-ups, which are
automatically showered by their home location's agglomeration economies, ongoing firms face
the choice of where to co-locate to enjoy agglomeration economies in other locations.
Similarly, stemming prominently from Jaffe, Trajtenberg, and Henderson (1993); there is a
growing recognition that knowledge is somewhat localized because it has tacit components.
Overall, to increase appropriation of agglomeration economies, firms will locate among
factor pools whose increasing returns are more geographically bounded. Because worker
commuting patterns and R&D spillovers are more geographically bounded than the flow of
commodities, benefits from pools of skilled labor and knowledge spillovers will be more
localized than benefits from specialized suppliers. As a result, we expect that firms will be more
likely to co-locate with rich pools of skilled labor and potential knowledge spillovers than with
pools of specialized suppliers.
Concentration of factor supply: does factor concentration hinder appropriability?
Chinitz (1961) identifies another dimension of supply side heterogeneity: the presence of
numerous, small suppliers that fuel an industry's vibrancy. We extend Chinitz's idea of industry
structure – an oligopoly versus competitive market – affecting agglomeration economies beyond
supplier factor pools to labor and knowledge factor pools.
Locations with more oligopolistic factor pools reduce the ability of newcomer firms to
appropriate agglomeration economies for two reasons. First, even when factor pools are the same
size, the factor inputs that incumbent firms utilize may be more or less firm specific.
Second, factors don't always flow easily among firms. Factors may move between firms as
they hire and fire employees, engage and release suppliers, and otherwise interact with their
neighbors. Factor movement creates opportunities for co-located firms to leverage those factors
for competitive advantage. It follows, then, that when a location is dominated by a smaller
number of firms, there will be fewer opportunities for factors to be exchanged and fewer
opportunities for newcomer firms to benefit from their neighbors.
For these two reasons, firms will favor locations whose factor pools are not dominated by
few firms.
Efficiency of factor markets: does market efficiency impact appropriation risk?
In the strategy literature, Shaver and Flyer (2000) suggested that firms not only benefit
from agglomeration economies, but also contribute to them. Because firms are heterogeneous,
they differ in their net benefits from agglomerating. In some cases, a firm's net benefits could be
negative, causing it to not co-locate.
Note that this research focuses on heterogeneity in the demand side of agglomeration
economies – firm heterogeneity – without acknowledging supply side heterogeneity – types of
agglomeration economies. To combine demand and supply sides, we need to introduce logic for
why each type of agglomeration economy brings different competitor appropriation risk:
variation in each factor market's efficiency.
Accessing factor pools of labor, suppliers, and knowledge requires exchanges through the
marketplace (skilled labor, for example, has to be obtained through the local labor market). If the
market is imperfect, the factor becomes difficult to access, limiting its appropriability. A firm
that contributes factors that other firms cannot readily access through the marketplace does not
risk its competitive advantage; it can embrace the benefits of agglomeration without shouldering
the costs of aiding proximate competitors.
We expect labor to be the most appropriable factor input because labor markets are
relatively efficient. Labor markets are easy to penetrate because they are thick with information.
Professions, job categories, and duties are fairly well defined, and prices (wages) are readily set
by supply and demand in the marketplace. The market is so well defined that the Bureau of
Labor Statistics maintains the ‘Standard Occupation Classification,’ system with
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820 classifications covering all possible professions. Additionally, labor quality is somewhat
observable from education, training, and relevant experience. The labor market's transparency
makes it easy for newcomer firms to access. Therefore, contributions that firms make to enlarge
and deepen local labor pools should be appropriable by neighboring firms.
We expect knowledge spillovers would be the hardest to access through markets, and the
least appropriable, because knowledge is tacit. Identifying the potential value added from a piece
of knowledge requires substantial interaction between firms, which is hard to do at arm's length.
Transfer is likely to be even more problematic, since it may require repeated interaction with an
unwilling donor firm. Prices are nonexistent with unwilling donors, suggesting that a formal
market does not exist. As a result, the appropriability of knowledge outflows to neighboring
firms should vary considerably; some knowledge is readily gleaned by all and much is more
opaque.
Finally, we expect the appropriability of specialized suppliers to be somewhere in between.
While some supplier services are tightly specified and require only a one-time transaction
(purchasing a commodity, for example), other services are more involved and difficult to specify
ex ante, such as when a supplier provides services over time for an ongoing project. Also,
services supplied to one firm might not be suitable for another firm due to differences in business
processes and routines. A lack of standardization makes pricing idiosyncratic, suggesting an
imperfect market. As a result, the appropriability of one firm's contributions to the factor pool of
specialized suppliers will be less appropriable by neighboring firms.
Applied to location choice, firms that contribute more to agglomeration economies will
avoid factor pools where competitors can easily appropriate increasing returns (e.g., factor pools
of skilled labor), but not when appropriability is difficult (e.g., specialized suppliers or
knowledge). The greater contributors to pools of skilled labor and specialized suppliers will be
larger firms (Shaver & Flyer, 2000), while the greater contributors to knowledge pools will be
firms with greater technical capabilities (Alcácer & Chung, 2007).
EMPIRICAL DESIGN
Sample and method
Conceptually, agglomeration economies decrease costs or increase productivity among
geographically proximate firms. In an ideal empirical setting, researchers would use a firm
performance variable and model its spatial variation on some measurement of agglomeration
economies across locations and industries. Unfortunately, this approach requires detailed data at
the establishment level that is rarely available across industries and locations. Facing this data
constraint, researchers have generally followed two approaches. Studies in economics have used
aggregated or averaged indicators of economic activity – such as labor productivity, wages,
employment, and entrant and incumbent counts – by location (see Hanson, 2001, for a review of
this literature). Studies in strategy have used firm-specific entry data – disaggregated location
entries, mostly by foreign firms – as an indirect indicator of firm performance. We follow the
second approach because we are interested in how firms locate strategically to appropriate
agglomeration economies.
We use location decisions for first-time foreign entrants in the continental U.S. in
manufacturing during the years 1985 to 1994. To determine first-time entrant status, we
reviewed inward investment data back to 1975. We excluded transactions where a firm invested
in the same industry as prior transactions, but included transactions when a firm invested in a
different four-digit industry from all prior investments. Our sample of firms is drawn from
Foreign Direct Investment in the United States: Annual Transactions, published by the
International Trade Administration (ITA). We match firms making these transactions to their
accounting information from Worldscope. Restricting ourselves to first-time, greenfield entries
by firms with publicly available accounting information yields a sample of 657 investment
27
Национальный исследовательский университет «Высшая школа экономики»

Олимпиада для студентов и выпускников – 2016 г.
transactions. To observe firms making the least constrained location choices, we follow Head,
Ries, and Swenson (1995), Shaver and Flyer (2000), and Alcácer and Chung (2007) and exclude
firms that entered through acquisitions.
Our geographic unit of analysis is economic areas as defined by the Bureau of Economic
Analysis (BEA) in 1995. Each economic area consists of at least one node (a metropolitan or
densely populated area that serves as the center of economic activity) and the surrounding
counties that are economically related to the node(s) through commuting patterns. Because
economic areas capture the boundaries of labor pools as described by commuting patterns
between work and home, they provide the relevant geographic contours of factor pools
associated with skilled labor, specialized suppliers, and knowledge.
We model the location choice process, in which firms choose one of L locations, with a
conditional logit model as described by McFadden (1974) that has been used extensively in the
agglomeration literature (Head et al., 1995). Specifically, we estimate the following equation:

where (a)
is the agglomeration level for industry i in location l (measured as sameindustry employment); (b)
captures supply side agglomerations associated with skilled labor,
specialized suppliers, and knowledge flows for industry i in location l; (c)
captures demandside agglomeration economies for industry i in location l; (d)
captures natural cost
advantages in location l that may also drive agglomeration; and (e) Hilt is a set of Herfindahl
indices for factor pools underlying each agglomeration economy. Note that all variables vary by
year-industry-location with the exception of , which varies by location but is time invariant.
VARIABLES
Independent variables
Agglomeration levels ( ) and agglomeration economies ( )
In most empirical settings, agglomeration economies cannot be measured, leaving
researchers to infer their existence indirectly, which may lead to misidentification. One common
pitfall is to assume that observed agglomeration level
– geographic concentration of sameindustry activity i in location l – indicates that agglomeration economies are present in location l.
The problem with this interpretation is that coefficient β1 encompasses two effects: one
associated with scale – the level of the agglomeration – and another associated with
agglomeration economies. A location with high levels of agglomeration may fall short of
producing agglomeration economies if, for example, too many firms compete for the same
factors, if factors are too firm specific to advantage others, or if the pool of factors is not what
competitors need. The agglomeration literature in economics has approached the identification
problem by separating the prevailing level of agglomeration from agglomeration economies with
orthogonal measures, which would capture the performance boost attributable to specialized
inputs (supply-side agglomeration economies) and buyers (demand-side agglomeration
economies) in a particular industry.
We measure agglomeration levels ( ) as the logarithm of same-industry employment per
year-economic area. For those rare industry-year-economic area observations where employment
was equal to 0, we added 1. Our employment data comes from the County Business Patterns
(CBP) report by the U.S. Census Bureau. We aggregate employment per industry-year at the
county level to the economic-area level using the definition of economic areas provided by the
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BEA.
To isolate the supply side-agglomeration economies (access to skilled labor, specialized
suppliers, and knowledge flows), we build on Glaeser and Kerr (2009), who suggested three
indices that are orthogonal to agglomeration levels. These indices measure the match between
the factors firms need and the factor pools that locations provide.
Labor_fitli, our proxy for agglomeration economies associated with access to skilled labor,
compares the occupational requirements for industry i to the available work force in those
occupations in a given location l at time t, and it is defined as:

where o indexes occupations, Lio is the percentage of industry i's employment in
occupation o, Eklt is the employment of industry k in location l at time t, and Elt is the total
employment (across industries) for location l at time t. Occupational data came from the 1987
National Industry-Occupation Employment Matrix (NIOEM) published by the Bureau of Labor
Statistics (BLS) and employment data from the CBP.
Suppliers_fitilt measures the agglomeration economies associated with specialized inputs.
It is defined as:

where inputi ← k is the share of industry i's inputs that come from industry k, Ii is the
number of inputs required by industry i, Eklt is the employment of industry k in location l at time
t, and Elt is the total employment (across-industries) for location l at time t. Employment data
also came from CBP. The input requirement data came from the Benchmark Input–output
Accounts of the U.S. for 1992 from the U.S. Department of Commerce.
Knowledge_fitilt captures the agglomeration economies associated with knowledge flows
and it is defined as:

where citationsi ← k is the share of backward citations that patents in industry I make to
industry k, Pklt is the stock of patents generated by firms in industry k in location l at time t, and
Plt the total patent stock (across-industries) for location l at time t. We use patent data from the
Micropatent data set to calculate patent stocks and patent citations patterns by industry,
economic area, source, and year.
These variables range from − 2 (i.e., the location does not provide the type of factors a firm
requires) to 0 (i.e., all the factors are available in exactly the same proportions a firm requires).
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Note that our variables are variations of those used in Glaeser and Kerr (2009). Glaeser and
Kerr's measures utilize all industries and occupations present in a location, whether or not they
provide inputs for the focal firm's industry. In contrast, we construct our measures using only
those industries and occupational areas that are utilized by the focal firm's industry.
Natural cost advantages ( )
Following Head et al. (1995), we use alternative specific constants (ASCs) (dummy
variables per economic area) to capture time-invariant attributes that may attract entrants.
Examples of time invariant attributes captured by ASCs would be land area, population density,
right-to-work laws, tax rates, and natural advantages such as a coastal location.
Demand-side agglomeration economies ( )
Firms may also co-locate due to demand-side agglomeration economies. Proximity to
customers may reduce transportation costs and, thereby, increase productivity. To control for
demand-side agglomeration, we define the variable Buyers_ fitilt as follows:

where outputi → k is the share of industry i's outputs that go to industry k; Eklt is the
employment of industry k in location l at time t, Ekt is total employment for industry k across
locations, Elt is total employment in location l at time t, and Et is total employment across
location and industries (national employment) at time t.
Concentration variables (Hilt)
To reflect the concentration of a location's factor pools in fewer firms, we construct a basic
Herfindahl-Hirschman index for an industry's same-industry employment

) and

weighted indices for occupation needs

, and

, supplier-industry employment

patent citations by economic area-year
.
is a control variable for the
concentration of a location's overall activity; the other three concentration indices are focal
measures. Herfindahl indices are set to 0 for economic areas with zero industry employment
share or zero patent share.
Table 1, 2 summarizes the sources and nature of our variables and provides summary
statistics.
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Table 1. Descriptive statistics
Descriptive statistics of economic areas characteristics (1985–1994 for 145 economic areas)*
Std.
Correlations
Variable
Source
N**
Mean
Min Max
Dev.
Location-specific entry
Annual
FDI binary
72,790 0.01 0.08 0.00 1.00 1
variables
Transactions
(ITA)
log_employment County Business count
72,790 3.45 2.76 0.00 11.47 0.10 1
Patterns (BEA)
buyers_fit
County Business percentage 72,790 0.87 1.00 0.00 31.57 0.06 0.27 1
Patterns (BEA)
labor_fit
Nat'l
Industry- percentage 72,790 −0.69 0.11 −1.08 −0.32 0.03 0.13 0.15 1
Occupation
Matrix
suppliers_fit
County Business percentage 72,790 −1.33 0.32 −2.00 −0.17 0.05 0.37 0.18 0.23 1
Patterns (BEA)
knowledge_fit Micropatent
percentage 72,790 −1.64 0.15 −1.99 −0.74 0.05 0.25 0.15 0.07 0.06 1
herfindahl_empl County Business herfindahl 72,790 0.39 0.36 0.00 1.00 −0.02 0.27 0.04 0.03 0.08 −0.02 1
oyment
Patterns (BEA)
herfindahl_labor Nat'l
Industry- herfindahl 72,790 0.00 0.00 0.00 0.03 −0.06 −0.30 0.04 0.32 0.00 −0.28 0.05 1
Occupation
Matrix
herfindahl_suppl County Business herfindahl 72,790 0.36 0.19 0.00 1.00 −0.03 0.00 0.01 0.06 0.13 0.06 0.11 0.05 1
iers
Patterns (BEA)
herfindahl_know Micropatent
herfindahl 72,790 0.26 0.30 0.00 0.99 0.01 0.20 0.09 0.10 0.10 0.31 0.05 −0.16 0.08 1
ledge
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Table 2.

Firmspecific
variables

Descriptive statistics for foreign investment transactions (1985–1994)
Variable
Source
N
Mean Std. Dev. Min
Economicall Worldscope, dummy
657 0.732 0.443
0
y large
Compustat
R&D leader Worldscope, dummy
657 0.460 0.499
0
Compustat

Max
1
1

RESULTS
Table 3 assesses how localization of factor supply and factor pool concentration affect
location choices. The first column is a benchmark specification of control variables. The
subsequent columns introduce each independent variable separately.

32
Национальный исследовательский университет «Высшая школа экономики»

Олимпиада для студентов и выпускников – 2016 г.
Table 3. Attractiveness of locations' factor input pools
Conditional logit models of locations' attributes affecting likelihood of being chosen
Baseline
Agglomeration economies/factor pools
Dependent variable:
entry in one economic area
Econ. area dummies
log_employment

buyers_fit

labor_fit

suppliers_fit

knowledge_fit

herfindahl_employment

herfindahl_labor

(1)
includedc
0.4190c
(0.031)
[1.520]
0.1320c
(0.027)
[1.141]

(2)
includedc
0.3737c
(0.032)
[1.453]
0.0878c
(0.028)
[1.092]
3.9646c
(0.828)
[52.699]

(3)
includedc
0.3501c
(0.033)
[1.419]
0.0869c
(0.028)
[1.091]
3.4101c
(0.857)
[30.268]
0.5582b
(0.222)
[1.748]

(4)
includedc
0.3356c
(0.033)
[1.399]
0.0797c
(0.029)
[1.083]
2.8844c
(0.875)
[17.893]
0.4933b
(0.223)
[1.638]
1.9400c
(0.578)
[6.959]

Concentration of factor pools
(5)
includedc
0.3515c
(0.033)
[1.421]
0.0686b
(0.030)
[1.071]
2.5652c
(0.880)
[13.003]
0.4482b
(0.225)
[1.565]
1.8356c
(0.580)
[6.269]
−0.6189c
(0.191)
[0.539]

(6)
includedc
0.3519c
(0.033)
[1.422]
0.0683b
(0.030)
[1.071]
2.6370c
(0.895)
[13.971]
0.4462b
(0.225)
[1.562]
1.8645c
(0.583)
[6.453]
−0.6129c
(0.191)
[0.542]
−23.8391
(51.849)

(7)
includedc
0.3505c
(0.033)
[1.420]
0.0687b
(0.030)
[1.071]
2.4581c
(0.901)
[11.683]
0.4210a
(0.225)
[1.523]
1.8822c
(0.584)
[6.568]
−0.5955c
(0.191)
[0.551]
−17.6177
(51.912)

(8)
includedc
0.3508c
(0.033)
[1.420]
0.0676b
(0.030)
[1.070]
2.4763c
(0.900)
[11.897]
0.4352a
(0.225)
[1.545]
1.9118c
(0.586)
[6.765]
−0.5847c
(0.191)
[0.557]
−14.8972
(51.739)
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[0.000]

[0.000]

[0.000]
Table 3. continued

Conditional logit models of locations' attributes affecting likelihood of being chosen
Baseline
Agglomeration economies/factor pools
Dependent variable:
(1)
(2)
(3)
(4)
entry in one economic area
herfindahl_suppliers

Concentration of factor pools
(5)

(6)

(7)
−0.5790a
(0.347)
[0.560]

herfindahl_knowledge

Observations
no. of investments
no. of alternative choices
Log likelihood
Improvement in model fit test
comparing
change in Log likelihood
additional d.o.f.
Chi-square test of Δ LogL
Pseudo R-squared

95265
657
145
−2414.46

11.54

0.262

95265
657
145
−2402.73

95265
657
145
−2399.60

95265
657
145
−2394.10

95265
657
145
−2388.68

95265
657
145
−2388.57

95265
657
145
−2387.16

vs (1)
11.73
1
0.000c
0.265

vs (2)
3.12
1
0.012b
0.266

vs (3)
5.50
1
0.001c
0.268

vs (4)
5.42
1
0.001c
0.270

vs (5)
0.11
1
0.644
0.270

vs (6)
1.41
1
0.093a
0.270

(8)
−0.5755a
(0.348)
[0.562]
−0.2774a
(0.170)
[0.758]
95265
657
145
−2385.8
vs (7)
1.36
1
0.099a
0.2703
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Focusing on the measures for potential agglomeration economies, across all models, we see
that the three variables, labor_fit, suppliers_fit and knowledge_fit were consistently positive and
significant. The incremental change in log likelihood in Columns 2 through 4 indicate that
including measures of each agglomeration economy significantly improve overall model fit (the
log likelihood increasing by 11.73, 3.12, and 5.50, respectively). The odd ratios in Column 4
indicate that a standard deviation increase in labor, suppliers, and knowledge would make an
economic area 1.96, 0.52, and 1.04 times more attractive.
We turn next to the effect of factor market efficiency on appropriation risk. Table 4 splits
the sample along the two key dimensions of firm heterogeneity: firm economic size and firm
R&D intensity. Column 1 is again the baseline model of all firms – identical to that shown in
Table 3, Column 8. Columns 2 and 3 present the results for the split by firm economic size, while
Columns 4 and 5 present the results for the split by firm R&D intensity.
Table 4.
Strategic response to locations' factor input pools
Conditional logit models of locations' attributes affecting likelihood of being chosen
Sample split by firm
Sample split by firm R & D
Baseline
economic size
intensity
Dependent
variable:
large
all firms
small firms
leaders
laggards
entry in one economic
firms
area
(1)
(2)
(3)
(4)
(5)
Econ. Area dummies
includedc includedc includedc includedc
includedc
log_employment
0.3508c
0.3678c
0.3144c
0.3490c
0.3557c
(0.033)
(0.040)
(0.062)
(0.048)
(0.046)
[1.420]
[1.445]
[1.369]
[1.418]
[1.427]
buyers_fit
0.0676b
0.0943b
0.0349
0.0346
0.0720b
(0.030)
(0.037)
(0.055)
(0.062)
(0.034)
[1.070]
[1.099]
[1.036]
[1.035]
[1.075]
labor_fit
2.4763c
1.6631
4.4716b
1.3910
3.0437b
(0.900)
(1.047)
(1.854)
(1.400)
(1.193)
[11.897]
[5.276]
[87.497]
[4.019]
[20.983]
suppliers_fit
0.4352a
0.2861
0.9333b
0.2186
0.7675b
(0.225)
(0.262)
(0.459)
(0.341)
(0.305)
[1.545]
[1.331]
[2.543]
[1.244]
[2.154]
knowledge_fit
1.9118c
1.7581b
2.5053b
3.1324c
1.1447
(0.586)
(0.696)
(1.118)
(0.860)
(0.805)
[6.765]
[5.801]
[12.247]
[22.929]
[3.141]
herfindahl_employment −0.5847c
−0.6129c
−0.4617
−0.9909c
−0.2599
(0.191)
(0.225)
(0.362)
(0.291)
(0.254)
[0.557]
[0.542]
[0.630]
[0.371]
[0.771]
herfindahl_labor
−14.8972
−32.9272
2.9560
−84.2076
28.4628
(51.739)
(64.976)
(90.934)
(84.831)
(67.049)
[0.000]
[0.000]
[19.221]
[0.000]
[0.000]
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Table 4. continued
Conditional logit models of locations' attributes affecting likelihood of being chosen
Sample split by firm
Sample split by firm R & D
Baseline
economic size
intensity
Dependent variable:
large
all firms
small firms
leaders
laggards
entry in one economic
firms
area
(1)
(2)
(3)
(4)
(5)
herfindahl_suppliers
−0.5755a
−0.7136a
−0.2000
−0.1995
−0.9328b
(0.348)
(0.414)
(0.652)
(0.523)
(0.470)
[0.562]
[0.490]
[0.819]
[0.819]
[0.393]
herfindahl_knowledge
−0.2774a
−0.3099
−0.1965
−0.0978
−0.4201a
(0.170)
(0.199)
(0.332)
(0.247)
(0.236)
[0.758]
[0.734]
[0.822]
[0.907]
[0.657]
Observations
95265
69745
25520
43790
51475
no. of investments
657
481
176
302
355
no. of alternative choices 145
145
145
145
145
Log likelihood
−2385.8
−1727.39
−601.96
−1067.56
−1239.88
Pseudo R-squared
0.2703
0.278
0.313
0.290
0.298
The coefficient estimates for labor_fit in columns 2 and 3 are distinct: both positive, but
only significant for the small firms group. The odds ratio for small firms (87.5) suggests that
smaller firms were roughly eight times more attracted to locations with skilled labor than all
firms (odds ratio of 11.9 in Column 1).
Looking at suppliers_fit in Columns 2 and 3, the coefficient estimates for large and small
firms are also starkly different: positive and significant for small firms, but positive and
nonsignificant for large firms.
The coefficient estimates for knowledge_fit in Columns 4 and 5 are starkly different:
positive and significant for technological leaders, but positive and nonsignificant for
technological laggards.
CONCLUSIONS
Locations rich with similar economic activity expose firms to pools of skilled labor,
specialized suppliers, and potential interfirm knowledge spillovers. These factor pools might
generate agglomeration economies (performance benefits experienced by co-located firms that
exceed the value of the inputs consumed), which give firms an opportunity for competitive
advantage. Given that each location will feature different combinations of agglomeration
economies stemming from pools of labor, suppliers, and knowledge, a key strategy question is:
where should firms locate to increase their appropriation from agglomeration economies?
We leverage recent advances in economics and strategy that illuminate this location
question from the supply and demand sides, respectively. In combining these two perspectives,
we encounter several gaps in how the integrated supply and demand perspective affects location
choices. We draw on three basic concepts – localization, concentration, and market efficiency –
to address these gaps, which results in novel questions about where firms locate for
agglomeration economies. The first concept suggests that firms will locate close to factor pools
for which appropriation is more geographically bounded. The second concept argues that firms
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will avoid pools dominated by only a few firms since such firm-specific factor pools will be less
useful to newcomers. The final concept argues that factor market efficiency heightens
appropriation risk.
Among first-time foreign entrants to the U.S. making greenfield investment location
decisions from 1985 to 1994, we find empirical results consistent with the first concept and
somewhat consistent with the second and third concepts. We show that agglomeration economies
of skilled labor and potential knowledge spillovers were several times more attractive than
specialized suppliers – consistent with labor and knowledge being less footloose than
intermediate goods. Further, we find evidence that locations in which suppliers and knowledge
were concentrated in fewer firms are substantially less attractive than locations where these
factors were more dispersed. Locations where factor pools are more incumbent specific are less
accessible to newcomers and, therefore, less appealing. Finally, we find that economically larger
firms are less attracted to skilled labor and specialized suppliers, while R&D-intense firms are
more attracted to sources of potential knowledge spillovers. These findings suggest that firms
avoid locations where competitors can also easily appropriate agglomeration economies,
especially those firms that contribute more to them.
By combining the supply and demand side and adding localization, concentration, and
market efficiency, we enrich our understanding of firms' varied responses to agglomeration
economies. In the strategy literature, we refine and deepen the insights provided by Shaver and
Flyer (2000), who examined agglomeration economies collectively, and by Alcácer and Chung
(2007), who focused on one type of agglomeration economy: knowledge spillovers.
Вопросы для размышления
1. Изучению, каких основных проблем посвящена статья, и какова роль настоящего
исследования? Имеет ли данная статья практическую значимость?
2. Насколько корректна приведенная методология исследования, каковы границы ее
применимости в изучении данной проблемы?
3. Согласны ли вы с выводами и объяснением полученных результатов? Поясните,
почему.
4. Являются ли, на ваш взгляд, представленные авторами статьи выводы,
исчерпывающими? Обоснуйте свой ответ. Можно ли еще что-то добавить, в т.ч. исходя из
результатов известных вам исследований, не упомянутых в статье?
5. Насколько актуальна представленная в статье проблема для России? Какие
гипотезы можно сформулировать в этой связи?
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Блок IV. «Управление проектами: проектный анализ,
инвестиции, технологии реализации»
Прочитайте статью6 и сделайте ее критический анализ на русском языке.
Introduction
Project management (PM) has developed into a subject discipline alongside other
management functions. There is a significant increase in 2011 from 2002 in the use of PM
methodologies and tools within PM professionals. However, there is still limited research
evidence that links PM performance with the value resulting from investment in PM.
The Project Management Institute conducted an in-depth study to find what value PM
delivers to organisations. This study confirmed the value of PM but indicated that value is
dependent on culture, implementation ‘fit’ with organisation needs and raised questions about the
sustainability of value generation. This result is supported by many other researchers but the
value is defined differently from one study to another.
There is also some evidence that the value sought from a high performing PM system is
associated with the success of projects, but the link between them is hard to model. The
complexity of the issue is substantiated by the modelling effort made to link Building Project
Management (BPM) to construction project success outputs of time, cost and quality. It showed
no beneficial effect of BPM upon cost and time delivery and indicated a negative relationship
between BPM and the delivered quality. These findings raise questions about the value of PM as
well as the appropriateness of the models used to measure the constructs of PM and Project
Success.
A number of studies investigate the nature of the term ‘Project Success’. But still, there is a
need to identify the factors that positively influence project success. Some researchers have
focused on identifying Critical Success Factors (CSFs). However, a major limitation is that it is
difficult to categorise and reduce the factors to a manageable number (Stefanovic, 2007). Though
some CSF's do stand out in the list of potential factors, there is only limited agreement among
authors on CSF’s and their individual influence on Project Success. Hence, these studies have
not yet identified a compelling model of the CSFs. Based on an extensive review of the project
success literature, Muller and Jugdev (2012) concluded that a clear definition of project success
does not exist and there is a need to develop meaningful and measurable constructs of project
success. Just like project success, researchers have modelled PM in many ways to determine how
best to enhance PM performance? They used approaches, based on practice, on PM Maturity
models, on TQM models.
To summarise the above review, it is evident an insufficient understanding of the
relationships between PM Performance and Project Success. Connections between these
constructs are heavily dependent on the subjective and objective nature of how project success is
perceived and defined. Hence, this study focuses on finding empirical evidence for this
relationship by selecting of appropriate models to measure these constructs and then analysing
the relationship between these models.

6

Подготовлена на основе: Mir, F.A., Pinnington, A.H. (2014) Exploring the value of project management: Linking
Project Management Performance and Project Success // International Journal of Project Management, 32, pp. 202–
217.
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Conceptual framework
1. Project Success.
Many authors assert that perceptions of success and the relative importance of success
dimensions differ by individual personality, nationality, project type, and contract type.
Consequently, a number of alternative frameworks are available for measuring project success:
– the success in the implementation process; the perceived value of the project; and client
satisfaction with the result (Pinto & Mantel, 1990);
– doing the process right; getting the system right and getting the benefits right (Atkinson,
1999);
– project success is linked with competitive advantage and includes: Efficiency (meeting
schedule and budget goals); Impact on customers (customer benefits in performance of end
products and meeting customer needs); Business success (project benefits in commercial value
and market share); and Preparing for the future (creating new technological and operational
infrastructure and market opportunities) (Shenhar et al., 2001).
Subsequently, Stefanovic (2007) argued that teamwork effectiveness should be included
with these dimensions. Teamwork effectiveness is considered as a component of project success
in many other studies. The model presented by Shenhar et al. (2001) was selected for
investigation in our study and was adapted to include teamwork effectiveness.
2. PM Performance.
Traditional PM systems which exclusively pursue the success criteria of cost, time, quality
and meeting technical requirements have become considered ineffective. An approach which
includes focusing on multiple stakeholders' expectations leads to new difficulties in measuring of
performance because stakeholders' needs are often hard to manage and measure.
The literature indicates that a two-way linkage exists between PM and TQM. PM is
recognised as an effective methodology for implementing TQM practices in organisations.
Similarly, TQM plays a role in providing an environment which facilitates organisations to make
use of PM. These findings provide a basis for measuring PM practices using known TQM
models. Bryde (2003a) linked TQM and PM practices proposing a model based on effective
performance assessment model (Neely et al., 2007; Sandbrook, 2001) (EFQM model) called the
‘Project Management Performance Assessment (PMPA)’. Instead of the nine criteria used in the
EFQM model the PMPA model consists of five enablers of high PM performance: PM
leadership, PM staff, PM policy and strategy, PM partnerships and resources and project life
cycle management process. The final (resulting) area in the PMPA is PM Key Performance
Indicators (KPIs), which are the practices by which actual achievement is measured. Bryde
(2003a) explains the integral parts of the PMPA model as follows (Table 1):
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Table 1. PMPA components
PM Leadership

PM Staff

Results

Enablers

PM Policy and Strategy

a.
b.

promulgation of projects role as a vehicle for managing all types of change
ensuring that PM system supports the development of partnerships with
customers and suppliers and common project culture.
a. the planning and management of PM staff capability by maximising the
potential of project-related human resources
b. incorporation of methods for rewarding PM staff participating in
performance relating to PM.
how the development of PM, across an organization provides the linkage
between strategic, organisation level and the tactical, project level.

PM Partnerships and
Resources

a.
b.

Project
Lifecycle
Management Processes

Incorporates processes which are required to manage the whole project life
cycle

PM Key Performance
Indicators (KPIs)

a.
b.

The role and importance of win–win partnerships between all stakeholders
Effectiveness of such partnerships on project management strategy

KPIs to indicate results achieved in relation to meeting the requirements of
project stakeholders
The methods used within the PM system to improve performance against
the KPIs.

3. PM Performance and its relationship with Project Success.
The PM literature argues that there is a positive relationship between PM Performance and
Project Success. It is claimed that Project Success is dependent on appreciation of the importance
of PM. Further it is emphasised that this role must be considered in terms of the wider
organisational strategy and long-term expectations. From the above discussion it has been argued
that Project Success and PM Performance are distinct yet inter-related concepts and a positive
relationship between them is sought. So, propositions and hypotheses were formulated as follows
(Table 2):
Table 2. Propositions and hypotheses of the research
Proposition 1
Hypothesis 1, H1

There is a positive influence of Project Management Performance on Project Success
There is a positive statistical relationship between PM Performance and Project Success

Proposition 2

The variables of the PM Performance construct have a positive influence on Project
Success construct (a try to adopt PMPA framework for the explanation of the relationships of
PM Performance variables with Project Success)

Hypothesis 2, H2

There is a statistically significant positive relationship between PM Leadership and Project
Success

Hypothesis 3, H3

There is a statistically significant positive relationship between PM Staff and Project Success

Hypothesis 4, H4

There is a statistically significant relationship positive between PM Policy and Strategy and
Project Success

Hypothesis 5, H5

There is a statistically significant positive relationship between PM Partnerships and Resources
and Project Success
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Hypothesis 6, H6

There is a statistically significant positive relationship between PM Project Lifecycle
Management Processes and Project Success

Hypothesis 7, H7

There is a statistically significant positive relationship between management of Key
Performance Indicators (KPIs) and Project Success

Proposition 3

The individual Project Performance variables have a positive influence on individual
Project Success elements

Method, data analysis and results
A structured on-line questionnaire survey method was selected to assess relationships
between Project Success and PM Performance. The items to measure Project Success and PM
Performance were adapted from peer reviewed publications in the PM research area. The
theoretical sampling frame comprised approximately 1500 PM professionals. A total of
154 responses were received over a period of 4 weeks. The calculated traditional response rate in
this case was 10.3% but all of the returns were considered usable for the study.
Reliability of both constructs was checked through Cronbach's alpha. The final results
were: PM Performance construct (92.7%) and Project Success construct (93.2%).
1. Pearson's r correlation.
The parametric Pearson's correlation coefficient test results showed that Project Success
construct was significantly correlated with the PM Performance construct and with each of its
variables. There are some interesting findings:
a) All of the research hypotheses are supported. There is a statistically significant
relationship (p < 0.01) between the independent variables and the Project Success construct.
b) The highest value is for PM Performance showing the strongest correlation between the
independent and dependent constructs.
c) Correlation associations for PM Leadership, PM Staff, PM Lifecycle Management
Processes and PM KPIs have the highest coefficient values (0.538, 0.570, 0.556 and
0.578 respectively) and hence are highly associated with the Project Success construct.
d) The remaining two variables (PM Policy & Strategy and PM Partnerships & Resources)
also have statistically significant relationships (p < 0.01) though correlation coefficient values are
between 0.4 and 0.5.
e) There are high correlation coefficients between the individual variables of PM
Performance construct and the individual variables of Project Success construct (Table 3):
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Table 3. Correlation associations between individual Project Performance variables and
individual variables of Project Success
PM
Leadership

PM Staff

PM Policy &
Strategy

PM Partnerships
& Resources

PM Lifecycle
Management Processes

PM KPIs

Project
Efficiency

.369

.365

.229

.254

.332

.417

Impact on
Customer

.438

.492

.406

.443

.470

.444

Impact on
Project Team

.554

.546

.435

.449

.537

.574

Business
Success

.359

.451

.405

.376

.401

.438

Preparing for
Future

.459

.431

.444

.395

.505

.478

Notes: Correlation is significant at the 0.01 level (2-tailed) for all variable associations in
the table given above.
2. Linear regression of independent variables with Project Success construct.
Summarizing results of linear regression, worth to say that they correspond to Research
Hypothesis. Some key findings are:
a) PM Performance explained 44.9% of the variance in Project Success, with a very
significant relationship explained by F values and Beta values (F = 125.47, β = 0.672, p < 0.001).
b) PM KPIs, PM Staff, and PM Lifecycle Management Processes also explained at least
30% variances individually in Project Success (each with significant relationship having
p < 0.001, high F values and Beta values of 0.578, 0.57 and 0.556 respectively).
c) All other relationships, though are significant, explain less than 30% variance in the
dependent variables.
To rule out the issue of multicollinearity in the regression analysis, a Variance Inflation
Factor (VIF) test was performed. VIF values are below 10 and tolerance levels are above 0,2. It
showed that multicollinearity is not a problem in this data set for regression modelling.
3. Linear regression results for independent variables with each dependent variable.
To explore the validity of Proposition 3, linear regression models were run for Project
Performance and each of its variables (Independent variables) against each variable of Project
Success (Dependent Variables). To analyse the results, the summarised model results are given
in (APPENDIX A).
Key findings are as follows:
a) Top 10 (solid shaded boxes) and bottom 10 (shaded with diagonal lines) model fit values
(Adjusted R Square) to indicate which Independent Variables explain most in the corresponding
Dependent Variables.
b) Project Performance construct is amongst the top 10 models hence explaining the most
for each variable of Project success, except Project Efficiency. It explains the most in Impact on
Project Team (42.3%) and the least for Project Efficiency (17.2%).
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c) Impact on Project Team is the single-most-variance-explained Project Success variable
by the majority (4 out of 6) of Project Performance variables. PM KPIs explains the most
variance (32.5%) after Project Performance explained above.
d) Impact on Project Team is followed by Preparing for Future and Impact on Customer
each having 2 variables of Project Performance among top 10 model fit values. The results show
comparatively higher correlation of Preparing for Future and Impact on Customer with each
Project Performance variables compared to Business Success and Project Efficiency.
e) Project Efficiency is the least-variance-explained dependent variable with 5 out of
6 Project Performance variables among the bottom 10 model fit rates among all possible models.
Maximum variance explained by any model for this variable was by PM Performance itself with
17.2% model fit and it was followed by PM KPI with model fit value of 16.8%. A similar result
was found in the correlation test of Project Success with Project Performance variables indicating
that Project Efficiency had lowest correlation with most of the Project Performance variables.
f) Business Success was also found to be least explained by almost all variables of Project
Performance with most variance being explained by the model with PM Performance itself
(25%).
4. Multiple regressions.
A stepwise approach using both forward and backward methods of regression was used. A
best fit model was generated by backward stepwise method, explaining most variance in the
dependent variable (Project Success). The results indicate that Model 3 was the best fit; PM
Leadership, PM Staff, PM Partnerships & Resources and PM KPIs collectively define 45%
variance in Project Success. Adding or removing any further independent variable decreases the
model fit.
Discussion
1. The PM Performance–Project Success relationship.
The statistically positive relationship found between PM Performance and Project Success
is consistent with previous research. The linear regression results show that PM Performance
explained 44.9% of the variance in Project Success, with a significant relationship explained by
F values and Beta values (F = 125.47, β = 0.672, p < 0.001). This indicates that by managing PM
Performance the chances of project success can be significantly increased. This lends support to
confirm Hypothesis 1 (H1).
2. Influence of individual PM Performance variables on Project Success construct.
All the other hypotheses were also confirmed. These findings clearly show that enhanced
Project Success can be achieved by focusing on the individual variables of PM Performance. The
Pearson's correlation and linear regression results found that:
a) [Management of] PM KPIs is the most significant individual variable contributing
towards the success of any project. This suggests that if there is PM performance measurement in
an organisation it can significantly impact on Project Success.
b) The results show that PM Leadership with correlation coefficient value of 0.538
(p < 0.01) also has a high contribution towards Project Success. The results indicate that to
enhance Project Success, PM Leadership needs to: develop a project-centered culture in the
organisation; open new avenues for partnerships; enhance relationships between internal and
external customers and use PM methodologies to drive positive change.

Национальный исследовательский университет «Высшая школа экономики»
43

Олимпиада для студентов и выпускников – 2016 г.
c) PM Lifecycle Management Processes also have a positive statistical relationship with
Project Success. The importance of life cycle model implementation along with appropriate
procedures is highlighted through these results.
d) PM Partnership & Resources, and Policy & Strategy are the lowest ranked in terms of
correlation with Project success. These variables are part of the macro-level policies of an
organisation and respondents might not have been able to relate directly to the macro-managed
components of an organisation's governance framework.
However, when we look closer at the multiple regression results, they indicate that by
excluding the variables of Policy & Strategy, the collective output is more meaningful than either
the combined effect of all independent variables or any single variable's individual variance. The
redundancy of PM Policy & Strategy is understandable considering the fact that it is a macromanaged component of the organisation's governance framework and the effect of this variable
might not be visible at the operational level of the project environment.
3. The relationships of PM Performance construct and its variables with individual Project
Success variables.
The findings of this study also provide confirmatory evidence that enhanced outcomes can
be achieved for individual Project Success variables by focusing on PM Performance variables.
It is the first time that the relationships between the PMPA framework elements and Project
Success variables have been explored. This is a new contribution of this study.
The linear regression results showed that:
a) Impact on Project Team is the single-most-variance-explained Project Success variable
by the majority (4 out of 6) of Project Performance variables. The same result was earlier found
during correlation of Project Success variables with Project Performance variables indicating that
the Impact on Project Team has the highest correlation with each variable of Project
Performance. The results show the importance of the Impact on Project Team variable for PM
practitioners. Project performance can have a major impact on project teams. The perception of a
successful project motivates the team and increases team member engagement and commitment
to the project as well as to the team itself. It is also seen that PM KPIs explains the most variance
(32.5%) among the individual PM Performance variables in Impact on Project Teams. This result
showing PM KPIs as being the most effective variable to explain variance in Impact on Project
teams highlights an important finding for Project Managers and HR Managers, i.e., having an
effective PM KPI management framework positively and highly influences the engagement of
project teams.
b) PM KPIs seem to have the most wide-ranging impact across the different variables of
Project Success. It has the highest correlation with Impact on Project Teams, followed by Project
Efficiency, Preparing for Future and Business Success, in the same rank order.
c) The results also indicate that in addition to PM KPIs, PM Lifecycle Management
Processes and PM Staff are also explaining a reasonable amount of the variance in the PM
Success variables. It is worth noting that these variables of PM performance are derived from a
TQM philosophy which is based on the theme of operational excellence.
d) Another interesting observation is that Project Efficiency was found to be the least
impacted variable on an overall basis as it had the lowest correlation coefficient values with
every variable of PM Performance, except for PM KPIs. It can be argued that the constraints of
time, budget and efficient management should be the most highly impacted aspects of a Project
by the PM Performance level within an organisation. This result shows conversely that although
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there is a significant relationship between the PM performance variables with Project efficiency,
it is not the most highly impacted.
e) The next lowest ranked variable was Business Success, although it did have a relatively
higher correlation with PM KPIs and PM Staff. This could be due to the fact that Business
Success might not be visible to everyone in the organisation and hence the results might be
skewed.
Conclusion
This research study demonstrates that PM performance is correlated to Project Success
within United Arab Emirates organisations. By paying greater attention to this relationship,
organisations can increase their rate of project success.
To explain this result, linear regression analysis was used in the research. A significant
influence of different variables of PM Performance on Project Success was also observed and
important variables were found out.
An important finding was the comparatively low impact of PM Performance on some
Project success variables.

Вопросы для размышления
1. В чем заключаются проблема, цель и методология исследования статьи? Каковы
ограничения исследования с точки зрения типов и страны реализации проектов? На какие
проекты можно экстраполировать полученные результаты?
2. Как можно определить успех проекта (согласно статье и на Ваш взгляд)? В чем
отличия понятий: Project Success, Project Efficiency, Project Management Performance?
Приведите примеры.
3. Как с точки зрения объема выборки данного исследования обосновывается ее
качество, а также надежность полученных результатов? Прокомментируйте полученные
значения статистических показателей: R-квадрат, коэффициент корреляции, альфа
Кронбаха.
4. Какие факторы Project management performance в наибольшей и наименьшей
степени влияют на Project Success и почему? Придумайте примеры.
5. Какие рекомендации по улучшению проектного управления в организации для
повышения успешности проектов Вы бы сформулировали на основании этой статьи?

Национальный исследовательский университет «Высшая школа экономики»
45

Олимпиада для студентов и выпускников – 2016 г.
APPENDIX A. Linear regression results for independent variables with individual variables of Project Success

estimate
a PM Leadership

.438(a)

0.192

0.187

4.014

c PM Staff

.492(c)

0.242

0.237

3.889

d PM Policy and strategy

.406(d)

0.165

0.159

4.081

e PM Partnerships and resources

.443(e)

0.197

0.191

4.003

f PM Lifecycle management processes

.470(f)

0.221

0.216

3.943

g PM KPIs

.444(g)

0.197

0.192

4.002

h PM Performance

.560(h)

0.314

0.31

3.699

a PM Leadership

.554(a)

0.307

0.302

2.127

c PM Staff

.546(c)

0.298

0.294

2.141

d PM Policy and strategy

.435(d)

0.189

0.184

2.301

e PM Partnerships and resources

.449(e)

0.201

0.196

2.283

f PM Lifecycle management processes

.537(f)

0.288

0.284

2.156

g PM KPIs

.574(g)

0.33

0.325

2.092

h PM Performance

.653(h)

0.426

0.423

1.935

a PM Leadership

.359(a)

0.129

0.123

2.68

c PM Staff

.451(c)

0.203

0.198

2.564

d PM Policy and strategy

.405(d)

0.164

0.159

2.625

e PM Partnerships and resources

.376(e)

0.141

0.136

2.661

f PM Lifecycle management processes

.401(f)

0.161

0.155

2.631

g PM KPIs

.438(g)

0.192

0.186

2.582

h PM Performance

.506(h)

0.256

0.251

2.477

a PM Leadership

.369(a)

0.136

0.131

2.685

c PM Staff

.365(c)

0.133

0.128

2.69

d PM Policy and strategy

.229(d)

0.052

0.046

2.813

e PM Partnerships and resources

.254(e)

0.065

0.059

2.794

f PM Lifecycle management processes

.332(f)

0.11

0.104

2.726

g PM KPIs

.417(g)

0.174

0.168

2.626

h PM Performance

.421(h)

0.177

0.172

2.621

a PM Leadership

.459(a)

0.211

0.206

2.268

c PM Staff

.431(c)

0.186

0.181

2.304

d PM Policy and strategy

.444(d)

0.197

0.192

2.288

e PM Partnerships and resources

.395(e)

0.156

0.15

2.346

f PM Lifecycle management processes

.505(f)

0.255

0.25

2.203

g PM KPIs

.478(g)

0.229

0.224

2.243

h PM Performance

.572(h)

0.327

0.323

2.095

Top 10 model fit values

Dependent
variable

Impact on customer

Std. error of the

Impact on project team

Adjusted R square

Business success

R Square

Project efficiency

R

Preparing for future

Independent variable

Bottom 10 model fit values
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Блок V. «Управление человеческими ресурсами».
Прочитайте статью7 и сделайте ее критический анализ на русском языке.
Although not yet widely incorporated into research paradigms, industry characteristics may
have far reaching implications for HRM. Industries, like national cultures, are the contexts
within which meanings are construed, effectiveness is defined, and behaviors are evaluated.
(Jackson & Schuler, 1995: 252)
Recent years have witnessed burgeoning interest in the degree to which human resource
systems contribute to organizational effectiveness. Pfeffer (1994, 1998), for example, argued that
success in today’s hypercompetitive markets depends less on advantages associated with
economies of scale, technology, patents, and access to capital and more on innovation, speed,
and adaptability. Pfeffer further argued that these latter sources of competitive advantage are
largely derived from firms’ human resources. On the basis of these and similar arguments,
Pfeffer (1994, 1998) and others (e.g., Kochan & Osterman, 1994; Lawler, 1992, 1996; Levine,
1995) have strongly advocated greater firm investments in high-performance or highinvolvement human resource systems, which are systems of human resource (HR) practices
designed to enhance employees’ skills, commitment, and productivity.
We believe these sentiments to be true in the main; however, we also believe that these
investments may be more beneficial in some contexts than in others. More specifically, as
emphasized in the strategic management and industrial organization literatures (e.g., Porter,
1980), a firm’s industry (or industries) is an important part of the milieu within which
organizational policies and practices are framed and executed. We believe this to also be true for
HR policies and practices. Unfortunately, extant HR research has generally ignored the impact
and influence of industry characteristics on the efficacy of HR systems. We sought in this study
to fill this important void by examining how industry characteristics moderated the effectiveness
of high-performance work systems. Because labor productivity is the key indicator of workforce
performance (Delery & Shaw, 2001), we examined the relationship between high-performance
work systems and this critical outcome measure.
HISTORICAL ROOTS AND THEORETICAL PERSPECTIVES
Wright and McMahan defined strategic human resource management (SHRM) as “the
pattern of planned human resource deployments and activities intended to enable an organization
to achieve its goals” (1992: 298). According to Delery and Shaw (2001), at least two major
features distinguish SHRM research from the more traditional HR management (HRM) practice
research. First, SHRM studies have focused on explicating the strategic role that HR can play in
enhancing organizational effectiveness. A second distinguishing feature is the level of analysis.
HRM practice research has traditionally had an individual-level focus; in contrast, SHRM
research is typically conducted at the business-unit or organizational level of analysis. Reflecting
this orientation, recent HR research has focused on high-performance work systems, a term used
to denote a system of HR practices designed to enhance employees’ skills, commitment, and
productivity in such a way that employees become a source of sustainable competitive advantage
(Lawler, 1992, 1996; Levine, 1995; Pfeffer, 1998).
Neither conceptual / prescriptive (e.g., Lawler, 1992; Levine, 1995; Pfeffer, 1998) nor
empirical work (e.g., Arthur, 1994; Huselid, 1995) yields a precise definition of a highperformance work system, but these systems include practices such as rigorous selection
procedures, internal merit-based promotions, grievance procedures, cross-functional and cross7

Подготовлена на основе: Datta, D.K., Guthrie, J.P., Wright, P.M. (2005) Human resource management and labor
productivity: does industry matter? // Academy of Management Journal, 48(1), pp. 135-145.
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trained teams, high levels of training, information sharing, participatory mechanisms, groupbased rewards, and skill-based pay. A number of studies have revealed links between greater use
of these types of practices and labor productivity (e.g., Arthur, 1994; Guthrie, 2001; Huselid,
1995; Ichniowski et al., 1997; Koch & McGrath, 1996; MacDuffie, 1995).
Guided by contingency theory, our position is that the value of utilizing high-performance
work systems will be influenced by a firm’s industry context. A number of seminal
organizational theorists (e.g., Burns & Stalker, 1961; Lawrence & Lorsch, 1967; Thompson,
1967; Woodward, 1965) have discussed the interplay of firms’ external environments and their
management structures or styles. Burns and Stalker were the first to establish this link,
concluding that environments imbued with “changing conditions, which give rise constantly to
fresh problems and unforeseen requirements” (1961: 121) were better served by an “organic”
management style, as opposed to a “mechanistic” approach. Analogous to a “control-oriented”
HR system (cf. Arthur, 1994), a mechanistic management style emphasizes the expertise and
authority of members at the top of an organizational pyramid. In contrast, in a firm with an
organic management style, knowledge is assumed to be widely dispersed throughout the
organization, and broadened task roles and employee commitment to the entire organization are
emphasized. Communication patterns tend to be lateral (rather than vertical), emphasizing
information exchange consisting of information and counsel. The discussion in the SHRM
literature of high-commitment, high-involvement, or high performance HR systems resonates
strongly with Burns and Stalker’s organic style of management. These management styles or
systems are employee-centered by design: It is assumed that optimal organizational performance
will be achieved through high employee capability, paired with employee commitment and
involvement.
Burns and Stalker also presaged the debate in the SHRM literature regarding whether highperformance work systems’ effectiveness is “universal” or “contingent” upon firm context. As
contextualists, Burns and Stalker (1961) discussed – and noted their objection to –
H.A. Shepard’s (1956) proposal that a “new orientation” in management (i.e., organic
management styles) would be equally effective in all industries. Thus, discussions of highperformance work systems and debates regarding their universal or contingent effects have deep
historical roots.
More recently, the resource-based view of the firm has also incorporated a contingency
perspective. In this view, organizational resources can be a source of sustainable competitive
advantage to the extent that they create value and allow a firm to excel in its particular
competitive environment. As Barney stated, “Firm resources are not valuable in a vacuum, but
rather are valuable only when they exploit opportunities and/or neutralize threats” (1995: 52).
The notion of “fit” is embedded in the resource-based view: resources contribute more or less
value depending on a firm’s competitive environment. In the SHRM literature, Batt (2002)
invoked resource-based contingency notions in her exploration of the moderating effects of
customer segments on the HR-firm performance relationship.
By engendering broad repertoires of skill and behavior, many high-performance work
system elements promote organizational flexibility. Broad perspectives and experience sets,
coupled with aligned interests, information sharing, and participatory mechanisms, enhance
prospects for spontaneity, innovation, and alternative strategy generation throughout an
organization (Wright & Snell, 1999). Thus, high-performance work systems seem particularly
well suited for competitive environments requiring a dynamic fit. Empirical work to date,
however, has not systematically explored the validity of this general proposal. Most SHRM
researchers have treated industry as a nuisance variable to be controlled or “partialed out of”
their models. As developed below, we believe a set of industry characteristics prominently
featured in the strategy and industrial organization literatures has significant implications for the
impact of high-performance work systems on organizational effectiveness.
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HYPOTHESES
In developing “discretion theory,” Hambrick and colleagues (e.g., Hambrick &
Abrahamson, 1995; Hambrick & Finkelstein, 1987), have specified industry characteristics that
imbue competitive markets with many of the features described by Burns and Stalker (1961) and
Wright and Snell (1999) as requiring an organic HR system. According to these theoretical
perspectives, the industry characteristics of capital intensity, market growth, industry
differentiation, and industry dynamism should moderate the efficacy of high-performance work
systems.
Capital intensity has played a prominent role in the management and economics literatures.
Although the labor economics literature indicates that capital-intensive industries are generally
associated with increased employee skill levels and higher wages, there are a number of reasons
to believe that high-performance work systems will be more beneficial to firms in low-capitalintensity industries. As strategy researchers have noted (Datta & Rajagopalan, 1998; Hambrick
& Lei, 1985), capital intensity often creates strategic rigidity because fixed costs are high and
deviations tend to be expensive. Firms in high-capital-intensity industries tend to focus on
leveraging their investments, resulting in a greater concern for cost and efficiency
considerations. Although directed primarily at the impact of organizational leadership on firm
performance, the consistent argument in this body of work is that human resource effects
decrease in industries with high capital intensity. Similar arguments can be found in the SHRM
literature. Terpstra and Rozell, for example, argued that in capital-intensive industries, there are
“greater constraints placed upon employee performance by the degree of task structure or the
degree of automation of the production technology” (1993: 43). In simple terms, the human
element becomes more integral to the production process as capital intensity decreases. As such,
a system of HR practices used broadly to endow all employees in a workforce with greater skill
and commitment should offer greater advantages in labor-intensive than in capital-intensive
industries. Thus:
Hypothesis 1. Industry capital intensity will moderate the relationship between highperformance work systems and labor productivity, with the relationship being stronger in
industries having lower capital intensity.
Arguments can also be made in the context of market growth, an industry characteristic
featured prominently in research on organizational theory and strategic management (e.g., Datta
& Rajagopalan, 1998). Demand growth has been associated with greater market opportunity and
competitive variation, providing managers and employees with more discretionary opportunities.
High-growth industries are characterized by entrepreneurial decision making, with greater
opportunities for industry initiatives and decision-making freedom. Hambrick and Finkelstein
(1987) suggested that industry growth results in expanded options for firms, reducing the
tendency toward organization inertia. These industry features are associated with market and
organizational variability and enhanced discretion, increasing the relative benefit derived from
using an organic HR system in the form of high-performance work systems. Thus:
Hypothesis 2. Industry growth will moderate the relationship between high-performance
work systems and labor productivity, with the relationship being stronger in high-growth
industries.
As may industry capital intensity and growth, industry differentiation should also moderate
the relationships between high-performance work systems and firm productivity. In
undifferentiated industries, firms tend to have relatively similar, commodity-like products and to
attend primarily to cost and efficiency considerations (Porter, 1980). In contrast, in more
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differentiated industries, competitive success often hinges on products that stand out from
competitors’ on the basis of product features, quality, design, and so forth. There are also more
avenues for competition and a wider range of feasible competitive actions, with means-end
linkages being relatively ambiguous (Porter, 1980). Thus, on average, firms in differentiated
industries shift production and organizational processes more frequently to meet changing
market and customer preferences. Moreover, jobs tend to be more complex and varied, requiring
broader skill sets and the ability and willingness to succeed in more challenging and varying
circumstances. As such, higher industry differentiation should magnify the value of highperformance practices such as broadly defined tasks, decentralized decision making, greater use
of teams, cross-utilization, and more training. As such:
Hypothesis 3. Industry product differentiation will moderate the relationship between high
performance work systems and labor productivity, with the relationship being stronger in
industries having higher product differentiation.
Finally, industry dynamism has also been postulated to have an important affect on the
nature of competition, defining the extent to which a firm faces an environment that is
predictable and stable or changing and uncertain. As with industry growth, Hambrick and
Finkelstein (1987) suggested that industry dynamism expands firms’ options, reducing inertial
tendencies. By necessitating frequent strategic and structural adaptations, turbulent environments
increase information-processing needs and complexity. In general, skill requirements in more
dynamic environments are likely to be more complex and varied, increasing the need for
individuals with both the capacity and willingness to deal with complexity and change. Thus,
industry dynamism is associated with a greater need for organizations to be capable of achieving
dynamic fit through their use of organic HR systems:
Hypothesis 4. Industry dynamism will moderate the relationship between highperformance work systems and labor productivity, with the relationship being stronger in more
dynamic industries.
METHODS
Sample and Data Collection
The firms in the sample were selected on the basis of several criteria. First, only publicly
traded firms in the manufacturing sector (two-digit SIC code 20–39) having a minimum of
100 employees and $50 million in sales were included. Second, since the influence of industry
characteristics can only be meaningfully assessed in nondiversified firms, the sample was limited
to firms deriving at least 60% of sales revenues from activities classified under a single four-digit
SIC code. Third, we included only firms in which we could identify a senior HR executive.
Names and addresses for these individuals were obtained from the Directory of Corporate
Affiliations, the Hunt-Hanlon Select Guide to HR Executives, and the Society for Human
Resource Management Membership Directory. A total of 971 firms met the above criteria.
After pilot testing, surveys were mailed in mid-2000 to the HR executives identified in the
sample firms. This mailing was followed by a reminder letter, a second survey, and finally, a
telephone reminder. We received a total of 144 responses, representing a 15% response rate.
However, 12 of the 144 firms providing survey responses were eventually excluded because
relevant firm-level data were not available (owing to delistings resulting from acquisitions,
mergers, or firms going private); these exclusions left a usable sample of 132 firms. Although
somewhat low, our response rate is consistent with those in other survey-based studies of highperformance work systems. Becker and Huselid (1998) reviewed studies having response rates
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ranging from 6 to 28%, with an average of 17.4%. To assess the reliability of our HR system
measures, once we received a “primary” response, we sent a “secondary” survey to a second HR
person in each participating firm. This was an abridged survey, with only the high-performance
work systems practice items. While initial respondents were typically senior vice presidents or
vice presidents of human resources, the modal title of the second respondents was HR manager.
We received multiple responses from 33 firms, two responses from 29 firms, and three
responses from 4 firms.
Measures
Labor productivity. While a number of outcome measures (e.g., turnover, absenteeism,
profits) have been used to ascertain the effectiveness of HR systems, we focused on labor
productivity for a number of reasons. First, labor productivity is a crucial organizational
outcome. At a general level, labor productivity, defined as total output divided by labor inputs
(Samuelson & Nordhaus, 1989), indicates the extent to which a firm’s labor force is efficiently
creating output. Second, because connections between human capital and productivity –
especially labor productivity – are relatively direct, the face validity of this measure of firm
success is also relatively high (Dyer & Reeves, 1995). Third, SHRM theorists have identified
labor productivity as the crucial indicator of workforce performance (Delery & Shaw, 2001).
Finally, productivity has been the most frequently used outcome variable in a large body of work
in the SHRM literature (Boselie & Dietz, 2003). Citing Guest’s point that “we would expect the
impact of HRM to become progressively weaker as other factors intervene” (1997: 269), Boselie
and Dietz advocated a focus on productivity as the “bridge in future research between the often
labeled soft HRM outcomes (e.g., employee satisfaction, commitment and trust) and hard
financial outcomes (e.g., sales, profits, ROI)” (2003: 21). Drawing on prior research (e.g.,
Guthrie, 2001; Huselid, 1995; Koch & McGrath, 1996), we measured productivity as the
logarithm of the ratio of firm sales to number of employees. Data were obtained from
COMPUSTAT.
This measure is not without limitations. First, it does not control for potential increases in
costs (e.g., labor costs) that may accompany increased revenue generation. Second, not all
elements of this outcome measure are directly controllable by employees (e.g., market demand,
product price). These limitations notwithstanding, this measure of productivity is a key indicator
of the efficiency with which firms produce revenue, and it allows comparability across industries
and with previous studies.
High-performance work systems. Researchers have used a variety of approaches to
measure high-performance work systems. Our measure is based upon the work of Guthrie (2001)
and Huselid (1995). We assessed the use of 18 practices, which are identified in the Appendix.
Estimates were obtained of the proportion (0–100%) of members of each of two groups,
“exempt” and “nonexempt” employees, who were covered by each high-performance work
system practice. Using the number of employees in each group, we computed a weighted
average for each practice. The mean of these 18 weighted averages represented a firm’s highperformance work systems score. Cronbach’s alpha for the composite high-performance work
system scale was .78.
Scholars (e.g., Gerhart, 1999; Gerhart et al., 2000; Huselid & Becker, 2000) have debated
the merits of relying on internal indexes of reliability (such as Cronbach’s alpha) to support the
reliability of HR system measures. Questions have also been raised about the reliability of
measures of HR practices based on single sources of information. Because of these concerns, we
used the sample firms with multiple responses (n = 33) to compute the intraclass correlation
coefficient, ICC(1), as a check of the reliability of our HR data. ICC(1) can be conceptualized as
the proportion of variance in a measure explained by group membership (Bryk & Raudenbush,
1992). As Bliese noted, “When ICC(1) is large, a single rating from an individual is likely to
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provide a relatively reliable rating of the group mean; when ICC(1) is small, multiple ratings are
necessary to provide reliable estimates of the group mean” (2000: 356).
For the high-performance work system scale, the ICC(1) value was .62, a value that,
according to available standards (e.g., Bliese, 2000; Gerhart et al., 2000), is large and supportive
of an acceptable degree of agreement across raters.
Industry characteristics. Industry capital intensity was the three-year (1997–99) average
ratio of fixed assets to sales for firms in each industry defined at the three-digit SIC level (Chang
& Singh, 1999). Industry growth was defined as the average five-year annual growth rate in
value of shipments based on the data available in the U.S. Census of Manufacturers. This
measure of industry growth has been widely used (Hambrick & Abrahamson, 1995; Rajagopalan
& Datta, 1996). The three-year (1997–99) mean of the average ratios of R&D expenditures to
total sales for all firms belonging to the sample firms’ three-digit SIC industries was used as an
indicator of industry product differentiation (Hambrick & Finkelstein, 1987). Finally, following
Keats and Hitt (1988), we assessed industry dynamism using a two-step procedure: first, the
natural logarithm of sales for each three-digit industry for the years 1997–99 was regressed
against time, and then the antilogarithms of the standard errors from these models were
calculated. These antilogarithms represent an index of volatility or dynamism for each industry.
Control variables. In view of prior research, in our analyses we controlled for firm size,
firm growth, firm capital intensity, level of employee unionization, and firm strategy. Firm size
was included as a control because it may be associated with the use of more “sophisticated”
human resource practices as well as with higher productivity (Guthrie, 2001; Jackson & Schuler,
1995). Size was the natural logarithm of a firm’s number of employees (e.g., Huselid, 1995;
Koch & McGrath, 1996). Because of its potential implications for both HR systems and firm
productivity (Huselid, 1995), firm sales growth was another control variable; we defined it as the
growth in a firm’s sales over a three year period (1997–99). As have previous studies (e.g.,
Huselid, 1995; Koch & McGrath, 1996), to control for possible relationships with use of highperformance work systems and firm productivity, we controlled for firm capital intensity. We
computed a firm’s relative capital intensity as the mean of firm capital intensity (fixed
assets / sales) divided by the capital intensity for a particular firm’s industry (Rajagopalan &
Datta, 1996). All data for these controls were obtained from COMPUSTAT.
In addition, we controlled for level of unionization (based on estimates provided by survey
respondents) because unions might influence labor productivity (Freeman & Medoff, 1984).
Finally, using an instrument developed by Zahra and Covin (1993), we controlled for firms’
business-level strategies. This scale used five items (concerning, for example, level of operating
efficiency and offering competitive prices) to assess the extent to which a firm pursued a cost
leadership strategy (alpha = .77).
ANALYSES AND RESULTS
Table 1 presents the means, standard deviations and zero-order correlations among all
study variables. Standard deviations of industry characteristics measures display reasonably high
variance in the underlying sample, indicating that the sample does not reflect idiosyncratic
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industry conditions.
Hierarchical ordinary least squares (OLS) regression analyses were used to test Hypotheses
1–4. Table 2 presents these results. Model 1, which included the control and industry
characteristics variables, explained nearly 42% of the variance in labor productivity. In model 2,
we introduced the high-performance work systems measure. Consistently with past research
(e.g., Guthrie, 2001; Huselid, 1995; Ichniowski et al, 1997; Koch & McGrath, 1996), results
indicated a positive association between more extensive use of high-performance work system
practices and workforce productivity (p < .05). The introduction of the high-performance work
systems variable explained an additional 1.6 percent of the variance in workforce productivity.

Since our hypotheses represent the “fit as moderation” perspective in Venkatraman’s
(1989) classification scheme, we used moderated regression analysis to test them. To address
issues of multicollinearity arising from the interaction terms being highly correlated with their
constituent variables (and also to ease interpretation of the regression coefficients), we adopted
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the procedure suggested by Aiken and West (1991). In this approach, the direct terms used to
construct the interaction terms are centered by subtracting the mean of each variable from
observed values. This results in the interaction terms having relatively low correlations with the
direct terms. In addition, we assessed whether multicollinearity was a problem by computing the
variance inflation factors (VIFs). None of the VIFs approached the threshold value of
10 suggested by Neter, Wasserman, and Kutner (1985).
As indicated in Table 2, the interaction term comprised of high-performance work systems
and industry capital intensity (model 3) was significant in the regression model (p < .05),
suggesting that industry capital intensity moderated the relationship between high-performance
work systems and productivity. Plotting the interaction effects using the approach outlined by
Aiken and West (1991) indicated that the relationship between high-performance work systems
and productivity strengthens as industry capital intensity diminishes, supporting Hypothesis 1.
Similarly, the significance (p < .05) of the interaction term involving industry growth and highperformance work systems (model 4) indicated that the relationship between use of a highperformance work system and firm productivity was also moderated by industry growth. Again,
a plot of the interaction effects showed that the relationship between the high-performance work
systems scale and productivity is relatively stronger under circumstances of high industry
growth, supporting Hypothesis 2.
The significance (p <.01) of the regression coefficient associated with the interaction of
industry product differentiation and high-performance work systems in model 5 provides support
for Hypothesis 3, which states that industry differentiation moderates the relationship between
high-performance work systems and productivity. As expected, plotting the interaction showed
that the relationship between high-performance work systems and productivity is greater under
conditions of high industry differentiation. However, contrary to expectations (Hypothesis 4), no
support was found for the moderating effect of industry dynamism. In sum, while results indicate
a positive main effect for high-performance work systems, three of the four moderating effects
indicate that industry characteristics influence the extent of the relationship between highperformance work systems and productivity.
DISCUSSION AND CONCLUSIONS
Our analysis supports arguments and previous findings suggesting that firm
competitiveness can be enhanced by high-performance work systems (Arthur, 1994; Guthrie,
2001; Huselid, 1995; Koch & McGrath, 1996; Kochan & Osterman, 1994; Lawler, 1992, 1996;
Levine, 1995; MacDuffie, 1995; Pfeffer, 1998). Using an approach that controls for firm-level
differences to investigate industry-level effects, this study makes its primary contribution by
illustrating the potential for industry context to moderate the relationship between HR systems
and organizational effectiveness.
Two primary perspectives, a universal approach and a contingency approach, have been
used to model the link between HRM and firm effectiveness (Youndt et al., 1996). Those taking
the universal approach have posited a generally positive relationship between “best-practice”
HRM and firm performance. In contrast, those taking the contingency approach have proposed
that the extent (or even the direction) of the effect of HRM on firm performance will depend on a
firm’s context or environmental conditions. Our results provide some support for both
perspectives. In addition to seeing generally positive effects of high-performance work system
practices on productivity, we also observed significant contingency effects, with industry
characteristics influencing the degree of high-performance HR practices’ impact on labor
productivity.
Beyond statistical effects, however, the practical significance of results is an important
consideration. Following the advice and previous practice of SHRM scholars (e.g., Becker &
Gerhart, 1996; Huselid, 1995), we estimated the practical significance of our results by
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calculating the impact of a one-standard-deviation increase in the use of the high-performance
work systems scale on labor productivity. With all other variables held at their means, the main
effects model (model 1) estimates that each one-standard-deviation increase in the highperformance work systems scale is associated with a $15,435 increase in sales per employee.
This represents a 7.98 percent gain in labor productivity over the mean sales per employee
($193,322). By way of comparison, the equivalent calculations reported in Huselid (1995) and
Becker and Huselid (1998) showed productivity (sales / employee) gains of 16 and 4.8%,
respectively. For the average-sized firm in our sample, this increase in labor productivity would
generate an additional $47 million in total revenue.
To illustrate the practical effect of the moderated regression results, we calculated and
compared the impact of a one-standard-deviation increase in use of the high-performance work
systems scale on labor productivity under different industry conditions. With all other variables
set at their means, when capital intensity is low (one standard deviation below the sample mean),
the model estimates that each one-standard-deviation increase in the high-performance work
systems scale is associated with a $21,620 increase in sales per employee. Given the lower levels
of labor productivity in low-capital-intensity industries ($151,636 per employee), this represents
a rather substantial (14.3%) gain. In contrast, in high-capital-intensity (one standard deviation
above the sample mean) industries, a one-standard-deviation increase in the high performance
work systems scale is associated with a 1% gain over the mean sales per employee figure of
$244,664. Turning next to industry growth, when industry growth is high (+1 s.d.), each onestandard-deviation increase in the scale is associated with a $39,172 increase in sales per
employee, a 20.1% increase over the mean sales per employee figure of $189,854. In slow or
low growth (-1 s.d.) industries, each one-standard-deviation increase in the high-performance
work systems scale is associated with a small ($6,399, or 3.23%) decrease in sales revenue per
employee. In high differentiation (+1 s.d.) industries, each one-standard-deviation increase in the
scale is associated with a $34,707 increase in sales per employee, representing an 18.2% gain
over the mean sales per employee figure of $191,205. In industries marked by low (-1 s.d.)
product differentiation, the effect is quite different; each one-standard-deviation increase in the
high-performance work systems scale is associated with a small ($3,829 or 1.9%) loss in sales
per employee.
Our study also has relevance for discussions of the reliability of single-source measures of
human resource management systems (e.g., Gerhart et al., 2000; Huselid & Becker, 2000;
Wright et al., 2001). The reliability evidence reported in this study is somewhat more positive
than results reported in previous work. As discussed earlier, the ICC(1) estimate indicated a
reasonable level of consistency across respondents in the 33 firms providing multiple responses.
However, several additional comments are warranted.
First, conditions in this sample favored relatively high shared knowledge. Companies were
non-diversified and relatively small (the median number of employees was 2,587). Moreover,
respondents had significant job and organizational experience. Primary respondents reported an
average of 6.4 years of position tenure and 10.1 years of organizational tenure. Secondary
respondents had an average of 4.6 years in their current jobs and 9.9 years of firm experience.
Also, respondents were in the same geographic location and both were fairly highly placed
within the HR managerial hierarchy. Second, while the ICC(1) value indicated fairly good
reliability at the system level (that is, the average of each rater’s 18 high-performance work
systems items), at the level of the individual HR practice item, ICC(1) values were lower and
varied considerably across items. Lower reliability at the item versus the scale level is consistent
with results reported elsewhere (Wright et al., 2001) and supports arguments suggesting that
high-performance HR practices are most appropriately measured at the system level (Becker &
Huselid, 1998). Third, while we did not aggregate HR system responses in this study, the
calculated ICC(2) value for the 33 firms with multiple respondents was .77, supporting Wright
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and colleagues’ (2001) conclusion that multiple respondents do indeed improve measurement
reliability levels.
On the other hand, this study also illustrates the challenge of procuring multiple survey
responses from sample firms. Our approach was to solicit a second survey following receipt of
an initial survey – a method that resulted in a 25% response rate among initial respondents. As
such, the overall response rate for multiple-respondent firms was only 3.4% (33 of 971). Thus,
obtaining a sufficiently high response rate in multi-industry research designs may prove
challenging.
Although our study provides interesting insights into the relationships between use of highperformance work practices, industry conditions, and labor productivity, our findings should be
interpreted in the context of the limitations inherent in this study. For example, one legitimate
concern is the question of simultaneity. We analyzed and discussed data as if the extent of use of
a high-performance work system affected firm productivity; it is also possible that firms
experiencing higher productivity are better positioned to invest in high-performance practices.
Second, the fact that our study was limited to manufacturing firms limits the generalizability of
our findings. Future studies should represent attempts to examine similar relationships in the
service sector (cf. Batt, 2002). Third, while our study suggests significant productivity gains
occur with use of high-performance work systems, especially under specific industry conditions,
we were unable to assess the costs associated with the implementation of these systems. It is
certainly possible that increases in costs – especially labor costs – may significantly diminish the
types of benefits identified above (cf. Cappelli & Neumark, 2001).
In 1961, Burns and Stalker wrote, “The beginning of administrative wisdom is the
awareness that there is no one optimal type of management system” (1961: 125). Our study does
not unequivocally support a contingency perspective, but it does suggest a role for industry
conditions as a moderator of the HR system–firm performance relationship. Much work remains,
however, in identifying other conditions that may influence the generally positive impact of
high-performance work systems on firm success. We hope this study encourages further work in
this regard.
Вопросы для размышления
1. Каковы основные проблемы, рассматриваемые в статье?
2. Какие из приведенных в статье исследовательских методов и выводов по
результатам исследования представляются вам спорными, недостаточно обоснованными?
Почему?
3. Каковы ограничения проведенного исследования?
4. Каковы направления использования HR-менеджерами результатов этого
исследования?
5. Являются ли рассмотренные в статье проблемы актуальными для российских
организаций?
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Блок VI. «Экономика впечатлений: менеджмент в индустрии

гостеприимства и туризме»
Прочитайте статью8 и сделайте ее критический анализ на русском языке.
The importance of sustaining a healthy environment has drawn significant attention over
the past decades (Anderson & Cunningham, 1972; Gustin & Weaver, 1996; McCarty & Shrum,
1994), while consumers are in favor of companies that practice environmental sustainability and
seeking ecofriendly services and products (Mendleson & Polonsky, 1995).
Those environmental efforts and green movements have enhanced the images of many
hotels and reduced certain degrees of their operational costs (Chan, 2005; Dief & Font, 2010).
The definition of “green” is interchangeable with “ecofriendly”, “environmentally responsible”,
or “environment friendly” (Easterling et al., 1996).
Previous studies reported that an overall image of a company might have an impact on
consumer buying behaviors (Homburg & Giering, 2001; Han & Back, 2008; Hillery et al., 2001).
More hotels have paid attention to their own green image and are interested in investigating how
the overall image of a green hotel may form a hotel guest׳s behavioral intentions, while more
hotels utilize environment friendly practices as an effective strategy to obtain greater
competitiveness in the lodging industry (Hotelier, 2005).
Additionally, it is vital to learn how consumer demographic characteristics (e.g., gender,
age, and education) have an impact on perceptions and experiences toward a green hotel image
and settings (Han et al., 2009). This study aimed to investigate how gender and age would have
an impact on visit intention and recognition of green images of hotel brands.
Literature review
Behavioral intentions
Factors that increase customer retention rate and behavioral intention have been well
recognized in the hospitality and service business (Lam & Hsu, 2006; Lee & Back, 2007).
Previous studies in academics and practitioners have noted correlations between customer
behavioral intentions and predictors of actual behaviors (Zeithaml et al., 1996). Behavioral
intentions have been referred to as a customer׳s willingness to pay certain ranges of prices for the
services / products, leave positive remarks (engaging positive word of mouth) about the
company / products / services, and repurchase/revisit the products/services (Han et al., 2009;
Zeithaml et al., 1996).
Overall image
Many studies across disciplines have documented how the overall image of a company,
products, or services could have an impact on customer buying behaviors (Easterling et al., 1996;
Han & Back, 2008). The definition of an overall image has been listed as a combination of
impressions, thoughts, and beliefs, which sum up consumer perceptions toward
company / product / service attributes (Han et al., 2009).
In their study, hotel guest perceptions and experiences toward a green hotel׳s image are
based on how they processed information and the existing hotel׳s attributes and amenities.
Overall, studies concluded there is a positive relationship between an overall image and
customers’ behavioral intentions. Moreover, an overall image of service industries such as retail

8

Подготовлена на основе: Chen, R.K.C. (2015) From sustainability to customer loyalty: A case of full service
hotels’ guests // Journal of Retailing and Consumer Services, Vol. 22, pp. 261-265.
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stores (Chen, 2013), hospitality, and/or tourism (Chen et al., 2003) affect the customer׳s
decision-making process.
Attitude toward green behaviors
Because of increasing awareness of protecting the environment and the seriousness of
ecological issues (Chen, 2011), many individuals and communities have paid attention to the
importance of changing lifestyles and engagement of ecofriendly behaviors (Laroche et al.,
2001). Researchers studied the relationship between perceived importance of the environment
and individual attitudes toward environmentally compatible behaviors (Mandese, 1991).
Previous studies reported that when consumers are conscious toward the importance of
environmental issues, the level of responsibility of corporations and purchasing ecofriendly
products is higher (Laroche et al., 2001). Manaktola and Jauhari (2007) confirmed that, in the
lodging industry, customers with higher ecological concerns intend to make more ecofriendly
purchasing decisions. On the other hand, when companies realized how their environmental
efforts would attract more customer purchases toward green products or services, customer
favorable behaviors would increase the intention of a company׳s desires to enhance its total
green images.
Gender
Based on the social role theory, females and males play different roles in society and are
socialized in different ways, while evolutionary psychology elucidates the gender dissimilar
issues due to different fitness interests (Han et al., 2009). Many previous studies have concluded
the differences between female and male consumption behaviors (Homburg & Giering, 2001;
Laroche et al., 2001). Previous findings concluded that females seemed to be affected by
personal interaction and interpersonal relationships, while males were more likely affected by the
design of the shopping facilities and effectiveness of the purchasing process (Chen, 2013).
Additionally, previous studies reported that females and males were different in attitudes
(Han et al., 2009), concerns about the welfare of others (Mendleson & Polonsky, 1995),
willingness to lean toward purchasing green products (Laroche et al., 2001), and purchase
decisions toward environment friendly products (Laroche et al., 2001; Lam & Hsu, 2006).
Age
Studies regarding how age, as a vital determinant of purchase decision-making behaviors,
has attracted considerable attention. Mixed findings reported younger generations are likely to
adopt innovative products and use technology for faster communications, while older individuals
are more likely to be conservative and skeptical when processing new information or interacting
with a new provider (Zeithaml et al., 1996). Numerous studies have identified, while making an
ecofriendly purchasing decision, that age exhibits an important role, and many studies reported
older and younger individuals demonstrate different tendencies (Han et al., 2009).
Trends in lodging
According to the AH&LA History (2014), nearly 94% of hotels in the United States offer
high-speed wireless Internet access, while 44% of hotels in the United States have become and
are becoming LEED (Leadership in Energy and Environment Design) certified. Forty percent of
customers considered ecofriendliness as an important element while making a travel plans.
Because of the increasing percentage of recognizing ecofriendliness while making a reservation
decision, more lodging industry are finding a balance between effective operations, green
initiatives, and exceeding customer satisfaction (Zellman, 2011).
Hotel customers recognized the added value of technological innovations, while the
lodging industry is debating whether more technologically advanced amenities, such as
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automated self-check-in and check-out, would decrease face-to-face interaction with customers.
While wireless Internet and mobile apps have an impact on an individual׳s daily routines, hotel
companies utilize advanced IT employees to keep up with a customer׳s increasing technological
demands. During the process of reserving a hotel room prior to a trip, many customers value the
importance of loyalty programs, customer service, and location convenience.
Recently, more hotels adopt ecofriendly practices and implement innovative technologies
to reduce carbon footprints and increase a viable green image. Many hotel guests value hotels
that offer up-to-date technology and demonstrate sustainability efforts through various
sustainable programs. Previous studies investigated how ecofriendly practices would induce
higher customer loyalty and increase the image of a hotel brand in the past decade and reported
the benefits of implementing green efforts in hotels. This study, which included distributing
surveys to over 1200 existing hotel guests in 2013–2014 in the southeastern United States,
examined how technologies, innovations, and sustainable-effort-related factors have an impact
on customer perceptions, selection decisions, experience, and post-experience.
Method
Data collection and sample profile
This study investigates how eco-innovations, technology, and quality of services have an
impact on hotel guest lodging preferences and loyalty. Over 1200 hotel guests of full service and
budget hotels were randomly invited to participate in this project during the years of 2013–2014.
The survey instrument features four major sections: (1) hotel attributes that impact customer
loyalty, (2) hotel guests’ experiences toward technology innovation, (3) hotel guest perceptions
toward the types and importance of technology, and (4) how ecofriendly amenities have an
impact on a guest׳s experience.
Selected full-service hotels in the southeastern United States participated in this project.
Over 1200 surveys were distributed to participating hotels, resulting in 488 completed surveys
with the response rate of 40.6%. Hotel guest feedback was analyzed by utilizing Chi-square,
ANOVA, and t-test to examine differences among participants across age segments to find out
which hotel attributes have an impact on hotel guest preferences and experiences. The survey
instrument was designed to investigate how technology, guest experiences, and perceptions
toward innovation and guest experiences toward ecofriendly amenities would have an impact on
their own lodging preferences and importance ratings toward listed lodging attributes. The first
section of the survey asked study participants if s/he has utilized any social media for her/his
lodging selection.
For instance, lodging guests were asked what would be their most preferred third-party
websites and if they used telephone reservations, hotel websites, or a travel agency. A sevenpoint Likert scale was used to evaluate the level of importance of each listed attribute, including
Wi-Fi, mobile apps, self-help kiosks, self-reservation systems, touch-climate control, lobby
computer access, touch lighting, and text-message checkout. Guests also rated the importance of
touch-screen devices (smart pad controlled) such as touch lighting, eco-room temperature
control, television, and web TV/video systems, music sync to TV, drapes, smart room phones,
remote controls, hair dryers, irons, and in-room safes.
The participated lodging guests were asked how many hotel s/he has visited per year and
which hotel brand / name s/he is most loyal to. Respondents were also asked to rate the
importance of listed lodging attributes, including factors that have an impact on customer
loyalty, preferred types of hotel loyalty program (more specifically rewards program),
consistency in room design, consistency in customer service experience, pet-friendly, and how
technology enhances her/his customer service experience.
The third section consisted of questions that survey participants ׳experience toward her/his
stays in the hotel during her/his most recent trip. The listed innovation factors include mattress
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innovation (e.g., layered comfort, memory foam, designer comfort, adjustable, and ecofriendly),
guest security level for hotel room keys, magnetic stripe key, traditional room key, radio
frequency identification (RFID), passcode, and IC smart card.
The fourth section of the survey consisted of hotel guest experiences toward the important
levels of ecofriendly amenities such as energy-efficient lighting, ecofriendly window panels,
water-saving plumbing fixtures, ecofriendly irrigations systems or landscaping, electric car
charging station, recycle program, recycled materials, locally grown food options, ecofriendly
cleaning supplies, and water-efficient toilets.
Results
This study surveyed randomly selected general hotel customers in the southeastern United
States who were 18 years of age and older. An onsite data collection method was utilized to
effectively invite a general lodging population sample. The questionnaire was distributed to 1200
lodging customers in the southeastern United States. In the opening instruction of this survey, a
detailed and straightforward explanation of a green hotel, including its green practices (e.g.,
waste and water recycling, energy conservation, avoidance of disposable goods, donation of
usable items to charity, pollution remediation, and organic foods), was given. Survey participants
were asked to thoroughly read the description before completing the survey questionnaire. After
removing incomplete and unusable responses, a total of 488 usable surveys were kept, resulting
in a usable response rate of 40.6%. In the usable sample of 488, approximately 46.5%
respondents were male and 53.5% were female. Their ages ranged from 18 to 75 years with an
average age of 38.4 years. Approximately 29.3% of the study participants were between the ages
of 18–24, followed by 17.6% between the ages of 25–34. More than 53% of the participants
were ages 35 and above. Generation Y is the majority of participants in this study. The majority
had a relatively high education level (82% had at least a college degree). About 69.5% of
respondents said they stay in a hotel at least three to six times a year, and 18% indicated they
stay in a hotel seven to nine times a year. Approximately 64.4% of the respondents reported
$79,999 or less in household income, and 35.6% indicated an income of $80,000 or greater.
Among the survey participants, 75.3% indicated they have stayed at a green hotel; 11.6%
described they have never stayed at a green hotel; and 13.1% reported they are not sure whether
they ever stayed at a green hotel.
The results of the study showed that respondents valued the overall importance of
technology (mean = 5.06; n = 487), customer loyalty (mean = 5.82; n = 484), ecofriendly
(mean = 4.7; n = 484) innovation (mean = 4.95; n = 481), hotel loyalty program (mean = 5.28;
n = 482), consistency in room design (mean = 4.71; n = 476), amenities (mean = 5.06; n = 477),
technology advancements that allow for a higher level of convenience (mean = 5.11; n = 481),
consistency in customer service experience (mean = 6.06; n = 478), pet-friendly (mean = 3.69;
n = 461). Specifically, respondents valued the technology importance of eco-room temperature
control, advanced television/video systems (mean = 4.96; n = 480), an easy-to-use phone
(mean = 5.13; n = 486); an easy-to-use remote for the television (mean = 5.82; n = 485), Wi-Fi
availability in the hotel room (mean = 5.96; n = 481), hair dryer (mean = 5.26; n = 478), iron
(mean = 5.09; n = 466), and mobile apps (mean = 4.17; n = 476).
Respondents also value the importance of environment-friendly aspects in a hotel such as
energy efficient lighting (mean = 4.8; n = 472), energy efficient window panels (mean = 4.67;
n = 472), water-saving plumbing fixtures (mean = 4.63; n = 469), water-saving irrigation
systems (mean = 4.58; n = 469), electric car charging station (mean = 3.96; n = 469), recycle
program (mean = 5.21; n = 478), recycled materials (mean = 5.09; n = 478), locally-grown food
options (mean = 4.82; n = 478), ecofriendly cleaning supplies (mean = 4.8; n = 465), water
efficient toilets (mean = 4.65; n = 469), and a hotel band with an ecofriendly image
(mean = 5.83; n = 482).
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The following is a summary of the key findings related to the hotel reservation systems,
hotel selection behaviors, attitudes toward sustainability and technology, and repurchase for the
next trip at the same brand hotels. Among 488 project participants, males (n = 253; yes = 83%)
and females (n = 217; yes = 76%) indicated that a green hotel that utilizes sustainable efforts
would be important toward a positive image of hotel brands (p<0.061). The males ranked
“choosing hotel lodging accommodations because of customer loyalty” (mean = 5.73), while
females rated the same attribute (mean = 5.9). Males reported, “selecting the hotel because of its
ecofriendliness” (mean = 4.45), while females reported “selecting the hotel because of its
ecofriendliness” (mean = 4.92). Differences in the “choosing hotel accommodations because of
innovation” (male mean = 5.05; female mean = 4.86) are not statistically significant (Table 1).
Statistically significant differences were found in the categories of “consistency in customer
service experience” (p<0.005; male mean = 5.89 and female mean = 6.21) and “pet friendly”
(p<0.067; male mean = 3.58 and female mean = 3.78) (Table 2).
Table 1. Hotel booking reactions and decisions
Characteristic
Technology

Male

Female

Signif. (MW)

N=226

N=261

0.535

5.21

4.93

Customer Loyalty N=224

Eco-Friendly

Innovation

N=260

5.73

5.9

N=224

N=260

4.45

4.92

N=224

N=257

5.05

4.86

0.120

0.181

0.769

1 = No change, 7 = major change (reported with average grade). *** = Significant at the
0.01 level. ** = Significant at the 0.05 level. * = Significant at the 0.1 level. Signf. = Significant
level. MW = Mann Whitney test.
Table 2. Importance of hotel attributes
Characteristic
Hotel loyalty program

Consistency in room design

Amenities

Technology advancements

Consistency in customer service experience

Male

Female

Signif. (MW)

N=223

N=259

0.272

5.27

5.29

N=222

N=254

4.76

4.68

N=223

N=254

5.09

5.04

N=225

N=256

5.24

5.0

N=224

N=254

5.89

6.21

0.523

0.842

0.462

0.005**

61
Национальный исследовательский университет «Высшая школа экономики»

Олимпиада для студентов и выпускников – 2016 г.
Characteristic
Pet friendly

Male

Female

Signif. (MW)

N=214

N=247

0.067*

4.58
3.78
1 = No change, 7 = major change (reported with average grade). *** = Significant at the
0.01 level.
* = Significant at the 0.1 level. Signf. = Significant level. MW = Mann Whitney test.
** = Significant at the 0.05 level.
Differences in the “importance of an environmentally sustainable hotel” (p<0.061)
category for males and females were statistically significant (Table 3). Differences in the “lobby
computer access” (p<0.004; male mean = 4.79 and female mean = 4.57), “self-reservation
systems” (p<.036; male mean = 4.66 and female mean = 4.5), “self-help kiosks” (p<0.086; male
mean = 4.37 and female mean = 4.04), “dimmable lighting” (p<0.081; male mean = 4.35 and
female mean = 4.09), “hair dryer” (p<0.0001; male mean = 4.71 and female mean = 5.75), and
“available WiFi in the room” (p<0.013; male mean = 5.89 and female mean = 6.02) categories
for males and females were statistically significant (Table 4).
Table 3. Nominal factors that influence hotel experiences and purchasing decisions
Characteristic

Male

Female

Signif.

Nominal factors that influence their experiences
and decisions

N (%)

N (%)

Use social media for the trip

N=243

N=203

Yes=59.3%

Yes=62.1%

No=40.7%

No=37.9%

N=259

N=225

Yes=17.8%

Yes=14.7%

No=82.2%

No=85.3%

N=257

N=225

Yes=68.1%

Yes=66.7%

No=31.9%

No=33.3%

0.739C

N=253

N=217

0.061*C

Yes=83%

Yes=76%

No=17%

No=24%

The use of advanced technology takes away my
hotel customer service experience

The use of more advanced technology enhances
my hotel customer service experience

An environmentally sustainable hotel is important

0.545C

0.358C

*** = Significant at the 0.01 level. ** = Significant at the 0.05 level.
* = Significant at the 0.1 level. Signf. = Significant level. C = Chi-square test.
Table 4. Attitudes toward hotel room technology attributes
Characteristic

Male

Female

Signif. (MW)
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Mobile apps

Self help Kiosks

Self reservation systems

Self climate control

Lobby computer access

Self lighting

Dimmable lighting

Advanced television/video systems

An easy-to-use phone

An easy-to-use remote

Available WiFi in the room

Hair dryer

Iron

N=223

N=256

4.43

4.14

N=221

N=253

4.37

4.04

N=223

N=255

4.66

4.5

N=224

N=258

5.88

5.79

N=221

N=252

4.79

4.57

N=223

N=257

5.32

5.06

N=221

N=255

4.35

4.09

N=223

N=257

5.07

4.86

N=226

N=260

5.13

5.13

N=224

N=261

5.83

5.82

N=224

N=257

5.89

6.02

N=224

N=254

4.71

5.75

N=453

N=779

4.7

5.4

0.26

0.086*

0.036**

0.687

0.004***

0.872

0.081*

0.722

0.318

0.788

0.013**

0.0001***

0.81

1 = not at all important, 7 = the most important (reported with average grade).
* = Significant at the 0.1 level. Signf. = Significant level. MW = Mann Whitney test.
** = Significant at the 0.05 level.
*** = Significant at the 0.01 level.
Conclusions
This study was an attempt to discover how the factors of hotel facilities and sustainability
efforts have an impact on consumer purchasing behaviors, experiences, and revisit intention.
This study employed on-site surveys to gather data from hotel guests of the southeastern United
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States, including six states. One thousand two hundred hotel guests were randomly selected to
participate in this study. Six hundred guests were interviewed on-site, while the remaining
600 guests received a self-administrated survey. The name list was provided by studied hotels
that provided the customer list for survey purpose. Hotel guests were asked questions regarding
their experiences and perceptions toward their uses of different hotel facilities / amenities, a
variety of hotel attributes that affect their hotel stay satisfactions, and reasons why they will
consider reserving the same brand hotels for their next trip. Hotel marketing divisions may
consider using the results of this project for further strategic planning, advertising, sustaining
customers, and program development.
The outcomes of this study show that technology-related factors (such as high speed Wi-Fi,
an easy-to-use remote, eco-self-climate control, and mobile devices) have an impact on a guest′s
lodging selections. The findings of this study conclude that the most significant attributes in the
selection of ecofriendly lodging are the levels of implementation of a recycle program, locally
grown food options, ecofriendly cleaning supplies, energy-efficient lighting, water-saving
plumbing fixtures, and the use of recycled materials. This study concludes how those studied
attributes of lodging relevant to sustainability efforts have an impact on a guest’s lodging
preferences.
Various third-party corporations have provided sources for lodging guests to shop for a
better deal, such as Orbitz or Travelocity, while smartphones offered effective tools to assist
customers to search and book hotels.
Several previous studies have reported various consumer behavior related theories and
have developed models across continents. While many of them concluded that most behavioral
theories are bound by cultural values and rooted in psychology, this study added value to the
literature of consumer behavior by investigating the impact of green practices, innovative
technology, and attitudinal factors on purchase behaviors among gender, education, and age
segments.
Understanding the differences in lodging guests’ perceptions and experiences is important
for the tourism and hospitality industry. The knowledge of how customer attitudes vary by
demographic group toward their lodging experiences permits lodging providers and marketers to
further nurture customer loyalty and develop effective strategies that appeal to hotel guests’
emotions and rationality.
Вопросы для размышления
1. Какие методы сбора и анализа данных использованы авторами настоящего
исследования?
2. Проведите критический анализ структуры и наполнения статьи. Какие разделы
статьи Вы бы предложили расширить или сократить? Аргументируйте и конкретизируйте
свой ответ.
3. Обозначьте ограничения проведённого исследования и возможные направления
будущих исследований.
4. Основываясь на целях, методологии и результатах настоящего исследования,
приведите
свои
аргументированные
соображения
по
целесообразности
(нецелесообразности) ориентации российских отелей на внедрение технологий,
направленных на защиту окружающей среды. Отдельно рассмотрите случаи:
а) российских туристов, останавливающихся в отелях России;
б) иностранных туристов, останавливающихся в отелях России.
5. На основе своих выводов предложите способы привлечения российских и
иностранных туристов в отечественные эко-отели.
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