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ABOUT THE CONFERENCE

The discipline of marketing is in constant evolution, and the rise of digital media has added a definitive 
twist to the process. Digital revolution holds the promise of offering an augmented, value-added 
experience by allowing consumers to engage increasingly in defining and co-creating the experience they 
would like to indulge in. The social networked, technology-driven, always-on world of today has also 
made it possible for firms to know a great deal about consumers and be in better touch with them than 
ever before.The digital engagement processes have started to redefine the extant business models and 
processes, classical organizational charts and entrenched operations. Both B2C and B2B marketers are 
compelled to ideate and maintain a consistent focus on customer engagement to provide an outstanding 
brand experience. Companies have to innovate every day not only to keep their consumers engaged but 
also to empower and engage their employees to keep pace in this ruthless competitive world. It is about 
time we take a hard look at the engagement processes in the technology-driven marketplace of today.
Some questions have emerged that warrant research attention by marketing scholars. How has the digital 
revolution changed the engagement process? Are we moving towards a data-driven marketing era? What 
will be the role of analytics in the modern marketing world? How is social media changing the employee-
consumer engagement and impacting the brand building exercise? How are firms going to co-create 
value with consumers in a digital world? What does the digital revolution based engagement mean for 
academicians and the practitioners?

This conference aims to bring together and engage the thought-leaders and practitioners, from marketing 
and other social sciences to facilitate such a dialogue that would contribute to the process of taking a 
fresh perspective of the engagement process. The theme of the conference is therefore – Engagement in 
the Era of e-Marketing!
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Time Event Venue

Day 2 - December 23, 2016

9.30 am-11.00 am Paper Presentation Track Sessions

11.00 am – 11.15am Tea / Refreshments at NAB top Floor (Level 5 foyer) In front of L51

11.15am-12.15 pm POSTER PRESENTATIONS (Room information will be provided soon)

12.15 pm-1.15 pm
Session on: “Publishing in top-tier Academic Journals- A Journey”
Speaker: Prof. Avinandan Mukherjee, Dean, College of Business, Clayton University, GA.

1.15pm-2.30pm LUNCH (@ TATA HALL)

2.30 pm-4.00 pm Paper Presentation Track Sessions

4.00 pm-4.30pm Tea / Refreshments at NAB top Floor (Level 5 foyer) In front of L51

4.30 pm-6.00 pm Paper Presentation Track Sessions

6.00 pm-7.15 pm
Networking Opportunities  -
Tea / Refreshments at NAB top Floor (Level 5 foyer) In front of L51

7.30 pm onwards Conference Dinner (MDC Lawns)

Indian Institute of Management Calcutta 
Fourth (4th) International Marketing Conference MARCON 2016

(December 22-24, 2016)
Conference Theme: Engagement in the Era of e-Marketing!

Time Event Venue

 Day 1- December 22, 2016

12 noon-2 pm Participant Registrations

IIM Calcutta, Finance Lab, Ground Floor, New Academic Block

2.30 pm Welcome Address  from the Marketing Group at IIM Calcutta

2.30 pm -2.40 pm Welcome Address by Director, IIM Calcutta

2.40 pm - 3.20 pm
Key Note Address by:
Prof. Avinandan Mukherjee, Dean, College of Business, Clayton 
University, Atlanta, GA

3.20 pm - 3.50 pm
Guest Speaker: Mr. Ranjoy Dey (Digital Marketing Consultant). 
Emerging Challenges in Digital Marketing Space

3.55 pm-4.00 pm Vote of Thanks

4.00 pm – 4.15pm Tea / Refreshments at NAB top Floor (Level 5 foyer) In front of L51

4.15 pm-5.45 pm Paper Presentation Track Sessions

Schedule

Time Event Venue

Day 3 - December 24, 2016

10.00 am -12.00 Noon Paper Presentation Track Session 5

12.00 Noon- 12.30pm Tea / Refreshments at NAB top Floor (Level 5 foyer) In front of L51

12.30pm – 1.00 pm Valedictory Function (Finance Lab, NAB Ground Floor)

1.15 pm – 2.00 pm LUNCH (@ TATA HALL)
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Abstract
The objective of this study is to examine how celebrity credibility will affect the customer based brand 
equity and relationship continuity expectation. The Brand credibility is examined as a mediator, Number 
of years of usage, i.e. past experience with the Smartphone is taken as a moderator, to test whether 
there is any significance difference between a new and old customer of this product. Age and gender are 
considered as a control variable in the study. In the present study, Smartphone is used as stimuli. The 
brand credibility acts as a mediator as the stimuli is a physical product. The participants are selected from 
ten major mobile phone retail outlets and two shopping malls, with highest footfalls, in a major city of 
West Bengal. The retail outlets and shopping malls are visited at weekends over a period of three months. 
The sample consist of adult individuals of age 18 years and above having smart phone or planning 
to purchase within a month, and are exposed to celebrity endorsed advertisements in print, electronic, 
and/or digital media. The data from the samples are collected using a systematic sampling design, 
starting from a random point every tenth participant, if found suitable based on the above mentioned 
criteria. A total of 376 participants are surveyed. The result of the study supports the positive direct 
relationship between celebrity credibility with both brand equity and relationship continuity expectation. 
Bias-corrected bootstrapping analysis using 2000 bootstrap sample with 90% confidence interval is 
run to examine the indirect effect that indicates mediation. Brand credibility positively and partially 
mediates the celebrity credibility, relationship with brand equity and relationship continuity expectation. 
It implies that there is a joint positive effect of both celebrity credibility and brand credibility on brand 
equity and relationship continuity expectation. In the case of past experience with Smartphone, there is 
a strong positive significant difference is found between celebrity credibility on relationship continuity 
expectation. Role of celebrity credibility is almost double in low experience users to build a stronger 
relationship with the brand than the users who are using smart phones for a longer period of time which 
supports that the new users are more influence by celebrity credibility than the old one. The result of the 
present study implies that a credible celebrity aid in developing an improved brand equity and supports in 
establishing a strong unceasing relationship with the brand. The strong relationship created with the help 
of credible celebrity may help brands to prevent customers from brand switching and remain brand loyal.

Keywords: Celebrity credibility, Brand equity, Brand credibility, Relationship Continuity expectation 
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Abstract
The question of how consumers make a choice between global brands originating in developed versus 
emerging markets is extremely crucial. Emerging markets are often characterized by higher levels of 
market heterogeneity, sociopolitical governance, unbranded competition and inadequate infrastructure 
(Sheth, 2011). In such contexts, markets would be characterized by asymmetric and imperfect information. 
Literature on information economics posits that brands as credible signals reduce consumer’s perceived 
risk, information cost and suspicion about firms’ quality claims (Erdem and Swait, 1998). Therefore, we 
expect that in an emerging market setting credibility of a brand would be crucial in influencing consumer 
choice. Hence, the objective of the present study is to investigate the role of   brand credibility in 
influencing purchase intentions towards global brands originating in developed versus emerging markets.

Given the significance of brand credibility in purchase intentions it is important to identify its  antecedents. 
Ozsomer and Altaras (2008), suggest that global brand credibility is influenced by the brands perceived 
global reach and its imbued cultural capital. Both of these variables represent  a  brands’ strategic 
positioning in the marketplace and hence can be employed as signal to communicate a brand’s position 
in the marketplace. In this study we identify and test three prominent drivers of brand credibility viz. 
perceived brand authenticity, local iconness, and perceived brand globalness in the context of global 
brand purchase. The results show that brand credibility is an important purchase factor for global brands. 
Further, three drivers differentially influence the credibility perceptions of global brands originating in 
developed as well as emerging markets.

Keywords: global brands, brand credibility, perceived brand globalness, local iconness, brand authenticity, 
emerging markets
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Abstract
The purpose of this paper is to examine the potential influence of overall service environment (servicescape) 
of Mobile banking (M banking) on customer attitude and engagement intentions. The previous researchers 
support the claim that this mode of banking service has paved a pathway to an innovative banking 
approach in both developed and developing countries. However, unlike traditional transactional and 
online banking services, the limited ability of this mode to provide one-to-one interactions with service 
providers increases privacy concerns  among consumers .To address these privacy concerns, consumers 
may look for relevant cues from the channel environment to confirm that they will not experience a loss 
once they perform banking related activities via this mode. A Stimulus-Organism-Response (S-O-R) 
framework, which is often employed in physical and online servicescape literature, is adapted as the 
basis of the conceptual model that the M banking servicescape as stimulus will influence the organismic 
effects of customers’ attitude towards M banking, which in turn influence their response, i.e., customer 
engagement.  A web based survey among 345 M banking users was employed to  gather data regarding 
the proposed set of constructs. A Structural Equation Modelling (SEM) technique was used to analyse 
the conceptual model and test the proposed set of hypotheses. Statistical results demonstrated that M 
banking servicescape is a strong predictor of customer attitude toward M banking which then influences 
customer engagement. It also support the fact that customers’ attitude toward M banking mediates the 
relationship between M banking servicescape and customer’s engagement with M banking.   Extension 
of servicescape    research from physical and online contexts to M banking setting provides a notable 
new realm into which academicians can extend the current paradigms. This study also helps M banking 
practitioners an enhanced understanding to improve customer attitude and engagement with regard to M 
banking. In addition to this, it is also found that layout and functionality play an important role to develop 
M-banking servicescape.

Keywords: Mobile banking, servicescape, e-servicescape, attitude, engagement
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Abstract
With the boom in online services and technologies, mobile payments have evolved as a more promising 
payment system offered by the service providers. The market of mobile payments in 2015 was $450bn 
and is expected to surpass $1tn in 2019 globally (TrendForce, 2016; Statista, 2016). However the 
adoption rate of mobile payments is very low in India, contributing to only $21mn (Statista, 2016). 
Also, it is important to study the interactive nature of the context of mobile payments. In this purview, 
the situational factors play a major role in governing the mental state of a consumer. Thus, this study 
has been based on two facets; the positive valence, the benefits and the negative valence, the risk and 
their antecedents which will build a clear perception of an individual to motivate them to adopt mobile 
payments. The antecedents are information diagnosticity, authenticity and mental intangibility. Based on 
the level of situational involvement, how the cognitive processing of an individual works and motivates 
consumers to gain a clear picture as well as to adopt mobile payments. A conceptual framework has 
been built using the factors mentioned above. Scenarios will be created for high situational involvement 
and low situational involvement. Later experimental design will be performed to test the hypotheses. 
The expected finding of the study contributes to the media-congruency effect and human psychology 
to build relationship with consumers. The study also contributes to the risk- reducing strategies when 
a consumer is highly involved in the information available. The high level of situational involvement 
evokes consumer’s cognitive processing and helps them evaluate pre-purchase decisions which later will 
contribute to reduce the risk.

Keywords: (mobile payments, situational involvement, information diagnosticity, perceived authenticity, 
mental intangibility)
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Co-Recovery: Examining the Effect of Failure Types and Attributions on Recovery Responses

Introduction:
Self service technologies (SSTs) have been increasingly used by all the firms across the globe to meet the 
requirements of evolving customer. SSTs have gained prominence as they are cost effective as well as 
helpful in increasing consistency and efficiency (Dabholkar 1996). SSTs  such as ATMs, Payment kiosks, 
Web based applications and Mobile applications, payment applications have gained prominence in recent 
years. Many studies have explored factors affecting customer usage of these self service technologies 
(Meuter et al., 2005; Shin 2010). Despite proliferation of SSTs, they are not infallible as there is risk 
of failure due to absence of human element and standardized process (Meuter and Bitner, 1998). There 
have been multiple studies addressing service failure in offline service contexts but only few studies 
emphasized on online service and self service technology failures (Harris et al., 2006; Forbes, 2008; 
Dong et al., 2008; Zhu et al., 2013; Dabholkar and Spaid, 2012).Service failures in SSTs classified into 
two major categories based on service types: Internet SSTs (Harris et al., 2006) and Non-Internet SSTs 
(Forbes, 2008). Extant studies in SST failure context have examined different recovery strategies to 
address service failures in the form of compensation, service guarantees, explanation, and apology. Of 
late, Co-creation of service recovery has emerged as new mechanism to address service failures in SST 
context (Dong et al., 2008, Roggeveen et al., 2012, Xu et al., 2014., Dong et al., 2016). However, there 
is dearth of literature addressing effects of attribution in a co-created service failure and factors affecting 
customer responses post recovery. Previous studies in co-created recovery (co-recovery) have examined 
either process  failure (Dong et al., 2008) or outcome failure (Roggeveen et al., 2012; Xu et al., 2014) 
without any focus on type of failure occurred. However, previous research suggests type of failure plays 
key role in customers‟ expectation of required recovery (Smith et al., 1999). It is also suggested that 
efficacy of recovery strategies vary depending on the attributions customers make about the service 
failure (Iglesias et al., 2015). Therefore, deploying co-recovery across all the  SST failures might not give 
desired results for the service firms when customers make different attribution to a service failure. Thus, 
examining the relationship between failure type and attributions in the context of SST makes more sense 
as it is another chance for a firm to retain customer by addressing the failure appropriately. In this regard, 
the present study makes an attempt to fill the void by examining the effect of attributions and the role of 
failure type on recovery responses in a co-recovery setting. The following research questions are framed 
in  order to address the research gap stated above.
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Introduction
The ingenious exploitation of internet has empowered consumers to vent out their negative experiences 
with products and services through a wide array of online channels like micro- blogging websites (www.
twitter.com), company websites (e.g. www.canon.com), third-party websites (e.g. www.mouthshut.
com), and product/industry specific review sites (e.g. www.zomato.com) (Ward and Ostrom, 2006). This 
opportunity for consumers to cater negative word of mouth (henceforth: NWOM) through online reviews 
is a serious threat for marketers (Berry et al., 2010; Hennig-Thurau et al., 2010) because negative reviews 
possess potent harm- inflicting characteristics which negatively affect consumers’ attitude toward brands 
(Purnawirawan et al., 2015), purchase intentions (Lee and Youn, 2009), product trial (Huang and Korfiatis, 
2015) and sales (Cui et al., 2012) and eventually diminish a company’s brand image in the marketplace 
(Lee and Youn, 2009). Many companies have started to monitor and intervene in negative reviews, to 
mitigate these detrimental effects, a practice known as Webcare (Van Noort and Willemsen, 2012). Extant 
studies on webcare demonstrated its effectiveness as a tool to curtail negative economic circumstances 
directed toward a firm. For example, Hong and Lee (2005) explored that timely response by companies 
resolves complainants’ issues, stops unnecessary follow-up attacks from other consumers, and increases 
consumer loyalty and positive word of mouth (henceforth: PWOM). Depending upon the strategy adopted 
(proactive  or reactive) and online platform used (consumer-generated or brand-generated), webcares 
also have the ability to attenuate negative brand evaluations (Van Noort and Willemsen, 2012). Clearly, 
valence and level of negativity manifested in the reviews determine what strategy a marketer should 
adopt while writing online responses (Dens et al., 2015). A successful endeavour ultimately results in 
generating positive consumer engagement with brands through the online environment (Schamari and 
Schaefers, 2015).

Though these afore-mentioned studies highlight managerial relevance and engender comprehensive 
research in webcare, ironically it is still in its stage of infancy. Specifically, no studies exist that explore 
the salient characteristics or attributes of webcare which marketers might manipulate in order to offset 
negative attitude of complaining consumers. However, unlike webcare, researchers did examine message 
characteristics of other communication tools like print ads (Chowdhury et al., 2011), radio ads (Potter, 
2009), television ads (Ruifeng, 2012), company blogs (Greenberg et al., 2013), online ads like banner, 
floating, or pop-up ads (Alijani et al., 2010), and online reviews (Cheung et al., 2008). Another lacuna 
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surfacing from prior literature is that none of the studies investigated effects of webcare and companies’ 
responses to negative reviews on consumers’ coping behaviour, i.e., the process of sanctioning marketers’ 
faults. Coping strategies like consumer forgiveness possesses a healing power that changes consumer-
brand relationships (Bhandari et al., 2007; Moschis, 2007) and has been thoroughly investigated in 
physical (offline) service recovery literature (Bhandari et al., 2007; Chung and Beverland, 2006; Moschis, 
2007; Sinha and Lu, 2015; Tsarenko and Tojib, 2011). However, research on whether consumers forgive 
marketers’ transgressions and continue pursuing healthy relationship with the brand after receiving online 
responses is scarce.

The present article seeks to explore the effects of selected webcare attributes, namely webcare strength, 
webcare sidedness, and webcare ownership on consumers’ forgiveness. We also posit that severity of 
failure depicted in the reviews would moderate the  afore-mentioned relationships. Finally, the article 
investigates whether coping behavior leads to pragmatic consumer-level outcomes by analyzing the effects 
of consumer forgiveness on service brand attitude, satisfaction with webcare, and purchase intention.

Hypotheses:
H1: Strong webcare results in higher consumer forgiveness as compared to weak webcare. H2: Two-
sided webcare results in higher consumer forgiveness as compared to one-sided webcare.

H3: Webcare with high ownership results in higher consumer forgiveness as compared to webcare with 
low ownership.

H4: A strong two-sided webcare results in higher consumer forgiveness as compared to (a) a strong one-
sided webcare, (b) a weak two-sided webcare, and (c) a weak one-sided webcare.

H5: A strong webcare with high ownership results in higher consumer forgiveness as compared to (a) a 
strong webcare with low ownership, (b) a weak webcare with high ownership, and (c) a weak webcare 
with low ownership.

H6: A two-sided webcare with high ownership results in higher consumer forgiveness as compared to (a) 
a two-sided webcare with low ownership, (b) a one-sided webcare with high ownership, and (c) a one-
sided webcare with low ownership.

H7: Severity of failure negatively moderates the relationship between (a) webcare strength and consumer 
forgiveness, (b) webcare sidedness and consumer forgiveness, and (c) webcare ownership and consumer 
forgiveness.

H8: Consumer forgiveness positively affects brand attitude.

H9: Consumer forgiveness positively affects consumer satisfaction. H10: Consumer forgiveness 
positively affects purchase intention. H11: Brand attitude positively affects purchase intention.

H12: Consumer satisfaction positively affects purchase intention.

Research Methodology:
Two studies were conducted keeping in view the afore-mentioned objectives.
Study 1: The purpose of this study was to test the hypotheses in the context of fine dining service 
characterized by a real life restaurant brand. The validity of the postulations were put to scrutiny by 
adopting a sequential approach whereby effects of webcare characteristics on consumer forgiveness in 
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the presence of severity of failure as a moderator were first examined. Following this, the effects of 
consumer forgiveness on service brand attitude, satisfaction with webcare, and restaurant visit intention 
were investigated. The experiment used a 2 (Webcare strength: strong vs. weak) × 2 (webcare sidedness: 
one-sided vs. two-sided) × 2 (Webcare Ownership: high vs. low) × 2 (Severity of Failure: high vs. low) 
between-subjects design. Four-hundred and ninety- six post-graduate students (274 men, 222 women; 
mean age=23.4 years) of a university participated in the study. ANCOVA was used to test the effects of 
webcare characteristics on consumer forgiveness. Further, OLS based regression was used to test the 
effects of consumer forgiveness on service brand attitude, satisfaction with webcare, and restaurant visit 
intention Study 2: While the first study was conducted with a real-life restaurant brand, we intended 
to enhance external validity of our research in a fictitious hotel brand scenario. The primary goals  of  
Study  2  were  to  examine  whether  the  moderated  effects  (through  severity of  failure) of webcare 
characteristics on service brand attitude, satisfaction with webcare, and hotel visit intention were 
statistically mediated through consumer forgiveness. The same set of research hypotheses were again 
tested using Hayes’ (2013) PROCESS macro 2.15 for SPSS 20.0. A total of 472 subjects (303 men, 169 
women, mean age=36.8 years) participated in the study. Study 2 empirically investigated whether and 
to what extent consumer forgiveness, in the presence of severity of failure as a moderator, mediated the 
effects of webcare characteristics, i.e., strength, sidedness, and ownership, consumer outcome variables 
like service brand attitude, satisfaction with webcare, and hotel visit intention.

Results and Discussion:
Study 1: A significant main effect of webcare strength, webcare sidedness and webcare ownership was 
found on consumer forgiveness. Further, a significant webcare strength ×  webcare sidedness interaction 
effect was also found, thereby showing that strong two-sided webcares resulted in higher consumer 
forgiveness than strong one-sided webcares, weak two- sided webcares, and weak one-sided webcares. 
Another, significant webcare sidedness ×  webcare ownership interaction was also found which revealed 
that subjects exposed to two-sided webcares with high ownership exhibited higher consumer forgiveness 
than those in two-sided webcares with low ownership, one-sided webcares with high ownership, and 
one-sided webcares with low ownership conditions. However, webcare strength did not interact with 
webcare ownership thereby yielding insignificant results. Further consumer forgiveness was found to 
affect service brand attitude and satisfaction with webcare.
Study 2: The finding of the second study showed that consumer forgiveness mediated the effects of 
webcare characteristics on service brand attitude, satisfaction with webcare, and hotel visit intention while 
severity of failure played the role of a negative moderator in these relationships CONTRIBUTIONS:
This study contributes to research dealing with consumers’ complaint in an online environment - a relatively 
new domain called webcare. Till date little knowledge exists that explores how webcare responses could 
be effectively written in order to manage unhappy consumers. Our first academic contribution is that 
this study fills this above-mentioned research void by exploring the characteristics of webcare. Second, 
previous research on offline service recovery and webcare  has primarily dealt with a theoretical construct 
like justice perception. We append to this body of knowledge  by  examining  the  effects  of  webcare  
characteristics  on  a  more  pragmatic    and marketer-oriented construct like consumer forgiveness in the 
presence of a moderating construct like severity of failure. Finally, to the best of our knowledge limited 
attention has been given to explore phenomena that might happen once unhappy consumers forgive 
transgressions of marketers. Our study academically contributes to the literature of consumer forgiveness 
by examining its extended effects on consumer outcome variables like brand attitude, satisfaction and 
purchase intention.
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Perhaps due to the relative newness of the domain, no research attention has been given to systematically 
explore characteristics like webcare strength, webcare sidedness and webcare ownership. To the best of 
our knowledge no previous research examines whether webcare provided in response to negative reviews 
influences coping behavior, i.e., forgiving/sanctioning the marketer’s transgressions, of other consumers 
who read the review and the associated webcare. However, no previous studies in the domain of webcare 
and online responses have taken into consideration this situational factor i.e., complaint seriousness, into 
account.

Keywords: Webcare, webcare characteristics, negative online reviews, consumer forgiveness, severity 
of failure
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Introduction
The ingenious exploitation of internet has empowered consumers to vent out their negative experiences 
with products and services through a wide array of online channels like micro- blogging websites (www.
twitter.com), company websites (e.g. www.canon.com), third-party websites (e.g. www.mouthshut.
com), and product/industry specific review sites (e.g. www.zomato.com) (Ward and Ostrom, 2006). This 
opportunity for consumers to cater negative word of mouth (henceforth: NWOM) through online reviews 
is a serious threat for marketers (Berry et al., 2010; Hennig-Thurau et al., 2010) because negative reviews 
possess potent harm- inflicting characteristics which negatively affect consumers’ attitude toward brands 
(Purnawirawan et al., 2015), purchase intentions (Lee and Youn, 2009), product trial (Huang and Korfiatis, 
2015) and sales (Cui et al., 2012) and eventually diminish a company’s brand image in the marketplace 
(Lee and Youn, 2009). Many companies have started to monitor and intervene in negative reviews, to 
mitigate these detrimental effects, a practice known as Webcare (Van Noort and Willemsen, 2012). Extant 
studies on webcare demonstrated its effectiveness as a tool to curtail negative economic circumstances 
directed toward a firm. For example, Hong and Lee (2005) explored that timely response by companies 
resolves complainants’ issues, stops unnecessary follow-up attacks from other consumers, and increases 
consumer loyalty and positive word of mouth (henceforth: PWOM). Depending upon the strategy adopted 
(proactive  or reactive) and online platform used (consumer-generated or brand-generated), webcares 
also have the ability to attenuate negative brand evaluations (Van Noort and Willemsen, 2012). Clearly, 
valence and level of negativity manifested in the reviews determine what strategy a marketer should 
adopt while writing online responses (Dens et al., 2015). A successful endeavour ultimately results in 
generating positive consumer engagement with brands through the online environment (Schamari and 
Schaefers, 2015).

Though these afore-mentioned studies highlight managerial relevance and engender comprehensive 
research in webcare, ironically it is still in its stage of infancy. Specifically, no studies exist that explore 
the salient characteristics or attributes of webcare which marketers might manipulate in order to offset 
negative attitude of complaining consumers. However, unlike webcare, researchers did examine message 
characteristics of other communication tools like print ads (Chowdhury et al., 2011), radio ads (Potter, 
2009), television ads (Ruifeng, 2012), company blogs (Greenberg et al., 2013), online ads like banner, 
floating, or pop-up ads (Alijani et al., 2010), and online reviews (Cheung et al., 2008). Another lacuna 
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surfacing from prior literature is that none of the studies investigated effects of webcare and companies’ 
responses to negative reviews on consumers’ coping behaviour, i.e., the process of sanctioning marketers’ 
faults. Coping strategies like consumer forgiveness possesses a healing power that changes consumer-
brand relationships (Bhandari et al., 2007; Moschis, 2007) and has been thoroughly investigated in 
physical (offline) service recovery literature (Bhandari et al., 2007; Chung and Beverland, 2006; Moschis, 
2007; Sinha and Lu, 2015; Tsarenko and Tojib, 2011). However, research on whether consumers forgive 
marketers’ transgressions and continue pursuing healthy relationship with the brand after receiving online 
responses is scarce.

The present article seeks to explore the effects of selected webcare attributes, namely webcare strength, 
webcare sidedness, and webcare ownership on consumers’ forgiveness. We also posit that severity of 
failure depicted in the reviews would moderate the  afore-mentioned relationships. Finally, the article 
investigates whether coping behavior leads to pragmatic consumer-level outcomes by analyzing the effects 
of consumer forgiveness on service brand attitude, satisfaction with webcare, and purchase intention.

Hypotheses:
H1: Strong webcare results in higher consumer forgiveness as compared to weak webcare. H2: Two-
sided webcare results in higher consumer forgiveness as compared to one-sided webcare.

H3: Webcare with high ownership results in higher consumer forgiveness as compared to webcare with 
low ownership.

H4: A strong two-sided webcare results in higher consumer forgiveness as compared to (a) a strong one-
sided webcare, (b) a weak two-sided webcare, and (c) a weak one-sided webcare.

H5: A strong webcare with high ownership results in higher consumer forgiveness as compared to (a) a 
strong webcare with low ownership, (b) a weak webcare with high ownership, and (c) a weak webcare 
with low ownership.

H6: A two-sided webcare with high ownership results in higher consumer forgiveness as compared to (a) 
a two-sided webcare with low ownership, (b) a one-sided webcare with high ownership, and (c) a one-
sided webcare with low ownership.

H7: Severity of failure negatively moderates the relationship between (a) webcare strength and consumer 
forgiveness, (b) webcare sidedness and consumer forgiveness, and (c) webcare ownership and consumer 
forgiveness.

H8: Consumer forgiveness positively affects brand attitude.

H9: Consumer forgiveness positively affects consumer satisfaction. H10: Consumer forgiveness 
positively affects purchase intention. H11: Brand attitude positively affects purchase intention.

H12: Consumer satisfaction positively affects purchase intention.

Research Methodology:
Two studies were conducted keeping in view the afore-mentioned objectives.
Study 1: The purpose of this study was to test the hypotheses in the context of fine dining service 
characterized by a real life restaurant brand. The validity of the postulations were put to scrutiny by 
adopting a sequential approach whereby effects of webcare characteristics on consumer forgiveness in 
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the presence of severity of failure as a moderator were first examined. Following this, the effects of 
consumer forgiveness on service brand attitude, satisfaction with webcare, and restaurant visit intention 
were investigated. The experiment used a 2 (Webcare strength: strong vs. weak) × 2 (webcare sidedness: 
one-sided vs. two-sided) × 2 (Webcare Ownership: high vs. low) × 2 (Severity of Failure: high vs. low) 
between-subjects design. Four-hundred and ninety- six post-graduate students (274 men, 222 women; 
mean age=23.4 years) of a university participated in the study. ANCOVA was used to test the effects of 
webcare characteristics on consumer forgiveness. Further, OLS based regression was used to test the 
effects of consumer forgiveness on service brand attitude, satisfaction with webcare, and restaurant visit 
intention Study 2: While the first study was conducted with a real-life restaurant brand, we intended 
to enhance external validity of our research in a fictitious hotel brand scenario. The primary goals  of  
Study  2  were  to  examine  whether  the  moderated  effects  (through  severity of  failure) of webcare 
characteristics on service brand attitude, satisfaction with webcare, and hotel visit intention were 
statistically mediated through consumer forgiveness. The same set of research hypotheses were again 
tested using Hayes’ (2013) PROCESS macro 2.15 for SPSS 20.0. A total of 472 subjects (303 men, 169 
women, mean age=36.8 years) participated in the study. Study 2 empirically investigated whether and 
to what extent consumer forgiveness, in the presence of severity of failure as a moderator, mediated the 
effects of webcare characteristics, i.e., strength, sidedness, and ownership, consumer outcome variables 
like service brand attitude, satisfaction with webcare, and hotel visit intention.

Results and Discussion:
Study 1: A significant main effect of webcare strength, webcare sidedness and webcare ownership was 
found on consumer forgiveness. Further, a significant webcare strength ×  webcare sidedness interaction 
effect was also found, thereby showing that strong two-sided webcares resulted in higher consumer 
forgiveness than strong one-sided webcares, weak two- sided webcares, and weak one-sided webcares. 
Another, significant webcare sidedness ×  webcare ownership interaction was also found which revealed 
that subjects exposed to two-sided webcares with high ownership exhibited higher consumer forgiveness 
than those in two-sided webcares with low ownership, one-sided webcares with high ownership, and 
one-sided webcares with low ownership conditions. However, webcare strength did not interact with 
webcare ownership thereby yielding insignificant results. Further consumer forgiveness was found to 
affect service brand attitude and satisfaction with webcare.
Study 2: The finding of the second study showed that consumer forgiveness mediated the effects of 
webcare characteristics on service brand attitude, satisfaction with webcare, and hotel visit intention while 
severity of failure played the role of a negative moderator in these relationships CONTRIBUTIONS:
This study contributes to research dealing with consumers’ complaint in an online environment - a relatively 
new domain called webcare. Till date little knowledge exists that explores how webcare responses could 
be effectively written in order to manage unhappy consumers. Our first academic contribution is that 
this study fills this above-mentioned research void by exploring the characteristics of webcare. Second, 
previous research on offline service recovery and webcare  has primarily dealt with a theoretical construct 
like justice perception. We append to this body of knowledge  by  examining  the  effects  of  webcare  
characteristics  on  a  more  pragmatic    and marketer-oriented construct like consumer forgiveness in the 
presence of a moderating construct like severity of failure. Finally, to the best of our knowledge limited 
attention has been given to explore phenomena that might happen once unhappy consumers forgive 
transgressions of marketers. Our study academically contributes to the literature of consumer forgiveness 
by examining its extended effects on consumer outcome variables like brand attitude, satisfaction and 
purchase intention.
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Perhaps due to the relative newness of the domain, no research attention has been given to systematically 
explore characteristics like webcare strength, webcare sidedness and webcare ownership. To the best of 
our knowledge no previous research examines whether webcare provided in response to negative reviews 
influences coping behavior, i.e., forgiving/sanctioning the marketer’s transgressions, of other consumers 
who read the review and the associated webcare. However, no previous studies in the domain of webcare 
and online responses have taken into consideration this situational factor i.e., complaint seriousness, into 
account.

Keywords: Webcare, webcare characteristics, negative online reviews, consumer forgiveness, severity 
of failure
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Abstract
The subject of satisfaction and trust in the context of e-commerce has been studied by a plethora of scholars, 
however, there are no comprehensive studies which have looked into supplier  dissatisfaction. Recently, 
there have been multiple reports of supplier side problems in e-commerce giants such as Amazon and 
therefore it is imperative that issues pertaining to suppliers need attention and research. Some important 
factors that helped e-commerce flourish are a) the reach of online shopping where the customer’s search 
cost is reduced b) the convenience of online shopping, and c) the availability of product(s) and services at 
cheaper cost. Most of these advantages accrue from strong supplier relationships. Thus, online retailers, 
need to have strong relationships with their suppliers in order to remain competitive. In this paper, factors 
that lead to supplier dissatisfaction are identified and subsequently, its dimensions in the e-commerce 
context are investigated. In the first phase of the study, various factors that lead to e-commerce supplier 
dissatisfaction are identified through depth interviews and literature review. Some of the factors unique 
to online shopping context were a) Lack of multi-channel integration b) No control of the seller on price 
and promotion, c) No scope of re marketing of products, d) undercutting from other suppliers, e) Return 
of goods and  reverse logistics issues, f) Dealing with bad customers, g) Delay is service from online 
retailer and h) Poor Information content on website.

Keywords: Supplier Dissatisfaction, E-Commerce, EDT, multi-channel integration.
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Abstract
The present study aims at improving theoretical understanding on the influential role of servicescape 
in the determination of customers’ love towards hotel service providers. It  highlights the practical 
usefulness of the servicescape on brand experience in which brand experience used as a mediator 
between servicescape and brand love. The study has attempted to vary the assessment of servicescape 
significantly by integrating moderating effects of customer’s visit motive (Goal vs. Experiential). Both 
the theories (S-O-R and ELM theory) have strengthened the logic and objective of the study. Data were 
collected from three hundred and seventy eight (378) guests by random sampling from a reputed hotel 
chain spread across  different locations in the country. Data were subject to a series of analysis including, 
exploratory factor Analysis (EFA), confirmatory factor analysis (CFA), structural equation modeling, 
mediation analysis and moderation (multi-group) analysis. The findings suggest that brand experience 
partially mediates the effect of servicescape on brand love. Consumer motive moderates the effects of 
hotel servicescape on service brand experience such that the effect of brand experience is higher for 
experiential motive customer than that of the goal  oriented motives customer. The current study findings 
have several implications for hotel service developers and hospitality practitioners and for academicians. 
The study will provide a new insight to managers for building innovativeness in service provisions 
through servicescape items, which leads to brand love by understanding guest motive intention. The 
present findings also imply that hotel managers must consider customers differently based on their 
experience with the hotel, as the processing of servicescape is conditional upon their experience with the 
hotel service.

Keywords: Servicescape, Brand Experience, Brand Love, Consumer Motives
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Abstract
Researchers have observed that places and regions, including nations compete keenly for tourists, FDIs, 
exports and others. However, the fledgling domain of place branding is yet to get a robust theory as 
to the antecedents of ‘place image’. The creation of place image requires scholars and practitioners to 
delve into domains of other social sciences like international  business,  international  relations,  human  
geography,  and  tourism  studies  and so on. This study attempts to develop a conceptual framework for 
place image, focusing on the branding of a region based on the dimensions of country- of- origin effects, 
tourism marketing, public diplomacy and regional identity. The framework can serve as a building block 
for developing an integrated theory on place branding including nation(s) and  region(s). Using umbrella 
branding we posit that a place’s reputation can be used as a unifier to market a ‘bundle of local goods and 
services’. We use the provenance associations of a place’s overall image as the core of umbrella branding.

The   study   intended   to   develop   a   conceptual   framework   on   place    image    or place  brand  image  
(PI)  with  reference  to  its  inter-relations  with  country-of-origin effects (here being product-country-
image - PCI), tourism  destination  image  (TDI),  regional identity (RI) and public diplomacy (PD). This 
model is believed to be adaptable     for any place image as its constituents can be added or deleted to  
suit  the  context  specificity of the place. At the heart of the framework lies place image that acts as link 
between the four perspectives of place branding. PCI and TDI impact one another where PI acts  as  a  
mediating  variable.  Similarly,  in  the  inter-relationships  between  TDI and RI and TDI and PD, PI acts 
as mediator. The framework suggests that PCI, RI and PD have no apparent direct relationships between 
them.

Keywords: place image, product country image (PCI), tourism destination image (TDI), regional identity, 
public diplomacy
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Exploring the antecedents of co-creation in  
hospital-supplier relationship: an empirical study on 
private sector hospitals in India 

Samyadip Chakraborty 
Department of Operations and IT, 
IBS Hyderabad, 
IFHE University, 
Hyderabad-501203, Telangana, India 
Email: samyadip@ibsindia.org 

Abstract: Criticality of healthcare has always been a matter of huge concern. 
With increasing focus towards value-based patient-care service, hospitals are 
struggling between continuously spiralling cost and providing increased access 
to quality care-services. Interactions and relationships among the hospital 
stakeholders have become very crucial, especially in hospital-supplier 
relationships. Extant literature has thrown light on interaction, systematic 
orchestration and collaborative ambience as essential needs for achieving value 
co-creation. The current study analyses the antecedents of co-creation in 
hospital-supplier relationship context from a service-dominant-logic  
(SD-logic) perspective. The study is further underpinned with theories like 
relational-view and relational-coordination-theory. In this empirical research, 
the relational antecedents of co-creation have been validated. This study  
further establishes the well-known DART framework (dialogue-access-risk 
assessment-transparency) linkages with trust, commitment and care-service 
orchestration (CSO) as antecedents to co-creation activities based on  
229 responses from private tertiary-care Indian hospitals using structural 
equation modelling (SEM). 

Keywords: healthcare; co-creation; hospital-supplier relationship; supply chain 
management; trust; interdependence; DART; care-service orchestration. 
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an empirical study on private sector hospitals in India’, Int. J. Business 
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1 Introduction 

Healthcare sector comprises of aggregation of various domains of which the hospital 
activities forms the most crucial and complex area. With the increasing competition and 
focus towards achieving quality-care at affordable cost, the major battle of healthcare 
service sector is to achieve cost containment and coordination (Zheng et al., 2008; 
Dobrzykowski, 2012). Supply-related cost has been emphasised as the prominent factor 
for the rise in 25% of total hospital-cost and affecting performance (Byrnes, 2004). 
Concepts like supply-chain network relationships, network-collaboration, and value  
co-creation activities have gained prominence over the years. While empirical evidences 
concerning supply chain management (SCM) across sectors have been effective; but 
scenario in healthcare is challenging (McKone-Sweet et al., 2005; Meijboom et al., 
2011). Schneller and Smeltzer (2006) highlighted that significant opportunities exist for 
synchronisation, orchestration and collaboration in healthcare. Healthcare stakeholders 
are facing difficulty in providing quality-care amidst spiking uncertainty and cost (Zheng 
et al., 2008) in the unique healthcare supply chain networks (Meijboom et al., 2011). 

The major obstacles concerning healthcare supply chain are: 

a Enhanced complexity and distorted collaboration with network partners due to 
vague incentive-structure and uncertain roles in the supply chain network (Smeltzer 
and Ramanathan, 2002; Lian and Laing, 2004; Boyer and Pronovost, 2010). This 
obstacle is specific to healthcare as monopoly of niche suppliers, physician preferred 
drugs, patented drugs, negotiation problems of hospitals and suppliers, costlier  
open-market procurement, complicated relationships and patient-opted packages 
form the major managerial concerns. 

b Enhanced decentralisation within the hospitals and suppliers network occurs due to 
the departments working in silos and lacking upstream demand signalling (Sinha and 
Kohnke, 2009; Schneller and Smeltzer, 2006; McKone-Sweet et al., 2005); thereby 
lacking on the forward and backward integrations. 

c Inadequate operational orchestration (Dobrzykowski, 2012): forming the resultant 
of high information asymmetries and distortion in negotiations among the 
stakeholders (Ford and Scanlon, 2007). The highlighted barriers are communication, 
integration, information sharing and analysis and collaboration; thereby forming 
functional barriers among the network partners (Schneller and Smeltzer, 2006; Boyer 
and Pronovost, 2010). 

Extant literature has highlighted co-creation concepts as a novel approach towards value 
creation involving stakeholder interactions. SD-logic emphasises co-creation concerns 
interaction-based value proposition exchange and value-creation between network 
partners (as in the study context, involving hospitals and its suppliers) (Prahalad and 
Ramaswamy, 2004). In the backdrop of escalating open-market procurement cost, 
hospital purchasing function has much in stake to gain from upstream supplier 
collaboration (Schneller and Smeltzer, 2006); justifying the relevance of exploring and 
empirically validating the antecedent linkages of care-service orchestration and  
co-creation. 
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extending its initial conceptualisation as building blocks of interaction to that leading to 
service orchestration and co-creation consequently thereafter. 

In healthcare perspective, empirical studies concerning network relationships being 
scarce, this study might provide new insights. Using a SD-logic lens and emphasising on 
co-creation and its antecedents in hospital-supplier relationship context, this empirical 
exploration might both the hospital and supplier-side managers in understanding the 
importance of clarity and DART in a relational environment towards development of an 
integrative interaction platform. 

13 Study limitations and scope of future research 

Empirical research has its own share of limitations and this study happens to be no 
different. Despite attempts to rectify and contain many loopholes, certain limitations 
continue to afflict the research investigation. Key factors like power-difference and 
network control ownership-imbalance in the network, complexity in the network, etc. 
might have vital controlling stake and influence on the ongoing transaction relationship. 
They variables could not be included in the study due to mismatch of scope and so 
outcomes and results. Moreover the survey was directed towards capturing perception of 
hospital staff regarding only one type of supplier, i.e., the med-surg suppliers for the 
private sector hospitals. Further the study being conducted within a limited scope of four 
major urban settings in India, rural and semi-rural areas were not included. Thus future 
studies can aim at addressing these scopes left out; moreover different types of suppliers 
can be compared from hospital perception point of view, thereby addressing a wider 
scope. Also the generalisability of the study remains the discretion of the managers to 
consider the context and applicability. 

14 Conclusions 

This paper proposes and validates a framework which provides empirical justification 
and establishes the relational variables (trust and commitment) and the DART parameters 
(dialogue, access, risk assessment and transparency) leading to the creation of an 
integrative platform which helps in process streamlining and creates a conducive 
environment which in turn leads to the outcome of co-creation activities . The 
contribution and uniqueness of this paper lies in putting forth the argument and justifying 
that DART and Relational variables does not directly lead to co-creation, rather it creates 
a platform of nuanced clarity, information symmetry and conducive interaction-focused 
platform development which in turn fosters the outcome of CCA. This was validated 
through direct and indirect relationship checks, where the direct relationships became 
non-significant and in-direct relationships through CSO remained significant at 0.1% 
level as well. Thus this study provides a multi-tier antecedent validation for the  
co-creation outcomes in the network-partner interaction context. The study examines 
relationships between interdependence and the four DART parameters for the first time 
besides making Prahalad and Ramaswamy’s (2004) DART framework operational and 
more nuanced both from antecedent and consequent relationships. 

The study key research questions/objectives addressed are: 
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Introduction 

The ingenious exploitation of internet has empowered consumers to vent out their negative experiences 

with products and services through a wide array of online channels like micro- blogging websites (www. 

twitter.com), company websites (e.g. www.canon.com), third-party websites (e.g. www.mouthshut. 

com), and product/industry specific review sites (e.g. www.zomato.com) (Ward and Ostrom, 2006). This 

opportunity for consumers to cater negative word of mouth (henceforth: NWOM) through online reviews 

is a serious threat for marketers (Berry et al., 2010; Hennig-Thurau et al., 2010) because negative reviews 

possess potent harm- inflicting characteristics which negatively affect consumers’ attitude toward brands 

(Purnawirawan et al., 2015), purchase intentions (Lee and Youn, 2009), product trial (Huang and Korfiatis, 

2015) and sales (Cui et al., 2012) and eventually diminish a company’s brand image in the marketplace 

(Lee and Youn, 2009). Many companies have started to monitor and intervene in negative reviews, to 

mitigate these detrimental effects, a practice known as Webcare (Van Noort and Willemsen, 2012). Extant 

studies on webcare demonstrated its effectiveness as a tool to curtail negative economic circumstances 

directed toward a firm. For example, Hong and Lee (2005) explored that timely response by companies 

resolves complainants’ issues, stops unnecessary follow-up attacks from other consumers, and increases 

consumer loyalty and positive word of mouth (henceforth: PWOM). Depending upon the strategy adopted 

(proactive or reactive) and online platform used (consumer-generated or brand-generated), webcares 

also have the ability to attenuate negative brand evaluations (Van Noort and Willemsen, 2012). Clearly, 

valence and level of negativity manifested in the reviews determine what strategy a marketer should 

adopt while writing online responses (Dens et al., 2015). A successful endeavour ultimately results in 

generating positive consumer engagement with brands through the online environment (Schamari and 

Schaefers, 2015). 

Though these afore-mentioned studies highlight managerial relevance and engender comprehensive 

research in webcare, ironically it is still in its stage of infancy. Specifically, no studies exist that explore 

the salient characteristics or attributes of webcare which marketers might manipulate in order to offset 

negative attitude of complaining consumers. However, unlike webcare, researchers did examine message 

characteristics of other communication tools like print ads (Chowdhury et al., 2011), radio ads (Potter, 

2009), television ads (Ruifeng, 2012), company blogs (Greenberg et al., 2013), online ads like banner, 

floating, or pop-up ads (Alijani et al., 2010), and online reviews (Cheung et al., 2008). Another lacuna 

mailto:tghosh@ibsindia.org
mailto:amar.raju@ibsindia.org
http://www/
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Effective Video Data Retrieval Using
Image Key Frame Selection

D. Saravanan

Abstract Owing to the rapid growth of multimedia technology, multimedia
information is easily accessed by any user and the same information construction
and distribution are also very easy. Due to technology development, the multimedia
information increases due to variety of factors: it can be uploaded by unprofessional
users nowadays. Due to the low quality and the large number of duplicated video
files available, this leads video extraction more and more complex. The general
method of representing each video segment is shot that consists of series of frames.
Among this series, the input frame based shot method is specifically assisted for
searching the video content as clients provided image query/search where an image
will be matched with the indexed key frames with assist of resemblance distance.
As a result, the key frames selection is most significant, and several methods are
used to automate the process. This paper proposes a new technique for key frame
selection. The proposed method shows significantly good and the experiments
prove the above statement.

Keywords Video data mining ⋅ Data mining ⋅ Key frame extraction ⋅
Knowledge extraction ⋅ Multimedia data ⋅ Data extraction ⋅ Video dates ⋅
Frames

1 Introduction

Data mining is a process of detecting knowledge from a given huge set of data. Of
the available huge data set, multimedia is the one which contains diverse data such
as audio, video, image, text and motion, and video data play a vital role in the field
of video data mining. In short, the application of video data is called video data
mining. Data mining helps the users to retrieve the efficient content using data
mining preprocessing operations. Increasing the quantity of video content reduces
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