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Salience of the obligation may play a significant role. In conditions of high message salience, the salesperson may be exhibiting
“creditor ideology,” where “creditors prefer to have others in their debt because they believe that the norm of reciprocity will produce
generous repayments” (Eisenberger, Cotterell, and Marvel 1987). This may be perceived by the recipient, thereby producing ‘reciproca-
tion wariness’ (Cotterell, Eisenberger, and Speicher 1992) or ‘persuasion knowledge’ (Friestad and Wright 1999). A recipient can mentally
acknowledge that a gift is a ‘sales device,’ thereby sidestepping the obligation altogether (Cialdini 1993). This may be true in both dyads
and triads. In conditions of low message salience, a sense of obligation may not manifest at all.

A pretest on high-expert students (n=52), utilizing sunscreen samples, found a significant interaction between sample condition,
motivation orientation (extrinsic/intrinsic), and likelihood to recommend (F (1, 33) =4.88, p=.05). Our next experiment will be a 2 (gift
retained/transferred) x 2 (high/low salience) + 1 (control group) experiment conducted with approximately 150 physician assistant (PA)
students. Our instrument will be a questionnaire where hypothetical scenarios focus on a fictitious PA’s liking of the salesperson,
likelihood to recommend the sampled product, the perceived benefits of the samples, and sense of obligation toward the salesperson.

Healthcare providers overwhelmingly believe that the acceptance of gifts has little or no impact on their recommendation decisions
(Harris 2006; Murray 2002). Therefore, conducting an experiment with providers requires overcoming some level of social desirability
bias (Neeley and Cronley 2004). We propose an experiment that will utilize indirect-report questioning formats to mitigate this bias, where
“participants will project their own opinions and behaviors onto [an in-group] referent person” (Cronley, Neeley, and Silvera 2006).
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Thai and Vietnamese print advertisements were content analyzed to examine how content and advertising expression differed in the

two countries at two different time periods, 1994 and 2004. Analysis focused on traditional Eastern and Western, and Informational and
Emotional appeals. As hypothesized, Vietnamese ads contained more traditional and informational appeals than Thai ads, while Thai ads
were found to contain fewer informational and traditional Eastern appeals than Vietnamese ads. Implications for practitioners and
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In Southeast Asia, Vietnam and Thailand are among the countries most visible in the West. Although adjacent and culturally quite
similar, they differ dramatically in their political systems and economic foundation. Thailand is a constitutional monarchy, with a widely
revered king who exercises his powers through the National Assembly, the Council of Ministers (Cabinet), and the Courts. Vietnam is
a socialistic democracy governed by a single-party parliamentary system, with an Executive and Judiciary chosen by the party. Vietnam,
of course, was deeply affected by the war, while Thailand managed to stay largely out of the conflict.

Thailand enjoys a vital consumer economy built on gold, gemstones, and other natural resources, and has been active trade with the
West since the 1970s. Only in recent years have international trade and modern consumerism begun to emerge in Vietnam, and then only
in the large cities like Hanoi and Ho Chi Minh City (Saigon). In economic terms, the Thai per capita GNP was roughly $ 5,500 in 1994
and $ 6,500 in 2004, an 85% increase. Vietnam’s was $1,200 in 1994 and $1,700 in 2004, a 70% increase (Global EDGE, 2004). This
promising growth has attracted the attention of business leaders throughout Europe and North America.

With economic growth often comes an increasing interest in advertising, along with new challenges for Western advertising agencies
that want to work in non-Western cultures (Zhou and Belk, 2004). Advertising practitioners and researchers are well aware of the dangers
of applying American and British approaches in other countries. Many scholars have warned of the perils, e.g., Hofstede (1980), and some
have done empirical studies in their efforts to understand international audiences better. For example, Biswas, Olsen, and Carlet (1992)
observed that French advertisements employed more emotional appeals, humor, and sex, while American advertisements used more
informational cues. Partially consistent with these findings, Cheng and Schweitzer (1996) reported that more Westernized countries such
as France, the US, Finland, the UK, Japan, Korea, Taiwan, Singapore, and Philippines use emotional appeals more often than do traditional
Asian countries such as China, Malaysia, and Indonesia.

In Southeast Asia, Wongthada and Leelakulthanit (1997) in Thailand and Schutlz and Que (1997) in Vietnam pointed out the
substantial effects of socio-political transition on advertising, and Sar and Doyle (2002) showed that Thai ads expressed more Western
values than Cambodian ads. The importance of all these studies, of course, is that they help refine the practice of advertising, especially
advertising designed by Western firms for use in Eastern countries. They may also contribute to cross-cultural audience analysis and
theory-building, and to theories of cultural transmission and “hegemony.”

The present study tries to advance our understanding of Southeast Asian audiences and culture by focusing on changes in the content
of advertising in the ten years from 1994-2004. It applies tried-and-true comparative techniques, and adds a development dimension
seldom seen in the cross-cultural advertising literature.

Method
This is a content analysis in which we draw inferences about the development of Thai and Vietnamese cultures from the Eastern versus

Western content of Thai and Vietnamese magazine advertisements over the past ten years. We shall argue that practitioners who
understand this cultural development better will be able to produce more effective ads and campaigns, and that theorists who peruse these
data will be able to make finer distinctions than they previously could, particularly within Southeast Asia.

The Magazines. According to the Thai daily newspaper Thairath (2004) the three most widely read monthly magazines in Thailand
are Bangkok Metro, Prail (“Shining”), and Bambi News. According to the Vietnamese daily newspaper “Vietnam News” (2004), the three
most popular monthly magazines in Vietnam are Song Manh, Phu Nu Viet, and Que Huong (“People”). In both sets, the first magazine
is a general-interest publication similar to Life or Look in the United States; the second is a women’s magazine similar to Home and Garden;
and the third is a popular magazine similar to People.

The Ads. In the twelve 1994 and twelve 2004 issues of each of these magazines, we identified all ads for household products, personal
and non-personal. Personal household products included shampoo, soap, body lotion, sanitary pads, and toothpaste; non-personal
household products included detergent, fabric rinse, and dishwashing liquid.

From the total number of these ads–79 in 1994 and 90 in 2004 for Thailand; 56 in 1994 and 45 in 2004 for Vietnam–we randomly
selected 35 from each year and each country, for a total final sample of 140 ads.

Content Analysis. The focus of the analysis was the relative frequency of traditional Eastern versus Western appeals (per our literature
review) and emotional versus informational cues, in the two countries in the two years.

To define the first of these terms, twenty Thai and Vietnamese students studying at a large Midwestern university in the United States
participated in a focus group in which they were asked to define traditional “Eastern” appeals. This discussion identified four principle
characteristics of traditional appeals: Respect for Elders, Collectivism, Conservative Sexual Morality, and Modesty.

To define the second of these terms, Western Appeals, we used Hong and Zhu’s (1995) scales: Sexy, Humorous, Comfortable, and
Convenient. These scales have been used in numerous studies of international advertising, e.g., Lai Man So (2004), Zhang and Shavitt
(2003), Tai (1997), and Wang, Pinkleton, and Morton (1997), and Graham, Kamins, Oetomo (1993).

To define Emotional Appeals, we used Plutchik’s abbreviated Mood Rating Scale (1980), which relies on four adjectives selected
from his longer checklist. The four elements on the abbreviated scale are Happiness, Pleasantness, Interest, and Surprise. These scales
were used in Hong, Muderrisoglus, and Zinkhan’s (1987) study of cultural differences in Japanese and American magazines.

Finally, we defined Informational Appeals with four elements from Stern and Resnick’s (1981) conception of “informativeness”:
Price/Value, Quality, Guarantees/Warranties, and New Ideas, or Novelty. These scales, too, were used in Lai Man So’s (2004) study of
cross cultural comparison between Hong Kong and Australia’s women magazines; Hong, Muderrisoglus, and Zinkhan’s (1987).

We created a five-point semantic differential scale for each of the 16 elements, e.g., Not Happy to Very Happy. Four judges then used
these scales to code the Thai and Vietnamese ads for Eastern versus Western appeals, including emotional versus informational cues. Two
Thai graduate students, one male and one female, coded the Thai ads, and two Vietnamese graduate students, also one male and one female,
coded the Vietnamese ads. All coders were fluent in English as well as in their home languages. Reliability coefficients for this coding
ranged from .79 (Traditional, Thai 1994) to .85 (Emotional, Vietnamese, 2004), with an average of .81, well within the recommended range
for studies of this sort (Kassarjian, 1977); and Nunnally, 1978).
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Results
With regard to Traditional Eastern Appeals in Vietnamese versus Thai ads for the two years combined, Table 1a indicates significant

differences on Respect, Collectiveness, and Modesty, and a borderline-significant difference (p=.08) on Sexual Morality. These
differences uniformly depict Vietnam as the more traditional of the two countries:

With regard to differences in the extent of Traditional Eastern Appeals between 1994 and 2004, Table 1b show significant difference
across years on all four variables for the Vietnamese ads, and on two of the four variables–Collectivity and Sexual Morality—for the Thai
ads.

In the Vietnamese ads, the Respect, Collectivity, and Modesty means are higher for 2004 than for 1994, the Morality mean lower.
In the Thai ads, the situation is partially reversed: The Collectivity mean is lower for 2004, the Morality mean higher. At the same time,
the Respect and Modesty means are unchanged. According to these data, over the past decade the Vietnamese ads have become more
Respectful, more Communal, and more Modest, but also more sexual (lower Morality). The Thai ads have become less Communal and
less sexual (more Moral), but remained unchanged in Respect and Modesty.

With regard to Traditional Western Appeals in Vietnamese versus Thai ads for the two years combined, Table 2a indicates significant
differences on all four dimensions: Convenient, Sexy, Comfortable, and Humorous. These differences again depict Vietnam as the more
traditional Eastern, the less Western, of the two countries.

With regard to differences in the extent of Traditional Western Appeals between 1994 and 2004, Table 2b shows significant
differences on three of the four dimensions–all except Comfortable–for both the Vietnamese and the Thai ads. In the Vietnamese ads, the
Convenient, Sexy, and Humorous means are all higher for 2004 than for 1994. In the Thai ads, the situation is again reversed: The 2004
means are all lower. In the Vietnamese ads, the 2004 mean ratings are always higher than the 1994 mean ratings. According to these data,
the Vietnamese ads have become a little more Western than they used to be, but they remain less than Thai ads.

With regard to Emotional Appeals in Vietnamese versus Thai ads for the two years combined, Table 3a shows higher Thai means
on Surprised, Pleasant, and Interesting, and a non-significant difference on Happy. The Thai ads for the most part use more emotional cues
than the Vietnamese ads.

With regard to differences in the extent of Emotional Appeals between 1994 and 2004, Table 3b shows significant differences on
two of the four variables–non-significant on Surprised and Pleasant — for the Vietnamese ads, and on all four variables for the Thai ads.
In the Vietnamese ads, the Happy mean is higher for 2004 than for 1994, the Interesting mean lower. In the Thai ads, all 2004 means are
higher than the corresponding 1994 means. According to these data, the Thai ads have increased in all four kinds of emotional content,
while the Vietnamese ads have increased in Happy content, decreased in Interesting content. The ads depict Thai culture as more emotional
than Vietnamese culture, and Thai ads more emotional–happier, more interesting, more surprising, more pleasant–and growing still more
so.

With regard to Information Appeals in Vietnamese versus Thai ads for the two years combined, Table 4a indicates significant
differences on all four dimensions of Informational Appeal: Price Value, Quality, Warranty, and New Ideas (Novelty). These differences
consistently depict Vietnam as using more informational cues than Thailand.

With regard to differences in the extent of Informational Appeals between 1994 and 2004, Table 4b shows significant differences
on two of the four variables (Quality and Warranty), a borderline significant difference on one variable (p=.07 for New Idea), and a non-
significant difference on one variable (Price Value) for the Vietnamese ads. Table 4b also show significant differences on two variables
(Price Value and Quality), a borderline difference (p=.06 on New Idea), and a non-significant difference (Warranty) on the Thai ads.

Again, the Vietnamese and Thai patterns are substantially opposite. On Quality–the only Informational dimension on which the
change is significant for both countries–the 2004 Vietnamese mean is lower than the 1994 mean, but in the Thai ads, the 2004 mean is
higher. On Novelty, borderline-significant for both countries, the 2004 Vietnamese mean is higher than the 1994 mean, but the 2004 Thai
mean is lower. Vietnamese culture, per the above less emotional than Thai culture, is growing less concerned with quality information
and more interested in novelty, while Thai culture, more emotional, is growing more concerned with quality information, and less
concerned with Novelty. The inference we draw is that, just as the two cultures are moving toward each other in terms of emotional cues,
so they are becoming more similar in terms of informational cues.

Discussion
The principal strengths of this study are that it is built on random samples of ads from the most widely read magazines in Thailand

an d Vietnam and that it evaluates those ads according to attributes identified as important in respected previous studies. The principal
weaknesses are that the study analyzes only print ads, indeed only magazine ads, and that it samples ads from only two points in time.
Despite these weaknesses, we believe the results are consistent enough that practitioners and theorists may draw conclusions from them.

Our analysis identified a number of important patterns: First, that Vietnam is the more traditional, less Westernized of the two cultures;
second, that Vietnamese ads have become more Western over the past ten years, Thai ads in many (but not all) ways less Western
(Collective, Sexual, Humorous); third, that Vietnamese ads have become more emotionally cued in the past ten years; and, fourth, that
Thai ads have become more informationally cued in some ways (Quality), less so in others (Novelty), while Vietnamese ads showed just
the opposite pattern, less informationally cued as to Quality, more so as to Novelty. The Thai patterns were often just the opposite of the
Vietnamese patterns, despite the proximity and apparent cultural similarity of the two countries.

What are advertising practitioners and theorists to draw from these findings? The most obvious conclusion is that, despite the
proximity and superficial similarity of the two cultures, they should not be treated the same. In more technical terms, they are not samples
from the same population.

More specifically, practitioners and theorists can expect that Vietnamese print-ad audiences will respond positively to more
traditional Asian appeals–those that rest on Conservative Sexual Morality, Collectivity, and Product Information–while Thai audiences
will respond positively to somewhat more Western appeals. We cannot escape the image of a fundamentally Confucian culture (Doyle,
1999, pp. 89ff) in Vietnam growing increasingly Western as it sheds its Communistic history and takes it place on the international stage.
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TABLE 1
Traditional Eastern Appeals in Vietnamese and Thai Ads (N=140 ads)

Table 1a: Between Countries, Years Collapsed

df F Sig.
Respect (between Countries) 1,138 9.99 .00
Collective (between Countries) 1,138 4.11 .05
Morality (Between Countries) 1,138 2.25 .08
Modesty (Between Countries) 1,138 9.96 .00

Table 1b: Means of 1994 and 2004 Ads on Four Traditional Eastern Dimensions

Countries Years Types of Appeals

Respect Collective Morality Modesty
Vietnam 1994 4.30 3.58 5.00 6.36

2004 5.80 4.78 4.01 5.26
Mean Differences -1.5 -1.2 .99  1.1
F-Value 5.45 6.10 4.00 5.21
P-Value p<. 01 .01 .02 .01

Thailand 1994 3.91 4.75 3.92 4.35
2004 4.02 4.01 3.00 5.15

Mean Differences -.11 .74 .92 -.8
F-Value 2.66 4.00 4.00 2.54
P-Value p<. n/s .00 .00 n/s

TABLE 2
Traditional Western Appeals in Vietnamese and Thai Ads (N=140 ads)

Table 2A: Between Countries, Years Collapsed

df F Sig.
Convenient (between Countries) 1,138 5.19 .02
Sexy (between Countries) 1,138 6.12 .01
Comfortable (Between Countries) 1,138 23.78 .00
Humorous (Between Countries) 1,138 5.55 .02

Table 2B: Means of 1994 and 2004 Ads on Four Traditional Western Dimensions

Countries Years Types of Appeals

Convenient Sexy Comfortable Humorous
Vietnam 1994 4.00 3.72 4.25 3.87

2004 5.61 4.45 4.91 5.11
Mean Differences -1.61  -.73 .66 -1.24
F-Value 9.75 3.65 2.00 9.77
P-Value p<. 00 .05 n/s .00

Thailand 1994 6.01 6.21 6.11 5.58
2004 4.97 5.48 5.64 4.21

Mean Differences .84 .73 .47 1.37
F-Value 32.38 3.65 1.58 7.37
P-Value p<. .00 .05 n/s .00
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TABLE 3
Emotional Appeals of Vietnamese and Thai Ads (N=140 Ads)

Table 3A: Between Countries, Years Collapsed

df F Sig.
Happy (between Countries) 1,138 .98 n/s
Surprised (between Countries) 1,138 9.73 .00
Pleasant (Between Countries) 1,138 23.01 .00
Interesting (Between Countries) 1,138 22.93 .00

Table 3B: Means of 1994 and 2004 Ads on Emotional Appeal

Countries Years Types of Appeals

Happy Surprised Pleasant Interesting
Vietnam 1994 4.12 4.68 3.91 4.97

2004 5.41 5.06 4.40 4.14
Mean Differences -1.29 -.36 -.49 .83
F-Value 16.89 .89 .97 9.87
P-Value p< .00 n/s n/s .00

Thailand 1994 4.80 5.40 4.65 5.40
2004 6.32 6.32 6.27 6.30

Mean Differences -1.52 -.92 -1.62 -.90
F-Value 15.74 4.75 15.34 3.96
P-Value p<. .00 .03 .00 .05

TABLE 4
Informational Appeals of Vietnamese and Thai Ads (N=140 Ads)

Table 4a: Means Between Countries both years

df F Sig.
Price Value (between Countries) 1,138 7.51 .00
Quality (between Countries) 1,138 4.29 .04
Warranty (Between Countries) 1,138 14.71 .00
New Idea (Between Countries) 1,138 4.36 .03

Table 4b: Means of 1994 and 2004 Ads on Informational Appeal

Countries Years Types of Appeals

Vietnam 1994 5.02 4.92 5.25 5.88
2004 4.01 6.01 5.90 5.00

Mean Differences 1.01 -1.09 -.65 .88
F-Value 7.12 7.46 2.98 3.63
P-Value p<. .00 .00 n/s .06

Price Value Quality Warranty New Idea
Thai 1994 5.41 5.31 4.01 4.60

2004 5.90 4.35 4.81 5.32
Mean Differences -.49 -.96 -.80 -.72
F-Value 1.75 4.74 4.40 3.18
P-Value p<. n/s .03 .03 .07
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The Thai ads seem to reflect a culture that may have peaked in terms of Western influence and is finding its identity in a cosmopolitan
blend of East and West.

More specifically still, our data suggest that sexual images and allusions, a staple of Western advertising, will be more problematic
in Southeast Asia than in most parts of the United States and Great Britain. Whether measured as traditional Eastern “Sexual Morality”
or Western “Sexiness,” our data indicate that Vietnamese ads have grown more sexual, Thai ads less so. We take this as a sign that the
two cultures are seeking a level of sexuality in advertising that fits their changing circumstances. Vietnam, newer to the game, is till
experimenting with sexuality in advertising; Thailand, more experienced–Bangkok is well-known for its free if not libertine sexual
culture–may be retreating to a more conservative state.

Both sets of ads seem to depict cultures that are more light-hearted than they were ten years ago. That is, “happy” cues are higher
in both cultures, “surprising” and “pleasant” cues higher also in Thai culture, perhaps a sign of distancing from the turmoil of the 1970s,
perhaps an indication of growing equilibrium between Eastern and Western influences. In either event, both Vietnamese and Thai
audiences should respond well to “happy” cues as long as these do not overpower the essential information needs of Vietnamese culture.

From a theoretical view, our study supports and extends the findings of the relatively few studies of comparative Asian culture in
advertising. It identifies both cultures as fundamentally Asian, but goes on to offer distinctions that, so far as we know, have not been made
before, in particular the movement toward Easter/Western and Information/Emotional equilibrium. As such, it is compatible with theories
of “globalization” (e.g., Tomlinson, 2000) and even “hegemony” (e.g., Gramsci, 1992), although our data are not sufficient to determine
whether or not such cultural diffusion is welcome.

Like all research, our study raises as many questions as it answers. Among them, will these patterns hold up in broadcast as well as
print media? Are the changes speeding up or slowing down? What differences will we find within these cultures, among older versus young
audiences, for example, or males versus females, highly educated versus less so? Further empirical work should address these questions.
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Are “Paradigms Lost” in Marketing? Some Twenty Years Later…: A Content Analysis
Saleh AlShebil, University of Texas at Arlington, USA

Extended Abstract
In the fall of 1983, Rohit Deshpande wrote an article in the Journal of Marketing entitled “Paradigms lost: On Theory and Method

in Research in Marketing.” The article presented a discussion of the dominance of the positivist or quantitative paradigm over the much
neglected qualitative one in marketing. Our objective in this paper is an attempt to provide a more statistical account of the article’s claim
that quantitative research dominates the marketing literature, but after some twenty years later.

The quantitative-qualitative debate is a lengthy one that dates back to the late nineteenth century with the growth of the interpretive
approach (qualitative approach) to social inquiry which was considered a reaction to the positivist approach (Giddens, 1976; Hughes, 1958;
Outhwaite, 1975, 1983; Polkinghorne, 1983; Smith 1983a, 1983b). Several researchers point out the need for and importance of qualitative
research which would help provide a better understanding of the complex nature of the social world we live in (Cronbach 1975; Hirschman
1986). Others disagree and state that such qualitative research is purely subjective (Smith and Heshusius 1986) and some go as far as
claiming that “it doesn’t constitute market research” and that “two people doing the same qualitative study can obtain totally different
results” (Achenbaum 2001, p. 14).

On comparing the two methodologies, some say that they can be considered as mutually exclusive (Tauber 1987) and each method
has its own set of different evaluation criteria (Lincoln and Guba 1985). Brodbeck (1968, p. 573) states that “the quantitative-qualitative
dichotomy is spurious,” and Seymour (1989) argues that consumer research should not be an “either/or” case when it comes to the type
of methodology used but rather it should be able to encompass and build a more comprehensive understanding of the consumer. He further
recommends staying away from being too focused on the method and the “technique-driven-and lose track of the real purpose in generating
information” (p. 27). Likewise, Kassarjian (1989) offers a similar view as he says that “the appropriate question is whether or not it is good
science, rather than what kind of science it is,” and “is it making a contribution to knowledge?” (p. 126).

In the “Paradigms Lost” article, the focus of our paper here, Deshpande argues that the marketing literature has been dominated by
one paradigm and that is the logical empiricism/positivism or the quantitative paradigm. He offers a discussion on the dominance of the
quantitative paradigm over the often abandoned qualitative one which may be responsible for the low development of theory construction
in marketing research. He suggests attaining a balance between the two paradigms and calls for more triangulation of methods and using
each method more appropriately. This would be in an attempt to reduce the current bias that exists especially when addressing the issues
of theory discovery versus theory verification.

In this study we used a content analysis procedure to investigate our research question of whether quantitative methods research does
dominate the marketing literature even after twenty years of the “Paradigms Lost” article. We reviewed all the articles for the top three
marketing journals (Hult, Neese, and Bashaw 1997), namely: the Journal of Marketing (JM), the Journal of Marketing Research (JMR),
and the Journal of Consumer Research (JCR) from the years 2002 to 2004. We chose the past three years to reflect a “snapshot” of the
recent trend. We basically classified each article on whether it was a quantitative study, a qualitative one or both based strictly on the
research methodology used. Thus articles that do not include any methodology used were considered not applicable.

We analyzed a total of 394 articles (109 in JM, 115 in JMR and 170 in JCR). Almost half (47.2%) of all the articles published were
of the quantitative methodology. Purely qualitative articles made up a mere 7.1% and articles containing both quantitative and qualitative
research methodologies made up 32.7%. Articles that were considered not applicable made up the remaining 12.9%.

When looking at the journals more specifically, we found that JCR had the highest percentage of purely quantitative articles (65.3%)
and at the same time it had the highest percentage of qualitative articles (13.5%). JMR had the lowest percentage of qualitative articles
with only one article in the three years investigated! And JM also had a very low percentage of qualitative articles (3.7%). However, both
JMR and JM had the highest percentage of articles with both methodologies used. Based on this analysis, it may be feasible perhaps to
say that a researcher looking to publish a purely qualitative study maybe far better off shooting for JCR than JMR or even JM.

In terms of the types of methodologies used, experiments showed up as the highest percentage of methodology used, accounting for
41.4% of all the journal articles. Surveys, interviews and secondary data analysis were all almost similar in the percentage used (15-17%).
To be more specific, quantitative articles were dominated by experiments and qualitative articles were dominated by interviews.
Furthermore, in terms of the journals, JM was dominated by surveys, JMR was dominated by secondary data analysis and JCR was
dominated by experiments. These particular findings provide further evidence of the dominance of the quantitative methodologies in
marketing journals and perhaps indicate the preferences of certain methodologies over others.

In conclusion, based on our limited study, we have attempted to provide some preliminary evidence of the dominance of the
quantitative paradigm over the much neglected qualitative paradigm in the marketing literature, even after more than twenty years of the
“Paradigms Lost” article. However, the clear sign of studies including both methodologies provides growing evidence that even though
purely qualitative studies are still minimal, there integration with quantitative studies maybe catching pace.
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Compulsive Buyers and the Emotional Roller Coaster in Shopping
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Extended Abstract
Shopping is increasingly seen as a recreational activity in which consumers are emotionally involved. Instead of going to a store to

buy necessary items, consumers often stroll around and browse for hours just for the fun of it. Shopping provides a necessary escape for
consumers whose lives are hectic or otherwise troublesome. However, for some consumers, shopping can become more than recreation.
Compulsive shoppers are consumers who are addicted to shopping. For these consumers, shopping is part of their lifestyle, and strongly
related to emotional goals.

The emotions compulsive shoppers go through influence their feelings and satisfaction of the shopping activity. For example,
consumers who have a bad day might go shopping to cheer themselves up, or consumers who have completed a difficult task at work might
reward themselves by going shopping. For compulsive shoppers, the emotions involved with the shopping activity are particularly
important, as they play such a large part of the consumer’s life and influence their happiness as a whole. Feelings such as joy, anticipation,
thrill during the shopping activity can quickly shift over to guilt, depression, and dissatisfaction with managing one’s finances. Based on
previous research results, literature has termed these consumers bulimic shoppers, who crave for shopping in excess, but afterwards get
emotional qualms.

The emotions involved with shopping activities have usually been studied by examining how consumers feel before and after the
shopping activity. The purpose of this paper is to extend on this view by examining consumers feelings with the shopping activity before,
during and after the shopping process, to receive a more comprehensive picture of the emotional shifts consumers go through during the
shopping activity. By examining all three stages, we expect to get a more refined picture of how emotions can change during the shopping
activity, and what the triggers involved in these changes are.

To achieve the goal of the study, a three-step research methodology was employed. We first utilized an online questionnaire to identify
consumers who could be classified as compulsive shoppers. Then, we conducted a digital ethnography study by communicating with
consumers using their mobile phones. By communicating with consumers before, during, and after the shopping process using SMS and
picture messages, we were able to be sensitive to the emotional changes consumers go though while shopping. Finally, we conducted
personal interviews with the compulsive shoppers to hear them describe their feelings involved with the shopping activity, and their
emotions towards shopping in their own words. The three steps complemented each other, and provided us with the ability to cross-check
and validate results across the different kinds of data collected.

The results show that compulsive shoppers go through an emotional rollercoaster during the shopping process. The trigger involved
with the emotions is closely linked to finding a bargain. A bargain is defined as a good deal, or a situation in which the consumers perceive
they get mental satisfaction from their purchase. If compulsive shoppers make a bargain, they feel pride, happiness, and goal achievement.
However, if they do not manage to find a bargain, they feel disappointed, sad, and unsuccessful. These emotions switch back and forth
during the shopping activity. The largest disappointment for these consumers comes if they think they have managed to find a bargain,
but realize that it was not one, after all (e.g., the item is too expensive, or they do not have it in the customers’ size). However, this
disappointed can be overturned if another bargain is found. These findings expand on those found by previous literature by showing the
emotions consumers go through during the shopping process are not predominantly negative or positive before or after the shopping
process. Instead, consumers move up and down on an emotional continuum during shopping, and can also feel pride and satisfaction after
shopping if they manage to find a bargain.
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