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Online virtual environments allow people to vicariously consume products, providing the utmost experience opportunity in the web. In

one experiment we show how goals and mental imagery processing interact to affect individual state of flow and evaluation of the
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The results confirm our expectations. We can see a significant increase in the number of citations each year, therefore indicating 
a more than linear rise in the cumulative number of citations. This herding effect is moderated by the year of publication, the specific 
journal as well as by the number of citations in the first year. The herding effect is more pronounced in 2005 than in 2000 (p=.07). In 
addition, stronger herding is observed in 2000 than in 1985, 1990 and 1995; the latter three do not significantly differ. The stronger 
herding in 2000 and 2005 can partly be explained by the growing use of electronically retrieved information, causing a larger amount of 
information. The difference between 2005 and 2000 can be explained by the introduction of Web of Science, making citation-oriented 
search even more convenient and common. The herding behavior observed for JM also differs significantly from that of JCR, JMR, MKS, 
JCP and IJRM. It exhibits strong herding. We also found stronger herding for articles that are heavily cited in the first year.

The second part of the study investigates whether the information supply for researcher has increased over the past decade (years 
1998 to 2008). To do so, we developed a list of the different journals that were cited in the 6 target journals. We also tallied how often 
a specific journal was cited. If the supply of relevant information has increased, we would expect that the number of cited journals has 
also steadily increased. 

Our findings confirm this expectation. Interestingly, the number of cites that come from the Top 5–cited journals have increased. 
This implies that the distribution of citations has become more lopsided: an increasing amount of journals are hardly cited while another, 
small proportion is heavily cited. This again testifies to the herding phenomenon in citing behavior.

To conclude, our results show that citing behavior is characterized by significant herding. In addition, herding has become more 
pronounced over the past decade. Finally, increased herding may be attributed to the increased supply of relevant information. The latter 
is exhibited by an increase of the number of used journals. 
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Living a Second Life: The Role of Goals and Mental Imagery on Satisfaction Online
Diogo Hildebrand, Baruch College, USA
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Online Virtual Environments (OVE), a new technology launched during the late 1980s, are revolutionizing the way products are 
consumed. OVEs are environments in which synthetic sensory information leads users to perceive the virtual environment as if it was 
not synthetic (Blascovitch et al. 2002). Because of this unique characteristic, OVEs allow users not only to buy or sell products, but also 
to consume products online. For instance, in Second Life, a virtual world available on the web, consumers may purchase and drive a 
virtual Mercedes-Benz, wear virtual Giorgio Armani shirts or visit the Smithsonian’s Virtual Latino Museum. 

Because of its ability to enable online consumption, OVEs are gradually gaining attention from both managers and consumers. 
Recently, the CIO of the Smithsonian Institute affirmed that the institution’s investment in the virtual world is supported by the prediction 
that 80% of active Internet users in 2008 will be consumers in virtual worlds by the year 2011 (Smithsonian Institute 2008). Furthermore, 
consumers in the virtual world spent, in 2009 alone, around $400 million in products and services from thousands of companies such as 
Mercedes-Benz, Nike, and Dell. However, although the importance of the OVE as a marketing channel and branding tool is increasing 
(Barnes and Mattsson 2008), the main determinants of individual satisfaction with online consumption are still unknown (Hoffman and 
Novak 2009). 
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In the present research, we rely on literature from the general web-browsing context to build a model of online consumption. As a 
starting point, state of flow is a central antecedent of user satisfaction on the web (Hoffman and Novak 1996; Novak, Hoffman and Yung 
2000). Furthermore, researchers have presented significant evidence of the importance of website content in inducing state of flow and 
user satisfaction with online experience (Novak, Hoffman and Duhachek 2003). Building on this basic idea, because use of OVEs is 
strongly associated with the satisfaction of experiential and symbolic needs (Vicdam and Ulusoy 2008; Yee 2006), we propose that the 
extent to which the OVE allows users to satisfy experiential and symbolic needs will be an alternative content feature that influences 
both state of flow and user evaluation of online consumption experience.

Moreover, the dynamics of online experiences are structurally different than those of real world experiences. Specifically, unlike in 
the real world, the consumption in OVEs is reportedly an indirect experience (Hamilton and Thompson 2007). Importantly, in indirect 
experiences, sensory information is not presented directly, but depends on individual capability to emulate the sensations elicited by 
the OVE. As a result, the extent to which sensory information is presented in working memory (i.e., level of mental imagery processing 
(MacInnis and Price 1987)) will be a key moderator of the extent to which an OVE can satisfy aroused individual goals. Particularly, 
for high mental imagery processing, consumers will process the sensory information elicited by the OVE intensively. In this case, since 
consumers will have a significant amount of sensory information to support assessments of progress toward their aroused goals, the extent 
to which the OVE can satisfy these goals will have a positive effect on flow and, consequently, on individual evaluation of the online 
consumption experience. On the contrary, because under low imagery processing, consumers will process a lesser amount of sensory 
information, they will have a limited basis to judge the extent to which goals are being satisfied. As a result, even though consumers 
might still present moderate levels of flow (Novak et al. 2003), consumers under low imagery processing will not be sensitive to the 
extent to which experiential goals can be satisfied online. We test these hypotheses in one study. 

We manipulated level of mental imagery and the extent to which goals can be satisfied online and measured individual state of flow 
and satisfaction with the online experience. Seventy-seven undergraduate students participated in the research. The virtual environment 
of the National Museum of Natural History of the Smithsonian Institute was chosen as the OVE. Participants were first asked to write 
an essay to arouse goals that either could (i.e., learn new things) or could not (i.e., share experience with others) be satisfied online. 
Next, following previous manipulations of mental imagery (Petrova and Cialdini 2005), participants read the instructions to browse in 
the museum’s virtual environment, being either encouraged or discouraged to use their imagination.

The results of an ANOVA supported the hypotheses. Particularly, the extent to which a goal can be satisfied online had a positive 
effect on both flow (p<0.05) and evaluation of the online experience (p<0.01). Additionally, we found a significant interaction between 
the extent to which goals can be satisfied in the OVE and level of mental imagery on both flow (p<0.05) and satisfaction with the online 
experience (p<0.01). Specifically, individuals in high mental imagery processing felt higher state of flow and evaluated better the online 
consumption experience when they were able to satisfy aroused goals online. On the other hand, individuals in low imagery processing 
presented no difference in both state of flow and experience evaluation, regardless of the extent to which their goals could be satisfied 
in the OVE. Finally, using the bootstrap technique (Preacher, Rucker and Hayes 2007), we verified that flow is a significant mediator 
of the interaction on the “evaluation of online experience” for individuals in high mental imagery processing but not for those low in 
imagery processing. 

The present research is, to the best of our knowledge, the first attempt to unveil the process underlying consumers’ consumption in 
this novel environment. Past research in psychology and marketing has linked individual state of flow with the pleasantness of the activity. 
In the present research we show that the extent to which goals can be satisfied in the OVE and level of mental imagery processing will 
be important variables in the process of online consumption experience. 
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Putting the Roots Back in Grassroots: Consumer Activism through Social Media
Pia A. Albinsson, Appalachian State University, USA

B. Yasanthi Perera, New Mexico State University, USA

“The existence of united groups of online consumers implies that power is shifting away from marketers and flowing to consumers” 
(Kozinets 1999:258).

Social movements are activists’ collective efforts to transform the social order (Buechler 2000) often with respect to consumption 
and marketing (Kozinets and Handleman 2004) in terms of anti-brands (Hollenbeck and Zinkhan 2006) and other forms of resistance 
to consumption (Penaloza and Price 1993). Such movements organized to resist various industrial or marketing practices, comprises of 
the goal, the activists, and their adversary (Melucci 1989; Touraine 1981). While activism traditionally entailed activists meeting and 
engaging in protests, the Internet has given rise to web-based activism. Vegh (2003) classifies web-based, or web-enhanced, activism 
into three categories: awareness/advocacy, organization/mobilization, and action/reaction. Awareness/Advocacy entail providing contrary 
information to raise awareness on a given issue, organizing the movement, and engaging in lobbying efforts; Organization/Mobilization 
may comprise of calling for offline action, and calling for offline action that maybe more effectively conducted through the internet; 
finally, Action/Reaction involves online attacks on various sites of interest by hackers or “hacktivists” (Vegh 2003). 

Social media has facilitated the rise of a new form of activist known as the ‘slactivist.’ While this term is somewhat derisive, it 
aptly describes consumers who care for social causes but only up to a certain point of engagement and effort. These consumers will sign 
on-line petitions and join Facebook activist pages but do not have the desire, and/or resources to engage in traditional activism such as 
protests (Caplan 2009). We contend that Internet activists who influence slactivists to the point that they engage in real-life action ways 
create win-win situations. The consumers win in terms of garnering psychological well-being thorough their contributions towards 
societal welfare; the corporations win through being rewarded for their efforts to adopt socially responsible practices; the society at 
large benefits through these practices; and the activists win through achieving their goals of encouraging corporations to adopt socially 
responsible practices, thereby planting seeds for industry-wide changes. This win-win situation mirrors the latest AMA definition of 
marketing perfectly and illustrates the power of consumers in today’s world. In this paper we focus on examining the way consumer 
activists, interested in forming cooperative relationships with firms, engage with other consumers using social media to influence their 
typical purchasing behaviors in order to create a win-win situation for all involved parties. Therefore, we explore Carrotmob, an online 
consumer activists’ movement, which exemplifies cooperative consumer activism and word-of-mouth (WOM) activities facilitated by 
Internet and social media. 

Carrotmob
Carrotmob, focusing upon fostering cooperation between consumers and corporations, are organized in cities across the US and 

the world. The organization hosts events that entail businesses competing to do the most social good (e.g., increasing energy efficiency, 
reducing carbon footprints or start recycling). Carrotmob is essentially a viral phenomenon that is spread through consumer word-of-mouth 
(WOM) through YouTube, Facebook, Twitter and the Carrotmob blog. Consumers register on Carrotmob’s website, (www.carrotmob.
org) and organizers send alerts (through email, blog, Twitter and Facebook) when a local store or firm adopts socially responsible 
practices. Carrotmobbers then mob the business or perform a “buycott” (Friedman 1996) and purchase products that they normally 
would en masse. In addition to their primary Facebook site with nearly 6,000 members, organizers create a new page for each town in 
which a mob is organized (e.g., carrotmob NYC, carrotmob Berlin, carrotmob Portland). As the company’s website notes Carrotmob’s 
master plan and “model is not threatening, not expensive, not time-consuming, not uncomfortable, not “radical,” not confusing, and not 
negative.” (www.carrotmob.org). Through engaging in friendly competition, the Carrotmob movements for specific locales generate 
new ideas, urge new cities to participate, and challenge existing movements to continue their efforts.

Method
The authors engage in netnography (Kozinets 2002), otherwise known as online ethnographic research (Maclaran and Catterall 

2002) of the Carrotmob website, its blog and affiliated social media pages on Twitter and Facebook and other media coverage of their 
events. Both authors accessed the above social media cites and made individual field notes of their experiences, thoughts and ideas as 
they emerged from the member’s interactions and commentaries before any comparisons were made in the analysis stage. 

Discussion and Conclusion
Our data analysis illustrates how consumers use social media to transform consumer behavior to reward companies that choose 

engage in practices that benefit the society at large, for example green efforts focusing on benefiting the environment. We present a 
model of how contemporary social media drive consumer action through the power of viral marketing where consumer activists target 
other consumers. 

Due to the widespread use of computers and the Internet, online consumer activists have the means to reach a wide range of fellow 
consumers through listservs, online communities, and even spam e-mails similar to Kozinets et al.’s (2010) The Network Coproduction 


