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ABSTRACT

This research examines the construct of alienation wilhin the domain of consumer-brand

relationships. The specific aspect of powerles.rn ess within this construct-i.e., felt

helplessness-is investigated. The central propositions tested within three sets of

laboratory experiments centre on finding a greater sense of exclusion amongst those that

feel powerless in influencing brand decisions. The impacts on consumer attitudes,

behavioral intentions, and relationship transformation are studied. This research

demonstrates that as perceived power of consumer declines, magnitude of alienation

increases, along with other negative consequences for the brand, including relationship

transformation of consumers from communal to exchange. The research also explores

how positive treatment meted out to consumers as well as an offer of apology by the

service provider could help reduce some of the fallouts of alienation while helping build

stronger consumer-brand ties.
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CHAPTER ONE

INTRODUCTION

The Nature of the Research Problem

"I use Mary Kay everything. Makeup, lipstick, moisturizer,
toner... I do not think that my skin would be this, so young today
if I had used any other brand... My feelings for Mary Kay have
increased too. Over time, I have really come to depend on the
brand more. I can't live without it now."

"I wear Reebok running shoes. Me and my Reeboks. They are beat
up by now. Want to see them? Like a favorite pair ofjeans, you
know? You go through so much together."

- Karen's description of her relationships with the Mary Kay and
Reebok brands (Foumier 1998, p. 355, emphasis added)

Consumers can forge relationships with the brands that they use. Karen narrated

(above) how she developed ties with the Mary Kay cosmetics brand and the Reebok

sports brand through her years of using their products. As the years went by, she

experienced stronger affective ties as well as growth in her dependence on these brands.

She considered the brands she used as central to her life. She related with them as she

would with humans, as relationship partners (Foumier 1998).

It is possible for consumers to consider the brands they use as relationship

partners (Fournier 1998) with human characteristics (Levy 1985; Rozanski, Baum, and

V/olfsen 1999), distinctive personalities (Aaker 1997; Plummer i985), and souls or

underlying genetic codes (Gilmore 1919; McGill 1998). And since brands can be related

to as quasi-humans, the expectations and nonns of human social ties canbe expected to
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guide the consumer-brand interactions as well (Aggarwal 2004; Muniz and O'Guinn

200r).

One of the possible negative fallouts of human social ties is ølienation, which is a

sense of exclusion, the consequence of perceived or actual unfavorable circumstances

experienced by one of the relationship partners (see e.g., Seeman 1959,I975; Panksepp

2005) when the other partner induces a relationship stressor - for e.g., women abandoned

by their husbands (Arokach 2006).In the sociology literature, the most frequent usage of

the idea of alienation has been - powerlessness - conceived as the expectancy held by the

relationship partner that his or her efforts or behavior cannot determine the outcomes -
specifically, the perceived inability to amend the unfavorable circunxstances (Seeman

19s9).

Similar to the social alienation phenomenon, consumer-brand ties can be subject

to managerially-imposed relational stressors when the brand pulls a line of products from

the shelf, closes a branch at a specific location, abandons a sub-brand, etc. (Fournier

1998). For instance, Karen's relationship with the Mary Kay brand experienced an

"awfitl" stressor when the brand pulled one of their lipstick shades from the shelf. She

described the situation as: "An unimaginable experience!... My favorite, absolute

favorite shade. I went to buy it and they said it was discontinued. I remember feeling,

"how could they do that to me?" (Folmier 1998, p. 355, emphasis added). "... well,1

nearly died. I just never thought they would do that to me" (Fournier 1998, p. 365,

emphasis added). She experienced negative feelings such as shock, betrayal, anger,

sadness, disappointment, anxiety, nervousness etc. (p. 364). She felt powerless to change

the unfavorable situation and, as a consequence, felt excluded or alienated by the brand.



This phenomenon, which is studied in this thesis, is what is termed as consunter

ølienøtion by a brand.

While marketing research has demonstrated the relevance of understanding

consumer-brand relationships (e.9., Aggarwal2004; Aggarwal and Law 2005;Bagozzi

and Dholakia2006; Fournier 1998; Haas and Arnold 2004; Lindstrom 2005;

McAlexander, Schouten and Koenig 2002; Muniz and O'Guinn 2001; Muniz and Schau

2005; Schouten and Alexander 1995), there seems to be virtually no research that has

specifically investigated the alienation of existing consumers by a brand. While studies in

alienation have included a wide range of social contexts, such as the deaf amongst the

hearing community (Foster 1989), employees lacking a sense of control in their

worþlace (Mottaz 1981), general marketplace alienation (Allison I978), adolescents

who do not have functional ties with their family and school (Oetting and Dormenneyer

1998), non-internet users in the midst of the internet-era (Morita and Nishimura2002),

alienation (and, specifically, the role of powerlessness) within the context of consumer-

brand relationships has been largely unexamined. This thesis, therefore, pioneers the

study of some of the affective, cognitive, and relational consequences of the alienation of

existing consumers. Consumer alienation is conceptualized to occur when the

relationship partner (the brand) imposes a relational stressor - e.g., the brand closes a

store/branch at a specifrc location.

The Scope of the Research

This research examines one of the managerially-imposed relational stressors -
closing a brand's store/branch at aparticular location (Fournier 1998). This stressful
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situation has the potential to alienate the existing consumers of the brand at that location.

This context is relevant as companies might be required, for strategic or operational

reasons (e.g., Muniz and Schau 2005) to close a store/branch at aparticular location

which would then, consequently, exclude its existing consumers atthat location,

potentially resulting in the phenomenon of consunter alienation by the brand.

This thesis investigateshow powerlessness (an aspect of alienation, chiefly

examined by sociologists)-which is the perceived inability to amend an unfavorable

situation or outcome-would influence consumer emotions, attitudes, and behavioral

intentions under the brand-generated stressor situation. This research centres on finding

evidence for a greater sense of alienation or exclusion amongst those existing consumers

that feel powerless (vis-à-vis p owerful) in influencing brand decisions.

The thesis fuither investigates the influence of a consumer's relationship type

with the brand. The social psychology literature makes a distinction between

relationships that are based on economic factors - termed "exchange" - and those based

on social factors - termed'ocommunaf'(Clark and Mills 1993). Exchange relationship

type is charactenzed as that between strangers or between people who interact chiefly for

business purposes, where the primary emphasis is on self-interest. Communal relationship

type is charactenzed as that between friends, family, romantic associations, etc., where

the primary emphasis is on benefiting the other. This research centres on finding evidence

not only for a greater sense of alienation or exclusion amongst those that feel powerless

(vis-à-vispowerful) in influencing brand decisions when perceived brand relationships

are communal (vis-à-vts exchange) in nature, but also a change in the relationship type on

account of the relational stressor.

-4-



The following questions are investigated within the brand-generated alienation

context (closing a store/brand at a certain location): how would the level of consumer

power Qtowerlesst?e.ss versus powerfulness), relationship type (communal versus

exchange), outcome for the consumers Qtegative valence: closing the branch versus

positìve valence: lceeping the branch open), treatment of the consumers (negative

valence : inappropriately/clisrespectfully versus posi tive valence ;

appropriately/respectfully), and apology by the company Qtresence versus absence)

impact the consumer-brand relationship? How would these influence the emotions,

attitudes, behavioral intentions of consumers, and transform the relationship type? What

would enable the brand to regain goodwill and recover its distressed relationship with its

alienated consumers?

The impacts on emotions (negative and positive), brand and employee attitudes,

recommendation and switching likelihood, brand loyalty, and relationship transformation

are studied. Extant literatures from alienation, powerlessness, relationship type, and

consumer-brand relationships are brought together to help students and practitioners of

branding understand how to guide companies in handling consumer reactions to

unpopular brand decisions.

The first study examines the generation of alienation through a brand-generated

relationship stressor context and the amplification of this alienation through

powerlessness across two types of consumer-brand relationships, namely communal and

excltange associations. The second study examines the generation of powerlessness

across brand outcome Qtositive versus negative), treatment of consumers þositive versus

negative), and relationship type (communal versus exchange). The third study examines
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the impact of apology Qtresence versus absence versus contro[) made by the company on

the level of powerlessness and alienation generated across brand outcome Qtositive versus

negative) and treatment(positive versus negative).In all three studies, affective,

cognitive, and relational consequences of powerlessness and alienation are measured.

This dissertation contributes to the existing academic research in several ways.

From a theoretical perspective, it extends earlier research on consumer-brand

relationships by investigating the 'consumer alienation by brands' phenomenon by

drawing from the sociology constructs of alienation and powerlessness. The research also

enhances our understanding of such consumer-brand relationships by demonstrating that

relationship type undergoes a negative transformation in the face of a relational stressor

imposed by the brand. Further, it extends the alienation and powerlessness phenomena

from sociology into the marketing domain, thereby, testing, validating, and consequently,

stretching the applicability of these constructs outside sociology. Methodologically, since

alienation and powerlessness are studied in this research using experimental design -
highly unlike the survey methods used in sociology - this research provides an impetus

for sociologists to study alienation using an experimental methodology, which would be

complementary to longitudinal surveys for studying causality. Substantively, this research

provides management with ideas to regain their alienated consumers, to recover any lost

or diluted service opportunity, and to regain goodwill.
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Organization of the Dissertation

This disserlation contains seven chapters. Chapter One introduces the nature of

the research problem and the scope of the research. Chapter Two reviews and integrates

the relevant literature upon which the research rests. Chapter Three specifically examines

role of powerlessness on consumer-brand relationships and proposes formal hypotheses

pertaining to its impact on affect, attitudes, and behavioral intentions. Chapter Four

presents the research methodology used to conduct the first study, including pre-tests,

research design, independent and dependent variables investigated and procedure used,

and discusses the findings from this study. Chapter Five presents the research

methodology used to conduct the second study, including pre-tests, research design,

independent and dependent variables investigated, and procedure used, and discusses the

findings from this study. Chapter Six presents the research methodology that was used to

conduct the third study, including research design, independent and dependent variables

investigated and procedure that was used, and discusses the findings from this study.

Finally, Chapter Seven concludes with a discussion of the theoretical and managerial

implications of this dissertation, while identifying limitations and areas for future

research.
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CHAPTER TWO

ALIENATION, POWERLESSNESS, CONSUMER-BRAND RELATIONSHIPS,

AND RELATIONSHIP TYPES

This chapter introduces the major bodies of work upon which this dissertation

builds. The main literatures drawn on - alienation, powerlessness, consumer-brand

relationships, and relationship types - are reviewed. The purpose of this literature review

is to present an understanding of alienation, powerlessness, and relationship types in

consumer behavior while also presenting an overview of the theories pertinent to the

proposed investigation.

Alienation

Alienation, termed as "an extremely-useful but loosely-defined" construct (Clark

1959,p.849), is, generally speaking, the outcome of an act through which somebody or

something is made (in actuality or perception) alien or a stranger to somebody or

something else. This section will first discuss (i) the primary meanings of the 'alienation'

construct, followed by (ii) a presentation of the two schools of thought that differ in their

conceptualization of this construct. Then (iii) a description of 'consumer alienation from

the marketplace,' is provided with (iv) a delineation of the theoretical concept chosen for

this dissertation wherein the central construct of my thesis - consumer ølienation by ø

brønd - is explained.
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i) Meanings of the Construct

Despite being etlnnologically derived from a single Latin term "alienatio,"

alienation has several diverse conceptual definitions depending on the field of study

(Dean 1961; Denise 1973; Kenniston 1972;Ludz 1976; Williamson and Cullingford

1997). For instance, the term is used, within the legal domain, as a slmonym for the sale

of rights or property. ln the medical sphere, the term has been used to refer to mental

derangement. In the societal domain, the term has been used to refer to the sense of an

individual's separation or estrangement from other people, one's country, God, and other

entities.

For this research, the societal domain's meaning of alienation - i.e., the sense of

an individual's separationfrom other entities around him - is drawn on. Even within this

domain, scholars have not yet agreed upon a singular understanding of alienation and

there are several (overlapping) meanings and operational def,rnitions of the term (Johnson

7973; Kenniston 1972;Ludz 197 6). Chief amongst these are Hegel-Marx's socio-

political concept of Alienation (Ludz 1976; Marx 1972), Durkheim's Anomie (Durkheim

1972), Srole's Anomia (Srole 1956), and Seeman's socio-psychological concept of

Alienation (Seeman 1959). These four can be categorized into two schools of thought.

ä) Tlte Two Schools of Thought

The variety of meanings of the term within the societal domain can be categorized

within two schools of thought (Geyer and Schweitzer 1976; Johnson 1973). The first

school considers alienation as "an objective social condition" - where it is viewed as an

objective set of societal processes with subjective repercussions for the individual. Hegel-
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Marx, Durkheim, and Srole fall within the umbrella of this school. The second school

considers alienation as "a subjective individual condition" - where it is viewed as a

subjective phenomenon with objective causes in the societal macrostructure. Seeman,

Geyer, etc. fall within the boundaries of this school. The central tenets and claims of

these foundational scholars (Hegel-Marx, Durkheim, Srole, and Seeman) within these

two schools shall now be highlighted.

Hegel-Marx, Durkheim, and Srole

The Hegel-Marx conceptualization is that alienation is a social state produced by

tlre ravages of a particular economic system, viz, capitalism (Johns on 1973; Marcuse

l94I;Marx 1912). Their claim is that social structure, which impedes human creativity

and enslaves the individual, results in alienation, and, therefore, the societal economic

system is made guilty of separating an individual from the products of his labor, from the

process of his work, from other individuals, and, ultimately, from himself (Acevedo

2005; Johnson 1973). The central belief is that alienation is an objective social state and

that probing of an individual's (i.e., an industrialized worker's) emotions and cognitions

(i.e., tapping into the subjective elements of individuals) would not further the

understanding of this objective social phenomenon (Geyer and Schweitzer 1976).

Durkheim's Anomie presents views complementary to the Hegel-Marx view.

Where Marx focussed on an over-regulated industri alized economic system, Durkheim

focuses on the crisis in an under-regulated system (Durkheim 1972:Llkes 1967, 1972).

According to him, anomie results under conditions of under-regulation or lack of

regulative forces during the times of social crisis. One important difference between
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Durkheim's concept and Hegel-Marx's is that unlike the latter who refer only to the

economic system, Durkheim includes other social structures such as marriage, family,

etc. into the meaning of "the system." Though Durkheim did not define the term, Merton,

another respected scholar of anomie,later expressed the phenomenon as "a breakdown in

the cultural structure, occurring particularly when there is an acute disjunction between

the cultural norrns and the goals and the socially structured capacities of members of the

goup to act in accordance with them" (Merton 1957,p.786). Anomiehas also been

defined as "the breakdown of moral norrns that limit desires and aspirations" (Srole 1956,

p.712). Where Marx viewed alienation as an objective social condition of over-

regulation, Durkheim viewed anomie as a combination of an objective social condition of

under-regulation, normlessness (i.e., the immoral breaking of a societal norm to get

ahead), meaninglessness (i.e., nothing makes sense in life), and resultant subjective

responses ranging from deviant behaviors to suicides (Merton 1957,Lukes 1967). Since

Durkheim combines the subjective element of individuals into the equation, several

scholars have considered his anomie to be a more balanced view of the concept of

alienation than that of Hegel-Marx (e.g., Lukes 1967, 1972). Nevertheless, the primary

emphasis of Durkheim is still on the objective breakdown of a social structure.

Srole's anomia (used in psychiatric research) is based on Durkheim and Merton's

anomie and deals with individuals' states of mind during anomíe. Anomia combines the

study of an individual's socio-economic status (which is an objective measure) with his

mental illness (viewed as a consequence of anomie) during a breakdown in the

individual's social system (Srole 1956). According to Srole, anotnia and anomie share a

reciprocal relationship, i.e., both feed each other. He developed a scale to measure an
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individual's degree of anomia consisting of five Likert type agree-disagree statements.

Each statement represented one of five distinct dimensions of anotnia as proposed by

him: (a) the individual's sense that community leaders are indifferent to his needs, (b) the

individual's perception that the social order is hckle and unpredictable, (c) the

individual's view that he and people like him are regressing from the goals they have

already reached, (d) the individual's sense of the meaninglessness of life itself, and (e) the

individual's perception that his framework of immediate personal relationships is no

longer supportive (Srole 1956).

As evidenced through the three points of view, though Srole's anomia is the only

one which has the individual (primarily, a psychiatric patient) as the unit of analysis, the

focus is still very much on an objective social breakdown resulting in negative mental

repercussions for the affected individual. Thus, it can be summarizedthat all three

(Hegel-Marx, Durkheim, and Srole) operate primarily at a macro level of the objective

social condition and do not probe in-depth into the feelings, attitudes, and thought

processes of the individual - i.e., on the subjective elements at the micro level. This is

where Seeman's conceptualization steps in.

Seeman's Alienation

Alienation, according to Seeman who takes on a social-psychological point of

view, is the sense of exclusion felt by an individual, based on one's subjective state of

mind where the emphasis is placed on the focal individual's expectations and values

(Seeman 1959). Here, alienation is viewed as an individualized subjective phenomenon

with the individual (and not the macro-societal system) as the unit of analysis. Though
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the external objective social entities or causes that trigger the subjective alienations or

senses of exclusion are not the focus of analysis, their importance is not diminished.

Seeman's conceptualization (see Figure 1) has been praised for bringing clarity

and order in the "chaos" within the alienation literature (e.g., Geyer and Schweitzer

I976). His delineation of alienation into five distinct aspects (sometimes referred to as

"dimensions" or "meanings") has provided scholars with greater conceptual and

empirical clarity. The five aspects are: powerlessness, normlessness, meaninglessness,

social isolation, and selÊestrangement (Seeman 1959). Powerlessness, derived from

Marx's alienation, is the "expectance or probability held by the individual that his own

behavior cannot determine the occurrence of outcomes or reinforcements, he seeks"

(Seeman 1959,p.784). An individual experiencing this would typically express, "I can

do nothing about the outcome." Nonnlessness, derived from Durkheim's anomie, is"a

high expectancy that socially unapproved behaviors are required to achieve given goals"

(Seeman 1959, p. 788). The individual experiencing this would typically express, "Nice

ethical guys only finish last." Meaninglessness, also derived from Durkheim's anomie, is

"when the individual is unclear as to what he ought to believe - when the individual's

minimal standards for clarity in decision-making are not met" (S eem an 1959 , p . 7 86) .

The individual experiencing this would typically express, "I can't make sense of it all

an¡rmore." Social Isolation is when the individual has been "estranged from, made

unfriendly toward his society and the culture it carries," (Nettler 1957,p. 672) and

assigns "low reward value to goals or beliefs that are typically highly valued in the given

society" (Seeman 1959,p.789). The individual experiencing this would typically

express, "I don't fit in," or, "I am alone." Self-estrangement is "a mode of experience in
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which the person experiences himself as an alien and has become estranged from

himself'(Fromm 1955, p. 120). The individual experiencing this would typically

express, "I feel alien to myself." See Figure 1 for a summary of the concept of Seeman's

alienation.

Figure I

Seeman's Alienation
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Geyer's Systems Theory of Alienation

Felix Geyer (1976), a believer of the Seeman's school of thought, adopted the

system theory of information processing to explain how the phenomenon of alienation

with the five aspects (powerlessness, nonnlessness, meaninglessness, social isolation, and

selÊestrangement) would function. His first premise is that an individual (i.e., human

being) can be viewed as a personality system that is constantly interacting with its

environment. This system is provided with information ('stimulus' or 'input'), which is

then internally processed, and then reacted upon ('response' or 'output'). So, the system

is constantly processing information from the environment and producing more

information (e.g., emotions, non-verbal communication, explicit behaviors, etc.). His

second premise is that alienation can be viewed as an ínformation processing

disturbance. This implies that the disturbance is a deviationfrom an optimal point of

system functioning. Thus, an extemal entity which is alienating the focal individual

(system) creates a disturbance in this person's information processing. The system first

processes the extemal stimulus and then decides a course of action to address the

alienation resulting in responses (e.g., negative behavior towards the alienating entity).

Figure 2 provides a diagrammatic representation of this systems theory view to study

alienation.
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Diagrammatic Representation

Figure 2

Using Systems Theory to Study Alienation

Summary on the two schools of thought

Despite the differences in the two schools of thought (see Figure 3 for summary),

they share three common underpinnings, which are central to the overall concept of

alienation (Geyer I976). First, both schools of alienation imply arelatiottshipbetweena

focal subject or group of subjects and some aspect of their environment (e.g., economic

system, work, other individuals, institutions, etc.). Second, both schools view the

relationship to be one of separation, i.e., there is a break in the existing relationship to

some extent. Third, both schools view this separation to be undesirable, unføvorable,

and one with negative consequences - such as negative emotions, attitudes, behavioral

intentions, and behaviors. Thus, both these schools would agree that alienation is an
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with which there is a relationship, resulting in negative conseqllences for this external

entity.

Figure 3

Alienation - Conceptualization within the Societal Domain
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iii) 'Consttnter Aliencttion' in tlte mørketing literature

A search of the marketing literature revealed only a few articles that study

consllmer alienation. ln marketing, the alienation concept has been borrowed from

Seeman's view of alienation and has considered how consumers tend, in general, to feel

alienated by companies in their market place (Allison 1978; Lambert 1980). This

alienation has been found to result in negative consequences for these companies -
especially, in terms of greater consumer dissatisfaction and mistrust (Lambert 1980). It is

to be noted that 'consumer alienation from the marketplace' is a general sense of

alienation, without a specific trigger from an external alienating entity such as a

company, as if it represented, in the words of Aiken and Hage (1966,p.497), "some free-

floating human condition irrespective of specific contexts which produce such mental

states" (c.f. Burbach 1972).

Despite the non-consideration of any specific external alienation trigger, it has

been found that those consumers who feel strongly alienated might resort to varying

degrees of disengagement behaviors, such as, ignoring the issue, silently switching to

competing brands, complaining to family, friends, etc. (Lambert 1980). Evidence

suggests that consumers make different types of attributions depending upon how

strongly they feel alienated by the company's actions. For example, when consumers feel

strongly alienated, they tend to make external attributions of blame, i.e., they see the

problems as the fault of the company. Less alienated consumers, on the other hand, tend

to take personal blame and might engage in private or public complaining behavior

(Krishnan and Valle 1979;Lambert 1980).
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Allison (1978) found support for'consurner alienation from the marketplace' as a

unidimensional construct. However, sociologists and social-psychologists have

conceptualized alienation as a multidimensional construct (e.g., Acevedo 2005; Seeman

1959) and many have found evidence for the separability as well as the relatedness of

alienation measures such as powerlessness, normlessness, etc. (e.g., Neal and Rettig

1967).In this research, this multidimensional approach is adopted since that would allow

the separation and specific examination of the role of powerlessness in consumer

alienation by brands.

iv) Chosen tlteoreticøl concept: consumer alienatiott by brønds

Given that research on consumer alienation from the marketplace has not

examined specific situations that might trigger such alienation, this research is intended

to demonstrate that a consumer can experience alienation by a brand specif,rcally when

the brand that s/he uses takes a negative (unfavorable to consumers) brand decision such

as closing of a store/branch at a particular location. To study this, the thesis is based on

Seeman's conceptualization of alienation where the systems theory of information

processing (Geyer 1976) is adopted, wherein consumers are viewed as systems that are

constantly reacting to stimuli from the brand (i.e., their extemal environment).

Consumer alienation by a brand, to me, is a subjective individualized

phenomenon where a consumer feels like an alien or stranger to and excluded by the

brand. Consumer alienation by a brand can be viewed as a disturbance in the optimal

functioning capacity of the individual consumer triggered by the brand (the alienating

extemal entity). Alienation in consumer-brand ties can manifest when subject to
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managerially-imposed relational stressors when the brand pulls a line of products from

the shelf, closes a branch at a specific location, abandons a sub-brand, etc. (Fournier

1 ee8).

For instance, Karen's relationship with the Mary Kay brand (described in chapter

one) experienced an "awful" stressor when the brand pulled one of their lipstick shades

from the shelf. She described the situation as: "An unimaginable experience!... My

favorite, absolute favorite shade. I went to buy it and they said it was discontinued. I

remember feeling, "how could they do that to me?" (Fournier 1998, p. 355, emphasis

added). ". .. well, I nearly died. I just never thought they would do that to nte" (Fournier

1998, p. 365, emphasis added). She experienced negative feelings such as shock,

betrayal, anger, sadness, disappointment, anxiety, nervousness etc. (p. 36a). Shefelt

powerless to change the unfavorable situation and, as a consequence, felt excluded or

alienated by the brand. This phenomenon, which shall be studied in this thesis, is what is

termed as consumer alienøtiott by ø brønd. A study of the focal consumer's emotions,

cognitions and behaviors are believed to be critical in providing a greater understanding

on ways to cope with and undo the negative consequences of this phenomenon.

As seen above, one of the negative fall-outs of such a managerially imposed

stressor is that consumers might tend to feel powerless about changing the negative brand

decisions (Fournier 1998). Powerlessness is the expectancy held by an individual that his

or her efforts or behavior cannot determine the outcomes, specifically, cannot change an

unfavorable outcome (Seeman 1959). It encompasses feelings of helplessness and has a

positive impact on negative emotions, and a negative impact on positive emotions (e.g.,

Dean 1 96 1 ; Marx 1972; Seligman I97 5). It is also considered to be antecedent to
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alienation; the greater the powerlessness, the greater an individual's sense of alienation

(e.g., Blauner 7964; Browning, Farmer, Kirk, and Mitchell 1961; Faunce 1968; Kanungo

1979; Shepard1972). Thus, when a consumer feels powerless, s/he can experience a

greater sense of alienation. Therefore, my research shall further investigate the impact of

the level of power (specif,rcally powerlessness vis-à-vis powerfulness) on consumer

alienation by a brand. Furthermore, given that a large portion of the research in alienation

(not only within Seeman's school of thought, but also within the other school, especially

Hegel-Marx's) has been in the aspect of powerlessness (see Seeman 7975 for a

compilation of alienation studies) as compared to the other aspects - normlessness,

meaninglessness, social isolation, and self-estrangement, my thesis shall focus on

investigating the aspect of powerlessness in consumer-brand ties specifically in a

managerially imposed relational stressor situation such as closing of a branch/store at a

particular location.

The next section, will now present a review on the powerlessness literature.

Powerlessness

In the sociology literature, the most frequent usage of the idea of alienation has

been- powerlessness - conceived as the expectancy held by the individual that his or her

efforts or behavior cannot determine the outcomes - specifically, the perceived inability

to amend unfavorable or undesirable circumstances (Seeman 1959). This conception

takes a subjective perspective and does not treat powerlessness as an objective societal

condition. By prescribing such a perspective, Seeman distinguishes his concept from

Matx's view of powerlessness which is based on an objective judgment of the state of
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affairs where an individual actually loses his freedom and control (Marx 1972; Seeman

1959). According to Seeman, the objective condition is not to be ignored, but taken into

account primarily to determine if the individual's response to the situation is realistic or

not. This is the perspective taken in this research.

This socio-psychological view of powerlessness as an expectancy makes it closely

related to Rotter's (1966) notion of extemal control of reinforcements. According to

Rotter, an individual's belief in the external locus of control of reinforcements

demonstrates one's expectancy that outcomes of situations are determined by forces

external to one's self - such as by powerful others, chance, or fate. Such a belief is an

indication of his perceived powerlessness where the individual considers himself to be at

the mercy of the extemal environment. On the contrary, an individual with a belief in the

internal locus of control of reinforcements perceives himself to be powerful to overcome

or control or effectively alter the extemal environment. Thus, powerlessness can be

conceptually linked to the notion of extemal control of reinforcements.

Furthermore, powerlessness encompasses a sense of helplesszess when the

individual has very high expectancy that his own behavior cannot determine the

occurrence of favorable outcomes (e.g., Dean 1961; Marx 1972; Seligman 1975). This is

a predominant view in the body of literature on alienation and scholars tend to use the

terms powerlessness and helplessness as synonyms.

Powerlessness has been viewed as ø key determinønt or a phøse of the ølienøtiott

phenomenon (e.g., Blauner 1964; Browning et aI. 196I; Faunce 1968; Kanungo 1979;

Shepard 1972), thereby, differing from Seeman's concept of powerlessness as a variant or
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type of alienation. For instance, in a study on work alienation, Ashforth (1989) found

support for powerlessness (termed as 'helplessness') to be antecedent to alienation.

Powerlessness is increasingly being viewed as øntecedent to alienstiott with a direct

positive impact on alienation - i.e., the greater the sense of powerlessness, the greater the

sense of alienation. Figure 4 represents this relationship.

Figure 4

Relationship between Powerlessness and Alienation

Within the systems theory framework of "stimulus ) system ) response" of

information processing, powerlessness is believed tobe primarily (not exclusivel)

located in the output or response of the individual (Geyer I976). Since powerlessness is a

"perceived expectancy or probability," information processing by the system would have

to precede the assignment of the probability. Logically, powerlessness is conceived to be

an output of the system often caused by the objective external environment (i.e., the

alienating extemal entity) via input disturbances of the individual. This individual is then

faced with difficulty in processing this information because of the conflict befween his

mind and emotions triggered by the unfavorable alienating circumstance. Additionally,

powerlessness is characterized by a reduction in the output alternatives of the individual.

In consumer contexts, when the consumer perceives that he or she cannot (can)

change the brand's negative decision, i.e., the outcome, consumer powerlessness

(powerfulness) is experienced. The consumer's perception of powerlessness or

Alienation
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powerfulness would be further influenced by the manner in which the brand employees

treat the consumer during the stressful situation. Positive (e.g., respectful, courteous)

treatment of the consumer by the employees is believed to result in positive emotions and

consumer attitudes toward the corporation (Gotlieb,Levy, Grewal, and Lindsey-Mullikin

2004). On the other hand, negative treatment of the consumer (e.g., disrespected and

ignored) by the employees is expected to further exacerbate the negative impacts of

powerlessness (Blanchard and Lurie 2004).

Powerless versus Powerful

Those with low perceived expectancy to change an unfavorable alienating

situation are considered to be powerless individuals, and those with high perceived

expectancy to change the situation are considered to be powerful (Seeman 1959). For

instance, if a consumer takes action to reverse a negative brand decision (closing of a

branch/store at apafücular location) and despite mobilizing a strong movement is

unsuccessful, it can be expected that such a consumer would experience negative feelings

of powerlessness. However, if the consumer movement is successful in reversing the

negative brand decision, it can be expected that the consumer would experience positive

feelings of powerfulness.

It is acknowledged that a consumer, when feeling powerless, might not take any

action against the corporation. So, one could feel powerless and take no action to reverse

the negative brand decision, or take action and feel powerless when unable to reverse the

unfavorabie brand decision. Thus, it is possible for powerlessness to occur and no
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consumer action to be mobilized against the corporation. However, in my research, the

focus is on the sense of powerlessness after action has been taken by the consumer.

Research indicates that in unfavorable situations negative emotions are typically

the consequences of perceived low control, and, therefore, of perceived powerlessness

(Seeman 1959; Seligrnanl9T5). Similarly, positive emotions in favorable situations are

consequences of perceived high control, and, therefore, of perceived powerfulness

(Strickland 1978; 
'Wallston 

and Wallston 1978). Powerlessness, therefore, precedes

affect, sharing a positive relationship with negative emotions and a negative relationship

with positive ones. The greater the measure of powerlessness, the stronger will be the

intensity of negative emotions, and the weaker the intensity of positive ones. Figure 5

illustrates this relationship.

Figure 5

Relationship between Powerlessness and Affect

Summary

Powerlessness is the expectancy held by an individual that his or her efforts or

behavior carutot determine the outcomes, specif,rcally, cannot change an unfavorable

outcome. It encompasses feelings of helplessness and has a positive impact on negative

Negative Affect

Positive Affect
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emotions, and a negative impact on positive emotions. It is also considered to be

antecedent to alienation; the greater the powerlessness, the greater an individual's sense

of alienation.

However, it is to be noted that power is not a function of an individual but of his

relationship with the alienating entity (Geyer 1976). This implies that a consumer's level

of power is a function of his or her relationship with the brand. All consumers do not

have the same type of relationship with a brand. Some view brands as they would a very

close friend while others as a business acquaintance (Fournier 1998). Some consumers

relate with their brands at a functional and utilitarian level while others at a more

psychosocial and emotional level; the relationship might be shallow/superficial (e.g.,

flings) or deep/intense (e.g., best friend) (Aisner 2002; Fournier 1998; Hess and Story

2005; Story and Hess 2006). Regardless of the terminologies used, in general, consumers

can be parsimoniously classified as either enjoying communal relationships (one of being

caring, warTn, and friendly) or maintaining exchange relationships (one of giving to get,

transactional) with the brand (Aggarwal 2004; Aggarwal and Law 2005). Thus, though a

negative brand decision can be expected to typically result in negative consequences for

the brand in tetms of consumer affect, attitudes, behavioral intentions and behaviors, the

magnitude of these consequences would vary by the type of relationshipbetweenthe

consumer and the brand. Therefore, to accurately understand the impact of powerlessness

in consumer alienation by a brand, it would be valuable to examine this across different

consumer-brand relationship types.

The following section will discuss literature from consumer-brand relationships

and relationship types.
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Consumer-Brand Relationships and Relationship Types

As expressed in the above sections, for alienation and powerlessness to be

manifested, a relationship between the external alienating entity and the alienated

individual needs to pre-exist In other words, for a consumer to feel powerless and

alienated by a brand there needs to be a pre-existing relationship between the consumer

and the brand. Such a consumer-brand relationship has been expressed as a voluntary or

interdependently enforced tie between the individual consumer and the brand (Blackston

2000; Fournier 1994, 1998).

Though brands have for long been studied as mere competitive differentiators

(Aaker 1996; Keller 1993; Kotler I99T), and as intangible and inanimate corporate

resources (Chevalier andMazzalovo 2004; Davis 2000; Dawar 2004; Hill and Lederer

200I; Mueller 2004; Srivastava, Shervani, and Fahey 1998), they have evolved over time

in their spheres of influence (Ragas and Bueno 2002) and have penetrated society as

consumers' relationship partners (Fournier 1998; Muniz and O'Guinn 200I) with quasi-

human characteristics (Levy 1985; Rozanski et al. 1999), distinctive personalities (Aaker

1997; Plummer 1985), and even souls or underlying genetic codes (Gilmore 1919;

McGill 1998). This perspective of brands as relationship partners has resulted in a

growing interest in the study of consumer-brand relationships - with academics keen on

developing and establishing a relationship theory in consumer research, and practitioners

keen on understanding how to increase brand loyalty and profitability. Though consumer-

brand ties have been recognized as not having the same level of richness and depth as

human social ties, the noÍns of human social ties have, nevertheless, been found to
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govem consumption choices and behaviors (Aggarwal2004). Hence, consumer-brand

relationships have grown into an attractive and promising research agenda.

The foundational work on consumer-brand relationships has been qualitative

(Foumier 1998; Muniz and o'Guinn 2001). Fournier (1998) utilized the social

relationship metaphor to develop a dyadic model of consumer-brand relationships (p.

366), where the continuous interactions (positive and negative) between the brand and the

consumer determined the overall stability or durability of the relationship. When the

interaction is perceived to be positive, the relationship is strengthened and remains stable.

However, when the interaction is negative, i.e., when a brand behavior is perceived to be

unfavorable to the consumer (e.g., closing of a store or branch at a particular location),

the consumer could be adversely impacted, resulting in negative emotions, less favorable

attitudes, unfavorable behavioral intentions (e.g., intentions toward negative word-of-

mouth, non-recommendation, switching loyalties, etc.), and consequent negative

behaviors towards the brand (such as negative word-of-mouth, brand switching, etc.).

Apart from the dyadic consumer-brand relationships, Muniz and O'Guinn (2001)

proposed a framework for studyingtriadic relationships (i.e., consumer - brand -
consumer) under the banner of 'brand community.' The central tenet of such a

community is that consumers forge strong relationships with other co-consumers and the

brand on the basis of their common affinity to the brand. Similar to Foumier (1998),

scholars on such communities believe that negative brand behaviors adversely impact

consumers individually as well as collectively, thereby, posing a threat to the stability of

the consumer-brand relationship (Algesheimer 2004; Algesheimer, Dholakia, and

Hermann 2005;Bagozzi and Dholakia2006; Dholakia, Bagozzi, and Pearo 2004;Haas
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and Arnold 2004; Hickman 2005; Krishnan, Samu, andLitz2006; McAlexander et al.

2002; Muniz and O'Guinn 2001; Muniz and Schau 2005). In such consumer-brand-

consumer interactions, when a brand behavior is perceived to be unfavorable to the

consumers - e.g., abandoning of a sub-brand (Apple Newton) by the parent brand

(Apple) (Muniz and Schau 2005) - consumers would be adversely affected, individually

and collectively, resulting in the experience of negative emotions, unfavorable attitudes,

behavioral intentions, and behaviors towards the brand.

Though a negative brand behavior would result in negative consequences for the

brand in terms of consumer affect, attitudes, behavioral intentions and behaviors, the

magnitude of these consequences varies by the type of relationship between the consumer

and the brand. All consumers do not have the same type of relationship with a brand.

Some view brands as they would avery close friend while others as a business

acquaintance (Fournier 1998). Some consumers relate with their brands at a functional

and utilitarian level while others at a more psychosocial and emotional level; the

relationship might be shallow/superficial (e.g., flings) or deep/intense (e.g., best friend)

(Aisner 2002; Fournier 1998; Hess and Story 2005; Story and Hess 2006). Regardless of

the terminologies used, in general, consumers can be parsimoniously classified as either

enjoying communal relationships (one of being caring, wann, and friendly) or

maintaining excltange relationships (one of giving to get, transactional) with the brand

(Aggarwal 2004; Aggarwal and Law 2005).

This communal versus exchange relationship distinction, though not capturing

every possible consumer-brand relationship type (highlighted by Fournier 1998) has been

recognized for its conceptual simplicity and psychological importance (Aggarwal 2004;
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Clark and Mills 1993). Communal relationships are those in which people have a genuine

concern for one another's well-being, they care, and keep track of the other's needs. The

focus is on meeting the other person's needs out of genuine concem. The expectations are

that partners will care about one another's welfare, and will support and help each other

without expecting immediate reciprocal reward. Friends, family, and lovers are ties that

can be characterized as communal in nature. Exchange relationships are those in which a

person gives benefits to another in order to get back a comparable benefit. The focus is

on self and on getting benefits proportional to one's input. The expectations are that

partners are not responsible for one another's welfare, and that benef,rts obtained from

either partner should be promptly reciprocated. Business ties (e.g., between customers

and service providers) are characterized as exchange in nature.

Though this distinction has been conceptualizedprimarily for categorizing human

social relationships, marketing researchers have applied it even in consumer contexts. For

instance, in the service domains, it is widely believed by many researchers that building

close relationships with consumers is "a positive thing, a situation that will lead to repeat

business and referrals," for the brand (Barnes 1997, p.769). While some consumers might

desire a friendship-type, communal relationship with a service provider - such as that

between hairdressers/veterinarians/travel agents/neighbourhood dry cleaners and their

customers (e.g., Barnes 1997; McCracken 1995), others may prefer a bond that is much

more at arm's length - such as the customer of a bank who described his relationship with

the bank as "ideal" when he did not call them and they did not call him (Barnes 7997,p.

771). Clearly, not all consumers of a brand will desire communal ties with it (Barnes

1997; Bendapudi and Berry 1997). Under service contexts of perceived high risk,
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commonly found in complex services such as counselling, financial/investment advice, or

surgery (Gummesson, 1990), a consumer is found to be motivated enough to pursue a

long-term communal relationship with the service provider (Barnes 7997'Bendapudi and

Berry 1997; Czepiel 1990). However, in non-complex services, such as a routine banking

context where the technology-based approach to service delivery has reduced personal

contact between customers and bank employees and service efficiency (vis-à-vis personal

interaction with the employees) is more critical to customers (Barnes 1997;Meyer 1990),

it is not believed that communal ties would be preferred over exchange, i.e., communality

would not be weighed by consumers as being more important than efficiency or

professionalism. Some researchers (e.g., Beatty, Mayer, Coleman, Reynolds, and Lee

1996; Goodwin 1996) believe that communal behaviors can actually interfere with the

efficient delivery ofcore routine banking services and, hence, need not be encouraged.

In the consumer-brand domain, specifically, it has been found that relationship

norrns based on these two relationship types moderate consumer attitudes and their

response to a brand's actions (Aggarwal 2004). This implies that anytime there is a

violation of a relationship norm, i.e., when a brand behavior is perceived by the consumer

to be unacceptable or inappropriate or unfavorable - such as in consumer alienation by

brand, the consumers (both communal and exchange) would demonstrate negative

attitudes in response to the brand's negative action. But how would the magnitude of

responses vary between these two relationships?

Communal relationship partners tend to express greater magnitude of emotions

(positive and negative) than the exchange ones. This is because such expression is

considered socially appropriate in communal ties, such as between friends, family

- 31 -



members, etc., and not so appropriate in exchange ties, such as between business partners

(Williamson and Clark 1989). Therefore, in the context of consumer alienation by a

brand, it can be argued thal a brand's negative behavior would result in stronger negative

emotions amongst communal consumers, vis-à-vis the exchange ones.

However, it cannot be ignored that those enjoying communal ties, vis-à-vis

exchange have a tendency to be forgiving of the blunders or transgressions made by their

relationship partners, since communal ties are characteizedby a stronger pro-relational

commitment than that in exchange ties (Finkel, Rusbult, Kumashiro, and Hannon2002).

Therefore, though a communal consumer mightfeel stronger negative emotions when

alienated by the brand, s/he can be expected to be more forgiving and to demonstrate less

negative attitudes, and stronger behavioral intentions than an exchange consumer.

Methodologically, where almost all of the research in consumer-brand

relationships has been qualitative (e.g., Fournier 1998; Muniz and O'Guinn 2001) and./or

survey-based (e.g., McAlexander et al. 2002), very few studies have utilized experimental

design (Aggarwal 2004; Aggarwal and Law 2005). As discussed earlier, perceived

powerlessness is a negative experience for consumers that could result in felt alienation.

My research centres on finding a greater sense of alienation amongst those consumers

who perceive to be low on power andhave communal (vis-à-vis exchange) ties with the

brand. An experimental manipulation of relationship type would allow for the best

examination of the individual and interactive effects of power and relationship types on

consumer emotions, attitudes, behavioral intentions, and perceptions of communality

with the brand. Experimental design would, hence, be the most appropriate methodology.

Aggarwal's (2004) stimuli of a consumer banking context is drawn upon and the role of
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powerlessness when brands alienate communal or exchange consumers is experimentally

studied.

The next chapter discusses the impact of powerlessness and relationship types on

consumer alienation by a brand, develops a theoretical framework of consumer alienation

by brand, and proposes hypotheses pertaining to their role in influencing consumer

emotions, attitudes, and behavioral intentions in the consumer banking context.
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CHAPTER THREE

CONCEPTUAL FRAMEWORK AND HYPOTHESES

In this chapter, the linkages between consumer-brand relationship type

(communal versus exchange), and the level of power (powerlessness versus

powerfulness), and the key dependent variables which include alienation, emotions,

attitudes, behavioral intentions, and change in relationship type will be delineated. The

dissertation centres on finding evidence for a greater sense ofalienation or exclusion

amongst those consumers who feel powerless (vis-à-vis powerful) in changing negative

brand decisions such as closing ofa store/branch at apafücular location. This research

also proposes that such a negative brand decision would cause consumers, communal and

exchange, to re-evaluate their consumer-brand relationship and transform the relationship

type; specifically, the consumers who experience powerlessness would view their

relationship with the brand to be more of exchange and less of communal. A conceptual

framework representing the dynamics amongst the factors and dependent variables, along

with formal hypotheses will be forwarded.

A Conceptual Framework of Consumer AlienatÍon by a Brand

Based on the discussions in chapter two, this section shall present a conceptual

framework of consumer alienation by a brand (figure 6). First, for such alienation to be

manifested there needs to be a pre-existing relationship between the consumer and the

brand. Second, there needs to be a managerially-induced relational stressor (perceived as

unfavorable to the consumer) such as closing of a store or branch at a particular location.
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Third, the final decision of the brand along with the way it treats the consumer (while the

consumer attempts to reverse the brand decision) can be expected to make the consumer

experience powerlessness or powerfulness. Fourth, a cognitive evaluation of

powerlessness or powerfulness would trigger the experience of consumer emotions -
such as, a sense of alienation, and other negative and positive emotions. Fifth, these

emotions would influence the attitudes of the consumer towards the decision, the

treatment, the brand, the executives of the brand, and the top management (the decision-

makers). Sixth, based on these attitudes, the consumer would form intentions to behave

for or against the brand. And finally, the interaction between the brand and the consumer

results in the consumer re-evaluating and transforming his/her relationship with the

brand. These seven phases are explained below in detail.

Figure 6

A Conceptual Framework of Consumer Alienation by a Brand

Consequences
Powerlessness

Alienation
Emotions
Attitudes

Behavioral lntentions
Relationship Change
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Pltsse I: Reløtiottsltip Type - Consumers tend to view brands as quasi-human

relationship partners (Fournier 1998) and use the norms of human social ties to interact

with and evaluate their relationship with the brand (Aggarwal 2004; Aggarwal and Law

2005). On the basis of these consumer-brand interactions over a period of time (Fournier

1998), a relationship is developed between the two wliich (analogous to human ties) can

be characterized as communal or exchange in type (Aggarwal 2004; Aggarwal and Law

2005; Clark and Mills 1993). A communal relationship is typically characterized as being

'caring, warrn, and füendly' - found amongst friends and family (Clark and Mills 1993).

An exchange relationship is typically charactenzed as 'giving to get' or 'transactional' -

found amongst businesspersons (Clark and Mills 1993). Figure 7 represents how the

relationship type is developed through the interactions between the brand and the

consumer.

Figure 7

Generation of Relationship Type

Pltøse 2: ManøgeriaUy-Induced Reløtional Stressor - This stressor results from the

brand's managerial decision that causes termination of the relationship with some of the

Relationship Type

Exchange
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existing consumers - e.g., decision of the brand's top management team to close a

store/branch at a particular location thereby terminating the relationship with existing

consumers atthat location (Fournier 1998). This stressor is believed to forcefully destroy

the existing consumer-brand relationship (e.g., when Karen's favorite shade of the Mary

Kay brand of lipstick was removed from the market, discussed in chapter one) resulting

in negative feelings, a sense of powerlessness, and exclusion (Fournier 1998). The

presence of such a stressor is believed to trigger a sense of consumer alienation by the

brand.

Pltctse 3: Outcome- and Treøtment-Related Level of Power - In the presence of the

managerially-induced relational stressor, a consumer would evaluate his or her power

level to reverse the unfavorable decision of the brand. Theoretically, powerlessness - the

consumer's perceived inability to change the brand's negative decision - is outcome

dependent (Seeman 1959). 'When 
the consumer perceives that he or she can change the

brand's negative decision, i.e., the outcome, consumer powerfulness is experienced. The

consumer's perception of powerlessness or powerfulness would be further influenced by

the manner in which the brand employees treat the consumer during the stressful

situation. Positive (e.g., respectful, courteous) treatment of the consumer by the

employees is believed to result in positive emotions and consumer attitudes toward the

corporation (Gotlieb et al.2004). On the other hand, negative treatment of the consumer

(e.g., disrespected and ignored) by the employees is expected to further exacerbate the

negative impacts of powerlessness and weaken the consumer-brand relationship

(Blanchard and Lurie 2004). Further, how powerless or powerful the consumer feels to

change the final outcome can be expected to impact his or her sense of alienation. The
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greater the powerlessness, the greater the sense of consumer alienation by the brand will

be (e.g., Ashforlh 1989; Blauner 1964; Kanungo 1979). Similarly, the greater the

powerfulness, the weaker the sense of consumer alienation by the brand will be.

Pltase 4: Sense of Alienation and Other Emotiotts - Consumer alienation by a brand is a

subjective individualized phenomenon where a consumer feels like an alien or stranger to

and excluded by the brand. Research has found that while powerlessness is antecedent to

alienation, it has a positive impact on negative emotions such as upset, anger, scared, and

disappointed, and a negative impact on positive emotions such as happy, delighted, and

joyful as well (e.g., Dean 1961;Marx 1972; SeligmanIgT5). Furthermore, such social

exclusion has been found to elicit several negative emotions in the excluded individual

such as feeling upset, scared, disappointed, betrayed, rejected, anxious, angry, frustrated,

hurt, confused, bad (awful/lousy), guilty, ashamed, etc. (Sommer, williams, ciarocco,

and Baumeister 200i). Such exclusion is also found to result in feelings of low state selÊ

esteem, whereas inclusion results in feelings of high state self-esteem (van Beest and

williams 2006; williams, Cheung, and Choi 2000; zadro, 'Williams, 
and Richardson

2004). Similarly, powerfulness would have a positive impact on positive emotions and

negative on negative emotions. Based on the Lazarus'cognitive-emotive theory of

emotions (1991), emotions are preceded by a cognitive appraisal of a situation. The sense

of alienation and other emotions (negative and positive) can therefore be expected to

immediately follow the cognitive appraisal of the consumer's level of power in the

presence of the managerially-induced relational stressor.

Pltøse 5: Attítudes - As in any service context, positive and negative emotions influence

consumer attitudes (e.g., van Dljk, Zeelenberg, and van der Pligt 1999; Zeelenberg and
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Pieters 2004). The sense of consumer alienation is expected to mediate the relationship

between powerlessness (or powerfulness) and the consumer attitudes - such as that

towards the latest decision of the brand, the brand, the employees, and the top

management (Ashforth 1989;Pruden and Longman1972). This relationship between

alienation by the brand and consumer attitudes is negative. For instance, the greater the

sense of consumer alienation, the more unfavorable are the attitudes of the consumer

towards the latest decision; the weaker the sense of consumer alienation, the more

favorable the consumer's attitudes towards the latest decision.

Pltase 6: Beltøviorql Intentior¡s - Consistent with the theory of reasoned action (Ajzen

and Fishbein 1980; Fishbein and Ajzen 1975) and the theory of planned behavior (Ajzen

1997,2001), attitudes are antecedent to behavioral intentions. The more favorable the

consumer's attitudes, the more positive are his or her behavioral intentions, i.e., in favor

of the brand. However, the more unfavorable the attitudes, his or her behavioral

intentions would be against the brand. Behavioral intentions typically include word-oÊ

mouth, recommending the brand to others, repeated patronage (brand loyalty), and

intention to switch to another brand (e.g., Algesheimer et a|2005; Brown, Barry, Dacin,

and Gunst 2005; Jeng and Lin 2005).

Phøse 7: Post-Stressor Reløtionship Transþrntatiott - Given that the interactions

between brand behaviors and consumer behaviors help define a relationship type

(Foumier 1998), it can be expected that a brand's negative decision (relational stressor)

would transform the nature of the consumer-brand relationship (Foumier 1998; Neimeyer

and Neimeyer 1985). Regardless of the pre-existing relationship type, all consumers

would re-evaluate and transform their relationship with the brand on the basis of what
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transpires during the managerially-induced stressful situation. Those consumers who

experience a strong sense of alienation through powerlessness would modify their

relationship into one that is more of an exchange and less of communal.

Hypotheses

The proposed conceptual framework (f,rgure 7 above) rests on the premise that a

consumer, when experiencing the brand's unfavorable or negative behavior, such as a

managerially-induced relational stressor (e.g., the closing of a store/branch at a particular

location), will make inferences regarding the brand and his/her relationship with it,

resulting in a re-assessment of the brand as a relationship partner (Aaker, Foumier, and

Brasel 2004; Blackston 1993; Fournier 1998). Hypotheses derived from this framework

are developed below, building from the anticipated effects of power within the two

relationship types to the mediating effects of felt alienation predicted to influence results

overall.

Møna geri al ly- Indu c e d R el ational Str e s s or

A brand's unfavorable decisions, though not as life-transforming as divorce or

death of a loved one (Dohrenwend, Snell, Krasnoff, Askenasy, and Dohrenwend 1978),

qualify, nevertheless, to be stressful situations for consumers because even regular daily

hassles of life have been considered guilty of generating stress (Lazarus and Delongis

1983). In service failure contexts as well, unfavorable brand decisions have been found to

act as stressors for consumers resulting in negative consequences such as feelings of

powerlessness or helplessness, generation of negative emotions, unfavorable attitudes,

and negative behavioral intentions such as negative word-of-mouth, non-recommendation
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of brand, and intentions to switch brand (e.g., Bougie, Pieters, and zeelenberg2003;

Nyer and Gopinath 2005; Singh and Wilkes i996; Stephens and Gwinner 1998). These

consequences cause the consumers to re-evaluate the type of relationship s/he

experiences with the brand (post-stressor), by reducing their affinity to the brand as a

partner (Fournier 1998). It is, therefore, first hypothesized that a managerially-induced

relational stressor precedes a consumer's experience of perceived powerlessness, felt

alienation, and negative emotions (Fournier 1998;Izard 7991;Lazarus and Folkman

1984; Seeman 1959). Furthermore, as evidenced in service failure contexts, the consumer

would also develop unfavorable attitudes and behavioral intentions (Aggarwal2004;

Bougie et al.2003; Singh and V/ilkes 1996; Stephens and Gwinner 1998). The stressful

experience would cause the consumer to also re-evaluate the relationship unfavorably

(Foumier 1998) by lowering his/her perceptions of communality with the brand. Hence,

the following hypothesis:

H1: Managerially-induced relationship stressors will lead to (a) a sense of

powerlessness, (b) felt alienation, (c) negative emotions, (d) unfavorable

attitudes towards the decision, the brand, and the executives, (e)

unfavorabie behavioral intentions, and (f) a decline in the perceptions of

communal relationship with the brand.
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Level of Power

It is furtlier predicted that the lower a consulner perceives his/her power level to

be, (a) the greater will be the intensity of his/her sense of powerlessness, felt alienation

and negative emotions, and (b) more unfavorable will be the attitudes, behavioral

intentions, and post-stressor evaluation of communal ties with the brand (e.g., Ashforth

1989; Blauner 1964; Kanungo 1979; Seeman 1959). In other words, where powerlessness

would result in negative consequences such as felt alienation, negative emotions,

unfavorable attitudes and behavioral intentions, powerfulness would yield positive

consequences such as lower sense of alienation, more positive emotions, more favorable

attitudes and behavioral intentions. While the consumer's perception of powerlessness or

powerfulness would primarily be influenced by the perceived ability to change the

brand's decision or final outcome (Seeman 1959), the manner in which the brand

employees treat the consumer during the stressful situation is also believed to moderate

this influence. Positive (e.g., respectful, courteous) treatment of the consumer by the

employees is believed to result in positive emotions and consumer attitudes toward the

corporation (Gotlieb et al.2004;Liao 2007), while negative treatment (e.g., disrespected

and ignored) is expected to further exacerbate the negative impacts of powerlessness and

also weaken the consumer-brand relationship (Blanchard and Lurie 2004; Williams et al.

2000), i.e., decrease the perceptions of communal ties with the brand. Thus, the sense of

powerlessness, felt alienation, intensity of negative emotions is predicted to be highest

(lowest), and the attitudes, behavioral intentions, and perception of communal

relationship with the brand to be lowest (highest) when the final decision of the brand is
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unfavorable (favorable) and the treatment by the employees has been disrespectful

(respectful). It is, therefore, hypothesized that:

HZa: Power will rnoderate the influence of managerially-induced relational

stressors such that as power declines, (a) sense of powerlessness will

increase, (b) felt alienation will increase, (c) negative emotions will

intensify, (d) positive emotions will diminish, (e) attitudes towards the

decision, the brand, and the executives will become less favorable, (f)

behavioral intentions will become more negative, and (g) perceptions of

communal relationship with the brand will decrease.

IlI2b: 'When power is low (high), i.e., when the outcome and the treatment by the

company are both perceived to be negative (positive), (a) the sense of

powerlessness, felt alienation, and negative emotions will be highest

(lowest), and (b) positive emotions, attitudes towards the decision, the

brand, and the executives, behavioral intentions and perceptions of

communal ties with the brand will be lowest (highest).

A longitudinal study of consumers' evaluations of multiple sewice failures

revealed that only when the recovery effort of a previous service failure with the same

corporation was perceived to be unsatisfactory were the consumers' unfavorable attitudes

towards the brand or the corporation more negatively impacted (Maxham and Netemeyer

2002). These same consumers, however, had reported negative attitudes towards each of

the service failure contexts. ln other words, in the face of multiple service failures,

consumers display a tendency to transfer their negative attitude toward the service failure
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context to that of the brand or corporation only when previous service recovery efforts

are perceived by them to be unsatisfactory. It would be reasonable, therefore, to suggest

that when faced with the seruice failure context such as the unique one-time

managerially-induced relational stressor whose final outcome/decision induces a sense of

consumer powerlessness or powerfulness, the attitude of the consllmers towards the brand

and its executives would not be as susceptible to negative evaluation as would their

attitude towards the decision itself. Given that the manipulation of power is central to the

operationalization of service failure/recovery context in this research, it can be

hypothesized that as power declines, consumers would tend to evaluate the brand's

decision more unfavorably than the brand or its executives.

H2cl. Anitude target will moderate the impact of power such that as power

declines, attitude towards the decision will be less favorable as compared

to that towards the brand and the executives.

Relationsltip Type

Strong consumer-brand relationships are considered beneficial to firms in the

development of customer loyalty to a brand (e.g., Barnes 1997; Beatty et al. 1996;

Crosby, Evans, and Cowles 1990; Goodwin and Gremler 1996; Gwinner, Gremler, and

Bitner 1998). As stated before in chapter two, it is argued that in non-complex services,

such as a routine banking context, communal ties would not be weighed as more

important to consumers than efficiency or professionalism. However, it is believed that

the differences in relationship types would become especially relevant and important

once relationship stressors are introduced in the picture. 'When 
a relational stressor is
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induced, it is predicted that consumers who perceive communal ties with the brand would

be more prone to experiencing and expressing intense emotions (positive and negative),

and yet have more favorable attitudes and behavioral intentions towards the brand vis-à-

vis those who perceive exchange ties, because the communal consumers have stronger

emotional bonds with or affinity to the brand; furthermore, due to their stronger

commitment to the brand, such consumers would be more pro-relationship (vis-à-vis the

exchange consumers) when faced with relational stressors (Bendapudi andBeny 1997;

Clark and Mills 1993; Clark and Finkel 2005; Gwinner et al. 1998; Hennig-Thurau and

Klee 1997). Specifically, as power of the consumer declines, communal (vis-à-vis

exchange) consumers would experience greater intensity of perceived powerlessness, felt

alienation, and negative emotions. They would, however, have more favorable attitudes

towards the brand and the employees, and positive behavioral intentions because of their

inclination to maintain their relationship with the brand.

A similar phenomenon can be found in human social ties amongst friends

(communal) and businesspersons (exchange). It has been found that friends demonstrate

greater emotional ties as well as deeper commitments to the stability of their relationship

as compared to ties amongst businesspersons (e.g., Clark and Mills 1993). Further, while

individuals are more willing to express emotions (both positive and negative) with their

communal relationship partners, they would avoid any display of emotionalism to

business acquaintances as such display is considered inappropriate (Clark and Finkel

2005). Furthermore, a friend (businessperson) is more willing (unwilling) to forgive any

negative behavior such as trespass, betrayal, etc. of his or her communal (exchange)
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partners because of the stronger commitment to the partner and the relationship (Finkel et

aL.2002).

Despite being pro-relationship and having more favorable attitudes and behavioral

intentions, the communal consumers are, nevertheless, expected to devalue their

perceptions of communality with the brand as well as increase their perceptions of

exchange ties with the brand (Fournier 1998), as compared to that before the stressful

situation. In other words, they are predicted to reconsider the brand more as an exchange

and less as a communal partner when experiencing a managerially-induced relational

stressor. Exchange consumers, similarly, would re-evaluate the nature of their

relationship with the brand. When they sense powerlessness, it is reasonable to predict

that they would continue to view the brand as an exchange partner. However, when their

pov/er is high (sense of being powerful), i.e., they find success in their ability to revert the

negative stressful situation which makes them feel good (Foumier 1998), they are

predicted to devalue their perceptions of exchange ties with the brand and increase their

perceptions of communality with it. ln other words, because the relationship with the

brand has not been terminated on account of the stressor, and the corporation has

conceded to the requests of the consumers, they are predicted to increase their view of the

brand relationship as that between friends and lower the view as that between

businesspersons.

It is, therefore, hypothesized that:

H3a: Power will moderate the irnpact of relationship type on sense of

powerlessness, felt alienation, emotions, attitudes, and behavioral
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intentions, upon the introduction of a managerially-induced relational

stressor such that as power declines, consumers that perceive communal

(vis-à-vis exchange) relationship with the brand will display (a) greater

sense of powerlessness, felt alienation, and magnitude of negative

emotions, (b) lower magnitude of positive emotions, and yet (c) more

favorable attitude towards the decision, the brand, and the executives, and

(d) more positive behavioral intentions.

H3b: Power will moderate the impact of relationship type on pre- and post-

stressor evaluations of consumer-brand relationship type such that when

power is high, (a) consumers that perceive communal relationship with the

brand will increase their perceptions of exchange ties with the brand while

simultaneously decreasing their perceptions of communality with the

brand, and (b) consumers that perceive exchange relationship with the

brand will increase their communality with the brand while

simultaneously decreasing their perceptions of exchange ties with the

brand.

Mediation

Perceived powerlessness has a positive relation with and results in a sense of

alienation (e.g., Blauner 7964; Browning et al.196l; Faunce 1968; Kanungo 1979;

Shepard 1972). This powerlessness, perceived by the consumer to be an unfavorable

situation to be in, would increase the intensity of other negative emotions experienced,

while reducing the intensity of positive ones (e.g., Ashforth 1989; Blauner 1964:
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Kanungo 1979; Seeman 1959). Further, attitudes of the consumer (towards the decision,

the brand, and the employees) are negatively influenced by perceived powerlessness and

sense of alienation, i.e., greater sense of powerlessness, as well as felt alienation, would

result in negative consumer attitudes (e.g., Ashforth 1989; Blauner 1964; Kanungo I979;

Seeman 1959). Hence, affect - manifested as felt alienation, negative and positive

emotions - is hypothesized to mediate the relationship between perceived powerlessness

and consumer attitudes.

H4: (a) Felt alienation, (b) negative emotions, and (c) positive emotions will

each mediate the relationship between perceived powerlessness and

consumer attitudes toward the decision, the brand, and the executives.

Consumer attitudes mediate the relationship between affect/cognitions and

behavioral intentions (Ajzen 1991,200I Ajzen and Fishbein 1980; Fishbein and Ajzen

I975). Hence, the attitudes of a consumer (towards the decision, the brand, and the

employees) are predicted to mediate the relationship between felt alienation, a negative

affect triggered by cognition evaluations of the stressful situation, and the consumer's

behavioral intentions. Felt alienation negatively influences consumer attitudes and

behavioral intentions, such that as the sense of alienation increases, the attitudes as well

as behavioral intentions of the consumers become unfavorable (Seeman 1959; Geyer

1976). Further, consumer attitudes have a positive influence on behavioral intentions, i.e.,

the more favorable the attitudes of a consumer are, the more favorable will be the

behavioral intentions. Thus, it is hypothesized:
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H5: Consumer attitudes towards (a) the latest decision, (b), the brand, and (c)

the executives will each mediate the relationship between felt alienation

and behavioral intentions.
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CHAPTER FOUR

STUDY ONE

In this chapter, the methodologies and analyses ernployed, and results and

discussions pertaining to a laboratory experiment that tested hypothesized effects of

manipulated power and relationship type (i.e., hypotheses H1 to H5) are presented. The

chapter is divided into six sections. The f,rrst section lays out the research design and

procedure that was utilized. The second section describes the research sample and the

third section lays out the experimental manipulations of power and relationship type

independent variables that were used. The fourth section then describes the measures that

were used to test the success of these manipulations and to operationalize the various

dependent variables and covariates in the study. The fifth section explains the analyses

used and the results found. Finally, the sixth section is composed of discussions of the

results found and plans for future development of the conceptual framework that was

tested.

I. Research Design and Procedure

A 3 (power: control, powerful, powerless) by 2 (relationship type: communal,

exchange) between-subjects experimental design that incorporated a managerially

induced relational stressor and 2 additional controls for relationship type sans the

relational stressors were employed to test hypotheses H1 to H5. Participants, randomly

assigned to one of eight experimental conditions, were asked to imagine scenarios

perlaining to their banking experiences with a hypothetical on-campus bank called
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'Grove Bank' (tables 2 and 4). They were told that the task was a bank study where they

would have to carefully read the scenario provided and answer the questions that

followed. At the staft of the scenario, the relationship type between the bank and

respondents was depicted as either communal (warm and friendly) or exchange

(professional and efficient) in nature. Manipulation check questions related to this factor

immediately followed. Respondents, other than those in the relationship type control

conditions, were then exposed to a situation-specifically, the proposed closing of Grove

Bank's on-campus branch within the coming month-that was intended to induce a stress

within the relationship between the bank and the customer. Participants were then asked

to imagine that they attempted to reverse this negative decision by starting a campaign

amongst other customers, where they and other customers sent a formal letter to the bank

and also garnered media coverage. Subsequent powerful (powerless) perceptions were

created by then telling respondents that they were treated well (poorly) and were able

(unable) to change the bank's decision to shut the branch down. No information related to

respondents' attempt to change the bank's decision was provided in the power control

condition. Dependent variables related to positive and negative affect, sense of alienation,

attitudes toward the decision, brand and executives, behavioural intentions, and change in

relationship type were then measured. Finally, manipulation check questions for

manipulated power and potential covariates such as banking experience, gender, age,

nationality, and language spoken at home were gauged. This procedure is further detailed

in figure 8. The total task took no more than 20 minutes to complete.
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The experimental context of consumer banking was used due to the salience of

perceived social relationships of consumers with banks (Aggarwat 2004).It is often hard

to separate perceptions about a bank from perceptions about its employees due to the

intertwined nature of core financial offerings and the services that surround them. This

makes it critical for financial institutions to manage consumer-brand relationships using

either communal or exchange nonns (Fournier 1998). This is in line with prior research

done in the area (Aggarwal 2004).

II. Study Participants

225 undergraduate business students at a major mid-western university participated in the

study in exchange for course credit. Two observations were excluded from further

analyses due to extensive missing data, leaving a final useable sample of 223 responses.

Between 27 and 29 respondents were assigned to the eight experimental conditions (see

table 1 for exact cell sizes). The sample consisted of 57o/o males and 43Yo females with a

mean age of 2I years. Most respondents indicated experience with basic consumer

banking-93o/o of respondents reported having one (60%) or more (33%) bank accounts,

and over 65%o interacted with their local bank branch executives on a monthly or bi-

monthly basis. Further, 74o/o of the participants banked online-of these, 60% did so at

least once per week.

Table 1: Study 1 Conditions and Cell Sizes

CONTROLS POWER
Control Control Powerful Powerless

RELATIONSHIP
TYPE

Communøl 28 29 28 29
Exchsnse 28 2l 27 27
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III. Independent Variables

Mørripulation of Relatiortsltip Type

Relationship type was manipulated by using the hypothetical scenarios presented

in table 2. Communal relationships were depicted by incorporating terms such asfriendly,

worln, caring, cheerful, and infonnal within the experimental scenarios. Exchange

relationships were depicted using terms such as capable, fficient, professional,

b u s in e s s I i ke, and fo r m a I w ithin the sc enario s.

The stimuli and scale items used within the main study were finalized after

conducting two pre-tests that used independent samples drawn from the same population.

Please see the appendices (1.1 to 1.20) for the specific instruments used.
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Table 2: Experimental Manipulations for Relationship Type in Study 1

A. Communal Relationship

You have been banking at the university campus branch of Grove Bank for the last
five years. The bank has a strong reputation for being warrn and friendly. In your
personal experience with Grove Bank, you have found this to be true.

The bank's executives have been very friendly and caring. You have found them to be
cheerful and informal. They get your job done fast while taking the time to speak with
you and catch up with what's going on with your life.

You have always had very pleasant and warm interactions with the bank. You are
usually addressed informally by your first name. The bank does special things for you.
For instance, on your last bifihday, Grove Bank sent you a hand-written card.

You have used the bank quite extensively and have been very happy with the quality
of their services. Overall, your experience with Grove Bank has been very good.

Given below is one of their advertisements, which appeared in your campus
newspaper this year, inviting new students to open an account with the bank:

New on campus?
Need to open a bank account?

ffiffiiffiWlffi ffi&ffiffi
A Warm & Friendly Banking Experience

I
l---
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B. Exchange Relationship

You have been banking at the university campus branch of Grove Bank for the last
five years. The bank has a strong reputation for being professional and competent. In
your personal experience with Grove Bank, you have found this to be true.

The bank's executives have been very capable and efficient. You have found them to
be dignified and formal. They get your job done fast by spending just the amount of
time required to complete the transaction that you are there for.

You have always had very professional and businesslike interactions with the bank.
You are usually addressed formally by your last name. The bank provides regular
services for you. For instance, when a payment is due from your account, Grove Bank
sends you an automatic computer-generated reminder.

You have used the bank quite extensively and have been very huppy with the quality
of their services. Overall, your experience with Grove Bank has been very good.

Given below is one of their advertisements, which appeared in your campus
newspaper this year, inviting new students to open an account with the bank:

I

New on campus?
Need to open a bank account?

A Professional & Efficient Banking Experience

ffiffitffiWffi lffi&iffi
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Pre-test 1. 22 respondents participated within the first pre-test that used a between-

subjects experimental design with relationship type as a factor. The participants read

either the communal or exchange relationship type description and answered questions

regarding the level of perceived relational communality and exchange. Several scale

items as well as pictorial representations were used to capture the perceptions of net

communality, net exchange, and relative relationship type. First, a net communality index

was created by averaging responses to the following seven items assessed on 7-point

Likert scales (adapted from Aggarwal2004, where 1 : strongly disagree, andT :

strongly agree) as Cronbach's d was found to be greater than 0.70 (Nunnally 1978): "I

have warm feelings for Grove Bank," "Grove Bank helps me in times of need," "I'd miss

Grove Bank if I moved away," "Grove Bank treats me special," "Grove Bank cares for

me," "Grove Bank likes me," and "I care for Grove Bank" (Cronbach's o: 0.92).

Similarly, a net excltange index was created by averaging responses to the following

seven items also adapted from Aggarwal 2004 and were assessed on 7-point Likert scales

(1 : strongly disagree andT : strongly agree): "Grove Bank provides good value for

money," "Grove Bank provides good service to get business," "I get my money's worth

from Grove Bank," "Grove Bank provides its services at the time it promises to do so,"

"Grove Bank is dependable," "'When Grove Bank promises to do something by a certain

time, it does so," and "Grove Bank is efficient" (Cronbach's a:0.84). There were no

significant differences (F(1, 20) : 0.63, p > 0.10) in net relational communality across the

responses of those in the communal relationship condition (M : 5.05) and the exchange

relationship condition (M:4.69). Similarly, there were no significant differences

(F(1,20): 1.58, p > 0.10) in net relational exchange across the responses of those in the

-57 -



exchange relationship condition (M: 5.47) and the communal relationship condition (M

:5.08). These differences, however, occurred in the directions intended.

Second, respondents were asked to consider Grove Bank as a person and their

responses to the following two sets of communal and exchange scale items were gauged

on 7-point Likert-type scales (where 1 : not at all and 7: extremely so). A comtnunctl

relations index was formed by averaging responses to the statements: "To what extent is

Grove Bank like a close friend?" "To what extent is Grove Bank like aparent?" and "To

what extent is Grove Bank like a person I care about?" (Cronbach's a: 0.93). An

exchange relations index was then created by averaging responses to the questions: "To

what extent is Grove Bank like a businessperson?" "To what extent is Grove Bank like a

merchant?" and "To what extent is Grove Bank like a person I would have business

relations with?" (Cronbach's a: 0.75). There were no significant differences (F(1, 20) :

0.01, p> 0.50) in net relational communality across the responses of those in the

communal relationship condition (M:4.70) and the exchange relationship condition (M

: 4.64).Similarly, there were no signif,rcant differences (F(1, 20):0.3i, p > 0.50) in net

relational exchange across the responses of those in the exchange relationship condition

(M:5.24) and the communal relationship condition (M:5.45).

Third, participants were asked to choose between 3 sets of pictorial

representations of businesspersons, parents and close friends to ascertain the relative

relationship type that was perceived with Grove Bank (please refer to figure 9). Each

picture group was designed to trigger different relational associations. Picture group A

comprised of two images that had a formally dressed and professional-looking man and

woman with the intention of representing Grove Bank as a businessperson - formal and
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professional. Picture group B represented a parent-child relationship. Here, Grove Bank

was intended to be represented as a male as well as a female parent taking care of and

providing for a child (i.e., the respondent). Picture group C showed images of two male

and two fernale friends enjoying each other's company in order to represent the

friendliness and communal ties of Grove Bank with respondents. Pictures of both males

and females were incorporated into the pictorial representations in order to control for

potentially gender-biased responses. Significant differenc es in perceived relationship

type were found amongst participants that responded to the question-"Which of the

three picture groups best represents your relationship with Grove Bank?" (X' Q):6.35, p

< 0.05). Many more participants chose the pictorial representation depicting close friends

in the communal rather than the exchange condition (N.on.,n,'unul: 6, N"*"hons. : 1).

However, this distinction was not very evident for the pictorial representation depicting

businesspersons (N.o.murar: 4, N.*c¡unse : 5). Further, more participants chose the

pictorial representation depicting parents in the exchange rather than the communal

condition (N"o..unol : 1, N"*"hong. : 5).

Finally, the believability of the hypothetical scenarios presented to the

participants was also gauged by asking them to rate the likelihood of occurrence of the

scenarios on a 7-point Likert scale anchored at l by very unlikely and at 7 by very likely

to occur. No significant differences were found for believability of the communal and

exchange scenarios (M.on.n',,no¡:4.00 vs. M"*.¡uno":4.73; F(1,20): 1.61, p > 0.10).

Overall, it was found that the manipulation checks that were based on the pictorial

representations were the ones that yielded significant differences across the experimental

conditions. While directional support was found for the success of the manipulations
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using the other measures of relationship type, these were not statistically supported. A

second pre-test that further refined the experimental manipulations and scale items used

was, therefore, conducted and details related to it are presented next.

Figure 9: Pictorial Representations of Perceived Relationship Type with Grove
Bank in Study I

Group B

Parents

Group A

Businesspersons

Group C

Close Friends

@

.tgù
ç-ài-(rY1-r --,ì\ \l_/ f

Pre-test 2. The second pre-test built on results found in the first one, and further

refined the scenarios and scale items used to check the experimental manipulations. A

between-subjects factorial design, which contrasted the two relationship-types, was

administered to 39 respondents. Several scale items (that measured net communality, net

exchange as well as relative relationship type) and responses to pictorial representations

that were intended to capture relationship type (similar to those used in the first pre-test)

were also used here.
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First, a modified net communality index was created by averaging responses to

tlie following seven items (further adapted from Aggarwa|2004) that were assessed on 7-

point Likert scales (where 1 : strongly disagree andT : strongly agree): "I have warrn

feelings for Grove Bank," "Grove Bank helps me in time of need," "I like Grove Bank,"

"Grove Bank treats me special," "Grove Bank cares for me," "Grove Bank likes me," and

"I care for Grove Bank" (Cronbach's a: 0.94) . The net exchange index used was the

same as the one employed in pre-test 1 (Cronbach's ø: 0.95). There were no significant

differences (F(1, 37) : 0.1 1, p > 0.50) in net relational communality across the responses

of those in the communal relationship condition (M :4.99) and the exchange relationship

condition (M : 5.13). However, marginally significant differences (F(1, 37) :2.98,p <

0.10) were found in net relational exchange across the responses of those in the exchange

relationship condition (M:5.24) and the communal relationship condition (M:4.53).

Second, no significant differences in relationship type were found when the

participants responded to the communal relations index (M.o.n'unul : 4.28 vs. M"*"¡un.":

4.05; F(l, 37): 0.20, p > 0.50; Cronbach's a: 0.93) and exchønge relations index

(M.o,nn.,unul:4.98 vs. M.*.¡onr":5.25; F(l, 37) :0.50, p > 0.10; Cronbach's a:0.80).

These indices were the same as those used in the first pre-test. However, directional

support was found here. Further, to force a choice between the two relationship types,

respondents were asked to respond to a single-item statement: "To what extent does

Grove Bank represent a businessperson vis-à-vis a friend?" An 8-point Likert scale

anchored at 1 by businessperson and 8by fríend was used and marginally significant

differences were found across the two relationship types (Mro.munal: 5.37 vs. Ms¡g¡¿¡os:

4.55; F(l, 37) : 2.83,p : 0.10).
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Third, pictorial representations similar to those in pre-test 1 were used to assess

not just perceived relationship type but also relationship partner type. The participants

were asked (on Likert scales anchored by 1 : not at all and 7 : extremely so) to choose

between the 3 sets of pictures that depicted close friends, parents or businesspersons. The

results indicated significant differences across relationship types. Specifically, significant

differences were found when participants were asked the extent to which picture group A

(businesspersons) represented their relationship with Grove Bank (M"ormunal: 4.47 vs.

Mexchange:5.50; F(1, 37) :4.14, p < 0.05) and the extent to which picture goup C (close

friends) represented their relationship with Grove Bank (M.o.munal: 5.05 vs. Ms¡s¡¿¡os:

4.15; F(l, 37):4.35, p < 0.05). Further cross-tabulation results (see table 3) indicated

significant differences between the communal and exchange relationships for the

questions "Which of the picture groups best represents Grove Bank?" and "Which of the

picture groups best represents your relationship with Grove Bank?" It can be seen that the

picture goups seem to capture the manipulations well, with those in the exchange

condition choosing picture group A (businessperson/exchange) and those in the

communal condition choosing picture group C (friends/communal). Based on the poor

statistical results for picture group B (parents) as well as the non-centrality of

famlly/parent nature of communality in this research, this picture group and questions

related to it were dropped from the main study.

Further, there were no differences in perceived quality of services provided

(measured using a single item anchored at 1 by bad andT by good) across conditions,

ruling out perceived service quality differentials as the reason for perceived variations in

relationship type (M.on.,nrunat: 5.79 vs. M."s¡¿n"":5.75; F(1, 37) : 0.01, p > 0.50). Also,
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the likelihood of occurrence of these scenarios (measured via a single item scale

anchored at 1 by very unlikely to occur and 7 by very likely to occur) did not vary across

relationship types (M.o.munal: 3.72 vs. M.*.¡ung. : 4.06; F(1, 33) : 0.58, p > 0.10). V/e,

thus, ensure the realism of the experimental scenarios used and rule out the introduction

of variations due to differing levels of believability.

Table 3: Cross-Tabulation Res.ults of Pictorial Representation Questions
in Pre-test 2

Construct

Perceived
Relationship

< 0.05Partner
T

Perceived
Relationship
Type

< 0.01

Mørtip uløtio rt of Power

All participants, except those in the two relationship type control conditions, were

exposed to a hypothetical stressor to their relationships with the bank (specifically, that

the campus branch was scheduled to close down). Perceived levels of power that

consumers can have in these relationships (control, powerful, powerless) were

manipulated by varying the types of treatment meted out to them when they try to

oppose/reverse the stress inducing decision by the bank and the final result of their

efforts. In the powerful condition, respondents were told that the bank treated them

respectfully and they were met with a favourable outcome as they were sllccessful in

Pictorial
Representations

Relationshi
Communal
Condition

Exchange
Condition

-63-



reversing the bank's decision to shut the on-campus branch. In the powerless condition,

respondents \ /ere told that the bank treated them disrespectfully and they were met with

an unfavorable outcome as they were unsuccessful in reversing the bank's decision to

shut the on-campus branch. Respondents in the control condition did not receive any

manipulations of final outcomes or the treatment received. The specific experimental

scenarios that manipulated power level are depicted in tabie 4.

The stimuli and scale items used within the main study were finalized after

conducting a pre-test using an independent sample from the same population. Please see

appendices (1 .1 to 1 .20) for the specific instruments used. 30 respondents participated

within the pre-test that used a between-subjects factorial design with power as a factor.

The participants read either the control, powerful or powerless condition descriptions and

answered questions regarding the level of perceived powerlessness. A powerlessness

index was created by averaging responses to the following seven items (Cronbach's a:

0.90; adapted from Burbach 1972;Mottaz l98I; Neal and Rettig 1967; Seeman 1959)

that were assessed on 7-point Likerl scales (where 1 : strongly disagree and 7 : strongly

agree): "There is little that people like me can do to change the decision of Grove Bank,"

"There is little use in complaining to the Grove Bank officials because usually they will

not do anything to satisfy an individual customer,"'olt is only wishful thinking to believe

that one can really influence what happens at Grove Bank," "A few people in power run

Grove Bank and there is not much that an individual customer like me can do," "Most of

the time, I feel that I have an effective voice in the decisions made by Grove Bank"

(reverse-scored), "More and more, I feel helpless in the face of what is happening at

Grove Bank," and "An individual customer like me has little chance of protecting his/her
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personal interests when they are in conflict with those of Grove Bank" Significant

differences in perceived powerlessness were not found across the three levels of power

(M.onuol:4.63 vs. Mporver.rt,t:3.77 vs. Mporverterr:4.91 F(2,27): I.79, p > 0.10).

However, results of a univariate ANOVA carried out between the powerful and

powerless conditions provided evidence for marginally significant mean differences

(Mpo,ue'rur:3.17 vs. Mporverìerr:4.91;F(1, 18):3.09, p < 0.10). On revisiting the

powerlessness scale, it was decided to drop two items-"There is little use in

complaining to the Grove Bank officials because usually they will not do anything to

satisfy an individual customer" (which seemed redundant given that manipulation

scenarios involved customers cornplaining and petitioning to the bank) and "It is only

wishful thinking to believe that one can really influence what happens at Grove Bank"

(was found to be very similar to with a high inter-item correlation of 0.82 but not as

straight-forward in wording as another item in the scale "There is little that people like

me can do to change the decision of Grove Bank")-from the main study. Further,

removing these two items did not drastically reduce the reliability of the scale. Hence, the

number of items in the powerlessness scale was reduced to five. Using this revised scale

(Cronbach's a: 0.84), results indicated a marginally significant mean differences across

power levels (M.ontrol:4.64 vs. Mpowerrur:3.80 vs. Mporuerlerr:5.16;F(2,27):2.50,p:

0.10). Further, univariate ANOVA between the powerful and powerless conditions

provided evidence for significant mean differences (Mpowerrut : 3.80 vs. Mpo*erler, : 5.16;

F(1, 18) : 4.57 , p < 0.05). The likelihood of the scenario to occur (single item scale

anchored by 1 : very unlikely to occur and 7 : very likely to occur) did not vary across

the three conditions (Mcontrol:3.90 vs. Mpoiverru= 4.30 vs. Mporuerrerr:4.10; F(2, 27):
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0.15, p > 0.50). The manipulations worked overall and the 5-item powerlessness scale

was hnalized for the main study.

Table 4: Experimental Manipulations for Levels of Power in Study I

A. Control

Now imagine that on your regular visit to the university campus branch of Grove
Bank, you find an important announcement - "the branch would be closed down in
30 days".

This means that you will have to start frequenting another branch for all your banking
needs. Unfortunately, this is not that simple. The next closest branch is at an extremely
inconvenient location for you. There are not enough buses to that place and finding a
parking spot is equally difficult.

The closing down of the campus branch of Grove Bank would be extremely
inconvenient for you.

B. Powerful

You and many others from the university spend a lot of time and effort and petition
Grove Bank to not close down the campus branch. You send a formal letter to the
Bank's headquarters with signatures of other petitioners. You also obtain media
coverage for the petition.

Because of the strong movement that you are apart of and your time and efforts,
Grove Bank decides not to shut down the university campus branch. They send you
a letter communicating this decision with an apology for the inconvenience caused
to you. When you visit the branch location the next time, you find that the bank is
open for regular business.

C. Powerless

You and many others from the university spend a lot of time and effort and petition
Grove Bank to not close down the campus branch. You send a formal letter to the
Bank's headquarters with signatures of other petitioners. You also obtain media
coverage for the petition.

Despite the strong movement that you are apart of and your time and efforts, Grove
Bank decides to shut down the university campus branch. They do not send you a
letter communicating this decision and do not apologize for the inconvenience
caused to you. When you visit the branch location the next time, you find that the
bank has been closed.
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IV. Manipulation Checks and Dependent Variable Measures

M ørtipttløtio n C It eck M e øs ures

Relationship Type. Respondents were asked to answer questions regarding the

level of perceived relational communality and exchange. To capture these dimensions,

scale items (same as those used in pre-test 2) that measured net communality (Cronbach's

a: 0.87), net exchange (Cronbach's s: 0.87) as well as relative relationship type-

which included the two-item (after removing 'parent' item) communal relations index

(Pearson's Correlation: 0.69), and a two-item (after removing 'merchant' item)

exchange relations index (Pearson's Correlation : 0.51) along with pictorial

representations were used. An additional question-"Grove Bank fosters warm and

friendly interactions with its customers more than professional and efficient

interactions"- s¡ an 8-point Likert scale anchored at L by strongly disagree and I by

strongly agree was also included immediately after questions related to the net

commun,ality and net exchange scales.

Powerlessness. Participants were asked to respond to the S-item powerlessness

scale (Cronbach's d: 0.84) as used in the pre-test. Further, they were also asked two

separate questions (each anchored by 1 : powerless and 8 : powerful) about how

powerless or powerful they felt (a) in terms of changing the initial decision of Grove

Bank and (b) in light of the final decision of Grove Bank.

Perceived Stress. To verify that participants perceived Grove Bank's initially

announced decision as stressful, the following 7-point Likert scale was included

(anchored by I : strongly disagree and 7 : strongly agree): "This decision (that Grove
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Bank announced) would create a stressful situation for you." Similarly, to verify if the

participants in the powerless condition perceived the final decision of the bank to be

stressful and that those in the powerful condition did not find it stressful, the following

question was presented (anchored by 1 : strongly disagree and 7 : strongly agree): "The

latest (i.e., final) decision of Grove Bank would create a stressful situation for you."

Scenario-Based Recollections. The respondents were asked the following

questions to check if they recalled the key elements within the scenarios: "What did

Grove Bank announce that it was planning to do?" "What did Grove Bank finally do (i.e.,

its latest decision) after you sent the formal letter?" and "Did Grove Bank communicate

its final (i.e., latest) decision to you after you sent the formal letter?" 4 single-item

measure on a 7-point Likert scale (anchored at I by strongly disagree and 7 by strongly

agree) verified if the respondents (in the powerless and powerful conditions) were able to

reverse the initial decision of Grove Bank or not.

To ensure the realism of the experimental scenarios, respondents were also asked

how likely to occur the scenario was, anchored by I : very unlikely to occur andT : very

likely to occur.

Dependent Vøriable Meøsures

Alienation. The following two items were used to assess the impact of the stressor

and manipulated power on feelings of exclusion: "There is a barrier or separation

between me and the brand" and "I feel excluded by the brand." Responses were measured

on 7-point Likert scales with 1 : strongly disagree and 7 : strongly agree and were

averaged to form an alienation index (Pearson's Correlation:0.82).
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Emotions.In the questionnaire, participants responded to the 20-item Positive

Affect and Negative Affect Scale (PANAS- created by'Watson, Clark, and Tellegen

1988) by indicating the extent to which they felt the following emotions when they

thought of the ¡unL on 7-point Likert scales anchored at 1 by not at all and 7 by

extremely so. This was done immediately after reading the scenario that manipulated

power. Ten positive affect measures (i.e., interested, excited, strong, enthusiastic, proud,

aleft, inspired, determined, attentive, and active) and ten negative affect measures

(distressed, upset, guilt, scared, hostile, irritable, ashamed, nervous, jittery, and afraid)

were used here.

An exploratory factor analysis indicated that these scale items were related to four

underlying dimensions (650/o of variance explained, Eigen values > 1). The first

dimension consisted of four items - distressed, upset, hostile, and ircitabie. These

measures were averaged to form an overall upset index (Cronbach's o: 0.85). The

second dimension used four items - scared, nervous, jittery, and afraid, which were

averaged to form an overall scared index (Cronbach's a:0.87). The third dimension

consisted of four items - strong, determined, attentive, and active, which were averaged

to form an overallpositive index (Cronbach's a: 0.78). The last dimension had two

items - guilty and ashamed, which were averaged to form an overall guilt and shame

index (Pearson's Correlation: 0.56). For Hl, HZa,H2b, H3a and the test of mediation

(H4b), the emotions in the upset, scared, and guilt and shame indices were averaged to

form an overall negative emotions index (Cronbach's a:0.86).

Attitudes. To assess the impact of emotions and alienation on respondents'

attitudes, three sets of attitudes were measured - attitude towards the latest decision, the
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brand, and the executives. These attitudes had three items each on 7-point Likert scales

witlr the following anchors: bad/good, unfavorable/favorable, negative/positive. The

three scales were averaged to form indices for attitude towards the latest clecision

(Cronbach's a : 0.98) , attitucle towards the brand (Cronbach's a: 0.97) , and attitude

towards tlze executives (Cronbach's d:0.97).

Behavioral Intentions. The following seven items on behavioral intentions were

included to assess the impact of emotions, felt alienation, and attitudes on behavioral

intentions: "I would say positive things about Grove Bank to other people," "I would

recommend Grove Bank to someone who seeks my advice," "I vr'ould encourage my

friends to bank with Grove Bank," "I would consider Grove Bank as my first choice for

banking purposes," I would stay a customer of Grove Bank," "If another bank

(competing with Grove Bank) with similar levels of service opened a branch on

university campus, how likely is it that you would switch to the other bank? (reverse-

scored), and "If another bank (competing with Grove Bank) opened a branch on

university campus, and made a first 2 months no service fee offer, how likely is it that

you would switch to the other bank?" (reverse-scored). Each was measured on 7-point

Likert scales with 1 : not at all likely and 7 : extremely likely. These items were

averaged to form an overall behavioral intentions index (Cronbach's a: 0.93).

Change in Relationship Type. To assess the impact of powerlessness and

alienation on change in the nature of the consumer-brand relationship, an abridged

version of the manipulation check items used for relationship type consisting of three

sections was included. The first section consisted of three communal measures ("I have

warTn feelings for the brand," "The brand cares for me," and "I care for the brand")
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anchored by 1 : strongly disagree andT : strongly agteq averaged to form an abridged

net communality index (pre-stressor Cronbach's d: 0.81; post-stressor Cronbach's cv :

0.91). The second section (sarne as that in the manipulation check section used in the

main study) consisted of an abridged communal relations scale item "To what extent is

Grove Bank like a close friend?" (anchored by 1 : not at all and 7 : extremely so) , an

abridged exchange relations scale consisting of one question ("To what extent is Grove

Bank like a businessperson?") anchored by 1 : not at all and 7 : extremely so, and a

forced-choice question (anchored by 1 : businessperson and 8 : close friend) to capture

the perceived relationship type of the participant with the bank. The third section was

same as that in the manipulation check section used in the main study, where the

respondents were provided with two sets of pictures - $oup A (representing the

businessperson/exchange ties) and group B (representing the close friend/communal ties)

based on which they answered questions to capture relative relationship type.

V. Results

Preliminary Anølyses

Manipulation Checl<s - Relationship Tvpe. Respondents answered these

manipulation check questions immediately after reading the first scenario related to

relationship type. Univariate ANOVA conducted on the net communality scale provided

evidence of main effect of relationship type, with communal consumers viewing the

brand and their relationship with the brand as more communal than the exchange

consumers (M.on,n.unut : 5.7 3 vs. M.*.1,onr. : 5. 1 3 ; F (1, 22I) : 26.33, p < 0.0 1 ). Similar

analysis on the net exchange scale demonstrated that exchange consumers viewed the
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brand and their relationship with the brand as more exchange than the communal

consumers (M"*.hons":5.7I vs. M.on'n'r,.,a1:4.04;F(1,221): 182.43, p < 0.01). When

asked whether "Grove Bank fosters warrn and friendly interactions with its customers

more than professional and efficient interactions," results indicated that the communal

consumers agreed with this statement more than the exchange ones (M"o.n'unut: 6.37 vs.

M.*.¡ung" : 3.73; F(I, 221) : 150.26,p < 0.01).

The second section considered how consumers would view the brand if it became

a person (close friend vs. businessperson). When asked whether the brand represented a

businessperson or a close friend (anchored by 1 : businessperson and 8 : close friend),

results indicated that exchange consumers viewed the brand more as a businessperson (M

: 2.92) and communal consumers viewed it more as a close füend (M: 5.32;F(1,221) :

115.69, p < 0.01). The communal relations index revealed the same pattern with

communal consumers indicating higher scores for communal relations than the exchange

consumers (M"o.,ounol:4.74 vs. M.*.¡ono":3.27;F(1,221):74.58,p < 0.01). Similarly,

the exchange relations index demonstrated that exchange consumers viewed the brand

more businessperson like vis-à-vis the communal consumers (M""rhange: 5.78 vs.

M"o'n'"unur : 4.44;F(I, 22I) : 9I.64,p < 0.01).

The pictures supporled the same story. Communal consumers viewed the brand as

well as their relationship with the brand to be best represented by the picture group that

represented close friends/communal ties, and exchange consumers viewed the brand as

well as their relationship with the brand to be best represented by the picture group that

represented businesspersons/exchange ties (Tables 5 and 6 provide cross-tabulation

results). When forced to choose whether the brand was like picture group A which
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represented businesspersons or picture $oup B which represented close friends

(anchored by 1 : group A and 8 : group B), communal consumers viewed the brand

more as picture group B (businesspersons) and exchange consumers viewed it more as

picture group A (close friends) (M.o.n'unul : 5.20 vs. M"*.¡u,,o":2.86;F(1,221): 111.80,

p < 0.01). Similarly, when asked to what extent their relationship with the brand was like

group A (exchange ties) or group B (communal ties), the same pattern emerged

(M.o,n,nrnul : 5.03 vs. M"*"¡0,,.": 3.28;F(\, 22I) : 57.27,p < 0.01).

Table 5: The Extent to Which Picture Group A (Exchange Ties) and Picture Group
B (Communal Ties) Represent the Consumer-Brand Relationship in Study I

Table 6: Relative Relationship Type Cross-Tabulation Results of Picture Group
Questions in Study I

Further, for seruice quality, no significant difference was found in the communal

(M:6.05) vs. exchange (M : 6.14) conditions (F(1, 221¡:0.53, p > 0.10) ruling out

Relationship Type (Means)
Ì df p

Communal Excltcmge

Picture Group A
(Excltønge ties)

3.65 5.33 78.77 1 < 0.01

Picture Groap B
(Communal ties)

4.99 2.92 105.85 i < 0.01

Picture Groups
Relationship tvpe 2

x df p
Communal Excltønge

Best represents
the brønd

Group A
(Businesspersons)

Group B
(Close Friends)

24

87

98

13
99.6s 1 < 0.01

Best represents
relationsltip witlt
tlte brand

Group A
(Exchange ties)

Group B
(Communal ties)

18

93

97

t4
t12.60 1 < 0.01

t-t



service quality as a reason for the difference across the relationship types. Overall, the

manipulations for relationship type worked.

Manipulation Check - Powerlessness. The five-item powerlessness scale

provided evidence of main effect of the level of power when considering both power and

relationship type as factors (M.ont.ol:4.78 vs. Mporuerrr¡:3.02 vs. Mpo,uerrerr:4.96;F(2,

16i) : 67.48, p < 0.01) with those in the powerless (powerful) condition experiencing

highest (lowest) powerlessness. However, Levene's test of equality of error variances

revealed that there were no significant differences across the relationship types and

hence, communal and exchange were collapsed together as a single group (Mcommunar:

4.18 vs. Ms¡s¡¿¡ge:4.35; F(1, 165) :0.54, p > 0.10). Subsequently, univariate ANOVA

onpowerlesszess with only level of power as the factor provided evidence for main effect

of power (M"ono'or : 4.78 vs' Mporverrur 3.02 vs. Mpowerrerr:4.96;F(2, 164):67.60,p <

0.01) with respondents in the powerless (powerful) condition indicating highest (lowest)

powerlessness. 'When 
asked the extent to which they felt powerless/powerful to change

the initial decision of Grove Bank (retrospectively), the respondents in the powerful

condition indicated higher scores vis-à-vis those in the powerless and control conditions

(M.onu.or:2.77 vs. Mpowerrul:5.20 vs. Mpowerle"":2.63 F(2,164):50.83, p < 0.01).

Similarly, significant differences across the two power conditions þowerful vs.

powerless) were found when asked to indicate the extent to which they felt

powerless/powerful in light of the final decision of Grove Bank (Mpo,ve.rul: 6.53 vs.

Mporver.iess:2.27; F(1, 109) :329.19, p < 0.01). Overall, the manipulations for

powerlessness across the different levels of power worked.
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Manipulation Check- Perceived Stress. Participants across the 3 levels of power

found the initially announced decision of Grove Bank to be stressful (M.ont.or: 5.61 vs.

Mporverrìrl : 5.42 vs. Mporverler, : 5.70; F(2, 164): 0.59, p > 0.50). Further, participants in

the powerless condition perceived the final decision of Grove Bank to be stressful (M :

5.71) while those in the powerful condition did not find it to be stressful (Mpo,u.,r,¡:2.33;

F(1, 109) :147.31, p < 0.01).

Manipulation Check - Scenario-Based Recollections. When asked what Grove

Bank (the brand) was planning to do, all respondents (N.onlrol: 56, Nporverrul : 55, Npo*e.less

: 56) answered correctly that it was planning to shut down the campus branch. For the

powerful and powerless conditions, when asked what the brand did after the consumers

sent the formal letter, all respondents (\oru..tul: 55, \oruertess: 56) gave the correct

response: "kept the branch open" and "closed the branch," respectively. Similarly, when

asked if the brand communicated its final decision with them, all respondents Q{po,uerrut:

55, \o*errer.: 56) gave the cor¡ect response: "yes, it did" and "no, it didn't,"

respectively. Respondents in the powerful condition rightly indicated that they were able

to reverse the initial decision of Grove Bank, but not so those in the powerless condition

(Mporverrul :6.20 vs. Mpowerrer.: 1.34; F(1, 109) :1127.93, p < 0.01).

Significant differences in likelihood of the scenarios to occur with those in the

powerful condition finding it less likely to occur as compared to those in the control and

powerless conditions (M"ontrol : 4.52 vs. Mporue.fu t: 3.7J vs. Mporverle ,r: 4.79; F(2, 164) :

15.55, p < 0.0i). However, since the means of the likelihood of occuring hovered close

to the mid-point 4 on the 7-point Likert scale (anchored by I : very unlikely to occur and
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7 : very likely to occur), the experimental scenarios are considered real and not unlikely

to occur.

Tests of Hypotlteses

Hypotheses H1, H2a, HZc,H3a, and H3b were tested using either two-way

(factors: relationship type and power) or one-way (factor: power) ANOVAs. Hypotheses

(H4 and H5) on mediation were tested using regression analyses. It is to be noted that a

test of the homogeneity of variances (the Levene's test of equality and the F-max test

where the Levene's results were significant) across the two types of relationship types

revealed that there were no significant differences in the variances between communal

and exchange conditions, except for how guilty respondents felt (M.o.munal: 1.90 vs.

M.*.¡ono.: 1.59; F.o*(2, i i 1) : I.99,p < 0.05) and how ashamed they felt (M.o''''unut:

1.85 vs. M"*"¡ung.:1.53; F*u*(2, 111) : 2.4T,p < 0.05). Therefore, unless hypothesized,

for all variables except guilt and shame, the relationship types were collapsed to form a

single group. Furthermore, covariates (viz., respondents' banking experience, gender, age,

nationality, and language spoken at home) were analyzed and found to not significantly

impact any of the dependent variables.

I11: Univariate ANOVA was conducted for all dependent measures (except guilt

and shame) to compare the results of the control conditions for the relationship types with

the control condition for power. Results indicated that, consistent with H1, the presence

of a stressor significantly influenced the intensity with which respondents experienced

powerlessness (Mr¡."rror_present: 4.78 vs. Mst¡essor_absent:3.99; F(1, 1 l0):22.67, p < 0.01),

alienation (Ms1r.rro.p..rr,.,r:4.72 vS. M5¡¡s556¡ absenr: 2.7I;F(1,110;: 77.97, p < 0.01), and
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negative emotions (Mr¡r.rror_pr.sent:2.80 VS. M5¡¡s556¡_absent: 1.5i; F(1, 110) : 73.83,p <

0.01) fupset (Mrt.rro,_presenr:4.16 vs. Mstressor_ubsenl: 1.80; F(1, 110): 115.2I, p < 0.01);

scared (Mr¡r.rror_pr.ss¡11:2.54 VS. Ms¡s5s6¡_absenr: 1.41;F(1, 110):29.97, p < 0.01)].

Further, the stressor resulted in unfavorable attitudes toward the decisiotr (Mrt..rror_present:

l.98vs.Mstressor_absen¡:5.54;F(1, i10):3gr.t1,p<0.01),thebrand(Mrt.rro,_p..r.nt:

4.67 vs. M5¡.s556¡. ¿65sn1: 5.78; F(l, 1 I0):22.tU, p < 0.01) and the executives

(Mst."sso.lrress¡¡:4.66 vs. Mrlr"rror_absent: 5.66; F(1, 110): 17.55, p < 0.01), and

unfavorable behavioral intentions toward the brand (Mr¡.rror_pr"r"n¡:4.37 vs. M5¡ss56¡_¿65s¡¡

: 5.15; F(1, 110):9.tr, p < 0.01). To test the decline in perceptions of communal ties

with the brand amongst those experiencing the stressor, a repeated-measures ANOVA

was conducted to compare the pre-stressor (M : 5.i3) and post-stressor (M:4.21)

scores on the abridged communaliry index. Consistent with Hl, perceptions of communal

ties with the brand decreased on account of the stressor (F(1, 55):21.88, p < 0.01).

Hence, Hl was suppofted.

H2a: Univariate ANOVA results indicated that as power declined, sense of

powerlessness increased (Mpowe.rut :3.02 vs. Mç6n¡o¡ : 4.78 vs. Mpowerterr: 4.96;F(2,164)

: 67.60, p < 0.01), felt alienation increased (Mpo,ue,r,l :2.89 vs. Mss¡1¡61 : 4.72 vs.

Mporverress : 5.23;F(2,1,64) : 52.19, p < 0.01), negative emotions intensified (Mpo*e,rur:

2.I7 vs. M.on1.o1 :2.81vs. Mporverre.r: 3.14; F(2, 164): 15.85, p < 0.01), positive

emotions diminished (Mpowerrul :3.97 vs. M.6n6o1 :2.18 vs. Mporverler":2.11;F(2, 164) :

46.II, p < 0.01), attitudes toward the decision became unfavorable (Mporverrul: 5.68 vs.

Mç6¡1¡6¡ : 1.98 vs. Mporverre tt: I.79;F(2, 164) : I92.60, p < 0.01), attitudes toward the

brand became unfavorabl€ (Mporverful: 5.56 vs. M.on¡rs1 : 4.67 vs. Mporverlerr: 3.33; F(2,
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764):40.45, p < 0.01), attitudes toward the executives became unfavorable (Mpo*errur:

5.49 vs. Ms6¡1¡61 : 4.66 VS. Mporverre r": 3.26; F(2, 164) : 35.39, p < 0.01), and behavioral

intentions became more negative (Mporu..rul : 5.30 vs. Ms6¡¡¡e¡ : 4.37 vs. Mpowerre rr:2.96;

F(2,164):45.53, p < 0.01). Contrasts between the responses of those inthe powerful

versùs powerless conditions revealed significant mean differences in perceived

powerlessness (F(1, 109) : 119.48, p < 0.01), felt alienation (F(1, 109) : 96.48,p <

0.01), intensity of negative emotions (F(1, 109) :30.64, p < 0.01), magnitude of positive

emotions (F(1, 109) : 78.08, p < 0.01), attitude toward the decision (F(1, 109) :2JJ.86,

p < 0.01), attitude toward the brand (F(1, 109) :96.87, p < 0.01), attitude toward the

executives (F(1, 109) :76.21, p < 0.01), and behavioral intentions (F(1, 109) : 109.I4,p

< 0.01). Similarly, contrasts between the responses of those inthe powerful versus

control conditions revealed significant mean differences in perceived powerlessness (F(1,

109) : 92.0I, p < 0.01), felt alienation (F(1, 109) : 58.09, p < 0.01), intensity of negative

emotions (F(1, 109) : 14.20, p < 0.01), magnitude of positive emotions (F(1, 109) :

55.54, p < 0.01), attitude toward the decision (F(1, 109):273.53,p < 0.01), attitude

toward the brand (F(1, 109) :12.84, p < 0.01), attitude toward the executives (F(1, 109)

: 10.43, p < 0.01), and behavioral intentions (F(1, 109¡ : 14.53, p < 0.01). However,

contrasts between the responses of those inthe powerl¿ss versus control conditions

revealed no significant mean differences in perceived powerlessness (F(1, 109):0.91, p

> 0. 10), magnitude of positive emotions (F(1, 1 09) : 2.47,p > 0. 10), and attitude toward

the decision (F(i, 109): i.18, p > 0.10), suggesting that perhaps consumers in general

tend to feel powerless in the face of any unfavorable decisions made by companies.

However, significant differences were found in their feelings of alienation (F(1, i 09) :
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4.47,p < 0.05), intensity of negative emotions (F(1, 109) :3.45, p < 0.10), attitude

toward the brand (F(1, 109) :24.59, p < 0.01), attitude toward the executives (F(1, 109)

:23.40, p < 0.01), and behavioral intentions (F(1, 109): 27.42, p < 0.01), suggesting

that perhaps providing the explicit infomration on the final unfavorable decision in the

powerless condition (vis-à-vis no mention of final decision in the control condition) has

helped to exacerbate negative effects of the final decision in terms of feelings of

alienation, negative affect, attitudes toward the brand and executives, and behavioral

intentions.

On testing whether perceptions of communal ties with the brand decreased as

power declined, repeated-measures ANOVA yielded signif,rcant interactions between

manipulated power and the pre- vs. post-stressor abridged net communality indices (F(2,

164) :27 .94, p < 0.01), as well as signif,rcant main effect of the pre- vs. post-stressor

abridged net communality indices (F(1, 164): 15t.00, p < 0.01). Please refer figure 10.

Planned contrasts revealed a significant decrease in the perceptions of communality for

respondents in all three power conditions-powerless (Mpre-strerror: 5.26 vS. Mpost-srressor:

2.93;F(\,164):92.49, p < 0.01), powerful (Mpre-stressor : 5.28 vs. Mposr-stressor : 4.70;F(1,

164):8.65,p<0.01),andcontrol(Mpre-stressor:5.13vs.Mposr-srr""ro,.:4.21;F(1, 164):

12.70, p < 0.01). No significant differences were found in the pre-stressor abridged net

communality index across the three power conditions (F(2,164):0.37, p > 0.10).

However, significant differences were evidenced in the post-stressor abrid ged net

commutzality index across the power levels (F(2, 164):29.23, p < 0.01) with significant

differences between the responses of powerless and powerful conditions (F(1, i64) :

47.97, p < 0.01) andpowerless and control groups (F(1, 164) :25.59,p < 0.01), and
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marginally significant difference between the responses of powerful and control groups

(F(1, 164):3.58, p < 0.10). These results indicated that as power declined, perceptions

of communality with the brand decreased. Hence, H2a was supported.

Figure 10: Interaction Effects of Manipulated Power and Pre- vs. Post-Stressor
Abridged Net Communality Indices in Study 1

Magnitude
of

Communal
Ties rvith

Brand

H2c:Repealed-measures ANOVA was conducted with power as the between-

subjects factor and attitude target (three levels - decision, brand, and executives) as the

within-subjects factor. Results indicated a significant main effect of attitude targets

(Md".ision:3.15 vS. M6¡¿¡¿ :4.52 vs. Ms¡ssu¡¡y"r:4.47; F(1, 164) : 121.60, p < 0.01)

indicating that attitude toward the decision was significantly different from and least

favorable as compared to that toward the brand and the executives. Significant

interactions were also witnessed between the attitude targets and power levels (F(2,164)

: 48.24, p < 0.01). Please refer figure 11 Planned contrasts revealed that under powerless

condition, attitude toward the decision (Mean :1.79) was significantly different from the
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attitude toward the brand (M : 3.33; F(1, 164) : 55.84, p < 0.01) and that toward the

executives (M:3.26; F(1, 164) : 50.80, p < 0.01) with no significant differences

between that toward the brand and the executives (F(1, 164) :0.\2, p > 0.10). Similarly,

under control condition, contrasts revealed that attitude toward the decision (Mean:

1.98) was significantly different from the attitude toward the brand (M:4.67; F(1, 164)

:168.76, p < 0.01) and that toward the executives (M :4.66; F(l, 164) : 168.02, p <

0.01) with no significant differences between that toward the brand and the executives

(F(1, 164):0.001, p > 0.10). Once again, the control and powerless conditions seem to

follow the same pattern. However, amongst powerful condition responses, no significant

differences were found in the attitudes (M¿."irion : 5.68 vs. M5¡¿¡6 : 5.56 vs. Mexecurives :

5.49; F(1, 164¡:0.86, p > 0.10).

Having already established inH2a that attitudes toward the decision, brand, and

executives become less favorable as power declines, and having found here that attitude

towards the decision is lowest as compared to that of brand and executives for both

powerless and control conditions, it can be concluded that as power declines, attitude

toward the decision will be more unfavorable than that toward the brand and executives,

thereby, supporting H2c.
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Figure 11: Interaction Effects of Manipulated Power and Attitude Targets in
Study 1

Manipulated Power

-- Control

- 
Powerful

-.-.- Powerless

Attitude
Means

Brand

Attitude Target

H3a: Two-way ANOVA with relationship type and power as factors indicated

that across the relationship types, except for the intensity of negative emotions

experienced (F(2, 161;: 4.23,p < 0.05), there were no significant differences in the

sense of powerlessness (F(2, 161) :0.25I, p > 0.i0), felt alienation (F(2, 161¡ : 0.90, p >

0.10), intensity of positive emotions (F(2, 161):0.86, p > 0.10), attitudes toward the

decision (F(2, 161) : 0.7I, p > 0.10), attitude toward the brand (F(2, 161) :0.12,p >

0.10), attitude toward the executives (F(2, 161¡: 0.43,p > 0.10), and behavioral

intentions (F(2, i61) : 0.05, p > 0.10). Planned contrasts on negative affect revealed that

when respondents were powerless and perceived their relationship with the brand to be

communal, they experienced marginally significant higher negative affect than those

perceiving exchange relationships (Mcommu,,at:3.36 vs. M"*"1,0n.":2.9I; F(1, 161) :3.52,

p < 0.10). On the contrary, those in the powerful condition and perceiving their brand

relationship to be communal, experienced significantly lower negative affect than those

/
a/

a

/
/.:

t/..i'
a
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perceiving exchange ties (M.on.,munal: 1.89 vs. Me*chanse :2.44; F(1, 161) :4.98, p <

0.05). However, no significant differences were found across the relationship types for

negative affect amongst respondents in the control condition (M.on,'n.,uno¡ : 2.86 vs.

M"*.¡ong.:2.76; F(1, 161):0.16, p > 0.10). Hence, H3awas onlypartially supported.

The inability to find significant differences might be attributed to the homogeneity of

variances across the two relationship types (as discussed earlier).

113å: Repeated-measures ANOVAs analyzing the pre- and post-stressor changes

in relationships for respondents across power levels and relationship types were

performed in order to subsequently gauge whether the predictions made in H3b for

respondents inthe powerful condrtion should be statistically examined or not. No

significant three-way interactions were found on the abridged net communality indices

(F(2, 161) :0.23, p > 0.10). Marginally significant three-way interactions were found on

the abridgedcommunal relations scale (F(2, 161):2.59,p < 0.10). Planned contrasts

amongst respondents with high power, revealed no significant differences in the abridged

comtnunal relations scale for the communal condition respondents (Mpre-st esso. 
: 5.1 1 vs.

Mpost-srressor :4.59; F(i, 161) :1.54, p > 0.10) and exchange condition respondents (Mpr.-

srressor: 2.43 vs. Mposr-stressor:2.96; F(1, 161) : I.70, p > 0.10). However, the means were

in the directions predicted. Analysis of the pre- vs. post-stressor abridged exchange

relations scale provided evidence of marginally significant interactions across the

relationship types (F(2, 161) : 2.55,p < 0.10). Planned contrasts under conditions of high

power revealed marginally significant differences in the abridged exchange relations

scale for the communal condition respondents (Mpr.-.tressor: 3.70 vs. Mposr-stressor :4.70

F(1, 161) :3.63, p < 0.10) and significant mean differences for exchange condition
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respondents (Mpre-stressor: 5.89 vS. Mpost-srressor:4.86; F(1, 161) :4.04, p < 0.05) in the

directions predicted. The forced choice question (1 : businessperson versus 8 : close

friend) also revealed no significant change in relationship as predicted (F(2, 161) : I.37 ,

p > 0.10).

The picture questions used to capture changes in relative relationship type

corroborated the predictions. Significant three-way interactions were found in the pre- vs.

post-stressor responses to the question that related to the extent to which the picture

group depicting exchange/business ties represented respondents' relationships with the

bank (F(2, 160) :3.18, p < 0.05). Planned contrasts for this question indicated no

significant mean differences for the communal condition respondents (Mpre-stress or: 3.'78

vs. Mpost-stressor:3.85; F(1, 160) : 0.02,p > 0.10) but marginally significant differences in

means for exchange condition respondents (Mpre-stressor:2.43 vs. Mposr-srressor:3.43; F(1,

160; : 3.55, p < 0.10). The means were in the directions predicted. No significant three-

way interactions were found in the pre- vs. post-stressor responses to the question that

related to the extent to which the picture group depicting communal/close friendship ties

represented respondents' relationships with the bank (F(2, 160) : 0.43, p > 0.10). A

forced choice question between picture groups (anchored by I : picture group

representing exchange ties and 8 : picture group representing communal ties) also

revealed no significant change in relationship as predicted (F(2, 160) : 0.I7 , p > 0.10).

Post-stressor, when asked to choose the picture group (exchange versus

communal ties) that best represented their relationship with the brand, more number of

respondents who were in the communal condition and in either powerless (N : 25) or

control (N: 19) conditions chose the picture group depicting exchange ties while more
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number of those inthe powerful condition (N :22) continued to select the picture group

depicting communal ties (X2 (5):61.06, p < 0.01). Whereas, consumers in the exchange

condition continued to select the picture group that represented exchange ties as the best

representative of their relationship with the brand (Npo,,e.tur : 24, N.on1, ot: 26, \o,,e,less :

25; xz (5): 67 .06, p < 0.01). Please refer table 7 .

Table 7: Cross-Tabulation Results for Post-Stressor - Picture Group Best
Representing Relationship with the Brand in Study I

Mønipuløted
Relationship

T.

Communal

0.000

Exchange

Overall, only the abridged exchange relations scale, the response of exchange

condition respondents to the picture question which related to the extent to which picture

$oup depicting exchange ties represented the respondents' relationship with the brand,

and cross-tabulation results for selecting the picture goup that best represented

respondents' relationship with the brand provided evidence in support of H3b. Post-

stressor, more respondents in the communal control and communal powerless conditions

chose the picture group depicting exchange ties with the brand demonstrating a reduction

in perceptions of communal ties with the brand. Further, under conditions of high power,

respondents in the communal (exchange) condition increased (decreased) their

perceptions of exchange ties with the brand. Given that the other scales did not yield

significant results, it is concluded that H3b is only partially supported.

Control
Powerful
Powerless

67.0s9
Control

Powerful
Powerless
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H4: Regression analyses were performed for the tests of mediation atthe 95o/o

confidence level, using Baron and Kenny's (1986) guidelines.

H4a-Mediator: Felt Alienation-To test whether felt alienation mediated the

relationship between perceived powerlessness and attitude toward the decision, the first

step was to establish a relationship between perceived powerlessness and attitude toward

the decision by computing the regression coefficient from the independent variable

(perceived powerlessness) to the dependent variable (attitude toward the decision). The

standardized regression coefficient was significant at -0.67, representing the negative

relationship between perceived powerlessness and attitude toward the decision. The

second step was to test the bivariate path between the independent variable (perceived

powerlessness) and the mediator (felt alienation). This path (standardized beta)

coefftcient was significant at 0.65, representing the positive relationship between

powerlessness and alienation. The third step was to compute the path coefficient from the

independent variable (perceived powerlessness) to the dependent variable (attitude

toward the decision) allowing the mediator (felt alienation) also to predict the dependent

variable (attitude toward the decision). Both path (standardizedbeta) coefficients were

significant. Perceived powerlessness ) attitude toward the decision was -0.42 and felt

alienation ) attitude toward the decision was -0.38. By including the mediator (fett

alienation), the path coefficient of perceived powerlessness ) attitude toward the

decision dropped (from -0.67 to -0.42) but remained significant, thereby, providing

evidence for partial mediation of the relationship between perceived powerlessness and

attitude toward the decision through felt alienation. Sobel's test revealed that the indirect

effect was significantly different from zero (z:4.86, p < 0.01).
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To test whether felt alienation mediated the relationship between perceived

powerlessness and attitude toward the brand, the first step was to establish a relationship

between perceived powerlessness and attitude toward the brand by computing the

regression coefficient from the independent variable (perceived powerlessness) to the

dependent variable (attitude toward the brand). The standardized regression coefficient

was significant al -0.39, representing the negative relationship between perceived

powerlessness and attitude toward the brand. The second step was to test the bivariate

path between the independent variable (perceived powerlessness) and the mediator (felt

alienation). This path (standardized beta) coefficient was signif,rcant at 0.65, representing

the positive relationship between powerlessness and alienation. The third step was to

compute the path coefficient from the independent variable (perceived powerlessness) to

the dependent variable (attitude toward the brand) allowing the mediator (felt alienation)

also to predict the dependent variable (attitude toward the brand). The standardized beta

coefficient between perceived powerlessness and attitude toward the brand was not

significant whereas that between felt alienation and attitude toward the brand was

significant at -0.51. By including the mediator (felt alienation), the path coefficient of

perceived powerlessness ) attitude toward the decision dropped (from -0.67 to 0 due to

non-significance), thereby, providing evidence for full mediation of the relationship

between perceived powerlessness and attitude toward the brand through felt alienation.

Sobel's test revealed that the indirect effect was significantly different from zero (z:

5.15, p < 0.01).

To test whether felt alienation mediated the relationship between perceived

powerlessness and attitude toward the executives, the fìrst step was to establish a

87



relationship between perceived powerlessness and attitude toward the executives by

computing the regression coeff,rcient from the independent variable (perceived

powerlessness) to the dependent variable (attitude toward the executives). The

standardized regression coefficient was significant at -0.38, representing the negative

relationship between perceived powerlessness and attitude toward the executives. The

second step was to test the bivariate path between the independent variable (perceived

powerlessness) and the mediator (felt alienation). This path (standardized beta)

coefficient was significant at 0.65, representing the positive relationship between

powerlessness and alienation. The third step was to compute the path coefficient from the

independent variable (perceived powerlessness) to the dependent variable (attitude

toward the executives) allowing the mediator (felt alienation) also to predict the

dependent variable (attitude toward the executives). The standardized beta coefficient

between perceived powerlessness and attitude toward the executives was not significant

whereas that between felt alienation and attitude toward the brand was significant at -

0.43. By including the mediator (felt alienation), the path coefficient of perceived

powerlessness ) attitude toward the decision dropped (from -0.67 to 0 due to non-

significance), thereby, providing evidence for full mediation of the relationship between

perceived powerlessness and attitude toward the executives through felt alienation.

Sobel's test revealed that the indirect effect was significantly different from zero (z:

4.43, p < 0.01). These results indicated that felt alienation partially mediated the

relationship between perceived powerlessness and attitude toward the decision, while

fully mediated the relationship between perceived powerlessness and attitude toward the

brand as well as that toward the executives, thereby, supporlin gH4a.
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H4 b-Mediator : Negativ e Entotion s-Regression analyses were performed to

examine negative emotions as mediators of the relationship between perceived

powerlessness and attitude toward the decision, brand, and executives. To test whether

negative emotions mediated the relationship between perceived powerlessness and

attitude toward the decision, the first step was to establish a relationship between

perceived powerlessness and attitude toward the decision by computing the regression

coefficient from the independent variable (perceived powerlessness) to the dependent

variable (attitude toward the decision). The standardized regression coefficient was

significant at -0.67, representing the negative relationship between perceived

powerlessness and attitude toward the decision. The second step was to test the bivariate

path between the independent variable (perceived powerlessness) and the mediator

(negative emotions). This path (standardized beta) coefficient was significant at 0.34,

representing the positive relationship between powerlessness and negative affect. The

third step was to compute the path coefficient from the independent variable (perceived

powerlessness) to the dependent variable (attitude toward the decision) allowing the

mediator (negative emotions) also to predict the dependent variable (attitude toward the

decision). Both path (standardized beta) coefficients v/ere significant. Perceived

powerlessness ) attitude toward the decision was -0.62 andnegative emotions )

attitude toward the decision was -0.I4. By including the mediator (negative emotions),

the path coefficient of perceived powerlessness ) attitude toward the decision dropped

(from -0.61 to -0.62) but remained significant, thereby, providing evidence for partial

mediation of the relationship between perceived powerlessness and attitude toward the
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decision through negative emotions. Sobel's test revealed that the indirect effect was

significantly different from zero (z: -2.I2, p < 0.05).

To test whether negative emotions mediated the relationship between perceived

powerlessness and attitude toward the brand, the first step was to establish a relationship

between perceived powerlessness and attitude toward the brand by computing the

regression coefficient fiom the independent variable (perceived powerlessness) to the

dependent variable (attitude toward the brand). The standardized regression coefficient

was significant at -0.39, representing the negative relationship between perceived

powerlessness and attitude toward the brand. The second step was to test the bivariate

path between the independent variable þerceived powerlessness) and the mediator

(negative emotions). This path (standardized beta) coefficient was significant at 0.34,

representing the positive relationship between powerlessness and negative affect. The

third step was to compute the path coeff,rcient from the independent variable (perceived

powerlessness) to the dependent variable (attitude toward the brand) allowing the

mediator (negative emotions) also to predict the dependent variable (attitude toward the

brand). Both path (standardized beta) coefficients were significant. Perceived

powerlessness ) attitude toward the brand was -0.31 and negative emotions ) attitude

toward the brand was -0.25. By including the mediator (negative emotions), the path

coefficient of perceived powerlessness ) attitude toward the brand dropped (from -0.39

to -0.31) but remained significant, thereby, providing evidence for partial mediation of

the relationship between perceived powerlessness and attitude toward the brand through

negative emotions. Sobel's test revealed that the indirect effect was signihcantly different

from zero (z: -2.7I,p < 0.01).
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To test whether negative emotions mediated the relationship between perceived

powerlessness and attitude toward the executives, the first step was to establish a

relationship between perceived powerlessness and attitude toward the executives by

computing the regression coefficient from the independent variable (perceived

powerlessness) to the dependent variable (attitude toward the executives). The

standardized regression coefficient was significant at -0.38, representing the negative

relationship between perceived powerlessness and attitude toward the executives. The

second step was to test the bivariate path between the independent variable (perceived

powerlessness) and the mediator (negative emotions). This path (standardized beta)

coefficient was significant at 0.34, representing the positive relationship between

powerlessness and negative affect. The third step was to compute the path coefficient

from the independent variable (perceived powerlessness) to the dependent variable

(attitude toward the executives) allowing the mediator (negative emotions) also to predict

the dependent variable (attitude toward the executives). Both path (standardized beta)

coefficients were significant. Perceived powerlessness ) attitude toward the executives

was -0.29 and negative emotions ) attitude toward the executives was -0.26.8y

including the mediator (negative emotions), the path coefficient of perceived

powerlessness ) attitude toward the executives dropped (from -0.38 to -0.29) but

remained significant, thereby, providing evidence for partial mediation of the relationship

between perceived powerlessness and attitude toward the executives through negative

emotions. Sobel's test revealed that the indirect effect was significantly different from

zero (z: -2.77 , p < 0.01). These results indicated that negative emotions pafüally
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mediated the relationship between perceived powerlessness and each of the attitudes

(toward the decision, brand and executives), thereby, supporting H4b.

H4c-Mediotor: Posilive Emotions- Regression analyses were performed to

examine positive emotions as mediators of the relationship between perceived

powerlessness and attitude toward the decision, brand, and executives. To test whether

positive emotions mediated the relationship between perceived powerlessness and

attitude toward the decision, the first step was to establish a relationship between

perceived powerlessness and attitude toward the decision by computing the regression

coefficient from the independent variable (perceived powerlessness) to the dependent

variable (attitude toward the decision). The standardized regression coefficient was

significant at -0.67, representing the negative relationship between perceived

powerlessness and attitude toward the decision. The second step was to test the bivariate

path between the independent variable (perceived powerlessness) and the mediator

(positive emotions). This path (standardized beta) coefficient was significant at -0.32,

representing the negative relationship between powerlessness and positive affect. The

third step was to compute the path coefficient from the independent variable þerceived

powerlessness) to the dependent variable (attitude toward the decision) allowing the

mediator (positive emotions) also to predict the dependent variable (attitude toward the

decision). Both path (standardized beta) coefficients were significant. Perceived

powerlessness ) attitude toward the decision was -0.61 and positive emotions ) attitude

toward the decision was +0.18. By including the mediator (positive emotions), the path

coefficient of perceived powerlessness ) attitude toward the decision dropped (from -

0.67 to -0.61) but remained significant, thereby, providing evidence forpartial mediation

-92-



of the relationship between perceived powerlessness and attitude toward the decision

through positive emotions. Sobel's test revealed that the indirect effect was significantly

different from zero (z: -2.48, p < 0.05).

To test whether positive emotions mediated the relationship between perceived

powerlessness and attitude toward the brand, the first step was to establish a relationship

between perceived powerlessness and attitude toward the brand by computing the

regression coefficient from the independent variable þerceived powerlessness) to the

dependent variable (attitude toward the brand). The standardized regression coefficient

was significant at -0.39, representing the negative relationship between perceived

powerlessness and attitude toward the brand. The second step was to test the bivariate

path between the independent variable (perceived powerlessness) and the mediator

(positive emotions). This path (standardized beta) coefficient was significant at -0.32,

representing the negative relationship between powerlessness and positive affect. The

third step was to compute the path coefficient from the independent variable (perceived

powerlessness) to the dependent variable (attitude toward the brand) allowing the

mediator (positive emotions) also to predict the dependent variable (attitude toward the

brand). Both path (standardized beta) coefficients were significant. Perceived

powerlessness ) attitude toward the brand was -0.34 and negative emotions ) attitude

toward the brand was *0.16. By including the mediator (positive emotions), the path

coefficient of perceived powerlessness ) attitude toward the brand dropped (from -0.39

to -0.34) but remained significant, thereby, providing evidence for partial mediation of

the relationship between perceived powerlessness and attitude toward the brand through
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positive emotions. Sobel's test revealed that the indirect effect was significantly different

from zero (z: -I.96,p < 0.05).

To test whether positive emotions mediated the relationship between perceived

powerlessness and attitude toward the executives, the first step was to establish a

relationship between perceived powerlessness and attitude toward the executives by

computing the regression coefficient from the independent variable (perceived

powerlessness) to the dependent variable (attitude toward the executives). The

standardized regression coefficient was signif,rcant at -0.38, representing the negative

relationship between perceived powerlessness and attitude toward the executives. The

second step was to test the bivariate path between the independent variable (perceived

powerlessness) and the mediator (positive emotions). This path (standardized beta)

coefficient was significant at -0.32, representing the negative relationship between

powerlessness and positive affect. The third step was to compute the path coefficient

from the independent variable (perceived powerlessness) to the dependent variable

(attitude toward the executives) allowing the mediator (positive emotions) also to predict

the dependent variable (attitude toward the executives). Both path (standardized beta)

coefficients were significant. Perceived powerlessness ) attitude toward the executives

was -0.33 and positive emotions ) attitude toward the executives was +0.15. By

including the mediator (negative emotions), the path coefficient of perceived

powerlessness à attitude toward the executives dropped (from -0.38 to -0.33) but

remained significant, thereby, providing evidence for partial mediation of the relationship

between perceived powerlessness and attitude toward the executives through positive

emotions. Sobel's test revealed that the indirect effect was significantly different from
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zero (z: -1.87, p < 0.01). These results indicated that positive emotions partially

mediated the relationship between perceived powerlessness and each of the attitudes

(toward the decision, brand and executives), thereby, supporting H4c. From the support

found for H4a, H4b, and H4c, it can be concluded that felt alienation, negative emotions,

and positive emotions mediate the relationship between perceived powerlessness and

attitudes toward the decision, brand, and executives, thereby, supportingH4.

f15: Regression analysis at the 95o/o conftdence level was employed to test the role

of attitudes as mediators the relationship between felt alienation and behavioral

intentìons. Baron and Kenny's (1986) guidelines were adopted.

H1a-Mediator: Attitude toward the Decision-To test whether attitude toward

the decision mediated the relationship between felt alienation and behavioral intentions,

the first step was to establish a relationship between felt alienation and behavioral

intentions by computing the regression coefficient from the independent variable (felt

alienation) to the dependent variable (behavioral intentions). The standardized regression

coefficient was significant at -0.63, representing the negative relationship between felt

alienation and behavioral intentions. The second step was to test the bivariate path

between the independent variable (felt alienation) and the mediator (attitude toward the

decision). This path (standardized beta) coefficient was significant at -0.66, representing

the negative relationship between alienation and attitude toward the decision. The third

step was to compute the path coefficient from the independent variable (felt alienation) to

the dependent variable (behavioral intentions) allowing the mediator (attitude toward the

decision) also to predict the dependent variable (behavioral intentions). Both path

(standardized beta) coefficients were significant. Felt alienation ) behavioral intentions
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was -0.47 and attitude toward the decision ) behavioral intentions was +0.24.8y

including the mediator (attitude toward the decision), the path coefficient of felt

alienation ) behavioral intentions dropped (from -0.63 to -0.47) but remained

significant. Sobel's test revealed that the indirect effect was signif,rcantly different from

zero (z:2.96, p < 0.01). Thus, there is evidence for partial mediation of the relationship

between felt alienation and behavioral intentions through attitude toward the decision,

hence, supporting H5a.

H5b-Mediator: Attitude toward the Brand-To test whether attitude toward the

brand mediated the relationship between felt alienation and behavioral intentions, the first

step was to establish a relationship between felt alienation and behavioral intentions by

computing the regression coefficient flom the independent variable (felt alienation) to the

dependent variable (behavioral intentions). The standardized regression coefficient was

significant at -0.63, representing the negative relationship between felt alienation and

behavioral intentions. The second step was to test the bivariate path between the

independent variable (felt alienation) and the mediator (attitude toward the brand). This

path (standardized beta) coefficient was significant at -0.55, representing the negative

relationship between alienation and attitude toward the brand. The third step was to

compute the path coefficient from the independent variable (felt alienation) to the

dependent variable (behavioral intentions) allowing the mediator (attitude toward the

brand) also to predict the dependent variable (behavioral intentions). Both path

(standardized beta) coefficients were significant. Felt alienation ) behavioral intentions

was -0.26 and attitude toward the brand ) behavioral intentions was +0.69. By including

the mediator (attitude toward the brand), the path coefficient of felt alienation )
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behavioral intentions dropped (from -0.63 to -0.26) but remained significant. Sobel's test

revealedthattheindirecteffectwassignificantlydifferentfromzero (z:7.77,p<0.0i).

Thus, there is partial mediation of the relationship between felt alienation and behavioral

intentions through attitude toward the brand; hence, H5b is supported.

H5c-Mediator: Attitude toward the Executives-To test whether attitude toward

the executives mediated the relationship between felt alienation and behavioral

intentions, the first step was to establish a relationship between felt alienation and

behavioral intentions by computing the regression coeff,rcient ffom the independent

variable (felt alienation) to the dependent variable (behavioral intentions). The

standardized regression coefficient was significant at -0.63, representing the negative

relationship between felt alienation and behavioral intentions. The second step was to test

the bivariate path befween the independent variable (felt alienation) and the mediator

(attitude toward the executives). This path (standardizedbeta) coeff,rcient was significant

at -0.50, representing the negative relationship between alienation and attitude toward the

executives. The third step was to compute the path coefficient from the independent

variable (felt alienation) to the dependent variable (behavioral intentions) allowing the

mediator (attitude toward the executives) also to predict the dependent variable

(behavioral intentions). Both path (standardized beta) coefficients were significant. Felt

alienation ) behavioral intentions was -0.34 and attitude toward the executives )

behavioral intentions was +0.59. By including the mediator (attitude toward the

executives), the path coefficient of felt alienation ) behavioral intentions dropped (from

-0.63 to -0.34) but remained significant. Sobel's test revealed that the indirect effect was

significantly different from zero (z: 6.12, p < 0.01) thereby, providing evidence for
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partial mediation of the relationship between felt alienation and behavioral intentions

through attitude toward the executives; hence, H5c is supported. From the support found

for H5a, H5b, and H5c, it can be concluded that attitudes (toward the decision, brand, and

executives) mediate the relationship between respondents' felt alienation and behavioral

intentions toward the brand, thereby, supporting H5.

Otlt er húeresting F in ding s (Not Hyp otltesized)

Guilt: A two-way ANOVA for the question related to how guilty respondents felt

when they thought of Grove Bank (anchored by 1 : not at all, and 7 : extremely so)

indicated a significant interaction between relationship types and power (F(2, 161) :

4.05, p < 0.01). Please refer figure 12. First, contrasts amongst the respondents who

perceived to have communal ties with the brand revealed that, significantly greater guilt

was experienced by those who felt powerless (M :2.59) vis-à-vis those who felt

powerful (M: I.74; F(l, 161) :6.96, p < 0.01), and the powerless vis-à-vis control

group (M : 1.86; F(l, 161) : 5.27,p < 0.05). No significant mean differences in guilt

were evidenced between the powerful and control condition respondents (F(1, 161¡ :

0.13, p > 0.10). Second, contrasts amongst respondents who felt powerless indicated that

significantly greater intensity of guilt was experienced by those who perceived communal

ties (M : 2.59) vis-à-vis those who perceived exchange ties (M : I .56; F(l, 161) : 10.34,

p < 0.01) with the brand. No significant differences were found across the means of those

in communal and exchange conditions in either the powerful condition (M.o.'unul : T.74

vs. M"*.¡ono r: 2.00; F(1, 161) : 0.64, p > 0.10) or the control condition (M"o.n.unol : 1.86

vs. M"*"l,u'o": L57; F(1, 161) : 0.80, p > 0.10). Third, contrasts amongst the respondents

who perceived to have exchange ties with the brand revealed no significant difference in
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intensity of guilt experienced by those who felt powerless (M : 1.56) vis-à-vis those who

felt powerful (M:2.00; F(1, 161) : 1.89, p > 0.10), those in the powerless vis-à-vis

control condition (M: 1 .57;F(|,161¡ : 0.002, p > 0.10), and between the powerful and

control condition respondents (F(1, 161): I.79,p > 0.10).

Figure 12: Interaction Effects of Relationship Type and Manipulated Power on Felt
Guilt in Study I

Manipulated Power

-- '- Control

- 
Powerful

- - - Poweriess

Guilt
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Relationship Type

Shatne: A two-way ANOVA for the question related to how asltamed respondents

felt when they thought of Grove Bank (anchored by 1 : not at all, and 7 : extremely so)

indicated a significant interaction between relationship types and power (F(2, 161) :

5.94,p < 0.01). Please refer figure 13. First, contrasts amongst the respondents who

perceived to have communal ties with the brand revealed that, significantly greater shame

was experienced by those who felt powerless (M :2.69) vis-à-vis those who felt

powerful (M : 1 .26;F(1,161¡ : 20.35, p < 0.01), powerless vis-à-vis control group (M :

1.93; F(1, 161¡ : 5.87,p < 0.05), and powerful vis-à-vis control condition respondents

.\
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(F(1, 161) :4.38, p < 0.05). Second, contrasts amongst respondents who felt powerless

indicated that significantly greater intensity of shame was experienced by those who

perceived comrnunal ties (M :2.69) vis-à-vis those who perceived exchange ties (M :

1.59; F(1, 16i) : II.97, p < 0.01) with the brand. No significant differences were found

across the means of those in communal and exchange conditions in either the powerful

condition (M.on.,n.unor :1.26 vs. M.*.¡un.": l.7I; F(1, 161) :2.02, p > 0.i0) or the control

condition(Mro,r,n'unul :1.93 vs.M.*"¡un.":I.57;F(1, 161):I.2l,p>0.10).Third,

contrasts amongst the respondents who perceived to have exchange ties with the brand

revealed no significant difference in intensity of shame experienced by those who felt

powerless (M : 1.59) vis-à-vis those who felt powerful (M : L7I;F(1, 161) : 0.15, p >

0.10), those in the powerless vis-à-vis control condition (M: 1 .57;F(I,161¡ :0.004, p >

0.10), and between the powerful and control condition respondents (F(1, 161): 0.20,p>

0.10).
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Figure 13: Interaction Effects of Relationship Type
Shame in Study 1

and Manipulated Power on Felt

o..__

'-9
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VI. Discussion

Results of manipulation checks for the independent variables (power and

relationship type) demonstrate successful manipulations, suggesting that these can be

replicated in experimental scenarios for future studies. However, based on the tests for

homogeneity of variances across the relationship types (discussed earlier under "tests of

hypotheses"), it appears the communal versus exchange relationship manipulation has

been dominated by that of power. A concem is that communal and exchange relationship

types might not be fully orthogonal, i.e., consumers can be high on communal and

exchange at the same time, in consumer-banking contexts and, hence, the variances were

hornogenous. Nevertheless, it is also possible that the manipulation of relationship by

means of a scenario could have been insufficient in effectively causing the respondents to
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imagine having such consumer-brand relationships, especially the communal relationship

type. Therefore, going forward, it would be necessary to further strengthen the

relationship type manipulation (e.g., by priming in the stressor scenarios as well).

Results indicate that the mere presence of a managerially-induced relationship

stressor (such as the closing of a branch at a particular location) causes consumers to feel

stressed, powerless, and alienated by the brand. Such consumers (vis-à-vis those who do

not experience the stressor) report greater intensity of negative emotions, less favorable

attitudes (toward the decision, brand, and executives), and unfavorable behavioral

intentions. They also reduce their perceptions of communal ties with the brand.

Furthermore, as the level of power declines, consumers' sense of powerlessness,

felt alienation, and intensity of negative (positive) emotions increase (decrease) making

attitudes (toward the decision, brand, and executives) and behavioral intentions

unfavorable, and causing consumers to re-evaluate their relationship with the brand as

being less communal. Results also indicate that the greater the consumers' perception of

powerlessness, greater is their sense of alienation, which in tum causes their affect,

attitudes, and behavioral intentions to be more negative. Specifically, consumers who are

made to feel powerless experience higher (lower) intensity of powerlessness, alienation,

and negative (positive) affect, less favorable attitudes and behavioral intentions, vis-à-vis

consumers who are made to feel powerful.

Comparison of results betweenpowerless and control conditions shows that when

faced with a relational stressor, consumers, in general, feel powerless and have

unfavorable attitudes toward the company's decision. However, the explicit provision of
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information on the f,inal decision of the company inthe powerless condition (no such

information in the control condition) seems to exacerbate the negative outcomes of

decline in power such as feelings of alienation and negative emotions, and unfavorable

attitudes (toward the brand and executives) and behavioral intentions for those consumers

in the p ow er I e s s conditi on (vi s- à- v is c o n t r o l) .

Nevertheless, overall, the powerless and control conditions demonstrate the same

pattern in terms of responses. Similarly, responses of the relationship type-related control

condition appear to parallel those of the powerful condition. This might be because the

outcomes are almost the same for these pairs of conditions. It would be interesting to vary

the outcomes to identify differences across the conditions. Further, it would be insightful

to see how perceived powerlessness would be impacted when positive outcome is

combined with negative treatment, while negative outcome is combined with positive

treatment. Study 2 explores this dimension.

Another interesting finding is that the attitude towards the decision is most

sensitive to perceptions of power, such that as power declines, attitude toward the

decision is least favorable as compared to that toward the brand and executives. This

suggests that consumers evaluate the stressful situation as a one-time negative event with

the company and, consequently, do not transfer negative emotions and cognitions

generated from this event onto their general attitudes towards the brand and the

executives. Future studies could explore situations under which consumers' general

attitudes towards the brand and executives would also be adversely impacted on account

of perceived powerlessness and alienation.
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When consumers who have communal ties with the brand are made to feel

powerless, they experience greater magnitude of negative emotions, as compared with

those who have exchange ties. Likewise, when made to feel powerful, they report lower

magritude of negative affect (as compared to those with exchange ties). However, though

predicted in H3a, such differences were not found for sense of powerlessness, felt

alienation, attitudes, and behavioral intentions.

Post-stressor changes in relationship type provide some important findings. When

given the option of choosing the picture group that best represents their relationship with

the brand, when level of power is low and consumers had a communal relationship with

the brand, more of these consumers choose the picture group that depicts exchange ties.

This demonstrates a modification in consumer perceptions of relationship with the brand

where the level of communality is decreased. V/hen consumers perceive themselves to be

powerful, those in the communal (exchange) condition increase (decrease) their level of

exchange ties. These findings have important managerial implications especially for

companies which wish to forge close ties with their customers. Such companies should be

careful to avoid giving their customers any perceptions of powerlessness, as it would

cause consumers to feel less close to the brand which will eventually result in negative

outcomes for the brands.

Finally, tests of mediation conform to the theoretical underpinnings that greater

(lesser) powerlessness will result in greater (weaker) sense of alienation, greater (weaker)

intensity of negative emotions, and weaker (greater) intensity of positive emotions.

Further, felt alienation will negatively impact consumer attitudes and behavioral

intentions. Specifically, felt alienation, negative and positive emotions are found to
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mediate the relationship between perceived powerlessness and attitudes (toward the

decision, brand, and executives). Also, these attitudes are found to mediate the

relationship between felt alienation and behavioral intentions.

Overall, from the results of study one, three main concerns emerge. First, why the

factor 'relationship type' did not consistently yield signif,rcant results? Perhaps, the power

manipulation was too strong. The next study, therefore, tests the hypotheses after

strengthening the relationship type manipulation in the power scenarios as well. Second,

across the dependent measures, the powerless and control (i.e., stressor only) conditions

have behaved similarly, and the powerful and control (i.e., sans power) conditions have

behaved alike. On reflection, this might have been on account of having similar final

outcomes: powerless condition ('branch closed') similar to power-control condition

('branch will be closed in 30 days); powerful condition ('branch kept open') similar to

control condition (no announcement of branch to be closed in 30 days, i.e., branch is

open). Such an influence of outcome apart from treatment raises the third concem as to

what really drives the level of power. Is power generated by the treatment meted out to

the consumer orby the final outcome of the branch remaining open or closed orby a

combination of the two? For example, would the consumer feel powerless or powerful

when the final outcome is negative but the treatment is positive and vice versa? The next

study, therefore, examines the interactions of outcome and treatment in order to examine

how power is generated.
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CHAPTER FIVE

STUDY TWO

In this chapter, the methodologies and analyses employed, and results and

discussions pertaining to a laboratory experiment that tested hypothesized effects of

outcome- and treatment-related power and relationship type (i.e., hypotheses H2 to H5)

are presented. This study examines variations in consumer perceptions of power (i.e.,

how power is being generated) over altering brand decisions-the joint effects of the

outcomes of consumer demands (i.e., positiye versus negative outcome) and the treatment

meted to consumers by the company (i.e., positiv¿ versus negative treatment)-when

communal versus exchange relationships are perceived with the brand. In this study, the

control condition, i.e., stressor only condition (used in study one) has been dropped since

it yielded similar results as the powerless condition. Further, the relationship type

manipulation is strengthened by re-mentioning it in the level of power scenarios.

The chapter is divided into six sections. The first section lays out the research

design and procedure that was utilized. The second section describes the research sample

and the third section lays out the experimental manipulations of power (outcome and

treatment) and relationship type independent variables that were used. The fourth section

then describes the measures that were used to test the success of these manipulations and

to operationalize the various dependent variables and covariates in the study. The fifth

section explains the analyses used and the results found. Finally, the sixth section is

composed of discussions of the results found and plans for future development of the

framework that was tested.
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I. Research Design and Procedure

A 2 (outcome: positive, negative) by 3 (treatment of consumer: control, positive,

negative) by 2 (relatronship type: communal, exchange) between-subjects experimental

design that incorporated a managerially-induced relational stressor and 2 additional

controls for relationship type sans the relational stressors were employed to test

hypotheses H2 through H5. In this study, power was expected to be generated through the

combination of outcome and treatment. Participants, randomly assigned to one of

fourteen experimental conditions, were asked to imagine scenarios pertaining to their

banking experiences with a hypothetical on-campus bank called 'Grove Bank.' Same as

in study one (see chapter four), the participants were told that the task was a bank study

where they would have to carefully read the scenario provided and answer the questions

that followed. At the start of the scenario, the relationship type between the bank and

respondents was depicted as either communal (warm and friendly) or exchange

þrofessional and efficient) in nature. Manipulation check questions related to this factor

immediately followed. Respondents, other than those in the relationship type control

conditions, were then exposed to a situation-specifically, the proposed closing of Grove

Bank's on-campus branch within the coming month-that was intended to induce a stress

within the relationship between the bank and the customer. Participants were then be

asked to imagine that they attempted to reverse this negative decision by starting a

campaign amongst other customers, where they and other customers sent a formal letter

to the bank and also gamered media coverage. Subsequent negative (positive) outcome

perceptions were created by telling respondents that they were unable (able) to change

the bank's decision to shut the branch down, and negative (positive) treatment
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perceptions by telling them that they were treated respectfully/well

(disrespectfully/poorly) by the bank. No information related to respondents' treatment by

the bank was provided in the treatment control condition. Dependent variables related to

positive and negative affect, sense of alienation, attitudes toward the decision, treatment,

brand, top management and branch executives, behavioural intentions, and change in

relationship type were then measured. Finally, manipulation check questions for

perceived outcome and treatment, and potential covariates such as banking experience,

gender, age, nationality, and language spoken at home were gauged. The total task took

no more than}O minutes to complete. See figure 14 for a detailed procedure of this study.
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II. Study Participants

3 14 undergraduate business students at a major mid-western university participated in the

study in exchange for course credit. Between 19 and 34 respondents were assigned to the

foufieen experimental conditions (see table 8 for exact cell sizes). The sample consisted

of 58o/o males and 42o/o females with a mean age of 2I years. Most respondents indicated

experience with basic consumer banking-all respondents reported having one (60%) or

more (407o) bank accounts, and over 660/o interacted with their local bank branch

executives on a monthly or bi-monthly basis. Further, 77o/o of the participants banked

online-of these, 58% did so at least once per week.

Table 8: Study 2 Conditions and Cell Sizes

RELATIONSHIP
TYPE

TREATMENT OUTCOME
Positive Nesative

Communal
Positive 22 20

Control 20 19

Nesative 21 22

Exchange
Positive 21 20

Control 20 20

Nesøtive 21 20
Additional Controls for Comtnunal and Exchange Relationship Types: 34 each

III. Independent Variables

Mønipuløtion of Relationship Type

Relationship type was manipulated by using the same hypothetical scenarios

presented in study 1 (table 2). The scale items used within the main study were also the

same as those in study 1. Please see the appendices (2.6 to 2.8) for the specific

instruments used.
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Mørtipulatíon of Outcome

All respondents (except those in the relationship-type control conditions) were

exposed to the same stressor situation used in study 1 (table 4A) afl.er which outcome was

manipulated by using the hypothetical scenarios presented in table 9. Specifically, in the

negative outcome condition, respondents were informed that they were met with an

unfavorable outcome as they were unsuccessful in reversing the bank's decision to shut

the on-campus branch. 
'Whereas, in the positive outcome condition, respondents were

informed that they were met with a favorable outcome as they were successful in

reversing the bank's decision to shut the on-campus branch.

Tabte 9: Experimental Manipulations for Outcome in Study 2

A. Negative

You and many others fiom the university spend a lot of time and effort and petition
Grove Bank to not close down the campus branch. You send a formal letter to the
Bank's headquarters with signatures of other petitioners. You also obtain media
coverage for the petition.

Despite the strong movement that you arc apart of and your time and efforts, Grove
Bank decides to shut down the university campus branch!

B. Positive

You and many others from the university spend a lot of time and effort and petition
Grove Bank to not close down the campus branch. You send a formal letter to the

Bank's headquarters with signatures of other petitioners. You also obtain media
coverage for the petition.

Because of the strong movement that you are apart of and your time and efforts,
Grove Bank decides not to shut down the university campus branch!
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The stimuli and scale items used within study 2 werc finalized after conducting a

pre-test that used independent samples drawn from the same population. Please see

appendices (2.T to2.5) for the specific instruments used. 38 respondents participated

within the pre-test that used a between-subjects factorial design with outcome as a factor.

The parlicipants read either the positive or negative condition descriptions and answered

questions regarding the level of perceived positivity/negativity of the outcome. A

perceived outcome positivity index was created by averaging responses to the following

two items (Pearson's Correlation: 0.95): "How positive or negative was the final

decision of Grove Bank concerning your university campus branch? (anchored at 1 by

negative and at 7 by positive) and "What are your thoughts conceming the final decision

of Grove Bank regarding your university campus branch?" (anchored at I by unfavorable

and at 7 by favorable). Significant differences in perceived outcome positivity were

found across the fwo outcome conditions with those respondents in the positive outcome

condition (M : 6.03) reporting the final decision of the bank to be more positive than

those in the negative outcome condition (M: 1.63; F(1, 36) : 190.59, p < 0'01). The

manipulations for outcome worked and the Z-ítem perceived outcome positiviry scale was

ftnalized for the main study.

M ønipulatio n of Treatment

After respondents (except those in the relationship-type control conditions) were

exposed to the same stressor situation used in study 1 (table 4A) and informed that they

and many others from the university spent a lot of time and effort (through letter and

media coverage) to petition Grove Bank not to close the campus branch, treatment was

manipulated as either negative, positive, or control by using the hypothetical scenarios
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presented in table 10. Specifically, in the negative treatment condition, respondents were

informed that they were met with disrespectful/negative treatment, and that no apology

was made by the bank for the inconvenience caused to them. In the positive treatment

condition, respondents were told that they received respectful/positive treatment, and that

the bank apologized for the inconvenience caused to them. No such information was

provided to those in the treatment control condition.

Table 10: Experimental Manipulations for Treatment in Study 2

A. Negative

You call up the Bank headquarters to find out the status on your request to keep the
campus branch open. You are spoken to very impolitely and disrespectfully and not
informed if your letter has been received and if your efforts have been taken into
consideration. You are also not told if you would be informed once the final decision
has been made about the campus branch.

After this (i.e., after the final decision is made), Grove Bank does not send you a

letter communicating this decision and does not apologize for the inconvenience
caused to you.

B. Positive

You call up the Bank headquarters to find out the status on your request to keep the
campus branch open. You are spoken to very politely and respectfully and informed
that your letter has been received and that your efforts have been taken into
consideration. You are also told that you would be informed once the final decision
has been made about the campus branch.

After this (i.e., after the final decision is made), Grove Bank sends you a letter
communicating this decision and apologizes for the inconvenience caused to you.

C. Control

(no information)
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The stimuli and scale items used within study 2 were finalized after conducting a

pre-test that used independent samples drawn from the same population. Please see

appendices (2.1to 2.5) for the specific instruments used. 38 respondents participated

within the pre-test that used a between-subjects factorial design with treatment as a

factor. The participants read either the positive or negative condition descriptions and

answered questions regarding the level of perceived positivity/negativity of the treatment.

A perceived treatment positivity index was created by averaging responses to the

following four items (Cronbach's ø: 0.97): "How appropriately did Grove Bank treat

you during your interactions with them after they announced their initial decision?"

(anchored at 1 by inappropriately and at 7 by appropriately) "How positive was the

overall treatment meted out by Grove Bank to you after it made its initial

announcement?" (anchored at I by negative and at 7 by positive) "How respectfully did

Grove Bank treat you during your interactions with them after they announced their

initial decision?" (anchored at 1 by disrespectfully and at7 by respectfully) and "'What

are your thoughts concerning the overall treatment meted out by Grove Bank to you?"

(where I: unfavorable to me and7 :favorable to me). Significant differences in

perceived treatment positivity were found across the two treatment conditions with those

respondents in the positive treatment condition (M:4.86) reporting the treatment meted

out to them by the bank to be more positive than those in the negative treatment condition

(M: 1.55; F(l, 36) :64.35, p < 0.0i). The manipulations for treatment worked and the

 -item perceived treatment positivity scale was finalized for the main study.
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IV. Manipulation Checks and Dependent Variable Measures

Manipuløtiott C h e ck M eas ure s

Relationship T)¡pe. Respondents were asked to answer questions regarding the

level of perceived relational communality and exchange. To capture these dimensions,

scale items (same as those used in study 1) that measured net communality (Cronbach's a

: 0.91), net exchange (Cronbach's cy: 0.87) as well as relative relationship type-which

included the two-item comrnunal relations index (Pearson's Correlation : 0.70), and the

two-item exchange relations index (Pearson's Correlation :0.62) along with pictorial

representations were used. As in study 1, an additional question-r¿Ç¡sve Bank fosters

wafin and friendly interactions with its customers more than professional and eff,rcient

interactions"- 6¡ an 8-point Likert scale anchored at I by strongly dÌsagree and 8 by

strongly agree was also included immediately after questions related to the net

communality and net excltange scales.

Outcome.The perceived outcome positivity scale (Pearson's Correlation : 0.96)

comprising the two questions used within the pre-test was administered in the main study.

Trealment. The perceived treatment positivity index (Cronbach's o: 0.97)

comprising of four questions determined in the pre-test was administered in the main

study in order to verify the effectiveness of the treatment manipulations.

Perceived Stress. Questions (as used in study 1) to gauge whether the initially

announced decision of the bank and the final decision were perceived to be stressful were

administered.
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Scenario-Based Recollections. The respondents were asked the same set of

questions as in study 1.

D ependent Variable Messures

Powerlessness. Participants were asked to respond to the S-item powerlessness

scale (Cronbach's d: 0.86) that was similar to the one used in study 1.

Alienation The same two items used in study 1 were included to assess the

impact of the stressor, perceived outcome positivity and perceived treatment positivity on

feelings of exclusion, and averaged to form the alienation index (Pearson's Correlation:

0.81).

Emotions. The intensity of the following emotions that respondents felt when they

thought of Grove Bank were gauged on 7-point Likert scales (anchored by 1 : not at all

andT : extremely so) consisting of thirteen negative emotions-betrayed, bitter, sad,

bad (awful/lousy), worried, anxious, ahgr!, hurt/offended, upset, annoyed, irritated,

hutniliated, and disappointed-and eight positive emotions-hoppy, elated, joyful,

che erful, d e I i ght ed, p I e as ed, r es p ect ed, v aluab I e.

An exploratory factor analysis indicated that these scale items were related to two

underlying dimensions (75o/o of variance explained, Eigen values > 1). The first

dimension consisted of the thirteen negative emotions. These measures were, therefore,

averaged to form an overall negative emotions index (Cronbach's a: 0.96). The second

dimension consisted of the eight positive emotions, which were averaged to form an

overall positive emotions index (Cronbach's a: 0.97).
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A further exploration of the negative emotions indicated that the thirteen items

were related to two underlying dimensions (760/o of variance explained, Eigen values >

1). The first dimension consisted of eight negative emotions-betrayed, bitter, atxgry,

hurt/offended, upset, annoyed, irritated, and disappointed. These measures are typically

classified as 'fight' or 'attack' or 'offensive' emotions as they are antecedent to offensive

behaviour tendencies (such as lashing out, protesting, confronting, etc.) to cope with the

negative state generated by the negative source (Mackie, Devos, and Smith 2000; Yi and

Baumgartner 2004). These measures werez therefore, averaged to form an overall

offensive negative emotions index (Cronbach's a: 0.94). The second dimension

consisted of the remaining five negative emotions-sad, bad (awful/lousy), worried,

anxíous, and humiliated,which are, typically, classified as 'avoidant' or 'defensive'

emotions as they are antecedent to non-offensive behaviour tendencies (such as

disengaging oneself from the situation, i.e., focussing on something else to cope with the

negative state) toward the negative source (Mackie et al.2000; Mikulincer and Orbach

1995; Raghunathan, Pham, and Corfman2006; Yi and Baumgartner 2004). These were

averaged to form an overall defensive negative emotions index (Cronbach's o: 0.86).

State Self-Esteem. Respondents' level of state self-esteem were gauged by asking

them on 7-point Likert scales (anchored by 1 : not at all and'7 : extremely so) to what

extent they felt three positive self-esteem items (effective, confident, competent) and

three negative self-esteem items (inadequate, incompetent, ineffective) at the moment.

These positive and negative (reverse-scored) items were averaged to form an overall

emotions state self-esteem index (Cronbach's cv: 0.90). Additionally, the following set of

six items (on 7-point Likert scales anchored at 1 by not at all and at7 by extretnely so)
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drawn from Heatherton and Polivy's (1991) 2}-item state self-esteem scale were also

included to check the level of respondents' state selÊesteem: "I feel confident about my

abilities," "I feel frustrated or rattled about my performance" (reverse-scored), "I feel

good about myself," "I feel that others respect and admire me," "I feel inferior to others

at this moment" (reverse-scored), and "I feel displeased with myself' (reverse-scored),

and averaged to form an overall abridged state self-esteem index (Cronbach's a: 0.86).

Auitudes. To assess the impact of emotions and alienation on respondents'

attitudes, five sets of attitudes were measured - attitude towards the final decision,

treatment meted out, brand, top management, and branch executives. These attitudes had

three items each on 7-point Likert scales with the following anchors: bad/good,

unfavorable/favorable, negative/positive. The three scales were averaged to form indices

for attitude toward the latest decision (Cronbach's ø:0.98), attitude toward the

treatment (Cronbach's a: 0.96), attitude toward the brand (Cronbach's a : 0.95),

attitude toward the top mãnagement (Cronbach's d: 0.95), and attitude toward the

branch executives (Cronbach's cv: 0.96).

Behavioral Intentions. The same set of seven questions as used in study 1 were

included and averaged (after accounting for reverse-scores on the two scales related to

intention to switch brands, same as in study 1) to form an overall behavioral intentions

index (Cronbach's a: 0.95).

Change in Relationship T)¡pe. Same as in study 1, to assess the impact of

powerlessness and alienation on change in the nature of the consumer-brand relationship,

an abridged version of the manipulation check items used for relationship type consisting
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of three sections \¡/ere included. The first section consisted of the same three communal

measures, averaged to form an abridged net communality index (pre-stressor Cronbach's

cy: 0.85; post-stressor Cronbach's d: 0.93). The second section consisted of the

abridged comtnunal relations scale item, the abridged exchange relalions scale, and the

forced-choice question to capture the perceived relationship type of the participant with

the bank. As was done earlier, the third section consisted of questions that captured

relative relationship type through the picture groups.

V. Results

Preliminary Anølyses

Manipulation Checks - Relationship Type. Respondents answered these

manipulation check questions immediately after reading the first scenario related to

relationship type. Univariate ANOVA conducted on the net communality scale provided

evidence of main effect of relationship type, with communal consumers viewing the

brand and their relationship with the brand as more communal than the exchange

consumers (M.o..uno¡ : 5.73 vs. M.*"1,.nr.: 5.03; F(1, 312) : 4I.34, p < 0.01). Similar

analysis on the net exchange scale demonstrated that exchange consumers viewed the

brand and their relationship with the brand as more exchange than the communal

consumers (M.*.hons.:5.70 vs. M"on,'n.,r,,.¡:4.06; F(1,312):244.69,p< 0.01). When

asked whether "Grove Bank fosters warrn and friendly interactions with its customers

more than professional and efficient interactions," results indicated that the communal

consumers agreed with this statement more than the exchange ones (M.o..unut : 6.42 vs.

M.*.¡^n..:3.81; F(1, 312) :204.45, p < 0.01).

ttg -



The second section considered how consumers would view the brand if it became

a person (close friend vs. businessperson). 
'When asked whether the brand represented a

businessperson or a close friend (anchored by 1 : businessperson and 8 : close fiiend),

results indicated that exchange consumers viewed the brand more as a businessperson (M

:2.79) and communal consumers viewed it more as a close friend (M: 5.75; F(1, 312):

282.07,p < 0.01). The cotntnunal relations index revealed the same pattern with

communal consumers indicating higher scores for communal ties than the exchange

consumers (M.on.'n,,unul : 4.8I vs. M.*"¡ung ": 3.35; F(1, 3 12) : 114.49, p < 0.01)' Similarly,

the exchange relations index demonstrated that exchange consumers viewed the brand

more businessperson like vis-à-vis the communal consumers (M"*.hange: 5.72 vs'

M6e¡¡¡¡r¡¡¿1:4.14; F(1, 312) :164.02,p < 0.01).

The pictures supported the same story. Communal consumers viewed the brand as

well as their relationship with the brand to be best represented by the picture group that

represented close friends/communal ties, and exchange consumers viewed the brand as

well as their relationship with the brand to be best represented by the picture group that

represented businesspersons/exchange ties (Table 11 provides cross-tabulation results).

When forced to choose whether the brand was like picture group A which represented

businesspersons or picture group B which represented close friends (anchored by i :

group A and 8 : group B), communal consumers viewed the brand more as picture group

B (close friends) and exchange consumers viewed it more as picture group A

(businesspersons) (M"onr,,.'u,.'ut : 5.!4 vs. M.*.1,o"" ":2.74; 
F(1, 31 l): 149.94, p < 0.01).

Similarly, when asked to what extent their relationship with the brand was like group A
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(exchange ties) or group B (communal ties), the same pattern emerged (M.o--unul:5.28

vs. M.*.¡0,'"":3.I3 F(1, 3lI) : 125.U3, p < 0.01).

Table 11: Relative Relationship Type Cross-Tabulation Results of Picture Group
Questions in Study 2

Further, for service quality, no significant difference was found in the communal

(M:5.90) vs. exchange (M:6.0i) conditions (F(1, 311): 1 .39,p > 0.i0) ruling out

service quality as a reason for the difference across the relationship types. Overall, the

manipulations for relationship type were successful.

Manipulation Check - Outcome. Univariate ANOVA on the outcome positivity

index with outcome as the factor provided support for the manipulation, such that

respondents in the positive outcome condition perceived the outcome to be more positive

than those in the negative condition (Mpositive:6.I4 vs. Mn.ru1;u": 1.68; F(T,244):

1344.21, p < 0.01).

Manipulation Check- Treatment Univariate ANOVA on the treatment positivity

index with treatment as the factor provided support for the manipulation, such that

participants in the positive treatment condition perceived their treatment by the bank to

Picture Groups Relationship Tvpe
Ì df p

Communal Excltanse

Best represents
tlte brand

Group A
(Businesspersons)

Group B
(Close Friends)

55

103

t41

15

103.35 1 < 0.01

Best represents
reløtionslrip witlt
tlte brand

Group A
(Exchange ties)

Group B
(Communal ties)

36

t22

130

26
175.49 1 < 0.01
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be more positive than those in the negative condition (Mpositive : 5.66 vs. M¡sg¿1¡v ": 1.69;

F(1, 165) :812.33, p < 0.01).

Manipulation Checlc - Perceived Stress. Participants found the initially

announced decision of Grove Bank to be stressful with their means ranging be|ween4.74

and 5.95 (with the 95o/o confidence interval ranging between 4.00 and 6.50) on the 7-

point Likert scale (F(2, 234):0.62,p > 0.10).

Regarding the perceived stress level for the final decision, univariate ANOVA

with relationship type, outcome, and treatment as factors indicated a signihcant

interaction (F(2,234) : 5 .41, p < 0.01). Specifically, those in the positive outcome

condition felt lower stress than those in the negative condition (Mpositi'e :2.65 vs. Mnesarive

:5.41;F(1,234): 142.69,p < 0.01). Also, significant interactions were detected

between outcome and relationship type (F(1,234):4.06, p < 0.05). Respondents in the

communal condition (Mpositive:2.8I vs. M¡sg¿1¡ys:5.10;F(I,234):50.29, p < 0.01) as

well as the exchange condition (Mpositive : 2.49 vs. M¡sg¿1¡ys : 5.72;F(\,234) : 96.34, p <

0.01) provided evidence of main effect of outcome on perceived stress ievels. While

marginally significant difference was found in the negative outcome condition (M.o...unul

: 5.10 vs. M.*"¡nng": 5.72;F(I,234):3.35, p < 0.10), no such difference was detected in

the stress levels of respondents in the positive outcome condition (M"o.nrunrl : 2.81 vs.

Ms*s¡uno":2.49;F(1,234):0.91, p > 0.10). Marginally significant interaction was also

found between outcome and treatment factors (F(2,234):2.65, p < 0.10). While

respondents in the positive outcome condition demonstrated significant differences in the

levels of stress based on treatment (Mpositive :2.24 vs. Mngo¿1iys :3.33;F(I,234):7 .53,p

< 0.01iM.ont,.ol:2.38 vs. Mn.oo1¡u":3.33;F(1,234):5.75, p < 0.05), no such differences
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were found amongst responses in the negative outcome condition (Mpositiue:5.45 vs.

M.on¡.o1:5.42 VS. M¡e.¿¡¡ys:5.35; F(2,234):0.03, p > 0.10). Significant differences in

stress levels across positive and negative outcomes were found amongst respondents in

the positive treatment condition (Mposttive :2.24 VS. M¡s.¿¡¡ys : 5.45;F(I,234) : 64.56, p <

0.01), negative treatment condition (Mpositive:2.38 vs. M,,."01¡u.:5.42;F(I,234):56.49,

p < 0.01), and control treatment condition (Mposttìve : 3.33 vs. Mn..os¡u": 5.35; F(I,234) :

26.26, p < 0.01).

Manipulation Check - Scenario-Based Recollections. When asked what Grove

Bank (the brand) was planning to do, almost all respondents (Noor¡¡¡u": I2l out of 125,

Nn.sotiu. : 120 out of 120) answered correctly that it was planning to shut down the

campus branch. When asked what the brand finally did, almost all respondeflts (Npositive:

123 out of 125, Nnesative: 1 19 out of I20) gave the correct response: "kept the branch

open" and "closed the branch," respectively. A significant interaction between outcome

and treatment was found when respondents were asked if they were able to reverse the

initial decision of Grove Bank (F(1, 159) : 8.04, p < 0.01). Contrasts revealed a main

effect of outcome, such that those in the positive outcome condition rightly reported

being able to reverse the bank's original decision vis-à-vis those in the negative outcome

condition (Mpositive:5.81 vs. Mn"ru1¡u":1.42; F(1, 159) :344.26,p < 0.01). No main

effect of treatment was detected (F(1, 159): 0.94,p > 0.10). When asked if the bank

apologized to the customers after making the final decision, results indicated a main

effect of treatment, such that those who were in the positive treatment condition rightly

reported being apologized to vis-à-vis those in the negative treatment condition (Mpositive

:6.15 vs. M,,.*u¡¡u.: 1.30; F(1, 159) :763.06, p < 0.01).
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No significant differences in likelihood of the scenarios to occur were found

amongst the conditions with the means ranging between 3.57 and 4.70 on the 7-point

Likert scale (F(1, 159): 0.49,p > 0.10). Hence, no differences in the realism of the

scenarios were found across the experimental conditions.

Tesß of Hypotheses

HypothesesH2a,H2b,H2c were tested using two-way (factors: outcome and

treatment) ANOVAs, while H3a and H3b were tested using three-way (factors: outcome,

treatment, and relationship type) ANOVAs. Hypotheses H4 and H5 on mediation were

tested using structural equation modeling with bootstrapping technique. It is to be noted

that a test of the homogeneity of variances (the Levene's test of equality and the F-max

test where the Levene's results were significant) across the two types of relationship

types revealed that, similar to that found in study one, there were no significant

differences in the variances between communal and exchange conditions across all

dependent variables, except for pictorial measures related to post-stressor change in

relationship type. Therefore, unless hypothesized, for all variables except post-stressor

measures of relationship type, communal and exchange conditions were collapsed to

form a single group. Furthermore, covariates (viz., respondents' banking experience,

gender, age, nationality, and language spoken at home) were analyzed and found to not

significantly impact any of the dependent variables.

H2a: Two-way ANOVA with outcome and treatment as factors indicated

significant interactions in means for intensities of felt alienation (F(2,227) : 3.37 , p <

0.05), negative emotions (F(2,227) : 3.26, p < 0.05), offensive negative emotions (F(2,
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227¡:5.35, p < 0.01), positive emotions (F(2,227): 11.30, p < 0.01), and attitude

toward the treatment (F(2, 227): 13.98, p < 0.01); marginally significant difference was

found in attitude toward the branch executives (F(2,227) : 2.85, p < 0.10). There were

no significant interactions in the sense of perceived powerlessness (F(2, 227) : 1.81, p >

0.10), defensive negative emotions (F(2,227):0.51, p > 0.10), emotions state self-

esteem index (F(2,227):0.63, p > 0.10), abridged state selÊesteem index (F(2,227):

2.76,p > 0.10), attitude toward the decision (F(2, 227):2.29,p > 0.10), attitude toward

the brand (F(2, 227): 0.15, p > 0.10), attitude toward the top management (F(2, 227) :

2.07 , p > 0.10), and behavioral intentions (F(2, 227¡ : 2.12, p > 0. l0). Thus, while the

type of treatment moderated the influence of outcome type on felt alienation, negative

emotions (specifically, offensive negative emotions), positive emotions, and attitude

toward the treatment, no significant effects were found on the other dependent measures.

In the positive outcome condition, respondents who were positively (vs.

negatively) treated felt less alienated (Mposirive :2.70 vs. Mn.o¿¡¡u" : 4.45;F(I,227):

35.29, p < 0.01), had weaker intensity of negative emotions (Mposirive : 2.92 vs. Mnesative :

4.13; F(1, 227) :22.08, p < 0.01) and offensive negative emotions (Mpositiue : 3.07 vs.

M¡so¿¡¡ys :4.68;F(I,227):34.09, p < 0.01), stronger intensity of positive emotions

(Mpositive :4.22 vs. M,'""u1¡u" :2.5I;F(1,227):44.50, p < 0.01), and more favorable

attitudes toward the treatment (Mpositive :5.37 vs. Mn.oul¡u" :2.23;F(1,227): 126.66,p <

0.01) and the branch executives (Mpositive: 5.60 vs. M¡sg¿1;ys : 4.03;F(1,227):23.48,p

< 0.01). Similarly, respondents in the control (vs. negative) treatment condition felt less

alienated (M.ono.ol :2.98 vs. Mn."u¡¡u" : 4.45; F(I, 227) : 24.45, p < 0.01), had weaker

intensity of negative emotions (M.ont,ol :3.I7 vs. Mn".u1¡u":4.13;F(l,227):13.46,p <
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0.01) and offensive negative emotions (M.onn.ol :3.36 vs. Mn"o¿¡¡u": 4.68 F(I,227) :

22.17, p < 0.01), stronger intensity of positive emotions (M.ont,or :4.I2 vs. Mneoarive:

2.51; F(1 ,227) :38.42, p < 0.01), and more favorable attitudes toward the treatment

(M.onu.or : 5.00 vs. Mn"ou1¡u" :2.23;F(I,227): 96.08, p < 0.01) and the executives

(M.onu.or : 5.15 vS. M¡so¿1¡ys :4.03;F(I,227): ll.7l, p < 0.01). However, respondents in

the positive vis-à-vis control conditions did not report significant differences in felt

alienation (F(1,227): 0.86, p > 0.10), intensity of negative emotions (F(I,227):0.97,p

> 0.10), offensive negative emotions (F(1,227): 1.15, p > 0.i0) and positive emotions

(F(I,227):0.16, p > 0.10), attitudes toward the treatment (F(1, 227¡:1.78,p > 0.10)

and the branch executives (F(1,227): 1.91, p > 0.i0), implying that, consumers assume

that they will be positively treated by companies/service providers.

In the negative outcome condition, respondents who were negatively (vs.

positively) treated felt more alienated (Mn"euti.'. : 5.63 vS. Mpositìve : 4.90;F(I,227):

5.95, p < 0.05) and had more unfavorable attitudes toward the treatment (Mn"ru1¡u" : 1.61

VS. Mpositive :3.87;F(I,227): 64.34, p < 0.01) and the branch executives (Mn"eutiu" :

3.78 vs. Mpostive : 4.50; F(|,227) : 4.92, p < 0.05), but did not indicate stronger intensity

of negative emotions (Mn"sutiu. : 4.87 vs. Mpositive : 4.47;F(r,227) :2.43,p > 0.10),

offensive negative emotions (Mn.eotiue : 5.41 VS. Mpositive : 4.97;F(I,227) : 2.43, p >

0.10), or weaker intensity of positive emotions (Mn.gotiu. : I.44 vs. Mpositive: 1.66; F(1,

227¡ : 0.69, p > 0.10); the means, however, were in the directions hypothesized.

Similarly, respondents who were negatively treated (vis-à-vis control) felt more alienated

(Mn"sutiu. : 5.63 vs. M.onlro¡ : 4.93;F(I,221) : 5.26, p < 0.05) and had more unfavorable

attitude toward the treatment (Mns"¿s¡us : 1.61 vs. M.on¡.o¡ :2.72;F(l,227): 15.15, p <
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0.01), but did not indicate stronger intensity of negative emotions (Mn"eotiu. :4.87 vs.

M.onlro¡ :4.64;F(1,227):0.79, p > 0.10), offensive negative emotions (Mn"gotiu" : 5.4I

vs. Ms6¡¡¡61 :5.04;F(I,227): 1.65, p > 0.10), weaker intensity of positive emotions

(Mn.sotiu" : 1.44 vs. Mç6¡¡.¡¡ : 1 .53; F(I, 227) : 0.1 1, p > 0. 10), or more unfavorable

attitude toward the executives (Mn.ro11 u": 3.78 vs. M.on¡.o¡ : 3.89; F(I, 227): 0.10, p >

0.10). Respondents in the positive vis-à-vis control conditions reported significant

difference only in their attitude toward the treatment (Mpositi,e :3.87 vs. M6s¡¡¡61 :2.72;

F(I,227): 16.00, p < 0.0i), and marginally significant difference in their attitude toward

the branch executives (Mpositive :4.50 vs. M"o,,¡o¡ :3.89; F(l,227):3.45,p < 0.10).

However, no significant differences were found in felt alienation (F(I,227):0.01, p >

0.10), and intensity of negative emotions (F(1, 227¡: 0.42,p > 0.10), offensive negative

emotions (F(I,221): 0.06, p > 0.10) and positive emotions (F(I,221):0.24, p > 0.10).

ln this case, it can be seen that positive treatment acted as a cushion to reduce the

negative impact of the outcome þerceived by consumers to be unfavorable) on their

attitudes.

ln the positive treatment condition, respondents in the negative (vs. positive)

outcome feit more alienated (Mn.sutiu. :4.9I vs. Mpositive :2.70;F(1,227):55.81, p <

0.01), had stronger intensity of negative emotions (Mn.sutiu, :4.50 vs. Mpositive :2.92;

F(I,227):36.44, p < 0.01) and offensive negative emotions (Mn.sutiu. :4.97 vs. Mpositive

:3.07;F(I,227):47.46, p < 0.01), weaker intensity of positive emotions (Mn.s.tiu. :

1.68 vs. Mpositive :4.22;F(l,227):99.81, p < 0.01), and less favorable attitudes toward

the treatment (Mn""o¡¡u.: 3.86 VS. Mpositive :5.37;F(l,227):29.00,p < 0.01) and the

branch executives (Mn"sutiu. :4.48 vs. Mpositive:5.60; F(I,227):11.54,p < 0.01). In the
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negative treatment condition, respondents in the negative (vs. positive) outcome felt more

alienated (Mn"gotiu. : 5.62 vs. Mpositive : 4.45;F(I,227): I5.69, p < 0.01), had stronger

intensity of negative emotions (Mn.sotiu. :4.87 VS. Mpositive :4.13;F(1,227): 8.34, p <

0.01) and offensive negative emotions (Mn.sotiu. : 5.4I vs. Mposirive : 4.68;F(7,227):

6.77 , p < 0.01), stronger intensity of positive emotions (Mn.gotiu" : 1.45 vS. Mpositive :

2.51;F(1,227):17.08, p < 0.01), and attitude toward the treatment (Mn.gu1;u.: 1.61 vs.

Mpositive :2.23;F(I,227) : 4.78, p < 0.01). No significant difference in means was found

in their attitude toward the branch executives (Mn"sutiu" : 3.78 vs. Mposirive : 4.03; F(l,

227) : 0.61, p > 0.10); the means, however, were in the directions intended. In the

treatment control condition, similar to the positive treatment results, respondents in the

negative (vs. positive) outcome felt more alienated (Mn.s.tiu" : 4.93 vs. Mpositive :2.93;

F(I,227):42.19, p < 0.01), had stronger intensity of negative emotions (Mn"s",iu, :4.64

vs. Mpositive :3.17;F(I,227):31.05, p < 0.01) and offensive negative emotions (Mn.gutiu"

: 5.04 vs. Mpositive :3.36;F(I,227):35.07, p < 0.01), weaker intensity of positive

emotions (Mn.enti.'.: 1.53 VS. Mpositive :4.I2;F(\,227):97.04, p < 0.01), and less

favorable attitudes toward the treatment (M¡gg¿¡¡ys : 2.72 VS. Mposirive : 5.00; F(\,227) :

63.24, p < 0.01) and the branch executives (Mn.eotiu.:3.89 vs. Mpositive : 5.15; F(1,227)

:14.63,p < 0.01). Thus, partial support forHZawas found.

To test whether perceptions of communal ties with the brand decreased as power

declined, a2X3 X 2 mixed experimental design (where outcome and treatment were

between-subject factors and time, i.e., pre-vs. post-stressor, was a repeated measure) was

used. yielded significant two-way interactions between the pre- vs. post-stressor abridged

net communality indices and (i) the outcome (F(1, 234¡ : 62.87, p < 0.01) and (ii) the
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treatment (F(2,234): 18.81, p < 0.01), as well as significant main effect of the abridged

net comtnunality indices such that the pre-stressor magnitude of perceived communality

with the brand (M : 5.21) was higher than the post-stressor magnitude (M : 3.74;F(1,

234¡ : 332.17 , p < 0.01). No signihcant three-way interaction was found (F(2,234):

0.72, p > 0.10). In the positive outcome condition, the abridge d net communality index

pre-stressor (M : 5.14) was significantly higher than that post-stressor (M : 4.3 i; F(l,

234): 54.22, p < 0.01), indicating that regardless of treatment, the stressor has resulted

in reduced consumer-brand communality. A similar result was found in the negative

outcome condition (Mpre-stressor : 5.27 vs. Mposrstressor: 3.I7;F(I,234):34I.14,p <

0.01). While the pre-stressor magnitudes of abridged net communality indices across the

two outcomos (Mpositive :5.I4 vs. Mn.ou¡¡u":5.27) were not significantly different (F(1,

234¡ : 1 .38, p > 0.10), the post-stressor magnitudes were (Mporitive : 4.3 I vs. Mn.o"1¡u. :

3.I7;F(I,234): 51.37, p < 0.01). In the positive, negative, and control treatment

conditions, the abridged net communality indices pre-stressor were significantly higher

than those post-stressor (positive treatment: Mpre-stressor :5.27 vs. Mposr-stressor:4.11; F(1,

234) : 66.70, p < 0.01; negative treatment: Mpre-srressor : 5.06 vs. Mposr-stressor : 2.90;F(\,

234¡:246.r8, p < 0.01; control: Mpre-stressor :5.29 vs. Mpost-srressor: 4.2r;F(1,234¡:

57.30, p < 0.01). The pre-stressor indices were not different for those in the positive vs.

negative treatment conditions (F(1,234) : 2.2I, p > 0.10), positive vs. control treatment

conditions (F(I,234):0.02, p > 0.10), and negative vs. control treatment conditions

(F(I,234) :2.64, p > 0.10). However, the post-stressor indices were different for those in

thepositive vs. negative treatment conditions (F(I,234):79.89, p < 0.01) and the

negative vs. controi treatment conditions (F(I,234): 88,11, p < 0.01); no significant
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difference between those in the positive vs. control treatment conditions F(I,234):0.31,

p > 0. 10), once again, indicating that perhaps these two conditions behave similarly as

respondents assume that companies would treat them well.

Since all the dependent measures did not yield significant results,HZa was only

partially supported. However, these results raised the question whether power was

generated tluough the combined impact of outcome and treatment or only through

outcome (literature suggests that sense of powerlessness is primarily determined by the

perceived ability of an individual to impact the outcom"-a.9., Seeman 1959). When the

dependent variable (perceived powerlessness) was analysed by conducting a one-way

ANOVA with outcome as the independent variable, a main effect was found such that

those in the negative outcome condition (M: 5.05) felt more powerless than those in the

positive outcome condition (M: 3.52;F(I,227) : II9.57, p < 0.01). No such main effect

on level of power was witnessed when the independent variable was treatment (Mpositive:

4.27 vs. M.on1.o¡ : 4.15 vs. Mn"ru1;u" : 4.42;F(I,227): I.27, p > 0.10). This suggests that,

perhaps, power is driven by outcome and not by treatment.

To check results if only outcome were to determine power, H2a was tested by

conducting a one-way ANOVA with outcome as the factor. Results indicated significant

main effect such that those in the negative (vs. positive) outcome felt more powerless

(Mn.eutru.:5.05 VS. Mpositive :3.52;F(I,227): I20.45, p < 0.01) and alienated (Mn.go1¡u.

:5.15 vs. Mpositive:3.38; F(1,227): 108.34, p < 0.01), experienced greater intensity of

negative emotions (Mn"sutiu" :4.66 vs. Mpositive :3.40;F(l,227):70.40, p < 0.01),

offensive negative emotions (Mn.sotiu" : 5.14 vs. Mpositive :3.73;F(1,227): 80.09, p <

0.01) and defensive negative emotions (Mn.sotiu":3.88 VS. Mpositive :2.93;F(I,227):
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33.72, p < 0.01), weaker intensity of positive emotions (Mn.sotiu" : 1.55 vs. Mpositive :

3.61; F(1 ,227): 190.65, p < 0.01), lower state self esfeem (emotions state self-esteent

index: Mn.sotiu.:4.39vs.Mposirive:5.42iF(\,227):44.27,p<0.01;abridgedstateself-

esteent index: M¡so¿1iys :4.73 vS. Mpositive :5.23;F(I,227):74.05, p < 0.01), and more

unfavorable attitudes (toward the decision: Mns.u1¡u. : 7.96 vs. Mpositive : 5.98; F(I,227) :

884.63, p < 0.01:. treatntent: Mnsonl¡u" :2.74 vs. Mposirive :4.20;F(I,227):82.95,p <

0.0I; brandi M¡g"n1;ys : 3.92 vs. Mposirive : 5.20;F(I,227) : 77 .94, p < 0.07; top

managemenl: Mnsg¿1¡,s:3.16 vS. Mpositive:4.52;F(1,227):72.45, p < 0.01 branch

executives'. M¡eg¿1¡ys : 4.05 vs. Mo6s¡¡¡u" : 4.93;F(I,227) : 22.02, p < 0.01) and behavioral

intentions (Mn"sutiu. :2.93 vs. Mpositive :4.55;F(I,227):105.49,p < 0.01). Also, to test

change in communal ties, azXZ mixed experimental design ANOVA (where outcome

was a between-subjects factor and time was a repeated measure) was conducted which

yielded significant interactions between outcome and the pre- vs. post-stressor abridged

net contmunality indices (F(1,234):64.03, p < 0.01), as well as significant main effect

of the pre- vs. post-stressor abridged net communality indices (F(I,234):335.99,p <

0.01). Planned contrasts revealed a significant decrease in the perceptions of

communality for respondents in the two outcome conditions-positive (Mpre-srressor :5.I4

vs. Mposrstressor : 4.31; F(1, 234¡ : 54.22, p < 0.01) and negativ€ (Mpre-stress or: 5.27 vs.

Mposr-str.essor : 3.I7; F(l, 234) : 341.I4, p < 0.01). No significant difference was found in

the pre-stressor abridged net communality index across the two outcome conditions (F(1,

2347 : 1.38, p > 0.10). However, significant difference was evidenced in the post-stressor

abridged net communality index across the outcomes (F(1, 234): 51.37, p < 0.01). These

results indicated that as outcome was perceived to be negative, perceptions of
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communality with the brand decreased. Hence, H2ais fully supported if power is a

function of only outcome.

H2b: This hypothesis examines power at high and low levels, wherein, control

treatment is excluded, i.e., the impact of the outcomes (positive, negative) and treatments

(positive, negative) on the dependent measures. A two-way ANOVA with these factors

yielded significant interaction on magnitude of felt alienation (F(I,227):6.20,p <

0.05), negative emotions (F(I,227):5.53, p < 0.05), offensive negative emotions (F(1,

227):9.62,p < 0.01), positive emotions (F(I,227): I6.5J, p < 0.01), attitudes toward

the decision (F(1, 227¡ :3.93, p < 0.05), attitude toward the treatment (F(1, 227) : 5.19,

p < 0.05), attitude toward the top management (F(1, 227):3.98, p < 0.05) and behavioral

intentions (F(1,227):3.90, p < 0.05), marginally significant interaction on perceived

powerlessness (F(1,227):3.00, p < 0.10), abridged state self-esteem (F(I,227):3.70,p

< 0.10) and attitude toward the executives (F(1, 227¡:3.62,p < 0.10), and no significant

interaction on magnitude of defensive negative emotions (F(I,227):0.50, p > 0.10),

emotions state selÊesteem (F(1,227): 1.08, p > 0.10) and attitude toward the brand

(F(1,227) : 0.28, p > 0.10). Though no significant interaction between outcome and

treatment was found for post-stressor perceptions of communal ties with the brand (F(1,

234) : 1 .36, p > 0.10), the means were in the direction hypothesized, with post-stressor

net communality indices for those respondents in the negative outcome and negative

treatment condition being the lowest (M :2.40) and that in the positive outcome and

positive treatment condition being the highest (M:4.82).

Perceived powerlessness-In the negative outcome condition, those who were

negatively (vis-à-vis positively) treated reported no difference in their levels of
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powerlessness (M¡e"¿¡¡ue: 5.08 vs. Mpositive :5.23;F(1,227):0.36, p > 0.10). However,

in the positive olrtcome condition, those who were positively (vis-à-vis negatively)

treated reported marginally lower level of powerlessness (Mpositive : 3.32 vs. Mne,ative :

3.77;F(I,227):3.47,p < 0.10). Thus, sense of powerlessness is lowest (M:3.32) when

both outcome and treatment are positive. Felt alienation-In the negative outcome

condition, those who were negatively (vis-à-vis positively) treated felt more alienated

(Mn.sutiu. : 5.61 vS. Mpositive :4.91;F(I,227):5.49, p < 0.05). In the positive outcome

condition, those who were positively (vis-à-vis negatively) treated reported lower level of

alienation (Mpositive :2.70 vs. Mn"gu1¡u" :4.45;F(\,227):35.29, p < 0.01). Thus, felt

alienation is highest (M : 5.61) when outcome and treatment are both negative and

lowest (M:2.70) when they are both positive. Negative emotions-In the negative

outcome condition, those who were negatively (vis-à-vis positively) treated reported no

difference in their magnitude of negative emotions (Mneeutiue :4.84 vs. Mpositive :4.50;

F(I,227):1.74, p > 0.10). In the positive outcome condition, those who were positively

(vis-à-vis negatively) treated reported lower magnitude of negative emotions (Mpositiue :

292vs. M¡eg¿1¡ye :4.I3;F(I,227):22.08, p < 0.01). Thus, magnitude of negative

emotions is lowest (M:2.92) when outcome and treatment are both positive. Offensive

negative emotions-ln the negative outcome condition, those who were negatively (vis-à-

vis positively) treated reported no difference in their magnitude of offensive negative

emotions (Mn.sutiu.: 5.38 vS. Mpositive : 4.99;F(I,227): I.92, p > 0.10). In the positive

outcome condition, those who were positively (vis-à-vis negatively) treated reported

lower magnitude of offensive negative emotions (Mpositive :3.07 vs. M¡sg¿¡¡ys:4.68; F(1,

227¡:34.09, p < 0.01). Thus, magnitude of offensive negative emotions is lowest (M:
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3.07) when outcome and treatment are both positive. Positive emotions-In the positive

outcome condition, those who were positively (vis-à-vis negatively) treated reported

higher magnitude of positive emotions (Mpositive : 4.22 vs. Mn.o"11u ": 2.51 ; F(1, 227) :

44.50, p < 0.01). In the negative outcome condition, those who were negatively (vis-à-vis

pos"itively) treated reported no difference in their magnitude of positive emotions

(Mnreutiu. : I.46 vs. Mpositive: 1.68; F(I,227):0.71, p > 0.10). Thus, magnitude of

positive emotions is highest (M: 4.22) when outcome and treatment are both positive.

Abridged state self-esteetn-In the positive outcome condition, those who were positively

(vis-à-vis negatively) treated experienced higher state self-esteem (Mpositive: 5.50 vs.

Mn"gu1¡,. :4.94:F(I,227): 5.90, p < 0.05). In the negative outcome condition, those who

were negatively (vis-à-vis positively) treated reported no difference in their magnitude of

state self-esteem (Mn"sutiu. :4.68vs. Mpositive :4.61;F(I,227):0.10, p > 0.10). Thus,

magnitude of abridged state self-esteem is highest (M:5.50) when outcome and

treatment are both positive. Attitude toward the decision-In the positive outcome

condition, those who were positively (vis-à-vis negatively) treated reported more

favorable attitude toward the bank's decision (Mpositive :6.32 vs. Mn.ru1¡u.:5.64;F(1,

227) :8.56, p < 0.01). In the negative outcome condition, those who were negatively

(vis-à-vis positively) treated reported no difference in their attitude (Mn.eutiu.: 1.88 vs.

Mposirive: 1.90; F(I,227):0.01, p > 0.10). Thus, attitude toward the decision is most

favorable (M:6.32) when outcome and treatment are both positive. Attitude toward the

treattnent-In the positive outcome condition, those who were positively (vis-à-vis

negatively) treated reported more favorable attitude toward their treatment by the bank

(Mpositive :5.37 vs. Mn."u1¡u":2.23;F(I,227):126.66,p < 0.01). In the negative

r34 -



outcome condition, those who were negatively (vis-à-vis positively) treated reported

higher unfavorability in their attitude (Mn"gotiu. : I.63 vs. Mpositive : 3.86; F(1,227) :

67.7I, p < 0.01). Thus, attitude toward the treatment is most favorable (M: 5.37) when

outcome and treatment are positive and least favorable (M : 1.63) when they are both

negative. Attitude toward the top rnanagement-In the positive outcome condition, those

who were positively (vis-à-vis negatively) treated reported more favorable attitude

toward the bank's top management (Mpori¡i,s: 5.44 vs. Mn..u¡¡u" : 3.03; F(\,227):75.57,

p < 0.01). In the negative outcome condition, those who were negatively (vis-à-vis

positively) treated reported higher unfavorability in their attitud€ (Mn.eotiu. : 2.1 1 vs.

Mpositive :3.74;F(I,227) :32.93, p < 0.01). Thus, attitude toward the top management is

most favorable (M : 5.44) when outcome and treatment are positive and least favorable

(M:2.I1) when they are both negative. Attitude toward the branch executives-In the

positive outcome condition, those who were positively (vis-à-vis negatively) treated

reported more favorable attitude toward the campus branch's executives (Mpositive: 5.60

vs. Mn..u1¡u" : 4.03;F(1,,227) : 33.48, p < 0.01). In the negative outcome condition, those

who were negatively (vis-à-vis positively) treated reported higher unfavorability in their

attitude (Mn.sntiu. : 3.79 vs. Mpositive : 4.48;F(1,227): 4.38, p < 0.05). Thus, attitude

toward the branch executives is most favorable (M: 5.60) when outcome and treatment

are positive and least favorable (M:3.79) when they are both negative. Behavioral

intentions-In the positive outcome condition, those who were positively (vis-à-vis

negatively) treated reported more favorable behavioral intentions toward the bank

(Mposirive : 5.20 vs. Mn.oo¡¡u. :3.57;F(f ,227):35.97, p < 0.01). ln the negative outcome

condition, those who were negatively (vis-à-vis positively) treated reported higher
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unfavorability in their behavioral intentions (Mn""u1ru":2.40 vs. Mposirive :3.27;F(1,227)

:9.75, p < 0.01). Thus, behavioral intentions of respondents is most favorable (M :5.20)

when outcome and treatment are positive and least favorable (M: 2.40) when they are

both negative. These findings indicate that when both outcome and treatment are positive,

the magnitudes of perceived powerlessness, felt alienation, negative emotions and

offensive negative emotions are lowest, the magnitudes of positive emotions and state

self-esteem (emotions and abridged indices) are highest, and consumer attitudes toward

the decision, treatment, top management, and branch executives are most favorable.

Whereas, when outcome and treatment are both negative, the magnitude of felt alienation

is highest, and consumer attitudes toward the treatment, top management, and branch

executives are least favorable. As significant effects have not been found across all

dependent measures, H2b is partially supported.

H2c:Repeated-measures ANOVA was conducted with outcome and treatment as

the between-subjects factors and attitude target (three levels--4ecision, brand, and

executives) as the within-subjects factor. Significant main effect of attitude targets

(M¿".irion : 3.98 vs. M6run¿ : 4.55 vs. M6run.¡,_executives : 4.48;F(I,233) :24.54, p < 0.01)

where the attitude toward the decision was significantly different from and least favorable

compared to that toward the brand and the executives. Results indicated no significant

three-way interaction amongst attitude target, outcome, and treatment (F(2, 233¡ :2.18, p

> 0.10), however, a two-way interaction was evidenced between attitude target and

outcome (F(1, 233) :254.15, p < 0.01; see hgure 15). Planned contrasts revealed that

when outcome is negative, attitude toward the decision (Mean : 1.96) was significantly

different from the attitude toward the brand (M:3.88; F(I,233): 180.45, p < 0.01) and
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toward the executives (M : 4.041, F(l, 233) :2T7 .06, p < 0.01). No significant

differences were found between the attitude toward the brand and executives (F(1, 233):

1.36, p > 0.10). Similarly, under positive outcome condition, contrasts revealed that

attitude toward the decision (Mean:6.00) was significantly different from the attitude

toward the brand (M: 5.20; F(1, 233) : 32.87, p < 0.01) and that toward the executives

(M:4.90; F(1, 233) :61.88, p < 0.01); however, attitude toward the brand was also

significantly different from that toward the executives (F( 1, 233) : 4.55, p < 0.05). As

seen in H2a (simple effect of outcome type), attitudes toward the decision, brand, and

executives are more favorable in the positive outcome condition vis-à-vis those in the

negative outcome condition. Hence, if it is argued that power is a function of only

outcome, it can be seen that attitude toward the decision (vs. brand, executives) is most

sensitive to changes in perceptions of power, thereby, supporting H2c.

Figure 15: Interaction Effects of Outcome and Attitude Targets in Study 2

Outcome

- 
Posiiive

- - 'I'legative

Attitude
Means

A two-way interaction was also found between attitude target and treatment (F(2,

233) :5.90, p < 0.05; see figure 16). Contrasts revealed that when treatment was
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negative, attitude toward the decision, brand, and executives were not significantly

different from one another (M¿."irion :3.79 vs. M6ron¿ :3.6I vs. M6ron"¡.,_executives :3.87

F(I,233):0.22, p > 0.10). However, in the positive treatment condition, contrasts

revealed that these attitudes were different (M¿..¡r;on:4.22 vs. M6,¿¡¿:5.17 vs.

Mbro,.,"r,_.*".,¡tives : 5.05; F(1, 233):23.24, p < 0.01), where attitude toward the decision

was significantly different from the attitude toward the brand (F(1, 233) : 30.03, p <

0.01) and that toward the executives (F(1, 233):25.26, p < 0.01); attitude toward the

brand was not significantly different from that toward the executives (F(1, 233):0.43,p

> 0.10). Under control treatment condition, contrasts revealed that these attitudes were

significantly different from each other (M6".¡5¡6¡ :4.07 vs. M6ron6 :4.92 vS. Ms¡ssu1¡ys5:

4.55; F(1, 233):7.33,p < 0.01)-specifically, attitude toward the decision was

significantly different from the attitude toward the brand (F(i, 233) :23.I9, p < 0.01)

and that toward the executives (F(1, 233) :7 .33, p < 0.01); attitude toward the brand was

also significantly different from that toward the executives (F(1, 233):4.45,p < 0.05).

Contrasts on attitude targets also revealed significant difference in treatments for attítude

toward the decision (Mpositive : 4.22 vs. Mç6¡¡6¡ : 4.04 vs. Mn"ro1¡u" :3.79;F(2,233) :

3.30, p < 0.05) where this attitude under negative treatment was significantly different

from that under positive treatment (F(1, 233) : 6.37, p < 0.05). No differences were

found between the attitudes in the negative vs. control treatment conditions (F(i, 233) :

2.72,p > 0.10) and the positive vs. control treatments (F(1, 233) :0.'/2, p > 0.10).

Contrasts on attitude toward the brand indicated significant differences across the

treatment conditions (Mposilive : 5.17 vs. M"on¡s1 : 4.92 vs. Mn""o1¡u" :3.6I;F(2,233) :

47.36, p < 0.01) where this attitude under negative treatment was significantly different
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from that under positive treatment (F(1, 233) : 81.96, p < 0.01) and from that under

control treatment (F(1, 233) : 56.92, p < 0.01); no difference was found between the

attitudes in the positive vs. control treatments (F(1, 233) :2.00, p > 0.10). Contrasts on

attitude toward the executives indicated significant differences across the treatment

conditions (Mposìtive : 5.05 vs. M"on1'o1 : 4.55 vs. Mn.ro¡¡u. : 3.87;F(2,233) : 24.10, p <

0.01) where this attitude under negative treatment was significantly different from that

under positive treatment (F(1, 233) : 47.79, p < 0.01) and from that under control

treatment (F(1, 233) : 15.52,p < 0.01); significant difference was found befween the

attitudes in the positive vs. control treatments as well (F(I,233): 8.35, p < 0.01).

Figure 16: Interaction Effects of Treatment and Attitude Targets in Study 2

Treatment

- 
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-- Negativ¿
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Based on this discussion, since both outcome and treatment have not interacted

with the three attitude targets, H2c is not supported. However, if power is considered as

function of only outcome, H2c is fully supported.

Five attitude targets-Repeated-measures ANOVA with outcome and treatment

as the between-subjects factors and attitude target ffive levels - decision, treatment,

'---\---*f ¿¿¿¿¿¿¿'
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brand, top management, and executives) as the within-subjects factor indicated a main

effect of attitucle target (M¿".i.ion :4.02 vs. M1¡s¿1ms¡t:3.47 vs. M5¡¿¡6 :4.55 vs.

M,op_n.'onog.n1s¡¡: 3.84 VS. M6¡¿¡¿¡_execuri'es : 4.48;F(I,233):37.36, p < 0.01) where

attitude toward the decision was more favorable that than toward the treatment (F(1, 233)

: 30.09, p < 0.01), less favorable than that toward the brand (F(1, 233) :28.16, p < 0.01)

and tlre branch executives (F(1,233):22.33, p < 0.01), and marginally more favorable

that that toward the top management (F(1, 233):3.07,p < 0.10). Attitude toward the

treatment was significantly less favorable than attitude toward the brand (F(1, 233) :

118.47, p < 0.01), the top management (F(1, 233¡: 13.94, p < 0.01), and the branch

executives (F(1, 233) : 104.25, p < 0.01). While attitude toward the brand was more

favorable than that toward the top management (F(1, 233):50.63, p < 0.01), it was not

significantly different from that toward the branch executives (F(1, 233) : 0.50, p >

0.10). Attitude toward branch executives was more favorable than toward the top

management (F(1, 233):41.95, p < 0.01). These results indicate that the attitude toward

the treatment was the least favorable; as seen in study one, attitude toward the brand and

branch executives were not significantly different from each other, indicating that

perhaps respondents did not attribute the blame of the decision to the branch executives

or the brand. The attitudes toward the decision and top management were marginally

different from each other indicating that respondents might have attributed the decision to

the top management.

Repeated-measures ANOVA provided evidence of interaction between attitude

targets and outcomes (F(1, 233):2I1.76, p < 0.01; see f,rgure 17). Contrasts revealed

that in the positive outcome condition, the attitudes were significantly different across all
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five levels (M¿..tsion :6.00 vs. M1¡g¿1rnsú:4.20 vS. M6¡¿¡¿ :5.20 VS. M¡6p_¡1¿nagemenr :4.5I

VS. M¡¡¿¡s¡_execurives :4.90;F(1,233):36.48, p < 0.0i). In this case, attitude toward the

decision was more favorable than that toward the treatment (F(1, 233):166.78,p <

0.01), the brand (F(1,233):32.87,p < 0.01), the top management (F(1,233¡:114.18, p

< 0.01), and the branch executives (F(1, 233) : 61.88, p < 0.01). Attitude toward the

treatment was less favorable than that toward the brand (F(1, 233) : 51.57, p < 0.01), the

top management (F(1, 233) : 4.97 , p < 0.05), and the branch executives (F(1, 233) :

25.48, p < 0.01). Attitude toward the brand was more favorable than that toward the top

management (F(1, 233):24.53, p < 0.01) and the branch executives (F(1, 233) :4.55,p

< 0.05). Attitude toward the branch executives was more favorable than that toward the

top management (F(1, 233¡ :7 .95, p < 0.01). Similarly, in the negative outcome

condition, the attitudes were significantly different across all five levels (M¿."ision :1.96

VS. Mrs¿1ms',n:2.7I vS. M6run6 : 3.88 vs. M¡oo_n-',unagemenr : 3.15 VS. M6¡¿¡s¡_execurives : 4.05;

F(1,233):208.79, p < 0.01). In this case, attitude toward the decision was more

unfavorable than that toward the treatment (F(1, 233¡:28.I4, p < 0.01), the brand (F(1,

233):180.45, p < 0.01), the top management (F(1, 233):69.95, p < 0.01), and the

branch executives (F(1, 233) :2I7.06, p < 0.01). Attitude toward the treatment was less

favorable than that toward the brand (F(1, 233) :67.62, p < 0.01), the top management

(F(1, 233) :9.36, p < 0.01), and the branch executives (F(1, 233) : 88.89, p < 0.01).

Attitude toward the brand was more favorable than that toward the top management (F(1,

233¡:26.14, p < 0.01), but not significantly different from that toward the branch

executives (F(1,233) :1.36, p > 0.10). Attitude toward the branch executives was more

favorable than that toward the top management (F(1, 233) : 40.57, p < 0.01). As already
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discussed inH2a, positive outcome condition respondents reported having more

favorable attitudes as compared to respondents in the negative outcome condition.

Figure 17: Interaction Effects of Outcome and Attitude Targets (Decision,
Treatment, Brand, Top Management, and Branch Executives) in Study 2

0utcomes
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Attitude
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No three-way interaction amongst attitude targets, outcomes and treatments were

found (F(2,233):0.34, p > 0.10); no two-way interaction was found between attitude

targets and treatments (F(2, 233): 7.54,p > 0.10). Hence, if power were considered to be

a function of only outcome, H2c would be supported, since results indicate that attitude

toward the decision is most sensitive to perceptions of power as compared to the other

attitude targets.

H3a:Thuee-way ANOVA with relationship type, outcome, and treatment as

factors indicated significant three-way interaction only on defensive negative etnotions

(F(2, 227) : 3.4I, p < 0.05). However, further analysis indicated a main effect on

outcome to be driving this interaction such that those who experienced positive outcome

t42



repofted lower magnitude of defensive negative emotions (M: 2.93) compared to those

experiencing negative outcome (M:3.89; F(1,227):33.10, p < 0.01). No significant

three-way interactions were found in perceived powerlessness (F(2, 227) : 0.52, p >

0.10), felt alienation (F(2, 227):2.19,p > 0.10), negative emotions (F(2,227): 1.70,p

> 0.10), offensive negative emotions (F(2,227):0.66, p > 0.10), positive emotions (F(2,

227¡ : 0.18, p > 0.10), emotions state selÊesteem (F(2, 227) : 0.24, p > 0.10), abridged

state self-esteem (F(2, 227¡ : 1 .00, p > 0.10), attitudes toward the decision (F(2, 221) :

1.13,p>0.10),thetreatment(F(2,227¡:1.63,p >0.10),thebrand (F(2,227):0.13,p

> 0.10), the top management(F(2,227):0.58, p > 0.10) and the branch executives (F(2,

221):0.76,p > 0.10), and behavioral intentions (F(2, 227¡:0.41, p > 0.10). Hence,

relationship type is not found to moderate the combined influence of outcome and

treatment (i.e., manipulated power) on the dependent measures. The inability to find

significant differences might be attributed to the homogeneity of variances across the two

relationship types (as discussed earlier). Thus, H3a is not supported.

H3b:Repeated-measures ANOVAs analyzing the pre- and post-stressor changes

in relationships for respondents across outcomes, treatments, and relationship types were

performed in order to subsequently gauge whether the predictions made in H3b for

respondents in the high power (both outcome and treatment positive) condition should be

statistically examined or not. On the abridged net communality indices, no significant

four-way interactions amongst the indices, relationship types, outcomes, and treatments

(F(2,234):0.22, p > 0.10), three-way interactions amongst (i) the indices, outcomes,

and treatments (F(2, 234):0.69, p > 0.10), (ii) the indices, relationship types, and

treatments (F(2,234):0.16, p > 0.10) and (iii) the indices, relationship types, and
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outcomes (F(2, 234) : 2.43, p > 0.10), and two-way interaction of the indices and

relationship types (F(1 ,234): L.43, p > 0.10) were found. Significant two-way

interactions were found between (a) the indices and outcomes (F( 1 , 234) : 63. 1 3, p <

0.01) and (b) the indices and treatments (F(2, 234) : 19.07, p < 0.01). Contrasts for these

have already been discussed under H2a results. Further, main effect of the indices was

found such that the pre-stressor level of abridged net cotnmunality (M:5.2i) was higher

than that post-stressor (M : 3.74;F(I,234):332.99, p < 0.01). For the pre- vs. post-

stressor abridged net communality indices, H3b could not be supported as relationship

type was not a significant moderator.

For abridged communal relations scale, no significant four-way interactions

amongst the scales, relationship types, outcomes, and treatments (F(2, 234) : 1.00, p >

0.10), three-way interactions amongst (i) the scales, outcomes, and treatments (F(2,234)

: I.87, p > 0.10), (ii) the scales, relationship types, and treatments (F(2, 234¡:0.73,p >

0. 10) and (iii) the scales, relationship types, and outcomes (F(1, 234) : I .90, p > 0.10),

and two-way interaction of the scales and relationship types (F(1,234):2.29, p > 0.10)

were found. Significant two-way interactions was found between the scales and outcomes

(F(T,234):26.31, p < 0.01). Contrasts in the positive outcome condition revealed that

the pre-stressor level of communal relations (M: 3.93) was higher than that post-stressor

(M : 3.30; F(I,234):20.25, p < 0.01); similarly, in the negative outcome condition, the

pre-stressor level of communal relations (M:4.11) was higher than that post-stressor (M

:2.46;F(l.234):1.63.64, p < 0.01). The pre-stressor level of communal relations did

not vary by outcome (F(1,234): I.65, p > 0.10), while the post-stressor level of

communal relations was higher in the positive outcome vis-à-vis negative outcome
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condition (F(r,234) : 36.20, p < 0.01). Two-way interaction was found between the

scales and treatments as well (F(2, 234) : 7 .64, p < 0.01). Contrasts in the positive

treatment condition, revealed that the pre-stressor level of communal relations (M :4.06)

was lrigher than that post-stressor (M : 3.25; F(1,234) : 2r.18, p < 0.01). Similar results

were found in the control treatment (Mpre-srressor : 4.I3 vs. Mposr-stressor : 3.2I; F(I, 234) :

26.54, p < 0.01) as well as negative treatment conditions (Mpre-str.essor: 3.86 vs. Mpost-stressor

:2.19:F(1,234) : 98.45, p < 0.01). The pre-stressor level of communal relations did not

vary signif,rcantly across the treatments (F(2, 234): I.02,p > 0.10). However, the post-

stressor levels varied (F(2,234) : 25.17 , p < 0.01). Contrasts revealed that the post-

stressor scores were significantly higher in the positive vis-à-vis negative treatment

conditions (F(1,234) : 40.12, p < 0.01) and the control vis-à-vis negative treatment

conditions (F(1,234):34.74,p < 0.01); however, no differences were found in the

positive vis-à-vis control treatment conditions (F(1,234):0.13, p > 0.10). Also, main

effect of the scales was found such that the pre-stressor level of abridged communal

relations scale (M:4.01) was higher than that post-stressor (M:2.88; F(1, 234¡:

130.16, p < 0.01). However, for the pre- vs. post-stressor abridged communal relations

scales, H3b could not be supported as relationship type was not a significant moderator.

For abridged exchange relqtions scale, no significant four-way interactions

amongst the scales, relationship types, outcomes, and treatments (F(2, 234¡ : l.I7 , p >

0.10), three-way interactions amongst (i) the scales, outcomes, and treatments (F(2,234)

: 1.63, p > 0.10), (ii) the scales, relationship t¡rpes, and treatments (F(2, 234¡ : 1.64,p >

0.10) and (iii) the scales, relationship types, and outcomes (F(1, 234):0.00, p > 0.i0),

and two-way interaction of the scales and treatments (F(2, 234):0.14,p > 0.i0) were
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found. Significant two-way interactions were found between the scales and outcomes

(F(I,234):5.44, p < 0.05). in the positive outcome condition, the pre-stressor level of

exchange relations (M : 4.64) was lower than that post-stressor (M : 4.99;F(1,234) :

5.78,p < 0.05); similar results were found in the negative outcome condition as well

(Mpre-stressor :4.65 vs. Mpost-st'essor: 5'84; F(1, 234) 32.06, p < 0.01). While the pre-

stressor scores were not significantly different across the two outcomes (F(I,234):0.00,

p > 0.10), the post-stressor level of exchange relations was higher amongst the

respondents in the negative vis-à-vis positive outcomes (F(1,234): I1.25, p < 0.01).

Two-way interactions were also found between the scales and relationship types (F(1,

234):43.64, p < 0.01). Contrasts based on this interaction revealed that respondents

experiencing communal ties with the brand increased their post-stressor level of

exchange ties with the brand (Mpre-stressor:3.55 vs. Mpost-stressor: 4.84;F(1,234):75.06,

p < 0.01). However, those experiencing exchange ties with the brand did not report any

significant changes in their post-stressor level of exchange ties with the brand (Mp.e-stressor

: 5.73 vs. Mposr-srressor : 5.63; F(1, 234):0.44,p > 0.10). Further, the pre-stressor level of

exchange relations was higher amongst those in the exchange vis-à-vis communal

relationship type (F(i, 234) :216.55, p < 0.01); similar results were found in the post-

stressor level of exchange relations (F(1, 134) :29.39, p < 0.01). Also, main effect of the

scales was found such that the post-stressor level of abridged exchange relations scale (M

:5.23) was higher than that pre-stressor (M : 4.64;F(I,234¡:32.17, p < 0.01). Thus,

H3b could not be supported as relationship type was not a signif,rcant moderator of the

impact of power on the pre- vs. post-stressor abridged excltange relations scales.
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Similarly, for the forced choice question (anchored by 1 : businessperson and 8 :

close friend) to capture the change in perceived relationship type of the respondent with

the bank, no significant four-way interactions amongst the pre- vs. post-stressor scales,

relationship types, outcomes, and treatments (F(2, 234¡:0.41,p > 0.10), three-way

interactions amongst (i) the scales, outcomes, and treatments (F(2, 234) : 1.15, p > 0.10),

(ii) the scales, relationship types, and treatments (F(2, 234): 1.04,p > 0.10) and (iii) the

scales, relationship types, and outcomes (F(1, 234¡:1.00, p > 0.10) were found.

Significant two-way interactions were found between the scales and outcomes (F(1, 234)

:20.47 , p < 0.01). In the positive outcome condition, respondents viewed the bank more

as a close friend pre-stressor (M: 4.17) thanpost-stressor (M : 3.48; F(l, 234¡: 19.2I,

p < 0.01); similar results were found in the negative outcome condition as well (Mp.e-

srressor: 4.47 vs. Mporur,r"rror:2.76;F(I,234) 1I4.53, p < 0.01). While the pre-stressor

scores were only marginally different across the two outcomes (F(I,234): 3.59, p <

0.10), the post-stressor view of the bank as a businessperson was higher amongst the

respondentsinthenegativevis-à-vispositiveoutcomes (F(1,234):20.67,p<0.01).

Two-way interactions were also found between the scales and treatments (F(2, 234¡:

9.26, p < 0.01). Contrasts in the positive treatment condition, revealed that respondents

viewed the bank more as a close friend pre-stressor (M: 4.32) than post-stressor (M:

3.49;F(I,234¡: 17 .67, p < 0.01). Similar results were found in the control treatment

(Mpre-stressor :4.40 vs. Mposr-srÌessor: 3.52;F(I,234): 18.57, p < 0.01) as well as negative

treatment conditions (Mpre-stressor : 4.24 VS. Mpost-srressor : 2.36;F(l,234):96.69,p <

0.01). The pre-stressor view of the bank as more of a close friend did not vary across the

treatments (F(2,234):0.15, p > 0.10). However, the post-stressor levels varied (F(2,
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234¡:22.94, p < 0.01). Contrasts revealed that the post-stressor view of the bank as a

businessperson were significantly lower in the positive vis-à-vis negative treatment

conditions (F(I,234) :34.24, p < 0.01) and the control vis-à-vis negative treatment

conditions (F(1,234) : 34.16, p < 0.01); however, no differences were found in the

positive vis-à-vis control treatment conditions (F(1,234):0.00, p > 0.10). Two-way

interactions were also found between the scales and relationship types (F(I,234):31.18,

p < 0.01). Contrasts based on this interaction revealed that respondents experiencing

communal ties with the brand changed their view of the brand to be more like a

businessperson (Mpr"-st¡essor: 5.81 vs. Mpost-stressor: 3.98; F(1,234): 131.84, p < 0.01).

Similarly, those experiencing exchange ties with the brand increased their view of the

brand as a businessperson (Mpre-srressor- :2.83 vs. Mposr-stressor : 2.26;F(|,23+¡: 12.38,p <

0.01). Pre-stressor, respondents in the communal relationship condition viewed the brand

more as a close friend (F(I,234):344.31, p < 0.01); similar results were found post-

stressor as well (F(I,234): 113.49, p < 0.01). Also, main effect of the scales was found

such that the post-stressor view of the bank was more of a businessperson (M :3.12)

than that pre-stressor (M : 4.32;F(1,234¡ :32.17 , p < 0.01). Nevertheless, H3b could

not be supported as relationship type was not a significant moderator of the impact of

power on the pre- vs. post-stressor perception of change in relationship type.

The picture questions used to capture changes in relative relationship type

presented similar findings. There were no significant interactions of relationship types

with outcomes and treatments (i.e., manipulated power) when asked (i) to what extent the

picture group depicting exchange/business ties represented respondents' relationships

with the bank (F(2, 234¡ :0.60, p > 0.10), (ii) to what extent the picture group depicting
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communal/close friendship ties represented respondents' relationships with the bank (F(2,

234¡ :0.33, p > 0.10), and (iii) to what extent the bank represented exchange/business

ties vs. communal/close friendship ties (F(2,234):0.93, p > 0.10).

Post-stressor, when asked to choose the picture group (exchange versus

communal ties) that best represented their relationship with the brand (see table 72 for

cross-tabulation results), more respondents in the negative outcome condition (regardless

of treatment) chose the picture group depicting exchange ties. Whereas, consumers in the

exchange condition continued to select the picture group that represented exchange ties as

the best representative of their relationship with the brand, consumers in the communal

condition changed their view of the relationship based on how their outcome and how

they were treated. If they perceived the treatment to be negative and./or the outcome to be

negative, they changed their relationship with the brand to be more exchange and less

communal. However, there is no evidence of change in level of communality or exchange

when power is high. Overall, except for changes in communality or exchange based on

outcome or treatment or relationship, there is no interaction amongst these factors.

Hence, H3b is not supported.
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Table 12: Cross-Tabulation Results for Post-Stressor - Picture Group Best
Representing Relationship with the Brand in Study 2

H4: In order to test the mediations, structural equation modeling analyses (highly

recommended for simultaneously testingthe relationship amongst multiple independent

variables, mediators, and dependent variables) were performed by adopting the

bootstrapping technique for examining mediation in small samples without violating

assumptions of normality of the data (Bollen and Stine 1990; Efron and Tibshirani T993;

Shrout and Bolger 2002). AMOS 16 was used to test the hypothesized structural model

for mediation (figure 18a); 5000 bootstrap iterations were conducted. Due to limited

space, the underlying scale measures for each of the latent variables (independent

variable: powerlessness; mediators: felt alienation, offensive negative ernotions,

defensive negative emotions, positive emotions; dependent variables: attitude toward the

decision, attitude toward the treatment, attitude toward the brand, attitude toward the top

management, and attitude toward the branch executives) are not depicted.
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Figure 18a: Hypothesized Structural Model for H4 in Study 2

Ilediato¡s
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Factor analysis þrincipal component analysis with varimax rotation) on the

mediators was conducted in order to verify convergent and discriminant validities of the

constructs (Fornell and Larcker 1981). The scale reliabilities, aveÍage variance extracted

(AVE), and squared correlations between all pairs of factors are provided in table 13. The

Cronbach's alpha for all constructs is clearly above 0.8 and, hence, indicative of good

scale reliability (Nunally 1978). AVE for all four constructs is greater than 0.5 indicating

convergent validity (Fornell and Larcker 1981). Also, the squared correlations between

all pairs of factors are less than their AVE. This indicates discriminant validity, i.e., the

constructs are different from one another (Fornell and Larcker 1981). Hence, the affective

mediators demonstrate adequate construct validity.

Independent Yaricble
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Table 13: Scale Reliabilities, AVE, and Squared Correlations in Study 2

Constructs Reliabilities AVE
Felt Alienation 0.81 0.60
Offensive Negative Emotions O.g4** 0.68
Defensive Negative Emotions 0.86** O.7I
Positive Emotions o.g7** 0.85

* Pearson's corre lation (as the construct has only two measures) ** Cronbach's Alpha

Constructs Squared
Correlations

Positive Emotions-Felt Alienation
Positive Emotions-Offensive Negative Emotions
Positive Emotions-Defensive Negative Emotions
Felt Alienation-Offensive Negative Emotions
Felt Alienation-Defensive Negative Emotions

0.40
0.36
0.1s
0.48
0.24

OffensiveNegativeEmotions-DefensiveNegativeEmotions 0.53

Conf,rrmatory factor analysis on the overall model (figure 18a) revealed a chi-

square of 3013.32 (df : 1l2l,p < 0.01), CFI:0.87, and RMSEA:0.08, indicating good

fit of the data with the hypothesized model (Hu and Bentler 1999). The parameter

estimates (i.e., standardized regression coefficients), standard errors (s.e.), 95o/obias-

corrected confidence intervals (BC CÐ, and significance levels are detailed intable 14;

the significant and non-significant paths are depicted in figure 18b.
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Figure 18b: Significant and Non-Significant Paths of the Structural Model for H4 in
Study 2

+ riguüatp:ù

-153-



Table 14: Standardized Parameter Estimates, Standard Errors, Significance Levels,
and 95o/o Bias-Corrected ConfTdence Intervals from Test of H4 in Study 2

Hyp o !_h 
-e 

qizg-d P3th"q

tr'rom To
Parameter Estimates pc9_5o/o CI

Standarclized Loryer Upner
Powerlessness

)
)
)
)
)
)
)
)
)

Alienation
)
)
)
)
)*örtéililä-.----

Negative
Emotions

Alienation
Offensive Negative Emotions
Defensive Negative Emotions
Positive Emotions
Decision Attitude
Treatment Attitude
Brand Attitude
Top Management Attitude

0.06 < 0.01
0.06 < 0.01
0.08 < 0.01
0.05 < 0.01
0.08 < 0.01
0.08 > 0.10
0.09 > 0.10
0.08 > 0.10
0.10 > 0.10

0.44 0.69
0.40 0.64
0.21 0.53
-0.65 -0.46
-0.40 -0.09
-0.18 0.14
-0.22 0.12
-0.11 0.15
-0.08 0.30B ¡.qn gh_ Ex g-c uliye q Attilu_dg

0.51
0.54
0.38
-0.56
-0.24
-0.01
-0.05
-0.01

0.12

Decision Attitude
Treatment Attitude
Brand Attitude
Top Management Attihrde
Branch Executives Attitude

Decision Attitude
Treatment Attitude
Brand Attitude
Top Management Attitude
Branch Executives Attitude

-0.27
-0.31
-0.2t
-0.28
-0.39

0.09 < 0.01
0.11 < 0.01
0.1I < 0.10
0.10 < 0.01
0.13 < 0.01

-0.46
-0.52
-0.40
-0.46

. -9'-6-a-

-0.09
-0.08
0.02
-0.05
-0.14

0.19
0.45
0.s0
0.46
o.-l"f

)
)
à
)
+

-0.03
-0.40
-0.s3
-0.41

:0-'94

0.00
0.22
0.24
0.23
-0.09

0.15
0.15
0.15
0. 13

- -o-'l-l

> 0.10 -0.32 0.24
< 0.01 -0.t2 -0.12
< 0.01 -0.84 -0.26
< 0.01 -0.15 -0.24
> 0.10 -0.35 0.29-öei*öi;ê

Negative
Emotions

Positive
Emotions

)
)
)
)
)

Decision Attitude
Treatment Attitude
Brand Attitude
Top Management Attitude
Branch Executives Attitude

0.14 > 0.10 -0.30
0.10 < 0.05 0.04
0.11 <0.05 0.04
0.11 < 0.05 0.04
0.12 > 0.10 -0.32

)
)
)
)
)

Decision Attitude
Treatment Attitude
Brand Attitude
Top Management Attifude
Branch Executives Attitude

0.34
0.14
0.08
0.1 I
0.15

0.08
0.09
0.09
0.08
0.09

< 0.01
> 0.10
> 0.10
> 0.10
< 0.10

0.19 0.49
-0.04 0.32
-0.09 0.26
-0.04 0.27
-0.01 0.33

These results, overall, seem to indicate that the relationship between perceived

powerlessness and attitude toward (i) the decision is partially mediated by felt alienation

and positive emotions, (ii) the treatment is fully mediated by felt alienation, offensive and

t54 -



defensive negative emotions, (iii) the brand is fully mediated by felt alienation, offensive

and defensive negative emotions, (iv) the top management is fully mediated by felt

alienation, offensive and defensive negative emotions, and (v) the branch executives is

fully mediated by felt alienation and positive emotions. An interesting finding is that

defensive negative emotions (unlike felt alienation and offensive negative emotions) have

a positive impact on the consumer attitudes, which seem to imply that the greater the

magnitude of defensive negative emotions, the more favorable are consumer attitudes. ln

order to verify these findings, Baron and Kenny's (1986) guidelines were adopted.

Powerlessness )Mediators )Attitude toward the Decision-The first step was to

compute the bivariate path coeff,rcients between the independent variable (perceived

powerlessness) and the dependent variable (attitude toward the decision). This path

(standardized beta) coefficient ('c ) was significant and negative indicating that there is

an inverse relationship between powerlessness and attitude toward the decision (c: -

0.60, s.e. :0.06, p < 0.01, 95%BC CI: -0.71 to -0.48). Since the95o/o BC CI excludes

0, the null hypothesis that there is no relationship between perceived powerlessness and

attitude toward the decision is rejected. The second step was to test the bivariate paths

between the independent variable þerceived powerlessness) and the mediators (felt

alienation, offensive negative emotions, defensive negative emotions, and positive

emotions). These path (standardized beta) coefficients ('a') were also significant-

datienarion :0.57 (s.e. : 0.06, p < 0.01, 95%BC CI:0.44 to 0.69), doffensive_negative_emotions :

0.54 (s.e. : 0.06, p < 0.01, 95%BC CI : 0.40 Ío 0.64), ddefensive_negative_emotions : 0.39 (s.e.

: 0.08, p < 0.01, 95%BC CI:0.23 to 0.53), âtrd dpositive_enrotions : -0.56 (s.e. : 0.05, p <

0.0I,95o/o BC CI: -0.65 to -0.46). Again, the exclusion of 0 in the 95%BC CIs rejects
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the null hypothesis that there is no relationship between perceived powerlessness and the

four mediators. The third step was to compute the path coefficients from independent

variable (perceived powerlessness) to the dependent variable (attitude toward the

decision) while allowing the four mediators to also predict the dependent variable.

Arnongst the mediators, only felt alienation (coefficient: -0.30, s.e. :0.10, p < 0.01,

95%BC CI : -0.50 to -0.12) and positive emotions (coefficient : 0.38, s.e. : 0.08, p <

0.01,95o/o BC CI : 0.22 to 0.53) had an impact on the dependent variable. The

standardized regression coefficient between perceived powerlessness and the attitude

toward the decision was -0.25 (s.e. : 0.08, p < 0.01, 95%BC CI: -0.43 to -0.10) which

has dropped when compared to c, thereby, providing evidence of mediation. From the

parameter estimates of the full structural model (table 14), since the path coefficient ('c'

') from perceived powerlessness to the attitude toward the decision is significantly

different from 0, partial mediation of the relationship between perceived powerlessness

and attitude toward the decision by felt alienation and positive emotions is supported.

Furthermore, the overall standardized indirect effect of mediation (coefficient: -0.36)

was also found to be significant (s.e. : 0.05, p < 0.01, 95%BC Cl: -0.47 to -0.28).

Powerlessness )Mediators )Attitude toward the Treatment-Jhe first step was

to compute the bivariate path coefficients between the independent variable (perceived

powerlessness) and the dependent variable (attitude toward the treatment). This path

(standardized beta) coefficient ('c') was significant and negative indicating that there is

an inverse relationship between powerlessness and attitude toward the treatment (c: -

0.40 (s.e. :0.07, p < 0.01, 95%BC CI: -0.52 to -0.25). Since the 95o/o BC CI excludes

0, the null hypothesis that there is no relationship between perceived powerlessness and
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attitude toward the treatment is rejected. The second step was to test the bivariate paths

between the independent variable (perceived powerlessness) and the mediators (felt

alienation, offensive negative emotions, defensive negative emotions, and positive

emotions). The path (standardized beta) coeff,rcients ('a') have already been provided in

the previous paragraph. The third step was to compute the path coefficients from

independent variable (perceived powerlessness) to the dependent variable (attitude

toward the treatment) while allowing the four mediators to also predict the dependent

variable. Amongst the mediators, only felt alienation (coefficient : -0.30, s.e. : 0.1 1, p <

0.0I,95o/o BC CI: -0.51 to -0.08), offensive negative emotions (coefficient: -0.40, s.e.

: 0.15, p < 0.01, 95%BC CI: -0.73 to -0.I2), and defensive negative emotions

(coefficient:0.22, s.e. : 0.10, p < 0.05, 95%BC CI: 0.04 to 0.46) had an impact on the

dependent variable. An interesting finding is that defensive negative emotions (unlike felt

alienation and offensive negative emotions) have a positive impact on consumer attitude

toward the treatment. The standardized regression coefficient between perceived

powerlessness and the attitude toward the treatment was not significantly different from 0

(p > 0.10, 95%BC CI: -0.18 to 0.12) which has dropped when compared to c, thereby,

providing evidence of mediation. From the parameter estimates of the full structural

model (table 14), since the path coefficient ('c") from perceived powerlessness to the

attitude toward the treatment is not significantly different from 0, full mediation of the

relationship between perceived powerlessness and attitude toward the treatment by felt

alienation, offensive negative emotions, and defensive negative emotions is supported.

Furthetmore, the overall standardized indirect effect of mediation (coefficient: -0.38)

was also found to be significant (s.e. :0.06, p < 0.01, 95%BC CI: -0.51to -0.27).
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Powerlessness )Mediators )Attitude toward the Brand-The first step was to

compute the bivariate path coefficients between the independent variable (perceived

powerlessness) and the dependent variable (attitude toward the brand). This path

(standardized beta) coefficient ('c') was significant and negative indicating that there is

an inverse relationship between powerlessness and attitude toward the brand (c: -0.41,

s.e. :0.07, p < 0.01, 95%BC CI: -0.54 to -0.26). Since the95o/o BC CI excludes 0, the

null hypothesis that there is no relationship between perceived powerlessness and attitude

toward the brand is rejected. The second step was to test the bivariate paths between the

independent variable þerceived powerlessness) and the mediators (felt alienation,

offensive negative emotions, defensive negative emotions, and positive emotions). The

path (standardized beta) coefficients ('a')have already been provided in earlier. The third

step was to compute the path coefficients from independent variable þerceived

powerlessness) to the dependent variable (attitude toward the brand) while allowing the

four mediators to also predict the dependent variable. Amongst the mediators, offensive

negative emotions (coeff,rcient: -0.54, s.e. :0.15, p < 0.0I,95o/o BC CI: -0.86 to -0.27)

and defensive negative emotions (coeff,rcient:0.24, s.e. :0.11, p < 0.05, 95o/oBC CI:

0.05 to 0.50) had a significant impact on the dependent variable; felt alienation had a

marginally significant impact (coefficient: -0.21, s.e. : 0.11, p < 0.L0,95o/o BC CI : -

0.40 to 0.02). This indicates that felt alienation might not have as much of an impact on

attitude toward the brand as compared to offensive and defensive negative emotions.

Defensive negative emotions, once again, have a positive impact on consumer attitude

toward the brand. The standardized regression coefhcient between perceived

powerlessness and the attitude toward the brand was not significantly different from 0 (p
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> 0.10, 95% BC Cl : -0.23 to 0.09) which has dropped when compared to c, thereby,

providing evidence of mediation. From the parameter estimates of the full structural

model (table 14), since the path coefficient ('c' ') from perceived powerlessness to the

attitude toward the brand is not significantly different from 0, full mediation of the

relationship between perceived powerlessness and attitude toward the brand by offensive

negative emotions, defensive negative emotions, and (marginally by) felt alienation is

supported. Furthermore, the overall standardized indirect effect of mediation (coefficient

: -0.35) was also found to be significant (s.e. : 0.06, p < 0.01, 95%BC CI: -0.47 to -

0.24).

Powerlessness )Mediators )Attitude toward the Top Managemen /-The first

step was to compute the bivariate path coefficients between the independent variable

(perceived powerlessness) and the dependent variable (attitude toward the top

management). This path (standardizedbeta) coefficient ('c ) was significant and negative

indicating that there is an inverse relationship between powerlessness and attitude toward

the top management (c: -0.40, s.e. :0.07, p < 0.01, 95%BC CI: -0.53 to -0.26). Since

the95o/o BC CI excludes 0, the null hypothesis that there is no relationship between

perceived powerlessness and attitude toward the top management is rejected. The second

step was to test the bivariate paths between the independent variable (perceived

powerlessness) and the mediators (felt alienation, offensive negative emotions, defensive

negative emotions, and positive emotions). The path (standardized beta) coefficients ('a')

have already been provided in earlier. The third step was to compute the path coefficients

from independent variable (perceived powerlessness) to the dependent variable (attitude

toward the top management) while allowing the four mediators to also predict the
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dependent variable. Amongst the mediators, felt alienation (coefficient: -0.27, s.e. :

0.10, p < 0.05, 95%BC Ci: -0.45 to -0.06), offensive negative emotions (coefficient: -

0.48, s.e. :0.13, p < 0.01, 95%BC CI: -0.86 to -0.27), and defensive negative emotions

(coefficient:0.23, s.e. :0.11, p < 0.05,95o/o BC CI:0.04 to 0.47) had a significant

impact on the dependent variable. Defensive negative emotions have a positive (instead

of negative) impact on consumer attitude toward the top management. The standardized

regression coeff,rcient between perceived powerlessness and the attitude toward the brand

was not significantly different from 0 û) > 0.10, 95%BC CI: -0.17 to 0.11) which has

dropped when compared to c, thereby, providing evidence of mediation. From the

parameter estimates of the full structural model (table 14), since the path coefficient ('c'

') from perceived powerlessness to the attitude toward the top management is not

significantly different from 0, full mediation of the relationship between perceived

powerlessness and attitude toward the top management by felt alienation, offensive

negative emotions, and defensive negative emotions is supported. Furthermore, the

overall standardized indirect effect of mediation (coefficient : -0.39) was also found to

be significant (s.e. :0.06, p < 0.01, 95%BC CI: -0.51 to -0.28).

Powerlessness )Mediators )Attitude toward the Branch Executives-The first

step was to compute the bivariate path coefficients between the independent variable

þerceived powerlessness) and the dependent variable (attitude toward the branch

executives). This path (standardized beta) coefficient ('c') was significant and negative

indicating that there is an inverse relationship between powerlessness and attitude toward

the branch executives (c: -0.25, s.e. : 0.08, p < 0.01, 95%BC CI: -0.39 to -0.10).

Since the 95Yo BC CI excludes 0, the null hypothesis that there is no relationship between
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perceived powerlessness and attitude toward the branch executives is rejected. The

second step was to test the bivariate paths between the independent variable (perceived

powerlessness) and the mediators (felt alienation, offensive negative emotions, defensive

negative emotions, and positive emotions). The path (standardized beta) coefficients ('a')

have already been provided in earlier. The third step was to compute the path coefficients

from independent variable (perceived powerlessness) to the dependent variable (attitude

toward the branch executives) while allowing the four mediators to also predict the

dependent variable. Amongst the mediators, only felt alienation (coefficient : -0.37, s.e.

:0.12, p < 0.01, 95%BC CI: -0.60 to -0.14) had a significant impact on the dependent

variable; positive emotions (coefficient: -0.14, s.e. :0.08, p < 0.10, 95%BC CI: -0.02

to 0.30) had a marginally significant impact. The standardized regression coefficient

between perceived powerlessness and the attitude toward the branch executives was not

significantly different from 0 (p > 0.I0,95yo BC CI : -0.09 to 0.23) which has dropped

when compared to c, thereby, providing evidence of mediation. From the parameter

estimates of the fulI structural model (table 14), since the path coefficient ('c") from

perceived powerlessness to the attitude toward the branch executives is not signifïcantly

different from 0, full mediation of the relationship between perceived powerlessness and

attitude toward the branch executives by felt alienation and (marginally by) positive

emotions is supported. Furthermore, the overall standardized indirect effect of mediation

(coefficient : -0.36) was also found to be significant (s.e. : 0.07 , p < 0.01, 95o/oBC CI:

-0.51 to -0.25).

From the above discussion, it can be seen that the relationship between perceived

powerlessness and attitude toward (i) the decision is partially mediated by felt alienation

161



and positive emotions, (ii) the treatment is fully mediated by felt alienation, offensive and

defensive negative emotions, (iii) the brand is fully mediated by offensive and defensive

negative emotions, and marginally by felt alienation, (iv) the top management is fully

mediated by felt alienation, offensive and defensive negative emotions, and (v) the

branch executives is fully mediated by felt alienation and margin ally by positive

emotions. An interesting finding is that defensive negative emotions (unlike felt

alienation and offensive negative emotions) have a positive impact on the consumer

attitudes, which seems to indicate that greater the magnitude of defensive negative

emotions, the more favorable are consumer attitudes. However, theoretically this does not

make sense. On examining defensive negative emotions as the only mediator, it was

found that its relationship with the dependent variables was, as theory suggests, negative.

This indicates that on including other mediators along with defensive negative emotions,

this variable is statistically being 'suppressed' as is witnessed through the change in the

sign of its relationship with the dependent variables (Shrout and Bolger 2002).

Nevertheless, overall, H4 is supported by demonstrating the roles of different mediators

in impacting the relationship between perceived powerlessness and consumer attitudes.

H4 individually testedfor Positive and Negative Outcome conditions-In order to

further examine the differences in impacts of the mediators on the relationship between

the independent and dependent variables across the outcome types, structural equation

modeling using bootstrapping method was separately perform ed lor positive and negative

outcome conditions. In the positive outcome condition, the independent variable

þerceived powerlessness) and all the dependent variables (except attitude toward the

decision (p > 0.10, 95%BC CI: -0.36 to 0.04) indicated significant relationships-(i)
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attitude toward the treatment (coefficient: -0.32, S.€. :0.10, p < 0.01, 95%BC CI: -

0.50 to -0.14), (ii) attitude toward the brand (coefficient: -0.37, s.e. : 0.10, p < 0.01,

95%BC Ci: -0.55 to -0.17), (iii) attitude toward the top management (coefficient: -

0.27, s.e.: 0.10, p < 0.01, 95%BC CI: -0.46 to -0.07), and (iv) artitude toward the

branch executives (coefficient: -0.37, s.e. : 0.09, p < 0.01, 95%BC CI: -0.55 to -0.i9).

Following the same steps adopted earlier (Baron and Kenny 1986), the full structural

model for the data related to the positive outcome condition yielded the following model

fit results-12 :1742.33, df : 815, p :0.00, CFI:0.84, and RMSEA:0.09-which

though not ideal are typical of those found in small samples (Hu and Bentler 1999).

Results indicated that the relationship between perceived powerlessness and (i) attitude

toward the treatment was fully mediated by felt alienation, offensive negative emotions,

and defensive negative emotions (indirect effect estimate : -0.27, s.e. : 0.09, p < 0.01,

95%BC CI: -0.47 to -0.i0), (ii) attitude toward the brand was fully mediated by felt

alienation (indirect effect estimate : -0.28, s.e. :0.08, p < 0.01, 95%BC CI: -0.48 to -

0.I4), (iii) attitude toward the top management was fully mediated by offensive and

defensive negative emotions (indirect effect estimate : -0.28, s.e.:0.10, p <0.01,95o/o

BC CI: -0.48 to -0.10), and (iv) attitude toward the branch executives was fully

mediated by felt alienation (indirect effect estimate : -0.25, s.e. : 0.08, p < 0.01, g5%BC

CI = -0.45 to -0.13). However, in the negative outcome condition, it was found that

mediation tests could not be performed as there was no relationship between the

independent variable (perceived powerlessness) and the dependent variables-(i) attitude

toward the decision (p > 0.I0,95o/o BC CI : -0.21 to 0.18), (ii) attitude toward the

treatment (p t 0.10,95yo BC CI : -0.24 to 0.2I), (iii) attitude toward the brand (p > 0.10,
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95%BC CI: -0.27 to 0.24), (iv) attitude toward the top management (p > 0.10,95o/oBC

CI: -0.27 to 0.19), and (v) attitude toward the branch executives (p t 0.10,95o/o BC CI :

-0.09 to 0.39). These findings of mediations for positive and negative outcomes are not

reliable because of the small sample sizes and the high residual values. Statisticians (e.g.,

Hu and Bentler 1999) have stated that any model which reports high residual values (e.g.,

RMSEA > 0.08) is unacceptable regardless of how acceptable the other fit indices are.

H5: In order to test the hypothesized mediations, structural equation modeling

analyses were performed by adopting the bootstrapping technique (Bollen and Stine

i990; Efron and Tibshirani 1993; Shrout and Bolger 2002). AMOS 16 was used to test

the hypothesized structural model for mediation (figure 19a); 5000 bootstrap iterations

were conducted. Due to limited space, the underlying scale measures for each of the

latent variables (independent variables: felt alienation, offensive negative emotions,

defensive negative emotions, positive emotions; mediators: attitude toward the decision,

attitude toward the treatment, attitude toward the brand, attitude toward the top

management, and attitude toward the branch executives; dependent variable: behavioral

intentions) are not depicted.
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Figure 19a: Hypothesized Structural Model for H5 in Study 2
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Confirmatory factor analysis on the overall model (figure 19a) revealed a chi-

square of 3077.54 (df : 906, p < 0.01), CFI : 0.85, and RMSEA : 0.10, indicating

adequate frt of the data with the hypothesized model (Hu and Bentler 1999). The

parameter estimates (i.e., standardized regression coefficients), standard effors (s.e.),95o/o

bias-corrected confidence intervals (BC CI), and significance levels are detailed in table

15; the significant and non-significant paths are depicted in figure 19b.
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Figure l9b: Significant and Non-Significant Paths of the Structural Model for H5 in
Study 2
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Table 15: Standardized Parameter Estimates, Standard Errors, Significance Levels ,
and 95o/o Bias-Corrected Confidence Intervals from Test of H5 in Study 2

H".yp"o f h'es iz g-d_ 
-P lth q

From To Standardized
Parameter Estimates gso/oBc CI

Lower Upper
Alienation

Offensive
Negative
Emotions

Defensive
Negative
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Positive
Emotions
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Decision Attiflrde
Treatment Attitude
Brand Attitude
Top Management Attitude
Branch Executives Attitude
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Decision Attitude
Treatment Attitude
Brand Attitude
Top Management Attitude
Branch Executives Attitude
Behavioral Intentions

Decision Attitude
Treatment Attitude
Brand Attitude
Top Management Attitude
Branch Executives Attitude
Behavioral Intentions

0.09 < 0.01
0.10 < 0.01
0.10 < 0.05
0.09 < 0.01
0.1 1 < 0.05
0.09 > 0.10

-0.54 -0.11
-0.52 -0.12
-0.43 -0.0s
-0.41 -0.10
-0.52 -0.09
-0:18 o:_l_4

-0.36 0.07
-0.58 -0.15
-0.64 -0.26
-0.61 -0.26
-0.34 0.13
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)
)
)
)
)
)

)
)
)
)
)

-0.36
-0.33
-0.25
-0.30
-0.34
-0.15

-0.14
-0.38
-0.48
-0.45
-0.09
-0.14

0.03
0.18
0.18
0.18
-0.09
-0.03

0.1 I
0.1 l
0.09
0.09
0.12
0.08

> 0.10
< 0.01
< 0.01
< 0.01
> 0.10
< 0.10

0.08 > 0.10
0.08 < 0.05
0.07 < 0.05
0.07 < 0.05
0.07 > 0.10
0.06 > 0.10

-0.14 0.17
0.03 032
0.03 0.31
0.03 0.31
-0.21 0.09
-0.16 0.09

)
)
)
)
)
)

+
à
à
à
)
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< 0.01
< 0.05
< 0.10
< 0.05
< 0.05
> 0.10

0.33
0.02
-0.01

0.02
0.01
-0.01

0.62
0.37
0.29
0.32
0.30
0.13

Decision Attitude 0.49 0.07
Treatment AÍitude 0.20 0.09
Brand Anirude 0.14 0.08
Top Management Attitude 0.16 0.08
Branch Executives Attitude 0.15 0.08

Behavioral Intentions 0.06 > 0.10

0.08 < 0.05 -0.32 -0.01

0.10 < 0.01 0.38 0.14

0.150.03
Treatment
Attitude

ei;d Äüih'dË
) Behaviorallntentions

Top
Management
Attitude

) Behaviorallntentions

0.55

0.25 0.09 < 0.01 0.07
"9'4"4-8ffi;h

Executives
Attitude

0.09) Behaviorallntentions 0.01 > 0.10 -0.05 0.21
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These results, overall, seem to indicate that the relationship between (i) felt

alienation and behavioral intentions is fully mediated through attitudes toward the

treatment, brand, and top management, (ii) offensive negative emotions and behavioral

intentions is partially mediated through attitudes toward the treatment, brand, and top

management, (iii) defensive negative emotions and behavioral intentions is fully

mediated through attitudes toward the treatment, brand, and top management, and (iv)

positive emotions and behavioral intentions is fully mediated through attitudes toward the

treatment, brand, and top management. We see that only the attitudes toward the

treatment, brand, and top management appear to have an impact on behavioral intentions.

As seen in H4 results, defensive negative emotions (unlike felt alienation and offensive

negative emotions) have a positive impact on the consumer attitudes, which means that

greater the magnitude of defensive negative emotions, the more favorable are consumer

attitudes. In order to verify these mediation f,indings, Baron and Kenny's (i986)

guidelines were adopted.

Felt Alienaîion)Mediators )Behavioral Intentions-]he first step was to

compute the bivariate path coefficients between the independent variable (felt alienation)

and the dependent variable (behavioral intentions). This path (standardized beta)

coefficient ('c ) was significant and negative indicating that there is an inverse

relationship between felt alienation and behavioral intentions (c: -0.35, s.e. :0.09, p <

0.01, 95o/o BC CI : -0.52 to -0.15). Since the 95o/o BC CI excludes 0, the null hypothesis

that there is no relationship between felt alienation and behavioral intentions is rejected.

The second step was to test the bivariate paths between the independent variable (felt

alienation) and the mediators (attitudes toward the decision, treatment, brand, top
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management, and branch executives). The path (standardized beta) coefficients ('a') were

also significant-d¿..¡rion_attit,de: -0.35 (s.e. :0.09, p < 0.01, 95%BC CI: -0.53 to -

0.I7), dtreatment_artiru¿e: -0.33 (s.e. : 0.10, p < 0.01, 95%BC CI: -0.52 to -0.13),

abr.and_attitude : -0.25 (s.e. :0.09, p < 0.05, 95%BC CI: -0.43 to -0.05), atop_rnanagenrent_auitude

: -0.30 (s.e. : 0.09, p < 0.01, 95%BC CI: -0.46 to -0.I2), and d5ron.¡_executives_atrirude: -

0.34 (s.e. : 0.10, p < 0.01 ,95o/o BC CI : -0.51 to -0.10). The exclusion of 0 inthe 95%o

BC CIs rejects the null hypothesis that there is no relationship between felt alienation and

the five mediators. The third step was to compute the path coefficients from independent

variable (felt alienation) to the dependent variable (behavioral intentions) while allowing

the five mediators to also predict the dependent variable. Amongst the mediators, only

attitude toward the treatment (coefficient: -0.18, s.o. : 0.08, p < 0.05, 95%BC CI: -

0.34 to -0.01), attitude toward the brand (coefficient : 0.59, s.e. : 0.10, p < 0.01,95o/o

BC CI: 0.40 to 0.81), and attitude toward the top management (coefficient: 0.28, s.e. :

0.10, p < 0.0i, 95%BC CI : 0.09 to 0.48) had a significant impact on the dependent

variable. The standardized regression coefficient between felt alienation and behavioral

intentions was significant at -0.i5 (s.e. :0.08, p < 0.05, 95%BC CI: -0.30 to -0.02)

which has dropped when compared to c, thereby, providing evidence of mediation. From

the parameter estimates of the full structural model (table 15), since the path coefficient

('c' ') from felt alienation to behavioral intentions is not significantly different from 0,

full mediation of the relationship between felt alienation and behavioral intentions by

attitudes toward the treatment, brand, and top management is supported. Furthermore, the

overall standardized indirect effect of mediation (coefficient: -0.20) was also found to

be significant (s.e. : 0.07,p < 0.01, 95%BC CI: -0.35 to -0.06).
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Offensive Negative Emotions )Mediators )Behavioral Intentions-The first step

was to compute the bivariate path coefficients between the independent variable

(offensive negative emotions) and the dependent variable (behavioral intentions). This

path (standardized beta) coefficient ('c ) was significant and negative indicating that

there is an inverse relationship between offensive negative emotions and behavioral

intentions (c : -0.46, s.e. : 0.10, p < 0.01, 95% BC CI : -0.63 to -0.25). Since the 95o/o

BC CI excludes 0, the null hypothesis that there is no relationship between offensive

negative emotions and behavioral intentions is rejected. The second step was to test the

bivariate paths befween the independent variable (offensive negative emotions) and the

mediators (attitudes toward the decision, treatment, brand, top management, and branch

executives). Only the following three path (standardizedbeta) coefficients ('o')-

dtreatment_attit¡¿g: -0.33 (s.e. :0.10, p < 0.01, 95%BC CI: -0.52 to -0.13), dbrand_anitude: -

0.25 (s.e. : 0.09, p < 0.05, 95% BC CI: -0.43 to -0.05), and a¡oo_,nunasement_alitude : -0.30

(s.e. :0.09, p < 0.01, 95%BC CI: -0.46 to -0.l2)-were significant; the exclusion of 0

in the 95%BC CIs rejects the null hypothesis that there is no relationship between

offensive negative emotions and these three mediators. The third step was to compute the

path coefficients from independent variable (offensive negative emotions) to the

dependent variable (behavioral intentions) while allowing the mediators to also predict

the dependent variable. As mentioned in the previous paragraph, amongst the mediators,

only attitude toward the treatment, brand, and top management had a significant impact

on the dependent variable. The standardized regression coefficient between offensive

negative emotions and behavioral intentions was significant at -0.15 (s.e. : 0.08, p <

0.05,95yo BC CI : -0.33 to -0.01) which has dropped when compared to c, thereby,
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providing evidence of mediation. From the parameter estimates of the full structural

model (table 15), since the path coefficient ('c' ') from offensive negative emotions to

behavioral intentions is significantly different from 0, partial mediation of the

relationship between offensive negative emotions and behavioral intentions by attitudes

toward the treatment, brand, and top management is supported. Furtherrnore, the overall

standardized indirect effect of mediation (coefficient: -0.33) was also found to be

significant (s.e. :0.07, p < 0.01, 95%BC CI: -0.47 to -0.19).

Defensive Negative Emotions )Mediators )Behavioral Intentions-Jhe first step

was to compute the bivariate path coefficients between the independent variable

(defensive negative emotions) and the dependent variable (behavioral intentions). This

path (standardized beta) coefficient ('c') was not significant indicating that there is no

relationship between defensive negative emotions and behavioral intentions that can be

mediated (c:0.08, s.e. :0.08, p > 0.10, 95%BC CI: -0.08 to 0.22). Thus, no fuilher

steps were conducted.

Positive Emotions )Mediators )Behavioral Intentions-The first step was to

compute the bivariate path coefficients between the independent variable (positive

emotions) and the dependent variable (behavioral intentions). This path (standardized

beta) coefficient ('c') was not significant indicating that there is no relationship between

positive emotions and behavioral intentions that can be mediated (c:0.13, s.e. : 0.08, p

> 0.10, 95%BC Ci: -0.03 to 0.28). Thus, no further steps were conducted.

These results, overall, indicate that the relationship between (i) felt alienation and

behavioral intentions is fully mediated tluough attitudes toward the treatment, brand, and
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top management and (ii) offensive negative emotions and behavioral intentions is

partially mediated through attitudes toward the treatment, brand, and top management.

Fufiher, there is no relationship between defensive negative emotions or positive

emotions and behavioral intentions that can be mediated through the attitudes. Only the

attitudes toward the treatment, brand, and top management have an impact on behavioral

intentions. Thus, for H5, support for consumer attitudes toward the decision and branch

executives as mediators of the relationship between felt alienation and behavioral

intentions is not found. Instead, attitudes toward the treatment, brand, and top

management serve as full mediators of this relationship.

H5 individually testedfor Positive and Negative Outcome conditions-Structural

equation modeling using bootstrapping method was separately performed for positive and

negative outcome conditions as well. In the positive outcome condition, felt alienation

(independent variable) indicated significant relationship with behavioral intentions

(dependent variable)-coefficient : -0.34, s.e. : 0.11, p < 0.0I,95o/o BC CI: -0.56 to -

0.12; similarly, offensive negative emotions were significantly related to behavioral

intentions (coefficient: -0.44, s.e. :0.13, p < 0.01, 95%BC CI: -0.65 to -0.17).

Following the steps adopted earlier (Baron and Kenny 1986), the full structural model for

the data related to the positive outcome condition yielded the following model fit

results-12 :2218.64, df : 906, p : 0.00, CFI : 0.81, and RMSEA : 0.1l-which

though is not acceptable because of high RMSEA (Hu and Bentler 1999). Nevertheless,

results indicated that the relationship between (i) felt alienation and behavioral intentions

was fully mediated by consumer attitudes toward the decision, treatment, brand, top

management, and branch executives (indirect effect estimate : -0.28, s.e. :0.11, p <
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0.05,95o/o BC CI : -0.47 to -0.05) and (ii) offensive negative emotions and behavioral

intentions was fully mediated by consumer attitudes toward the treatment, brand, and top

management; however, in this case, the indirect effect (-0.26, s.e. :0.15) is only

marginally significant (p < 0.10, 95%BC CI: -0.55 to 0.04). Similarly, in the negative

outcome condition, it was found that felt alienation (independent variable) indicated

significant relationship with behavioral intentions (dependent variable)-coefficient: -

0.24, s.e.: 0.11, p < 0.05, 95%BC CI: -0.44 to -0.04; similarly, offensive negative

emotions were significantly related to behavioral intentions (coefficient : -0.43, s.e. :

0.14, p < 0.01, 95%BC Cl: -0.61to -0.15). Following the Baron and Kenny's (1986)

steps adopted earlier, the full structural model for the data related to the negative outcome

condition yielded the following model fit results-1z : I86L 35, df : 906, p : 0.00, CFI

:0.81, and RMSEA:0.1O-which is not acceptable because of high RMSEA (Hu and

Bentler 1999). Nevertheless, results indicated that the relationship between (i) felt

alienation and behavioral intentions was fully mediated by consumer attitude toward the

top management (indirect effect estimate : -0.I4, s.e. :0.09, p < 0.05, 95%BC CI: -

0.33 to -0.001) and (ii) offensive negative emotions and behavioral intentions was fully

mediated by consumer attitude toward the brand (indirect effect estimate : -0.24, s.e.:

0.09, p < 0.05, 95%BC CI: -0.42 to -0.06). These findings of mediations for positive

and negative outcomes are not reliable because of the small sample sizes and, especially,

the high residual values. Statisticians (e.g., Hu and Bentler 1999) have stated that any

model which reports high residual values (e.g., RMSEA > 0.08) is unacceptable

regardless of how acceptable the other fit indices are.
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VI. Discussion

Results of manipulation checks for the independent variables (outcome, treatment,

and relationship type) demonstrate successful manipulations, suggesting that these could

be replicated in experirnental scenarios for future studies. However, based on the tests for

homogeneity of variances for the dependent variables across the relationship types

(discussed earlier under "tests of hypotheses"), it appears that the communal versus

exchange relationship type manipulations, despite being strengthened through re-priming

in this second study, have not yielded signif,rcant results (except demonstrating

relationship transformation on account of the managerially-imposed relational stressor),

yet again. Even after conducting post-hoc regression analysis with relationship t¡rpe, no

new insights were gained. Since the results for relationship type have been replicated in

this study as well, it can be inferred that perhaps (i) communal and exchange

relationships are not mutually exclusive or orthogonal (as witnessed especially in the

means of the net communality andnet excltange scales), (ii) the manipulation of

relationship type by making respondents 'read a scenario' is not the most effective

method to instil consumer-brand relationships, esp. of the communal nature, and (iii)

consumers are more accustomed to experiencing businesslike and not close friendship

ties with their bank, as is typical in low-risk regular banking contexts. For the next study,

it has been decided that relationship type will not be manipulated. It will be measured,

instead, as a post-stressor variable for all respondents.

In this study, though power was initially viewed as being generated through the

combined influence of outcome and treatment, results have not indicated significant

interaction of these factors on the magnitude of power. In fact, only outcome has been
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consistently found to impact perceived powerlessness. This finding supports the

theoretical standpoint of sociologists who consider powerlessness to be primarily driven

by tlre perceived inability of an individual to modify an unfavorable outconte (e.g., Geyer

1976; Seeman 1959). Therefore, going forward, it is considered apt to view power as

being generated by only outcome.

With this view of power as being outcome-driven, results support the hypothesis

(HZa) that as power declines, those consumers who experience their campus branch being

closed (vis-à-vis the branch being kept open) feel more powerless, alienated, negative

(both offensive and defensive emotions), less positive, have lower self-esteem, and

harbor more unfavorable attitudes toward the decision, treatment, brand, top

management, branch executives, and have unfavorable behavioral intentions toward the

bank. Furthennore, after experiencing the stressor, such consumers reduce their

perceptions of communal ties with the brand.

Results have indicated that the combined influence of outcome and treatment

impacts the magnitude of felt alienation, negative emotions experienced, as well as

attitudes toward the treatment and branch executives. While positive treatment of its

consumers can help the bank to reduce some of the negative consequences of

powerlessness, especially felt alienation, negative emotions, and unfavorable attitudes

toward the treatment and branch executives, negative treatment clearly exacerbates the

magnitude of such consequences. Thus, where positive treatment helps 'soften the blow'

for consumers who are shut out when the bank has to close its branch, negative treatment

only makes things worse. When treatment was controlled, the consequences were not
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different from that of those who were positively treated. This demonstrates that

consurters generally expect positive treatment from a seruice provider such as a bank.

When outcome was positive (i.e., the branch kept open) and treatment was

positive (i.e., consumer treated respectfully and apologizedto), consumers reported

lowest magnitudes of perceived powerlessness, felt alienation, negative emotions and

offensive negative emotions, highest magnitudes of positive emotions and state self-

esteem, and most favorable attitudes toward the decision, treatment, top management,

and branch executives. Whereas, when the outcome was negative (i.e., the branch closed)

and treatment was negative (i.e., consumer treated disrespectfully and not apologized to),

consumers reported highest magnitude of felt alienation and most unfavorable attitudes

toward the treatment, top management, and branch executives. Though significant results

were not found for all dependent measures, the means were in the directions hypothesized

in H2b.

Reconfirming the finding in study 1, attitude towards the decision is most

sensitive to perceptions of power (i.e., outcome-positive vs. negative), such that as power

declines (i.e., outcome is negative), attitude toward the decision is least favorable as

compared to that toward the treatment, brand, top management, and branch executives

(supporting H2c). This supports the reasoning that consumers evaluate the stressful

situation as a one-time negative event with the company and, their general attitudes

toward the brand or branch executives are not negatively impacted.

When outcome is negative (vis-à-vis positive) and consumers have a communal

relationship with the brand, more of these consumers choose the picture group that
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depicts exchange (vis-à-vis communal) ties, regardless of treatment. This demonstrates a

change in their perceptions of relationship with the brand where the level of communality

is decreased. Consumers who enjoy an exchange relationship with the brand continue to

choose the picture group that represents business ties, regardless of outcome and

treatment. Thus, similar to the findings in study 1, majority of the changes in

relationships take place amongst consumers who have communal (not exchange)

relations with the brand. These findings suggest that companies that endeavour to forge

close ties with their customers need to avoid giving their customers any perceptions of

powerlessness through negative outcomes, as such actions could cause consumers to feel

perceive their relationship with the brand to be distanced.

While examining the mediations hypothesized in H4, Fomell and Larcker's

(1981) guidelines were used to determine convergent and discriminant validities of the

mediators-felt alienation, offensive negative emotions, defensive negative emotions,

and positive emotions. The results confirm that these mediators are distinct from each

other. By using structural equation modeling with bootstrapping technique, it is found

that these mediators impact the relationship between the independent variable þerceived

powerlessness) and the dependent variables (consumer attitudes toward the decision,

treatment, brand, top management, and branch executives) differently. Whilst felt

alienation mediates the relationship between perceived powerlessness and each of the

consumer attitudes, the others mediate only selected paths-(a) offensive and defensive

negative emotions mediate the relationship between powerlessness and attitudes toward

the treatment, brand, and top management, and (b) positive emotions mediate the

relationship between powerlessness and attitudes toward the decision and branch
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executives. Contrary to theory, defensive negative emotions indicate a positive

relationship with consumer attitudes. This is possibly an indication of suppression

(statistical fallout) on account of the presence of multiple mediators.

H4 was further examined across outcome types. Results indicate that amongst

consumers who experience the positive outcorne, felt alienation is found to mediate the

relationship between perceived powerlessness and consumer attitudes toward the

treatment, brand, and branch executives. Offensive and defensive negative emotions were

found to mediate the relationship between powerlessness and consumer attitudes toward

the treatment and top management. No relationship was found between powerlessness

and attitude toward the decision. Amongst consumers who experience negative outcome,

no mediation tests were conducted as results indicated no relationship between the

independent and dependent variables. It was not possible to examine H4 across treatment

types as well, because of structural equation modeling's inability to process small

samples.

Tests of mediations hypothesized in H5 indicate that amongst the independent

variables (felt alienation, offensive negative emotions, defensive negative emotions, and

positive emotions), only felt alienation and offensive negative emotions have a

relationship with consumers' behavioral intentions (dependent variable). Furthermore,

amongst the mediators (consumer attitudes toward the decision, treatment, brand, top

management, and branch executives), only consumer attitudes toward the treatment,

brand, and top management mediate the relationship. Whilst, these three mediators fully

mediate the relationship between felt alienation and behavioral intentions, these partially

mediate the relationship befween offensive negative emotions and behavioral intentions.
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'When 
H5 was further examined across both outcome t¡rpes, results support the

earlier finding that only felt alienation and offensive negative emotions have a negative

impact on behavioral intentions. Amongst consumers who experience positive outcome,

each of the consumer attitudes is found to mediate the relationship between felt alienation

and behavioral intentions. Consumer attitudes toward the treatment, brand, and top

lnanagement are found to marginally mediate the relationship between offensive negative

emotions and behavioral intentions. Amongst consumers who experience negative

outcome, only attitude toward the top management mediates the relationship between felt

alienation and behavioral intentions and only attitude toward the brand mediates that

between offensive negative emotions and behavioral intentions. However, these results

for each of the outcome types are unreliable because the residuals computed were above

the acceptable limit.

A key concern in this study is that the independent variable 'treatment' is a

combination of two aspects: (i) the conduct of the bank's employee toward the consumer

when contacted to find out about the final decision of the bank and (ii) the presence or

absence of apology made by the bank to the consumer. Because of this, it is unclear as to

which aspect of the overall treatment has moderated the influence of outcome on the

dependent variables. In order to examine whether the conduct of the bank employee

and/or the apology offered influence consumer evaluations, the next study shall

investigate these two aspects separately.
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CHAPTER SIX

STUDY THREE

In this chapter, the methodologies and analyses employed, and results and

discussions pertaining to a laboratory experiment that tested hypothesized effects of

outcome-related power, treatment, and apology (i.e., hypotheses H2,IJ4, and H5) are

presented. This study builds on the findings in study 2, whereby, the variations in

consumer perceptions of power over altering brand decisions (i.e.,the posilive versus

negative outcomes of consumer demands to reverse the bank's initial decision to close

the branch) are examined, along with the moderating influences of (i) treatment meted to

consumers by an employee at the bank's headquarters (i.e., positive versus negative

treatment), and (ii) apology (¡tresence versus absence versus contro[) offered by the bank

to its consumers. Further, in this study, relationship type is only measured, not

manipulated.

The chapter is divided into six sections. The first section lays out the research

design and procedure that was utilized. The second section describes the research sample

and the third section lays out the experimental manipulations of independent variables-

outcome-related power, treatment meted out to consumers, and apology-that were used.

The fourth section then describes the measures that were used to test the success of these

manipulations and to operationalize the various dependent variables and covariates in the

study. The fifth section explains the analyses used and the results found. Finally, the sixth

section is composed of discussions of the results found.
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I. Research Design and Procedure

A 2 (outcome: positive, negative) by 2 (treatment of consumer: positive, negative)

by 3 (apology by bank: present, absent, control) between-subjects experimental design

that incorporated a managerially-induced relational stressor and 2 additional controls for

outcome sans the treatment/apology were employed to test hypotheses H2, H4, and H5.

Based on the finding in study 2,power was expected to be generated through only

outcome. The study was conducted using Medialab v2008 software. Except for the use

of electronic (instead of paper-pencil) medium to collect data, the procedure was similar

to that adopted in the earlier studies. Participants were randomly assigned to one of the

fourteen experimental conditions, were asked to imagine scenarios pertaining to their

banking experiences with the hypothetical on-campus bank called 'Grove Bank.' They

were then informed that the task was a bank study where they would have to carefully

read the scenario provided and answer the questions that followed. They were provided

clear instructions on how to navigate through the software. At the start of the scenario,

the respondents were informed that they had been banking with Grove Bank's on-campus

branch for the last 5 years and that they had found the services to be very good. They

were then exposed to a situation that Grove Bank proposed to close their on-campus

branch within the coming month. This situation was intended to be stressful for the

consumer. Participants were then asked to imagine that they attempted to reverse this

negative decision by starting a campaign amongst other consumers, where they and the

others sent a formal letter to the bank and also garnered media coverage. Subsequent

negative (positive) treatment perceptions were manipulated by telling the respondents

that when they called the headquarters of the bank for information on the final decision
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concerning their campus branch, they executive spoke with them very impolitely and

disrespectfully (politely and respectfully). Negative (positive) outcome perceptions were

then created by telling respondents that they were unable (able) to change the bank's

decision to shut the branch down. Presence (absence) of apology offered by the bank was

manipulated by informing the participants that the apologized (did not apologize) to the

consumer when they sent (did not send) a letter communicating the f,inal decision of the

bank. They also apologized (did not apologize) through a notice put up at the campus

branch. No information related to bank's apology was provided in the apology control

condition. Dependent variables related to positive and negative affect, sense of alienation,

attitudes toward the decision, treatment, brand, top management and branch executives,

behavioural intentions, relationship type, brand personality, and consumer forgiveness

were then measured. Respondents' thoughts to understand why the bank took such a final

decision (positive or negative) and why the executive treated them that way (respectfully

or disrespectfully) were also recorded. Finally, manipulation check questions for

outcome, treatment, apology, and potential covariates such as banking experience,

gender, age, nationality, and language spoken at home were gauged. The total task took

no more than?} minutes to complete. See figure 20 for a detailed procedure of this study.

The study instruments are available in the appendices (3.1 to 3.3).
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Detailed Procedure for Study 3
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II. Study Participants

272 undergraduate business students at a major mid-western university participated in the

study in exchange for course credit. 19 to 2l respondents were assigned to the fourteen

experimental conditions (see table 16 for exact cell sizes). The sample consisted of 59%

males and 4I%o females with a mean age of 2l years. Most respondents indicated

experience with basic consumer banking-all respondents reported having one (670/o) or

more (32Yo) bank accounts, and over 690/o interacted with their local bank branch

executives on a monthly or bi-monthly basis. Further, 76%o of the participants banked

online-of these, 32% díd so at least once per week.

Table 16: Study 3 Conditions and Cell Sizes

OUTCOME APOLOGY TREATMENT
Posítive Neeøtive

Positive
Present 20 19

Control 20 t9
Absent 21 20

Negative
Present 20 t9
Control t9 T9

Absent T9 I9
Additional Controls for Positive andNegative Outcomes: 19 each

III. Independent Variables

M ønip uløtio n of O ut co m e

All respondents were exposed to the stressor scenario used in study 1 (table 4A)

after which outcome was manipulated by using the hypothetical scenarios presented in

table 9, used in study 2.Inthe negative outcome condition, respondents were told that

they were unsuccessful in reversing the bank's decision to shut the on-campus branch and
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the branch was closed. In the positive outcome condition, respondents were informed that

they were successful in reversing the bank's decision to shut the on-campus branch and

the branch was kept open.

Manipulation of Treøtment

After respondents (except those in the outcome control conditions) were exposed

to the same stressor situation used in study 1 (table 4A) and informed that they and many

others from the university spent a lot of time and effort (through letter and media

coverage) to petition Grove Bank not to close the campus branch, treatment was

manipulated as either negative or positive by using the part of the hypothetical scenarios

used in study 2 that dealt with how they were spoken to by the employee at the bank's

headquarters (table 10). Specifically, In the positive treatment condition, respondents

were told that they received respectful/positive treatment when they called the bank's

headquarters to find out about their campus branch. They were also informed that their

petition letter was received, their efforts taken into account, and that information would

be provided once the final decision was made. In the negative treatment condition,

respondents were informed that they were met with disrespectful/negative treatment

when they called the bank's headquarters to find out the status of bank regarding their

campus branch and were not informed whether their petition letter was received, their

efforts taken into account, or being informed once the final decision was made.

M ørt ip uløtío n of Ap o lo gy

After being informed about the treatment meted out to them, presence or absence

of apology was manipulated by exposing the respondents to that part of the treatment
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scenario used in study 2 (table 10) that dealt with the apology. Specifically, presence of

apology was manipulated by informing the respondents that they were sent a letter

communicating the final decision along with an apology, and that the next time they went

to the camplrs branch they found a notice for the customers about the final decision along

with the apology. Absence of apology was manipulated by explicitly informing the

respondents that the bank neither sent a letter communicating the final decision nor

apologized. The next time the respondent visited the campus branch there was no apology

offered by the bank in their notice to the customers. No such information was provided in

the apology control condition.

IV. Manipulation Checks and Dependent Variable Measures

Mønipuløtion Clteck Meøsures

Outcome. The perceived outcome positivity scale (Pearson's Correlation : 0.94)

comprising the two questions used in study 2 were administered.

Treatment. The perceived treatment positivity index (Cronbach's a: 0.97)

comprising of four questions used in study 2 was administered in this study as well.

Apology. Two questions were included to verify this manipulation. The first

question asked the respondent whether the bank apologized while communicating its

final decision (answer choices: "yes, it did" and "no, it didn't"). The second question was

a 7-point scale (anchored by 1 : strongly disagree and 7 : strongly agree) asking the

respondent to specify to what extent s/he agreed with the statement: "Grove Bank

apologized to you while communicating its final decision."
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Perceived Stress. Questions used in the earlier studies were included to gauge

whether the initially announced decision of the bank and the final decision were

perceived to be stressful.

Scenario-Based Recollections. The respondents were asked the same set of

questions as used in the earlier two studies.

D ependent Vøriøble Meøsures

Powerlessness. Participants were asked to respond to the 5-rtem powerlessness

scale (Cronbach's a: 0.78) that was similar to the one used in studies I and2. They were

also asked to what extent they felt powerless versus powerful in light of the final decision

of the bank (7-point Likert scale with 1 : powerless and 8 : powerful as anchors).

Alienation. The same two items used the previous two studies were included and

averaged to form the alienation index (Pearson's Correlation : 0.68).

Emotíons. The scale items used in study two were included to gauge the intensity

of the following emotions that respondents felt when they thought of Grove Bank on 7-

point Likert scales (anchored by 1 : not at all and 7 : extremely so). An exploratory

factor analysis indicated that these scale items were related to the same three underlying

dimensions identified in study two (75o/o of variance explained, Eigen values > 1). The

first dimension consisted of the eight positive emotions (happy, elated, joyful, cheerful,

delighted, pleased, respected, valuable) which were averaged to form an overall positive

emotions index (Cronbach's a: 0.96). The second dimension consisted of the eight
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offensive negative emotions (betrayed, bitter, ongry, httrt/offended, upset, annoyed,

irritatecl, and disappointed) which were averaged to form an overall offensive negative

emotions index (Cronbach's a: 0.94). The third dimension consisted of the five

defensive negative emotions (sad, bad (awful/lousy), worried, anxions, and hutniliatec[)

which were averaged to form an overall defensive negative etnotions index (Cronbach's a

: 0.86). The thirteen negative emotions combined also revealed good scale reliability

(Cronbach's a: 0.95) and, hence, were averaged to form an overall negative entotions

index.

State Sel-f-Esteem. Respondents' level of state self-esteem was gauged by

including the scale items used in study 2 resulting in the formation of the emotions state

self-esteetn index (Cronbach's a : 0.85) and the abridged state self-esteent index

(Cronbach's a:0.83).

Brand Sincerit.v. To examine the extent to which respondents view the Grove

Bank brand to be "sincere," which is one of the fundamental personality traits in close

relationships (Fletcher, Simpson, Thomson, and Giles 1999), the sincerity dimension

from Aaker's (1997) brand personality research was included. Respondents were asked to

imagine that Grove Bank comes alive and becomes a person. They were then asked on 7-

point Likert scales, the extent to which the brand was sincere, earnest, ethical, thoughtful,

caring,friendly, andwarm. These seven scales were then averaged to form an overall

brand sincerity index (Cronbach's o: 0.96).

Attitudes. To assess the impact of emotions and alienation on respondents'

attitudes, seven sets of attitudes were measured - attitude towards the final decision,
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treatment meted out, manner in which decision communicated, brand, top management,

executive on phone, and branch executives. These attitudes had five items each on 7-

point Likert scales with the following anchors: bad/good, unfavorablefavorable,

unlikec¿ble/likeable, negative/positive, and unpleasant/pleasant. The five scales were

averaged to form indices lor ctttitude toward the lcttest decision (Cronbach's a: 0.99),

attitude toward the treatment (Cronbach's d: 0.99), attitude toward the manner of

communication (Cronbach's d:0.98), attitude toward the brand (Cronbach's a:0.98),

attitude toward the top management (Cronbach's d: 0.98), attitude toward the employee

on phone (Cronbach's a: 0.98), and attitude toward the branch executives (Cronbach's

a:0.97).

Brand Partner Ouali1¿. Brand partner quality is an assessment of Grove Bank's

value as a relationship partner for the consumers (e.g., Aaker et al. 2004; Fournier i998).

In order to gauge this quality, the following six-item scale used in an earlier study (Aaker

et aL.2004) was adapted to the context of Grove Bank (anchored at r by strongly

disagree andT by strongly agree): "r can always count on Grove Bank to do what is

best," "If Grove Bank makes a mistake, it will try its best to make up for it," "I know I

can hold Grove Bank accountable for its actions," "Grove Bank is reliable," "Given my

experience with Grove Bank, the bank letting me down would surprise me," and "Grove

Bank failure would be inconsistent with my expectations." These were averaged to form

an overall brand partner quality index (Cronbach's a: 0.82).

Behaviornl Intentions. The seven questions used in studies 1 and2 were included

and averaged to form an overall behavioral intentions index (Cronbach's a: 0.92).
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Relationship Strength Indicators. Commitment to the brand and satisfaction with

tlte brand are indicators of consumer-brand relationship strength (Aaker et al. 2004). Two

scales were included for each of these indicators and measured on 7-point Likert scales (1

: strongly disagree and 7 : strongly agree). Committnent to the brand: "I would stay

loyal to Grove Bank" and "I would be willing to make small sacrifices in order to keep

banking with Grove Bank" were averaged to form the commitment to the brand index

(Pearson's Correlation : 0.77). Satisfaction with the brand: "I am satisfied with Grove

Bank" and "I am pleased with Grove Bank" were averaged to form the satisfaction wÌth

the brand index (Pearson's Correlation :0.94).

Apology SinceriU. Two scale items were included to assess the extent to which

respondents perceive the sincerity of the apology offered by the bank (sincere and

earnest; anchored by 1 : strongly disagree andT : strongly agree). These were averaged

to form the overall apology sincerity index (Pearson's Correlation : 0.96).

Forgiveness. Respondents were asked to state the extent to which they agreed

with the following two statements (anchors: 1 : strongly disagree andT : strongly

agree): "I forgive Grove Bank for the inconvenience it caused for me" and "I completely

forgive Grove Bank." These were averaged to form an overallforgiveness index

(Pearson's Correlation : 0.88).

Relationship T)tpe. The measures used to assess "change in relationship type" in

studies I and2 were included. The first section consisted of the same three communal

measures, averaged to form an abridged net communality index (Cronbach's o: 0.93).

The second section consisted of the following three exchange measures used in the
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original manipulation checks for relationship type: "Grove Bank interacts with me in a

formal businesslike manner," "Grove Bank primarily focuses on providing an efficient

banking experience," and "Grove Bank employees are trained to provide prompt and

efficient service." These were averaged to form an abridged net exchang¿ index

(Cronbach's a: 0.87). The third section consisted of questions that captured relative

relationship type through the picture groups.

V. Results

Preliminary Analyses

Manipulation Check- Outcome. Univariate ANOVA on the outcome positivity

index with outcome as the factor provided support for the manipulation, such that

respondents in the positive outcome condition perceived the outcome to be more positive

than those in the negative condition (Mpositive: 6.06 vs. Mneoative: 1.88; F(I,270) :

685.61, p < 0.01).

Manipulation Check- Treatment Univariate ANOVA on the treotment posítivity

index with treatment as the factor provided support for the manipulation, such that

participants in the positive treatment condition perceived their treatment by the bank to

be more positive than those in the negative condition (Mposttiue : 5.02 vs. Mn"gu1¡u" : 2.05;

F(\, 232) : 326.77, p < 0.01).

Manipulation Check - Apology. Cross-tabulation results on whether Grove Bank

apologized to the respondent revealed that more respondents in the apology present

conditìon said "yes, it did," (Nopotogy-pr. ,"nr:72vs. Nuoo¡orr-absent:2 vs. Nuoology-"ontroì : 8)
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and more respondents in the apology absent and control conditions said "no, it didn't"

(Nopoiogy_pr.r"nt : 6 vs. N¿p¡¡6gy_absent : 77 vs. Napology_cont.ol : 69i X2: !.70, df :2,p <

0.01). Univariate ANOVA on apology revealed a signif,rcant main effect such that those

who were apologized to rightly agreed so (Mp.esent:6.10) as compared to those who were

explicitly told that they were not apologized to (Mub,.nt : 1.60) and those who were not

told anything about an apology (M.ont,or : L78;F(2,23I):224.91, p < 0.01). The

response of those in the apology present condition was significantly different from those

in the apology absent condition (F(l , 23I) : 353 .34, p < 0.01) and apology control

condition (F(1, 231) :320.89, p < 0.01). However, there were no significant differences

in the response between those in the apology absent versus apology control conditions

(F(1,231) :0.59, p > 0.10). Hence, the manipulation of apology was successful.

Manipulation Check- Perceived Stress. Univariate ANOVA with outcome,

treatment, and apology as factors revealed a main effect of outcome such that participants

in the positive (versus negative) outcome condition reported higher level of stress

concerning the initially announced decision of Grove Bank (Mpor¡1;u. : 5.88 vs. Mn"ru1¡u.:

5.19; F(1, 222):9.31,p < 0.01). However, the means across both outcome types range

between 5.19 and 6.28 (with the 95o/o confidence intewal ranging between 4.87 and 6.20)

on the 7-point Likert scale. Therefore, it can be inferred that all respondents found the

initially announced decision of Grove Bank to shut the campus branch to be stressful.

Regarding the perceived stress level for the final decision, univariate ANOVA

with outcome, treatment, and apology as factors indicated a main effect of outcome such

that those in the positive outcome condition (M:2.79) had lower stress than those in the

negative outcome condition (M:4.77;F(1,222):49.83, p < 0.01). Hence, those
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respondents who had a negative outcome (i.e., closing of the campus branch) rightly

reported higher level of stress as compared to those who had a positive outcome (i.e.,

campus branch kept open).

Manipulation Clteclc - Scenario-Based Recollections. 
'When 

asked what Grove

Bank (the brand) was planning to do, almost all respondents (Noor¡¡¡u": 133 out of 138,

Nnegative : 126 out of 132) answered correctly that it was plarining to shut down the

campus branch. When asked what the brand finally did, almost all respondents (Npositive:

134 out of 138, Nn.suti,":126 out of 132) gave the correct response: "kept the branch

open" and "closed the branch," respectively. Main effect of outcome was found when

respondents were asked if they were able to reverse the initial decision of Grove Bank,

such that those in the positive outcome rightly agreed that they were able to reverse the

initial decision (M: 6.13) and those in the negative outcome condition disagreed (M :

1.69; F(1, 222): 506.72, p < 0.01).

Main effect of outcome was found in likelihood of the scenarios to occur, with

those in the negative outcome condition (M :4.20) finding it more likely to occur than

those in the positive outcome condition (M:3.72;F(I,222) : 5.36, p < 0.05). However,

the means across all conditions were ranging between 3.42 and 4.58 on the 7-point Likert

scale. Hence, no differences in the realism of the scenarios were found across the

conditions.

Tests of Hypotlteses

Hypotheses H2a and H2c were tested using univariate ANOVA (factor: outcome),

H2b was tested using two-way ANOVA (factors: outcome, treatment), while H4 and H5
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on mediation were tested using structural equation modeling with bootstrapping

technique. Other interesting results were found through three-way (factors: outcome,

treatment, and apology) ANOVAs. The covariates (viz.,respondents'banking experience,

gender, age, nationality, and language spoken at home) were analyzed and found to not

significantly impact any of the dependent variables.

H2a:Univariate ANOVA with outcome as the factor (as power is only outcome-

related) indicated significant main effect, such that as power declined, those in the

negative (vis-à-vis positive) outcome condition felt higher sense of powerlessness

þerceived powerlessness index: M¡so¿1iys : 4.73 vs. Mpositive :3.6I; F (i, 222): 65.44,p

< 0.01 ; powerless vs. powerful in light offinal decision: M¡so¿1iys :2.64 vs. Mpositive :

5.38; F (I,222): I45.31, p < 0.01), felt alienation (Mn.ru¡¡u":5.24 vs. Mpositive: 3.5i; F

(I,222): 1I5.27, p < 0.01), negative emotions (Mn"eutiu" : 4.68 vs. Mpositive : 3.50; F (1,

222): 54.51, p < 0.01), offensive negative emotions (Mn"eutiu" : 5.27 VS. Mpositive: 3.81;

F (I,222) : 69.95, p < 0.01), defensive negative emotions (Mn.sutiue : 4.10 vs. Mpositive :

3.19; F (1,222):27.91, p < 0.01), lower magnitude of positive emotions (Mn.eutiu": 1.95

vs. Mpositive :3.64;F (1,222): 115.24, p < 0.01), lower self-esteem (emotions state self-

esteetn'. M¡e"¿¡lys:4.I3 vs.Mposirive:4.96;F(I,222):37.03,p<0.01; abridgedstate

self-esteemr M¡so¿¡;ys :4.53 vs. Mpositive: 5.06; F (1,222): 15.31, p < 0.01), and less

favorable consumer attitudes (toward the decisioz: Mn.ru1¡u" :2.04 vs. Mpositive:5.81; F

(7,222): 675.52, p < 0.01 ; toward the treatmenl: Mn.ouliu. :2.95 vs. Mpositive : 3.66; F

(I,222) : 16.42, p < 0.01 ; toward the manner of communication: Mn"sotiu" : 2.46 vs.

Mposirive :3.92;F (1,222):78.31, p < 0.01; toward the brand: M¡sg¿1¡ys : 3.39 vs.

Mpositive : 4.4I;F (I,222) : 37 .83, p < 0.01; toward tlze top management'. Mn""o¡¡r":2.99
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vs. Mpositive :4.05:'F (1,222):39.99, p < 0.01; toward the entployee on phonsi M¡sg¿1¡yg

:3.23 vs. Mpositi'e :3.87;F (I,222): 15.30, p < 0.01 ; and toward the branch executives'.

M¡gg¿1¡ys :3.53 vs. Mpositive : 4.34'F (I,222) :22.11, p < 0.01), less favorable behavioral

intentions (Mn.gotiu. :2.66 vs. Mpositive:3.98; F (1,222):73.36, p < 0.01), less favorable

perceptions of brand pafiner quality (Mn"sotiu. : 3.37 vS. Mpositive : 3.96; F (1, 222) :

17 .03, p < 0.01), lower perceptions of brand sincerity (Mn.sutiu" :2.94 vs. Mpositive :3.79;

F (I,222) :27 .85, p < 0.01), lower commitment to the brand (Mn.sutiu" :2.6I vs. Mpositive

:3.74;F (1,222):41.16, p < 0.01), higher dissatisfaction with the brand (Mn.sutiu.:

2.67 vs. Mpositive : 4.01;F (I,222): 54.60, p < 0.01), and lower willingness to forgive

the brand (Mn.eotiu. : 3.05 vs. Mpositive : 4.07;F (1,222):23.30, p < 0.0i). Furthermore,

those in the negative (vis-à-vis positive) outcome condition reported lower scores on the

abridged net communality index (Mneeatiu":2.72 vs. Mpositive :3.70;F (1,222):30.92,p

< 0.01) as well as the abridged net exchange index (Mn"sotiue : 1195 vs. Mpositive :3.64;F

(I,222) : I2.9I, p < 0.01). As all the dependent variables provided significant results

when power declined, H2awas fully supported.

The last finding concerning net communality and net exchange indices confirms

that communality and exchange ties with a brand are not orthogonal, i.e., being high on

communal relations with the brand does not automatically translate to being low on

exchange relations. This supports the reasoning provided in the discussion sections in

chapters four and five for homogeneity of variance across the relationship types.

H2b:Two-way ANOVA with outcome and treatment as factors indicated

significant interaction effect only on perceived powerlessness index (F(I,222): 4.66,p

< 0.05), positive emotions (F(I,222):6.89, p < 0.01), attitude toward the treatment (F(1,
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222):4.53,p < 0.05), and attitude toward the branch executives (F(I,222):5.65, p <

0.05). Marginally significant interactions were found for behavioral intentions (F(1 ,222)

:3.33, p < 0.10) and brand partner quality (F(1,222):3.36, p < 0.10).

Perceivecl powerlessness-In the negative outcome condition, those who were

negatively (vis-à-vis positively) treated reported no difference in their levels of

powerlessness (M'"ro¡¡u":4.60 vs. Mpositive :4.86;F(I,222): 1.80, p > 0.10). However,

in the positive outcome condition, those who were positively (vis-à-vis negatively)

treated reported marginally lower level of powerlessness (Mpositive : 3.44 vs. Mne"ative :

3.78; F(1, 222¡:2.93,p < 0.10). Thus, sense of powerlessness is lowest (M:3.44) when

both outcome and treatment are positive. Positive emotÌons-ln the positive outcome

condition, those who were positively (vis-à-vis negatively) treated reported higher

magnitude of positive emotions (Mpositive : 4.12 vs. Mnso¿1;us :3.14;F(I,222): 19.96,p

< 0.01). In the negative outcome condition, those who were negatively (vis-à-vis

positively) treated reported no difference in their magnitude of positive emotions

(Mn.gutiue : 1.87 VS. Mpositive :2.00;F(I,222): 0.51, p > 0.10). Thus, magnitude of

positive emotions is highest (M:4.I2) when outcome and treatment are both positive.

Attitude toward treatment-ln the positive outcome condition, those who were positively

(vis-à-vis negatively) treated reported more favorable attitude toward their treatment by

the bank (Mpositive : 5.31 vs. Mneoativ":2.0I;F(1,222): 177 .49, p < 0.01). ln the

negative outcome condition, those who were negatively (vis-à-vis positively) treated

reported higher unfavorability in their attitudo (Mn"eutiu.: 1.68 vS. Mpositive :4.22;F(\,

222): 102.35, p < 0.01). Thus, attitude toward the treatment is most favorable (M :

5.31) when outcome and treatment are positive and least favorable (M : 1.68) when they
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are both negative. Attitude toward branch executives-In the positive outcome condition,

those who were positively (vis-à-vis negatively) treated reported more favorable attitude

toward the campus branch's executives (Mpositìve:5.09 vs. Mn..o1¡u.:3.58; F(I,222):

39.14, p < 0.01). In the negative outcome condition, those who were negatively (vis-à-vis

positively) treated reported higher unfavorability in their attitudo (Mn.sutiu":3.19 vs.

Mpositive: 3.88; F(1,222):7.95, p < 0.01). Thus, attitude toward the branch executives is

most favorable (M : 5.09) when outcome and treatment are positive and least favorable

(M : 3.19) when they are both negative. Behavioral intentiozs-ln the positive outcome

condition, those who were positively (vis-à-vis negatively) treated reported more

favorable behavioral intentions toward the bank (Mpositiue :4.57 vs. Mn.ro1;ur:3.38; F(1,

222):30.24, p < 0.01). In the negative outcome condition, those who were negatively

(vis-à-vis positively) treated reported higher unfavorability in their behavioral intentions

(Mn"eutiu" :2.35 vs. Mpositive : 2.97;F(1,222): 8.I2, p < 0.01). Thus, behavioral

intentions of respondents is most favorable (M:4.57) when outcome and treatment are

positive and least favorable (M:2.35) when they are both negative. Brand partner

quality-In the positive outcome condition, those who were positively (vis-à-vis

negatively) treated reported more favorable perceptions of brand partner quality (Mpositiue

: 4.36 vs. Mn.*u¡¡u. :3.54;F(I,222): 17.0I, p < 0.01). However, in the negative

outcome condition, those who were negatively (vis-à-vis positively) treated reported no

significant difference in perceptions of brand partner quality (Mn.e.tiu. :3.22 VS. Mpositive

:3.52;F(I,222):2.2I, p > 0.10). Thus, brand partner quality of respondents is most

favorable (M:4.36) when outcome and treatment are positive. As significant effects

were not found across all dependent measures, H2b is partially supported.
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H2c:2 X 3 repeated-measures ANOVA was conducted with outcome as the

between-subjects factor and attitude target (three levels-decision, brand, and branch

executives) as the within-subjects factor. Results indicated no significant main effect of

attitude targets (Md..i.ion :3.92 vs. M5ron6 : 3.91 vs. M5,.onr¡.,_execurives :3.94;F(I,222):

0.05, p > 0.10). Howevet, a two-way interaction was evidenced between attitude target

and outcome (F(1, 222¡:223.26, p < 0.01; see f,rgure 21). Planned contrasts revealed

that when outcome is negative, attitude toward the decision (Mean :2.04) was

significantly different from the attitude toward the brand (M:3.40; F(I,222):92.89,p

< 0.01) and toward the executives (M :3.54;F(I,222):712.89, p < 0.01). No

significant differences were found between the attitude toward the brand and executives

(F(I,222):0.98, p > 0.10). Similarly, under positive outcome condition, contrasts

revealed that attitude toward the decision (Mean: 5.81) was significantly different from

the attitude toward the brand (M:4.42;F(I,222): 100.90, p < 0.01) and that toward the

executives (M : 4.35; F(I,222) : lI0.3J , p < 0.01); however, attitude toward the brand

was not significantly different from that toward the executives (F( 1 , 222¡ : 0 .21 , p >

0.10). As seen inH2a (simple effect of outcome type), attitudes toward the decision,

brand, and executives are more favorable in the positive outcome condition vis-à-vis

those in the negative outcome condition. Hence, it can be seen that attitude toward the

decision (vs. brand, executives) is most sensitive to changes in perceptions of power,

thereby, supporting H2c.
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Figure 21: Interaction Effects of Outcome and Attitude Targets in Study 3

Outcome

- 
Positìv¿

"-" I'legative

Attitude
Means

Seven attitude targets-Repeated-measures ANOVA with outcome as the

between-subjects factor and attitude target (seven levels - decision, treatment, manner of

communication, brand, top management, employee on phone, and branch executives) as

the within-subjects factor indicated amain ffict of attitude target (M¿.cision :3.92vs.

M¡..u1.sn¡:3.33 vS. Mmanner_of communication:3.19 vS. M6¡¿¡¿:3.91 VS. M¡6p_¡¡¿¡agement:3.53

VS. Msmp¡6yee_on_phone:3.57 VS. M5.¿n.¡_execurives:3.94;F(\ ,222):5.10, p < 0.05) where

attitude toward the decision was more favorable than that toward the treatment (F(1,222)

:32.20, p < 0.01), toward the manner of communication (F(1,222):49.44,p < 0.0i),

toward the top management (F(1, 222): 14.27, p < 0.01), and toward the employee on

the phone (F(I,222): lI.4l, p < 0.01). No significant differences were found between

the attitude toward the decision and that toward the brand (F(1,222):0.03, p > 0.10) and

the branch executives (F(1,222):0.04, p > 0.10). Attitude toward the treatment was

significantly less favorable than attitude toward the brand (F(1,222):30.4I, p < 0.01),

employee on the phone (F(1, 222) : 5.28, p < 0.05), and the branch executives (F(1 , 222)

D¿cision
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: 34.51, p < 0.01), marginally different from that toward the top management (F(I,222)

:3.60, p < 0.10), and not significantly different from that toward the manner of

communication (F(i ,222): 1.84, p > 0.10). Attitude toward the manner of

communication was least favorable as compared to that toward the brand (F(1,222):

47.22, p < 0.01), the top management (F(1, 222):10.58, p < 0.01), the employee on the

phone (F(I,222): 13.35, p < 0.01), and the branch executives (F(1,222): 52.30,p <

0.01). While attitude toward the brand was more favorable than that toward the top

management (F(1, 222): 13.09, p < 0.01) and the employee on the phone (F(1,222):

i0.35, p < 0.01), it was not significantly different from that toward the branch executives

(F(I,222):0.13, p > 0.10). Attitude toward branch executives was more favorable than

toward the top management (F(1, 222):15.83, p < 0.01) and the employee on the phone

(F(I,222): 12.80, p < 0.01). Attitude toward the top management was not signif,rcantly

different from that toward the employee on the phone (F(I,222): 0.16, p > 0.10). These

results indicate that the attitude toward the manner of communication was the least

favorable. Further, as seen in the earlier two studies, attitude toward the brand and branch

executives were not significantly different from each other, indicating that perhaps

respondents did not attribute the blame of the decision to the branch executives or the

brand.

Repeated-measures ANOVA provided evidence of interaction between attitude

targets and outcomes (F(1, 222¡ : 144.09, p < 0.01; see figure 22). Contrasts revealed

that in the positive outcome condition, the attitudes were significantly different across all

seven levels (M¿..iston:5.81 vs. M6.u¡'"¡,¡:3.70 vs. M*o',n.r_of_communicarion:3.90 vs. M6rrn¿

:4.42 vs. Mloo_',o,ragement :4.06 vs. M".o¡oree_on_plrone: 3.90 vs. M5run.¡ executives 
:4.35; F(1,
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222¡:48.31, p < 0.01). In this case, attitude toward the decision was more favorable than

that toward the treatment (F(1, 222):207.29, p < 0.01), the manner of communication

(F(1,222) : 169.54, p < 0.01), the brand (F(1,222): 90.23, p < 0.01), the top

management (F(1, 222¡: 142.90, p < 0.01), the employee on the phone (F(1,222):

169.84, p < 0.01), and the branch executives (F(I,222):98.03, p < 0.01). Attitude

toward the treatment was less favorable than that toward the brand (F(I, 222) : 24.00, p

< 0.01), the top management (F(1, 222):5.97,p < 0.05), and the branch executives F(1,

222):19.92, p < 0.01), and not significantly different from that toward the manner of

communication (F(1, 222):1.90, p > 0.10) and the employee on the phone (F(1,222):

1.86, p > 0.10). Attitude toward the manner of communication was less favorable than

that toward the brand (F(1,222): 15.84, p < 0.0i) and the branch executives (F(1,222)

:9.52, p < 0.01), and not significantly different from that toward the top management

(F(1,222): 1rl4, p > 0.10) and the employee on the phone (F(T,222): 0.00, p > 0.i0).

Anitude toward the brand was more favorable than that toward the top management (F(1,

222¡ :6.03, p < 0.05), the employee on the phone (F(I,222): 12.49, p < 0.0i), and not

significantly different from that toward the branch executives (F(I,222): 0.19, p >

0.10). While the attitude toward the top management was not significantly different from

that toward the employee on the phone (F(1,222): Ll6, p > 0.10), it was significantly

different from that toward the branch executives (F(I,222):4.08, p < 0.05). Attitude

toward the branch executives was more favorable than that toward the employee on the

phone (F(I, 222) : 9.59,p < 0.01).
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Figure 22: Interaction Effects of Outcome and Attitude Targets (Decision,
Treatment, Manner of Communication, Brand, Top Management, Employee on the

Phone, and Branch Executives) in Study 3
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Similarly, in the negative outcome condition, the attitudes were significantly

different across all seven levels (M¿."ision :2.04 vs. M1¡s¿1ms¡ ¡:2.96 vs.

M-onn"r_o¡ .ommunicarion : 2.48 VS, M6¡¿¡¿ : 3.40 vs. M16p_¡1¿¡agemenr : 3.00 VS. Msmpl.yee_onjhone

:3.24 VS. M6¡¿¡s¡_.xecurives :3.54;F(I,222) :99.99, p < 0.01). In this case, attitude

toward the decision was more unfavorable than that toward the treatment (F(1, 222):

38.40, p < 0.01), the manner of communication (F(1,222): 8.65, p < 0.01), the brand

(F(I,222): 83.07, p < 0.01), the top management (F(1, 222¡: 41.65, p < 0.01), the

employee on the phone (F(I,222):65.22, p < 0.01), and the branch executives (F(1,

222):100.96, p < 0.01). Attitude toward the treatment was more favorable than that

toward the manner of communication (F(I,222): 10.60, p < 0.01) but less favorable

than that toward the brand (F(1,222):8.51, p < 0.01), and the branch executives F(1,
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222):14.83, p < 0.01), marginally different from that toward the employee on the phone

(F(1,222):3.53, p < 0.10), and not signif,rcantly different from that toward the top

management (F(1 ,222):0.07, p > 0.10). Attitude toward the manner of communication

was less favorable than that toward the brand (F(1,222): 38.1 1, p < 0.01), the top

management (F(1, 222):12.34, p < 0.01), the employee on the phone (F(1,222):

26.37, p < 0.01), and the branch executives (F(1,222): 50.51, p < 0.01). Attitude toward

the brand was more favorable than that toward the top management (F(1, 222) :7.08, p <

0.01), and not significantly different from that toward the employee on the phone (F(1,

222¡:1.08, p > 0.10) and the branch executives (F(1,222):0.87, p > 0.10). While the

attitude toward the top management was not significantly different from that toward the

employee on the phone (F(1,222) : 2.63, p > 0.10), it was less favorable from that

toward the branch executives (F(1,222):12.92, p < 0.01). Attitude toward the branch

executives was more favorable than that toward the employee on the phone (F(1,222):

3.89, p < 0.05). Thus, we see that even when considering all seven attitude targets,

attitude toward the decision is most sensitive to perceptions of power. Hence, H2c is

supported.

H4: ln order to test the mediations, structural equation modeling analysis was

performed by adopting the bootstrapping technique. AMOS 16 was used to test the

hypothesized structural model for mediation (f,rgure 23a); 1000 bootstrap iterations were

conducted. Due to limited space, the underlying scale measures for each of the latent

variables (independent variable: powerlessness; mediators: felt alienation, offensive

negative emotions, defensive negative emotions, positive emotions; dependent variables:

attitude toward the decision, attitude toward the treatment, attitude toward the manner of

-203 -



communication, attitude toward the brand, attitude toward the top management, attitude

toward the employee on the phone, and attitude toward the branch executives) are not

depicted.

Figure 23a: Hypothesized Structural Model for H4 in Study 3

ìrlediaton

Indçmdmt \¡ariable

Depmdmt tv'uiables

Confirmatory factor analysis on the overall model (figure 23a) revealed a chi-

square of 3272.56 (df :1644, p < 0.01), CFI: 0.92, and RMSEA:0.06, indicating good

fit of the data with the hypothesized model (Hu and Bentler 1999). The parameter

estimates (i.e., standardizedregression coefficients), standard errors (s.e.), 95o/obias-

corrected confidence intervals (BC CI), and significance levels are detailed in table 17;

the significant paths are depicted in figure 23b.
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Figure 23b: Significant Paths of the Structural Model for H4 in Study 2
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Table 17: Standardized Parameter Estimates, Standard Errors, Significance Levels ,
and 95o/o Bias-Corrected Confidence Intervals from Test of H4 in Study 3

Hypo{h"q"qizgd !?IÞq
From To

Parameter Estimates
Standardized s.e. Lower Upper

95% BC CI

Porverlessness

)
)
)
)
)
)
)
)
)
)
)

Alienation
Offensive Negative Enrotions
Defensive Negative Emotions
Positive Enrotions
Decision Attitude
Treatment Attitude
Manner of Comnrunication Attitude
Brand Attitude
Top Management Attitude
Employee on Phone Attitude
Branch Executives Attitude

0.55
0.33
0.26
-0.39
-0.09
-0.09
-0.07
-0.06
0.02
-0.01

0.00

0.07
0.07
0.09
0.07
0.09
0.09
0.r0
0.09
0.09
0. 10

0.09

< 0.01
< 0.01
< 0.01
< 0.01
> 0.10
> 0.10
> 0.10
> 0.10
> 0. l0
> 0.10
>010

0.4 r

0.i8
0.09
-0.51

-0.2s
-0.09
-0.1 I

-0.23
-0. l4
-0.21

069
0.45
0.43
-0.23
0.09
0.26
0.29
0.14
0.22
0.20

-0.21

0.34
-0.04
0.27
0.08
0.38
0.14

-0.17 0.21
Alienation

)
)
)
)
)
)
)

oü#ile*----- "

Negative Emotions

Defensive
Negative Enrotions

Positive Emotions
)
)
)
)
)
)
)

Decision Attitude
Treatment Attitude
Manner of Communication Attitude
Brand Attitude
Top Management Attitude
Employee on Phone Attitude
Branch Executives Attitude

) Decision Attitude
) Treatment Attitude
) Manner of Communication Attitude
) Brand Attitude
) Top Management Attitude
) Employee on Phone Attitude

) Decision Attitude
) Treatment Attitude
) Manner of Communication Attitude
) Brand Attitude
) Top Management Attitude
) Employee on Phone Attitude
) Branch Executives Attitude

Decision Attitude
Treatment Attitude
Manner of Communication Attitude
Brand Attitude
Top Management Attitude
Employee on Phone Attitude
Branch Executives Attitude

-0.18 0.17

-0.48
-0.02
-0.34
-0.08
-0.27
-0.01

0.r6
0.i9
0.18
0.17
0.18
0.17

0.1'7

0.21

0.17
0.18
0.20
0.20

< 0.01
> 0.10
< 0.05
> 0. l0
> 0.10
> 0. l0
> 0.10

-0.85
-0.40
-0.76
-0.40
-0.61
-0.31
-0.56

.:0.6.?

-0.0r
-0.31
-0.14
-0.3 r

-0. r0
-0.29

0.03
0.03
0.02
0.02
-0. l6
0.03
0.04

> 0.10
> 0.10
> 0.10
< 0.10
> 0.10
> 0.10

> 0.10
> 0.10
> 0.10
> 0.10
> 0.10
> 0.10

-0.31

-0.75
-0.48
-0.70
-0.48
-0.68

0.36
0. 13

0.21

0.03
0.32
0.07
0.17

0.13
0. 15

0.14
0.r5
0.17
0. 16

0-,19 ..

0.08
0. 10

0.09
0.09
0.09
0.10
0.i0

-0.26
-0.25
-0.28
-0.29
-0.48
-0.27

> 0.10 -0.27

0.26
0.36
0.29
0.29
0.16
0.37
0.4s

0.30
0.20
0.20
0.23
0.r8
0.17
0. r4

< 0.01
< 0.10
< 0.05
< 0.01
< 0.05
< 0.10
> 0.10

0. 16

-0.003
0.0r
0.05

0.003
-0.03
-0.06

0.47
0.38
0.38
0.41

0.35
0.36
0.32

These reslrlts, overall, seem to indicate that the relationship between perceived

powerlessness and attitude toward (i) the decision is fully mediated by felt alienation and
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positive emotions, (ii) the treatment is fully mediated by positive emotions, (iii) the

manner of communication is fully mediated by felt alienation and positive emotions, (iv)

the brand is fully mediated by offensive negative emotions and positive emotions, (v) the

top management is fully mediated by positive emotions, and (vi) the branch executives is

fully mediated by positive emotions. hr order to verify these findings, Baron and Kenny's

(i986) guidelines were adopted.

Powerlessness )Mediators )Attitude toward the Decision-The first step was to

compute the bivariate path coefficients between the independent variable (perceived

powerlessness) and the dependent variable (attitude toward the decision). This path

(standardized beta) coefficient ('c') was significant and negative indicating that there is

an inverse relationship between powerlessness and attitude toward the decision (c: -

0.46, s.e. : 0.06, p < 0.01, 95%BC CI : -0.59 to -0.34). Since the 95o/o BC CI excludes

0, the null hypothesis that there is no relationship between perceived powerlessness and

attitude toward the decision is rejected. The second step was to test the bivariate paths

between the independent variable (perceived powerlessness) and the mediators (felt

alienation, offensive negative emotions, defensive negative emotions, and positive

emotions). These path (standardizedbeta) coefficients ('a') were also significant-

darienarion:0.55 (s.e.: 0.07,p < 0.0i, 95%BC CI:0.41 to 0.69), dorrensive_negarive_emorions:

0.33 (s.e. : 0.07 , p < 0.01, 95%BC CI : 0.18 to 0.45), ddefensive_negarive_emorio¡rs : 0.26 (s.e.

:0.09, p < 0.01, 95%BC CI:0.09 to 0.42), âfld dpositive_emotions: -0.39 (s.e. :0.07, p <

0.0I,95o/o BC CI: -0.51 to -0.23). Again, the exclusion of 0 in the 95%BC CIs rejects

the null hypothesis that there is no relationship between perceived powerlessness and the

four mediators. The tliird step was to compute the path coefficients from independent
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variable (perceived powerlessness) to the dependent variable (attitude toward the

decision) while allowing the four mediators to also predict the dependent variable.

Amongst the mediators, only felt alienation (coefficient: -0.47, s.e. :0.14, p < 0.01,

95%BC CI: -0.77 to -0.24) and positive emotions (coefficient:0.31, s.e. :0.08, p <

0.0I,95yo BC CI : 0.16 to 0.48) had an impact on the dependent variable. The

standardized regression coefficient between perceived powerlessness and the attitude

toward the decision was -0.16 (s.e. :0.07, p < 0.01, 95%BC CI: -0.31 to -0.04) which

has dropped when compared to c, thereby, providing evidence of mediation. From the

parameter estimates of the full structural model (table 17), since the path coefficient ('c'

') from perceived powerlessness to the attitude toward the decision is not significantly

different from 0, full mediation of the relationship between perceived powerlessness and

attitude toward the decision by felt alienation and positive emotions is supported.

Fufhermore, the overall standardized indirect effect of mediation (coefficient: -0.38)

was also found to be significant (s.e. :0.08, p < 0.01, 95%BC CI: -0.57 to -0.26).

Powerlessness )Mediators )Attitude toward tlte Treatment-Jhe first step was

to compute the bivariate path coefficients between the independent variable (perceived

powerlessness) and the dependent variable (attitude toward the treatment). This path

(standardized beta) coefficient ('c') was not significant indicating that there is no

relationship between powerlessness and attitude toward the treatment (p > 0.10,95o/oB'C

CI: -0.24 to 0.06). Since the 95o/o BC CI includes 0, the null hypothesis that there is no

relationship between perceived powerlessness and attitude toward the treatment is

supported. Hence, the next steps for testing mediation have not been performed.
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Powerlessness )Mediators )Attitude toward the Manner of Communication-

The first step was to compute the bivariate path coefficients between the independent

variable (perceived powerlessness) and the dependent variable (attitude toward the

manner of communication). This path (standardized beta) coefficient ('c') was significant

and negative indicating that there is an inverse relationship between powerlessness and

attitude toward the manner of communication (c: -0.23, s.e. : 0.07, p < 0.01, 95%BC

CI: -0.37 to -0.08). Since the 95o/o BC CI excludes 0, the null hypothesis that there is no

relationship between perceived powerlessness and attitude toward the manner of

communication is rejected. The second step was to test the bivariate paths between the

independent variable (perceived powerlessness) and the mediators (felt alienation,

offensive negative emotions, defensive negative emotions, and positive emotions). The

path (standardized beta) coefficients ('a') have already been provided in earlier. The third

step was to compute the path coefficients from independent variable (perceived

powerlessness) to the dependent variable (attitude toward the manner of communication)

while allowing the four mediators to also predict the dependent variable. Amongst the

mediators, only felt alienation (coefficient: -0.32, s.e. :0.15, p < 0.01, 95%BC CI: -

0.63 to -0.06) had a significant impact on the dependent variable; positive emotions had a

marginally significant impact (coefficient:0.19, s.e. :0.09, p < 0.10, 95%BC CI: -

0.01 to 0.36). This indicates that positive emotions might not have as much of an impact

on attitude toward the manner of communication as compared to felt alienation. The

standardized regression coefficient between perceived powerlessness and the attitude

toward the manner of communication was not significantly different from 0 (p > 0.10,

95%BC CI: -0.12 to 0.17) which has dropped when compared to c, thereby, providing
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evidence of mediation. From the parameter estimates of the full structural model (table

17), since the path coefficient ('r' ') from perceived powerlessness to the attitude toward

the manner of communication is not significantly different from 0, full mediation of the

relationship between perceived powerlessness and attitude toward the manner of

communication by felt alienation and (marginally by) positive emotions is supported.

Furthermore, the overall standardized indirect effect of mediation (coefficient: -0.31)

was also found to be significant (s.e. :0.08, p < 0.01, 95%BC CI: -0.53 to -0.19).

Powerlessness )Mediators )Attitude toward the Brand-The first step was to

compute the bivariate path coefficients between the independent variable (perceived

powerlessness) and the dependent variable (attitude toward the brand). This path

(standardized beta) coefficient ( c ) was significant and negative indicating that there is

an inverse relationship between powerlessness and attitude toward the brand (c: -0.29,

s.e. : 0.08, p < 0.01, 95%BC CI : -0.43 to -0.11). Since the 95o/o BC CI excludes 0, the

null hypothesis that there is no relationship between perceived powerlessness and attitude

toward the brand is rejected. The second step was to test the bivariate paths between the

independent variable (perceived powerlessness) and the mediators (felt alienation,

offensive negative emotions, defensive negative emotions, and positive emotions). The

path (standardized beta) coefficients ('a')have already been provided in earlier. The third

step was to compute the path coefficients from independent variable (perceived

powerlessness) to the dependent variable (attitude toward the brand) while allowing the

four mediators to also predict the dependent variable. Amongst the mediators, only

positive emotions (coefficient:0.23, s.e. :0.09, p < 0.01, 95%BC CI:0.05 to 0.40)

had a significant impact on the dependent variable; offensive negative emotions had a
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marginally significant impact (coefficient: -0.14, s.e. : 0.16, p < 0.l0,95yo BC CI : -

0.46 to 0.18). This indicates that offensive negative emotions might not have as much of

an impact on attitude toward the brand as compared to positive emotions. The

standardized regression coefficient between perceived powerlessness and the attitude

toward the brand was not significantly different from 0 (p > 0.10, 95% BC CI : -0.12 to

0.18) which has dropped when compared to c, thereby, providing evidence of mediation.

From the parameter estimates of the full structural model (table 17), since the path

coefficient ('c' ') from perceived powerlessness to the attitude toward the brand is not

significantly different from 0, full mediation of the relationship between perceived

powerlessness and attitude toward the brand by positive emotions and (marginally by)

offensive negative emotions is supported. Furthermore, the overall standardized indirect

effect of mediation (coefficient: -0.31) was also found to be significant (s.e. :0.08, p <

0.01,95o/o BC CI: -0.53 to -0.19).

Powerlessness )Mediators )Attitude toward the Top Managemezt-The fîrst

step was to compute the bivariate path coefficients between the independent variable

(perceived powerlessness) and the dependent variable (attitude toward the top

management). This path (standardized beta) coefficient ('c ) was significant and negative

indicating that there is an inverse relationship between powerlessness and attitude toward

the top management (c : -0.27, s.e. : 0.08, p < 0.01, 95%BC CI : -0.41 to -0.10). Since

the95o/o BC CI excludes 0, the null hypothesis that there is no relationship between

perceived powerlessness and attitude toward the top management is rejected. The second

step was to test the bivariate paths between the independent variable (perceived

powerlessness) and the mediators (felt alienation, offensive negative emotions, defensive
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negative emotions, and positive emotions). The path (standardized beta) coefficients ('a')

have already been provided in earlier. The third step was to compute the path coefficients

from independent variable (perceived powerlessness) to the dependent variable (attitude

toward the top management) while allowing the four mediators to also predict the

dependent variable. Amongst the mediators, only positive emotions (coefficient: 0.18,

s.e. : 0.09, p < 0.10, 95%BC CI: 0.05 to 0.40) had a marginally significant impact on

the dependent variable. The standardtzed regression coefficient between perceived

powerlessness and the attitude toward the brand was not significantly different from 0 (p

> 0.10, 95%BC CI: -0.21to 0.10) which has dropped when compared to c, thereby,

providing evidence of mediation. From the parameter estimates of the full structural

model (table 17), since the path coefficient ('r' ') from perceived powerlessness to the

attitude toward the top management is not significantly different from 0, full mediation of

the relationship between perceived powerlessness and attitude toward the top

management (marginally) by positive emotions is supported. Furthermore, the overall

standardized indirect effect of mediation (coefficient: -0.29) was also found to be

significant (s.e. :0.07, p < 0.01, 95%BC CI: -0.48 to -0.17).

Powerlessness )Mediators )Attitude toward the Employee on tlte Phone-4he

first step was to compute the bivariate path coefficients between the independent variable

(perceived powerlessness) and the dependent variable (attitude toward the employee on

the phone). This path (standardized beta) coefficient ('c') was significant and negative

indicating that there is an inverse relationship between powerlessness and attitude toward

the employee on the phone (c: -0.I7, s.e. : 0.07, p < 0.05, 95%BC CI : -0.30 to -0.01).

Since the 95o/o BC CI excludes 0, the null hypothesis that there is no relationship between
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perceived powerlessness and attitude toward the employee on the phone is rejected. The

second step was to test the bivariate paths between the independent variable (perceived

powerlessness) and the mediators (felt alienation, offensive negative emotions, defensive

negative emotions, and positive emotions). The path (standardized beta) coefficients ('a')

have already been provided in earlier. The third step was to compute the path coefficients

from independent variable (perceived powerlessness) to the dependent variable (attitude

toward the employee on the phone) while allowing the four mediators to also predict the

dependent variable. Amongst the mediators, only positive emotions (coefficient:0.I7,

s.e. : 0.10, p < 0.10, 95%BC CI: -0.03 to 0.35) had a marginally significant impact on

the dependent variable. The standardized regression coefficient between perceived

powerlessness and the attitude toward the employee on the phone was not significantly

different from 0 (p > 0.10, 95%BC CI: -0.17 to 0.16) which has dropped when

compared to c, thereby, providing evidence of mediation. From the parameter estimates

of the full structural model (table 17), since the path coefficient ('c") from perceived

powerlessness to the attitude toward the employee on the phone is not significantly

different from 0, full mediation of the relationship between perceived powerlessness and

attitude toward the employee on the phone (marginally) by positive emotions is

supported. Furthermore, the overall standardized indirect effect of mediation (coefnicient

: -0.16) was also found to be significant (s.e. : 0.07 , p < 0.01, 95%BC CI : -0.30 to -

0.02).

Powerlessness )Mediators )Attitude toward the Branch Executives-The first

step was to compute the bivariate path coefficients between the independent variable

(perceived powerlessness) and the dependent variable (attitude toward the branch
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executives). This path (standardtzed beta) coefficient ('c') was significant and negative

indicating that there is an inverse relationship between powerlessness and attitude toward

the branch executives (c: -0.21, s.e. : 0.08, p < 0.01, 95%BC CI : -0.35 to -0.05).

Since lhe 95o/o BC CI excludes 0, the null hypothesis that there is no relationship between

perceived powerlessness and attitude toward the branch executives is rejected. The

second step was to test the bivariate paths between the independent variable (perceived

powerlessness) and the mediators (felt alienation, offensive negative emotions, defensive

negative emotions, and positive emotions). The path (standardized beta) coefficients ('a')

have already been provided in earlier. The third step was to compute the path coefficients

from independent variable (perceived powerlessness) to the dependent variable (attitude

toward the branch executives) while allowing the four mediators to also predict the

dependent variable. None of the mediators had a significant impact on the dependent

variable. Hence, there is no mediation of the relationship between perceived

powerlessness and attitude toward the branch executives.

From the above discussion, it can be seen that the relationship between perceived

powerlessness and attitude toward (i) the decision is fully mediated by felt alienation and

positive emotions (same as in study 2), (iÐ the manner of communication is fully

mediated by felt alienation and (marginally by) positive emotions, (iii) the brand is fully

mediated by positive emotions and (marginally by) offensive negative emotions, (iv) the

top management is fully mediated (marginally) by positive emotions, and (v) the

employee on the phone is fully mediated (marginally) by positive emotions. Except for

the full mediation of the relationship between perceived powerlessness and attitude

toward the decision by felt alienation and positive emotions, none of the other findings of
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study 2have been replicated here. Nevertheless, overall, H4 is supported by

demonstrating the roles of different mediators in impacting the relationship between

perceived powerlessness and consumer attitudes. The software was unable to test the

mediations separately for positive and negative outcome conditions because of small

sample limitation.

H5: Inorder to test the hypothesized mediations, structural equation modeling

analyses were performed by adopting the bootstrapping technique. AMOS 16 was used to

test the hypothesized structural model for mediation (figure 24a); 1000 bootstrap

iterations were conducted. Due to limited space, the underlying scale measures for each

of the latent variables (independent variables: felt alienation, offensive negative

emotions, defensive negative emotions, positive emotions; mediators'. attitude toward the

decision, attitude toward the treatment, attitude toward the manner of communication,

attitude toward the brand, attitude toward the top management, attitude toward the

employee on the phone, and attitude toward the branch executives; dependent variable:

behavioral intentions) are not depicted.
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Figure 24a: Hypothesized Structural Model for H5 in Study 3
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Confirmatory factor analysis on the overall modei (figure 24a) revealed a chi-

square of 4193.45 (df : 1769, p < 0.01), CFI:0.89, and RMSEA: 0.08, indicating good

fit of the data with the hypothesized model (Hu and Bentler 1999). The parameter

estimates (i.e., standardtzed regression coefficients), standard errors (s.e.), 95o/obias-

corrected confidence intervals (BC CI), and significance levels are detailed in table 18;

the significant paths are depicted in figure 24b.
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Figure 24b: Significant Paths of the Structural Model for H5 in Study 3
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Table 18: Standardized Parameter Estimates, Standard Errors, SignifTcance Levels ,
and 95o/o Bias-Corrected ConfÏdence Intervals from Test of H5 in Study 3

Hyp gth g qiz"g-d P_af h 
¡_

From To Standardized s.e.

P"qrg,n_-e_f grEp-{imaf 
-e-¡

o/
/11 BC CI

Lower Unoer
95

Alienation
Decision Attitude
Treatment Attitude
Manner of Communication Attitude
Brand Attitude
Top Management Attitude
Employee on Phone Attitude
Branch Executives Attitude
Behavioral Intentions

Offensive
Negative Emotions

) Decision Attitude
) Treatment Attitude
) Manner of Communication Attitude
) Brand Attitude
) Top Management Attitude
) Employee on Phone Attitude
) Branch Executives Attitude

)
)
)
)
)
)
)

-0.47
-0.00 r

-0.27
-0.r3
0.24
-0.04
-0.17
-0.26

0. r0
0.12
0.1 I

0.1 I

0.12
0.r0
0.1 I

0.09

< 0.01
> 0. l0
< 0.05
>0. 10

< 0.10
> 0.10
> 0.10

'.-o-,-0"1 . ..

> 0.10
< 0.05
< 0.05
< 0.05
< 0.05
< 0.05
< 0.10
< 0.05

-0.63 -0.27
-0.23 0.21
-0.48 -0.06
-0.34 0.09
-0.46 0.01
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These results, overall, seem to indicate that the relationship between (i) felt

alienation and behavioral intentions is pafüally mediated through attitudes toward the

decision, manner of communication, and top management, (ii) offensive negative

emotions and behavioral intentions is partially mediated through all consumer attitudes

except toward the decision, (iii) defensive negative emotions and behavioral intentions is

not mediated through the attitudes, and (iv) positive emotions and behavioral intentions is

fully mediated through all consumer attitudes. To verify these mediation findings, Baron

and Kenny's (1986) guidelines were adopted.

Felt Alienation )Mediators )Behavioral Intentions-The first step was to

compute the bivariate path coefficients between the independent variable (felt alienation)

and the dependent variable (behavioral intentions). This path (standardized beta)

coefficient ('c') was significant and negative indicating that there is an inverse

relationship between felt alienation and behavioral intentions (c: -0.34, s.e. : 0.10, p <

0.01,95o/o BC CI : -0.52 to -0.12). Since the95o/o BC CI excludes 0, the null hypothesis

that there is no relationship between felt alienation and behavioral intentions is rejected.

The second step was to test the bivariate paths between the independent variable (felt

alienation) and the mediators (attitudes toward the decision, treatment, manner of

communication, brand, top management, employee on the phone, and branch executives).

Only the following path (standardized beta) coefficients ('a') were significant-

ndecision_aliru¿s: -0.47 (s.e. : 0.11, p < 0.01, 95%BC CI: -0.63 to -0.23),

lzmanner of conrnrunicarion auitude: -0.26 (s.e. :0.12,p < 0.05, 95%BC CI: -0.48 to -0.03), and

rTrop_nrarragemenr_anitude : -0.25 (s.e. : 0.12,p < 0.10, 95%BC Cl: -0.47 to 0.001). The

exclusion of 0 in the 95o/o BC CIs rej ects the null hypothesis that there is no relationship
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between felt alienation and these three mediators. The third step was to compute the path

coefficients from independent variable (felt alienation) to the dependent variable

(behavioral intentions) while allowing the mediators to also predict the dependent

variable. Amongst the mediators, none of them had a significant impact on the dependent

variable. The standardized regression coefficient between felt alienation and behavioral

intentions was significant at -0.23 (s.e. : 0.08, p < 0.01, 95%BC CI: -0.38 to -0.09).

Hence, there is no mediation of the relationship between felt alienation and behavioral

intentions.

Offensive Negative Emotions )Mediators )Behavioral Intentions-The first step

was to compute the bivariate path coefficients between the independent variable

(offensive negative emotions) and the dependent variable (behavioral intentions). This

path (standardizedbeta) coefficient ('c ) was significant and negative indicating that

there is an inverse relationship between offensive negative emotions and behavioral

intentions (c: -0.39, s.e.:0.i1, p < 0.0I,95o/o BC CI: -0.57 to -0.16). Since the95o/o

BC CI excludes 0, the null hypothesis that there is no relationship between offensive

negative emotions and behavioral intentions is rejected. The second step was to test the

bivariate paths between the independent variable (offensive negative emotions) and the

mediators (attitudes toward the decision, treatment, manner of communication, brand, top

management, employee on the phone, and branch executives). The following path

(standardized beta) coefficients ('a') were significant-agearmenr arr¡ude : -0.27 (s.e. :0.12,

p < 0.05, 95%BC CI: -0.49 to -0.03), dmanner of_communicarion_auirude: -0.25 (s.e. : 0.11, p <

0.05,95o/o BC CI : -0.46 to -0.02), r¿brand_attirude : -0.30 (s.e. : 0.11, p < 0.05, 95%BC Cl

: -0.51 to -0.08), atop_management attitude 
: -0.27 (s.e.:0.13, p < 0.05, 95%BC CI: -0.52 to
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-0.01), rlemployee_onshone_auitude : -0.27 (s.e. : 0.11, p < 0.05, 95%BC CI: -0.47 to -0.04),

ând d6r¿¡s¡_execurives_auiru¿e: -0.21(s.e. : 0.12,p < 0.10, 95%BC CI: -0.44 to 0.04). The

exclusion of 0 in Lhe 95o/o BC CIs rejects the null hypothesis that there is no relationship

between offensive negative emotions and these mediators. The third step was to compute

the path coefficients from independent variable (offensive negative emotions) to the

dependent variable (behavioral intentions) while allowing the mediators to also predict

the dependent variable. Amongst the mediators, only attitude toward the brand had a

significant impact on the dependent variable. The standardized regression coefficient

between offensive negative emotions and behavioral intentions was signif,rcant at -0.17

(s.e. :0.08, p < 0.05, 95%BC CI: -0.33 to -0.01) which has dropped when compared to

c, thereby, providing evidence of mediation. From the parameter estimates of the full

structural model (table 18), since the path coefficient ('c' ') from offensive negative

emotions to behavioral intentions is significantly different from 0, partial mediation of

the relationship between offensive negative emotions and behavioral intentions by

attitude toward the brand is supported. Furthermore, the overall standardized indirect

effect of mediation (coeff,rcient: -0.22) was also found to be significant (s.e. : 0.08, p <

0.05,95Yo BC CI: -0.36 to -0.05).

Defensive Negative Emotions)Mediators)Behavioral Intentions-Ihe first step

was to compute the bivariate path coefficients between the independent variable

(defensive negative emotions) and the dependent variable (behavioral intentions). Similar

to the finding in study 2, this path (standardized beta) coefficient ('c') was not significant

indicating that there is no relationship between defensive negative emotions and
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behavioral intentions that can be mediated (p > 0.I0,95o/o BC CI: -0.04 to 0.33). Thus,

no fufther steps were conducted.

Positive Emotions )Mediators )Behavioral Intentions-The first step was to

compute the bivariate path coefficients between the independent variable (positive

emotions) and the dependent variable (behavioral intentions). This path (standardized

beta) coefficient ('c ) was significant indicating that there is a relationship between

positive emotions and behavioral intentions that can be mediated (c:0.24, s.e. : 0.08, p

< 0.01, 95%BC CI:0.09 to 0.39). The second step was to test the bivariate paths

between the independent variable (positive emotions) and the mediators (attitudes toward

the decision, treatment, manner of communication, brand, top management, employee on

the phone, and branch executives). All the path (stand ardizedbeta) coeff,rcients ('a') were

significant-ddecision_alitu¿s:0.40 (s.e. : 0.08, p < 0.01, 95%BC CI:0.26 to 0.55),

dtreatment_attitu6":0.20 (s.e. :0.09, p < 0.05, 95%BC CI:0.03 to 0.37),

dmanner_olcommunicarion_attitude : 0.23 (s.e. : 0.08, p < 0.05, 95%BC CI : 0.06 to 0.39),

dbrand_attitude : 0.28 (s.e. : 0.09, p < 0.01, 95%BC CI:0.72 to 0.44), dtop_managemenlattitude :

0.20 (s.e.:0.09, p < 0.05, 95%BC CI:0.03 to 0.35), demployee_on_phone_attitude:0.18 (s.e.

:0.09, p < 0.05, 95%BC CI:0.01 to 0.35), and a6rnn.¡_executives_aniru6s:0.17 (s.e. :0.09,

p < 0.10, 95%BC CI: -0.002 to 0.34). The exclusion of 0 in the 95%BC CIs rejects the

null hypothesis that there is no relationship between positive emotions and these

mediators. The third step was to compute the path coefficients from independent variable

(positive emotions) to the dependent variable (behavioral intentions) while allowing the

mediators to also predict the dependent variable. Amongst the mediators, only attitude

toward the brand had a significant impact on the dependent variable. The standardized

aa.)
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regression coefficient between positive emotions and behavioral intentions was not

significant (p > 0.10, 95% BC CI : -0.08 to 0. 14) which has dropped when compared to

c,thereby, providing evidence of mediation. From the parameter estimates of the full

structural model (table 18), since the path coefficient ('c' ') from positive emotions to

behavioral intentions is not significantly different from 0, full mediation of the

relationship between positive emotions and behavioral intentions by attitude toward the

brand is supported. Furthermore, the overall standardized indirect effect of mediation

(coefficient : 0.19) was also found to be significant (s.e. :0.07, p < 0.01, 95o/oBC CI:

0.07 to 0.32).

These results, overall, indicate that the relationship between (i) felt alienation and

behavioral intentions is not mediated through the attitudes, (ii) offensive negative

emotions and behavioral intentions is partially mediated through attitude toward the

brand, (iii) positive emotions and behavioral intentions is fully mediated through attitude

toward the brand. Further, there is no relationship between defensive negative emotions

and behavioral intentions that can be mediated through the attitudes. Thus, only the

consumer attitude toward the brand has had an impact on behavioral intentions. Thus, for

H5, support for consumer attitudes toward the decision and branch executives as

mediators of the relationship between felt alienation and behavioral intentions is not

found. H5 with respect to felt alienation is not supported. Also, the software was unable

to test the mediations separately for positive and negative outcome conditions because of

small sample limitation.
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Otlter Interesting Findíngs

Moderating Impact of Apologlt: A two-way ANOVA (with outcome and apology

as factors) provided evidence of significant interaction between the two on attitude

toward the manner of communication (F(2,222): 8.13, p < 0.01). Contrasts in the

positive outcome condition revealed that when apology was present, consumer attitude

toward the manner of communication was more favorable (M:5.22) than when the

apology was absent (M:2.43;F(1,222):98.04, p < 0.01) or controlled (M: 4.I2;F(I,

222¡:14.75, p < 0.01). Similarly, consumer attitude toward the manner of

communication was less favorable when the apology was absent than when controlled

(F(I,222): 36.15, p < 0.01). Contrasts in the negative outcome condition revealed a

similar pattern. When bank's apology was present, consumer attitude toward the manner

of communication was more favorable (M: 3.49) than when it the apology was absent

(M : 1.89; F(1,222): 30.95, p < 0.01) or controlled (M : 2.02;F(1,222) :26.23,p <

0.01). However, no significant difference in consumer attitudes toward the manner of

communication was found when the apology was absent versus when controlled (F(1,

222¡ : 0.19, p > 0. i 0). Thus, we see that the presence of an apology (vis-à-vis absence or

control) offered by the bank definitely helps generate favorable attitude toward the

manner in which the bank communicates with the consumers. No other dependent

measures were significantly impacted by the interaction of outcome and apology.

Moderatins Imþact of Treatment: A two-way ANOVA (with outcome and

treatment as factors) provided evidence of significant interaction between the two on

positive emotions (F(1,222):6.96, p < 0.01), attitude toward the treatment (F(1, 222):

4.65,p < 0.05), and attitude toward the branch executives (F(I,222): 5.71, p < 0.05).
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Contrasts in the positive outcome condition revealed that when treatment was positive

(vis-à-vis negative), magnitude of positive emotions was higher (Mpositive : 4.I2 vs.

M¡sg¿1iys :3.I4;F(\,222) : 19.96, p < 0.01), and consumer attitudes toward the treatment

(Mpositi,e: 5.31 vs. M,'so¿¡¡'s :2.01;F(1,222): 777.49, p < 0.01) and the branch

executives (Mposit;ve: 5.09 vs. Mn""u1¡u.:3.58; F(I,222):39.I4, p < 0.01) were more

favorable. Contrasts in the negative outcome condition revealed that when treatment was

positive (vis-à-vis negative), while magnitude of positive emotions was not significantly

different (Mpositive :2.03 vs. Mn..u1¡u": 1.87; F(I,222):0.51, p > 0.10), consumer

attitudes toward the treatment (Mpos;tive : 4.22 vs. Mn.ru¡;u": 1.68; F(l,222):102.35,p <

0.01) and the branch executives (Mpositíve : 3.88 vs. Mn"o¿1¡us :3.I9;F(1,222):7.95,p <

0.01) were more favorable. Thus, we see that positive treatment of consumers by the

bank can help reduce some of the negative fallouts (e.g., unfavorable attitudes) of

negative outcome.

Interaction qf Treatment and Apoloy: A two-way ANOVA (with treatment and

apology as factors) provided evidence of significant interaction between the two on

consumer attitude toward the manner of communication (F(2,222):7.12, p < 0.01).

Contrasts in the positive treatment condition revealed that when apology was present,

consumer attitude toward the manner of communication was more favorable (M:4.94)

than when it the apology was absent (M : 2.08; F(1,222): 103.37, p < 0.01) or

controlled (M : 3.60; F(I,222):22.49, p < 0.01). Similarly, consumer attitude toward

the manner of communication was less favorable when the apology was absent than when

controlled (F(1,222):28.74, p < 0.01). Further contrasts in the negative treatment

condition revealed that when the bank apologized, consumer attitude toward the manner
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of communication was more favorable (M:3.74) than when it the apology was absent

(M:2.27;F(1,222):26.20, p < 0.01) or controlled (M : 2.56;F(I,222¡:16.60, p <

0.01). Howevet, no significant difference in consumer attitudes toward the manner of

communication was found when the apology was absent versus when controlled (F(1,

222) : 1.04, p > 0.10). Contrasts in the apology present condition indicated that positive

(versus negative) treatment helps make attitude toward the manner of communication

more favorable (Mpositi,s: 4.94 vs. Mn".u¡¡u" :3.74;F(I,222): 17.74, p < 0.01).

However, in the apology absent condition, positive (versus negative) treatment did not

help make the attitude more favorable (Mpositius : 2.08 vs. Mn.oo1¡u. : 2.27; F(|, 222) :

0.46, p > 0.01). In the apology control condition, positive (versus negative) treatment

resulted in more favorable attitude (Mpositive : 3.60 vs. Mn.ou¡¡y r:2.56;F(\,222): 12.99,

p < 0.01). Thus, we find that both positive treatment and apology offered by the bank can

help reduce the adverse impacts of negative outcome.

Brand partner quali\t as a mediator: Literature suggests that brand partner

quality is a mediator of the relationship between brand sincerity and consumer-brand

relationship strength indicators, viz. commitment to the brand and satisfaction with the

brand (Aaker, Foumier, and Brasel 2004). A simple path model (figure 25) was

developed and AMOS 16 with bootstrapping technique was used to test this mediation.
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Figure 25: Brand Partner Quality as a Mediator of the Relationship between Brand
Sincerity and Consumer-Brand Relationship Strength Indicators

Relationship
Strength Indicators

Confirmatory factor analysis on this model (figure 25) resulted in a chi-square of

117.483 (df : 1, p < 0.01) and CFI : 0.83, indicating good fit of the data with the

hypothesized model (Hu and Bentler 1999). The parameter estimates (i.e., standardized

regression coefficients), standard errors (s.e.), 95%obtas-corrected confidence intervals

(BC CI), and significance levels are detailed in table 19.

Table 19: Standardized Parameter Estimates, Standard Errors, Significance Levels,
and' 95o/o Bias-Corrected Confidence Intervals for Brand Partner Quality as

Mediator in Study 3
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< 0.01 0.45
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) Commitment to the Brand
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Commitment to the Brand
Satisfaction with the Brand

0.04
0.06
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< 0.01
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0. t5
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0.73
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0.06
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These results seem to indicate that brand partner quality partially mediates the

relationship between brand sincerity and the consumer-brand relationship strength

indicators. Baron and Kenny's (1986) guidelines were used to verify this. The first step

was to compute the bivariate path coefficients between the independent variable (brand

sincerity) and the dependent variables (commitment to the brand and satisfaction with the

brand). These path (standardized beta) coefficients ('c') were significant indicating that

there is a relationship between brand sincerity and each of the relationship strength

indicators that can be mediated (c.o,nrnitn."nt to the brand 
: 0.74, s.e.: 0.03, p < 0.01, 95%BC

CI:0.67 to 0.80; csatisfaction_rvith_the_brand :0.75, s.e. :0.03, p < 0.01, 95%BC CI: 0.69 to

0.81). The second step was to test the bivariate paths between the independent variable

(brand sincerity) and the mediator (brand partner quality). The path (standardized beta)

coefficient ('a') was significant-a : 0.66 (s.e. : 0.04, p < 0.01, 95%BC CI : 0.57 to

0.73). The exclusion of 0 in the 95%BC CIs rejects the null hypothesis that there is no

relationship between brand sincerity and brand partner quality. The third step was to

compute the path coefficients from independent variable (brand sincerity) to the

dependent variables (commitment to the brand and satisfaction with the brand) while

allowing the mediator (brand partner quality) to also predict the dependent variable. The

mediator had a significant impact on the dependent variables. The standardized

regression coeff,rcient between brand sincerity and commitment to the brand (coefficient

:0.63, s.e. : 0.06, p < 0.01, 95%BC CI: 0.51 to 0.73) and satisfaction with the brand

(coefficient:0.61, s.e. :0.06, p < 0.01, 95%BC CI:0.48 to 0.71) were significantly

different from 0. These coefficients had also dropped when compared to c, thereby,

providing evidence of mediation. From the parameter estimates of the full structural
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model (table 19), since the path coefficient ('c") from positive emotions to behavioral

intentions is significantly different from 0, partial mediation of the relationship between

brand sincerity and the consumer-brand relationship strength indicators by brand partner

quality is supported. Furthermore, the overall standardized indirect effects of mediation

were also found to be significant (coefficient.o.,,.,¡¡.enr_ro_the_bran ¿: 0.17 , s.e. : 0.04, p <

0.0I,95o/o BC CI : 0.10 to 0.26; coefficientsarisraction wirh rhe brand 
: 0.22, s.e. : 0.04, p <

0.01,95Yo BC CI : 0.14 to 0.30).

A comparison of the standardized regression coefficients across the outcome

types is provided in table 20. From this table, it can be seen that the impact of the

mediator (brand partner quality) on the dependent variables in the negative outcome

condition is lesser than that in positive outcome. Whilst in the negative outcome, majority

of the impact on the relationship strength indicators is via the independent variable (brand

sincerity), in the positive outcome, majority of the impact on the indicators is via the

mediator (brand partner quality).

Table 20: Brand Partner Quality as Mediator - Standardized Parameter Estimates
Comparing Positive versus Negative Outcomes in Study 3

Hypothesized Paths Standardized Parameter
Estimates

tr'rom To
Positive

Outcome
Negative
Outcome

Brand Sincerity
)
)
)

Brand Partner

Quality

Brand Partner Quality
Commitment to the Brand
Satisfaction with the Brand

) Commitment to the Brand
) Satisfaction with the Brand

0.73
0.49
0.46

0.51
0.58
0.56

0.35 0.18
0.40 0.28
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Apology sinceri\t and.forgiveness. Research has shown that forgiveness is

positively related to perceived sincerity of an apology (e.g., Bachman and Guerrero 2006;

Hareli and Eisikovits 2006). An analysis of the relationship between sincerity of apology

and forgiveness was conducted for those respondents who were in the apology present

condition (Pearson's correlation:0.53, N:72, p < 0.01). An interesting finding is that

whilst this correlation is significant even for respondents in the positive outcome

condition (Pearson's correlation : 0.60, N : 35, p < 0.01i Mapotogy_sincerity : 5.09,

Mrorsiu"n.ss :4.74), there is only marginally significant correlation between the two in the

negative outcome condition (Pearson's correlation :0.29, N: 37, p < 0.10;

Mapology-sinc erity 
: 3 -'7 7, M¡e¡o¡vs¡s55 : 3'28).

Attributions concerning the.final outcome: Respondents were asked to write why

they thought the bank took the final decision that it did. In the negative outcome

condition, regardless of treatment and apology, out of ß7 thought listings, 134 of these

could be classified as "for profit/business reasons." Here is a sample of the thoughts

provided by the respondents: "the branch just wasn't making enough money," "lack of

profit from students," "they weren't doing enough business at the university location,"

"profits or losses, that's what business decisions are always about," "the customer base

was low and decreasing, there is not enough people to use the bank," "financial

shortage," "it was probably unprofitable for them to continue operating on campus." It is

clear from these thought listings that the respondents were able to justify the decision of

the bank, and, thereby, not put the blame on the bank. They were willing to understand

that a bank needs to operate where it can make profits, and that, perhaps, is not easy to do

on a campus branch.
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In the positive outcome, however, there was more variance in their thoughts.

There were a total of 133 thought listings and these could be broadly classified into four

categories: "did not wart to lose business" Q.l: 59), "because of the strong movement

and petition" (N: 47),"media's coverage added pressure on the bank" (N : 19) and "to

maintain their brand image" (N : 11). The following is a sample of the thoughts provided

by the respondents: "they didn't want bad word-of-mouth and maybe realizedthat

moving elsewhere and finding new customers was more costly than just staying put and

maintaining their current customers," "to save their reputation," "overwhelming number

of student petitions and media attention which brought bad publicity to Grove Bank,"

"the student petition and bad media."

AttrÌbutions concerninq the treatment: Respondents were asked to write why they

thought the bank's employee at the headquarters spoke to them the way s/he did. In the

negative treatment condition, out of 102 thought listings, there emerged five distinct

categories: "I am just a student, so, they don't care" (N:37), "individual employee has a

problem/bad day" (N : 31), "frustrated due to other students calling to find out status" (N

:28), "got other things to do, was busy'' (N : 17), and "the bank did not train them in

customer service" (N : 15). Here is a sample of the thoughts provided by the

respondents: "stress," "lack of social skills," "not trained by the bank," "it could have

been just a bad day for that executive; one person does not represent an entire company,"

"possibly just because I am young and a student and don't seem like an

important/valuable customer to them," "busy." In the positive treatment condition, 88

thought listings were garnered, which could be classified into four groups: "to retain

customers" (N:48), "customer service standards / it is their job" (N :24), "avoid
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making customer more upset" (N: 19), and "retain good brand image" (N: 11). Some

of the thought listings include: "because he wanted me to remain a customer of the bank,"

"they did not want to lose any customers," they are trained to be polite to customers,"

"because it's their job to be polite," "to not cause panic and have an angry customer on

his hand," and "they wanted to seem like they cared."

Relative Relc¿tionsldrt T)tpe. Most of the respondents selected the picture group

which depicted business ties to express the picture group that best represents Grove Bank

regardless of outcome (Npositive : 95 out of 119; Nn.sutiu" :97 oluit of 115). Similarly,

majority of the respondents selected the picture group that depicted business ties to

express the picture group that best represents the respondent's relationship with Grove

Bank (\".itive : 83 out of 119; Nn"ru1¡r":92 out of 115). Thus, when relationship type is

not manipulated, respondents tend to choose the picture group that represents exchange

or business ties.

VI. Discussion

Results of manipulation checks for the independent variables (outcome, treatment,

and apology) demonstrate successful manipulations, suggesting that these could be

replicated in experimental scenarios for future studies.

In this study, based on theoretical underpinnings (e.g., Seemanlg5g) and findings

from study 2,power was viewed as being generated through the influence of only

outcome. Results supported the hypothesis (H2a) that as power declines, those consumers

who experience their campus branch being closed (vis-à-vis the branch being kept open)

feel more powerless, alienated, negative (both offensive and defensive emotions), less
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positive, have lower selÊesteem, harbor more unfavorable attitudes toward the decision,

treatment, manner of communication, brand, top management, employee on the phone

and branch executives, have unfavorable behavioral intentions toward the bank, have

unfavorable perceptions of brand partner quality, and brand sincerity. Consumers also

demonstrate weaker commitment to the brand and greater dissatisfaction with it. They are

also less willing to forgive the bank for the stressful scenario. Furlhermore, such

consumers report weaker perceptions of communal and exchange ties with the brand.

When outcome is positive (i.e., the branch kept open) and treatment is also

positive (i.e., consumer spoken to politely and respectfully), consumers report lowest

magnitudes of perceived powerlessness, highest magnitude of positive emotions, and

most favorable perceptions of brand partner quality, and attitudes toward the treatment

and branch executives, and behavioral intentions. Whereas, when the outcome is negative

(i.e., the branch closed) and treatment is negative (i.e., consumer spoken to impolitely

and disrespectfully), consumers reported most unfavorable attitudes toward the treatment

and branch executives, and behavioral intentions. Though significant results were not

found for all dependent measures, the means were in the directions hypothesized in H2b,

similar to that found in study 2.

Once again, attitude toward the decision has been found to be most sensitive to

perceptions of power (i.e., outcome-positive vs. negative), such that as power declines

(i.e., outcome is negative), attitude toward the decision is least favorable as compared to

that toward the treatment, manner of communication, brand, top management, employee

on the phone, and branch executives (supporting H2c). This, once again, reinforces that

consumers have evaluated the stressful situation as a one-time negative event with the
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company and, their general attitudes toward the brand or branch executives have not been

negatively impacted.

Regardless of outcome or treatment or apology, respondents chose the picture

group that depicted exchange or business ties to be representative of their relationship

with the bank. This demonstrates that there is a pre-bias for exchange relationship with a

bank. Perhaps, this is one of the top reasons for not finding significant results using

relationship type in studies 1 and2 - respondents could not view the bank as a close

friend, but rather as friendly businessman.

Tests of mediations hypothesized in H4 revealed that the relationship between

perceived powerlessness and attitude toward (i) the decision is fully mediated by felt

alienation and positive emotions (same as in study 2), (ll) the manner of communication

is fully mediated by felt alienation and (marginally by) positive emotions, (iii) the brand

is fully mediated by positive emotions and (marginally by) offensive negative emotions,

(iv) the top management is fully mediated (marginally) by positive emotions, and (v) the

employee on the phone is fully mediated (marginally) by positive emotions. Thus, felt

alienation, offensive negative emotions, and positive emotions have served as the key

mediators of the relationship between perceived powerlessness and consumer attitudes.

Tests of mediations hypothesized in H5 indicate that the relationship between (i)

felt alienation and behavioral intentions is not mediated through the consumer attitudes,

(ii) offensive negative emotions and behavioral intentions is partially mediated through

attitude toward the brand, (iii) positive emotions and behavioral intentions is fully

mediated through attitude toward the brand. Further, there is no relationship between
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defensive negative emotions and behavioral intentions. Thus, only the consumer attitude

toward the brand has had an impact on behavioral intentions, being mediated by offensive

negative emotions and positive emotions.

Results indicate that treating customers respectfully can help reduce some of the

negative impacts of unfavorable brand decisions. While apology did not yield significant

results in majority of the dependent variables, nevertheless, it has been found that the

presence ofan apology (vis-à-vis absence or control) offered by the bank can help create

favorable attitude toward the manner in which the bank communicates with the

consumers. Though both positive treatment and apology combined do not influence the

level of powerlessness, alienation, and most of the other dependent variables, they have

been found to help reduce negative impacts by generating more favorable attitude toward

the manner in which the bank communicates with its customers. Therefore, it would be

wise for a company to ensure that its customers are treated respectfully and also

apologized to, especially when having to take an unfavorable decision such as closing of

a branch office at a particular location.

Brand partner quality is found to mediate the relationship between brand sincerity

and consumer-brand relationship strength indicators such as commitment to the brand

and satisfaction with the brand. Also, it has been found that in the negative outcome

condition, majority of the impact on the relationship strength indicators is via brand

sincerity, whereas, in the positive outcome condition, majority of the impact on the

indicators is via brand partner quality. This means that for a company to implement a

negative outcome (i.e., unfavorable for its customers), it needs ensure that it is perceived

as a sincere brand (more so than focussing on brand partner quality) so that customers
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continue to stay committed to the brand and satisfied with it. If it is not perceived as a

sincere brand, it is possible for the relationship to be weakened.

Typically, the more sincere an apology is perceived to be, the more willing is the

relationship partner to forgive the transgressor. Results indicate a strong significant

correlation between apology sincerity and forgiveness in the positive outcome condition.

However, in the negative outcome condition, this relationship is a marginal one. This

might be because consumers tend to view a bank as an exchange (not communal)

relationship partner. Therefore, they possibly view the dynamics of apology and

forgiveness with a certain level of mistrust, detachment, etc.

Finally, the attributions thought listings revealed that the respondents had a

reasonable exposure to business objectives and practices. They revealed their

understanding of problems or issues that companies such as banks might face that would

lead them to make decisions that might be unpopular or unfavorable for customers. For

instance, when asked to specify why the bank took the final decision that it did, vast

majority of respondents in the negative outcome condition mentioned "for

profit/business" as the reason for closing down the campus branch. ln the positive

outcome condition, participants believed that the bank was being kept open, despite the

initial intent of closing down the branch, so that the bank would not lose business and

would be successful in maintaining a good brand image. Further, the strong movement

and petition, as well as the media's coverage, has pressurized the bank to stay open on

campus. When asked to write why they thought the bank's employee at the headquarters

spoke to them the way s/he did, in the negative treatment condition, most of the responses

could be classified into one of these five categories: "I am just a student, so, they don't
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cate," "the individual employee has a problem/bad day," "employee was frustrated due to

other students calling to find out status," "s/he got other things to do, was busy," and "the

bank did not train them in customer service." In the positive treatment condition, the

attributions could be classified into four groups: "to retain customers," "they are trained

in customer service standards / it is their job," "to avoid making customer more upset,"

and "to retain good brand image."

In summary, the theme that emerges is that power is driven primarily by the

outcome, and not by the treatment or apology. As pourer declines, sense of alienation

increases and the consumer-brand relationship changes from being communal to

exchange. Positive treatment and apology by the bank help reduce the magnitude of some

of the negative fall-outs of the negative situation. The next chapter shall now present the

overall discussion in terms of the contributions (theoretical and rnanagerial), limitations

ofthis research, and areas offuture research.
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CHAPTER SEVEN

CONCLUSION

This chapter is divided into four sections. The first section highlights the

theoretical implications that arise from the studies conducted. The second section

discusses the managerial implications from the results found thus far. The third section

presents the limitations of this research. The fourth section proposes potential avenues for

future research.

I. Theoretical Implications

First, the results from the three studies in this thesis demonstrate how the concepts

of perceived powerlessness and alienation find application even within the realm of

consumer behavior, thereby, paving the way for more interdisciplinary research. Findings

also support the stand of those sociology researchers who consider powerlessness to be

antecedent to alienation (e.9., Ashforth i989). It is empirically demonstrated in all three

studies that felt alienation mediates the relationship between perceived powerlessness and

consumer attitudes. However, it is acknowledged that alienation too can lead to

powerlessness, in which case it would be prudent to test this by manipulating alienation

and then measuring its impact on powerlessness. Second, this research demonstrates that,

within the context of the scenario manipulations used, power is dependent on outcome

and not on treatment. Initially, in study 2,level of power was viewed as the result of the

cornbined influence of outcome and treatment. However, the results indicated that only

outcome is required for variations in perceptions of power level. This was confirmed in
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study 3 as well. However, it is possible that power might not be outcome-dependent. For

instance, what if the outcome was positive (branch kept open), but not because of the

consumer effort, rather because of a government policy to keep a bank branch on every

university campus? Would the consumer still feel powerful? Therefore, if the reason for

the positive outcome is regardless of consumer action, the consumer rnight not feel as

powerful. Therefore, if the outcome manipulation had been any different from what was

used in this study, results rnight have been different. Third, this research highlights the

need to not consider communal and exchange relationships as being mutually exclusive,

or orthogonal, especially since the element of exchange is unavoidable in consumer-

brand ties. All three studies demonstrate how consumers can report being simultaneously

high on communal ties and exchange ties. Moreover, in a regular banking context,

perhaps the need for establishing close ties with the bank might not be more important or

preferred to professional ties. Consumers might have a higher need for communal ties in

a high-risk investment banking context, which could be a future research agenda. Fourth,

this research quantitatively demonstrates that relationship definitely undergoes a

transformation on account of the managerially-induced stressor. Such transformation has

been thus far qualitatively studied by researchers in consumer behaviour (e.g., Fournier

1998). Fifth, only a few studies in marketing have looked at impact of company

transgressions which are violations of unwritten codes, operationalized as careless acts or

mistakes by service provider in the realm of consumer-brand ties (e.g., Aaker et aL.2004).

My research is different from these as it considers unpopular corporate decisions which

are not 'careless' acts, rather 'carefully' thought out decisions that companies make. It is

important to distinguish transgressions from stressors. Transgressions can be viewed as a
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subset ofstressors, wherein, all transgressions are stressors but not all stressors are

transgressions. Further, based on Fournier's (1998) classification ofrelational stressors,

transgressions can be classified under partnerldyadic stressors, which is different from

managerially-imposed relational stressors examined in my research. Sixth, while

treatment and apology do not directly impact the level of power, they moderate the

influence of outcome on several other dependent measures, such as alienation, emotions,

consumer attitudes, etc. It has been found that treating consumers positively and

apologizing for any transgtession help reduce negative fallouts of powerlessness and

alienation. Seventh, study two demonstrates how alienation as a construct is different

from offensive negative emotions (such as bitter, upset, angry, betrayed, etc.). Felt

alienation is a valid construct presenting convergent and discriminant validities. Eighth,

this research finds support for the role of brand partner quality as a mediator of the

relationship between brand sincerity and consumer-brand relationship strength indicators

(viz., commitment to the brand and satisfaction with the brand). Ninth, though apology

sincerity and forgiveness share a positive relationship, in the event of negative outcomes

for consumers, this relationship becomes non-significant. This is perhaps more typical of

consumer-brand ties where exchange/businesslike interaction is inbuilt and customers are

not as pro-relationship as those nurturing communal/close friendship ties (e.g.,

Bendapudi and Berry 1997; Clark and Mills 1993).

II. Managerial Implications

First, results indicate that managerially-induced relational stressors that cause

consumers to feel powerless can alienate existing consumers resulting in eventual

relationship termination. Companies need to ensure that they avoid giving their customers

-240-



any sense of powerlessness. They need not endeavor to make their customers feel

powerful, but should ensure that they avoid fostering feelings of low power. Second, the

top management need not be overly anxious about dilution of brand equity when a one-

time unpopular decision has to be made where some of its customers are excluded. This

is because customers do not transfer their negative emotions and cognitions from the

experience of the unpopular decision to their more general brand attitudes. Their

experience is evaluated as an isolated event. This has been found across all three studies.

Third, positive treatment can alleviate some of the negative fallouts of powerlessness and

alienation, whereas, negative treatment of consumers will make things worse. In general,

consumers expect positive treatment from service providers. Fourth, constant evaluations

of the brand personality (as being sincere) and brand partner quality are critical to ensure

that the consumer-brand relationship stays strong, as indicated by satisfaction with the

brand and commitment to the brand. Fifth, sincere apology by the company in the event

of transgressions can help diminish the magnitude of unfavorable outcomes and result in

consumer willing to forgive the brand. However, in negative outcome situations, the

relationship between apology sincerity and forgiveness become non-significant. This

means that companies should wisely navigate the process of implementing unfavorable or

unpopular decisions, ensuring that consumers do not perceive the apology as being

insincere.

Overall, this research demonstrates that as power declines, magnitude of

alienation increases, along with other negative consequences such as stronger intensity of

negative emotions, unfavorable consumer attitudes and behavioral intentions, as well as

relationship transformation from communal to exchange. Positive treatment meted out to
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the consumers as well as an offer of sincere apology by the service provider can help

reduce the magnitude of some of the negative consequences of alienation while helping

build stronger consumer-brand relationships.

III. Limitations

There are several limitations to this research. First, the use of university students

as subjects limits the generalizability of the findings. Second, the context in which the

research is examined is limited to a bank brand. Third, experimental design by its very

nature does not consider several other factors (such as pre-task affect, availability of

altemative options, coping behaviour of respondents, etc.) that would influence the

responses in areal world situation. Fourth, the studies do not consider the long term

effects of powerlessness and alienation, i.e., they do not consider whether time might

reduce or exacerbate feelings of alienation and other attitudes. To that extent, the findings

are limited in application. Fifth, there is not yet sufficient progress made in the consumer-

brand relationship domain to effectively manipulate relationship type. Despite the fact

that most of the manipulation is being undertaken through hypothetical scenarios, it is

acknowledged that this is not the best way to manipulate relationships. Sixth, this thesis

builds on the assumption that consumers will petition, lobby, and obtain media coverage

when faced with a managerially-imposed relational stressor. This, however, might not be

the case in many situations. Seventh, mediation tests using structural equation modeling

with the bootstrapping technique has inherent drawbacks such as large residuals due to

the small sample sizes, resulting in the inability to compute reliable parameter estimates.
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IV. Areas for Future Research

First, the impact of interactions of other dimensions of alienation-normlessness,

meaninglessness, social isolation, and selÊestrangement (Seeman 195g)-with

powerlessness on consumer behavior needs to be further examined. In this thesis, attitude

toward the brand has not been adversely impacted. It might be interesting to examine

conditions under which the brand attitude will be modified. For instance, perhaps, if the

bank indulges in an unethical act ("normlessness") such as losing my personal data,

consumer attitude toward the brand can be expected to change. Second, it needs to be

explored whether other forms of relational stressors (Fournier 1998) would also result in

consumer alienation. Third, other methods to manipulate relationship type need to be

considered. ln the social psychology literature, researchers recruit participants based on

their actual real-life relationships. Perhaps, for consumer-brand ties, it might be apt to

recruit communal or exchange customers on the basis of bank databases. Fourth, this

thesis has examined the effect of measured mediators. It might be insightful to examine

the effect of manipulated mediators as well. Fifth, the dimension of sincerity of apology

and forgiveness could be explored in future studies, especially, to identify the ideal

method of regaining customer goodwill when forced to make unfavorable decisions, such

as closing of a branch at a particular location. Sixth, it would be insightful to examine

why some consumers experience guilt while others experience shame when dealing with

a relational confrontation, as found in study one.
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Appendix 1.1.

Study 1: Pre-Test Scenario - "Powerful"

Please carefully read and imagine this scenario:

You have been banking at the university campus branch of Grove Bank for the
last five years. You have used the bank quite extensively and have been very happy with
the quality of their services. Overall, your experience with Grove Bank has been very
good.

Please turn to the next page and do not turn back to this page once you get started.

Now imagine that on your regular visit to the university campus branch of Grove
Bank, you find an important announcement - "the branch would be closed down in 30
days". This means that you will have to start frequenting another branch for all your
banking needs. Unfortunately, this is not that simple. The next closest branch is at an
extremely inconvenient location for you. There are not enough buses to that place and
finding a parking spot is equally difficult. The closing down of the campus branch of
Grove Bank is extremely inconvenient for you. You and many others from the university
spend a lot of time and effort and petition Grove Bank to not close down the campus
branch. You send a formal letter to the Bank's headquarters with signatures of other
petitioners. You also obtain media coverage for the petition. Because of the strong
movement that you are a part of and your time and efforts, Grove Bank decides not to
shut down the university campus branch. They send you a letter communicating this
decision with an apology for the inconvenience caused to you. When you visit the branch
location the next time, you find that the bank is open for regular business.

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 1.2.

Study 1: Pre-Test Scenario - "Powerless"

Please carefully read and imagine this scenario:

You have been banking at the university campus branch of Grove Bank for the
last five years. You have used the bank quite extensively and have been very happy with
the quality of their services. Overall, your experience with Grove Bank has been very
good.

Please turn to the next page and do not turn back to this page once you get started.

Now imagine that on your regular visit to the university campus branch of Grove
Bank, you find an important announcement - "the branch would be closed down in 30
days". This means that you will have to start frequenting another branch for all your
banking needs. Unfortunately, this is not that simple. The next closest branch is at an
extremely inconvenient location for you. There are not enough buses to that place and
finding a parking spot is equally difficult. The closing down of the campus branch of
Grove Bank is extremely inconvenient for you. You and many others from the university
spend a lot of time and effort and petition Grove Bank to not close down the campus
branch. You send a formal letter to the Bank's headquarters with signatures of other
petitioners. You also obtain media coverage for the petition. Despite the strong
movement that you are apart of and your time and efforts, Grove Bank decides to shut
down the university campus branch. They do not send you a letter communicating this
decision and do not apologize for the inconvenience caused to you. When you visit the
branch location the next time, you find that the bank has been closed.

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 1.3.

Study l: Pre-Test Scenario -'oPower Control"

Please carefully read and imagine this scenario:

You have been banking at the university campus branch of Grove Bank for the
last f,rve years. You have used the bank quite extensively and have been very happy with
the quality of their services. Overall, your experience with Grove Bank has been very
good.

Please turn to the next page and do not turn back to this page once you get started.

Now imagine that on your regular visit to the university campus branch of Grove
Bank, you find an important announcement - "the branch would be closed down in 30
days". This means that you will have to start frequenting another branch for all your
banking needs. Unfortunately, this is not that simple. The next closest branch is at an
extremely inconvenient location for you. There are not enough buses to that place and
finding a parking spot is equally difficult. The closing down of the campus branch of
Grove Bank would be extremely inconvenient for you.

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 1.4.

Study 1: Pre-Test Questions - "Po\ryerful" & 'oPowerless"

Section 1

The following questions relate to your beliefs and thoughts concerning the decision of
Grove Bank.
1. There is little that people like me can do to change the decision of Grove Bank.

2. There is little use in complaining to the Grove Bank officials because usually they
will not do anything to satisfy an individual customer.

Strongly
Disagree

I

Strongly
Dísagree

1

3. It is only wishful
Grove Bank.

Strongly
Disagree

1

1

More and more,
Strongly
Disagree

I

Strongly
Disagree

I

234
thinking to believe that one can

Strongly
Agree

-7

Strongly
Agree

s67
really influence what happens at

Strongly
Agree

567
there is not much that an individual

Strongly
Agree

6'l
the decisions made by Grove

4. A few people in power run Grove Bank and
customer like me can do.

Strongly
Disagree

12345
5. Most of the time, I feel that I have an effective voice in

Bank.
Strongly
Dìsagree

Strongly
Agree

67
Grove Bank.

Strongly
Agree

'7

Strongly
Agree

567
very difflcult for an individual

6.

2345
I feel helpless in the face of what is happening at

7. An individual customer like me has little chance of protecting hislher personal
interests when they are in conflict with those of Grove Bank.

8. The size and complexity of Grove Bank make it
customer to know where to turn.

Strongly
Disagree

123456
9. The bureaucracy/rules and regulations of Grove Bank have me confused.

Strongly
Disagree

4

265

Strougly
Agree

7

Strongly
Agree

7



10. Things have become so complicated at Grove Bank that I really do not understand
what is going on.

Strongly
Distgree

12
I 1. I cannot seem to make much

Strongly
Disagree

t2 456
to day from Grove Bank.12.Ihardly know what to expect day

Strongly
Disagree

123

Strongly
Agree

234567
is usual for Grove Bank to be inconsiderate towards individual

Strongly
Agree

6'l

3456
sense of my banking experience at Grove

for Grove Bank to be honest in

Strongly
Agree

7

Bank.
Strongly

Agree

7

Strongly
Agree

13. It seems to me that Grove Bank is justified
4567
in doing almost anything if it means

making higher profits.
Strongly Strongly
Disagree Agree

1234567
14. Grove Bank does things that put others in inconvenience in order to get ahead in the

world.
Strongly
Disagree

I

15. To be a success, it
customers.

Strongly
Disagree

1

Strongly
Disagree

1234
17. The main reason why Grove Bank would do

publicity and penalties.
Strongly
Distgree

1234

Strongly
Agree

567
the right thing is to avoid negative

Strongly
Agree

567
its dealings even if it resulted in

16. Grove Bank would not mind doing wrong to its customers when its interests conflict
with those of its customers.

18. It would be best
lower profits.

Strongly
Disøgree

I

Strongly
Agree

-7

Strongly
Agree

'l

19. I feel that I am an integral
Strongly
Disagree

12

3456
part of the Grove Bank community.
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2I. My experience at Grove Bank has been devoid of any meaningful relationships.
Strongly Strongly

20. I seldom feel 'lost' or 'alone' in the Grove Bank community.
Strongly
Disagree

I

Disagree

I

Disøgree

I

Strongly
Dísagree

123
24.I feel excluded by Grove Bank.

Strongly
DÍsagree

1

Strongly
Agree

-7

Agree

7

Agree

7

Strongly
Agree

7

Strongly
Agree

7

Good
'l

llise
7

BeneJìcial
For Me

7

Pleasant

7

Rewarding

7

22. Grove Bank is just too big and impersonal to provide for the individual customer.
Strongly Strongly

23. I feel like there is a barrier or separation between Grove Bank and me because of their
current decision.

Section 2
The following question reiates to your attitude towards the decision of Grove Bank.
25.The latest decision of Grove Bank is:

(i)
Bad

123
(ii)

Foolish

123
(iiÐ

Harntful To
Me

123
(iv)

Unpleasønt

123
(v)

Punishittg

123
Section 3
The following questions are based on the scenario that you were asked to imagine.
26.The scenario is

Very Unlikely
To Occur

27.What was Grove Bank planning to do?

J Open anotlter brønclt otx csmpus

Very Likely
To Occur

7
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Z Close the campus branclt

J Cltange tlte hours of operøtiort
28. What did Grove Bank do after you sent the formal letter?

Z Closed tlte cønrptts branclt

J Kept the cømpus branclt open

Z Cltanged tlte hours of operøtion
29.Did Grove Bank communicate with you after you sent the formal letter?

Z Yes, it did Z No, it didn't
Section 4
The following questions are about your real-life banking histor)¡.
30. How many banks do you currently have account(s) with?

J None J One ú Two l More than two
31. How many credit cards do you currently have?

Z None Z One Z Two Z More than two
32. How frequently do you visit a local branch for services other than ATM?

Z Never

Z Once every 2-3 montlts

t Once every 6 montlts

Z Once a montlt

Z Once every 4 montlts

J Once every yeør

ú Otlter (please specifu:
33. (i) Do you do online banking?

JYes nNo
(ii) If yes, how frequently do you do online banking?

Z More tltøtt once a week t Once a week

Z Once every 2 weeks

Z Otlter (please specifu:

A Once every montlt

Section 5
The following questions are on your demographic profile.
34. Your nationality:

J Cønsdian Z Other (Please specifu:
35. Your age'. _years.
36. Your gender:

Z Male J Femøle
3T.Language spoken at home:

Z Englislt J Otlter (Please specify:
38. Current faculty at the U of M:

J Management t Arts J Science

D Other (Please specify:
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Appendix 1.5.

Study 1: Pre-Test Questions - "Power Control"

RESPONDENTS ARE ASKED THE SAME SET OF QUESTIOAI,SI.S LISTED IN
APPENDIX 1.4, EXCLUDING QUESTION # 28-29 (i.e., questions reløted to the
bønk's final decision).
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Appendix 1.6.

Study 1: Pre-Test #1 Scenario - "Communal Relationshin"

Please carefully read and imagine this scenario:

You have been banking at the university campus branch of Grove Bank for the
last five years. You have used the bank quite extensively and have been very happy with
the quality of their services. When you first joined university, you had opened an account
with them. You still remember how thrilled you were when you got your first credit card
from them. You have always associated the bank with positive feelings since you often
visit the bank whenever you receive money from home. The bank has always treated you
well. Over the past few years, whenever you visited the bank, you have had a very
pleasant and warm interaction. They seem to be taking a personal interest in you, and
have often taken the initiative to suggest ways to better manage your idle funds in the
bank. Overall, your experience with Grove Bank has been memorable.

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 1.7.

Study 1: Pre-Test #1 Scenario - "Exchange Relationship"

Please carefully read and imagine this scenario:

You have been banking at the university campus branch of Grove Bank for the
last five years. You have used the bank quite extensively and have been very happy with
their efficiency and the quality of their services. You have taken a loan from the bank
and, in fact, they were able to get the paperwork done quite quickly. Their interest rates
are also among the best in the city. You also use their credit card because they offer a
large credit limit and very good interest rates. Grove Bank also periodically makes some
offers to you that appear to be of great value. ln the past, whenever you have gone to the
branch, you have gotten your work done very fast - they respect your time, and get the
job done very fast. Their executives seem to be quite well trained and smart. Overall,
your experience with Grove Bank has been excellent.

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 1.8.

Study 1: Pre-Test #1 Questions - "Communal Relationship" & "Exchange
Relationship"

Section 1

The following questions relate to your relationship with Grove Bank. Please circle the
number that best illustrates your answer.
1. I have warrn feelings for Grove Bank.

Strongly Disagree Strongly Agree
1234567

2. Grove Bank helps me in times of need.
Strongly Disagree Strongly Agree

1234s67
3. I'd miss Grove Bank if I moved away.

Strongly Disøgree Strongly Agree
1234567

4. Grove Bank treats me special.
Strongly Disagree Strongly Agree

1234567
5. Grove Bank cares for me.

Strongly Disøgree Strongly Agree
1234567

6. Grove Bank likes me.
Strongly Disøgree Strongly Agree

1234567
7. I care for Grove Bank.

Strongly Disagree Strongly Agree
t234567

8. Grove Bank provides good value for money.
Strongly Disagree Strongly Agree

1234567
9. Grove Bank provides good service to get business.

Strongly Dísagree Slrongly Agree
123456'7

10. I get my money's worth from Grove Bank.
Strongly Disøgree Strongly Agree

1234567
1 1. Grove Bank provides its services at the time it promises to do so.

Strongly Disagree Strongly Agree
1234567

12. Grove Bank is dependable.
Strongly Disøgree Strongly Agree

1234567
13. When Grove Bank promises to do something by a cefiain time, it does so.

Strongly Disøgree Strongly Agree
123456'7

14. Grove Bank is efficient.
Strongly Disagree Strongly Agree

1234567
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Section 2
Now, imagine that Grove Bank comes alive and becomes a person.
15. To what extent is Grove Bank like a close friend?

Not AI Ail
12345

16. To what extent is Grove Bank like a family member?
NoI AI AII

1234s6
17. To what extent is Grove Bank like a person that I care about?

Not At AII
123456

18. To what extent is Grove Bank like a businessperson?
Not At All

12
19. To what extent is Grove Bank like a merchant?

NOt AI AU
t234

20.To what extent is Grove Bank like aperson I would

Extrenely So
rJ/

Extrenely So
7

Extremely So
7

Extremely So
7

Extremely So
567
have business relations with?

Extremely So
7

below. Questions 2I to 25 are based

NoI AI Ail
123

There are three picture groups (4, B, and C) shown
on these picture groups.

Group B

NoIAIAil
t2

21. Which of the 3 picture groups best represents Grove Bank to you?

Z Group A Z Group B J Group C
22.Which of the 3 picture groups best represents your relationship with Grove Bank?

J Group A J Group B J Group C
23. To what extent does Picture Group A represent your relationship with Grove Bank?

Extrenely So
'7

Group A

ffi

Group C

@
jt'Æxù
i(:'ìÍi-i'

¿t)



24.To what extent does Picture Group B represent your relationship with Grove Bank?
Not At All Extremely So

t23456'7
25. To what extent does Picture Group C represent your relationship with Grove Bank?

Not At All Extrenrely So
1234567

Questions 26 to 27 are based on the following pictures (4, B, C, D, E, and F).

(A)

(D)

26. Which of the 6 pictures best represents Grove Bank to you?

NA JB 
'C 

trD NE ZF
27.Which of the 6 pictures best represents your relationship with Grove Bank?

NA ZB ZC ND NE 
'FSection 3

The following question is based on the scenario that you were asked to imagine.
28. The scenario is

Very Unlikely
To Occur

123456
Section 4

The following questions relate to your real-life bankine historl/.
29. How many banks do you currently have account(s) with?

J None Z One D Two Z More tltan two
30. How many credit cards do you currently have?

Z None Z One J Two Z More tltan two
31. How frequently do you visit a local branch for services other than ATM?

Z Never Z Once s montlt

J Once every 4 months

Z Once every yeør

Very Likely
To Occur

7

Z Once every 2-3 months

Z Once every 6 montlts

@
(") ,çlvl=.,

Jk$dj.
*.*-ì(sÐ/- __.,l\ Y lt

(E)

Z Other (please specify:
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32. (1) Do you do online banking?

Z Yes JNo
(ii) if yes, how frequently do

Z Once a week n
Z Once a montlt n

you do online banking?

More tltan once ø week

Other (please specifu:
Section 5

The following questions are on your demographic profile.
33. Your nationality:

Z Cønadíun I Otlter (Please specìfu: )

34. Your age: _ years.

35. Your gender:

2 Møle Z Female
36. Language spoken at home:

Z English Z Other (Please specify: )

37. Current faculty at the U of M:

Z Manøgement J Arts Z Science

J Otlter (Please specifu:
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Appendix 1.9.

Study 1: Pre-Test #2 Scenario - "Communal Relationship"

Please carefully read and imagine this scenario:

You have been banking at the university campus branch of Grove Bank for the
last five years. The bank has a strong reputation for being wafin and friendly. In your
personal experience with Grove Bank, you have found this to be true. The bank's
executives have been very friendly and caring. They always seem to be cheerful and
informal. They get your job done fast. You have always had very pleasant and warm
interactions with the bank. You are usually addressed informally by your first name. The
bank does special things for you. For instance, on your last birthday, Grove Bank sent
you a hand-written card. You have used the bank quite extensively and have been very
huppy with the quality of their services. Overall, your experience with Grove Bank has
been very good. Given below is one of their advertisements, which appeared in your
campus newspaper this year, inviting new students to open an account with the bank:

New on campus?
Need to open a bank account?

&iRi{b'*rË ig,hrHiffi

A lVarm & Friendly Bønking Experience

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 1.10.

Study 1: Pre-Test #2 Scenario - "Exchange Relationship"

Please carefully read and imagine this scenario:

You have been banking at the university campus branch of Grove Bank for the
last five years. The bank has a strong reputation for being professional and competent. In
your personal experience with Grove Bank, you have found this to be true. The bank's
executives have been very capable and efficient. You have found them to be dignified
and formal. They get your job done fast. You have always had very professional and
businesslike interactions with the bank. You are usually addressed formally by your last
name. The bank provides regular services for you. For instance, when a payrnent is due
from your account, Grove Bank sends you an automatic computer-generated reminder.
You have used the bank quite extensively and have been very huppy with the quality of
their services. Overall, your experience with Grove Bank has been very good. Given
below is one of their advertisements, which appeared in your campus newspaper this
year, inviting new students to open an account with the bank:

I

New on campus?
Need to open a bank account?

i,&rffi{eWffi ßlrÀrffitK

A Professiottctl & EfJícient Bønking Experience

Please turn to the next page and do not turn back to this page once you get started.

277



Appendix 1.11.

Study 1: Pre-Test #2 Questions - "Communal Relationship" & "Exchange
Relationship"

Section 1

The following questions relate to your relationship with Grove Bank. Please circle the
number that best illustrates yoLlr answer.
i. I have warrn feelings for Grove Bank.

Strongly Disagree Strongly Agree
1234567

2. Grove Bank helps me in times of need.
Strongly Disngree Strougly Agree

1234567
3. I like Grove Bank.

Strongly Dìsagree Strongly Agree
1234567

4. Grove Bank treats me special.
Strongly Disøgree Stuongly Agree

1234567
5. Grove Bank cares for me.

Strongly Dísagree Stuongly Àgree
123456'7

6. Grove Bank likes me.
Strongly Disagree Sûongly Agree

1234567
7. I care for Grove Bank.

Strongly Dísøgree Stongly Agree
t234567

8. Grove Bank provides good value for money.
Strongly Disagree Strongly Agree

1234567
9. Grove Bank provides good service to get business.

Strongly Disagree Sûongly Agree
1234567

10. I get my money's worth from Grove Bank.
Strongly Disøgree Strongty Agree

1234567
I 1. Grove Bank provides its services at the time it promises to do so.

Strongly Disagree Strongly Agree
1234567

12. Grove Bank is dependable.
Strongly Disagree Strongly Agree

1234567
13. When Grove Bank promises to do something by a certain time, it does so.

Strongly Dísagree Sfiongly Agree
1234567

14. Grove Bank is efficient.
Strongly Disagree Stongly Agree

1234567
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Section 2
Now, imagine that Grove Bank comes alive and becomes a person.
15. To what extent is Grove Bank like a close friend?

Not At All Extretnely So
1234567

16. To what extent is Grove Bank like a family member?
Not At AII Extremely So

t234567
17. To what extent is Grove Bank like a person that I care about?

Not At All Extremely So
1234567

18. To what extent is Grove Bank like a businessperson?
Not At Ail Extrenely So

1234567
19. To what extent is Grove Bank like a merchant?

Not At AII Extremely So
1234567

20. To what extent is Grove Bank like a person I would have business relations with?
Not At All Extrenely so

1234567
21. To what extent is Grove Bank like a businessperson vis-à-vis a friend?

Businessperson Frientl
12345678

Section 3

The following questions relate to your perception of Grove Bank's quality. Please circle
the number that illustrates your answer.
22.The quality of Grove Bank's products is:

Bad Good

1234567
23 . The quality of Grove Bank's services is:

Bad Good

1234567
Section 4
There are three picture groups (4, B, and C) shown below. Questions 24 to 28 are based
on these picture groups.

Group A Group B Group C

ffi
ffi

@
jß?îù
r--it-(3p/- --_-.t

I \=11 I r
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24. (l) Which one or more of the 3 picture groups best represents Grove Bank to you?

J Group A I Group B J Group C
(ii) Provide a ranking of how best the 3 picture groups represent Grove Bank to
you. lRank # 1 is the highest/best and Rank # 3 is the lowestl

GroupA)Rank#
GroupB)Rank#_
GroupC)Rank#_

25. (l) Which one or more of the 3 picture groups best represents )¡our relationship with
Grove Bank?

Z Group A Z Group B Z Group C
(ii) Provide a ranking of how best the 3 picture groups represent vour relationship

with Grove Bank to you. fRank # 1 is the highest/best and Rank # 3 is the lowest]
GroupA)Rank#
GroupB)Rank#_
GroupC)Rank#

26.To what extent does Picture Group A represent your relationship with
Not At All

123456
27 . To what extent does Picture Group B represent your relationship with

Not At AII
1

28.To what extent

(D)

234

Grove Bank?
Extrentely So

7

Grove Bank?
Extrenely So

7

does Picture Group C represent your relationship with Grove Bank?
Not At Ail Extremely So

1234567
Questions 29 to 30 are based on the following pictures (4, B, C, D, E, and F).

29. Which one or more of the 6 pictures best represents Grove Bank to you?

JC !D JE t]F

ery

.{igù
r-Ì,!-(¡Y1- ---,
ì \_ .)f .-J I

(B)

(E)

NA ZB
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30. Which one or more of the 6 pictures best represents your relationship with Grove
Bank?

NA ZB 
'C 

ND 
'E 'FSection 5

The following question is based on the scenario that you were asked to irnagine.
31. The scenario is

VerJt UnlikelY VerY LikelY
To Occur To Occur

t234567
Section 6
The following questions relate to your real-life banking history.
32. How many banks do you currently have account(s) with?

J None J One Z Two J More thcut two
33. How many credit cards do you cuTrently have?

I None J One J Two A More thøn two
34. How frequently do you visit a local branch for services other than ATM?

Z Never I Once ø month

Z Once every 2-3 months Z Once every 4 months

J Once every 6 months D Once every yesr

3 Other (please specify:
35. (i) Do you do online banking?

JYes ZNo
(ii) If yes, how frequently do you do online banking?

â Once a week J More than once a week

J Once ø month â Other (please specífu:
Section 7
The following questions are on your demographic profile.
36. Your nationality:

Z Cønadian Z Other (Please specifu: )

37. Your age: _ years.

38. Your gender:

Z Male ú Female
39. Language spoken at home:

Z English J Otlter (Please specifu: )

40. Current faculty at the U of M:

D Manøgement Z Arts J Science

J Otlter (Please specify:
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Appendix 1.12.

Study 1: Scenario - "Communal Relationshin"

Please carefully read and imagine this scenario:

You have been banking at the university campus branch of Grove Bank for the
last five years. The bank has a strong reputation for being waÍn and friendly. In your
personal experience with Grove Bank, you have found this to be true. The bank's
executives have been very friendly and caring. They always seem to be cheerful and
informal. They get your job done fast while taking the time to speak with you and catch
up with what's going on with your life. You have always had very pleasant and warm
interactions with the bank. You are usually addressed informally by your first name. The
bank does special things for you. For instance, on your last birthday, Grove Bank sent
you a hand-written card. You have used the bank quite extensively and have been very
happy with the quality of their services. Overall, your experience with Grove Bank has
been very good. Given below is one of their advertisements, which appeared in your
campus newspaper this year, inviting new students to open an account with the bank:

New on campus?
Need to open a bank account?

&ffiÐWa* ffiäruíffi

A ll/ørm & Fríendly Banking Experience

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 1.13.

Study 1: Scenario - "Exchange Relationship"

Please carefully read and imagine this scenario:

You have been banking at the university campus branch of Grove Bank for the
last five years. The bank has a strong reputation for being professional and competent. In
your personal experience with Grove Bank, you have found this to be true. The bank's
executives have been very capable and efficient. You have found them to be dignified
and formal. They get your job done fast by spending just the amount of time required to
complete the transaction that you are there for. You have always had very professional
and businesslike interactions with the bank. You are usually addressed formally by your
last name. The bank provides regular services for you. For instance, when a payment is
due from your account, Grove Bank sends you an automatic computer-generated
reminder. You have used the bank quite extensively and have been very huppy with the
quality of their services. Overall, your experience with Grove Bank has been very good.
Given below is one of their advertisements, which appeared in your campus newspaper
this year, inviting new students to open an account with the bank:

New on campus?
Need to open a bank account?

'&ffiÐWiiå Ðhirurffi

: : :":::'::': : :!:: ::: :::: ?: ":::::

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 1.14.

Study 1: Scenario - "Powerful"

Now imagine that on your regular visit to the university campus branch of Grove Bank,
you find an important announcement - "the branch would be closed down in 30 days".

This means that you will have to start frequenting another branch for all your banking
needs. Unfortunately, this is not that simple. The next closest branch is at an extremely
inconvenient location for you. There are not enough buses to that place and finding a
parking spot is equally difficult.

The closing down of the campus branch of Grove Bank would be extremely
inconvenient for you.

You and many others from the university spend a lot of time and effort and petition
Grove Bank to not close down the campus branch. You send a formal letter to the Bank's
headquarters with signatures of other petitioners. You also obtain media coverage for the
petition.

Because of the strong movement that you are a part of and your time and efforts, Grove
Bank decides not to shut down the university campus branch. They send you a letter
communicating this decision with an apology for the inconvenience caused to you.
When you visit the branch location the next time, you find that the bank is open for
regular business.

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 1.15.

St 1: Scenario - "Powerless"

Now imagine that on your regular visit to the university campus branch of Grove Bank,
you find an important announcement - "the branch would be closed down in 30 days".

This means that you will have to start frequenting another branch for all your banking
needs. Unfortunately, this is not that simple. The next closest branch is at an extremely
inconvenient location for you. There are not enough buses to that place and finding a
parking spot is equally diff,rcult.

The closing down of the campus branch of Grove Bank would be extremely
inconvenient for you.

You and many others from the university spend a lot of time and effort and petition
Grove Bank to not close down the campus branch. You send a formal letter to the Bank's
headquarters with signatures of other petitioners. You also obtain media covera.qe for the
petition.

Despite the strong movement that you are apart of and your time and efforts, Grove
Bank decides to shut down the university campus branch. They do not send you a letter
communicating this decision and do not apologize for the inconvenience caused to you.
When you visit the branch location the next time, you find that the bank has been closed.

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 1.16.

S 1: Scenario - ttPo\ryer Control"

Now imagine that on your regular visit to the university campus branch of Grove Bank,
you find an important announcement - "the branch would be closed down in 30 days"

This means that you will have to start frequenting another branch for all your banking
needs. Unfortunately, this is not that simple. The next closest branch is at an extremely
inconvenient location for you. There are not enough buses to that place and f,rnding a
parking spot is equally difficult.

The closing down of the campus branch of Grove Bank would be extremely
inconvenient for you.

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 1.17.

Study 1: Questions Immediately Following Relationship Type Scenario

STEP 1: RESPONDENTS PRESENTED WITH RELATIONSHIP TYPE SCENARIO
(APPENDTX 1.12 OR t.Ls)

STEP 2: RESPONDENTS ASKED FOLLOWING QUESTIONS

Section 1

The following questions relate to your relationship with Grove Bank.
1. I have warm feelings for Grove Bank.

Strongly
Disøgree

123456
2. Grove Bank enjoys serving me cheerfully.

Strongly
Disagree

123456
3. Grove Bank does special things for its customers.

Strongly
Disøgree

r23456
4. Grove Bank cares for me.

Strongly
Disagree

123456
5. I care for Grove Bank.

Strongly
Disagree

r234s6
6. Grove Bank employees interact with me in a warm and friendly manner.

Strongly
Disøgree

r23456
7. Grove Bank primarily focuses on providing an efficient banking experience.

Strongly
Disøgree

123456
8. Grove Bank interacts with me in a formal businesslike manner.

Strongly
Disagree

123456

Strongly
Agree

1

Strongly
Agree

7

Strongly
Agree

7

Strongly
Agree

7

Strongly
Agree

7

Strongly
Agree

7

Strongly
Agree

7

Strongly
Agree

7
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9. Grove Bank gives me just the amount of time that my transaction requires.
Strongly Strongly
Disagree Agree

1234567
10. Grove Bank employees are trained to provide prompt and efficient service.

Strongly Strongly
Disagree Agree

t234561
I L Grove Bank prefers professionalism and efficiency more than wam and friendly

interactions with its customers.
Strongly Strongly
Disagree Agree

1234s67
12. Grove Bank employees are competent and do their job in a professional manner.

Strongly Strongly
Disøgree Agree

1234567
13. Grove Bank fosters (promotes or encourages) warm and friendly interactions with its

customers more than professional and efficient interactions.
Strongly Disøgree Strongly Agree

12345678
Section 2
Now, imagine that Grove Bank comes alive and becomes a person.

14. To what extent is Grove Bank like a businessperson versus a close friend?
Businessperson Close Friend

12345678
15. To what extent is Grove Bank like a close friend?

Not At All Extremely So
1234567

16. To what extent is Grove Bank like a person that I care about?
Not At All Extremely So

1234s67
I7. To what extent is Grove Bank like a businessperson?

Not At AII Extremely So
1234567

18. To what extent is Grove Bank like a person I would have business relations with?
Not At AU Extremely So

1234567
Section 3

There are two picture groups (A and B) shown below. Questions 19 to 24 are based on
these picture groups.
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Group A Group B

19. (i) Which of the picture groups best represents Grove Bank to you?

J Groap A J Group B
(ii) Provide a ranking of how best the 2 picture goups represent Grove Bank to you.

fRank # 1 is the highest/best and Rank # 2 is the lowest]
Group A ) Rank #_ Group B ) Rank #_

20. (l) Which of the picture groups best represents your relationship with Grove Bank?

Z Group A Z Group B
(ii) Provide a ranking of how best the 2 picture groups represent your relationship

with Grove Bank to you. [Rank # I is the highest/best and Rank # 2 is the lowest]
GroupA)Rank#_ GroupB)Rank#_

21. To what extent is Grove Bank like Picture Group A versus Picture Group B?
Group A Group B

12345678
22. To what extent does Picture Group A represent your relationship with Grove Bank?

Not At AA Extrenrely So
1234567

23. To what extent does Picture Group B represent )¡our relationship with Grove Bank?
Not At All Extremely So

t234567
24. To what extent does Picture Group A versus Picture Group B represent your

relationship with Grove Bank?
Group A

t23456
Section 4
The following questions are concerning the quality of Grove Bank's products and services.

25. The quality of Grove Bank's products is:

Group B
78

Bttd
12345

26. The quality of Grove Bank's services is:
Bød
12345

Gootl
67

GootI
67

ffi
W
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Appendix 1.18.

Study 1: Questionnaire for "Powerful" & "Powerless" Conditions

STEP I: RESPONDENTS PRESENTED WITH RELATIONSHIP TYPE
SCENARIOS (APPENDIX 1.12 OR 1.13)

STEP 2: RESPONDENTS ARE ASKED QUESTIONS LISTED IN APPENDIX T.17

STEP 3: RESPONDENTS PRESENTED WITH ,POWERFUL, SCENARIO
(APPENDIX 1. 1 4) OR' POWERLES,S' S CENARIO (APPENDIX 1. 1 5)

STEP 4: RESPONDENTS ARE ASKED THE FOLLOWING QUESTIONS

Section 5
21 . This section consists of a number of words that describe different feelings and

emotions. Please read each item and then mark the appropriate number in the
space next to that word.

ou feel this wa

a) interested

b) distressed

c) excited

d) upset

e) strong

f) guilty

g) scared

h)¡ntnuslastlc

i) hostile

j) proud

k) initable

l) alert

m) ashamed

NotAt
Ail Moderately

Extrentely
So

n) inspired
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o) nervous

p) determined

q) attentive

r)jittery

s) active

t) afraid

Section 6
The following question relates to your attitude towards the latest decision of Grove Bank.

28. The latest decision of Grove Bank is;
(i)

Bad
1

(iÐ
Foolish

I
(iiÐ

Harntful
To Me

1

(iv)
Unpleasant

1

(")
Punislting

12345
(vi)

Unfavorable

12345
(vii)

Negative

T2
Section 7
The following questions relate to your attitudes and beliefs about Grove Bank and its
executives.

29. Overull, Grove Bank is:
(i)

Bad
1234

(iÐ

Good

7

Wise

7

BeneJicittl
For Me

7

PIeasønt

7

Rewørdíng

67

Føvorable
67

Positive
67

Good

67

Favorable
7

Unfnvorable

1
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(iii)
Unlikeøble

123
(iv)

Negative
1234

30. Overall, the executives of Grove Bank are:
(i)

Bad
1,234

(ii)
Urtføvorøble

Likeable
7

Positive

7

Gootl
7

Favorøble

67

Likesble
67

Positive
67

Extremely
Likely

7

Extremely
Likely

1

Extremely
Likely

7

Extremely
Likely

1

Extremely
Likely

7

Exftentely
Likely

7

I
(iii)

Unlikeøble

1

(iv)
Negøtive

I

Section 8
The following questions relate to your behavioral intentions with Grove Bank.

31. I would say positive things about Grove Bank to other people.
NOI At AU

LikeIy

32. I would recommend Grove Bank to someone who seeks my advice.
NOT At AII

Likely
1 345

friends to bank with Grove Bank.33. I would encourage my
NOt AT AA

Likely
1

34. I would consider Grove Bank as my first choice for banking purposes.
Not At All

Likely
1

35. I would stay a customer of Grove Bank.
NoI At AII

Likely
1

Not At AU
Likely

i

36. If another bank (competing with Grove Bank) with similar levels of service opened a

branch on university campus, how likely is it that you would switch to the other bank?
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37. If another bank (competing with Grove Bank) opened a branch on universiry campus, and
made a "first 2 months no service fee" offer, how likely is it that you would switch to the
other bank?
Not At AA Extrenrcly

Likely Likely
1234561

Section 9

The following questions relate to your relationship with Grove Bank.
38. I have warm feelings for Grove Bank.

Strongly Strongly
Disøgree Agree

t234s67

39. Grove Bank cares for me.
Strongly Strongly
Disagree Agree

1234567
40. I care for Grove Bank.

Strongly Strongly
Disagree Agree

1234s67
Section 10
Now, imagine that Grove Bank comes alive and becomes a person.

41. To what extent is Grove Bank like a businessperson versus a close friend?
Businessperson Close Friend

12345678
42. To what extent is Grove Bank like a close friend?

Not At All Extremely So
1234567

43. To what extent is Grove Bank like a person that I care about?
Not At AII Extremely So

1234s67
44. To what extent is Grove Bank like a businessperson?

Not At All Extremely So
1234567

Section l1
There are two picture goups (A and B) shown below. Questions 45 to 50 are based on
these picture groups.
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Group A

M
ffi

Group B

45. (i) Which of the picture groups best represents Grove Bank to you?

Z Group A I Group B
(ii) Provide a ranking of how best the 2 picture groups represent Grove Bank to

you. fRank # 1 is the highest/best and Rank # 2 is the lowest]
Group A ) Rank #_ Group B ) Rank #_

46. (i) Which of the picture groups best represents your relationship with Grove Bank?

J Group A Z Group B
(ii) Provide a ranking ofhow best the 2 picture groups represent your relationship

with Grove Bank to you. [Rank # I is the highest/best and Rank # 2 is the lowest]
GroupA)Rank#_ GroupB)Rank#

47. To what extent is Grove Bank like Picture Group A versus Picture Group B?
Group A

12345
Group B

678
48. To what extent does Picture Group A represent your relationship with Grove Bank?

Not At All Extremely So
r234s67

49. To what extent does Picture Group B represent your relationship with Grove Bank?
Not At All Extremely So

1234567
50. To what extent does Picture Group A versus Picture Group B reÞresent your

relationship with Grove Bank?
Group A Group B

1,2345678
Section 12
The following questions relate to your beließ and thoughts concerning the latest decision
of Grove Bank.

51 . There is little that people like me can do to change the decision of Grove Bank.
Strongly
Disøgree

t234s

Strongly
Agree

67
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52. A few people in power run Grove Bank and there is not much that an individual customer
like me can do.
Strongly Strongly
Disøgree Agree

1234561
53. Most of the time, I feel that I have an effective voice in the decisions made by Grove

Bank.
Strongly
Disagree

1234
54. More and more, I feel helpless in the face of what

Strongly
Disagree

55. An individual customer like me has little chance of protecting his/her personal interests
when they are in conflict with those of Grove Bank.

Strongly
Agree

567
is happening at Grove Bank.

Strongly
Agree

Strongly
Disøgree

I

56. I feel like there
latest decision.
Strongly
Disagree

1

57. I feel excluded by Grove Bank.
Strongly
Disagree

r234s

2

isa

Strongly
Agree

34561
barrier or separation between Grove Bank and me because of their

Strongly
Agree

7

Section 13

The following questions are based on the scenario that you were asked to imagine.
58. The scenario is

Very Unlikely
To Occur

12345
59. What did Grove Bank announce that it was planning to do?

Strongly
Agree

67

Very Líkely To
Occur

67

! Close the branch on campus n Open another branch on campus

n Change the hours ofoperation
60. This decision (that Grove Bank announced) would create a stressful situation for you.

Strongly Stortgly
Disøgree Agree

1234567
61. To what extent did you feel powerful versus powerless (i.e.. helpless) to change the

decision of Grove Bank?
Powerless powetfttl

r2345678
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62. What did Grove Bank finally do (i.e., its latest decision) after you sent the formal letter?

n Closed the branch on campus f, Kept the branch on campus open

n Changed the hours ofoperation
63. Did Grove Bank communicate its final (i.e., latest) decision to you after you sent the

formal letter?

n Yes, it did tr No, it didn't
64. In the scenario, you were able to get Grove Bank to reverse its initial decision.

65. The latest (i.e., fìnal) decision of Grove Bank would create a stressful situation for you.

Strongly
Dísagree

12345

Strongly
Disøgree

1234s

Strongly
Disøgree

123
68. I prefer a bank that provides a warrn and friendly banking experience.

Strongly
Disagree

123456

Strongly
Agree

6l

Strongly
Agree

6l

Strongly
Agree

67

Strongly
Agree

7

Friendly Bøttking
Experience

78

66. To what extent did you feel powerful versus powerless (i.e.. helpless) in light of Grove
Bank's latest (i.e., final) decision?

Povterless Powerful
t2345678

Section 14
The following questions relate to your banking preferences.

67 . Iprefer a bank that provides a professional and formal banking experience.

69. To what extent would you prefer a professional banking experience versus a friendly
banking experience?

Professionøl Banking
Experience

r23456
Section 15
The following questions relate to your real-life banking histor)¡.

70. How many banks do you currently have account(s) with?

n None n one n Two ! More than two

fl More than two

71. How many credit cards do you currently have?

n None X one E Two
72. How frequently do you visit a local branch for services other than ATM?

I Never n Once a month n Twice a month

n Other (please spectfy;
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73. (1) Do you do online banking? n Yes n No
(ii) if yes, how frequently do you do online banking?

n Onceaweek E Morethanonceaweek n Onceamonth n Twiceamonth

n Other Qtlease specify; )

Section 16
The following questions are on your demographic profile.
74.Your nationality:

n Canadian ! Other (please spectfy;

75. Your age: _ years.
76. Your gender:

n Male n Female
TT.Language spoken at home:

n English n Other (Please spectfy.

78. Current faculty at the U of M:

I Management n ¡rts f] Science E Other (please specify;
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Appendix 1.19.

Study 1: Questionnaire for "Power Control" Conditions

STEP 1: RESPONDENTS PRESENTED WITH RELATIONSHIP TYPE
SCENARTOS (APPENDTX t.r2 OR r.1s)

STEP 2: RESPONDENTS ARE ASKED QUESTIONS LISTED IN APPENDIX T.17

STEP 3: RESPONDENTS PRESENTED WITH ,POII/ER CONTROL' SCENARIO
(APPENDTX 1.16)

STEP 4: RESPONDENTS ARE ASKED THE QUESTIONS LISTED IN STEP 4 OF
APPENDIX 1.18 EXCEPT SUESTIONS # 62-66 (i.e., questions reløted to thefinøl
decision of tlte bank)
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Appendix 1.20.

Study 1: Questionnaire for "Control" (sans Power) CondÍtions

STEP 1: RESPONDENTS PRESENTED IYITH RELATIONSHIP TYPE
SCENARTOS (APPENDIX 1.12 OR r.13)

STEP 2: RESPONDENTS ARE ASKED QUESTIONS LISTED IN APPENDIX 1.17

STEP 3: RESPONDENTS ARE ASKED THE FOLLOI,YING QUESTIONS

Section 5
27 . Thts section consists of a number of words that describe different feelings and emotions.

Please read each item and then mark the appropriate number in the space next to that
word.

Indi u feel this of Grove Bank.

a) interested

b) distressed

c) excited

d) upset

e) strong

f) guilty

g) scared

h) enthusiastic

i) hostile

j) proud

k) irritable

1) alert

m) ashamed

n) inspired

o) nervous

p) determined

NotAt
AII

Extremely
So

g] attentrve
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r)jittery

s) active

t) afraid

Section 6
The following question relates to your attitude towards the decisions of Grove Bank.

28. The decisions of Grove Bank are:
(i)

Bud

(iiÐ
Hørnful

To Me
I

(iv)
Unpleasant

1

(v)
Puníshing

T2
(vi)

Unfavorable
t23

(vii)
Negatíve

123
Section 7

Bttd
t234s

(ii)
Urtføvorable

12345
(iiÐ

Unlikeøble
t2345

(iv)
Negutive

12345

Good
1

BeneJicial
For Me

7

Pleøsønt

l

Rewarding
567

Fsvorüble
67

Gootl

67

Favoruble
67

Likeøble
67

Positive
67

(ii)
ll/ise

7

Foolislt
1

Positive

7

The following questions relate to your attitudes and beliefs about Grove Bank and its
executives.

29. OveruLL Grove Bank is:
(i)
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30. Overall, the executives
(i)

Bctrl

I2
(ii)

of Grove Bank are:

Unføvorable

1

(iiÐ
Unlikeable

I
(iv)

Negative

123456
Section I
The following questions relate to your behavioral intentions with Grove Bank.

31. I would say positive things about Grove Bank to other people.
Not At All

Likely
123456

32. I would recommend Grove Bank to someone who seeks my advice.
Not At AII

Likely
123456

33. I would encourage my friends to bank with Grove Bank.
Not At All

Likely
123456

34. I would consider Grove Bank as my first choice for banking purposes.
Not At AII

Likely
123456

35. I would stay a customer of Grove Bank.
Not At AII

Likely

Not At AII
Likely

1

Good

l

Favorable

l

Líkeable

7

Positive
1

36. If another bank (competing with Grove Bank) with similar levels of service opened a
branch on university campus, how likely is it that you would switch to the other bank?

Extremely
Likely

l

Extremely
Líkely

7

Extremely
Likely

7

Extremely
Likely

7

Extremely
Likely

7

Extremely
LikeIy

7

Extremely
Likely

67

37. If another bank (competing with Grove Bank) opened a branch on university campus, and
made a "ftrsl2 months no service fee" offer, how likely is it that you would switch to the
other bank?

Not At AII
Likely

1234s
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Section 9
The following questions relate to your beliefs and thoughts conceming the decisions of
Grove Bank.

38. There is little that people like me can do to change the decisions of Grove Bank.
Strongly Strongly
Disagree Agree

1234561
39. A few people in power run Grove Bank and there is not much that an individual customer

like me can do.

40. Most of the time, I feel that I have an effective voice in the decisions made by Grove
Bank.
Strongly
Dísagree

t2
41. More and more, I feel helpless in the face of what is happening at Grove Bank.

Strongly
Disøgree

1234s

Strongly
Disøgree

I

Strongly
Disagree

Strongly
Disøgree

12345

Strongly
Agree

67

Strongly
Agree

67

Strongly
Agree

7

Strongly
Agree

Strongly
Agree

7

Strongly
Agree

67

Very Likely To
Occur

67

Strongly
Agree

67

42. An individual customer like me has little chance of protecting his/her personal interests
when they are in conflict with those of Grove Bank.

r234567
43 . I feel like there is a barrier or separation between Grove Bank and me because of its

decisions.
Strongly
Disagree

1

44. I feel excluded by Grove Bank.
Strongly
Disøgree

12345
Section 10
The following questions are based on the scenario that you were asked to imagine.

45. The scenario is
Very Unlikely

To Occur

1234
Section 11

The following questions relate to your bankinq preferences.
46. I prefer a bank that provides a professional and formal banking experience.
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47. Iprefer a bank that provides a warrn and friendly banking experience.
Strongly Strongly
Disøgree Agree

1234s61
48. To what extent would you prefer a professional banking experience versus a friendly

banking experience?
ProfessiortøI Banking Friendly Børtkirtg

Experience Experience
12345618

Section 12
The following questions relate to your real-life bankine history.

49. How many banks do you currently have account(s) with?

n None ! One n Two ! More than two
50. How many credit cards do you currently have?

n None n One n Two E More than two
51. How frequently do you visit a local branch for services other than ATM?

n Never n Once a month n Twice a month

n Other Qtlease specify:

52. (1) Do you do online banking?

nYes nNo
(ii) If yes, how frequently do you do online banking?

n Once a week n More than once a week n Once a month

n Twice a month n Other Qtlease specify:

Section 13
The following questions are on your demographic profile.
53. Your nationality:

! Canadian n Other (please specify:

54. Your age: _ years.
55. Your gender:

fl Male ! Female

56.Language spoken at home:

! English n Other (Please spectfy;

57. Current faculty at the U of M:

fl Management ! erts n Science [J Other (please spectfy; )
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Appendix 2.1.

Studv 2: Pre-Test Scenario - "Outcome Nesative & Treatment Nesative"

Please carefully read and imagine this scenario:

You have been banking at your universify campus branch of Grove Bank for the last five years.
You have used the bank quite extensively and have been very huppy with the quality of their
services. Overall, your experience with Grove Bank has been very good. Now imagine that on
your regular visit to the university campus branch of Grove Bank, you find an
important announcement:

ffiffi{&Wiffi #,åffiffi
On your campus sínce I 995

This Campus Branch will be closed down in 30 days.
I

Closed down in 30 days?! This means that you will have to start frequenting another branch for
all your banking needs. Unfortunately, this is not that simple. The next closest branch is at an

extremely inconvenient location for you. There are not enough buses to that place and finding a
parking spot is equally difficult. The closing down of Grove Bank's campus branch would be
extremely inconvenient for you!

You and many others from the university spend a lot of time and effort and petition Grove Bank
to not close down the campus branch. You send a formal letter to the Bank's headquarters with
signatures of other petitioners. You also obtain media coverage for the petition.

You call up the Bank headquarters to find out the status on your request to keep the campus
branch open. You are spoken to very impolitely and disrespectfully and not informed if your
letter has been received and ifyour efforts have been taken into consideration. You are also not
told if you would be informed once the final decision has been made about the campus branch.

Despite the strong movement that you have been a part of and your time and efforts, Grove Bank
decides to shut down the university campus branch!

After this, Grove Bank does not send you a letter communicating this decision and does not
apologize for the inconvenience caused to you. When you visit the campus branch location the
next time, you find that the bank is closed with the following notice for the customers:

iffitffiffi'wffi ffi ffiffi
Ott your canpus since 1995

This Campus Branch shall remain closed.
I
I

t--

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 2.2.

Study 2: Pre-Test Scenario - "Outcome Negative & Treatment Positive"

Please carefully read and imagine this scenario:

You have been banking at your university campus branch of Grove Bank for the last five years.
You have used the bank quite extensively and have been very happy with the quality of their
services. Overall, your experience with Grove Bank has been very good. Now imagine that on
your regular visit to the university campus branch of Grove Bank, you fTnd an
important announcement:

¡---- ---r

{ffiiffiffiwffi íffi&iffiffi

i rhis campu, u."í.il'* rîr"iÅ'ïrîJiìdown in 30 days.

Closed down in 30 days?! This means that you will have to start frequenting another branch for
all your banking needs. Unfortunately, this is not that simple. The next closest branch is at an
extremely inconvenient location for you. There are not enough buses to that place and finding a
parking spot is equally diffrcult. The closing down of Grove Bank's campus branch would be
extremely inconvenient for you!

You and many others from the unìversity spend a lot of time and effort and petition Grove Bank
to not close down the campus branch. You send a formal letter to the Bank's headquarters with
signatures of other petitioners. You also obtain media coverage for the petition.

You call up the Bank headquarters to find out the status on your request to keep the campus
branch open. You are spoken to very politely and respectfully and informed that your letter has
been received and that your efforts have been taken into consideration. You are also told that you
would be informed once the final decision has been made about the campus branch.

Despite the strong movement that you have been a part of and your time and efforts, Grove Bank
decides to shut down the university campus branch!

After this, Grove Bank sends you a letter communicating this decision with an apotogy for the
inconvenience caused to you. When you visit the campus branch location the next time, you find
that the bank is closed with the following notice for the customers:

ffiffiffiw;ffi åffiffiiþålffi
On your cantpus since I 995

This Campus Branch shall remain closed.
We sincerely apologize for the recent inconvenience caused to you.

I

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 2.3.

Study 2: Pre-Test Scenario - "Outcome Positive & Treatment Negative"

Please carefully read and imagine this scenario:

You have been banking at your university campus branch of Grove Bank for the last five years.
You have used the bank quite extensively and have been very huppy with the quality of their
services. Overall, your experience with Grove Bank has been very good. Now imagine that on
your regular visit to the university campus branch of Grove Bank, you find an
important announcement:

ffiffi,#wìffi ffi ffiffi
Ott 1'o¡¿¡ çn"'Ottt since I995

This Campus Branch will be closed down in 30 days.

Closed down in 30 days?! This means that you will have to start frequenting another branch for
all your banking needs. Unfortunately, this is not that simple. The next closest branch is at an
extremely inconvenient location for you. There are not enough buses to that place and finding a
parking spot is equally difficult. The closing down of Grove Bank's campus branch would be
extremely inconvenient for you!

You and many others from the university spend a lot of time and effort and petition Grove Bank
to not close down the campus branch. You send a formal letter to the Bank's headquarters with
signatures of other petitioners. You also obtain media coverage for the petition.

You call up the Bank headquarters to find out the status on your request to keep the campus
branch open. You are spoken to very impolitely and disrespectfully and not informed if your
letter has been received and if your efforts have been taken into consideration. You are also not
told if you would be informed once the fìnal decision has been made about the campus branch.

Because of the strong movement that you have been a part of and your time and efforts, Grove
Bank decides not to shut down the university campus branch!

After this, Grove Bank does not send you a letter communicating this decision and does not
apologize for the inconvenience caused to you. When you visit the campus branch location the
next time, you find that the bank is open for regular business with the following notice for the
customers:

I
I
L--

Ott yotu' cantpus since I 995

This Campus Branch shall remain open.

ffiffir#w:ffi ffiåffiffi

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 2.4.

Study 2: Pre-Test Scenario -'oOutcome Positive & Treatment Positive"

Please carefully read and imagine this scenario:

You have been banking at your university campus branch of Grove Bank for the last fìve years.
You have used the bank quite extensively and have been very huppy with the quality of their
services. Overall, your experience with Grove Bank has been very good. Now imagine that on
your regular visit to the university campus branch of Grove Bank, you find an
important announcement:

{ffi|ffiffiwffi iffiffiiruffi

i rhis campu, nruf.il'*ííí'ffiäîr* down in 30 days.

Closed down in 30 days?! This means that you will have to start frequenting another branch for
all your banking needs. Unfortunately, this is not that simple. The next closest branch is at an
extremely inconvenient location for you. There are not enough buses to that place and finding a

parking spot is equally difficult. The closing down of Grove Bank's campus branch would be
extremely inconvenient for you!

You and many others from the university spend a lot of time and effort and petition Grove Bank
to not close down the campus branch. You send a formal letter to the Bank's headquarters with
signatures of other petitioners. You also obtain media coverage for the petition.

You call up the Bank headquarters to find out the status on your request to keep the campus
branch open. You are spoken to very politely and respectfully and informed that your letter has
been received and that your efforts have been taken into consideration. You are also told that you
would be informed once the final decision has been made about the campus branch.

Because of the strong movement that you have been a part of and your time and efforts, Grove
Bank decides not to shut down the university campus branch!

After this, Grove Bank sends you a letter communicating this decision with an apology for the
inconvenience caused to you. When you visit the campus branch location the next time, you find
that the bank is open for regular business with the following notice for the customers:

rffiiffiffiwffi iffiffiiffiiffi
Ott ¡'ot¿' "n"'O"t 

since I995

This Campus Branch shall remain open.
We sincerely apologize for the recent inconvenience caused to you.

Please turn to the next page and do not turn back to this page once you get started.
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Appendix 2.5.

Study 2: Pre-Test Questionnaire - Outcome & Treatment Conditions

STEP 1: RESPONDENTS PRESENTED II/ITH OUTCOME AND TREATMENT
C0MBINATION SCENARIOS (APPENDTX 2.1 OR 2.2 OR 2.3 OR 2.4)

STEP 2: RESPONDENTS ARE ASKED THE FOLLOWING QUESTIONS

Section I
The following questions are based on the scenario that you were asked to imagine.

l. How positive or negative to you was the final decision of Grove Bank concerning your
university campus branch?
Negøtive

for me

1234561
2. What are your thoughts concerning the final decision of Grove Bank regarding your

university campus branch?
Urtføvorable

tone

3. The final decision of Grove Bank concerning your university campus branch would
create a stressful situation for you.

Favorable
to ,rre

1

Positive

for me

Strongly
Agree

7

Strongly
Disøgree

12345
4. Did Grove Bank send you a letter communicating its final decision?

n Yes, it did E No, it didn't
5. How appropriately did Grove Bank treat you during your interactions with them after

they announced their initial decision?
Inøppropriately

1234

Unpleasant
1

Appropríately
567

Pleøsanl
7

6. How positive was the overall treatment meted out by Grove Bank to you after it made its
initial announcement?
Negatìve Positive

7

7. How respectfully did Grove Bank treat you during your interactions with them after they
announced their initial decision?

Disrespectfully Respectfully
1234561

8. How pleasant was your experience when you spoke over the phone with an executive
from Grove Bank headquarters to find out about Grove Bank's final decision?
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9. Grove Bank apologized to you and the other customers at your university campus branch
after making its final decision.

Strongly Disøgree Strongly Agree

1234561
10. What are your thoughts concerning the overall treatment meted out by Grove Bank to

you?
Unfavoroble

to nre
Favorable

to nte

r234567
I 1. To what extent did you feel included (e.9.. communicated to) versus isnored (not

communicated to) by Grove Bank?
Ignored Included

12345618
Section 2

The following questions are on your demographic profile.
12. Your nationality:

! Canadian n Other (please specify: 
- 

)

13. Your age: _ years.

14. Your gender:

n Male n Female

15. Language spoken at home:

n English E Other (Please specify:

16. Current faculty at the U of M:

n Management n erts n Science I Other (please specifu:
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Appendix 2.6.

Study 2: Questionnaire for o'Treatment - Positive or Negative" Conditions

STEP 1: RESPONDENTS PRESENTED WITH RELATIONSHIP TYPE
SCENARTOS (APPENDIX 1.12 OR 1.13)

STEP 2: RESPONDENTS ARE ASKED QUESTIONS LISTED IN APPENDIX 1.17

STEP 3: RESPONDENTS PRESENTED WITH ,OUTCOME NEGATIVE &
TREATMENT NEGATIVE' SCENARIO (APPENDIX 2.1) OR'OUTCOME
NEGATIVE & TREATMENT POSITIVE' SCENARIO (APPENDIX 2.2) OR
,OUTCOME POSITIVE & TREATMENT NEGATIVE' SCENARIO (APPENDIX
2.3) OR',OUTCOME POSITIVE & TREATMENT POSITIVE', SCENARIO
(APPENDTX 2.4)

STEP 4: RESPONDENTS ARE ASKED THE FOLLOIYING QAESTIONS

Section 5

Given the scenarios you have read, the following questions relate to your beliefs and

thoughts conceming the decision of Grove Bank conceminq your university campus

branch.
1. To what extent did you feel powerful versus powerless (i.e.. helpless) to cltønge tlrc

initiølly øttnouncetl decisiott of Grove Bank?
Powerless Powerful

r2345678
2. To what extent did you feel powerful versus powerless (i.e.. helpless) in light of Grove

Bank's jinøl decision?
Powerless Powerful

r2345678
3. There is little that people like me can do to change the decision of Grove Bank.

Strongly Strongly
Dísøgree Agree

1234567
4. A few people in power run Grove Bank and there is not much that an individual customer

like me can do.

Strongly Strongly
Disagree Agree

r234567
5. Most of the time, I feel that I have an effective voice in the decisions made by Grove

Bank.
Strongly Strongly
Disøgree Agree

1234567
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6. More and more, I feel helpless in the face of what is happening at Grove Bank.
Strongly
Disagree

I

Strongly
Disagree

1

9. I feel excluded by Grove Bank.
Strongly
Disagree

Strongly
Agree

7

7. An individual customer like me has little chance of protecting his/her personal interests
when they are in conflict with those of Grove Bank.
Strongly
Disagree

I

Section 6
Given the scenarios that you have read, please answer the following questions about your
current feelings and emotions when you think of Grove Bank.

8. I feel like there is a barrier or separation between Grove Bank and me because of their
final decision conceming my university campus branch.

Strongly
Agree

7

Strongly
Agree

7

Strongly
Agree

7

10. Given the scenarios you have read, to what extent do you feel the following in relation to
Grove Bank?

Betrayed

Sad

Bad (awful/lousy)

Worried

Hurt / Offended

Upset

Annoyed

Irritated

Not At
Ail

E*tremely

^Sa'

Disappointed
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Huppy

Elated

Joyful

Cheerful

D_eligåted

Pleased

Respected

Section 7
The following questions are designed to measure vour thoughts at this moment of time.
There is no right or wrong answer for any of the following statements. The best answer is
what you feel is true of yourself at this moment. Again, answer these questions as they are
true for you AT THIS MOMENT.

11. To what extent do you feel the following at this moment?

Effective

Confident

Competent

Inadequate

Incompetent

12. To what extent are the following statements true for you at this moment?
(i) I feel confident about my abilities.

Not At All
12345

(ii) I feel frustrated or rattled about my performance.
Not At AII

123
(iii) I feel good about myself.

Not At All
123456

(iv) I feel that others respect and admire me.
Not At All

1234
(v) I feel infenor to others at this moment.

NOt AI AII
1234

Extremely So
67

Extremely So
67

Extremely So
7

Extrentely So
67

Extrentely So
561

NotAt
Alt

Extremely
S¿
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(vi) I feel displeased with myself.
Not At AII Extrentely So

lI
Section 8
Based on the scenarios you have read, the following questions relate to your attitudes
towards the final decision of Grove Bank concerning vour university campus branch.

13. The final decision of Grove Bank concerning your university campus branch is:
(i) BøtI

I

(ii) Unfavorable
1

(iiÐ Unlikeable
I

(iv) Negøtíve

I
(") Unpleøsøttt

1

Section 9
The following questions relate to --rour attitudes towards vour treatment b)¡ Grove Bank
during the decision concerning your university campus branch.

14. The treatment meted out by Grove Bank to you (dunng the decision conceming your
university campus branch) is:

Good

7

Favorsble
7

Likeøble

7

Positive

7

Pleasant

7

Good

7

Favorøble
7

Likeable
7

Positive
7

Pleasønt

7

GoorI

7

Føvorable

7

Likeuble
7

Positive

1

(i) Bad
123

(iÐ Unføvoroble

I
(iiÐ Unlikeuble

1

(i") Negative
1

(v) Unpleasant
1

Section 10
Based on the scenario you have read, the following questions relate to your attitudes and

beliefs about the overall Grove Bank brand.
15. The overall Grove Bank brand is:

(i) Bød
123

(ii) Unfavorøble
123

(iii) Unlikeøble
123

(iv) Negøtive
1
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(v) Unpleasant
1

(vi) Bad to do
business

witlt
I

(vii) Unreputable
I

(viii) Untrustwortlry
1

(ix) Unsatisfuctory
1

J

23

23

23

4

4

4

4

PIeasønt

7

Good to tlo
business

witlt
7

Reputable
67

Trustwortlty
67

Strtisføctory

67
Professíonal

67
EfJicient

67
Friendly

67

GootI
7

Favorøble
7

Likeable
7

Positive
7

Plessøttt

1

Good

7

Føvorable
1

Likeable
1

Positive

7

(x) Unprofessional
t23

(xiii) Ineffi.cient
123

(xi) Unfriendly
123

(xii) Uncaring
123

Section 11

Given the scenarios you read, the following questions relate to l¡our attitudes and beliefs
about Grove Bank's top management and your university campus branch executives.

16. Overall, the top management of Grove Bank is:
(i) Bad

1

(iÐ Unfavorable
I

(iiÐ Unlikeøble
I

(iv) Negative
I

(u) Unpleøsønt

I

17. Overall, the university campus branch executives of Grove Bank are:
(i) Bad

12345
(ii) Unfavorable

12345
(iii) Unlikeøble

12345
(iv) Negative

Caring
7

6

6

5

5

4

4

3

3

2

2

6

6
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(v) Unpleasønt Plessant
1234561

Section 12

The following question relates to your thoughts concerning the final decision of Grove
Bank concerning your university campus branch.

18. How fair or unfair to you is the overall situation with Grove Bank?
Not At AII Fúr Extremely Fair

1234567
Section 13

Based on the scenarios you have read, the following questions relate to ]¡our behavioral
intentions with respect to Grove Bank.

19. I would say positive things about Grove Bank to other people.
Not At AII Likely Extremely Likely

1234567
20. I would recommend Grove Bank to someone who seeks my advice.

Not At AU Likely Extremely Likely
1234567

21. I would encourage my friends to bank with Grove Bank.
Not At AII Likely Extremely Likely

1234567
22. I would consider Grove Bank as my first choice for banking purposes.

Not At AII Likely Extremely Likely
1234567

23. I would stay a customer of Grove Bank.
Not At AII Likely Extremely Likely

t234s67
24. If another bank (competing with Grove Bank) with similar levels of service opened a

branch on your university campus, how likely is it that you would switch to the other
bank?

Not At All Likely Extremely Likely
r234567

25. If another bank (competing with Grove Bank) opened a branch on your university
campus, and made a "first 2 months no service fee" offer, how likely is it that you would
switch to the other bank?

Not At All Likely Extremely Likely
1234561

26. How respectfully do you expect Grove Bank to treat you in the future?
Very Disrespectfully Very Respectfally

1234567
27 . How favorable to you do you expect the future decisions of Grove Bank to be?

Very Unfavoruble Very Føvorøble
to me to me

1234561
Section 14
The following questions relate to your relationship with Grove Bank.
(Please answer these, even though it may feel like these have been answered before.)
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Section 15
Now, imagine that Grove Bank comes alive and becomes a person.
(Please answer these, even though it may feel like these have been answered before.)

3l. To what extent is Grove Bank like a businessperson versus a close friend?
Businessperson

123456
32. To what extent is Grove Bank like a close friend?

Not At All
123456

33. To what extent is Grove Bank like a person that I care about?

28. I have warm feelings for Grove Bank.
Strongly
Disagree

12345
29. Grove Bank cares for me.

Strongly
Disagree

r2345
30. I care for Grove Bank.

Strongly
Disøgree

t2345

Not At All
1234s

34. To what extent is Grove Bank like a businessperson?
Not Æ AA

123456

Strongly
Agree

67

Strongly
Agree

67

Strongly
Agree

67

Close Friend
l8

Extremely So
7

Extremely So
67

Extremely So
7

Section 16
There are two picture groups (A and B) shown below. Questions 61 to 66 are based on
these picture groups. (Please answer these, even though it may feel like these have been answered
before.)

Group B

35. (Ð Which of the picture groups best represents Grove Bank to you?

Group A

ffi
W

Z Group A Z Group B
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(ii) Provide a ranking of how best the 2 picture groups represent Grove Bank to you.
[Rank # 1 is for the best representative group and Rank # 2 is for the least
representative group]

GroupA)Rank# GroupB)Rank#_
36. (i) Which of the picture groups best represents your relationship with Grove Bank?

Z Group A I Group B
(ii) Provide a ranking ofhow best the 2 picture groups represent your relationship

with Grove Bank to you. fRank # I is for the best representative gïoup and Rank # 2
is for the least representative group]

GroupAàRank# GroupB)Rank#
31 . To what extent is Grove Bank like Picture Group A versus Picture Group B?

Group A
72

Group B
78

Very Likely To
Occur

67

Strongly Agree
7

Strongly Agree
7

38. To what extent does Picture Group A represent )¡our relationship with Grove Bank?
Not At All Extremely So

t234567
39. To what extent does Picture Group B represent )¡our relationship with Grove Bank?

Not At All Extremely So
1234567

40. To what extent does Picture Group A versus Picture Group B represent your
relationship with Grove Bank?

Group A
t234s67

Section 17
The following questions are based on the scenarios that you were asked to imagine.

41. The scenario is
Very Unlikely

To Occur

123

Group B
8

42. What did Grove Bank first announce that it was planning to do in 30 days? E Close the

branch on campus n Open another new branch on campus fl Change the hours of
operation

43. Grove Bank's first (i.e., initial) announcement was to close the branch on your university
campus.

Strongly Disagree Strongly Agree

44. Grove Bank's first (i.e., initial) announcement

s67
was to open another new branch on your

university campus.
Strongly Disøgree

r2
45. Grove Bank's hrst (i.e., initial) announcement was to change the hours of operation for

your universify campus branch.
Strongly Dísøgree

t2
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46. The decision (that Grove Bank first announced) would have created a stressful situation
for you.

Strongly Disagree
I

47. What did Grove Bank finally do (i.e., its final decision) after you sent the formal letter

(tick only one box)? I Closed the branch on campus n Kept the branch on campus

open n Changed the hours ofoperation
48. Grove Bank finally closed the branch on your university campus.

Positive

for me

s67
of Grove Bank regarding your

Strongly Agree
7

Strongly Agree
7

Strongly Agree
7

Strongly Agree
7

(i.e., hrst

Strongly Agree
7

Favorøble
to,ne

50. Grove Bank finally changed the hours of operation for your university campus branch.

Strongly Disagree
12

49. Grove Bank finally kept the branch on your university campus open.
Strongly Disagree

Strongly Disøgree

l2
5 1. In the scenario, you were able to get Grove Bank to reverse its initial

announced) decision.
Strongly Dísagree

Negative

for me

I

52. How positive or negative to you was the final decision of Grove Bank concerning your
university campus branch?

53. What are your thoughts concerning the final decision
university campus branch?

Urtføvorable
to me

Inøppropriately
1234

57. How positive was the overall treatment meted out
initial announcement?
Negative

3456
54. The final decision of Grove Bank conceming your university campus branch would

create a stressful situation for you.
Strongly Strongly
Disøgree Agree

1234567
55. Did Grove Bank send you a letter communicating its final decision?

n Yes, it did I No, it didn'r
56. How appropriately did Grove Bank treat you during your interactions with them after

they announced their initial decision?

Appropriately
567
by Grove Bank to you after it made

Positive

7
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58. How respectfully did Grove Bank treat you during your interactions with them after they
announced their initial decision?

Disrespectfully Respectfnþ
1234567

59. How pleasant was your experience when you spoke over the phone with an executive
from Grove Bank headquafters to find out about Grove Bank's final decision?

Unpleøsant Plessøttt
1234567

60. Grove Bank apologtzedto you and the other customers at your university campus branch
after making its final decision.

Strongly Disøgree Sfiongly Agree
7234561

61. What are your thoughts concetning the overall treatment meted out by Grove Bank to
you?
Unfavorable Favorøble

tome fume
1234s67

62. To what extent did you feel included (e.s.. communicated to) versus ignored (not
communicated to) by Grove Bank?

Ignored Included
t234s678
63. To what extent do you think that the final decision of Grove Bank was deserved by you?

Not At AII Desewed Extremely Deserved
t234567

64. To what extent do you think that the flnal decision of Grove Bank was reasonable to you?
Not At All Reasonøble Ertrentely Reusonable

t234567
Section 18
The following questions relate to your bankinq preferences.

65. I prefer a bank that provides a professional and formal banking experience.
Strongly Strongly
Disøgree Agree

t234561
66. I prefer a bank that provides a warrn and friendly banking experience.

Strongly Strongly
Disøgree Agree

1234567
67 . To what extent would you prefer a professional banking experience versus a fliendly

banking experience?
Professionøl Bønking Friendly Banking

Experience Experience
12345678

Section 19
The following questions relate to your real-life bankine history.

68. How many banks do you currently have account(s) with?

n None n One ! Two ! More than two
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69. How many credit cards do you currently have?

n None X One n Two n More than two
70. How frequently do you visit a local branch for services other than ATM?

I Never n Once a month ! Twice a month

! Other Qtlease spectfu;

IL (l) Do you do online banking?

lYes nNo
(ii) If yes, how frequently do you do online banking?

n Once a week tr More than once a week n Once a month

fJ Twice a month n Other Qtlease spectfu.

Section 20
The following questions are on your demographic profile.
72. Your nationality:

n Canadian I Other (please specifu: )

73. Your age: _years.
74.Your gender:

E Male ! Female

Tí.Language spoken at home:

n English fl Other (Please specify:
76. Cunent faculty at the U of M:

n Management n erts n Science n Other (please specify: _ )
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Appendix 2.7.

Study 2: Questionnaire for "Treatment - Control" Conditions

STEP 1: RESPONDENTS PRESENTED WITH RELATIONSHIP TYPE
SCENARIOS (APPENDIX 1.12 OR 1.13)

STEP 2: RESPONDENTS ARE ASKED QUESTIONS LISTED IN APPENDIX 1.17

STEP 3: RESPONDENTS PRESENTED WITH ,OUTCOME NEGATIVE,
SCENARIO (fro* APPENDIX 2.1 or 2.2) OR 'OUTCOME POSITIVE' SCENARIO
(from APPENDIX 2.3 or 2.4)

Outcome Negative: "Despite the strong movement that you have been a part of and your
time and efforts, Grove Bank decides to shut down the university campus branch! When you
visit the campus branch location the next time, you find that the bank is closed."
Outcome Positive: "Because of the strong movement that you have been a part of and
your time and efforts, Grove Bank decides not to shut down the university campus
branch! When you visit the campus branch location the next time, you find that the bank
is open for regular business."

STEP 4: RESPONDENTS ARE ASKED THE QUESTIONS LISTED (under step 4)
IN APPENDIX 2.6 (EXCEPT QUESTION NUMBERS 55 TO 62, i.e., questions
reløted to treøtment)
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Appendix 2.8.

Study 2: Questionnaire for ((Control" (sans Outcome & Treatment) Conditions

STEP T: RESPONDENTS PRESENTED WITH RELATIONSHIP TYPE
SCENARTOS (APPENDTX r.12 OR 1.13)

STEP 2: RESPONDENTS ARE ASKED QUESTIONS LISTED IN APPENDIX 1.17

STEP 3: RESPONDENTS AKE ASKED THE FOLLOWING OUESTIONS

Section 5
Given the scenario you have read, the following questions relate to vour beließ and
thoughts concerning decisions that Grove Bank might make with respect to l¡our
university campus branch.

1. To what extent do you feel powerful versus powerless (i.e.. helpless) to change any
decisions of Grove Bank?

Pot¡erless Powerful
12345678
2. There is little that people like me can do to change any decisions of Grove Bank.

Strongly
Disøgree

I

3. A few people in power run Grove Bank and there is not
like me can do.
Strongly
Disøgree

Strongly
Agree

6l
much that an individual customer

Strongly
Agree

67
the decisions made by4.

5.

Most of the time, I feel that I would
Grove Bank.
Strongly
Disøgree

45
have an effective voice in

6. An individual customer like me has little chance of protecting his/her personal interests
when they are in conflict with those of Grove Bank.

1

More and
Bank.
Strongly
Disagree

1

Strongly
Disagree

1

234
more, I would feel helpless in the

5

lace of what might be

Strongly
Agree

7

happening at Grove

Strongly
Agree

Strongly
Agree

7

Section 6
Given the scenario you have read, please answer the following questions about your current
feelines and emotions when l/ou think of Grove Bank.
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7. I feel like there is a barrier or separation between Grove Bank and me because of their
potential decisions concerning my university campus branch.
Strongly
Disøgree

t23456
8. I feel excluded by Grove Bank.

Strongly
Disagree

Strongly
Agree

7

Strongly
Agree

1234567
9. Given the scenario you have read, to what extent do you feel the following in relation to

Grove Bank?

Sad

Bad (awtul/lousy)

Worried

Hurt / Offended

Upset

Annoyed

Disappointed

Happy

Joyful

Not At
AU

Exfientely
So

Respected
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ll;il; I

Section 7
The following questions are designed to measure vour thoughts at this moment of time.
There is no right or wrong answer for any of the following statements. The best answer is
what you feel is true of yourself at this moment. Again, answer these questions as they are
true for you AT THIS MOMENT.

10. To what extent do you feel the followins at this moment?

Effective

Confident

Competent

Inadequate

Írcompetent

lneffective

I 1. To what extènì ;à ihê iöiiö*ing statemdË ff"ä fo. tó; ;f rhil il-äiî---
(i) I feel confident about my abilities.

Not At All
1234

(ii) I feel frustrated or rattled about my performance.
Not At AII

r234
(iii) I feel good about myself.

Not At AU
1234

(iv) I feel that others respect and admire me.
Not At All

1234
(v) I feel inferior to others at this moment.

Not Æ AA
1234

(vi) I feel displeased with myself.
Not At All

1234
Section 8
Based on the scenario you have read, the following questions relate to l¡our attitudes
towards the potential decisions of Grove Bank conceming )¡our universitv campus
branch.

12. The decisions of Grove Bank concerning your universify campus branch would be:

Extremely So
7

Extremely So
7

Extremely So
7

Extremely So
7

Extremely So
7

Extremely So
7

(r) Bad
1

(iÐ Unfavorable
I

Good

7

Føvorøble

7

Not At
AA

Extremely
So
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Section 9
The following questions relate to vour attitudes towards J¡our treatment by Grove Bank
during anl¡ potential decisions concernine your university campus branch.

13. The treatment meted out by Grove Bank to you (during any future decisions concerning
your university campus branch) would be:

(iii) Unlikeable
I

(iv) Negøtive
1

(v) Unpleøsant

1

(i) Bød
1

(ii) Unføvorable
1

(iii) Unlikeøbte

1

(iv) Negøtive

I
(") Unpleasønt

I

(Ð Bød

t23
(iÐ Unfavorøble

123
(iiÐ Unlikeøble

123
(iv) Negøtive

123
(v) Unpleøsønt

123
(vi) Bad to do

business
witlt

123
(vit) Unreputøble

123
(viii) Untrustwortlry

123

Likeable
7

Positive

7

Pleasant

7

Good

1

Føvorable
7

Likeøble

7

Positive

7

Pleasønt

7

Good

7

Favorable

7

Likeable
7

Posìtive

7

Pleasant

7

Good to tlo
business

tpitlt

7

Reputable

7

Trastwortlry
l

Section 10
Based on the scenario you have read, the following questions relate to your attitudes and
beliefs about the overall Grove Bank brand.

14. The overall Grove Bank brand is:
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Given the scenario you read, the following questions relate to )¡our attitudes and beliefs
about Grove Bank's top manaqement and your universit)¡ campus branch executives.

15. Overall, the top management of Grove Bank would be:

(ix) Unsatisfactory
1

(x) Unprofessional
12345

(xiii) hrcfficient
t2345

(xi) U{riendly
12345

(xii) Uncaring
12345

Section 11

(Ð Bad
I

(ii) Unfavorable

I
(iii) Unlikeable

1

(iv) Negøtive

i
(v) Unpleasant

1

(i) Bud
T2

(iÐ Unføvorøble
I

(iiÐ Unlikeable
r2

(iv) Negatíve

t2345
(v) Unpleøsønt

1

Søtisfactory

7

Professiortøl
67

Efficient
67

Friendly
67

Cøring

67

Good

7

Favorable

1

Likeable
7

Positive

7

Pleasant

7

Good

67
Fsvorøble

567
Likeøble

567
Positive

67
Pleøsant

67

16. Overall, the university campus branch executives of Grove Bank are:

Section 12
The following question relates to your thoughts concerning any potential decisions of
Grove Bank conceming your university campus branch.

17. How fair or unfair to you would the overall situation with Grove Bank be when they
would make any decision about your universify campus branch?

Not At AII Fair Extremely Faír
r234567

Section 13

Based on the scenario you have read, the following questions relate to your behavioral
intentions with respect to Grove Bank.
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18. I would say positive things about Grove Bank to other people.
Not At All Likely Extremely Likely

1234567
19. I would recommend Grove Bank to someone who seeks my advice.

Not At All Likely Extremely Likely
1,234567

20. I would encourage my friends to bank with Grove Bank.
Not At AII Likely Extremely Likely

t234567
21. I would consider Grove Bank as my first choice for banking purposes.

Not At All Likely Extremely Likely
1234s67

22. I would stay a customer of Grove Bank.
Not At All Likely Extremely Likely

1234567
23. lf another bank (competing with Grove Bank) with similar levels of service opened a

branch on your university campus, how likely is it that you would switch to the other
bank?

Not At All Likely Extremely Likely
1234561

24. lf another bank (competing with Grove Bank) opened a branch on your university
campus, and made a "first 2 months no service fee" offer, how likely is it that you would
switch to the other bank?

Not At All Likely Extremely Likely
1234567

25. How respectfully do you expect Grove Bank to treat you in the future?
Very Disrespectfully Very RespectfuIly

1234567
26. How favorable to you do you expect future decisions of Grove Bank to be?

Very Unføvorable Very Favorable
to me to rfle

1234s67
Section 14
The following question is based on the scenario that you were asked to imagine.

27 . The scenario is
Very Unlikely Very Likely To

To Occur Occur

1234567
Section 15
The following questions relate to your banking preferences.

28. I prefer a bank that provides a professional and formal banking experience.
Strongly Strongly
Disøgree Agree

1234s67
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29. Iprefer a bank that provides a waÍn and friendly banking experience.
Strongly Strongly
Dísagree Agree

1234567
30. To what extent would you prefer a professional banking experience versus a friendly

banking experience?
Professionnl Banking Friendly Banking

Experience Experience
t2345678

Section 16
The following questions relate to your real-life banking historl¿.

31. How many banks do you currently have account(s) with?

n None n One n Two n More than two
32. How many credit cards do you currently have?

I None n One n Two n More than two
33. How frequently do you visit a local branch for services other than ATM?

n Never ! Once a month n Twice a month

n Other (please specifu;

34. (i) Do you do online banking?

EYes lNo
(ii) If yes, how frequently do you do online banking?

n Once a week I More than once a week n Once a month

n Twice a month fl Other þlease specify:

Section 17
The following questions are on your demographic profile.
35. Your nationalify:

n Canadian n Other (please specify: )

36. Your age: _ years.
37. Your gender:

! Male n Female

38. Language spoken at home:

n English I Other (Please specrfy;

39. Current faculty at the U of M:

! Management n e¡ts n Science E Other (please specify: _ )
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Appendix 3.1.

Study 3: Scenarios for Outcome, Treatment, & Apology Conditions

STEP I: FOR ALL CONDITIONS

Please carefully read and imagine this scenario:

You have been banking at your university campus branch of Grove Bank for the last five years.
You have used the bank quite extensively and have been very happy with the quality of their
services. Overall, your experience with Grove Bank has been very good.

Now imagine that on your regular visit to the university campus branch of Grove
Bank, you find an important announcement:

On yow'canpus since 1995

This Campus Branch will be closed down in 30 days.

Closed down in 30 days?! This means that you will have to start frequenting another branch for
all your banking needs. Unfortunately, this is not that simple. The next closest branch is at an
extremely inconvenient location for you. There are not enough buses to that place and finding a
parking spot is equally difficult.

The closing down of Grove Bank's campus branch would be extremely inconvenient for you!

You and many others from the university spend a lot of time and effort and petition Grove Bank
to not close down the campus branch. You send a formal letter to the Bank's headquarters with
signatures of other petitioners. You also obtain media coverage for the petition.

STEP 2: TREATMENTS
. Positiv¿ - You call up the Bank headquarters to find out the status on your request to keep

the campus branch open. You are spoken to very potitely and respectfully and informed
that your letter has been received and that your efforts have been taken into consideration.
You are also told that you would be informed once the final decision has been made about the
campus branch.

. Negative - You call up the Bank headquarters to find out the status on your request to keep
the campus branch open. You are spoken to very impolitely and disrespectfully and not
inforned ifyour letter has been received and ifyour efforts have been taken into
consideration. You are also not told if you would be informed once the final decision has
been made about the campus branch.

I

ffi ffi{ffiWffi ffiåiruIffi
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STEP 3: OUTCOMES
. Positive - Because of the strong movement that you have been a part of and your time and

efforts, Grove Bank decides not to shut down the university campus branch!
o Negøtive - Despite the strong movement that you have been apart of and your time

and efforts, Grove Bank decides to shut down the university campus branch!

STEP 4: APOLOGY
o Present - After this, Grove Bank sends you a letter communicating this decision and

apologizes for the inconvenience caused to you.
. Absent - After this, Grove Bank does not send you a letter communicating this decision

and does not apologizefor the inconvenience caused to you.
c Control - No mention

STEP 5: NEXT VISIT TO BRANCH
Outcome Positive & Apology Present - When you visit the campus branch location the next
time, you find that the bank is open for regular business with the following notice for the
customers:

I

ffiffii&W:ffi ffi,äffiffi
Ott yoto'cantpus since 1995

I
l---

This Campus Branch shall remain open.
We sincerely apologize for the recent inconvenience caused to you.

Outcome Negative & Apology Present - When you visit the campus branch location the next
time, you find that the bank is closed with the following notice for the customers:

{ffifRffi'Wiffi ffi,mWffi
On your cantpus since I 995

This Campus Branch shall remain closed.
We sincerely apologize for the recent inconvenience caused to you.

Outcome Positive & Apology Absent - When you visit the campus branch location the next
time, you find that the bank is open for regular business with the following notice for the
customers:

I

This Campus Branch shall remain open.

i&lffiffiWiffi íffieiffiiffi
On your canpus since 1995
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Outcome Negative & Apology Absent - When you visit the campus branch location the next
time, you find that the bank is closed with the following notice for the customers:

This Campus Branch shall remain closed.

Outcome Positive & Apology Control - When you visit the campus branch location the next
time, you find that the bank is open for regular business.

Outcome Negøtive & Apology Control - When you visit the campus branch location the next
time, you find that the bank is closed.

ffiffi#'wffi íffiåirutffi
Ort lour cantpus since 1995
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Appendix 3.2.

Study 3: Questionnaire for Outcome, Treatment, & Apology Conditions

STEP 1: RESPONDENTS PRESENTED WITH OUTCOME (posítive, negøtive),
TREATMENT (positive, negative), & APOLOGY (present, absent) COMBINATION
s CENARTOS (APPENDTX s. 1)

STEP 2: RESPONDENTS ARE ASKED THE FOLLOWING SUESTIONS

Section 1

Given the scenario you have read, the following questions relate to your beliefs and
thoughts concemin-q the decision of Grove Bank concerning your universit)¡ campus
branch.

1. There is little that people like me can do to change the decision of Grove Bank.
Strongly
Disøgree

123
2. A few people in power run Grove

like me can do.
Strongly
Disagree

Strongly
Agree

4567
Bank and there is not much that an individual customer

3.

4.

34
that I have an effective voice

Strongly
Agree

567
in the decisions made by GroveMost of the time,I feel

Bank.
Strongly
Disagree

More and more, I
Strongly
Disøgree

Strongly
Disøgree

1

Strongly
Agree

Strongly
Agree

1

34s6
feel helpless in the face of what is happening at Grove Bank.

Strongly
Agree

7

5. An individual customer like me has little chance of protecting his/her personal interests
when they are in conflict with those of Grove Bank.

6. To what extent did you feel powerful versus powerless (i.e.. helpless) to clttrnge the
ínitially announced decísiott of Grove Bank?

Powerless Powerful
12345678
7 . To what extent did you feel powerful versus powerless (i.e.. helpless) in light of Grove

Bank' s JirtøI decision?
Powerless

1

Powerful
8
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Section 2
Given the scenarios that you have read, please answer the following questions about your
current feelings and emotions when you think of Grove Bank.

8. I feel like there is a barrier or separation between Grove Bank and me because of their
final decision concerning my university campus branch.
Strongly
Disøgree

12345
9. I feel excluded by Grove Bank.

Strongly
Disagree

723456

Strongly
Agree

67

Strongly
Agree

1

10. Given the scenarios you have read, to what extent do you feel the following in relation to
Grove Bank?

Betrayed

Bad (awful/lousy)

Angry

Hurt / Offended

Upset

Annoyed

Humiliated

Disappointed

Happy

Elated

Joyful

Cheerful

Delighted

Not At
Ail

Extremely
So
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Pleased

Respected

Valuable

Section 3
The following questions are designed to measure vour thoughts at this rnoment of time.
There is no right or wrong answer for any of the following statements. The best answer is
what you feel is true of yourself at this moment. Again, answer these questions as they are
true for you AT THIS MOMENT.

1 1. To what extent do you feel the followi at this moment?

Effective

Confident

lnadequate

Incompetent

(i) I feel confident about my abilities.
Not At All

t234
(ii) I feel frustrated or rattled about my performance.

Not At All
1234

(iii) I feel good about myself.
Not At All

1234
(iv) I feel that others respect and admire me.

Not At All
1234

(v) I feel inferior to others at this moment.
Not At All

1234
(vi) I feel displeased with myself.

Not At All
t2

Section 4
Based on the scenarios you have read, the following questions relate to )¡our attitudes
towards the final decision of Grove Bank conceming your universiq/ campus branch.

13. The f,rnal decision of Grove Bank conceming your university campus branch is:

Extremely So
7

Extremely So
7

Extremely So
7

Extrentely So
7

Extrentely So
7

Extremely So
7

Good

l
(i) Bad

I

NotAt
AU

Extremely
So
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Section 5
The following questions relate to your attitudes towards )¡our treatment b)¡ Grove Bank
when vou called up to find out about the decision concerning vour universitly campus
branch.

14. The treatment meted out by Grove Bank to you when you called (to find out about the
decision concerning your university campus branch) is:

(ii) Unføvornble
12345

(iiÐ Unlikeøble

12345
(iv) Negøtive

r2345
(v) Unpleosørtt

12345

(i) Bad
1

(ii) Unfavorable

1

(iii) Unlikeable

I
(iv) Negative

1

(u) Unpleøsøttt

1

(Ð Bad
I

(iÐ Unføvorable

I
(iiÐ Unlikeable

I
(iv) Negøtive

1

(v) Unpleasønt

1

Section 7

FavorøbIe
67

Likeable
67

Positive

67
Pleasant

67

GootI

7

FavorøbIe

7

Likeøble

7

Positive

7

Pleasant

7

Good

7

FavorøbIe

7

Likeøble

7

Positive

7

Pleøsøttt

7

Section 6
The following questions relate to your attitudes towards how Grove Bank communicated
its final decision (about l¿our universit]¡ campus branch) to you.

15. What Grove Bank did (in terms of communication) after making the final decision
concerning your university campus branch is:

Based on the scenario you have read, the following questions relate to )¡our attitudes and
beliefs about the overall Grove Bank brand.
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I can always count on Grove Bank to do what is best.
Strongly
Disøgree

17. If Grove Bank makes a mistake, it willtry its best to make up for it.
Strongly
Distgree

18. I know I can hold Grove Bank accountable for its actions.
Strongly
Disagree

Grove Bank is reliable.
Strongly
Disagree

Strongly
Disøgree

1

21. Grove Bank brand failure would be inconsistent with my expectations.
Strongly
Dísøgree

22. The overall Grove Bank brand is:
(Ð Bød

123
(ii) Unfavorøble

123
(iiÐ Unlíkeøble

123
(iv) Negøtive

123
(v) Unpleøsant

123
(vi) Bad to tlo

business
witlt

I
(vii) Unreputøble

1

(viii) Untrustwortlty
1

(ix) Unsøtisfuctory

1

16.

19.

Strongly
Agree

7

Strongly
Agree

7

Strongly
Agree

1

Strongly
Agree

Strongly
Agree

7

Strongly
Agree

7

Good

7

Favorable

7

Likeable
7

Positive

7

Plessøttt
7

Good to do
business

witlt
7

Reputøble

7

Trustwortlty
7

Søtisføctory

7

4567
20. Given my experience with Grove Bank, the bank letting me down would surprise me.

6

6

5

5

4

4

5

5

5

4

4

4

J

J

J

2

2

6

6

6
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(x) Unprofessional

1

(xiii) Inefficient
1

(xi) Unfriendly
r2

(xii) Uncaring

t2

(Ð Bad
1

(iÐ Unfavorøble

I
(iiÐ Unlikeøble

I
(iv) Negøtive

1

(") Unpleøsørtt

1

24. Overall, the executive who spoke with you on the phone is:
(Ð Bød

12345
(iÐ Unføvorable

12345
(iiÐ Unlikeøble

12345
(iv) Negøtive

12345
(v) Unpleasønt

25. Overall, the university campus branch executives of Grove Bank are:
(Ð Bad

123456
(ii) Unføvorable

12345
(iiÐ Unlikeable

123456
(iv) Negøtive

123456
(v) Unpleasant

5

5

Professional

7

EfJícient
7

Friendly
7

Good

7

Føvorable

l
Likeable

7

Positive

7

Plessant

l

Good

7

Favorøble

7

Likeøble

1

Positive

7

Pleasant

7

Good

7

Føvoruble

7

Likeable
l

Positive

7

Plessøttt

7

Caring
l

Section 8
Given the scenarios you read, the following questions relate to )¡our attitudes and beliefs
about Grove Bank's top management and your universit]¡ campus branch executives.

23. Overcll, the top lnanagement of Grove Bank is:

6

6

5

5

4

4

J

3

2

2
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Section 9
Based on the scenarios you have read, the following questions relate to your behavioral
intentions with respect to Grove Bank.

26. I would say positive things about Grove Bank to other people.
Not At All Likely Extremely Likely

1234561
27. I would recommend Grove Bank to someone who seeks my advice.

Not At AII Likely Extremely Likety
1234561

28. I would encourage my friends to bank with Grove Bank.
Not At AII Likely Extremely Likely

1234567
29. I would consider Grove Bank as my first choice for banking purposes.

Not At AII Likely Extremely Likely
1234567

30. I would stay a customer of Grove Bank.
Not At All Likely Extremely Likely

1234s67
3 L If another bank (competing with Grove Bank) with similar levels of service opened a

branch on your university campus, how likely is it that you would switch to the other
bank?

Not At AII Likely Extremely Likely
t234567

32. If another bank (competing with Grove Bank) opened a branch on your university
campus, and made a "first 2 months no service fee" offer, how likely is it that you would
switch to the other bank?

Not At AII Likely Extremely Likely
1234567

Section 10
The following questions relate to your relationship with Grove Bank.

33. I have warm feelings for Grove Bank.
Strongly Strongly
Disagree Agree

1234567
34. Grove Bank cares for me.

Strongly Sûongly
Dísagree Agree

1234567
35. I like Grove Bank.

Strongly Strongly
Disøgree Agree

1234567
36.lcare for Grove Bank.

Strongly Strongly
Dísøgree Agree

1234561
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37. I would stay loyal to Grove Bank.
Strongly Disøgree Strongly Agree

1234561
38. I would be willing to make small sacrifices in order to keep banking with Grove Bank.

Strongly Disøgree Strongly Agree
t234567

39. I am satisfied with Grove Bank.
Strongly Disagree Stongly Agree

1234561
40. I am pleased with Grove Bank.

Strongly Disagree Sfiortgly Agree
1234567

Section 11

Now, imagine that Grove Bank comes alive and becomes a person.
41. To what extent is Grove Bank like a businessperson versus a close friend?

Businessperson Close Frientl
12345678
42. To what extent is Grove Bank like a close friend?

Not At All Ertremely So
1234567

43. To what extent is Grove Bank like a person thatlcare about?
Not At All Exûemely So

1234567
44. To what extent is Grove Bank like a businessperson?

Not At All Extremely Sot234s67
45. To what extent is Grove Bank sincere?

Not At All Ertremely So
1234567

46. To what extent is Grove Bank earnest?
Not At All Ertremely So

1234567
47. To what extent is Grove Bank ethical?

Not At All Extrenrcly So
1234567

48. To what extent is Grove Bank thoughtful?
Not At AA Ertremely So

1234567
49. To what extent can is Grove Bank caring?

Not At All Ertrernely So
1234567

50. To what extent can is Grove Bank friendly?
Not At All Ertrentely So

1234567
51. To what extent can is Grove Bank warm?

Not At All Ertremely So
1234567
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Section 12

There are two picture goups (A and B) shown below. Questions 61 to 66 are based on
these picture groups.

Group BGroup A

M
ffi

ffi
W

52. (1) Which of the picture groups best represents Grove Bank to you?

Z Group A J Group B
(ii) Provide a ranking of how best the 2 picture groups represent Grove Bank to you.

fRank # I is for the best representative group and Rank # 2 is for the least
representative group]

Group A ) Rank #_ Group B ) Rank #
53. (Ð Which of the picture goups best represènts your relationship with Grove Bank?

Z Group A Z Group B
(ii) Provide a ranking ofhow best the 2 picture groups represent your relationship

with Grove Bank to you. [Rank # 1 is for the best representative group and Rank # 2
is for the least representative group]

Group A ) Rank #_ Group B ) Rank #_
54. To what extent is Grove Bank like Picture Group A versus Picture Group B?

Group A Group B
12345678
55. To what extent does Picture Group A represent your relationship with Grove Bank?

Not At All Extemely So
1234567

56. To what extent does Picture Group B represent your relationship with Grove Bank?
Not At All Ertremely So

1234567
57. To what extent does Picture Group A versus Picture Group B represent your

relationship with Grove Bank?
Group A Group B

12345678
Section 13

The following questions are concerning the quality of Grove Bank's products and services.
58. The quality of Grove Bank's products is:

BstI Gootl
1234567
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59. The quality of Grove Bank's services is:
BøtI Good
1234567

Section 14
The following questions are based on the scenarios that you were asked to imagine.

60. The scenario is
Very Unlikely Very Likely To

To Occur Occur

r234567
61. What did Grove Bank first announce that it was planning to do in 30 days? (tick only one

box) n Close the branch on campus E Open another new branch on campus

n Change the hours ofoperation
62. Grove Bank's first (i.e., initial) announcement was to close the branch on your university

campus.
Strongly Disøgree Strongly Agree

1234567
63. Grove Bank's fìrst (i.e., initial) announcement was to open another new branch on your

university campus.
Strongly Disagree Strongly Agree

1234567
64. Grove Bank's fìrst (i.e., initial) announcement was to change the hours of operation for

your university campus branch.
Strongly Disøgree Strongly Agree

t234567
65. The decision (that Grove Bank first announced) would have created a stressful situation

for you.
Strongly Disagree Strongty Agree

1234s61
66. The decision (that Grove Bank first announced) would have caused ínconvenience for

you.
Strongly Disagree Strongly Agree

1234567
67. How pleasant \¡/as your experience when you spoke over the phone with an executive

from Grove Bank headquarters to find out about Grove Bank's final decision?
Unpleasønt pleassnt

1234567
68. To what extent does the executive you spoke with over the phone represent the brand to

you?
Not At AII Ertremely So

1234567
69. Please provide your thoughts on why you think that the executive spoke to you the way

(that motivated Grove Bank to make its final decision) could be? Why, according to you,
did Grove Bank make the decision that it finally did?
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70. How appropriately were you treated when you called up Grove Bank headquarters to find
out their final decision?

Inappropriately
1234

71. How respectfully were you treated during your telephonlc interaction with the Grove
Bank executive?

Disrespectfully
12345

12. How positive was the treatment meted out by Grove
up?
Negative

561
treatment meted out by Grove Bank to

Appropriøtely
67

Respectfully
67

Bank to you when you called them

Positive

74. What did Grove Bank finally do (i.e., its final decision)? n Closed the branch on

campus n Kept the branch on campus open n Changed the hours of operation
75. Grove Bank finally closed the branch on your university campus.

73. What are your thoughts concerning the overall
you?
Unfavorøble

to nte

Strongly Disøgree

l2
76. Grove Bank finally kept the branch on your university campus open.

Strongly Disagree

Strongly Disøgree

l2

Negative

for me

1234

FøvorøbIe
to me

7

Strongly Agree

7

Strongly Agree

7

Strongly Agree

7

Strongly Agree
7

Positive

for me

1

Favorøble
to me

67

77. Grove Bank fìnally changed the hours of operation for your university campus branch.

78. h the scenario, you were able to get Grove Bank to reverse its initial (i.e., first
announced) decislon.

Strongly Disagree

79. How positive or negative to you was the final decision of Grove Bank concerning your
university campus branch?

80. What are your thoughts conceming the final decision of Grove Bank regarding your
university campus branch?
Unføvorable

to me

1234

342



81. The final decision of Grove Bank concerning your university campus branch
create a stressful situation for vou.
Strongly
Disagree

1234

Not At All

12345
90. I forgive Grove Bank for the inconvenience it caused for me.

Strongly
Disøgree

r2345
9l. I completely forgive Grove Bank.

Strongly
Disøgree

12345

would

Strongly
Agree

7

Strongly
Agree

7

82. The fìnal decision of Grove Bank concerning your university campus branch would cause
inconvenience for you.
Strongly
Disøgree

83. According to you, why did Grove Bank make such a final decision concerning your
universify campus branch? Please provide your thoughts (ìn the space provided below)
on what some of the underlying reasons (that motivated Grove Bank to make its final
decision) could be?

84. Did Grove Bank send you a letter communicating its final decision?

[] Yes, it did n No, it didn't
85. Grove Bank sent you a letter communicating its final decision.

Strongly Strongly
Disagree Agree

1234s67
86. Did Grove Bank apologize to you while communicating its final decision?

n Yes, it did n No, it didn't
87. Grove Bank apologizedto you while communicating its final decision.

Strongly Strongly
Disøgree Agree

t234s67
88. To what extent was this apology sincere? (only if answer to Q# 87 was "Yes, it did")

Not At AII To A Great
Extent

89. To what extent was the apology
4567

eamest? (only if answer to Q# 87 was "Yes, it did")
To A Great

Extent
7

Strongly
Agree

l

Strongly
Agree

7
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92. To what extent do you think that the final decision of Grove Bank was deserved by you?
Not At All Deserved Extremely Deserved

t234567
93. To what extent do you think that the final decision of Grove Bank was reasonable to you?

Not At All Reøsottøble Extremely Reasonable
1234567

94. How respectfully do you expect Grove Bank to treat you in the future?
Very Disrespectfully Very Respectfully

1234561
95. How favorable to you do you expect the future decisions of Grove Bank to be?

Very Unfuvorable
to me

banking experience?
Professionttl Bønking

Experience

Very Favorable
to me

1234561
Section 15
The following questions relate to your bankins preferences.

96. I prefer a bank that provides a professional and formal banking experience.
Strongly Strongly
Disøgree Agree

7234567
97 . Iprefer a bank that provides a warrn and friendly banking experience.

Strongly Strongly
Disøgree Agree

t234567
98. To what extent would you prefer a professional banking experience versus a friendly

Friendly Banking
Experience

12345678
Section 19
The following questions relate to your real-life banking historl¿.

99. How many banks do you currently have account(s) with?

n None n One I Two n More than two
100. How many credit cards do you currently have?

! None n One n Two E More than two
iOl. How frequently do you visit a local branch for services other than ATM?

n Never n Once a month fl Twice a month

n Other Qtlease spectfy:

102. (i) Do you do online banking?

nYes []No
(ii) If yes, how frequently do you do online banking?

! Once a week n More than once a week ! Once a month

n Twice a month ! Other Qtlease specifu;
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Section 20
The following questions are on your demographic prof,rle.
103. Your nationality:

n Canadian tr Other (please spectfu;

104. Your age: _ years.
105. Your gender:

I Male X Female

106. Language spoken at home:

E English n Other (Please spectfi;
107. Current faculty at the U of M:

X Management n erts E Science I Other (please specify;
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Appendix 3.3.

!!qqy 3: Questionnaire for "Control" (sans Treatment & Apology) Conditions

STEP 1: RESPONDENTS PRESENTED IYITH OUTCOME (POSITIVE OR
TNEGATTVE) S CENARTOS (AppENDrX 3. 1)

STEP 2: RESPONDENTS ARE ASKED THE QUESTIONS LISTED IN APPENDIX
3.2 WHILE MODIFYING QUESTIONS # 67-73 (i.e., questions reluted to treatment)
AS SHOWN BELOW

67. How pleasant would your experience be if you were to speak over the phone with an
executive from Grove Bank headquarters to find out about Grove Bank's final decision?

Unpleøsørtt
123456

Pleasant
7

68. To what extent does the executive you might speak with over the phone represent the
brand to you?

Not At AA Ertremely So
1234567

69. Please provide your thoughts on why you think that the executive might speak to you that
way?

70. How appropriately would you be treated if you called up Grove Bank headquarters to
find out their final decision?

Inappropriately Appropriøtely
t234567

71. How respectfully would you be treated during your telephonic interaction with a Grove
Bank executive?

DisrespectfuIly
t234s6

72. How positive would the treatment meted out by Grove Bank to you be if you call them
up?
Negative positive

t234567
73. What are your thoughts conceming the overall treatment that might be meted out by

Grove Bank to you?
Unfavorable

to me

12345

Respectfully
7

Favorable
to me

67
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