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Preface

The editors would like to announce this publication that features ten relevant contri-
butions presented at the I International Conference on Advanced Marketing Practice 
(ICoAMP), which was recently held Virtually (online) on April 18–19 at the Faculty 
of Economics and Business of the University of Almería, Spain. The first edition of 
this international interdisciplinary conference focused on disruptions, diversity, and 
ethics. Modern businesses and marketers alike must understand the intricacies of 
these factors and their implications in the world of marketing. Consequently, this 
publication is a suitable guide for both marketing researchers and practitioners 
actively involved in the marketing sector. However, it is also a valuable resource for 
managers of modern businesses in a wide range of industries.

Throughout an extensive diversity of methodological approaches applied by the 
contributing authors, this handbook covers a broad range of topics focused on ana-
lytics, measurement, and methodologies in marketing, health, medical, and beauty 
decision-making; impact of digital technologies on marketing management; mar-
keting education; marketing orientated to sustainable development goals (SDG), 
nonprofit marketing and marketing ethics (CSR), and social media and digital mar-
keting practice, among others, and tries to elucidate on the newest trends that engage 
marketing researchers and scholars.

Chapters 1 and 2 are related to analytics, measurement, and methodologies in 
marketing. To clarify the role of bibliometric review in the marketing field as a tool 
for developing advancement of theory, Chap. 1 investigates under a comprehensive 
analysis approach various aspects and limitations related to the rigorousness in the 
application of bibliometric reviews from marketing researchers such as sample size 
selection, database comprehensiveness, methodological complementariness, contri-
butions to theory, and implications for practice, supported by a methodological lit-
erature review that included 140 studies published in the top 47 marketing journals 
in Web of Science. Although their findings disclose a great adoption of the biblio-
metric review methodology in marketing research, the authors identify several limi-
tations in their application, so there is opportunity for improvements in several 
aspects, namely ensuring adequate sample sizes and replicability, improving data-
base comprehensiveness, employing theory-driven frameworks, and establishing 
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implications for practice. In summary, by providing recommendations for market-
ing scholars to adopt bibliometric analysis effectively, their contribution constitutes 
a valuable guide that allows marketing researchers to develop theoretical advances, 
obtain new insights, and identify novel research gaps through proper application of 
bibliometric methodology.

Chapter 2 covers the impact of digital technologies on marketing management. 
Focused on hospitality research, where geographical location plays a relevant role 
along with the current high availability of geolocated data generated by service 
consumers in the hotel and restaurant industry, the authors try to illustrate through 
an extensive bibliographic review how Geographic Information Systems (GIS) have 
become a useful technology for both market research and marketing management. 
The authors relied on a hotspot analysis approach to explore hotel sector in Madrid 
with the aim of attaining a better understanding of factors that promote hotel 
agglomeration in certain areas. In conclusion, the authors highlight how, through 
the incorporation of the use of GIS, hospitality managers and industry stakeholders 
can evaluate the adequacy of the offer to the relevant geographic market, identify 
submarkets within a same destination, carry out up-to-date competitive analysis, 
facilitating agile decision making.

Due to the growing interest around the concept of patient satisfaction and its 
main drivers, Chap. 3, related to the topic of health, medical, and beauty decision 
making, discusses about the mainly issues of the effectiveness of the healthcare 
system in Spain regarding patient satisfaction. The authors attempt to shed light on 
how quality healthcare indexes can impact patient satisfaction. Specifically, based 
on data from seventeen Spanish regions in the period 2007 to 2019, the authors 
analyse whether the number of readmissions, physicians of primary care physicians, 
in-hospital mortality, hospital beds, medical devices, and specialists have a signifi-
cant impact on patient satisfaction through a dynamic panel data model regression 
estimated with the two-step Generalised Method of Moments. Their findings under-
line how an increase in mortality rates diminishes patient satisfaction while the rest 
of the quality factors do not affect patient satisfaction. The authors presented recom-
mendations to policy makers and health practitioners on the indicators that most 
affect patient satisfaction in the case of Spain.

Chapters 4, 5, and 6 deal with marketing education. Chapters 4 and 5, contrary 
to the main part of the academic literature based on educational institutional analy-
sis approach, focus on the exploration of student outcomes through a qualitative 
survey of 129 university students in two Iberian universities, the University of 
Almeria in Spain, and the University of Beira Interior in Portugal. Specifically, in 
Chap. 4, aligned with the Principles for Responsible Management Education 
(PRME) for responsible education in management with the Sustainable Development 
Goals (SDGs), the authors compare whether the attitudes of students from both 
universities differ from different perspectives, the personal valuation of the impor-
tance of a more sustainable society, the specific integration of sustainability in busi-
ness, the preference of training towards PRME-oriented educational organisations, 
or the labour insertion as a worker in sustainable companies. Their findings offer 
practical insights and recommendations for academic institutions to improve the 
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evaluation of their efforts in curricular changes, course redesign, pedagogical pro-
posals, and adjustments in mission and institutional objectives. In Chap. 5, although 
sustainability teaching has become an essential element for facing the new chal-
lenges that the planet and the society need to solve, recently the effective integration 
of sustainable practices by Higher Education Institutions has been questioned due 
to the existence of a high heterogeneity of sustainability learning approaches, with 
none of them incorporating the students’ perspective. As a result, higher education 
institutions lack valuable guidelines for a successful sustainability teaching. Based 
on an importance performance analysis of marketing students’ perceptions of sus-
tainability teaching at the two above-mentioned university, this contribution explores 
the performance of sustainability teaching and aim to shed light whether there are 
different students' perception about learning approaches for sustainability integra-
tion and their respective effectiveness depending on their Higher Education 
Institution. The authors claim that their contribution offers a practical guide for 
universities on how to properly integrate sustainability into their learning pro-
grammes. Under an educational approach, Chapter 6 analyses both the effect of the 
inclusion of works of art in the product design and the incorporation of Game-Based 
Learning (GBL) on the consumer perception of a product. Through an educational 
experience in a secondary school, the authors aim to study whether the inclusion of 
artistic elements in a product and additional activities based on GBL can provoke 
among students a different perception of its value, quality, or luxury. Their findings 
conclude that an improvement in the perception of the value and quality of the prod-
uct is derived from the inclusion of artistic elements and GBL activities that high-
light the relevance of incorporating both art and active methodologies in the teaching 
process.

Related to marketing orientated to ODS, despite the diminishing role of geo-
graphical proximity to foster communication in the current business landscape, 
Chap. 7 discusses how clusters organisations can encourage collaboration for Green 
Marketing initiatives harnessing their nonspatial proximity advantages, such as 
social, cognitive, institutional, and organisational proximities. The authors imply 
that their contribution posits that research collaboration and knowledge sharing can 
be encouraged by social proximity, the exchange of resources and expertise can be 
promoted by cognitive proximity facilitates, advocacy for policy initiatives can be 
supported by institutional proximity, and organisational proximity can lead to joint 
marketing initiatives and innovation. The authors claim that the provided frame-
work offers guidance and enables for deeper examinations in future studies.

Under the nonprofit marketing and marketing ethics track, Chap. 8 discusses the 
strategic convergence among sustainability practices, relational marketing, and firm 
attitudes in the agricultural sector as innovative and long-term solutions to the 
exceptional challenges derived from climate change concerns, resource depletion, 
and ethical sourcing escalate. A new conceptual framework based on stakeholder 
theory is posited where firm's relational marketing, stakeholders, sustainable prac-
tices, and the moderating role of firm attitudes towards sustainability are integrated. 
This contribution highlights how stakeholders play a key role in promoting sustain-
able initiatives in agricultural firms and underscores how strong relationships have 
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a positive influence on the adoption of sustainable practices. The authors also inves-
tigate the role of proactive organisational attitudes in fostering the relationship 
between relational marketing and the implementation of sustainable practices.

Regarding sector-based marketing, Chap. 9 analyses with an exploratory-
sequential design the explanatory factors that can impact the intention to play golf. 
The findings state that the factor with the strongest impact is the value attributed to 
the environment where golf is played. In addition, golf courses are perceived to be 
responsible of players' environmental management of players, which in turn has a 
direct impact on the intention to play. Although there is a relationship between 
experiential consumption and the perception of golf as a healthy sport, the authors 
claim that after the pandemic, the impact of both the course experience and the 
health factor on the intention to play golf is smaller than the impact of the natural 
surroundings or the environmental factor. The authors conclude that a suitable mar-
keting strategy to attract new golf players and increase opportunities for golf tour-
ism destinations involves reliable communication of environmental practices to 
position golf as an environmentally friendly sport.

Finally, Chap. 10 is related to social media and digital marketing practice. 
Through a conceptual model based on both the Technology Acceptance Model 
(TAM) and the Information System Success Model (IS), this contribution assesses 
the role that chatbots can play in fostering customer online trust in brands, and how, 
in turn, this trust can mediate the impact of interaction with chatbots on brand pref-
erence and purchase intention. Specifically, with the aim to attain a better under-
standing of how brands can improve the relationship with the consumer and increase 
purchases through trust in seller, authors explore the relationships between the util-
ity, ease-of-use, and responsiveness of a chatbot, online trust, brand preference, and 
purchase intention based on a sample of Spanish consumers. Their findings can 
support and help both brands and professionals in designing chatbots to provide 
e-services that strengthen customer relationships and foster sales.

Overall, the editors are very pleased to recommend this book, as it provides valu-
able contributions for everyone who wants to advance his/her comprehension and 
learning about contemporary issues related to how disruptions, diversity, and ethics 
can interplay and impact the marketing sector. The editors also encourage readers of 
this book to participate in future editions of ICoAMP (for more details on future 
editions of ICoAPM, readers can visit https://icoamp.com).

Almería, Spain� Sergio Martínez-Puertas
Almería, Spain� Manuel Sánchez-Pérez
Almería, Spain� Cristina Segovia-López
Almería, Spain� Eduardo Terán-Yépez
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Abstract  This study investigates the adoption and application of bibliometric 
reviews in marketing literature by conducting a methodological literature review of 
140 studies published in the top 47 marketing journals. Drawing on a comprehen-
sive analysis, we explore various aspects of bibliometric review methodology, 
including sample size selection, database comprehensiveness, methodological com-
plementariness, contributions to theory, and implications for practice. Our findings 
reveal a growing recognition and utilization of bibliometric techniques in marketing 
research. However, concerns persist regarding the rigor and potential contributions 
of bibliometric analysis. We identify key areas for improvement, such as ensuring 
adequate sample sizes and replicability, enhancing database comprehensiveness, 
employing theory-driven frameworks, and establishing implications for practice. 
Moreover, we provide recommendations for marketing scholars to navigate the 
complexities of bibliometric research effectively and make meaningful contribu-
tions to the advancement of marketing scholarship. By adhering to established 
guidelines and recommendations, marketing researchers can harness the power of 
bibliometric analysis to extract valuable insights, identify research gaps, and con-
tribute to theoretical advancements in the discipline. This study serves as a call to 
action for marketing researchers to embrace bibliometric analysis as a potent tool 
for literature review and knowledge synthesis while also providing guidance for 
reviewers and editors to ensure the quality and impact of bibliometric reviews in 
marketing literature.
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1.1 � Introduction

Bibliometric review has become an established literature review technique in busi-
ness research in the last decade [9, 18], and marketing research is not an exemption. 
The study by Mukherjee et al. [20] found that between 1950 and April 2022, within 
the business literature, the field of marketing (n = 24) is the second most prolific 
only behind management (n = 99) in terms of bibliometric review publications in 
FT-50 journals. The authors also contend that there has been a steady increase in 
bibliometric articles within FT-50 marketing journals over the decades. This trend—
which is in line with our findings on the basis of the top 47 marketing journals—
serves as compelling evidence that bibliometric research is increasingly recognized 
and valued by prestigious marketing researchers and outlets.

However, because there are constant concerns and tensions among scholars about 
the rigor and potential contribution of bibliometric analysis to the literature (e.g., [5, 
15, 18, 24]), questions arise regarding the extent to which marketing researchers 
adhere to best practice guidelines, and there is a need for guidance to navigate this 
growing interest effectively. In fact, in a recent editorial in the Journal of the Academy 
of Marketing Science, Hulland [13] calls on marketing researchers to make better use 
of bibliometric tools in crafting reviews in order to drive their use appropriately and 
enable bibliometric reviews to achieve greater potential and value. Similarly, in a 
recent study published in the International Journal of Consumer Studies, Klarin 
[16], after detecting several limitations in the use of bibliometric analysis in market-
ing literature, provides guidance on how to conduct a bibliometric content analysis.

In other words, as bibliometric review has become an integral part of the market-
ing researcher’s toolkit, it is imperative to assess whether marketing researchers are 
implementing the methodology rigorously and ethically, considering the inherent 
complexities and nuances associated with bibliometric review. Consequently, we 
provide a methodological literature review of bibliometric review usage in 140 stud-
ies published in the top 47 marketing journals. For this study, we employ the defini-
tion of methodological literature review provided by Aguinis et al. [3], who defined 
it as “articles that formally or informally review the existing literature regarding 
about methodological issues, summarize the literature, and provide recommenda-
tions for improved practice.”

Our objective is not to present an exhaustive review but rather to offer an initial 
glimpse into the utilization of bibliometric reviews in the context of marketing lit-
erature. By scrutinizing the application of bibliometric reviews in the marketing 
domain, we aim to elucidate valuable insights into the method’s application, its 
limitations, and the potential avenues for refinement to ensure its optimal use within 
the realm of marketing research. Thus, we also offer the first recommendations for 
improving marketing researchers’ application practices. We focus on six aspects: 
(1) sample size selection; (2) comprehensiveness; (3) structured, transparent, and 
documented search process; (4) methodological complementariness; (5) contribu-
tions to theory; and (6) contributions to practice.

E. Terán-Yépez et al.
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In the subsequent sections, we explain how we selected articles comprising bib-
liometric review applications in marketing and present the results of our review of 
the six aspects mentioned above. Our analysis reveals key findings regarding biblio-
metric review usage in marketing and the potential for improving the method’s 
application. We therefore provide guidance for the bibliometric reviews method’s 
utilization in marketing research.

1.2 � Bibliometric Analysis Applications 
in Marketing Research

First, we review bibliometric review applications in marketing by considering the 
top 30 marketing journals according to Hult et al. [14] journal ranking, which is still 
used today to conduct studies with similar purposes to this research (e.g., see 
Sarstedt et al. [27] study on the use of PLS-SEM in marketing research). However, 
to be as comprehensive as possible, we have identified 17 other journals that have 
become relevant in the field of marketing (e.g., International Journal of Consumer 
Studies, Journal of Consumer Behaviour) after the 2009 Hult ranking. Table 1.1 
shows the 47 journals selected for this study. We subsequently undertook a search 
of Web of Science (WoS) and Scopus databases for articles published in the 47 
journals, using the search formula “bibliometric*” OR “scientometric*” OR “sci-
ence mapping” OR “citation analysis” OR “co-citation analysis” OR “bibliographic 
coupling” OR “co-authorship analysis” OR “co-author analysis” OR “co-word 
analysis” OR “co-occurrence analysis” OR “informetric*” The search period was 
from 1956 to 2022. Once we had assessed each article yielded in the query to deter-
mine whether they applied bibliometric review methodology, we obtain a final sam-
ple of 140 articles to be reviewed.

An overview of the 140 articles by year of publication shows an upward trend in 
bibliometric analysis use in marketing literature (Fig. 1.1). Although the first article 
in the review dates back to 1998, it is worth noting that the second article does not 
appear until 5 years later, and indeed, 89 of the 140 articles were published during 
the 2021–2022 biennium. Compared to its use in other business disciplines, such as 
management, the use of bibliometric analysis in the field of marketing is relatively 
new [20]. However, since 2019 and more pronounced since 2021, there has been an 
increase in the use of BA in the marketing field.

A breakdown by journal indicates that Journal of Business Research (28 arti-
cles), Journal of Business & Industrial Marketing (16 articles), and Industrial 
Marketing Management (14 articles) are the top three journals in terms of the num-
ber of studies published utilizing bibliometric review. Furthermore, the other six 
journals that have published more than five bibliometric reviews are as follows: 
European Journal of Marketing, International Journal of Consumer Studies, 
International Marketing Review, Marketing Intelligence & Planning, Psychology & 
Marketing, and International Journal of Bank Marketing (see Table 1.1).

1  A Brief Review of Bibliometric Analysis Use in Marketing Studies
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Table 1.1  Bibliometric reviews in the top 47 marketing journals

Journal Number of articles

Journal of Business Research 28
Journal of Business & Industrial Marketing 16
Industrial Marketing Management 14
European Journal of Marketing 8
International Journal of Consumer Studies 8
International Marketing Review 7
Marketing Intelligence & Planning 7
Psychology & Marketing 6
International Journal of Bank Marketing 6
Journal of Advertising 4
International Journal of Retail & Distribution Management 3
Journal of Business-To-Business Marketing 3
Journal of Product and Brand Management 3
Journal of The Academy of Marketing Science 3
International Journal of Advertising 3
Journal of Hospitality Marketing & Management 3
Journal of Destination Marketing & Management 2
Journal of Brand Management 2
Journal of Interactive Marketing 2
Journal of Retailing 1
Journal of Social Marketing 1
Journal of Consumer Psychology 1
Journal of Consumer Behaviour 1
Journal of Retailing and Consumer Services 1
Journal of Marketing 1
Journal of Fashion Marketing and Management 1
Journal of Service Research 1
International Journal of Research in Marketing 1
Asia Pacific Journal of Marketing and Logistics 1
Journal of International Business Studies 1
Journal of International Marketing 1

Note: Advances in Consumer Research, Journal of Advertising Research, Journal of Business, 
Journal of Marketing Management, Journal of Product Innovation Management, Journal of Public 
Policy and Marketing, Marketing Letters, California Management Review, Harvard Business 
Review, Journal of Consumer Research, Journal of Marketing Research, Management Science, 
Marketing Science, Quantitative Marketing and Economics, Sloan Management Review, Journal 
of Business, and Journal of Service Theory and Practice did not publish any relevant bibliometric 
review article

E. Terán-Yépez et al.
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Fig. 1.1  Bibliometric analysis’ articles in the marketing field over time

1.3 � Review of Bibliometric Analysis in Marketing Research: 
1998–2022

1.3.1 � Sample Size

Scholars argue that the contribution that bibliometric reviews can make to the ade-
quate study and understanding of a scientific field requires the use of an analytical 
minimum number of manuscripts; otherwise, the results may lead to inaccurate 
interpretations [9, 26]. Indeed, bibliometric analysis were primarily designed to 
handle large volumes of data [25], which are difficult to analyze using other meth-
odologies such as systematic literature reviews (SLR) or meta-analysis [9]. So, the 
sample of documents selected must be sufficiently large and representative of the 
field of study considered. Rogers et al. [26] empirically propose a minimum sample 
size of 200 publications to prevent misinterpretation, while Donthu et al. [9] suggest 
its use only if there are considerable hundreds (e.g., 500 or more) or thousands of 
papers. It could be said that these authors therefore establish even a more restrictive 
threshold of 500 publications to guarantee representativeness.

Our review of bibliometric analysis use in marketing studies reveals that three 
articles do not report the sample size of their bibliometric review (Table 1.2), thus 
failing to guarantee the transparency and reproducibility of these review studies 
[30]. The remain 137 studies fluctuate between a minimum of 31 and a maximum 
of 45,260 documents as sample size (Table 1.3). Table 1.3 also displays that the 
overall median and mean numbers of the sample size used amounted to 357 and 
1210 respectively. As displayed in Table 1.2, the results of our review indicate that 
most marketing researchers of our review used a sample of fewer than 500 items 
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Table 1.2  Sample size used

Sample size used Number of articles (N = 137a) % of Articles

< 200 44 32
200–499 40 29
500–999 22 16
1000–1999 15 11
2000–9999 14 10
> 10,000 2 2

aThe statistics presented here are based on only 137 BA, where the numbers of included research 
items could be identified

Table 1.3  Statistics of sample size used

Statistics Databases used (N = 137a)

Mean 1210
Median 357
Minimum 31
Maximum 45,260

aThe statistics presented here are based on only 137 BA, where the numbers of included research 
items could be identified

(61%). Specifically, 44 articles (32%) have a sample of fewer than 200 items, and 
40 articles (29%) have a sample between 200 and 500 items, which could cast doubt 
on the results of these, since they do not reach the minimum suggested by Rogers 
et al. [26] and Donthu et al. [9].

From our point of view, the adequacy of sample size is still a complex issue 
within bibliometric reviews, as it is still poorly substantiated and, indeed, depends 
very much on the bibliometric technique to be used. For example, although it seems 
logical that having “several hundred” papers is good for co-citation analysis, we see 
no reason why so many studies are need for bibliographic coupling or co-authorship 
analysis. These techniques would also work well with smaller samples (less than 
200 papers). Therefore, we consider that it is necessary to go deeper into a more 
detailed study of what would be the minimum sample size according to each biblio-
metric technique.

Having said this, and knowing that the fundamental reason for using bibliomet-
ric reviews in a scientific field is to handle large volumes of bibliometric data, we 
would like to make the following reflection for marketing scholars. Starting from 
a rational basis, it is logical to think that the minimum number of items to carry 
out a bibliometric study should be the number of items that exceed the mental 
capacity to be worked manually (deemed manageable). Determining the exact 
number is not easy and depends on several factors (e.g., the number of co-authors, 
the capacity of each of them, the time of each of them). However, for us, a good 
approximation could be to analyze indicators of sample sizes used in SLR. Hiebl 
[12], for example, detected that the average number of research articles included 
for an SLR in management literature is 139 and that the interval of them ranges 
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from 42 to 265 articles. The inference could be that the authors of the manage-
ment literature have considered that values around 265 articles are no longer man-
ageable. Therefore, taking into account three aspects: (1) the minimum of 200 
articles proposed by Rogers et al. [26]; (2) that Donthu et al. [9] do not specify 
why 500 articles should be the minimum number to take into account and did not 
explain which review method is better to use in the case of having between 300 
and 500 items; and, (3) the findings of Hiebl [12] about SLR items manageability, 
we suggest as a rule of thumb that the minimum number of articles required for 
carrying out a bibliometric review should range between 200 and 300 articles. Of 
course, this reflection must be taken with caution, and as we have said before, this 
is an issued that requires more in-depth study in order to bring greater rigor to the 
methodology of the bibliometric reviews.

1.3.2 � Comprehensiveness

To analyze the comprehensiveness of bibliometric reviews, we have chosen as data 
the number of databases used. Many marketing scholars frequently ponder whether 
they should utilize multiple databases (such as WoS and Scopus) when crafting 
bibliometric research for their respective topics of study. Indeed, reviewers and edi-
tors sometimes advise marketing researchers to perform searches across multiple 
databases for their bibliometric studies. This vision is in line with the initial idea 
that bibliometric reviews basis serves to conduct a thorough and comprehensive 
review of all relevant literature; thus, it should not rely on a single database because 
this cannot provide complete coverage [4]. Scholars argue that the use of multiple 
databases makes it possible to increase the comprehensiveness of bibliometric 
reviews since the use of a single database increases the possibility of missing arti-
cles that have been published in journals indexed in other databases [12]. In the 
marketing field specifically, some scholars suggest bibliometric reviews of a mini-
mum of two databases to mitigate the effects of different coverage between indi-
vidual databases. These suggestions can be found in two articles published in the 
Journal of Marketing Analytics, in which Echchakoui [10] and Caputo and Kargina 
[7] explain user-friendly methods to merge WoS and Scopus data for conducting 
bibliometric reviews.

However, there exists an alternative perspective on this matter. Some authors 
(e.g., [22]) contend that employing multiple databases in bibliometric research 
may not necessarily be advantageous. The authors with this vision argue that uti-
lizing multiple databases can lead to potential overlap or redundancy in publica-
tions, thereby casting doubt on the reliability of the research findings. Most 
journals are indexed in both WoS and Scopus concurrently, particularly in the 
field of business (with marketing journals being no exception). Consequently, 
there is significant overlap in the publications retrieved using the same search 
terms in the initial search.
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Considering the aforementioned discussions, it is crucial for marketing 
researchers to possess comprehensive insights into the advantages and limitations 
of various databases. They need to make informed decisions regarding the scope 
of their research and which papers to incorporate into their analysis after choosing 
the suitable database to identify relevant literature. Therefore, marketing scholars 
initially establish the terms (keywords, concepts) to be utilized in the initial search 
from the chosen database, aiming to include papers that best represent the perti-
nent field. In essence, marketing researchers should select one (or more, depend-
ing on the research objectives) of these databases based on bibliometric research 
criteria.

Having said this, we proceed to an analysis of the databases used by marketing 
researchers to conduct their bibliometric reviews. As displayed in Table 1.4, WoS 
stands out as the most widely used database for bibliometric reviews in our review. 
Specifically, 84 (60%) of the 135 articles used this database. Scopus 71 (51%), 
Google Scholar 18 (13%), and EBSCO 8 (6%) are the next three most used data-
bases. It should be noted that, as shown in Table 1.5, five (4%) articles did not pro-
vide any information on the database(s) used, which does not contribute to the 
transparency and reproducibility of these reviews [30]. This finding will be ana-
lyzed in more detail in Sect. 3.3. It should also be noted that only 34 (24%) of the 
135 used two or more databases. Indeed, as displayed in Table  1.5, the overall 
median and mean numbers of databases used amount to 1 and 1.49, respectively. 
However, Table 1.5 also shows that the maximum number of databases used in a 
single bibliometric review was 10; this data is also in agreement with that detected 
by Hiebl [12].

Table 1.4  Frequently used databases

Used databases Number of articles (N = 135a) % of Articles

WoS 84 60
Scopus 71 51
Google scholar 18 13
EBSCO 8 6
Other databases 14b 11

aThe statistics presented here are based on only 135 database-driven review articles because 5 
review articles did not disclose the names or the number or of the databases used
bFor instance, includes ScienceDirect, ProQuest, ABS list, Econlit, Abi Inform JSTOR

Table 1.5  Number of databases used

Statistics Databases used total (N = 135a)

Mean 1.49
Median 1
Minimum 1
Maximum 10

aThe statistics presented here are based on only 135 database-driven review articles because 5 
review articles did not disclose the names or the number or of the databases used
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1.3.3 � Structured, Transparent, and Documented 
Search Process

Bibliometric reviews are expected to report in a detailed manner the steps taken dur-
ing the search process [1], as well as to report in great detail the methodology used 
to ensure the transparency and reproducibility of the study [11]. Ideally, bibliometric 
reviews should disclose at least the database(s), the search formula (e.g., keywords, 
logic operators, and filters), inclusion and exclusion criteria, the review techniques 
and software used, as well as unveil the final review sample, and the phases taken to 
arrive at it [22, 23]. This information allows scholars to update or reproduce the 
bibliometric reviews, while failure to do so would result in a methodological opacity 
that would seriously limit the quality, transparency, and reproducibility of the study.

As shown in Tables 1.2 and 1.4, 3 (2%) bibliometric reviews in the marketing 
field did not provide the final review sample size used to conduct the bibliometric 
analysis and five (4%) articles did not provide any information on the database(s) 
used. The lack of transparency about the number of included research items and 
databases used was also identified by Hiebl [12], who detected that 16% of SLR in 
the field of management do not report the final sample size used and that 7% of them 
did not report which database(s) was used to perform the review. Taking into account 
the importance of reporting in a detailed manner the steps taken during the search 
process in order to guarantee the transparency and reproducibility of any bibliomet-
ric review [12, 28] and in particular for bibliometric review studies [9, 22], the 
results obtained in our study alert marketing scholars of bibliometric studies to the 
need to be even more detailed and transparent when documenting the methodologi-
cal steps of their reviews and reviewers and suggest to editors that they should pay 
more attention to ensure that these details are followed to guarantee the rigor and 
reproducibility of the bibliometric analysis.

We suggest that marketing scholars developing bibliometric reviews in the future 
explain thoroughly the steps that led them to choose the initial sample size and all 
the inclusion and exclusion criteria that led them to obtain the final sample size. 
Likewise, we suggest that they mention the databases used and explain in great 
detail the search formula used, the filters applied, as well as any other step they have 
taken, which affects the final sample of articles. All this together will make the work 
more transparent and therefore reproducible by other marketing researchers, as well 
as demonstrating greater rigor.

1.3.4 � Methodological Complementariness

Bibliometric methodology is categorized into three main techniques: (a) perfor-
mance analysis, which assesses the productivity and impact of a particular field 
using various metrics; (b) science mapping, which scrutinizes the structural and 
intellectual connections among the components of the studied research; and (c) 
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Table 1.7  Number of bibliometric techniques used

Statistics Bibliometric analysis used (N = 140)

Mean 2.45
Median 3
Minimum 1
Maximum 3

Table 1.6  Frequently used bibliometric techniques

Used bibliometric techniques Number of articles (N = 140) % of Articles

Performance analysis 99 71
Science mapping 123 88
Network analysis 121 86

network analysis, which are used to enrich the assessment of bibliometric analysis 
[8, 9]. Based on this categorization, we have classified each of the 140 articles 
according to the technique(s) used (see Table 1.6). This categorization has been car-
ried out following the metrics and analysis proposed by Donthu et al. [9] that belong 
to each technique. We have been able to identify that 123 (88%) articles used sci-
ence mapping techniques, 121 (86%) network analysis techniques, and 99 (71%) 
performance analysis techniques. Of particular relevance is that 56% (79) of the 
articles applied the three techniques in a complementary manner, while 32% (45) 
applied two of the three. As shown in Table 1.7, the overall median and mean num-
bers of bibliometric techniques used amount to 3 and 2.45, respectively.

Performance analysis techniques study the contributions of a set of papers to the 
scientific discipline considered through descriptive analysis and, in some way, form 
the hallmark of bibliometric studies. So, this type of analysis is usually developed 
in most reviews. However, our analysis reveals that it is the least used technique of 
the three considered and that when marketing researchers decide to apply two of 
these three methodologies, they opt precisely to discard the performance analysis. 
Network analysis techniques are used to complement bibliometric analyses and to 
enrich the research debate around the field of study considered and are implemented 
in a considerable percentage of the sample. Science mapping techniques, the most 
widely used by marketing scholars to conduct their bibliometric reviews, are ana-
lyzed in greater detail later in this study.

Taking into account that the main bibliometric techniques (i.e., performance anal-
ysis and science mapping) are closely related to each other and their joint use is not 
exclusive, but rather complements and extends the review work developed, we sug-
gest that marketing researchers should include both bibliometric techniques (perfor-
mance analysis metrics and at least one science mapping technique). While 
performance analysis recognizes through descriptive indicators the importance of 
different constituents in a research field, science mapping studies the relationships 
between cited research constituents. For their part, network analysis techniques are 
tools that enrich the results of bibliometric analyses due to the enormous possibilities 
they offer researchers when identifying thematic subsets and visualizing scientific 
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fields [31]. This is why we recommend the consideration of what Donthu et al. [9] 
call “enrichment techniques” (i.e., network metrics, clustering, or visualization) to 
be included in future bibliometric reviews developed by marketing scholars.

Science mapping techniques include citation analysis, co-citation analysis, bib-
liographic coupling, co-word analysis, and co-authorship analysis [13, 31]. While 
each technique serves a distinct purpose, employing several of them simultaneously 
can enhance the reliability of the findings. Noyons et al. [21] advocate for utilizing 
the results from one bibliometric method to validate those from another, promoting 
the combined use of diverse science mapping techniques for more accurate and 
precise outcomes.

Delving into the analyses used within the science mapping technique, we have 
detected that citation analysis is the most used (93 articles, i.e., 66%), followed by 
co-citation analysis (67 articles, i.e., 48%), and co-words analysis (61 articles, i.e., 
44%) (see Table 1.8). The analyses of bibliographic coupling (24%) and co-authorship 
(14%) have had considerably less application. These findings imply that bibliometric 
reviews in marketing research have mostly been conducted to study citation rates 
(citation analysis), past intellectual structure (co-citation analysis), and cognitive 
structure (co-words analysis). However, they have somewhat neglected the examina-
tion of the current intellectual structure (bibliographic coupling) and social structure 
(co-authorship analysis). We found that one article applied the five science mapping 
analyses, five applied four of them, 31 applied three, 52 applied two, and 51 applied 
only one science mapping technique. When using two analyses, the most frequent 
co-occurrence is applying citation and co-citation analyses together (24/52, i.e., 
46%). When using three analyses, the most frequent co-occurrence is applying cita-
tion, co-citation, and co-word analyses together (11/31, i.e., 35%). As shown in 
Table 1.9, the overall median and mean numbers of science mapping analyses used 
amount to 2 and 1.95, respectively. The data confirm that among bibliometric reviews 
in marketing research, citation, co-citation, and co-word analysis predominate. These 

Table 1.8  Frequently used science mapping methods

Used science mapping methods Number of articles (N = 140) % of Articles

Citation 93 66
Co-citation 67 48
Bibliographic coupling 33 24
Co-authorship 19 14
Co-words 61 44

Table 1.9  Number of science mapping methods used

Statistics Science mapping methods used (N = 140)

Mean 1.95
Median 2
Minimum 1
Maximum 5
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results corroborate those obtained by Zupic and Čater [31] in the field of manage-
ment, whose work similarly evidences the much more marginal use of bibliographic 
coupling and co-authorship techniques.

As mentioned above, the combined use of different bibliometric analysis tech-
niques contributes to enriching the understanding and evaluation of a field of 
research. However, 36% of bibliometric analyses in the field of marketing use only 
one scientific mapping technique. Following the proposal of Cobo et  al. [8], we 
recommend the combined use of these tools (in our case we suggest at least two 
science mapping techniques) to make a more complete and comprehensive contri-
bution to the marketing topic under consideration. The choice of these science map-
ping techniques will be determined by the objectives of the bibliometric review. For 
example, a co-word analysis can be performed as a means to better understand the 
thematic clusters derived from the co-citation analysis, the co-citation analysis, the 
bibliographic coupling, and the co-word analysis can be combined to assess the 
past, present, and future of a scientific discipline.

The software employed for bibliometric analysis varies in attributes, with numer-
ous options available (e.g., Bibexcel, CiteSpace, SciMat, VOSViewer) [16]. Ideally, 
a combination of these tools should be utilized to conduct comprehensive analyses 
from various perspectives. With advancements in algorithms and technology, inte-
grating different bibliometric software enhances the outcomes of bibliometric anal-
yses [17, 18].

It is important to note that in our review 113 out of the 140 articles (80%) have 
used at least one bibliometric software to conduct their bibliometric review. In total, 
we have identified up to 16 different software packages that marketing scholars 
have used. Looking at Table 1.10, it can be seen that VosViewer, Bibliometrix R, 
and Bibexcel stand out as the three most used. Although Table 1.11 shows that mar-
keting researchers have used up to four different software packages, only 33% of 
papers have used more than one software package. Thus, the overall median and 
mean numbers of software used amount to 1 and 1.40, respectively.

Table 1.10  Software used

Used databases Number of articles (N = 113a) % of Articles

VosViewer 71 63
Bibliometrix R 25 22
Bibexcel 12 19
Gephi 10 9
SciMAT 8 7
Citespace 8 7
Ucinet 5 4
Pajek 5 4
Other visualization software 17b 15b

aThe number (%) presented here are based on only 113 review articles that have used any visualiza-
tion software
bFor instance HistCite, Leximancer, NodeXL, VantagePoint, CitNetExplorer, NetDraw, iGraph, 
and Loet Leydesdorff’s software are included
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Table 1.11  Number of visualization software used

Statistics Databases used (N = 113a)

Mean 1.40
Median 1
Minimum 1
Maximum 4

aThe statistics presented here are based on only 113 review articles that have used any visualization 
software

It should be said that the different bibliometric software implements complemen-
tary features that usually require researchers to use more than one software pro-
gram. Their combined use contributes to framing the literature review according to 
different approaches, without compromising in any case the consistency and robust-
ness of the results. Nevertheless, only 33% of bibliometric reviews in the marketing 
field have used more than one software package. Thus, we venture to suggest that 
the ideal recommendation would be to use at least two different software packages, 
to strengthen the results obtained from different analysis perspectives, as suggested 
by authors such as Cobo et al. [8] or Marchiori et al. [19]. The existence of a wide 
variety of options in this regard, as a result of the boom in bibliometric review stud-
ies, together with its greater accessibility and ease of use, facilitates its adoption by 
marketing researchers.

1.3.5 � Contributions to Theory

There is much debate in the marketing literature as to whether or not bibliometric 
reviews contribute to the advancement of theory [13]. In fact, providing clear and 
concise advances to theory is considered a necessary attribute of bibliometric litera-
ture reviews today [18, 20, 24]. That is, bibliometric reviews in the marketing field 
should develop a theory-driven organizing framework to clarify and synthesize cur-
rent literature [16, 29] and detect key research gaps for future research [22, 23]. 
Concerning the former aspect, Mukherjee et al. [20] stated that an organizational 
framework should be designed to provide a visual representation of the knowledge 
structure of the field under study or the relationships among the main variables/
constructs. Concerning the latter aspect, Paul and Criado [23] added that good bib-
liometric reviews should devote at least 20–25% of the article to proposing a broad 
roadmap for future research.

To determine whether the bibliometric reviews in the marketing field provide 
advances, in theory, we focused on analyzing whether the papers in our sample 
contain a development, proposal, or extension of a theory or framework as well as 
including future research lines. As shown in Table 1.12, only 22 (16%) of the 140 
articles have developed a theory-based organizational framework to clarify, pro-
pose, or extend the existing literature, which shows that only a few bibliometric 
papers in the marketing field contribute to the advancement of theory through the 
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Table 1.12  Advancing theory

Advancing theory Number of articles (N = 140) % of Articles

Development, proposal, or extension  
of a theory/framework

22 16

Propose future research lines 119 85

development or extension of a theory/framework. On the other hand, as shown in 
Table 1.6 most of the articles include future research lines (85%; 119 of 140), and, 
therefore, from this point of view, the bibliometric reviews in marketing research 
are contributing to the advancement of theory.

We suggest that marketing scholars should include in their bibliometric review 
papers a section on theoretical advances and contributions that allow the enrich-
ment, extension, and expansion of existing theory. In this regard, we suggest that 
scholars review the contribution of Tsiotsou et al. [29] who offer guidelines on how 
to conduct a theory-building literature review as well as the proposals of Breslin and 
Gatrell [6], Mukherjee et al. [20], and Post et al. [24] who set out different ways of 
generating theory from literature reviews. Moreover, as Mukherjee et al. [20] point 
out, well-executed bibliometric research allows researchers to discover clusters of 
knowledge, present the state of the research field, learn about the development of 
knowledge in the field, understand where the field is going, and recognize knowl-
edge gaps to situate the future. Concerning this last aspect, we advise scholars to 
identify future lines of research in bibliometric reviews by including a section that 
clearly and precisely record these contributions. In this sense, and following the 
statements of Paul and Criado [23], we recommend that at least 20–25% of the bib-
liometric review article should be devoted to establishing a comprehensive future 
research agenda so that future scholars are aware of knowledge gaps in the literature 
and future contributions against established research streams.

1.3.6 � Contributions to Practice

Mukherjee et  al. [20] highlight the value underlying bibliometric research when 
these present contributions to the advancement of practice. They point out that bib-
liometric research, in addition to finding gaps and social dominance or hidden 
biases in the research field, should establish implications for practice development. 
As various authors point out, bibliometric studies must establish why practitioners 
should care about the findings and practical implications of this type of review 
[2, 20].

To find out whether bibliometric reviews in the marketing field offer any advance-
ment in practice, we focused on analyzing whether these papers include implica-
tions for practitioners. Only 35% (49 out of 140) of the bibliometric review articles 
of our sample established practical contributions. These practical contributions are 
usually found in empirical and conceptual papers, whereas they are not so frequent 
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in literature reviews. If bibliometric reviews developed in the marketing field collect 
practical contributions, marketing practitioners will be able to find out more related 
and applied findings to their occupation and, therefore, generate a real advancement 
in practice. For all these reasons, we suggest marketing academics that, although it 
is not usual for bibliometric review papers to include these practical contributions, 
they should establish managerial implications in their papers that can be taken into 
account by practitioners. A good guide on how a bibliometric article can contribute 
to the advancement in practice can be found in the work of Mukherjee et al. [20].

1.4 � Conclusion

This study highlights the increasing acknowledgment and adoption of bibliometric 
techniques in top marketing journals, indicating a growing interest in utilizing quan-
titative methods for literature analysis and synthesis within the field. While con-
cerns exist regarding the rigor and potential contributions of bibliometric analysis, 
this study offers valuable insights into current practices and challenges encountered 
by marketing researchers.

As such, this research underscores the importance of applying rigor and transpar-
ency in the utilization of bibliometric analysis within marketing research. Through 
an examination of 140 bibliometric reviews published in the leading marketing 
journals, significant insights have been gained concerning the application of biblio-
metric reviews in the field. The findings emphasize the necessity for marketing 
researchers to carefully consider factors such as sample size selection, database 
comprehensiveness, methodological complementariness, and the use of theory-
driven frameworks to enhance the quality and impact of bibliometric reviews. By 
adhering to established guidelines and recommendations, marketing scholars can 
utilize bibliometric analysis to extract valuable insights, identify research gaps, and 
contribute to theoretical advancements in the discipline.

Moreover, this research reports data on (1) the most commonly used bibliometric 
techniques, (2) the most commonly used science mapping methods, (3) the most 
commonly used databases, and (4) the most commonly used software for conduct-
ing bibliometric studies, which may serve as benchmarks for future bibliometric 
reviews in the marketing field.

As final conclusion, our aim is that this brief review of bibliometric analysis use 
in marketing studies serves as a call to action for marketing researchers to embrace 
bibliometric analysis as a potent tool for literature review and knowledge synthesis. 
By following established guidelines and recommendations, scholars can effectively 
navigate the complexities of bibliometric research and make meaningful contribu-
tions to the advancement of marketing scholarship. Moreover, we hope that the 
recommendations put forward in this article will be useful both to marketing 
researchers when conducting their next bibliometric reviews and to reviewers and 
editors of such reviews who could use these suggestions as a reference to guide their 
reviews and decisions.
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Abstract  Geographic information systems (GIS) have emerged as a valuable tech-
nology for marketing management. Its relevance emanates from the distinct impor-
tance of establishment location in hospitality and restaurant industries, the continued 
availability and depth of geospatial data continuously generated by the consumer 
and generating maps as visual elements. Assuming that strategies involving group-
level customer customization are optimal, this paper aims to understand how geo-
graphical location is related to certain hotel and marketing variables. After reviewing 
the relevant literature on the use of GIS in the hospitality and restaurant industries, 
spatial and hotspot analyses of the hotel sector in Madrid are carried out to identify 
spatial clusters of hotels and to determine what can explain the possible agglomera-
tion of hotels in certain areas.

Keywords  Geographic information system · Geomarketing · GIS · Hotspot 
analysis · Hospitality · Restaurants · Spatial analysis

2.1 � Introduction

Traditionally, location has been considered a decisive variable in retail management 
and performance [31]. In the case of the hospitality and restaurant industries, the 
spatial location of the establishment is widely recognized as an essential component 
of tourism management, with the spatial component being part of the management 
of the supply and demand experience [30], and at both the destination and micro-
geographic location level [51].

M. B. Marín-Carrillo (*) · M. Illescas-Manzano · M. Sánchez-Pérez · S. Martínez-Puertas 
University of Almeria, Andalusian Institute of Research and Innovation in Tourism (IATUR), 
Almeria, Spain
e-mail: mbmarin@ual.es; millescas@ual.es; msanchez@ual.es; spuertas@ual.es

http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-031-70488-8_2&domain=pdf
https://doi.org/10.1007/978-3-031-70488-8_2#DOI
https://orcid.org/0000-0002-6784-0560
https://orcid.org/0000-0002-7458-5553
https://orcid.org/0000-0003-3709-3389
https://orcid.org/0000-0003-3822-4336
mailto:mbmarin@ual.es
mailto:millescas@ual.es
mailto:msanchez@ual.es
mailto:spuertas@ual.es


20

The GIS constitutes one of the current pillars of the digital economy, shaped as a 
geospatial ecosystem in which the different participants and links in the value chain 
are coordinated. Thus, there are consolidated forums for collaboration at the differ-
ent levels of the value chain. For example, the World Geospatial Industry Council 
brings together the geospatial industry to improve the level of collaboration with all 
stakeholders, including governments and policymakers.

Literature review on the use of GIS reveals that it has been mostly used for tour-
ism planning and development, with multicriteria decision-making being the most 
common methodology, with an increasing use of GIS for decision-making and as a 
modeling tool [48]. The increasing availability and depth of geospatial data is driv-
ing new marketing methods and questions for the field [57].

Therefore, the objectives of this study are, first, to analyze the hotel industry in a 
geographical space and, second, to understand how geographical location is related 
to certain tourism marketing variables, by identifying the existence of spatial clus-
ters of hotels. To this end, after a review of the literature on the use of GIS in the 
hotel and restaurant industries, an empirical study is carried out on a hotel scenario 
such as that of hotels located in the city of Madrid.

2.2 � Literature Review

2.2.1 � GIS and Marketing

The introduction of space to manage resources and explain business decisions has 
led to the emergence of a new field of study understood as an approach that seeks to 
optimize decisions based on the characteristics of the place where they take place. 
To this end, micromarketing procedures, GIS software, and geodemographics are 
linked, affecting any marketing domain [7]. At the terminological level, it is useful 
to distinguish the terms geomarketing, spatial marketing, and GIS. The first is asso-
ciated with marketing decisions based on the use of location-based data, highlight-
ing the precise location of the units analyzed with tools such as maps. The second 
term is more related to understanding space and the landscape, in which geospatial 
location is just another tool [20]. The term GIS has a more technological meaning, 
centered on tools for storing, obtaining, representing, and analyzing geographic 
data, and is used in a wide range of disciplines.

General standardization as a cost-effective strategy, on the one hand, and indi-
vidually tailored offers, on the other hand, show important limitations: the former 
because of their revenue reduction and the latter because of the high costs involved. 
One option that can benefit from both extremes is customization-by-clusters [45]. 
Specifically, GIS has proven to be a tool that fits perfectly into this strategic alterna-
tive. In particular, the analysis of the population by where they live [19] is built on 
the assumption that the homogeneity of the population of a geographical area 
implies similar needs and purchasing behavior [8]. Connected to this marketing 
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domain, as analytical capabilities have been incorporated, the use of GIS has gained 
relevance as a key strategic planning tool for companies and public institutions 
involved in business planning [9]. Without being exhaustive, distinctive applications 
in the marketing field have been [1, 6, 36, 60, 57]:

•	 Selection of the most suitable sales outlets.
•	 Selection of the most suitable type of distribution format.
•	 Identification of the most efficient customer route.
•	 Explaining the relationship between neighborhood characteristics on the relative 

attractiveness of product categories within a store.
•	 Doing marketing research and sales forecasting.
•	 Managing communication media and implementing direct marketing programs.
•	 Finding out where customers move around using a digital map.
•	 Identifying where different competitors are located and which ones dominate 

the market.
•	 Measuring the performance of each branch linked to the parent company.
•	 Analysis of the preferred location for opening new branches.
•	 Optimization of logistics activities.

2.2.2 � GIS in the Hospitality Industry

The hospitality industry has proven to be the main area of application of business 
intelligence through GIS, with interesting consequences for hospitality manage-
ment. Typical uses have been research of resource inventories, location, hotel 
impact, or visitor flow management [26]. The consequences of GIS in hospitality 
are not less significant. Huebscher et al. [22] studied in Tenerife through GIS the 
relationship between the prices set for renting a home through Airbnb and renting 
homes through the traditional method and identified that the effect of the advertise-
ments made to hire the services of accommodation impacts differently depending 
on the way of renting and the location of the home. After this study, Airbnb’s prices 
and use of ads were lower per inhabitant when compared to larger cities with a wide 
tourist offer.

Regarding hotel location, several studies have incorporated the use of GIS when 
analyzing hotel location patterns [13, 16, 17, 29, 32–34, 44]. Therefore, Cró and 
Martins [13] analyzed the different location patterns between high-category hotels, 
low-category hotels, and hostels and found that while high-category hotels tend to 
be located near shopping centers, low-category hotels, and hostels tend to be located 
in areas with more nightlife attractions and higher levels of crime. Fang et al. [16] 
analyzed at a regional level the factors that influence hotel location in an urban des-
tination, such as Hong Kong, and concluded that the effect of each of the factors 
analyzed is spatially heterogeneous depending on the region analyzed and that, in 
general, the effect in peripheral regions is strong and gradually decreases in the 
urban center. Similarly, Fang et  al. [17] analyzed at the country level, spatial 
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correlation in the hotel location pattern, and also the factors that can influence hotel 
location and concluded that, while in areas of high hotel agglomeration, hotels tend 
to establish themselves. In areas of higher socioeconomic status, in areas with low 
hotel agglomeration, hotels usually look for areas with a larger urban population 
and are located near tourist attractions. Lee et al. [29] analyzed whether the spatial 
distribution of hotels is not random across the USA, and its relationship with natural 
and constructed amenities and confirmed that both amenities were related to the 
hotel spatial distribution patterns, but the relationship is stronger for constructed 
amenities. Li and Du [32] analyzed through GIS the hotel spatial-temporal varia-
tions from 1822 to 2012 in Manhattan, New York, and revealed that at the beginning 
of the twentieth century, the mid-price hotels with smaller sizes, to benefit from 
Times Square and Central Park, were concentrated in central Manhattan. When 
competition became stronger in this group, another hotel cluster appeared in Lower 
Manhattan to benefit from Wall Street. Li et al. [33] found that upper-grade hotels 
are more likely to be located in commercial areas, while lower-grade hotels are 
more likely to be closer to attractions, but these patterns vary over time. Luo and 
Yang [34] established that there is an inverted U effect in the selection of hotels with 
a high hotel concentration.

Qin et al. [44] analyzed the hotel location patterns of six hotel chains in China 
and found that although the decisions of the six chains were based on two different 
spatial location strategies (national and provincial), the spatial evolution of the hotel 
distribution of each chain over time can differ substantially. Furthermore, Chen 
et al. [11] investigated the relationship between regional public facilities in an area 
of Yilan in Taiwan with the optimal location of tourist hotels. The hotels in this area 
were located in optimal areas next to hot spring areas with hot springs and a place 
of tourist transit.

Furthermore, hotel research has also analyzed through GIS the factors that influ-
ence the economic results of hotels, mainly focusing on hotel price [21, 23, 25, 27, 
49] but also to a lesser extent in hotel performance [32, 52]. Concerning hotel price, 
Park et al. [41] found that the impact of competition on hotel prices is U-shaped, 
such that hotel prices decrease the further hotels are from their competitors, up to a 
threshold of 20 kilometers beyond which hotel prices increase the further hotels are 
from the competitors. Some previous studies [21, 23, 25, 27, 49] combine the incor-
poration of GIS with the use of GWR to assess spatial variations in determinants of 
hotel price, and all of them show spatial variations of the effect of some factors on 
the hotel price as well as an improvement in the model fit in relation to traditional 
methods such as OLS. Therefore, Hernández et al. [21] concluded that the avail-
ability of a swimming pool and proximity to attractions and the nearest beach allow 
rural tourism accommodation to charge price premiums while a larger size of the 
rural house and a higher population density reduce the price. Kim et al. [25] found 
that despite local variations, hotel size, hotel class, online reputation, distance to 
airport, and distance to highway exit can allow hotels to achieve price premiums 
whereas an increase in distance to the top tourist attractions and hotel age can reduce 
hotel price. Illescas-Manzano et al. [23] studied the effect of vertical and horizontal 
differentiation strategies on hotel price under the confrontation between 
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competition and agglomeration and concluded that the more significant differentia-
tion factors to unbalance the opposite effect of agglomeration and competition are 
hotel location and hotel online reputation. The results of Latinopoulos [27] showed 
that the effect of sea view on hotel price varies from areas where sea view is not 
significant to attaining a price premium to areas where sea view increases hotel 
price by up to 11% and distance to the nearest forest can positively impact hotel 
price in some areas but diminishes it in others. Similarly, Soler and Gemar [49] 
found that all significant determinants for hotel price geographically vary and, in 
some areas, they can foster hotel price, but in others, they can reduce it. Concerning 
hotel performance, Li and Du [32] using GIS found that hotel agglomeration and 
hotel competition are not significant factors for hotel performance, but hotel size, 
proximity to subway entrances and airports, and agglomeration next to restaurants 
and shopping malls can increase hotel performance, and level of hotel category and 
crime can decrease it. Additionally, Urtasun and Gutiérrez [52] analyzed how hotel 
clustering can affect hotel performance through local indicators of spatial associa-
tion (LISA) concluded that although for high-resource hotels, performance 
decreases as the number of hotels within the same cluster increases, if they are 
located near other high-resource hotels of similar price and differentiated services, 
performance improves, being the persistent price effect over time.

2.2.3 � GIS in the Restaurant Industry

One of the main areas of application of GIS has been the restaurant industry. This 
may be because it has been used to understand the relationship between the offer 
and the characteristics of the environment and the market to which that offer is 
directed. Thus, since the 1990s, there has been a profound change in the way of 
managing and planning restoration, incorporating GIS as a tool to know the physi-
cal location, relate it with other available commercial data, and link it to map data 
in layers (e.g., [38]). The collection of data and its analysis over time, as well as the 
use of GIS systems, has allowed managers, developers, and operators in the restau-
rant sector to know deeper their customers (e.g., [10]), analyze patterns and trends 
on a visual support, thus providing timely and accurate information for the decision 
making [46]. At the same time, research began to emerge that used GIS to test 
hypotheses about the relationship between location and different variables.

On the one hand, there are articles that have focused on analyzing the location of 
a restaurant to determine patterns of evolution and growth of restaurants according 
to different variables [15, 38, 42, 43, 46, 58], and [56]. The pioneering paper of 
Muller and Inman [38] discusses restaurant failure identifying a set of causal factors 
that could predict mortality in restaurants. The results obtained using GIS showed 
that the areas were not saturated with casual restaurants. They also suggested that 
the downtown areas have more than just household income as demand generators. 
Additionally, the study noted that transportation lines, along with more typical 
demand factors, should be considered when restaurants evaluate potential sites for 
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new locations. Similarly, in a study conducted on how economics can play a sub-
stantial role in the demise of restaurants, Parsa et al. [42] use GIS methodology to 
explore the effect of restaurant location and density on restaurant failures, identify-
ing spatial patterns. Recession and economic recovery were found to significantly 
and differently affect restaurant failure rates depending on location, restaurant den-
sity, type of cuisine, risk level, and number of citations for code violations of health. 
Specifically, some types of restaurants were more likely to survive better in dense 
markets; although no evident relationship was found between location and failure, 
there is a clear pattern of restaurant failures by zip code. The study by Wang et al. 
[56] focuses on the lost customers to the effect of COVID-19 applying the GIS 
methodology to analyze the origin-destination and neighborhood characteristics of 
lost customers. The results of the study reveal that distance plays a role in the rela-
tionship between lost customers and the places where customers reside. Home 
states with shorter distances were associated with lower percentages of lost custom-
ers, while the interrelationship between lost customers and neighborhood character-
istics varies across space, revealing the diverse impact of COVID-19 on consumer 
behavior and restaurant visits.

In relation to the patterns of evolution and growth of restaurants, the paper of 
Shriber et al. [46] reveals that restaurant growth and activity do not always change 
in direct relation to changes in population. The results obtained using the GIS sys-
tem indicated that there was no clear linear relationship between the growth of sales 
in restaurants and the increase in population, although there exists an almost inverse 
relationship between changes in the population level and the propensity of residents 
to eat away from home. Therefore, residents in more populated and urban areas are 
not the ones who eat out the most frequently. Similarly, the study by Dillon et al. 
[15] examines the growth and spread of Mexican restaurants, applying the GIS 
methodology to know the diffusion and assimilation of foods of an ethnic group in 
areas occupied by other groups. The results showed that the growth and expansion 
of Mexican restaurants followed a trend that cannot be explained solely in terms of 
the Mexican or Hispanic population. Therefore, the growth of inexpensive fast-food 
chains that encouraged this group of foods led to the acceptance of these foods, 
which were exotic, like a family staple. The paper by Prayag et al. [43] highlights 
the usefulness of GIS techniques to understand location patterns of restaurant loca-
tions identifying two clustering periods as well as agglomeration within a short 
walk of Central Business District and indirect effects towards the north of the city. 
So, the results obtained allowed us to identify land use patterns in the city and 
potential areas to develop new restaurants. While Zhai et al. [58] mapped, using a 
geographic information system, the popularity of urban restaurants based on con-
sumer review scores and physical data of restaurants to establish patterns of popu-
larity of urban restaurants. The results showed that the restaurants of high popularity 
were generally concentrated in old urban districts and close to urban functional 
units (bank, shopping mall, school, cinema, hotel, etc.).

Other papers analyze the causal relationship between the locations of unhealthy 
restaurants, fast-food restaurants, and different sociodemographic variables of the 
populations [10], and [18], as well as their proximity to other geographic features 
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such as schools, parks and other attractions that provide potential customers [4, 55, 
61]. Therefore, Block et al. [10] examine the geographic distribution of fast-food 
restaurants in relation to the type of consumers located near each restaurant. 
Applying the GIS methodology, they identified a correlation between the location of 
quick-service restaurants and low-income black areas in the United States. 
Furthermore, they showed a causal relationship between the location near unhealthy 
food sources and populations with a higher weight than expected. Similarly, Walker 
et al. [55] examined the density and proximity of fast-food restaurant and conve-
nience store and levels of neighborhood median incomes using Geographic 
Information Systems. The results showed that the higher the income of neighbor-
hoods, the lower the density of fast-food restaurants. In addition, schools in higher-
income neighborhoods had fewer fast-food restaurants and were further away from 
fast-food restaurants.

Finally, regarding the proximity of fast-food restaurants with geographical char-
acteristics such as schools or playgrounds, Burdette et al. [61] examined the rela-
tionship between child overweight and environmental variables such as fast-food 
restaurant proximity, playground proximity, and neighborhood safety. Within a 
population of low-income urban preschoolers, the results indicated that being over-
weight was not associated with fast-food restaurants and proximity to playgrounds 
or with the level of neighborhood crime. Austin et al. [4] used GIS to analyze the 
concentration of fast-food restaurants in areas proximal to schools. The results 
obtained showed that fast-food restaurants were concentrated within a short dis-
tance of schools, with 3–4 times more fast-food restaurants near schools than would 
be expected if restaurants were distributed throughout the city and with at least one 
fast-food restaurant nearby in most schools. Furthermore, Forsyth et al. [18] studied 
whether access to fast-food restaurants was related to the frequency of fast food. 
The results showed that black, Hispanic, and Native American adolescents lived 
near more fast-food restaurants than white and Asian adolescents and also ate at 
fast-food restaurants more often compared to their peers.

2.3 � Methodology

2.3.1 � Empirical Setting, Sample, Variables, and Spatial 
Data Analysis

In this study, we considered the hotel industry in Madrid, Spain, during the year 
2021 as the study framework to apply GIS analysis to explore the structure of the 
hotel industry in a relevant European city. Although in 2021 the hotel industry faced 
the deepest crisis caused by the COVID-19 pandemic, Madrid ranked fifth among 
the most important European cities (Top 15 European Cities–total bed nights) with 
10.93 million overnight stays, its best position during the period from 2019 to 
2022 in which Madrid was one of the most important tourist cities in Europe, since 
it was always in the Top 10 European cities in total bed nights [50].

2  Geographic Information System in Hospitality: Spatial Clustering of Hotels Based…



26

A hotel sample was collected using web scraping and web crawling procedures 
applied with R through the RCrawler package RCrawler [24]. On the one hand, due 
to the information about the hotel’s online reputation requiring a trusted source of 
information that provides reliable online reviews from real customers, we retrieved 
the information about the hotel’s online reputation from the international wholesaler 
Veturis, which only allows real customers to share their own experience in online 
reviews after a real stay in the hotel. Veturis is a relevant international wholesaler 
(Veturis was included in the “1000 Companies to inspire Europe,” London Stock 
Exchange Group 2017) that brings together a variety of travel agencies, so as a 
source of information, Veturis is comparable to online travel agencies (OTA), which 
have been fully employed in lodging research [25, 27, 54, 59]. Additionally, Veturis 
commercial areas were considered as competition areas among hotels. On the other 
hand, to retrieve hotel information about hotel price, hotel category, hotel size, or 
hotel age, we considered as the source of information the hotel’s web pages. The 
final sample included n = 158 hotels in Madrid free from missing data with the fol-
lowing information:

•	 Hotel Size. This variable measures the total number of rooms in each hotel [27].
•	 Hotel Age. To measure the age of the hotel, we consider the number of years 

from the opening date of the hotel [47].
•	 Hotel Price. To measure the price without any alterations caused by seasonal 

effects or the existence of commercial events [28], we considered the yearly 
average daily rate (ADR) in 2021 for a standard double room in compliance with 
several previous studies [3, 25, 49, 53, 59]. This uniform pricing approach is 
more suitable than the dynamic pricing approach to evaluate a long-term pricing 
plan and long-term objectives [37].

•	 Hotel Category. The official hotel category ranges from one to five stars and is a 
vertical quality indicator widely considered in hotel research [47]. The hotel cat-
egory in Madrid is assigned by government regulations of the Autonomous 
Community of Madrid.

•	 Hotel Online Reputation. To measure the online reputation of each hotel, we 
considered the yearly average customer rating review from reviews hosted in 
Veturis during 2021 on a 0 to 10-point scale [27, 59].

•	 Hotel Differentiation. To measure hotel differentiation in services, based on pre-
vious studies [47, 52], we considered a horizontal differentiation index based on 
a differentiation distance measure [12]. For a hotel j, the horizontal differentia-
tion was computed with respect to hotels located in the same commercial area Cj 
of hotel j as follows:

	

HotelDifferentiation j j l C

l j

j lV d V V
j

= ( ) × ( )( )sum mean ,
Î

¹ 	

(2.1)

where Vj is a vector that includes 71 dummy variables that represent the services 
available in the hotel j (food services, sport services, and hotel style) and d(Vj, Vl) 
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measures the distance between Vj and Vl. This distance was set to zero when hotel j 
includes all services offered by the hotel l. Otherwise, d(Vj, Vl) was defined as 
follows:

	

d V V
V V
V Vj l

j l

j l

,( ) = ×

×

æ

è
ç
ç

ö

ø
÷
÷

æ
è
ç

ö
ø
÷

-
cos /1

2

p

	

(2.2)

Thus, the higher the value of hotel differentiation, the higher the horizontal differ-
entiation in the services the hotel j relates to the rest of the hotels in the same com-
mercial area.

Finally, to develop the spatial analysis in a more suitable way, we considered the 
official administrative neighborhoods of the city of Madrid [5]. Table 2.1 provides 
the descriptive statistics for the variables included in the analysis.

To analyze the hotel industry in Madrid, a spatial analysis was performed with 
GIS software with QGIS software, version 3.28. To explore spatial autocorrelation 
in the lodging industry in Madrid, we considered a hotspot analysis with LISA sta-
tistics (Local Indicators of Spatial Association) [2]. Specifically, the LISA statistic 
considered in our spatial analysis was the Getis-Ord Gi* statistic [39] that allows us 
to detect spatial clusters. Spatial clusters are locations where neighbor spatial units 
show significantly similar values for a specific variable, i.e., locations where signifi-
cant positive spatial autocorrelation appears. The Getis-Ord Gi* statistic allows us 
to identify two types of spatial clusters, hotspots or HH (high-high) clusters and 
cold spots or LL (low-low) clusters. Hotspots are areas with units that show high 
values for an observed variable surrounded by other units with also high values, and 
cold spots are areas that include units’ low values surrounded by other units with 
also low values.

To analyze the hotel industry in Madrid, a spatial analysis was performed with 
GIS software with QGIS software, version 3.28. To explore if the study variables in 
lodging industry in Madrid show spatial autocorrelation, we considered a Hotspot 
Analysis with LISA statistic (Local Indicators of Spatial Association) [2]. The LISA 
statistics allow us to detect the existence of significant local autocorrelation patterns 
(called hotspots) in the spatial distribution of a study variable and finally units can 
be classified in spatial clusters that are locations where neighbor spatial units show 
significant similar values for a specific variable, i.e., locations where significant 

Table 2.1  Sample descriptive statistics

Variable Min Max Median Mean St. dev.

Hotel size 20 1500 109.5 157.1 174.076
Hotel age 7 138 18 20.090 12.987
Hotel price 45.61 1257.06 108.080 132.940 113.045
Hotel category 1 5 4 3.690 0.657
Hotel online reputation 5.700 9.600 7.900 7.827 0.691
Hotel differentiation 0 3.464 1.414 1.466 0.873
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positive spatial autocorrelation appears. Specifically, the LISA statistic considered 
in our spatial analysis was the Getis-Ord Gi* statistic [39] which formulation is 
given by (2.3):
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ik kk

k
k

* =
×å

å
	

(2.3)

with xk denotes the value of the study variable at the kth unit and the matrix wih is a 
symmetric spatial weight matrix [14, 40]. The Getis-Ord Gi* statistic allows us to 
identify two types of spatial clusters, hotspots or HH (High-High) clusters and cold 
spots or LL (Low-Low) clusters. Hotspots are areas with units that show high values 
for an observed variable surrounded by other units with also high values, and cold 
spots are areas that include units’ low values surrounded by other units with also 
low values. A significant positive Z-score from Getis-Ord Gi* statistic indicates a 
hotspot while a significant negative Z-score of Getis-Ord Gi* statistic indicates a 
cold spot [14, 40].

2.4 � Results

We performed a hotspot analysis with Getis-Ord Gi* statistic with all variables 
included in the hotel sample. Figures  2.1, 2.2, 2.3, 2.4, 2.5, and 2.6 display the 
results of the hotspot analysis for each variable. Figure 2.1 shows the spatial cluster 
in Madrid for the variable Hotel Size. It shows a large cold spot that extends through 
the central districts of Madrid, while hotspots are observed in the districts located to 
the north and Northeast. Thus, in these areas of Madrid, there is a significant con-
centration of larger hotels, while in the areas of the city center, smaller hotels are 
significantly concentrated.

Regarding Hotel Age, from Fig. 2.2 we can observe that the hotels in Madrid are 
located randomly and there are no significant spatial autocorrelations.

Figure 2.3 displays the hotspot analysis for hotel price and shows the existence 
of a large hotspot significant at 90% level that extends through the central districts 
of Madrid. Thus, hotels grouped in the city center tend to charge price premiums as 
they are located in more attractive locations for tourists.

Regarding the hotel category, Fig. 2.4 shows a situation very similar to the hotel 
size variable, with the existence of a large coldspot that occupies the entire central 
part of the city, while in the north the hotels with larger category are significantly 
concentrated. As with the hotel size, there is a hotspot in the Northeast area, although 
in this case it is located near the central districts. Thus, the price premium achieved 
by hotels in central districts is not due to a higher hotel category.

Concerning online reputation, from Fig. 2.5, we can again find the existence of a 
coldspot in the central districts of Madrid and a hotspot that extends in the northern 
area of the city. In this way, hotels concentrated in central districts tend to be worse 
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Fig. 2.1  Hotspot analysis for hotel size

Fig. 2.2  Hotspot analysis for hotel age
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Fig. 2.3  Hotspot Analysis for hotel price

Fig. 2.4  Hotspot analysis for hotel category
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Fig. 2.5  Hotspot analysis for hotel online reputation

Fig. 2.6  Hotspot analysis for hotel differentiation
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valued by customers, while hotels in the northern districts tend to be better valued. 
Therefore, the price premium observed in hotels concentrated in the central part of 
the city does not correspond to the level of service quality perceived by customers.

Finally, with respect to hotel differentiation (Fig. 2.6), with limited exceptions, 
the location of the hotels does not show spatial correlation with respect to differen-
tiation. Therefore, the differentiated hotels are geographically randomly located.

On one hand, results from Figs. 2.1, 2.2, 2.3, 2.4, 2.5 and 2.6 show that in the 
central districts of Madrid, there are concentrated hotels of small size, low category, 
and low online reputation that set price premiums for their rooms, and since they are 
hotels with low category and low online reputation, this price premium achieved is 
due to the fact that the main competitive advantage of these hotels is their location 
in the central districts of Madrid that are most attractive to tourists. On the other 
hand, these maps also show that hotels concentrated in the northern part of the city 
are larger, have a higher hotel category and tend to be better evaluated by customers, 
and do not show the price premiums of the hotels located in the central districts. 
Thus, the main competitive advantages of hotels in the northern area are their greater 
capacity to accommodate guests and offering better quality at a lower price than 
hotels in the central area of the city, and hence these hotels can compensate for their 
poor location and compete with hotels in the central districts. In the Northeastern 
area, next to the central districts, there is also a concentration of higher-category 
hotels that try to offer higher quality than the hotels in the central districts to attract 
guests. Finally, also in the Northeastern districts of the city near the Barajas airport, 
there is a significant concentration of larger hotels.

2.5 � Conclusions and Discussion

2.5.1 � Theoretical and Managerial Implications

In this paper, we carry out an analysis of the use of GIS in the hospitality and cater-
ing industries, both in terms of theoretical and empirical review. Beginning their 
application in these industries in the 1990s, GIS has only grown, both in terms of the 
volume of data and the type of variables considered. Thus, the literature review 
reveals an evolution of the data from exclusively Census Bureau, to also include 
directories and, web listings, and, more recently, online travel agents. Also, initially, 
the explanatory variables were concentrated on economic and demographic data, 
with more and more decisional variables being progressively added.

Geospatial analysis has made it possible to characterize the hotel offer on a geo-
graphical level, characterizing each hotel in relation to its geographical location. We 
explore the features and marketing variables of different hotels to identify those that 
could explain similar strategic behavior among hotels. In particular, size, category, 
online reputation, and price allow us to explain spatial concentrations of similar 
hotels in terms of these variables. The age of the hotels and the level of 
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differentiation did not show a defined pattern of location, which was distributed 
throughout the city. Thus, certain areas of Madrid concentrate a high number of 
hotels in terms of the number of rooms, category, price level, or reputation. These 
results support the benefits of agglomeration and the externalities generated [35]. 
Specifically, a location strategy orientated toward the proximity of establishments 
with a similar strategy has been detected. And from the point of view of supply, the 
city center is a preferred location for hotels of a lower category and online reputa-
tion, in contrast to other areas (north and northeast), which are preferred by larger, 
higher category hotels.

Location is a key component of hospitality management, and the ubiquitous 
availability of Internet-connected devices provides an opportunity for more realistic 
analyses, continuous updates, tailored marketing programs, and better calibration of 
decision parameters. In addition, GIS can bring together different data sources, with 
a wealth of data types (e.g., maps). In fact, they are a more realistic way to assess 
competition. For consumers, GIS constitutes an information system that facilitates 
consumer choice and evaluation processes. The benefits of GIS are especially valu-
able for approaching densely populated areas.

The methodology implemented, which is based on spatial analysis, constitutes a 
valuable approach for crowded areas with a wide and diverse supply. It allows to 
evaluate the adequacy of the offer to the relevant geographic market, especially the 
extended offer. It also provides an alternative methodology for analyzing competi-
tion. One of the most relevant utilities is the identification and valuation of exter-
nalities, with the growing wealth of map data available (e.g., OpenStreetMap). In 
addition, it is worth highlighting the value of the visualization of alternatives. 
Finally, the analytical approach developed allows hospitality managers and industry 
stakeholders, in general, to carry out up-to-date competitive analysis, facilitating 
agile decision-making.

2.5.2 � Limitations and Future Research

The possibility of including other variables from the hotel environment represents 
the main limitation of this article and constitutes a future research opportunity. In 
particular, the existence of commercial, business, tourism, and leisure infrastructure 
near the hotel may help to explain the location of certain hotel clusters in certain 
areas of the city. That is to say, to determine the degree of influence of the environ-
ment on the location of hotels. Likewise, the inclusion of variables characteristic of 
hotel marketing, such as belonging to a chain or the type of hotel marketing channel, 
are decisions whose impact it would be desirable to know. Finally, this analysis is 
intended to be carried out in other cities and countries to generalize the results and 
assess differential factors.
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Analyzing the Relationship Between 
Healthcare Quality and Patient 
Satisfaction in the Case of Spain: Some 
Panel Data Evidence
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and Javier Sánchez García 

Abstract  One of the major concerns of every national government is to achieve the 
effectiveness of the healthcare system and understanding the efficiency of a system 
in terms of patient satisfaction. Currently, quality of care is the main driver of patient 
satisfaction, and their relationship has been widely studied in recent years mainly 
due to the COVID-19 pandemic. The main objective of this work is to demonstrate 
the relationship between quality and satisfaction in the case of Spain and to deter-
mine which quality indicators in healthcare affect patient satisfaction. The data ana-
lyzed correspond to the 17 regions of Spain from 2007 to 2019. The methodology 
used is based on dynamic panel data with a two-step generalized method of moments 
applied in the regression models. The results show that hospital mortality is the only 
quality variable affecting patient satisfaction in a negative way. The main contribu-
tion of the work is to empirically test the relationship between these two variables 
in the case of Spain by taking into account the differences between regions. For 
further research, other quality measures and satisfaction indices should be imple-
mented in order to complete the recent work.
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3.1 � Introduction

Patients are considered to be at the center of every national health system. Over the 
years, consumer satisfaction has gained growing importance as a measure of the 
effectiveness of the system [16, 21]. In the beginning, the reason for improving 
patient satisfaction was a secondary objective, not more important than increasing 
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economic benefits. Nowadays, it is a major concern of healthcare professionals and 
national governments. The most relevant driver of patient satisfaction and the most 
studied in the existing literature seems to be quality of care (also labeled as health-
care quality). Healthcare quality exhibits several dimensions affecting patients, 
which vary across different countries depending on cultural and social factors [20]. 
In spite of the efforts to evaluate which quality factors are the best to take care of 
and the connotations with consumer satisfaction, the question remains unsolved.

Currently, satisfying patients has become more difficult as health consumers are 
more aware and knowledgeable, continuously demanding more attention and better 
services [18]. Satisfying health consumers is, indeed, a challenge for medical ser-
vices. Studies on the implications of this relationship reveal that there is a direct and 
positive link between technical quality dimensions and patient satisfaction [9]. Take 
into account that health systems are composed of a set of technical resources for 
which public expenditure must be taken care of since they are the most determinant 
for patients. Other studies focus on the functional part of quality, which is often 
more difficult to measure by health professionals.

In the case of Spain, health is provided by the Spanish National Health System 
and financed by taxes and funds from citizens [5]. Golinelli et al. [10] claim the dif-
ficulty of reaching high-quality standards and the efficiency required by a decentral-
ized system where every region has its own budget and makes completely different 
decisions when applying health policies. Moreover, recent disruptions of COVID-19 
have exacerbated the previously existing problems [14].

The objective of the study is to analyze the link between patient satisfaction and 
healthcare quality in the Spanish healthcare system by studying the differences 
between the 17 regions of Spain in the period 2007–2019. The findings show the 
direct and negative effect of the in-hospital mortality on patient satisfaction. 
However, other quality dimensions do not have any effect on patients according to 
the regression models. Thus, the main contribution of this study is twofold. Firstly, 
it empirically tests, by using a reliable and robust estimator, the relationship between 
patient satisfaction and healthcare quality according to its technical perspective. 
Secondly, it reveals which factors have been more important to patients in the case 
of Spain, taking into account the Great Recession.

Finally, the structure of the work can be defined as follows. In Sect. 2, the theo-
retical background is discussed. Section 3 describes the methodology and the 
description of the data. In Sect. 4, the results and discussion of the study are pre-
sented. Finally, Sect. 5 summarizes and concludes.

3.2 � Theoretical Background

Whereas patients are the priority of health practitioners, policymakers try to control 
their experiences [12]. Heterogeneous perspectives have tried to shed light on the 
relationship between healthcare quality and patient satisfaction. However, the ques-
tion is still unanswered. The challenge of an efficient healthcare system is more 
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difficult to be solved than in the past. Alibrandi et al. [1] reaffirm the existence of 
different dimensions of quality of care affecting patient experiences and, therefore, 
claim the increasing difficulty of paying attention to all of them. For this reason, 
health professionals must know which main drivers to focus on them are. Several 
studies affirm that the functional dimensions of quality are the ones to be taken into 
account, while other authors change their perspective and associate technical factors 
with patient satisfaction instead of functional aspects. For example, Fatima et al. [8] 
take into account for their study that communication with patients, safety, and infor-
mation as the main drivers of patient satisfaction. In contrast, Atinga et al. [4] make 
technical factors responsible for patient satisfaction without giving an important 
role to service indicators. Finally, most of the emerging literature around the topic 
concluded in the SERVQUAL [2, 15] or 5Q models [22]. These two models contain 
several perspectives of quality that correspond to the technical and functional 
dimensions of quality of care.

Other researchers have investigated the connotations between certain sociocul-
tural contexts. From the results, it can be extracted the obvious role of demographics 
and culture. Sociodemographic factors are often interlinked with the relationship 
between quality of care and patient satisfaction. Verma et al. [20] emphasize the 
noticeable fact of demographic factors. In their study, they analyze the association 
of quality determinants with patients and, compared with other studies, the results 
are completely different. In the study of Turkey, functional dimensions are the best 
option for consumers but, in the case of China, they prefer technical aspects. Results 
invite policymakers to investigate possible social differences to satisfy patients 
according to their context. By understanding which dimensions of quality are 
important in each country, policymakers will better perform their tasks.

The real problem is to unveil the solutions to reach the effectiveness of the health 
service. As explained in the first paragraph, there are contradictions between 
researchers. Ciasullo et al. [7] established a relationship between waiting times and 
patient health status, emphasizing the functional parts of clinical quality. On their 
part, Senapati and Panda [14] state that achieving and augmenting healthcare qual-
ity affect several dimensions at the same time, not only service aspects. Verma et al. 
[20] detail the link between communication and the interaction of doctors with sat-
isfaction, while Soares and Farhangmehr [17] stress the existing link between the 
physical environment and patient experiences in hospitals. Furthermore, García-
Corchero and Jiménez-Rubio highlight technical aspects, such as the expertise of 
the doctor, with patient satisfaction in a positive way. In this study, it can be seen 
that, especially in the case of Spain where health is universal for all inhabitants, not 
achieving certain quality standards can result in an increase of deaths, several dis-
eases and, most importantly, bad patient experiences. The case of Spain must be 
reviewed in detail as the decentralized system makes it more difficult to treat patients 
equally in all regions and with the same resources.

To summarize, satisfying patients is one of the main objectives of governments, 
whereby public resources must be invested in increasing healthcare quality in hos-
pitals. On the other hand, surveying consumer experiences can enforce public health 
by pushing health practitioners to be aware of the quality of their services. To do 
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this, scarce resources should be used in the best way in order to reach patient 
satisfaction.

In the case of Spain, the healthcare system is public and universal for all inhabit-
ants [9]. This fact enforces the importance of the study, as the Spanish government 
should look for solutions that increase patient satisfaction and the quality of health-
care services.

3.3 � Methodology

3.3.1 � Econometric Modelling

In Table 3.1, the description of the variables has been presented. The choice of the 
quality dimensions is based on the existing and most recent literature. The variables 
contain technical parameters in the definition of healthcare quality:

	
Y Y Y X X Xi t i t i t it it k k it i i, , , . . . ,= + + + + + + + +Î- -b a a b b b m0 1 1 2 2 1 1 2 2  tt 	 (3.1)

where Yi,t is the dependent variable for region i at time t and Yi,t − 1 and Yi,t − 2 are the 
lagged values used as other independent variables. Along with lagged values, the 
independent variables have been completed by X1.i,t,⋯,Xk.i,t, the region-specific 
effects are collected by μi, and the error term is given by εi,t. The symbol β represents 
the estimated coefficient of each exogenous variable and the parameters αi denote 
the coefficients of the lagged values of the dependent variable.

Using the variables in Table  3.1, the econometric model can be specified as 
follows:

Table 3.1  Definition of variables*

Name of variable Symbol Definition

Patient 
satisfaction

Sati,t Patient global satisfaction in public hospitals in region i at time t

Beds Bedsi,t Number of beds in hospitals per 1000 inhabitants in region i at 
time t

Readmissions READi,t Overall percentage of readmissions to acute care hospitals in 
region i at time t

Physicians Phii,t Number of physicians in primary attention per 1000 inhabitants in 
region i at time t

Hospital 
Mortality

HMorti,t Overall in-hospital mortality per 100 hospital discharges in region 
i at time t

Specialists Spi,t Medical personnel in specialized care per 1000 inhabitants in 
region i at time t

Medical Devices MDevi,t Number of technical devices in hospitals per 1.000 inhabitants in 
region i at time t

Source: Own elaboration
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bb b b b m5 5 1 6 7HMort HMort Sp MDevi t i t i t i i t+ + + + +Î-, , , , 	 (3.2)

As can be seen in Eq. (3.2), the lagged values of the independent variables are used 
as instruments of the two-step GMM model [3]. In the regression model, patient 
satisfaction is taken as the dependent variable of the model. The exogenous vari-
ables representing quality factors are the number of beds in hospitals, the overall 
percentage of readmissions to acute care hospitals, the number of physicians of 
primary attention, the in-hospital mortality, the medical personnel in specialized 
care, and finally the medical technical devices in hospitals. The validity of the 
instruments is proved by the Hansen and Sargan test [11, 13], which shows that the 
error term is not correlated with the independent variables. Furthermore, there is no 
heteroskedasticity as the standard errors of the coefficients are normal (see Figs. 3.1 
and 3.2) and, therefore, the model is robust for inferences. The main advantage of 
the GMM estimator is the absence of endogeneity, autocorrelation, and normality of 
residuals. The GMM estimator eliminates the correlation of the explanatory vari-
ables with the error term [19]. Finally, the difference between Model 1 and Model 2 
is the addition of 2 years lagged value of patient satisfaction.

Fig. 3.1  Normality test for Model 1. Data is normally distributed
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Fig. 3.2  Normality test for Model 1. Data is normally distributed

3.3.2 � Descriptive Data Analysis

Table 3.1 shows the descriptive analysis of data. As can be seen, the variables that 
vary the most are satisfaction, beds, medical devices, and hospital mortality. 
Specifically, in some regions of Spain, there are double the number of beds per 1000 
inhabitants than in others. The number of physicians exhibits a scarce value in all 
regions of Spain, the mean being less than one per 1000 inhabitants, while special-
ists are 1.8 per 1000 inhabitants. With respect to fat tails, in the case of hospital 
mortality, medical devices, and physicians, there is a higher concentration of data 
around the mean whereas, in the other variables as can be seen with kurtosis, there 
is a lower centrality of the data.

There are some specifications to be taken into account when interpreting the 
variables. Specifically, some of the variables have been taken as proxies of the tech-
nical dimensions of the quality of care. In effect, medical devices are referred to the 
CT (computer axial tomography) equipment, as a proxy of technologies in health-
care quality; on the other hand, primary care physicians and specialists have been 
taken as a proxy of human resources; and, finally, readmissions have been chosen as 
a proxy of the reliability of the health system. These variables have been explained 
in the literature as a part of the dimensions of healthcare quality in the SERVQUAL 
and 5Q models (Tables 3.2 and 3.3).
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Table 3.2  Descriptive statistics

Statistic N Mean St. Dev. Min Max Kurtosis Skewness

Satisfaction 221 6.6043 0.42644 5.1500 7.5500 −0.0094966 −0.28020
Medical devices 221 1.6539 0.23300 0.96000 2.4800 1.0758 0.14654
Beds 221 3.1992 0.48457 2.1700 4.2600 −0.37103 −0.53775
Readmissions 221 7.5000 1.1277 5.1900 9.9200 −0.68827 −0.20544
Physicians 221 0.78683 0.10322 0.59000 1.1200 2.6255 1.3464
Hospital mortality 221 4.1604 1.1265 1.0000 5.9200 2.1941 −1.4518
Specialists 221 1.8976 0.24183 1.4000 2.6000 −0.11297 0.61172

Source: own calculations

Table 3.3  Correlation matrix

Satisfaction Beds Readmissions Physicians Mortality Specialists
Medical 
devices

Satisfaction 1 0.1702 0.0240 0.2294 −0.0253 0.5836 0.2600
Beds 1 −0.2065 0.2520 −0.0181 0.4346 0.0090
Readmissions 1 0.4047 0.2665 −0.2160 0.1396
Physicians 1 0.2335 0.0615 0.1597
Hospital 
mortality

1 −0.0112 0.0655

Specialists 1 0.4363
Medical 
devices

1

All the data has been obtained from the Spanish Ministry of Health and refer to 
the 17 Spanish regions, namely, Andalusia, Aragón, Asturias, Balearic Islands, 
Cantabria, Canary Islands, Castilla-La Mancha, Castilla and León, Catalonia, 
Valencia, Extremadura, Galicia, La Rioja, Madrid, Navarra, Murcia, and Basque 
Country. After extraction, data were cleaned and organized in a panel format, and 
Gretl software was used to perform the regression models. The results of the models 
have been presented in Table 3.4. Observe that data availability was conditioned by 
two important facts. First, patient satisfaction started to be recorded by the Ministry 
of Health by 2007; second, due to COVID-19, after 2019, there were no data on 
most variables.

3.4 � Results and Discussion

3.4.1 � *Average Absolute Correlations

In Table  3.4, the results of the econometric model have been shown. Model 1 
includes 1-year lagged satisfaction by using the two-step GMM estimator, while 
Model 2 includes 2-year lagged satisfaction by using the two-step GMM estimator. 
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As can be seen in Table 3.4, in the row of the average absolute correlations, there is 
no cross-sectional dependence between the regions of Spain in any of the two models.

In the results, it can be seen that the in-hospital mortality is the only quality vari-
able affecting patient satisfaction in the case of Spain. The effect is negative since 
the number of deaths decreases not only consumer satisfaction but also their return 
to hospitals [5]. However, observe that only the current mortality affects the patients, 
whereas the lagged in-hospital mortality has no effect on the patient satisfaction, 
which could mean that health consumers do not take into account past events as they 
are focused on the present time. According to the literature, when patients perceive 
a bad service, they react negatively. It is well-known that hospital mortality is a 
negative sign of hospital performance [6]. Zepeda et  al. [21] stated that hospital 
performance can enhance less readmissions, which leads to a decrease in hospital 
mortality rates, whose main consequence is more satisfied patients.

Contrary to the existing literature, all other explanatory variables do not seem to 
have an effect on patient satisfaction. However, this fact could mean that, in the case 
of Spain, patients do not feel satisfied with these healthcare aspects. Observe, for 
example, the case of Turkey [20], where patients experience more satisfaction with 
medical devices and the functional parts of the service. Moreover, Atinga et al. [4] 
state that there is an association between the accuracy of the treatment and the sat-
isfaction of patients. In our case study, this is similar to readmissions (which reminds 
that they were a proxy of an effective system, synonym of accuracy), but in the 
results of our study, readmissions have no effect on patients in the regions of Spain. 
Maybe, in the case of Spain, resources are not sufficient for the amount of patients, 
or maybe the part affecting patients in Spain is the other factor, viz. the functional 
part of the quality of care.

In the last row in Table 3.4, the cross-sectional dependence has been tested by 
using the Pesaran test. Notice that, in none of the models, there is a spatial relation-
ship between the different regions in Spain.

The collinearity has been measured by using the Belsley-Kuh-Welsch test. The 
results of Model 1 show no problems of collinearity, whereby only Model 2 Belsley- 
Kuh-Welsch test has been shown. Results reveal that there exists “moderate-strong” 
linear dependence between the variables 1-year lagged satisfaction, beds, readmis-
sions, physicians of primary attention, hospital mortality, lagged hospital mortality, 
and specialists because their count of “Cond” values is over 0.5. However, a moder-
ate correlation is admitted in this case. The collinearity can be due to the close 
relationship between these variables as they are all healthcare quality indicators. 
The Belsley-Kuh-Welsch test measures the count of condition indices between vari-
ables in such a way that, when their sum is higher than 10, moderate strong collin-
earity exists. In Table 3.5 can be seen that there are two cases when the count of 
condition is greater than 10.

As can be seen in Figs. 3.1 and 3.2, the residuals of the model follow a normal 
distribution. The chi-square(2) statistic in the first model equals to 6.43317, its 
p-value being 0.0400917, while, in the second model, the chi-square(2) statistic is 
37.4127 with a p-value of 0.0000.
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Table 3.4  Regression models

Model 1 Model 2

Satisfactiont-1 0.163402
(0.5118)

−0.0180205 (0.9151)

Satisfactiont-2 – 0.199141
(0.4198)

Beds 0.404498
(0.3910)

1.72374
(0.1088)

Readmissions 0.0344157
(0.6354)

0.0414469
(0.4979)

Physicians 3.08163
(0.5805)

7.63019
(0.3767)

Hospital mortality −0.0289228**

(0.0254)
−0.0484077**

(0.0104)
Hospital mortalityt-1 −0.0332781

(0.1141)
−0.0313893
(0.1336)

Specialists 0.597119
(0.4013)

0.364643
(0.5762)

Medical devices 0.383243
(0.4556)

0.668732
((0.1154)

Obs 187 170
Instruments 73 72
AR (1) −1.29457 (0.1955) −0.697608 (0.4854)
AR (2) −0.337219 (0.7360) −1.20778 (0.2271)
Sargan test 81.0317

(0.0866)
78.3345
(0.0992)

Hansen test 14.7204
(1.0000)

9.84749
(1.0000)

Wald (joint) test 69.9867
(0.0000)

116.803
(0.0000)

Cross-sectional dependence 2.94268 0.864809
p-value 0.0000 0.387143
Correlations* 0.285 0.272

Source: own calculations. ∗∗p < 0.05; ∗p < 0.1.

Table 3.5  Belsley-Kuh-Welsch collinearity diagnostics for Model 2

Lambda Cond Sat Satt-1 MDev Beds READ Phi HMort HMort t-1 Sp

4.687 1.000 0.006 0.004 0.002 0.001 0.002 0.001 0.000 0.002 0.002
2.761 1.303 0.000 0.001 0.006 0.003 0.001 0.000 0.005 0.008 0.003
0.716 2.559 0.001 0.229 0.000 0.000 0.005 0.000 0.001 0.030 0.000
0.368 3.569 0.000 0.034 0.008 0.021 0.025 0.001 0.020 0.096 0.022
0.262 4.232 0.345 0.001 0.000 0.033 0.043 0.002 0.004 0.008 0.007
0.106 6.648 0.413 0.052 0.121 0.063 0.010 0.001 0.000 0.300 0.088
0.066 8.446 0.017 0.016 0.608 0.005 0.057 0.001 0.113 0.000 0.285
0.024 14.069 0.101 0.530 0.186 0.078 0.848 0.083 0.527 0.015 0.351
0.011 20.314 0.116 0.133 0.069 0.797 0.009 0.912 0.330 0.541 0.241

Source: own calculations
Lambda = eigenvalues of inverse covariance matrix (smallest is 0.0113579)
Cond = condition index
Note: variance proportions columns sum to 1.0
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3.5 � Conclusions

There is a growing interest around the concept of patient satisfaction and its main 
drivers. Over the years, the quality of care has been shown to be the most important 
antecedent of patient satisfaction. Its improvement and development are a priority 
for governments and health practitioners, since improved quality drives an increas-
ing satisfaction of the health consumer. Therefore, looking for technical factors in 
public health that improve quality standards is of great relevance. Regarding the 
concept of quality of care, researchers can pay attention to the functional or techni-
cal aspects depending on what they are looking for in the investigation. In the pres-
ent study, quality indicators are based on the technical factors of public health, 
specifically, the number of readmissions, physicians of primary attention, in-hospital 
mortality, hospital beds, medical devices, and specialists.

The objective of this study was to empirically test the link between patient satis-
faction and healthcare quality in the Spanish healthcare system by analyzing the 17 
regions of Spain in the period 2007–2019. As can be seen, it has been implicit dur-
ing the Great Recession period, which adds more inquiry into possible differences 
across regions in the country because of the limited resources of some of them in 
that period of time. The findings show the direct and negative effects of in-hospital 
mortality on patient satisfaction. An increase in mortality rates diminishes patient 
satisfaction. According to the existing literature and reinforced by the results, hos-
pital deaths can be a huge detriment to patient perceptions. Contrary to previous 
literature on this topic, none of the other quality factors affect patient satisfaction in 
the case study. The number of physicians and specialists has no effect on patients, 
and, moreover, other physical resources, such as hospital beds and medical devices, 
have no effect on patients.

The main contribution of this study is twofold. On the one hand, it broadens the 
existing literature on health economics and consumer management in the area of 
health. On the other hand, it empirically demonstrates, with a robust and reliable 
estimator, the quality factors affecting patient satisfaction during the last 13 years. 
Thus, the study has crucial implications for policymakers and health practitioners 
since these results can shed light on which are the indicators that most affect patient 
satisfaction in the case of Spain and help future researchers to look for other factors 
that can enhance satisfaction. This study is not without limitations because data 
were only available until 2019. Also, patient satisfaction has been studied since 
2007 in most regions, so the time period should be considered from that moment. 
For further research, an international approach could be developed to see the con-
trast between countries and not only domestic regions as in the case study. In addi-
tion, another study could be performed in order to see possible health outcomes in 
the case of Spain. In conclusion, the future of healthcare is based on the improve-
ment of the current healthcare system by implementing patient-based systems.
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Abstract  Since the alignment of the Principles for Responsible Management 
Education (PRME) for responsible education in management with the SDGs, both 
launched by the United Nations, the role of Higher Education Institutions (HEI) has 
become a fundamental pillar for the academic training of future leaders to contribute 
to the architecture of a sustainable society. However, the academic literature focuses 
primarily on educational institutional analysis rather than on student outcomes. 
University students not only reflect a growing awareness of environmental, social, 
and economic challenges but also display attitudes that influence their personal and 
professional choices. This paper focuses on a qualitative survey oriented to the atti-
tudes toward sustainability of 129 university marketing students, carried out in two 
universities in the Iberian Peninsula (University of Almeria—Spain and University of 
Beira Interior—Portugal). By means of a t-student analysis between the two sample 
groups, it was analyzed whether the attitudes of students from both universities differ 
from different perspectives, the personal valuation of the importance of a more sus-
tainable society, the specific integration of sustainability in business, the preference 
of training toward PRME-oriented educational organizations, or the labor insertion 
as a worker in sustainable companies. The results of this work can guide academic 
institutions in the evaluation of their efforts in curricular changes, course redesign, 
pedagogical proposals, and adjustments in mission and institutional objectives.
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4.1 � Introduction

University education plays a key role in shaping future business and professional 
leaders. In this context, the Principles for Responsible Management Education 
(PRME) have become a framework for integrating sustainability into higher educa-
tion. The PRME were launched in 2007 by the United Nations Secretary-General in 
collaboration with business leaders and academics during the United Nations Global 
Compact Summit (New York) [1]. The PRME initiative was designed to mobilize 
higher education institutions (HEI) toward the integration of sustainability, ethics, 
and social responsibility into their academic programs and training activities. The 
adoption of PRME by HEI marks a significant commitment to educational transfor-
mation at the undergraduate and graduate level in business-economic education ori-
ented toward actions based on the triple bottom line (TBL) and the Sustainable 
Development Goals (SDGs) of the UN 2030 Agenda [2].

PRME play a crucial role in training professionals for building a more sustain-
able, responsible, and ethical business environment globally. This challenge implies, 
on the one hand, assuming an educational proposal that promotes attitudinal change 
and emphasizes curricular integration of the critical issues expressed by the SDGs 
[3]. Starting from SGD4, which highlights the fundamental role that HEI is expected 
to play in promoting sustainability by integrating sustainable principles into their 
educational structures [4] with a special focus on SDG12 (responsible production 
and consumption), SDG13 (climate action), and SDG17 (partnerships to achieve 
the Goals) according to studies by Severino-González et al. [5] and Laurett et al. [6]. 
In the particular case of SDG12, according to Pantelic et al. [7], HEI that have addi-
tional marketing and market research-oriented offerings, in their role as educators, 
should take a more active role in shaping students’ attitudes toward sustainability. 
Also, Delacroix [8] states that educating marketing students in sustainable con-
sumption and production is a legitimate and urgent mission for marketing educators.

University students’ attitudes toward sustainability not only reflect a growing 
awareness of environmental, social, and economic challenges but also influence 
their personal and professional choices. These attitudes can be framed from differ-
ent perspectives depending on the role played. From the personal valuation of the 
importance of a more sustainable society in their role as citizen-consumer, from the 
integration of sustainability in business in their role as entrepreneur-producer or 
from their training preferences in their role as student toward educational organiza-
tions oriented to PRME or to the labor insertion as worker in sustainable companies. 
This paper presents a comparative analysis of the attitudes of university students 
toward sustainability, enrolled in marketing, commercialization, and market 
research degrees, carried out in two Iberian universities.
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4.2 � Literature Review

Currently, 17 years after the launch of the PRME, the scientific publication on its 
implementation in HEI is extensive, varied, and transversal worldwide [9–12]. 
Parra-Torres et al. [13] analyzed the trends in the academic literature on proposals 
for improving ethics teaching in business schools and the results indicate that inter-
est in the subject has declined. Predominantly, proposals for curricular changes, 
with course redesign, new pedagogical proposals, and adjustments in the mission 
and institutional objectives, as a response to the commitment made by HEI to the 
PRME. It is unclear whether this change was more “cosmetic” than a comprehen-
sive transformation of the educational offer, incapable of overcoming the existing 
barriers to improve the ethical teaching of professionals.

Previously, Cullen [14] concluded that the predominant focus in most studies of 
PRME implementation in HEI is on analyzing the institutions that deliver the edu-
cation rather than focusing on those who receive it, the students.

Recently, Martinez-Bravo et  al. [15] detected another drawback that can be 
added as a barrier to the integration of sustainability in business and management 
education, namely, the abundance of existing sustainability learning approaches. 
Studies by Erskine and Johnson [16] and Singhal et al. [17] have identified up to 37 
different sustainability learning approaches, making it difficult to determine the 
main measures that HEI should adopt in the implementation of the PRME. Vicente-
Molina et al. [18] emphasize that sustainability knowledge is necessary but not a 
sufficient condition for expressing a sustainability-oriented attitude in students with 
subsequent sustainable behavior through actions. However, Sia et al. [19] do state 
that sustainable behavior is a reflection of the knowledge associated with it. For this 
reason, student-oriented research focuses not only on learning approaches but also 
on the attitudes that students develop towards sustainability [20, 21]. A wide range 
of research exists, including analyses of students’ attitudes toward personal impor-
tance toward sustainability, the valuation of sustainability in the business environ-
ment, work preferences toward sustainable enterprises, and the valuation of 
knowledge on sustainable aspects at the business level [16, 17].

This study focuses on providing more relevant information on the attitudes of 
marketing students from two different universities to determine whether or not they 
differ in terms of the importance and decision-making around sustainability at a 
personal and/or business level.

4.3 � Survey and Methodology

4.3.1 � Attitudinal Survey on Sustainability

A qualitative survey was conducted among university students on the approaches to 
sustainability education implemented by academic institutions in follow-up to the 
PRME. The survey items are based on the studies of Erskine and Johnson (2012) 
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and Singhal et al. (2018). The survey was addressed to 129 marketing students, 82 
from the University of Almeria (UAL), and 47 from the University of Beira Interior 
(UBI). The questionnaire included demographic data of the students, their percep-
tions of learning approaches for sustainable teaching in higher education, and ques-
tions about their attitudes toward different aspects of sustainability.

The survey was oriented towards four main aspects to be known:

•	 Personal importance toward sustainability. The adoption of sustainable lifestyles 
has become an integral part of the identity of many students, who seek to incor-
porate sustainable practices into their daily lives, from product choices to respon-
sible resource management.

•	 Valuing sustainability in business. Students recognize that sustainable business 
practices not only benefit environmental and social aspects but also contribute to 
long-term economic profitability. Sustainability is perceived as a key element in 
building a strong brand and gaining the trust of conscious consumers.

•	 The shift in labor preference toward sustainable companies. This change in 
mindset is reflected in students’ preference to work in companies committed to 
sustainability to avoid the dissonance of a sustainable attitude with a sustainable 
job role. The current generation of university students is looking for employers 
who adopt ethical and responsible practices, prioritizing sustainability as an inte-
gral part of their business. The choice of employers aligned with these values has 
become an important criterion in job decision-making.

•	 Valuing knowledge on sustainability issues at the business level. University edu-
cation plays a role in actively integrating sustainability knowledge into academic 
programs so that students acquire a solid understanding of business sustainabil-
ity principles, including ethical management, corporate social responsibility, and 
the integration of environmental, social, and governance (ESG) criteria.

4.3.2 � Parametric Analysis T-Student

In the present study, the parametric t-Student test [22] was carried out to perform the 
comparison of means between two independent samples [23] belonging to UAL and 
UBI. This statistical tool is widely recognized for its robustness and effectiveness in 
assessing significant differences between the means of two different groups [24]. 
This methodological approach provides a sound basis for the interpretation of sig-
nificant differences in means and contributes to the validity and reliability of the 
results obtained in the comparative analysis. All previous requirements for the 
application of parametric tests, normal distribution of the quantitative variable in the 
groups being compared, homogeneity of variances in the populations from which 
the groups are drawn, and a sample n of no less than 30 are met [25]. The procedure 
began with the formulation of the null and alternative hypotheses, where the former 
postulates the equality of means and the latter the existence of significant differ-
ences between the samples. Subsequently, T-test statistics and the corresponding 
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p-values were calculated, allowing us to determine whether the differences observed 
between the samples were statistically significant using SPSS software. This SPSS 
software tool allows the comparison of means analysis to be carried out by introduc-
ing more than one contrast variable and calculates a T-test for each of the variables 
(four attitudes to be analyzed) belonging to independent samples (UAL—UBI).

4.4 � Results and Discussion

The group statistical results (Table 4.1) show that the UAL sample presents higher 
mean values, except for the fourth activity concerning the valuation of knowledge 
on sustainable aspects at a business level.

The first observable assessment in the T-test for equality of means between inde-
pendent samples (Table 4.2) is the comparison of the variances of the two samples 
(based on Snedecor’s F-statistic) via Levene’s test [13]. If Levene’s test yields a 
significance greater than 0.05 then the homoscedasticity requirement (expressed in 
the table as “equal variances have been assumed” via the F-statistic) is met. This can 
be affirmed since 0.108 < F < 2.808.

Having checked the variances of both samples, the data of interest is the bilateral 
significance of the t-test. In three of the four attitudes A1-A2-A3, it is greater than 
0.05, which means that the alternative hypothesis is not fulfilled. In other words, 
there are no significant differences between students from both universities in atti-
tudes referring to personal importance toward sustainability in general or specifi-
cally to the business field and work preference toward sustainable companies. 
However, in attitude A4, the bilateral significance of the t-test is less than 0.05, 
which means that the alternative hypothesis is not fulfilled and that there are signifi-
cant differences between students from both universities with respect to the self-
assessed valuation of the student’s knowledge of sustainable aspects at the business 
level. In other words, belonging to a particular university influences student atti-
tudes toward knowledge of sustainable business aspects.

Table 4.1  Group statistical

Student’s attitudes on sustainability University N Average
Standard 
deviation

Standard 
error average

A1. Sustainability is an important topic 
in business

UAL 82 6.08 0.990 0.109
UBI 47 5.87 1.244 0.182

A2. I would prefer to work for a 
company that embraces sustainability as 
a core value

UAL 82 5.66 1.161 0.127
UBI 47 5.49 1.333 0.194

A3. Sustainability is an important topic 
to me

UAL 82 5.65 1.163 0.128
UBI 47 5.34 1.256 0.183

A4. I am very knowledgeable about 
sustainability issues in business

UAL 82 3.81 1.234 0.135
UBI 47 4.64 1.241 0.181
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Table 4.2  T-test for equality of means between independent samplesa

Student’s attitudes on 
sustainability

Levene’s 
test

T-test for equality of means
Signification Differences

F Sig t
P one 
factor

P two 
factors Means

Standard 
error

A1. Sustainability is an important 
topic in business

2.808 0.096 1.067 0.144 0.288 0.212 0.199

A2. I would prefer to work for a 
company that embraces 
sustainability as a core value

2.532 0.114 0.774 0.220 0.440 0.173 0.224

A3. Sustainability is an important 
topic to me

0.479 0.490 1.419 0.079 0.158 0.310 0.219

A4. I am very knowledgeable 
about sustainability issues in 
business

0.108 0.744 3.681 <0.001 <0.001 −0.831 0.226

aEqual variances are assumed

Based on the results obtained through the t-student analysis, which revealed no 
significant differences in attitudes 1, 2, and 3 between the university students of the 
two academic institutions, it can be suggested that the attitudes toward the personal 
importance of sustainability (Attitude 1), the valuation of sustainability in business 
(Attitude 2), and the work preference toward sustainable businesses (Attitude 3) are 
consistent and comparable between students of both universities. This homogeneity 
may indicate similarities in the perception and prioritization of these aspects at a 
general level in the university student community. This finding highlights the unifor-
mity in the perception of the personal importance of sustainability, the valuing of 
sustainable business, and the preference for employers committed to sustainability 
and may be due to the generational condition of the students. In contrast, the dispar-
ity in valuing knowledge of sustainability issues at the business level, revealed by 
the significant discrepancy in Attitude 4, suggests that students from both universi-
ties differ attitudinally. This finding highlights a possible disparity in the integration 
and valuing of sustainability principles in academia between the two institutions and 
points to the possibility that educational strategies and the inclusion of sustainability 
issues in academic programs differ between the two universities. The presence of 
significant differences underlines the relevance of university education in shaping 
future perceptions, attitudes, and behaviors toward corporate sustainability.

It is not possible to compare the results with other academic institutions, as the 
same survey on student attitudes towards sustainability has not been applied. 
However, according to the study by Ali Khalfan Al-Naqbi and Qasim Alshannag 
[10], students in the United Arab States have low attitudes toward some specific 
challenges of sustainable development (SD), climate change, and the use and man-
agement of available natural resources. The authors emphasize that providing uni-
versity students with opportunities to recognize and identify more aspects of SD and 
sustainability education is an important aspect of preparing the new generation to 
face the future and its needs. However, the behavior of the participants toward SD 
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and sustainability education was moderate, indicating that having sufficient knowl-
edge about SD and sustainability education is not enough to create good enough 
behavior.

4.5 � Limitations and Further Research Lines

The results of this research suggest that further analysis of the attitudes of marketing 
students is needed, in particular, with the aim of trying to understand the reasons 
why there is a significant difference between the students of the two universities 
with regard to their knowledge of sustainable business issues. Whether this identi-
fied difference is due to personal aspects of the students or depends on the differ-
ence in the instruments implemented in each academic institution. Conducting this 
type of study among students of the same degree but enrolled in different universi-
ties provides relevant information that perhaps cannot be extracted from studying 
endogenously all degrees belonging to the same academic institution. Students’ per-
ceptions may be influenced by other factors such as their university experience, 
values, academic training, etc. This analysis should be complemented by the contri-
butions and perceptions of the faculty who teach these students. In this way, the 
contribution of this work could be significantly enriched by incorporating qualita-
tive interviews or focus group dynamics with the faculty, or with other key actors 
(e.g., university governance team, business faculty or department, etc.) to gather 
their approaches and assessments in depth.

Another interesting question to be addressed is related to the analysis of the 
actions and measures adopted by both universities (UAL & UBI) for the implemen-
tation of a better and greater teaching of sustainability. Contrasting the actions 
implemented in real terms by these universities with the students’ perceptions 
would allow identifying possible strategic deviations and developing more specific 
and interesting inputs for each university. It would also be interesting to consider the 
possibility of conducting a cross-sectional study, to incorporate other universities 
into the study, and longitudinal to investigate such perceptions over time, evaluate 
their changes and evolution, and so on.

Finally, as a future line of research and given the direct relationship of the aca-
demic content of marketing degrees with the SDG12, more specific items should be 
included in the design of the survey.

4.6 � Conclusions

In summary, the results of this work show that Attitudes 1, 2, and 3 do not show 
significant differences, but Attitude 4 reveals disparities between students from both 
universities in relation to the valuation of knowledge in sustainable aspects at the 
business level, suggesting that the diversity of educational approaches can have 
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different attitudinal results. Academic institutions must actively emphasize these 
issues in order to contribute to the application of PRME at the societal level.

College students’ attitudes toward sustainability are transforming the way busi-
ness and decision-making are approached. This new generation of professionals not 
only values sustainability as a key component in business but also actively seeks to 
contribute to a more sustainable future on both a professional and personal level. 
The integration of PRME into higher education plays a vital role in preparing these 
students to lead responsibly in a world increasingly focused on sustainability.

This work seeks to contribute in various areas to improve learning in sustainabil-
ity, contributing to university management initiatives, university teaching strategies, 
or guidelines for teaching planning in economics and business faculties with mar-
keting degrees. This implies not only to incorporate superficially and in isolation 
concepts on sustainability and SD but to do it in an organized way from the initial 
courses to the final degree projects.

This study is a first approximation that aims to provide relevant information on 
the attitudes of marketing students from two different universities to determine 
whether or not they differ in terms of the importance and decision-making around 
sustainability at a personal and/or business level. It is essential to complement this 
work with other lines of future research aimed at expanding the sample cross-
sectionally, incorporating other universities with marketing majors, and longitudi-
nally analyzing the temporal evolution of these attitudes. Simultaneously, lines 
could be developed aimed at the continuous review of academic programs and 
annex the perspective of the teaching staff in order to provide a comprehensive 
overview of initiatives to university management on university teaching strategies in 
business faculties and departments in marketing degrees.
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Abstract  Sustainability teaching has come to the fore as a foundation for address-
ing the unprecedented challenges that the planet and the society face. However, the 
effectiveness of higher education institutions (HEI) in their pivotal role in educating 
and instructing the students who will occupy leadership, management, and market-
ing positions in the future has been questioned. The objective of this study is to 
examine the performance of sustainability teaching based on an importance-
performance analysis of the perceptions of marketing students in two HEI: the 
University of Almería and the University of Beira Interior. We analyze whether 
students differ in which learning approaches they consider important for integrating 
sustainability into their competencies, whether they consider them effective, and 
how their opinions differ depending on the HEI they come from. This study contrib-
utes to guiding universities in their actions to ensure that graduates are prepared to 
navigate the complex landscape of sustainability in their upcoming work career.
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5.1 � Theoretical Framework

Sustainable development is extremely suffering the consequences of current and unsus-
tainable operations, practices, and behaviors [4]. Business, management, and marketing 
are key stakeholders who could either aggravate or address this challenge. Specifically, 
marketing has been particularly in the spotlight due to the underlying traditional idea 
that it promotes overconsumption and ignores the associated consequences [7]. Indeed, 
marketing has been highlighted as a key factor in the transformation of organizations 
toward sustainability [5, 13, 18]. In this sense, the transformation of how people, and 
especially those occupying marketing positions, interact with the planet toward more 
sustainable practices and behaviors requires guidance, awareness, and education [20].

Education institutions play an essential role in addressing unsustainable prac-
tices and behaviors [11]. Indeed, the United Nations (UN) Global Compact defined 
the Principles for Responsible Management Education (PRME) in 2007 [17], which 
aim to integrate the Sustainable Development Goals (SDG) within business and 
management higher education [2]. However, the success of HEI in their attempt to 
integrate sustainable practices and behaviors, such as ethics, environmental aware-
ness, or corporate social responsibility, has been questioned due to several draw-
backs [15]. First, sustainability learning approaches are too abundant, and defining 
which of them should be embraced as a priority is challenging. Second, the learning 
approaches have been defined without considering the students’ points of view [19] 
even if marketing students have already stated their negative feelings in their pursuit 
of a career which promotes overconsumption and waste [7]. Third, and as a conse-
quence of the mentioned drawbacks, there is a lack of a general framework for 
institutions to integrate sustainability within their programs.

This study addresses the abovementioned research gaps based on an importance-
performance analysis of marketing students’ perceptions of sustainability teaching 
at the University of Almería (Spain) and the University of Beira Interior (Portugal) 
comparing the results obtained separately in both universities and analyzing the 
results for the total sample considering both institutions. This work encompasses 
several contributions to the field of sustainability education in marketing higher 
education. First, it offers an empirically based framework for adapting sustainability 
teaching to be effective from an institution approach and from a more general 
approach. Second, by considering marketing students’ perceptions, this research 
work identifies four areas where sustainability teaching efforts should be developed 
differently in order to properly integrate sustainability within their programs.

5.2 � Methodology

A qualitative survey was conducted to 129 marketing students at the University of 
Almería (UAL) and at the University of Beira Interior (UBI) within their economics 
and business faculties. Among the students who responded to the questionnaire, 82 
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were from the UAL and 47 from the UBI. The questionnaire included information 
about students’ demographics and a total of 37 learning approaches1 for sustainable 
teaching in higher education. This selection is derived from 125 publicly available 
Principles for Responsible Management Education (PRME), from which Erskine 
and Johnson [8] and Singhal et  al. [19] extracted 37 learning approaches. The 
approaches are presented in the self-reports of business schools assessing their ped-
agogical practices as followers of the PRME.

We used the importance-performance analysis (IPA) as it has been signaled as a 
simple but effective tool [6, 16], which has successfully been used in research on 
sustainability learning approaches assessment (e.g., [19]). The importance-
performance analysis results in four quadrants which have been traditionally called: 
(I) concentrate here, (II) keep up the good work, (III) low priority, and (IV) possible 
overkill [14].

There are different techniques and approaches to carry out and analyze an 
IPA. First, regarding the kind of data that is used, we chose the direct measurement 
method due to its simplicity and effectiveness [12] and because previous works 
showed a better performance of direct measures against indirect measures such as 
correlation-based measures and regression-based measures [3]. Second, regarding 
the technique to establish the specific partitions of the quadrants, we adopted the 
“data-centered quadrants approach” to contemplate the empirical means obtained 
from the data as the cross-points for establishing the quadrants [1, 9, 10] instead of 

1 1:Providing sustainability-related scholarships, 2:Sustainability integrated into various subjects, 
3:Promoting internships related to sustainable business practices, 4:Use of sustainability-related 
business simulations, 5:Implementation of sustainability practices at the university level, 6: 
International opportunities to learn about sustainability, 7:A field trip away from campus to learn 
about sustainability, 8:Additional points for students involved in sustainability projects, 9: 
Conducting case studies in classes based on sustainability, 10: Guest speakers in classes to discuss 
sustainability, 11:Invited lectures by experts in sustainability (Master Class), 12:Enhanced envi-
ronmentally friendly (green) initiatives on campus, 13:Establishing a sustainable business centre at 
the university, 14:Incorporating sustainability learning goals within existing courses, 15:Promoting 
student team projects related to sustainability, 16:Floating elective subjects in sustainability for 
students, 17:Starting a degree programme in sustainability within the university, 18:Promoting 
research-level studies about on sustainability among students, 19: Mentoring programme to help 
students learn about sustainability, 20: A career fair about sustainability jobs, 21: Promote the 
creation of student organizations targeting sustainability projects, 22:Conducting workshops on 
sustainability issues with teachers and business people, 23:Conducting call for sustainability study 
projects, 24:Conducting student competitions in the classes based on sustainability issues, 
25:Forming a student club focused on sustainability, 26:Certification for students involved in inno-
vative sustainability activities, 27:Sustainability incorporated into the university’s mission, 
28:Compulsory sustainability course for students, 29:Organization of conferences focused on sus-
tainability issues, 30:Holding a film series focused on sustainability issues, 31:Student panel dis-
cussion pertaining to sustainability, 32:Student network projects related to sustainability,33:Social 
nights on-campus/off-campus for students groups to discuss sustainability issues, 34: Online webi-
nars related to sustainability, 35:A pledge taken by students to observe sustainability practices, 
36:Membership of international sustainability forums (such as PRME-Principles for Responsible 
Management Education), 37:Participation in sustainability rankings/ratings such as Princeton 
rankings.
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the traditional IPA mapping which considers the means of the scale as the cross-
points [14] because it is more practical than traditional rigid IPA models due to the 
possibility of adapting partitions according to each specific situation [12].

We first divided the sample regarding the university of origin of the respondents. 
We carried out the IPA for the University of Almería and for the University of Beira 
Interior separately and observed which approaches were placed in each of the four 
quadrants. Afterward, we proceed alike with the complete sample.

5.3 � Results

The importance and performance were measured based on a seven-point Likert 
scale answers to a questionnaire. The scale goes from 1 (not important) to 7 
(extremely important) for importance and performance, respectively. The aim of 
this study is to analyze the importance of learning approaches for students and to 
observe if the implementation of those approaches is performing effectively. The 
statistical analyses carried out for this study were developed using SPSS software 
(v. 29). Table 5.1 shows the means of the total of the learning approaches following 
the different samples (UAL, UBI, and total).

As previously mentioned, the IPAs were performed based on direct measure-
ments and adopting the “data-centered quadrants approach.’ Hereafter, we discuss 
the results obtained for each of the samples.

5.3.1 � University of Almería (UAL)

Figure 5.1 shows the IPA carried out for marketing students at the University of 
Almería. The IPA for the UAL showed the following results:

Concentrate here (Quadrant I): 1, 7, 13, 16, 20, 21, 22, 26, 37 (9 approaches).
Keep up the good work (Quadrant II): 2, 3, 5, 6, 9, 10, 11, 12, 14, 15, 18, 19, 27 (13 

approaches).
Low priority (Quadrant III): 4, 8, 17, 23, 24, 25, 28, 30, 31, 32, 33, 34, 35, 36 (14 

approaches).
Possible overkill (Quadrant IV): 29 (1 approach).

Table 5.1  Means for importance and performance depending on the sample

Mean UAL UBI Total

Importance 5.116 4.892 5.035

Performance 2.711 2.847 2.760

n 82 47 129
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Fig. 5.1  Importance-performance analysis for the UAL

5.3.2 � University of Beira Interior (UBI)

Figure 5.2 shows the IPA carried out for marketing students at the University of 
Beira Interior. The IPA for the UBI showed the following results:

Concentrate here (Quadrant I): 1, 7, 8, 13, 20, 36, 37 (7 approaches).
Keep up the good work (Quadrant II): 2, 3, 5, 6, 9, 10, 11, 12, 14, 15, 22, 26, 27 (13 

approaches).
Low priority (Quadrant III): 4, 17, 21, 23, 24, 25, 28, 30, 31, 33 (10 approaches).
Possible overkill (Quadrant IV): 16, 18, 19, 29, 32, 34, 35 (7 approaches).

5.3.3 � Total Sample

Figure 5.3 shows the IPA carried out for marketing students at both the University 
of Almería and the University of Beira Interior. The IPA for the UAL and the UBI 
together showed the following results:

Concentrate here (Quadrant I): 1, 7, 13, 16, 20, 21, 26, 36, 37 (9 approaches).
Keep up the good work (Quadrant II): 2, 3, 5, 6, 9, 10, 11, 12, 14, 15, 22, 27 (12 

approaches).
Low priority (Quadrant III): 4, 8, 17, 23, 24, 25, 28, 30, 31, 32, 33, 34, 35, (13 

approaches).
Possible overkill (Quadrant IV): 18, 19, 29 (3 approaches).

Figure 5.3 shows the IPA corresponding to the complete sample.
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Fig. 5.2  Importance-performance analysis for the UBI

Fig. 5.3  Importance-performance analysis for the total

5.3.4 � Comparison of the Different Samples

Table 5.2 compiles how many approaches are located in each of the quadrants for 
each sample for which we carried out the different IPAs.

The University of Almería and the total sample hold nine approaches in the 
Quadrant 1 Concentrate here, while the University of Beira Interior holds seven. 
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Table 5.2  Approaches per quadrant depending on the sample

Quadrants UAL UBI Total

I. Concentrate here 9 7 9

II. Keep up the good work 13 13 12

III. Low priority 14 10 13

IV. Possible overkill 1 7 3

For both institutions individually there are 13 approaches in the Quadrant II Keep 
the good work, while the total sample gets 12 approaches. In terms of Quadrant III 
Low priority, the UAL shows 14 approaches, the UBI 10 approaches, and the total 
sample 13 approaches. Finally, in the Quadrant IV Possible overkill, the UAL shows 
1 approach, the UBI 7 approaches, and the total sample 3 approaches.

5.4 � Discussion

Hereafter, we discuss the approaches that should be implemented for addressing the 
underlying possible issues resulting in the approach classification within each spe-
cific quadrant.

First, in terms of the classification within Quadrant I (QI) Concentrate here, we 
suggest that institutions prioritize the classified approaches, since this quadrant rep-
resents what the students consider important, but low in effectiveness in their learn-
ing experience. Regarding the sample of UAL marketing students, the approaches 
classified in the QI are, among other, sustainability-related scholarships (1), trips 
away from the campus (7), the establishment of a sustainable business center (13), 
or elective subjects in sustainability (16). The UAL got nine approaches classified 
in QI. In terms of the classification of approaches within the UBI, we find within the 
QI approaches such as a career fair about sustainability jobs (20), membership of 
international sustainability forums (such as the PRME) (36), or participation in sus-
tainability rankings/ratings such as Princeton rankings (37). The UBI got seven 
approaches classified in QI, getting two approaches less than the UAL in this quad-
rant. With respect to the results for the total sample for QI, we see a combination of 
the mentioned with some more added to those from the UBI sample, such as pro-
moting the creation of students’ organizations targeting sustainability projects (21), 
certification for students involved in innovative sustainability activities (26), or sus-
tainability incorporated into the university’s mission (27). The total sample IPA 
resulted in nine approaches classified within QI. Overall, we observed approaches 
related to possibilities for students and universities to engage more deeply in sus-
tainability beyond what is required.

Second, in terms of the classification within Quadrant II (QII) Keep up the good 
work, we observe approaches in which institutions implement the necessary efforts 
according to the importance and effectiveness perceived by marketing students. 
Regarding the sample of UAL marketing students, the approaches classified in QII 
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are, among other, sustainability integration into various subjects (2), promoting 
internships related to sustainable business practices (3), implementation of sustain-
ability practices at the university level (5), or international opportunities to learn 
about sustainability (6). The UAL got 13 approaches classified in QII. In terms of 
the classification of approaches within the UBI, we find within the QII approaches 
such as conducting case studies in classes based on sustainability (9), guest speakers 
in classes to discuss sustainability (10), invited lectures by experts in sustainability 
(Master class) (11), enhanced environmentally friendly (green) initiatives on cam-
pus (12), or incorporating sustainability learning goals within existing courses (14). 
The UBI got 13 approaches classified in QI, getting the same number of approaches 
as the UAL in this quadrant. With respect to the results for the total sample for QII, 
we see a combination of the mentioned with some more added to those from the 
UBI sample, such as promoting students team projects related to sustainability (15), 
conducting workshops on sustainability issues with teachers and businesspeople 
(22), and sustainability incorporated into the university’s mission (27). The total 
sample IPA resulted in 12 approaches classified within QII. The approaches that 
have been classified within this quadrant include formal ways of considering 
sustainability.

Thirdly, based on the classification within Quadrant III (QIII) Low priority, we 
suggest that institutions continue to deal with the classified approaches as they have 
been doing, since the approaches located there are seen as having low importance 
and performance from the students’ perspective. The UAL students’ answers to the 
questionnaire imply a classification in the QIII of approaches such as the use of 
sustainability-related business simulations (4), additional points for students 
involved in sustainability projects (8), starting a degree program in sustainability 
within the university (17), or conducting a call for sustainability study projects (23). 
The UAL got 14 approaches classified in QIII. In terms of the QIII classification of 
approaches within the UBI, we find approaches such as promoting the creation of 
students’ organizations targeting sustainability projects (21), conducting student 
competitions in the classes based on sustainability issues (24), forming a student 
club focused on sustainability (25), or compulsory sustainability course for students 
(28). The UBI got ten approaches classified in QI, resulting in four approaches less 
than the UAL in this quadrant. With respect to the results for the total sample for 
QIII, we see a combination of the mentioned with some more added to those from 
the UBI sample, such as holding a film series focused on sustainability issues (30), 
student panel discussion pertaining to sustainability (31), student network projects 
related to sustainability (32), or social nights on-campus/off-campus for student 
groups to discuss sustainability issues (33). The total sample IPA resulted in 13 
approaches classified within QIII.  Approaches commonly classified within QIII 
include initiatives promoting healthy sustainable competitiveness.

Fourth, in terms of the classification within Quadrant IV (QIV) Possible overkill, 
we suggest that institutions might be prioritizing the classified approaches while 
students do not find them to be important within their sustainability learning, since 
this quadrant represents what the students do not consider important, but high in 
effectiveness in their learning experience. Regarding the sample of UAL marketing 
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students, the approach classified in the QIV is an organization of conferences 
focused on sustainability issues (29), so the UAL got only 1 approach classified in 
QIV. In terms of the classification of approaches within the UBI, we find within the 
QIV approaches such as elective subjects in sustainability for students (16), promot-
ing research-level studies about sustainability among students (18), or mentoring 
programs to help students learn about sustainability (19). The UBI got seven 
approaches classified in QIV, getting six approaches more than the UAL in this 
quadrant. With respect to the results for the total sample for QI, we see a combina-
tion of the mentioned approaches numbers 18, 19, and 29. The total sample IPA 
resulted in three approaches classified within QIV. The approach commonly classi-
fied within QIV is organization of conferences focused on sustainability issues (29). 
We therefore suggest that conferences on sustainability issues are less likely to seem 
interesting or useful for students.

We observe the biggest difference in the approaches classified in QIV, which 
results in one approach for the UAL and seven approaches for the UBI, showing that 
the UBI is more likely focusing on non-useful initiatives based on students’ 
perceptions.

Additionally, we observe that the three samples have common approaches clas-
sified in the same quadrant. More specifically, the three samples share the approaches 
1, 7, 13, 16, 20, and 37 in the first quadrant QI Concentrate here. In terms of the 
common approaches in the second quadrant QII Keep up the good work, the three 
samples share approaches 2, 3, 5, 6, 9, 10, 11, 12, 14, 15, and 27. Regarding the 
common approaches classified within the third quadrant QIII Low priority, we 
observe approaches 4, 17, 23, 24, 25, 28, 30, 31, and 33. Finally, the common 
approach classified in the fourth quadrant QIV Possible overkill is approach 
number 29.

In this vein, comparing the three samples, we see agreement in the students’ clas-
sification for 27 out of 37 approaches. In other words, the students agree 73% of the 
time when classifying each approach in terms of importance and performance. 
Furthermore, if we analyze the theoretical content of the approaches classified 
within the same quadrant, although we do not see a clear relationship, we define big 
fields for each quadrant common approaches. For instance, we see within the first 
quadrant QI Concentrate here approaches which are diverse such as sustainability-
related scholarships (1), a field trip away from campus to learn about sustainability 
(7), establishing a sustainable business center at the university (13), floating elective 
subjects in sustainability for students (16), a career fair about sustainability jobs 
(20), and participation in sustainability rankings/ratings such as Princeton rankings 
(37). We observe that the approaches differ in the concepts they refer to (e.g., schol-
arships, field trips, sustainable business center, elective subjects, career fair, and 
sustainability rankings), while they are rated as having the same importance (high) 
and performance (low) levels for students. These specific approaches could be high-
lighted as the most suitable ways of improving the integration of sustainability in 
teaching against others that might be more similar but perceived as less important 
(those classified in QIII). Approaches commonly classified within QI include pos-
sibilities for students and universities to engage more deeply in sustainability 
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beyond what is required. We therefore suggest that this kind of opportunities for 
students and universities to engage more deeply with sustainability issues should be 
promoted in universities.

In terms of the outcomes for the quadrant QII Keep up the good work, we observe 
that the approaches classified by the three samples in the quadrant are sustainability 
integrated into various subjects (2), promoting internships related to sustainable 
business practices (3), implementation of sustainability practices at the university 
level (5), international opportunities to learn about sustainability (6), conducting 
case studies in classes based on sustainability (9), guest speakers in classes to dis-
cuss sustainability (10), invited lectures by experts in sustainability (Master class) 
(11), enhanced environmentally friendly (green) initiatives on campus (12), incor-
porating sustainability learning goals within existing courses (14), promoting stu-
dent team projects related to sustainability (15), and sustainability incorporated into 
the university’s mission (27). These approaches differ in the concepts they refer to 
(e.g., internships, sustainability practices at the university, international opportuni-
ties, case studies development, guest speakers, etcetera), while they are considered 
to have the same importance (high) and performance (high) for the students in the 
three samples. These specific approaches are highlighted as the most important and 
most effective ways of integrating sustainability in teaching. The approaches that 
have been classified within this quadrant QII include formal ways of considering 
sustainability. We, therefore, conclude that universities need to keep on the efforts 
that they are developing for these formal ways of considering sustainability.

Regarding quadrant QIII Low priority, the approaches classified by the respon-
dents of the three samples in this quadrant resulted to be use of sustainability-related 
business simulations (4), starting a degree program in sustainability within the uni-
versity (17), conducting a call for sustainability study projects (23), conducting stu-
dent competitions in the classes based on sustainability issues (24), forming a 
student club focused on sustainability (25), and compulsory sustainability course 
for students (28). The approaches classified within this quadrant differ among them 
(e.g., a new degree program in sustainability, sustainability study projects, student 
competitions, student clubs, a compulsory sustainability course) while they are con-
sidered to have the same importance (low) and the same performance (low) for the 
students in the different samples. These specific approaches result to be the less 
important and less effective for students, giving an idea of the approaches that stu-
dents perceive as not useful or effective for integrating sustainability in their learn-
ing. Approaches commonly classified within QIII include initiatives promoting 
healthy sustainable competitiveness. These findings suggest that students assign 
low priority to initiatives related to promoting healthy sustainability 
competitiveness.

Lastly, within the fourth quadrant QIV Possible overkill we observe the common 
result for the three samples was the approach organization of conferences focused 
on sustainability issues (29). Students from the three different samples consider that 
institutions are dedicating too many efforts to the organization of conferences on 
sustainability issues while they do not consider this an important approach for sus-
tainability learning. This outcome provides an idea of an approach in which 
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Table 5.3  Coincident approaches’ classification in the three samples

QI Concentrate here QII Keep up the good work
 �� 1,7, 13, 16, 20, 37  ��  2, 3, 5, 6, 9, 10, 11, 12, 14, 15, 27
QIII Low priority QIV Possible overkill
 �� 4, 17, 23, 24, 25, 28, 30, 31, 33  �� 29

institutions are making efforts but not having a real effect on students’ sustainability 
learning. We therefore suggest that conferences on sustainability issues are less 
likely to seem interesting or useful for students. Table 5.3 shows an overview of the 
coincident approaches’ classification for the different samples.

5.4.1 � Limitations and Further Research Lines

This study goes along with some limitations. First, it is a regional study based on 
data from two institutions based in two cities, and the data are related to two single 
universities, supposing that extrapolation to other contexts or institutions might not 
be possible in a direct way. Besides, the study is based on students’ perceptions, 
which might be influenced by specific factors within their contexts such as specific 
cultural, social, or economic aspects of the two studied regions. Also, the total sam-
ple embrace a bigger amount of the UAL students than UBI students, which may 
unbalance the total sample findings.

With the aim of addressing these limitations, this study could be further devel-
oped by studying more institutions based on more regions, considering studies at 
the national, Iberian, or international levels. In terms of the context influences on the 
students’ perceptions, context information could be gathered in order to control for 
the possible alternative results explanations.

5.5 � Conclusion

Sustainability teaching has come to the fore as a necessity for addressing the chal-
lenges that the society and the planet currently face [11]. Education in sustainability 
has the possibility of shaping the profile of the people who will occupy business, 
management, and marketing positions in a near future and who will likely be in 
charge of organizations main decisions which may impact the environment. More 
specifically, marketing departments and positions have been highlighted as key in 
the transformation toward sustainability [5, 13, 18] due to the traditional idea that 
marketing favors overconsumption and do not take into consideration the associated 
consequences [7].

Besides, extant research on sustainability teaching lacks a general framework for 
institutions to properly integrate sustainability within their programs [15] and fails 
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to consider a cornerstone for the effectiveness of teaching: the students’ perceptions 
[19]. Thus, this study advances existing research on sustainability teaching by car-
rying out an importance-performance analysis of students’ perceptions of sustain-
ability teaching at the University of Almería (Spain) and the University of Beira 
Interior (UBI) and making a comparison of the results obtained for the two samples 
individually and analyzing the outcomes of the total sample considering both 
institutions.

The present work supposes different contributions to the field of sustainability 
education in marketing higher education. On the one hand, it provides an empiri-
cally based framework for adapting sustainability teaching to be effective from an 
institutional approach and from a more general approach. On the other hand, it 
includes marketing students’ perceptions identifying four areas where sustainability 
teaching efforts should be developed differently in order to assign the required 
power in each of the four areas to properly integrate sustainability.
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Chapter 6
Game-Based Learning Through the Use 
of Artwork Images: Influence 
on the Perception of a Product

Alejandro Galindo-Durán , Juan Uribe-Toril , and José Luis Ruiz-Real 

Abstract  This study analyzes the impact on the perception of a product by con-
sumers, in an educational context, through the inclusion of works of art in the prod-
uct design and applying active methodologies such as game-based learning (GBL). 
An educational intervention carried out in a secondary school is presented, trying to 
investigate if the incorporation of artistic elements to a product is perceived in dif-
ferent magnitude in relation to its value, quality, or luxury among students. In addi-
tion, an experimental group to which an activity using GBL was previously applied 
is shown and the results of the different answers given by the different groups of 
students are compared. The results suggest that the incorporation of artistic ele-
ments improves the perception of the value and quality of the product and that those 
students who were part of the experimental group valued the products even better, 
with significant differences between the two groups, in addition to enriching their 
educational experience. This research highlights the importance of integrating art 
into the educational curriculum as well as the application of active methodologies in 
the teaching process in order to improve both the educational experience and the 
learning process.

Keywords  Game-based learning · Education · Active methodologies · Art infusion · 
Marketing · Consumers perception · Advertising

6.1 � Introduction

Playing is a way of simulating reality. The use of games as a tool to motivate and 
maximize students’ abilities is relatively recent [1]. The influence of games in the 
development of certain skills has made it possible to increase student participation, 
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motivation, and academic performance and to promote learning that is more 
meaningful.

This perspective implies a change in the traditional learning approach, where 
students assume a more proactive and autonomous role in their education. Today’s 
students take an active role in their life and education, developing skills such as 
exploration and creation, so they do not need to memorize large amounts of infor-
mation but to provide the necessary tools to discover and act autonomously [2]. 
When games are used for educational purposes, a distinction is usually made 
between the occasional use of some type of game and what is involved in a more 
complex proposal that transforms the methodology through which to improve a 
given proposal or didactic program [3].

The learning methodologies addressed enhance students’ autonomy and skills by 
providing them with greater control over their learning process; therefore, most of 
the studies agree on the positive impact of the new active methodologies on stu-
dents, which provide them with more autonomy and initiative, as well as more skills 
to develop and adapt to what is proposed to them [4–7].

Having established the outline of active game-based methodologies, it is crucial 
to differentiate between gamification and game-based learning, two terms that are 
often confused but have distinct characteristics and objectives. Within the method-
ologies that use games as a training tool, a distinction is usually made between 
gamification and game-based learning (GBL), sometimes even indistinctly.

On the one hand, gamification integrates key elements of games such as points, 
ambiance, bonuses, and inputs that foster motivation and addiction to continue the 
game in order to captivate learners, while game-based learning uses games as tools 
for deep and meaningful learning. Although the term gamification is popularly used 
to refer to any experience related to games, the truth is that there are different 
approaches that make it necessary to structure, define, and differentiate the way in 
which games can be used from an educational point of view [3]. Gamification is 
defined as the use of game mechanics in environments or environments outside the 
game [8] and is a tool that makes it possible to motivate the student and encourages 
participation in the classroom [9, 10] through the use of games resulting in a learn-
ing methodology that provides a great opportunity to work on aspects such as moti-
vation, effort, loyalty, and cooperation, among others, within the school 
environment [11].

On the other hand, GBL is a methodology whose ultimate purpose is to use 
games in order to learn through them. The game becomes the vehicle for learning or 
for working on a given concept. During the game, or at the end of the game, the 
teacher can reflect on what is happening in the game and the contents to be 
worked on [7].

The GBL, as an innovative methodology, takes advantage of the educational 
potential of video games, serious games, or digital games to promote any educa-
tional process, encouraging users to acquire learning in a motivating way, involving 
them and giving them a more active role [12], using them as tools to activate skills 
and acquire knowledge, and allowing the student to leave their reality to immerse 
themselves in a simulation.
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In addition, incorporating art components into the games used in the GBL not 
only captivates students’ visual preferences but also enhances their understanding 
and admiration for the concepts learned. When art and games are integrated, moti-
vation is enhanced, and a deeper, more individual understanding of the topics is 
fostered, which is crucial for applying knowledge in various real-life situations.

When introducing innovative methodologies, one must consider how incorporat-
ing art into teaching materials not only enhances the learning experience but also 
influences students’ views on the value of the object. What factors influence the 
processes by which an image is taken into account and explored? Despite their mas-
sive presence in all school materials, students are not used to learning from images, 
nor do they consider them serious sources of useful information [13]. In an investi-
gation [14], students were asked to read very carefully without missing any infor-
mation from the pages of an illustrated textbook. It was found that some subjects 
had not looked at the pictures at all and 25% had done so for amusement while 
reading.

Our research investigates how the inclusion of works of art in products varies the 
perception of them by consumers-students. The union between the field of educa-
tion and art through active methodologies to see the response of the consumer or 
student in this case enriches the educational experience as well as promotes a more 
meaningful learning by providing a critical vision on the products based on their 
knowledge acquired in the didactic experience. Therefore, this research suggests 
that the inclusion of artistic elements in products positively influences the consum-
er’s perception of value and quality. Furthermore, these significant differences in 
value perception are reinforced by innovative teaching methods such as GBL.

The main objective of this research is to verify how the perception of a group of 
students about products can vary with the inclusion of works of art in them if an 
active didactic methodology such as GBL is also applied. It is also intended to unite 
two fields of work, such as marketing and education, with a common thread, such 
as art, in order to promote a more meaningful learning.

6.2 � Literature Review

6.2.1 � Game-Based Learning

Nowadays, the teaching-learning process is sought to be increasingly dynamic and 
active, so that it results in motivation for the student [15, 16]. In this context, GBL 
can be a very useful option to promote the active participation of students, also 
facilitating the exchange of information [17].

This method of learning, which emphasizes active, collaborative participation, 
serves as a basis for investigating how certain strategies, such as gamification and 
serious learning, can be successfully implemented in educational settings. With the 
promotion of GBL, it is clear that teachers have new opportunities, but, at the same 
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time, they must take on new challenges. In the same sense, Jeres [21] argues that 
gamification and GBL enhance the ability of group work, in addition to social val-
ues and harmony with the original environments, favoring the transition from the 
static position of many teachers to a much more dynamic one, generating more 
motivating educational strategies for students.

In exploring the uses of GBL, it is crucial to emphasize how these techniques not 
only captivate learners but also foster the growth of essential skills through hands-
on experimentation and direct engagement. Gros [22] defines serious games as 
powerful learning tools that allow participants to gain experience by having the 
opportunity to safely learn from their own mistakes. The main objective would be to 
create learning environments that, through games, allow experimentation with real 
problems. The game creates a virtual environment that recreates real-life situations 
so that students can develop in a risk-free context but where there are rules and 
interactivity [23]. Typical teaching systems propose to the student different exer-
cises to be solved according to their level of mastery, which become more complex 
as the student acquires more skills [24].

Other significant elements of the use of GBL are participation and collaboration, 
since most games allow the incorporation of multiple participants, thus stimulating 
problem-solving by working in groups and the development of negotiation skills. In 
other words, not only learning from the game itself but also, and throughout the 
process, learning from the interaction with the other participants. Given that many 
of these games are developed from multiple platforms, following Gros [25], this 
would give meaning and educational value to the use of different types of smart 
devices (smartphones, tablets, multimedia players, video game consoles...).

Huang et al. [26] argue that to stimulate students’ motivation toward the learning 
process, games should consider three essential characteristics: (a) structure; i.e., 
clear information, tasks, and objectives, simple rules, and help during the develop-
ment of the game; (b) involvement, for which the game should be fun, attractive to 
students, and have a role; and (c) appearance, since the game should also be attrac-
tive from a visual point of view, with graphics and animations, besides being able to 
incorporate audio elements as well. Games, by presenting concrete challenges and 
challenges to students, can help create a creative and stimulating environment for 
knowledge acquisition, also enhancing teamwork [27], thus becoming a fun learn-
ing medium.

As it was mentioned before, GBL consists of the design and use of games in 
educational environments with formative intentions [18]. GBL is often considered 
an effective means to allow students to construct knowledge while having fun, thus 
maintaining a higher level of motivation and enhancing their ability to apply the 
acquired knowledge in solving real-life problems [19]. Thus, this methodology 
allows students to generate knowledge from complexity, trial, and error. Attending 
Lee [20], GBL (gamification is also expressly mentioned), can be an outreach strat-
egy to promote education among people as well as behavioral change.

In addition to investigating the influence of game-based learning, it is essential to 
contemplate how other creative components, such as art, are incorporated into vari-
ous industries, such as advertising, to shape consumer perception and behavior.
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6.2.2 � The Use of Art in Advertising

Through the use of gaming, GBL revolutionizes education while art in advertising 
employs subtle and emotionally engaging techniques to communicate intricate ideas.

Advertising tries to stimulate the demand for a product or to change the opinion 
or behavior of the consumer [28]. The consumer’s memory of the brand, the prod-
uct, and the company has a strong influence on the purchase decision, and if it is 
positive, it logically becomes a favorable aspect [29].

The inclusion of art in advertising is not a recent development; it has undergone 
substantial transformation over time, adjusting to changing market conditions and 
consumer demands. The use of art in advertising refers to the use of artistic ele-
ments, whether painting, architecture, photography, graphic design, or music, to 
create attractive and memorable advertisements for the public. Advertising that uses 
images of works of art is known as high art [30].

Art has played a very important role in marketing and, more specifically, in 
advertising, exerting a powerful influence on consumers. Advertisers frequently 
resort to art, even hiring renowned artists for the elaboration of their productions 
[31]. Already at the end of the nineteenth century, advertising used advertising post-
ers designed by artists such as Toulouse-Lautrec, to name a few of the great names 
that have left their mark. Somewhat later, during the 1950s and 1960s, Pop Art 
occupied a preferential place in advertising, as it adapted to this type of communica-
tion in a versatile way.

However, this phenomenon has become even more evident in recent decades, 
with a significant change in the conception of advertising and, in general, in com-
munication processes. It is not only a matter of transmitting and repeating messages 
but also of seeking creative resources, so necessary today for the product or brand 
to be remembered by consumers [32]. Brands seek to stand out and differentiate 
themselves from the rest; if they manage to provoke emotions, they will be remem-
bered and will better build customer loyalty [33].

Advertising resorts to art for inspiration, to simplify the understanding of the 
message and/or to differentiate itself, giving additional value to the product [34]. 
The use of marketing strategies is therefore intended to improve the public’s percep-
tion of certain products, introducing images and artistic techniques to attract atten-
tion and convey an idea of exclusivity, among other values [35]. And this is so 
because, both art and advertising, either through words or images, are two disci-
plines that allow expressing emotions: “Art is the expression of the mental response 
of human beings to their natural environment, interpreting and trying to subdue 
reality, rationalize nature and give a visual expression to their mythologizing con-
cepts” [36]. Big brands have adopted the concept of art with the purpose of being 
recognized [37].

Nowadays, consumers, especially those in the 17–34 age group, are very familiar 
with images and need messages that surprise them, which implies the use of a wide 
variety of advertising resources [38]. Petty and Wegener [39] find that persuasive 
tactics that focus on imagery, aesthetic design, or the incorporation of artwork, 
rather than on the message or rational sales pitches, are particularly effective.
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The use of art in advertising can boost brand promotion, helping to make it 
known to a wider market segment [40, 41], while at the same time giving products 
a higher status through the so-called art infusion, which increases the perception of 
products associated with luxury or prestige [35].

Advertising associated with art usually employs old and classical style works 
and is preferred by a large number of consumers [40]. However, unconventional 
styles, more radical compositions and contemporary trends are often preferred by 
people with an academic background in art [42, 43]. In any case, for art to transfer 
its image and characteristics to a brand, the artwork must first be recognized [35].

Art’s ability to transform advertising underscores its capacity to enhance and 
distinguish products, underscoring the compelling connection between visual cre-
ativity and commercial influence.

6.3 � Methodology

6.3.1 � Development of Research Materials and Tools

In this study, we have tried to give continuity, response, and solidity as well as to 
compare the results with the study conducted by Hagtvedt and Patrick [35], where 
he explores how the inclusion of art in the presentation of products improves the 
perception and evaluation of such products by consumers. For this reason, special 
interest has been placed on the development and elaboration of the materials used, 
both for the elaboration of the didactic dynamics with the GBL methodology and in 
the elaboration of the images for the questionnaire.

The use of GBL tries not only to capture the interest of students but also to 
enhance their motivation for learning in a more active way; therefore, and given that 
this study is applied in a compulsory secondary school, the subject of Plastic and 
Audiovisual Education and Technology and digitalization were used to introduce 
these concepts of art as well as the different didactic dynamics.

The selection of the materials to be evaluated in the survey differed from the 
aforementioned article, since both the cutlery and the rest of the products are out-
side the context of the classroom, and therefore, it was decided to evaluate this 
analysis with a material closer to them. Therefore, two boxes of brushes, pencils, 
and wood-finish paints were selected that were identical in size and content, differ-
ing only in the design of the cover.

The control box (Fig. 6.1) presented a simple design on its cover, consisting of a 
representation of a starry night, with a dark sky and stars distributed on it. This 
design was chosen for its simplicity and similarity in theme to the experimental box, 
which showed a reproduction of the well-known work “The Starry Night” by 
Vincent van Gogh (Fig. 6.2).

The choice of Vincent van Gogh’s Starry Night for the cover of the box was not 
a random decision, as we were looking for a work with visual impact and relevant 
emotional intensity, which makes it suitable for assessing how the perception of art 
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Fig. 6.1  Product image. 
(Control box)

Fig. 6.2  Product image. 
(Box with Vincent van 
Gogh’s “The Starry 
Night”)

can affect the evaluation of educational products. In addition, the Adobe Firefly 
application was selected because it is a free, online tool that allows for the subtle 
modification of images of any kind, including artistic works, making it possible to 
evaluate students’ detailed observation and critical analysis, which are important 
aspects of this research on teaching methods.
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We were looking for a work with notable artistic recognition as well as to gener-
ate a visual impact on the students as it is of an original pictorial style. The inclusion 
of this work is intended to assess how an artistic image can influence the students’ 
perception of the materials.

These two variants in the design of the boxes seek to establish connections with 
the approach proposed by previous reference research that suggests that the aesthet-
ics of the materials can significantly influence the perception of the object and its 
evaluation.

6.3.2 � Questionnaire Design and Structure

In order to answer and compare results to the questionnaire proposed by the previ-
ously mentioned research published in the Journal of Marketing Research, a similar 
questionnaire structure was maintained, taking advantage of the concept of “Art 
Infusion,” a concept that answers how the perception of art influences the perception 
of other objects [44]. “Art Infusion” explores how the presence of art (in this case, 
the artistic covers of the boxes) affects the perception and valuation of educational 
materials.

The questionnaire provided to the students consists of four clearly defined 
blocks, thus structuring the different questions following to a greater extent the 
guidelines of the reference article. These blocks are focused on aspects such as the 
perception of luxury and the valuation of the artistic. Each of the blocks addressed 
different parameters, on the one hand, the first block with demographic questions, 
such as age, sex, and socioeconomic level or average family income.

The second block showed both boxes, configured to be displayed randomly with 
a single question assessing whether the item was considered a work of art and 
whether the two images were considered similar.

The third and fourth blocks addressed the questions posed by Hagtvedt and 
Patrick, where the perception of art and the perception of value or luxury were 
evaluated. In both blocks, five and four questions were asked respectively with simi-
lar content per block in order to give validity to the answers. Likewise, the answers 
were based on a Likert scale from 1 to 7.

One of the objectives of the study was to compare the results obtained in an edu-
cational context and to check if there is a significant difference in the results after 
applying an innovative and active didactic methodology such as the GBL in relation 
to their perception of the object. Similarly, the aim is to validate and evaluate 
whether the effects of “Art Infusion’ observed in the field of consumption can be 
applied to the educational context.

The questionnaire design was based on the idea of “Art Infusion,” which explores 
how the presence of art affects product perception. Each block of the questionnaire, 
keeping the same structure blocks as the original article, addresses a different aspect, 
from aesthetic evaluation to association with luxury, allowing a detailed and 
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multidimensional investigation of the artistic effects on education. This approach 
allows validating hypotheses on the impact of art on learning.

The questions to be assessed provided to the students in the questionnaire on 
each image (standard product and product with the Van Gogh cover) were as 
follows:

Q1: Do you consider this product to be a work of art?
Q2: Do you think that the previous images are similar?
Q3: �Subjective evaluation of the value of the product according to parameters such 

as unfavorable/favorable, negative/positive, unpleasant/pleasant, I don’t like it 
very much/I like it very much, or bad/good.

Q4: �Evaluation of its perception as a luxury item, rating values such as luxury,  
prestige, attractiveness, and quality.

6.3.3 � Sample Selection and Characteristics

The use of active didactic methodologies such as the GBL to evaluate the impact it 
has on a given group of students requires a representative and diverse sample of 
students and therefore the selection of participants was made with special attention 
to the distribution by age, gender, and educational level.

The selection criterion seeking different ages in a similar range and educational 
levels was carried out with the second, third, and fourth years of compulsory sec-
ondary education, as well as the first year of the basic grade training cycle. This 
allows a wide age range to be covered, between 12 and 17 years of age, maintaining 
similar cognitive and emotional development stages [45].

Given that the participants are minors, those responsible for the students were 
previously informed that no sensitive data would be collected from the minor, and 
the confidentiality and anonymity of the participating students were guaranteed.

The selection of the students was randomly made from among the students who 
volunteered in each course with a representative sample of each one of them, trying 
to guarantee that the results were as representative as possible of the educational 
center. With the intention of having an equitable representation in terms of both age 
and gender, the first selection of volunteers was fairly equitable, ensuring that the 
results obtained were not biased by age, gender, or other circumstances or 
characteristics.

After receiving the students who volunteered, they were divided into two groups, 
control and experimental, which would carry out the GBL dynamics. The distribu-
tion between the two groups was randomized.

The control group received the questionnaire directly without previously inform-
ing them of its content, while the experimental group began the session with the 
GBL methodology.
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6.3.4 � Participant Data

The study sample consisted of 62 students, 50% male and 50% female, aged 
between 12 and 17 years old (M = 14.82 and SD = 1.13), with a majority between 
14 and 15 years, 27% and 32%, respectively, followed by 20% of students aged 
16 years.

The control group consisted of 34 students (54%), 18 males and 16 females, 53% 
and 47%, respectively.

Likewise, the students who carried out the GBL activity were 28 (46%), of which 
13 males and 15 females, 46% and 54%, respectively.

Regarding the family income reflected in the survey, 52% of the participants (32) 
belonged to families with medium income, 32% to families with medium-low 
income (18), and 13% (8) to families with medium-high income, and a minimum 
percentage of 3% (4) had low or very low economic situations.

In order to ensure an adequate and equitable representation of our study sample, 
we have included summary Table  6.1 detailing the distribution of participants 
according to age, gender, educational level, and socioeconomic status. These tables 
not only provide a quick understanding of the composition of our sample but also 
allow for comparisons between the control and experimental groups.

6.3.5 � Application of the GBL Methodology 
and Game Dynamics

The active didactic methodology used to motivate the students as well as to try to 
find out if this methodology can further enhance the perception of the object was 
GBL, which uses game dynamics as a classroom context while addressing a specific 
concept, in this case, aspects of general artistic culture and pictorial techniques.

Works of art by recognized authors were selected, such as “La Gioconda” or 
“The Last Supper” by Leonardo da Vinci, “The David” by Michelangelo, or “The 

Table 6.1  Summary of participant demographics

Items Control Experimental

Gender Male 18 13
Female 16 15
Total 34 28

Age Average 14,14 15,64
SD 0,9576 0,7310

Family income Low 2 0
Medium-low 13 7
Medium 15 17
Medium-high 13 4
High 7 0
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Fig. 6.3  Artwork “The Sunflowers” Vincent van Gogh, original, modified, and solution

Sunflowers” by Vincent van Gogh (Fig. 6.3), among others. In these works, using 
artificial intelligence, specifically the Adobe Firefly application, the works have 
been modified to add discordant elements. These elements, unrelated to the original 
work, were used to explain aspects such as title, author, date, style, and historical 
context, while the work was exposed and the students had to locate them by analyz-
ing the work in detail, encouraging detailed observation and critical analysis. 
Likewise, the discordant element varied in difficulty to adapt to different levels. For 
example, Da Vinci’s “La Gioconda” was used with sunglasses, in Michelangelo’s 
“The Last Supper” one of the apostles carried a cell phone, or in much more com-
plex levels such as in Bosch’s “The Garden of Earthly Delights” (Fig. 6.4), a six-
legged minotaur was included in a rather hidden area (Fig. 6.5).

The objective of identifying the discordant elements of the works of art is 
intended to stimulate students by increasing their capacity for observation and criti-
cal and analytical thinking.

After the dynamics, and once the session with both groups was concluded, a 
group reflection was carried out on the importance of artistic knowledge, discussing 
the numerous visual references that exist today in advertising, cinema, televi-
sion, etc.

6.3.6 � Evaluation Procedure, Data Collection, 
and Statistical Analysis

The questionnaire, inspired by the study “Art Infusion” by Hagtvedt and Patrick, 
was given to the control group directly without prior information about its content 
or usefulness at the beginning of the session, while to the experimental group, it was 
administered after the GBL game dynamics had been carried out.

6  Game-Based Learning Through the Use of Artwork Images: Influence…



86

Fig. 6.4  “The Garden of Earthly Delights” by Hieronymus Bosch, original

Fig. 6.5  Work “The Garden of Earthly Delights” Hieronymus Bosch, modified/solution

The statistical analysis of the data collected sought to evaluate the effectiveness 
of the didactic strategies implemented as well as to validate the responses to the 
questionnaire.

On the one hand, the validation of the data collected in the survey was carried out 
by applying Cronbach’s alpha [46], thus evaluating the consistency of the data col-
lected, seeking excellent or very high reliability [47].

The responses obtained between the control and experimental group were com-
pared by analysis of variance (ANOVA) following the guidelines of Montgomery 
[48]; like the reference study, this analysis, allows us to determine whether there are 
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significant differences in the perception and assessment of the materials shown to 
students after applying a particular innovative didactic dynamics.

Likewise, and in order to provide greater value to the differences found, Student’s 
t-test was used, providing additional information and supporting the difference 
between the data collected [49].

6.4 � Results

This study focuses on investigating how the GBL didactic methodology can influ-
ence the perception of the object if it has an artistic sign on its cover. It responds to 
and reinforces the study on “Art Infusion” by comparing similar items.

The data collected through the surveys given to the students have been purified 
by eliminating those answers whose values showed to have been made at random 
and were far from the global average. The reliability of the data collected to validate 
this research was calculated by means of Cronbach’s test, which obtained a value of 
0.93, placing it in the “excellent reliability” range according to the criteria estab-
lished by Hair et al. These results denote the consistency of the questionnaire, serv-
ing as a solid base on which to build the rest of the analysis using the different 
statistical methods.

The statistical techniques used, such as the t-test or the analysis of variance 
(ANOVA), are intended to locate significant differences between the different vari-
ables analyzed, not only focused on the artistic perception of the products but also 
on their perceived value as well as their valuation as a luxury item.

Before analyzing the different variables and comparing them to determine if 
there are significant differences between them, the nomenclature used in the differ-
ent tables is shown in Table 6.2.

6.4.1 � Student t-Test Analysis

The results were obtained after confronting the different variables with the t-test, 
obtaining 28 valid records after performing data cleaning for each group, both the 
control group and the group with GBL methodology, and considering the df value 
(degrees of freedom) as 54, with an α of: 0.05. The Student’s t-test yielded a critical 
two-tail t-value of 2.005. Likewise, Table 6.3 shows the results of each of the t-test 
parameters, the variables compared (V1,V2); the mean (X ̄1, X ̄2) and the difference 
between them in absolute value; the variance of each of the variables as well as the 
pooled variance; the calculated t Stat value; and the P(T < =t) two-tail or two-tailed 
p-value.
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Table 6.2  List of nomenclature and description of the variables compared in the different tests

Nomenclature Description

GBL 1 After the GBL dynamic: Do you consider this product to be a work of art?—
product with van Gogh’s cover

GBL 2 After the GBL dynamic: Do you consider this product to be a work of art?—
standard product

GBL 3 After the GBL dynamic: Do you think that the images above are similar?
GBL 4 After the GBL dynamic: Subjective value assessment—product with van Gogh’s 

cover
GBL 5 After performing the dynamic using GBL: Subjective value assessment—

standard product
GBL 6 After performing the dynamic using GBL: Perception of luxury—product with 

van Gogh’s cover
GBL 7 After performing the dynamic using GBL: Perception of luxury—standard 

product
CONTROL 1 Without GBL: Do you consider this product to be a work of art?—product with 

van Gogh’s cover
CONTROL 2 Without GBL: Do you consider this product to be a work of art?—standard 

product
CONTROL 3 Without using GBL: Do you think that the images above are similar?
CONTROL 4 Without performing the dynamic using GBL: Subjective value assessment—

product with van Gogh’s cover
CONTROL 5 Without performing the dynamic using GBL: Subjective value assessment—

standard product
CONTROL 6 No GBL dynamic: Perception of luxury—product with van Gogh’s cover
CONTROL 7 Without performing the dynamic using GBL: Perception of luxury—standard 

product

6.4.2 � Analysis of Variance (ANOVA)

In this analysis, the aim is to locate significant differences between the variables 
mentioned above by means of a one-factor analysis of variance (ANOVA).

Comparing the results obtained both in the variables reflected in Table 6.2 and 
comparing them with the results of the article “Art Infusion” trying to validate and 
give an answer about its applicability in the educational field through methodologi-
cal experiences such as the GBL.

The table of results of the analysis of variance (ANOVA) of the different vari-
ables (V1 and V2) with the following parameters is shown below:

The sum of the data obtained (Sum); Sum of Squares (SS) representing the vari-
ability in the data indicating Between Groups (BG), variability between groups and 
Within Groups (WG), variability within groups; Mean Square (MS) being the sum 
of squares (SS) divided by the degrees of freedom (df); the F-statistic, which indi-
cates the proportion of variation between groups versus variation within groups; and 
P-value reflecting the probability of observing an F-value at least as extreme as the 
observed value.

A. Galindo-Durán et al.



89

Table 6.3  Results of the t-test for the different variables compared

Variables (V1, V2)
Mean (X̄1, X̄2/
difference

Variance 
(V1; V2)

Pooled 
variance t Stat

P(T < =t) 
two-tail

GBL 1 vs 
CONTROL 1

5.89; 6.04 / 0.2 1.43; 1.22 1.33 −0.460 0.645

GBL 2 vs 
CONTROL 2

4.93; 5.18 / 0.3 3.55; 2.89 3.22 −0.520 0.604

GBL 3 vs 
CONTROL 3

4.96; 4.18 / 0.8 1.22; 3.56 2.39 1900 0.063

GBL 4 vs 
CONTROL 4

5.77; 5.06 / 0.7 1.07; 1.18 1.13 2490 0.016

GBL 5 vs 
CONTROL 5

4.87; 4.82 / 0 2.5; 1.32 1.91 0.140 0.893

GBL 6 vs 
CONTROL 6

5.29; 5.19 / 0.1 2.03; 1.08 1.55 0.320 0.749

GBL 7 vs 
CONTROL 7

4.91; 5.15 / 0.2 1.71; 1.52 1.62 −0.710 0.481

GBL 1 vs GBL 2 4.93; 5.89 / 1 3.55; 1.43 2.49 −2290 0.026
CONTROL 1 vs 
CONTROL 2

5.18; 6.04 / 0.9 2.89; 1.22 2.06 −2240 0.030

GBL 4 vs GBL 5 4.87; 5.77 / 0.9 2.5; 1.07 1.79 −2520 0.015
GBL 6 vs GBL 7 4.91; 5.29 / 0.4 1.71; 2.03 1.87 −1050 0.298
CONTROL 4 vs 
CONTROL 5

4.82; 5.06 / 0.2 1.32; 1.18 1.25 −0.810 0.420

CONTROL 6 vs 
CONTROL 7

5.15; 5.19 / 0 1.52; 1.08 1.3 −0.120 0.907

It should be noted that the mean value and variance necessary for the calculation 
have already been reflected in Table 6.4 and that the value obtained for degrees of 
freedom (df), being the degrees of freedom associated with each source of variation, 
have been for Between Groups 1, and for Within Groups 54. Likewise, the F critical 
(F crit) value which determines whether the observed value of F is extreme enough 
to reject the null hypothesis is 4.02.

As can be seen, there are significant differences in the application of the gamified 
game-based experience versus the control group suggesting that it has had a percep-
tible impact on how students value the product.

6.4.3 � Interpretation of the Results

Looking at both tables, Tables 6.3 and 6.4, we can highlight several variables in 
which the perception of the product has a significant difference, as well as other 
variables that, although remaining in a range above the traditionally fixed 0.05, 
show differences worthy of being analyzed and studied in context. Specifically, the 
most significant differences recorded are reproduced between the following 
variables:
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Table 6.4  Results of the analysis of variance (ANOVA) of the different variables compared

Variables (V1, V2) Sum (V1; V2) SS (BG; WG; T)
MS (BG; 
WG) F P-value

GBL 1 vs CONTROL 1 165; 169 0.29; 71.64; 71.93 0.29; 1.33 0.215 0.644
GBL 2 vs CONTROL 2 138; 145 0.88; 173.96; 

174.84
0.88; 3.22 0.272 0.604

GBL 3 vs CONTROL 3 139; 117 8.64; 129.07; 
137.71

8.64; 2.39 3616 0.063

GBL 4 vs CONTROL 4 161.6; 141.8 7; 60.94; 67.94 7; 1.13 6203 0.016
GBL 5 vs CONTROL 5 136.4; 135 0.03; 103.24; 

103.28
0.03; 1.91 0.018 0.893

GBL 6 vs CONTROL 6 148.25; 
145.25

0.16; 83.96; 84.12 0.16; 1.55 0.103 0.749

GBL 7 vs CONTROL 7 137.5; 144.25 0.81; 87.32; 88.13 0.81; 1.62 0.503 0.481
GBL 1 vs GBL 2 165; 138 13.02; 134.54; 

147.55
13.02; 2.49 5225 0.026

CONTROL 1 vs 
CONTROL 2

169; 145 10.29; 111.07; 
121.36

10.29; 2.06 5001 0.029

GBL 4 vs GBL 5 161.6; 136.4 11.34; 96.63; 
107.97

11.34; 1.79 6337 0.015

GBL 6 vs GBL 7 148.25; 137.5 2.06; 100.91; 
102.97

2.06; 1.87 1104 0.298

CONTROL 4 vs 
CONTROL 5

141.8; 135 0.83; 67.55; 68.38 0.83; 1.25 0.66 0.42

CONTROL 6 vs 
CONTROL 7

145.25; 
144.25

0.02; 70.37; 70.39 0.02; 1.3 0.014 0.907

GBL 4 vs CONTROL 4 represent the analysis of the value of the product with the 
van Gogh cover after performing the dynamic using GBL vs. the control group.

GBL 1 vs GBL 2 compares among those who performed the GBL dynamic, the 
consideration of the product as a work of art between the one with the van Gogh 
cover and the standard product.

CONTROL 1 vs CONTROL 2 compares the results of the control group, the consid-
eration of the product as a work of art between the one with the van Gogh cover 
and the Standard product.

GBL 4 vs GBL 5 corresponds to those who, after performing the GBL dynamic, 
evaluated the value of the product between the one with the van Gogh cover and 
the standard product.

To a lesser extent, it is also worth noting the differences in the consideration of 
whether the product is similar to the other between those who performed the gami-
fied dynamic and those who did not (GBL 3 vs CONTROL 3).

These values obtained with a p-value of less than 0.05 indicate that we can reject 
the null hypothesis that there are no differences between the means of the groups, 
suggesting a significant effect of the educational intervention. These headings are 
evaluated in detail below, putting them in context with their related variables.
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6.4.4 � Analysis of the Value of the Product after Carrying Out 
the GBL Dynamic Versus the Control Group

The data reveal a significant difference in the perception of product value between 
the groups that performed the gamified dynamic versus the control group, obtaining 
a mean rating out of 7 on the Likert scale of 5.77 versus 5.06, corresponding to a t 
Stat of 2.49 and a P(T < =t) two-tail of 0.016. This suggests that the GBL experience 
may have influenced the way students evaluate the integration of art into products, 
increasing their perception of product value. However, the ratings recorded for the 
product that did not have van Gogh’s work on its cover barely varied between the 
control group (4.82) and the experimental group (4.87), barely reaching statistical 
significance (P = 0.893). These results show that the gamified intervention did not 
have a significant impact on the perception of the value of the product that does not 
incorporate artistic elements in its design.

The analysis of variance demonstrates the hypothesis proposed and reinforces 
the data reflected above with a 6.203 versus the 0.018 of the F statistic, which indi-
cates the proportion of variation between groups versus the variation within groups.

These data demonstrate that the gamified educational experience not only 
enhances artistic appreciation but also shapes students’ aesthetic judgment of prod-
ucts. These values highlight the ability of GBL as a didactic tool to influence the 
construction of aesthetic judgments and support the numerous researches on how 
gamified educational experiences with active methodologies enrich the student’s 
educational experience.

On the other hand, the study shows a significant difference in the perception of 
value between the product with the inclusion of artistic elements versus the standard 
product between both experimental groups. This difference is entirely to be expected 
based on the study by Hagtvedt and Patrick [35]; however, it is worth noting that in 
those students who carried out the educational dynamic, the valuation of the product 
is much higher compared to the control group.

The data obtained for the group that carried out the GBL comparing their assess-
ment of perceived value between the product with the van Gogh and the standard 
product is 4.87 compared to an average of 5.77 out of 7, with a difference of 0.9. 
The t-test yielded a value of 2.52 and P = 0.015, as well as the ANOVA analysis 
yielded an F(1, 54) = 6.337 and P = 0.026.

Meanwhile, the control group, faced with the same question, showed a difference 
in their mean rating of 0.2, starting from a 4.82 and reaching a 5.06 rating out of 7 
for the product with van Gogh on its cover. Likewise, the t-test showed a value of 
0.81 and P  =  0.42, as well as the ANOVA analysis which resulted in an F(1, 
54) = 0.66 and P = 0.42.

These results again demonstrate the importance of the GBL in its influence of the 
perception of value of an item.
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6.4.5 � Analysis of Artistic Perception

The values obtained in terms of perception as an artistic work between the Standard 
product and the product with Vincent van Gogh’s “The Starry Night” on its cover 
reflect significant differences between the different analysis groups.

On the one hand, the results of those who participated in the educational dynamic 
stand out, who rated their perception as a work of art with an average of 4.93 versus 
5.89 out of 7, therefore, a difference between both ratings of 1 point, between one 
product or the other, reaching a t Stat of 2. Similar differences were obtained in the 
control group, where the difference between both means was 0.9 with a t Stat of 
2.24 and a P(T < =t) two-tail of 0.03. These data reflect that, as Hagtvedt & Patrick 
[35] showed in their study, the differences between these products are significant. 
Likewise, the ANOVA analysis shows representative data, with F(1, 54) = 5.225 and 
P = 0.026 at the control group.

It should be noted that in this study, the differences obtained were 4.47 and 5.51 
on average between both evaluations with an F(1, 97) = 7.22 and P = 0.07.

These data, so similar to those obtained in this didactic experience, demonstrate 
and validate the study, and the applicability of the GBL dynamics in the educational 
curriculum as a didactic methodology for certain aspects becomes more important.

6.4.6 � Analysis of the Perceived Similarity Between Images

Faced with the question of whether the perception of similarity between two prod-
ucts can be influenced through an active didactic methodology, this analysis pro-
vides and reflects interesting data in this regard, by showing how the visual 
perception of practically similar objects that only differ in the presence of a work of 
art in their design can be altered.

The results indicate that the students who carried out the didactic experience dif-
ferentiated the products more than the control group, with a difference between both 
means of 0.8 points; likewise, the t Stat and the p obtained a value of 1.9 and 0.063, 
respectively. Similar data is reflected in the ANOVA analysis with an F(1, 
54) = 3.616. Although, as can be observed, it does not reach a level of statistical 
significance below the conventional threshold of 0.05, this difference can be consid-
ered relevant since it is a simple question such as the similarity or not of one product 
compared to another.

On the other hand, other variables such as the perception of the product as a 
luxury item were not as significant as the previous variables mentioned, with 
p-values greater than 0.5. These differences may suggest that the group of students 
in both the control group and the experimental group, given their age or socioeco-
nomic level, may not value or observe luxury patterns in this type of products, and 
therefore, there are no significant differences to highlight in the results.
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6.5 � Discussion

This study aims to give value to the GBL methodology in a context linked to mar-
keting and how the perception of an object in its relationship with art can be influ-
enced by this didactic methodology. For this purpose, a project has been developed 
similar to the study provided by Hagtvedt and Patrick [35] on the “Art Infusion” 
where two products similar in content have been modified with their cover having 
one of them a recognized work of art (“The Starry Night” by Vincent van Gogh). 
The aim is therefore to test whether the perception of the value of the object is modi-
fied with active didactic tools.

The results achieved in this analysis show significant differences in the percep-
tion of value between the control group and the group that participated in the gami-
fied experience, showing the potential of GBL as a didactic tool. However, there 
were no relevant differences between the standard product and the one that incorpo-
rated the artistic work on its cover, which shows that the active methodology does 
not modify the perception of value of all products, but only of those, that are linked 
to the experience thanks to the knowledge of artistic works.

It further suggests that the educational experience not only increases students’ 
motivation and their interest in acquiring content [50] but also influences their per-
ception of the value of artistic objects by including cultural patterns and critical 
judgment before a work of art in their knowledge.

These results suggest reflecting on the increase of content in the incorporation in 
the educational curriculum related to art given its great potential and multidisci-
plinary capacity. The application of an active didactic methodology with artistic 
content to evaluate a product has proven to be useful not only as an attractive and as 
motivating educational experience but also as a contribution to critical thinking and 
cultural enrichment. This research reinforces the idea that GBL combined with 
other elements and contents such as art or marketing enriches the educational expe-
rience and enhances the perception and valuation of products.

6.6 � Limitations and Future Lines of Research

Although the results of this study are promising, it is necessary to recognize its limi-
tations. First, the sample was composed exclusively of students in compulsory sec-
ondary education and located in the same educational center, which prevented the 
generalization of the results to other groups or educational contexts. On the other 
hand, the design of the study precluded establishing a cause-effect relationship, but 
only established associations between the GBL methodology and the perception of 
the product. It is recommended that other studies with more randomized samples 
and different groups of GBL or “Art Infusion” application be carried out to evaluate 
the long-term effects of these educational interventions and confirm their relation-
ships. Another significant limitation is the focus on a single type of artistic 
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expression (painting), which suggests the need to investigate whether the findings 
persist with other art forms, such as sculpture, music, or theater.

In terms of future lines of research, it would be useful to analyze how different 
cultural and educational contexts influence the effectiveness of GBL methodology 
in teaching art and product perception in the future line of research.

6.7 � Conclusions

The impact of an active didactic methodology, specifically, GBL on students’ per-
ception of the value, aesthetics, or luxury of a product, has been the focus of analy-
sis of this research. The differences registered between a group of students who 
followed a GBL dynamic and a control group that only registered the data in the 
survey without any kind of active educational experience, comparing in certain 
aspects and criteria two similar products where one of them contained a recognized 
work of art (“The Starry Night” by Vincent van Gogh) on the cover have been 
revealing, highlighting the following key points:

Increased Value Perception  There is a significantly higher appreciation of the 
product with the artwork compared to the standard product in those students who 
performed the gamified didactic activity. This reflects that the GBL methodology 
encourages a reflection of art and a greater aesthetic sensitivity in its value, enrich-
ing the perception of value of objects if they integrate aesthetic aspects of known 
works of art.

Improvement in Critical Thinking  The GBL methodology, as well as fostering 
students’ motivation, shows an increase in the capacity to observe and value artistic 
details by distinguishing more clearly similar products with small artistic details 
that differentiate them from each other.

Increased Ability to Differentiate Products  It has been demonstrated how, thanks 
to the application of GBL, the perception of a product can be increased in terms of 
its differentiation with respect to other similar products. These findings are not only 
interesting for the field of marketing, advertising, or packaging but also for the edu-
cational field, where the inclusion of art can be an effective strategy to achieve cer-
tain objectives.

On the other hand, the perception of luxury has not been modified after the 
dynamics, not significantly altering the perception between products under this cri-
terion. This premise may reflect that the conception of luxury of the sample studied 
is not clearly defined or marked in their cognitive development given their current 
socioeconomic situation or that this concept is linked to multiple factors and not 
only to the inclusion of artistic elements.

This study provides evidence after conducting a classroom experiment with a 
random group of students where, by applying an active teaching methodology such 
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as GBL, significant differences in the perception of the value of a product compared 
to another practically similar one have been produced. These findings reinforce the 
idea of giving greater importance to art in the educational curriculum by applying 
innovative methodologies that foster a deeper appreciation of art and its value in 
society. This research opens up a wide range of future research on how art education 
and active teaching methodologies can influence other aspects of the product.
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Chapter 7
Unveiling the Collaborative Dynamics 
of Clusters in Enhancing Cooperation 
for Green Marketing Initiatives: 
A Conceptual Model
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Abstract  In the current business landscape, where prioritizing sustainability has 
become imperative, cooperation in developing green marketing takes center stage. 
Companies are urged to adopt innovative approaches, transcending individual inter-
ests in favor of a collective commitment to the greater good. In this transformative 
journey, cluster organizations emerge as facilitators, leveraging their inherent 
advantages to propel and support such innovative endeavors. However, despite the 
growing scholarly attention toward green marketing and the diminishing signifi-
cance of geographical proximity in communication, there remains a need for further 
investigation into the effectiveness of clusters for green marketing initiatives. 
Accordingly, this paper aims to conceptualize how clusters, leveraging their non-
spatial proximity advantages, can foster cooperation for green marketing 
initiatives.

Clusters are influenced by firm relationships such as affiliation, coordination, 
collaboration, and strategic networks. These relationships influence the degree of 
non-spatial proximities such as social, cognitive, institutional, and organizational 
dimensions. Moreover, each facet of non-spatial proximity serves as a foundation 
for distinct forms of cooperation in green marketing. This framework posits that 
social proximity fosters research collaboration and knowledge sharing, cognitive 
proximity facilitates the exchange of resources and expertise, institutional proxim-
ity supports advocacy for policy initiatives, and at the apex of cooperative endeav-
ors, organizational proximity drives joint marketing initiatives and innovation. This 
conceptual model offers practical guidance and paves the way for more in-depth 
examinations in subsequent studies.
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7.1 � Introduction

Establishing green marketing initiatives and promoting corporate engagement are 
critical prerequisites for fostering economic, social, and environmental sustainabil-
ity performance [1]. In analogous contexts, scholarly investigations have examined 
interfirm proximity [2] and cooperation [3] as antecedents to collaborative innova-
tion. However, despite the inherently competitive nature of marketing [2], where 
firms often compete, marketing cooperation has been recognized as an innovative 
solution for fostering collective performance [4]. Simultaneously, the emerging 
innovation of green marketing [1] adds complexity to the landscape. Hence, a 
nuanced study becomes imperative to unravel how firms’ relationships and proxim-
ity may significantly impact the dynamics of Green Marketing Cooperation (GMC).

Several reasons underscore the significance of firms’ proximity as a decisive fac-
tor. Firstly, the relationship between proximity and innovation has been subject to 
systematic research, as evidenced by extensive studies [2, 5, 6]. Before the advent 
of contemporary information and communication technologies, geographical prox-
imity played a pivotal role in clusters [7] and was a pertinent precursor for collabo-
ration [8]. Consequently, delving into the literature on regional economics becomes 
imperative to elucidate how clusters continue to form the foundation for successful 
development and performance in regions, even amid the diminishing role of geo-
graphical proximity [9]. Boschma [2] notably underscores the role of firms’ prox-
imity in innovation in a context closely aligned with our discussion, acknowledging 
geographical proximity as a foundational factor that fortifies other dimensions of 
proximity, such as cognitive, organizational, social, and institutional.

However, a judicious balance is essential, as an excess or deficiency of proximity 
can pose challenges. Firms engaged in collective innovation must navigate the intri-
cacies of non-spatial proximity dimensions that underscore the importance of 
regional clusters [2]. According to Porter [3], the coexistence of cooperation and 
competition within a location is the prevailing condition for forming a cluster. 
Nevertheless, more than proximity is needed, and effective communication among 
actors is imperative for fostering cooperation, particularly in marketing [10].

Nevertheless, the nexus between proximity, cooperation, and green marketing, 
acknowledged as a nascent area, warrants further research [11]. In addition, the 
existing theories need to be fundamentally revised. The outcomes of theoretical 
models scrutinizing the correlation between proximity and innovation diverge from 
some conceptual frameworks. For instance, despite Boschma’s [2] proposition that 
all dimensions of proximity are pivotal precursors of innovation, research findings 
by Geldes et  al. [9, 12] reveal that only social proximity impacts innovation. 
Furthermore, recent studies indicate that the various non-spatial dimensions of 
proximity may not necessarily influence each other [13]. Consequently, despite the 
heightened attention to the significance of collaboration with competitors, there 
remains a need for additional theoretical investigations to grasp this subject compre-
hensively [6].
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In this context, conflicts arise due to the inherent coexistence of competitive and 
cooperative behaviors [14], influencing how firms engage with their rivals [15]. 
Consequently, the nature and impact of firms’ proximity on Green Marketing 
Cooperation (GMC) may vary, contingent on the quality of this factor, with the level 
of relationship playing a pivotal role in marketing cooperation [10, 16], an aspect 
that has received relatively scant attention in research. Notably, this research adopts 
a comprehensive definition of green marketing, encompassing social and cultural 
aspects and the environmental responsibilities of both customers and businesses [1]. 
It further expands this framework by incorporating cooperation marketing [10]. In 
essence, the objective of green marketing should encompass all facets of economic, 
environmental, and social sustainability [17]. Thus, green marketing is expansive 
[1], allowing actors to collaborate in pursuit of shared environmental and social 
objectives while safeguarding their competitive advantage. Consequently, coopera-
tion could exert a more pronounced influence on the efficacy of green market-
ing [18].

Consequently, although cooperation with competitors is inherently risky, creat-
ing shared values and cooperation requires individual commitment [10]. Cooperation 
could exert a more pronounced influence on the efficacy of green marketing [18]. 
Sharing knowledge and experiences with competitors to attain shared objectives 
underscores the significance of cooperativeness within the interplay of cooperation 
and competition [6]. The effectiveness of such cooperative endeavors is contingent 
upon the depth of interfirm relationships [10]. Despite the inherent risks associated 
with collaborative efforts in sales and marketing activities [19], the exchange of 
marketing knowledge holds the potential for considerable success, particularly for 
firms with aligned goals, such as those centered on environmental and social sus-
tainability [1].

Moreover, interfirm relationships, encompassing affiliation, coordination, col-
laboration, and strategic networks, are identified as determinants [10] of non-spatial 
proximity dimensions, such as social, cognitive, institutional, and organizational 
proximity [2]. The outcomes of these interfirm relationships assume a controlling 
role in influencing Green Marketing Cooperation [4].

This study raises two primary questions that lay the groundwork for future 
research into the influence of varying cooperation levels and the impact of different 
closeness dimensions on cooperative efforts within Sabzer recovery initiatives.

Research Question 1: How important is the quality of interfirm relationships in 
shaping and enhancing the effectiveness of non-spatial proximities?

Research Question 2: Do different proximity dimensions similarly influence coop-
eration in green marketing?

This research notably highlights the need to identify which proximity dimen-
sions—cognitive, organizational, social, and institutional—are essential for suc-
cessful cooperation in green marketing. It also seeks to understand the conditions 
that likely govern the relationship between these non-spatial proximity dimensions 
and green marketing cooperation. This research establishes a comprehensive frame-
work for future studies to explore these questions thoroughly. Furthermore, this 
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conceptual model serves as a valuable tool for assessing the significance of business 
networks or clusters in the context of green marketing and sustainability 
performance.

7.2 � Literature Review

Subsequently, this paper builds upon existing models and elucidates the primary 
components constituting this conceptual framework. This section begins by defin-
ing Green Marketing Cooperation (GMC). It then examines its correlation with 
firms’ proximity across varied scenarios, presenting corresponding hypotheses.

7.2.1 � Green Marketing Cooperation (GMC)

Examining existing research on business cooperation reveals a prevalent focus on 
technological innovation, with comparatively less attention given to non-
technological aspects, notably marketing cooperation [9]. Literature on clusters 
generally highlights firms’ collaborative efforts in various marketing activities, 
encompassing market research, distribution strategies, product development, pro-
motions, and communications [20]. Recognizing the competitive nature of these 
activities, the OECD [4] characterizes interfirm marketing cooperation as a form of 
non-technological innovation. Consequently, this study acknowledges marketing 
cooperation as a non-technological innovation, as articulated by Geldes et al. [9], 
and extends this concept to encompass green marketing [1], elucidating the notion 
of Green Innovations [21].

Nevertheless, the structure of green marketing markedly diverges from tradi-
tional marketing concepts, undergoing continual evolution with technological 
advancements [1]. In the contemporary landscape, the imperative of addressing cli-
mate change and prioritizing environmental sustainability has prompted a reevalua-
tion of business activities, particularly in production and marketing [22]. Initially, 
green marketing was conceptualized to play a significant role in aligning marketing 
strategies with environmental considerations [1]. However, this definition evolved 
with shifting marketing perspectives, assigning a distinct place to consumer needs. 
Fuller [23] refined the definition, characterizing green marketing as the “process of 
planning, implementing, and controlling the development, pricing, promotion, and 
distribution of products” while satisfying three criteria: meeting customer needs, 
achieving organizational goals, and ensuring compatibility with ecosystems [23, 
p.  4]. This definition underscores the integration of environmental sustainability 
into marketing and the centrality of green marketing to cleaner production and cor-
porate sustainability [1, p. 1264].

Accordingly, the general definition of green marketing is the link between the 
sustainability of society, the environment, and consumers and the sustainable 
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development of a company with a focus on the impact of social and cultural con-
cepts [24]. Companies can take the first step by collaborating in developing market 
research to identify green needs [25]. Also, they can reach sustainable supply meth-
ods by sharing the acquired knowledge and cooperation in using primary resources. 
Collaborative efforts among various stakeholders can facilitate the fair distribution 
of costs and benefits, promoting green initiatives like recycling programs [26] and 
renewable energy projects [27]. However, companies must partner with regulatory 
authorities to ensure compliance with environmental regulations and pursue ele-
vated standards for sustainability [28]. Establishing essential criteria [29] and certi-
fications [30] for green products is achievable through collaboration between 
businesses and relevant industry associations, allowing consumers to discern envi-
ronmentally friendly options with standardized criteria easily and maintaining con-
sistent messaging across the industry. The growing trend of companies obtaining 
eco-labels or third-party certifications for their green products contributes to the 
increasing prevalence of environmentally friendly products [31]. Finally, collabora-
tion among research, development, marketing, and sustainability teams can foster 
the creation of eco-friendly products. To develop environmentally friendly solu-
tions, companies need to share their knowledge and resources [32]. Ultimately, the 
synergy among research, development, marketing, and sustainability teams can 
facilitate the development of environmentally conscious products [33]. To formu-
late eco-friendly solutions, companies must exchange knowledge and resources [32].

Based on the preceding discourse, collaborative efforts within green marketing 
encompass research cooperation and knowledge dissemination. Interorganizational 
alliances may encompass shared resources and knowledge, advocacy for policy 
measures, and joint marketing endeavors. Such cooperation encompasses joint 
activities aimed at fostering a culture of environmental sustainability [1], participa-
tion in trade missions and fairs with a focus on green destination marketing, the 
generation and dissemination of market intelligence [34], and collaborative research 
and development endeavors to manage the costs associated with innovating green 
products [35].

7.2.2 � Geographical Proximity (Spatial Dimension 
of Proximity)

The investigation into regional economics has reexamined the conventional under-
standing of geographical proximity, acknowledging it as the most widely recog-
nized form of proximity [2, 5]. Concentrated activities are crucial, offering 
collaboration while preserving competitive advantages [36]. Notably, outcomes like 
experiential learning, skill acquisition, and replicating successes under tacit knowl-
edge are contingent upon geographical proximity [2]. Furthermore, geographical 
proximity is a primary complement to other dimensions of proximity and competi-
tion [6].

7  Unveiling the Collaborative Dynamics of Clusters in Enhancing Cooperation…



104

The diminishing importance of geographic proximity for businesses is primarily 
attributed to technological advancements [9, 12]. Despite suggestions highlighting 
the facilitative role of geographical proximity [2, 5, 6], recent findings indicate that 
physical distance does not significantly impact a firm’s competitive or cooperative 
behaviors. Newer research advocates reconsidering this factor, departing from pre-
vious perspectives [9, 12]. Boschma [2], however, contends that a cluster situation 
inherently balances the levels of other dimensions of proximity. He introduces the 
concepts of “absolute distance” and “relative distance,” where absolute distance 
pertains to whether or not firms are in the same geographical area, and relative geo-
graphic proximity signifies the distance between firms [2, p.  68]. Geographical 
economists firmly believe that this proximity dimension facilitates non-spatial prox-
imity measurements [2, 6]. Consequently, we propose this factor as the foundational 
basis for balancing non-spatial proximities.

7.2.3 � Non-spatial Proximity and Green Marketing 
Cooperation (GMC)

In the last two decades, many investigations have indicated the importance of firms’ 
proximity to innovative performances [6]. For instance, Boschma [2] highlighted 
the role of firms’ proximity in innovation and added non-spatial dimensions to the 
geographical proximity. Others use proximity to refer to the similarities that facili-
tate innovation networks [5]. With this regard, Geldes et al. [9] applied the non-
spatial proximities concept to cooperation marketing and tested it in an agricultural 
cluster in Chile. Boschma [2] explained that the non-spatial proximity among the 
firms exists in different forms with different levels. These alternatives include social, 
cognitive, institutional, and organizational dimensions. As we know, sources have 
yet to discuss the order of emergence of these dimensions of proximity. The follow-
ing is a discussion of the definition of the four forms of non-spatial l proximity.

Social Proximity
Social proximity plays a significant role as firms frequently rely on microlevel 
social relations to exchange general information, bypassing the need for macro-
level relationships [10]. Defined by Boschma [2] as socially embedded relationships 
at the microlevel, social proximity is characterized by friendships based on trust, 
kindness, and shared experiences. This informal aspect of interfirm interactions 
influences cooperative and competitive behaviors [6, 15]. Social similarities often 
indicate a fundamental level of trust and commitment among actors [2], positively 
impacting cognitive proximity [13]. Additionally, literature on coopetition under-
scores social interaction as a precursor to cooperativeness [15, 27]. Geldes et al. [9] 
specifically emphasized social proximity as the primary driver of marketing coop-
eration. Therefore, social proximity, facilitated by informal relationships, emerges 
as the initial and pivotal catalyst for co- operation in green marketing at fundamen-
tal levels while concurrently fostering firms’ cognitive proximity.
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Cognitive Proximity
Referring to Boschma [2], cognitive proximity is the similarity of the level of learn-
ing or cognition between organizations. In cognitive terms, businesses must be 
close to each other to use shared knowledge [36]. Cognitive similarities allow firms 
to gain the collective knowledge necessary for innovative cooperation [5]. In other 
words, this type of proximity facilitates sharing “the same references and knowl-
edge” and is essential for “processing new information and understanding changes 
in the environment” [9, p. 256].

However, distinguishing cognitive proximity from the organizational dimension 
is challenging, and more general interpretations of such proximity exist. For 
instance, Molina-Morales et al. [37] have defined it as cultural and organizational 
similarities, including shared values, language, and norms. In other cases, research-
ers dubbed it “cognitive–organizational proximity” [9, 12]. In response to these 
doubts, [13] have examined the relationship between non-spatial proximities in 
more than 90 cluster organizations and found that cognitive and organizational 
proximities are entirely separate.

Generally, researchers situate cognitive proximity as an antecedent to mutual 
understanding in a cluster, as companies’ competitive interaction is affected by their 
knowledge limitations [2, 26]. For this reason, this work expects cognitive proxim-
ity to be vital for cooperation in green marketing because paying attention to the 
marketing discussion from a green perspective requires high knowledge in all 
aspects [1]. In addition, cognitive proximity sometimes leads to the unwanted dis-
closure of confidential information due to a lack of awareness of maintaining the 
appropriate distance in collaboration with competitors, which lowers the number of 
actors willing to share their knowledge [2, 27]. Nevertheless, green marketing is 
vast enough to provide sufficient space for simultaneous cooperation with competi-
tors [1]. In short, cognitive proximity could be the reason for GMC if members 
coordinate on environmental problems.

Institutional Proximity
This proximity dimension, defined by similarities in institutional arrangements such 
as norms and rules in large-scale exchanges, is acknowledged as a determinant [2]. 
Firms, as an alternative to simple cooperation, can adhere to established rules to 
mitigate conflicts [14]. Adopting a macro-perspective provides a systematic 
approach to cultivating win-win situations [10]. In regional activities, the lack of 
control over rules can hinder cooperation [36], whereas adherence to established 
guidelines enhances the coherence of firms’ interactions and reduces transaction 
costs [2]. Regulatory bodies and institutions are crucial in overseeing and resolving 
problems [38]. Consequently, this model posits that institutional proximity could 
influence Green Marketing Cooperation (GMC) when firms operate at a collabora-
tive relationship level.

Organizational Proximity
Organizational proximity, encompassing the shared space of relations and reference 
and knowledge spaces among actors [2, p. 63], is often influenced by institutional 
proximity [13]. Excessive organizational proximity can initially facilitate 
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cooperation and performance, including knowledge transfer or sharing, but over 
time, it may contribute to firms’ lock-in [2]. From a managerial perspective, an 
interfirm relationship attains maturity when cooperative and competitive behaviors 
are balanced and integrated into the organization’s strategy [39]. However, consid-
ering non-spatial dimensions of proximity, each independently and collectively 
impacts various behaviors and performances, such as competition, cooperation, 
learning processes, competencies, organizational structures, beliefs, goals, commu-
nication processes, exchanges, governing institutions, and rules (Boschma). 
Organizational proximity is placed last in the non-spatial proximity linear relation-
ship, with the social dimension considered the initial factor [13]. As highlighted by 
Davids and Frenken [40, p. 24], “Organizational, social, institutional, and geograph-
ical proximity may, each in their way, but most likely in combination, provide solu-
tions to that fundamental coordination problem.” Their qualitative approach 
underscores a robust connection between proximity and competition.

Therefore, in a cluster organization, members are ready to join strategic net-
works to share strategic knowledge, which means they are prepared to cooperate at 
the highest level. In this level of cooperation, all members are involved with a shared 
target and cooperate to achieve their common goals “through consistent strategy 
and concerted efforts” [10, p. 138]. This type of relationship has more formal struc-
tures that can integrate the shared vision of cluster members and lead them to desti-
nation marketing [41]. Accordingly, organizational proximity is affected by 
institutional similarities and positively impacts GMC. This impact will be maxi-
mized if all members are ready to join strategic networks.

7.2.4 � The Function, Classification, and Intensity 
of Interfirm Relationships

While various dimensions of proximity may, to some extent, serve as catalysts for 
cooperation [42], they may only sometimes suffice to attain shared objectives. The 
significance attributed to proximity by specific authors lacks universal support, as 
evidenced by the findings of researchers exploring the correlation between proxim-
ity and cooperation. For instance, Geldes et  al. [9] examined various proximity 
types in marketing cooperation, identifying only social proximity as a significant 
influencing factor. Their results raise two possible perspectives: either solely social 
proximity shapes firms’ cooperation, or the impact of other dimensions of closeness 
may vary under specific conditions.

To successfully engage in collaborative green marketing, it is imperative to com-
prehend and delineate the relationships among the involved actors [10, 43]. Hence, 
this research aims to bridge this gap by incorporating the concept of relationship 
type into characterizing the actor’s level of proximity.
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As it interacts with other members, the communication within an organization 
spans a spectrum from informal to more integrated relationships [16]. Notably, 
Wang and Krakover [10] have categorized relationships into four types and levels:

	1.	 Affiliation: The most informal links among members are formed based on initial 
trust and commitment.

	2.	 Coordination: The second level of interfirm relationship.
	3.	 Collaboration: Involving a set of practices.
	4.	 Strategic Networks: When members are fully prepared to participate in strategic 

networks in every possible way.

Consequently, this research explores four scenarios to elucidate how the level of 
interfirm relationship may moderate the association between non-spatial dimen-
sions of proximity and Joint Green Marketing Cooperation.

Affiliation
The cluster development process among firms unfolds through several stages, with 
the initial phase being affiliation [41]. The relationship between firms starts with 
building trust, commitment, and a shared goal and moves forward through affilia-
tion [2]. At this initial stage, actors explore common objectives, laying the ground-
work for knowledge sharing and collaboration in innovation [14, 44]. Informal 
affiliation at this level is characterized by the emergence of common interests and 
mutual support, serving as a precursor to cooperation [16].

In a qualitative investigation conducted by Wang and Krakover [10] within tour-
ism organizations, the link between marketing cooperation and the level of interfirm 
relationships was examined. The findings indicated that affiliation represents the 
most informal connection between organizations. Affiliation is portrayed as a prod-
uct of trust and commitment, emphasizing a “person-to-person rather than 
organization-to-organization” nature [10, p. 132].

Behavioral researchers have delineated multiple factors underscoring the signifi-
cance of trust and perseverance in collaborative endeavors [14]. Initially, social rela-
tions grounded in trust can serve as the catalyst for establishing affiliations among 
firms in industrial settings [45]. Furthermore, associations built on trust and com-
mitment enhance cooperation, thereby facilitating the exchange of knowledge [44]. 
Higher levels of trust among participants correlate with a reduced risk of opportu-
nistic behavior, underscoring that cultivating stable, committed relationships can 
mitigate differences and challenges for firms [2, 6].

Under this perspective, affiliation may serve as the underlying factor for social 
proximity. Subsequently, this level of proximity serves as the foundation for col-
laborative engagement in research endeavors and the exchange of knowledge, par-
ticularly within the marketing domain.

Coordination
Coordination is the second level of the working relationships among and between 
firms [10]. This relationship refers to the established decisions and basic rules that 
help firms cooperate with their partners [46]. To align minimal activities to support 
each other in specific tasks, cluster organizations at least need a coordination level 
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of relationship. In addition, coordination allows cluster organizations to align self-
interest with different interests and better participate in activities such as fairs and 
events and joint learning. However, the policies and strategies remain relatively 
informal [10].

Amidst the challenges posed by global warming, the imperative for corporate 
sustainability becomes evident through adopting environmentally conscious strate-
gies. Consequently, enterprises must adopt a green-oriented paradigm in resource 
procurement and utilization [1]. Furthermore, at this juncture, achieving parity 
among companies is crucial regarding their capacity to assimilate knowledge for 
collaborative planning toward shared objectives through collective learning [2]. 
Consequently, establishing cognitive proximity necessitates closer relationships, 
emphasizing coordination over mere affiliation.

Hence, this degree of relational closeness can catalyze Cognitive proximity, cre-
ating a conducive environment for exchanging resources and information essential 
for pursuing green marketing initiatives.

Collaboration
Collaboration is born from coordination [47], a sign of development in clusters 
organizations [7]. Collaboration begins when the clusters form initiative groups and 
enter into joint meetings and collective decisions [41]. At this point, many research-
ers recognize the interaction of cluster members with institutions as the main factor 
of cooperation. For example, Calignano et al. [41] mentioned that cluster organiza-
tions foster collaborative innovations through coordination in research activities.

However, higher levels of cooperation usually require regulation and control 
[41]. Researchers use collaboration to explain more formal interfirm working rela-
tionships as a higher grade for coordination [10]. Collaboration is “when a group of 
autonomous stakeholders of a problem domain engage in an interactive process, 
using shared rules, norms, and structure, to act or decide on issues related to that 
domain.” [47, p. 146]. In addition, actors must develop a collaborative formal agree-
ment plan for working as a cluster. At this level, organizations face each other to 
interact directly, facilitating mutual support and achieving common goals [10].

Consequently, it is anticipated that collaborative endeavors among members will 
result in institutional proximity, with the resultant output manifesting as policy 
advocacy.

Strategic Networks
However, strategic networks can be divided into vertical and horizontal structures 
[10]. If the design of relations is vertical, it can hinder progress and innovation, but 
formal horizontal systems are precisely what centralized economies need for devel-
opment [2]. On the other hand, competing companies that cooperate outside the 
framework can also prompt the misuse of cooperation “as partner’s opportunism” 
[14, p. 205]. As mentioned above, organizational proximity refers to a cognitive 
likeness and the similarity of interactions [2]. According to this definition, if the 
cluster members are ready to join strategic networks, this level of relationship may 
moderate the impact of all dimensions of non-spatial proximities on GMC.
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Hence, this conceptual model incorporates horizontal strategic networks within 
cluster organizations, utilizing it as a regulator for the uppermost tier of the relation-
ship between non-spatial dimensions of proximity and cooperation in green market-
ing. Consequently, achieving Joint Marketing Initiatives and Economies of Scale 
requires the establishment of organizational proximity among firms. This particular 
proximity facet can be cultivated through the influence exerted by strategic networks.

7.3 � Conceptual Model

Indeed, geographical [33] or other dimensions of proximity such as social, cogni-
tive, institutional, and organizational [2] are not automatically reasons to achieve 
common goals. Moreover, even the linear relationship between non-spatial proxim-
ity [13] reinforces the hypothesis that these dimensions do not create simultane-
ously. So even if all these dimensions are a reason for innovation, depending on the 
type and level of relationships [10], non-spatial dimensions of proximity became 
important one after the other [13]. Thus, various dimensions of proximity exert 
disparate influences on diverse forms of collaboration, particularly evident in mul-
tidisciplinary domains such as marketing.

This challenge prompts researchers to gauge the correlation between distinct 
dimensions of proximity and marketing cooperation to confront two ambiguous 
issues. Firstly, determining the primary factor contributing to the emergence of vari-
ous dimensions of closeness is imperative. Secondly, discerning the specific type of 
marketing cooperation influenced by each proximity dimension becomes a pivotal 
consideration. Furthermore, while countless investigations study the different 
dimensions of proximity, no conceptual or theoretical models draw down the rela-
tionships between proximity and green marketing cooperation. For example, Geldes 
et al. [9] only test the relationship between proximity and cooperation marketing. 
Therefore, considering the critical role of cooperation and green marketing for 
global sustainability [1], this research referenced Boschma’s [2] theory of proximi-
ties to conceptualize the connection between firms’ proximity and GMC.

In response to the first question, this research highlights several key points about 
the impact of interfirm relationships on various dimensions of non-spatial proxim-
ity. First, interfirm relationships, such as affiliation, coordination, collaboration, and 
strategic networks, significantly influence non-spatial proximity dimensions such as 
social, cognitive, institutional, and organizational proximity. In other words, social 
proximity, which arises from informal relationships between companies, encour-
ages research collaboration and knowledge sharing. Cognitive proximity facilitates 
sharing resources and expertise, institutional proximity supports policy advocacy, 
and organizational proximity drives innovation and co-marketing. Furthermore, the 
quality of these relationships is essential to manage the inherent competitive and 
cooperative dynamics within clusters. Effective relationships help balance these 
dynamics, improving the cluster’s overall cooperative effectiveness and innovative 
outcomes.
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Consequently, this research shows that the interaction between the quality of 
interfirm relationships and non-spatial proximities could determine the success of 
cooperative firms in green marketing. This hypothesis indicates that fostering high-
quality relationships can significantly improve the effectiveness of these non-spatial 
proximity dimensions, leading to better outcomes in sustainability-oriented market-
ing practices. Solid and well-managed relationships can also lead to more success-
ful cooperation and innovation in green marketing efforts. The themes and theories 
mentioned above should be tested in future research. In response to the second 
research question, the content of this research reveals that the influence of non-
spatial dimensions of proximity on cooperation in green marketing may vary, each 
contributing differently based on the context and specific requirements of the 
initiatives:

•	 Informal, trust-based relationships within firms primarily drive social proximity. 
This proximity can foster cooperation by enabling research collaboration and 
knowledge sharing, which is essential for initiating cooperative interactions 
within green marketing.

•	 Cognitive proximity involves the similarity in knowledge and understanding 
between firms. Cognitive proximity is essential for sharing technical expertise 
and resources, which are necessary for successful collaborative efforts in green 
marketing. It helps understand new information and adapt to environmental 
changes, especially regarding sustainable practices.

•	 Shared formal rules and norms define institutional proximity. Institutional prox-
imity facilitates cooperation by providing a framework for policy advocacy and 
ensuring compliance with standards and regulations, which is crucial for large-
scale environmental initiatives.

•	 Organizational proximity relates to the structural connections between firms, 
such as shared goals and strategic alignment. Organizational proximity is essen-
tial for successful joint marketing initiatives and for integrating sustainable prac-
tices into the core strategies of collaborating companies.

Consequently, this research clarifies that while all these dimensions are essential, 
their specific impact on cooperation may vary significantly, indicating that they do 
not influence cooperation similarly. Instead, each dimension plays a unique role in 
facilitating different aspects of cooperation within green marketing. The assump-
tions articulated in this research delineate the sequential relationship among diverse 
dimensions of non-spatial proximity, influenced by the nature of interfirm relation-
ships. In the subsequent section, the assumptions posit that each non-spatial dimen-
sion can influence a specific type of cooperation in green marketing (Fig. 7.1).

H1—The development of interfirm relationships progresses sequentially, beginning 
with affiliation, advancing to coordination, followed by collaboration, and cul-
minating in the formation of strategic networks.

H2—Interfirm relationships govern the dimensions of non-spatial proximity.
H3—In cases where interfirm relationships involve affiliation, social proximity 

positively affects research cooperation and knowledge exchange.
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Fig. 7.1  Graphic descriptions of the conceptual model and hypotheses

H4—In cases where interfirm relationships involve coordination, cognitive proxim-
ity positively affects shared resources and knowledge.

H5—In cases where interfirm relationships involve collaboration, institutional 
proximity positively affects policy advocacy.

H66—In cases where interfirm relationships involve strategic networks, organiza-
tional proximity positively affects joint marketing initiatives.

7.4 � Implications, Considerations, and Directions 
for Future Research

This paper introduces a conceptual approach to determine a practical framework for 
evaluating the non-spatial dimensions of proximity about varying degrees of green 
marketing cooperation. The hypotheses advanced in this study serve as a founda-
tional basis for addressing two critical inquiries in prospective research.

First, future research could examine how the quality of interfirm relationships 
shapes and enhances the effectiveness of nonspatial proximities, such as social, cog-
nitive, institutional, and organizational dimensions. This gap includes understand-
ing the role of these relationships in fostering cooperation in green marketing.

Second, further examine whether different dimensions of proximity (cognitive, 
organizational, social, and institutional) similarly affect cooperation in green mar-
keting. This gap includes identifying dimensions of proximity for successful col-
laboration and under what conditions these relationships influence green marketing 
collaboration.

The suggested approach paves the way for future investigations into the relation-
ship between proximity and various subtopics within Green Marketing Cooperation. 
A quantitative or qualitative scrutiny of this model in subsequent research endeav-
ors holds potential value. Empirical validation of this conceptual model within clus-
ter organizations would elucidate the interconnections between non-spatial 
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proximities among members and their modes of relationship. Subsequent testing of 
this conceptual model is poised to provide theoretical insights into Green Marketing 
Cooperation (GMC) and furnish pertinent information conducive to the sustainable 
functioning of cluster organizations. Furthermore, the model can be applied to scru-
tinize different industries individually or collectively.

Additionally, empirical validation of these models within two distinct contexts—
clustered versus non-clustered environments—would yield insightful distinctions 
concerning the role of geographical proximity. Such comparative analysis could 
significantly enhance our understanding of the models’ applicability and the impact 
of geographical closeness on cooperation dynamics.

Following Banerjee and Chaudhury’s recommendation [39], the proposed strat-
egy for future testing of comparable models involves selecting a population com-
prising a comprehensive array of business activities characterized by specialized 
features, such as regional clusters. Accordingly, researchers could target a subset of 
this population for future investigations.

However, preceding research recommends six criteria for selecting respondents, 
including their explicit willingness to cooperate with competitors (assessed through 
an exit yes-or-no question), business size, respondent age, respondent gender, 
respondent level of authority, and business location [13]. In the quantitative 
approach, several researchers advocate dividing the questionnaire into four sec-
tions: screening, leading questions, business profile, and respondent demographic 
information. Parallel studies have designed central questions to gauge the four 
dimensions of proximity (cognitive, organizational, institutional, and social) [2, 9, 
11]. To measure Green Marketing Cooperation (GMC), researchers may enhance 
existing marketing cooperation scales e.g., [7] with a green marketing perspective 
[1]. In alignment with referenced studies, all questions in this section can be assessed 
using a seven- or five-point Likert scale, and prior research recommends the utiliza-
tion of structural equation modeling (SEM) for analysis.
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Chapter 8
Nurturing Sustainability in Agricultural 
Firms: The Role of Relational Marketing 
with Stakeholders and the Moderating 
Influence of Firm’s Attitudes Toward 
Sustainability

Ana Isabel García-Agüero , Eduardo Terán-Yépez ,  
Luis J. Belmonte-Ureña , and Francisco Camacho-Ferre 

Abstract  This study delves into the strategic intersection of sustainability practices, 
relational marketing, and firm attitudes in the agricultural sector, emphasizing the 
imperative of balancing economic viability with environmental responsibility. As 
global concerns over climate change, resource depletion, and ethical sourcing esca-
late, the agricultural industry faces unprecedented challenges that necessitate inno-
vative and enduring solutions. Drawing on stakeholder theory, the study proposes a 
conceptual framework that integrates a firm’s relational marketing with stakeholders 
and the implementation of sustainable practices while considering the moderating 
influence of firm attitudes toward sustainability. The research underscores the pivotal 
role of stakeholders in driving agricultural firms toward sustainable initiatives, high-
lighting the positive impact of strong relationships on the adoption of sustainable 
practices. By fostering collaborative partnerships and demonstrating a firm commit-
ment to sustainability, companies can enhance their social and environmental 
responsibility while strengthening their competitive advantage. The study also 
explores the moderating effect of firm attitudes towards sustainability, emphasizing 
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the importance of proactive organizational attitudes in facilitating the relationship 
between relational marketing and sustainable practices implementation.

Keywords  Sustainability practices · Relational marketing · Agricultural 
companies · Stakeholder theory · Firm attitudes

8.1 � Introduction

In the contemporary landscape of agriculture, the call for sustainability resonates 
louder than ever, based on the sector’s pivotal role in global food production and the 
environmental challenges posed by conventional farming practices [1]. With mount-
ing concerns over environmental degradation, resource scarcity, and ethical consid-
erations, the imperative for agricultural firms to embrace sustainable practices has 
become paramount [2]. Amidst this backdrop, we propose that the role of strategic 
marketing, particularly relational marketing, emerges as a pivotal factor in shaping 
the sustainability agenda of these firms. Relational marketing addresses the rela-
tionship and interaction between a variety of dispersed actors. Indeed, in relational 
marketing, the unit of analysis is the relationship between two parties that have an 
economic or social link, and it lies in the fact that these factors aim to produce 
mutual benefits [3].

While the existing literature recognizes the importance of sustainability and mar-
keting in the agricultural sector, few studies address the interaction and relationship 
between them [4]. By investigating the practical implications of relational market-
ing with stakeholder engagement, this investigation aims to provide actionable 
insights for agricultural firms striving to navigate the complexities of sustainable 
development, as well as contributing to the scientific literature on the relationship 
between marketing and sustainability. Drawing upon stakeholder theory as our 
guiding framework, we delve into the nuanced dynamics of how relational market-
ing strategies with stakeholders can catalyze the adoption and implementation of 
sustainable practices within agricultural enterprises. Additionally, we probe the 
moderating influence of firms’ attitudes toward sustainability, recognizing the sig-
nificance of internal organizational mindset in driving sustainable outcomes [5].

Following this first section, in the second section, we present the theoretical 
framework of this research by linking stakeholder theory with relational marketing 
and its application to agricultural firms. In the third section, a literature review is 
conducted on sustainability in agricultural firms, sustainable practices implementa-
tion, relational marketing with stakeholders, and firm’s attitudes toward sustainabil-
ity, establishing the propositions and the conceptual model of this study. Finally, in 
the fourth section, the conclusions, limitations, and future research lines derived 
from this study are established.
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8.2 � Theoretical Framework

The agricultural sector is presently confronted with exceptional challenges, neces-
sitating the adoption of creative and enduring solutions. Pressing issues like envi-
ronmental degradation, waste management, limitations in resources, and the impact 
of climate change have underscored the need for a fundamental transformation of 
conventional farming methods, emphasizing sustainability. The European 
Commission [6] points out that “In Europe, approximately 9 billion euros are 
needed for annual losses due to drought, which occur mainly in agriculture, the 
energy sector and public water supply. Extreme droughts are becoming more fre-
quent in Europe and the damage they cause is also increasing.” As these types of 
extreme events increase, agricultural crops face a reduction in their yield due to soil 
deterioration, scarcity of water for irrigation and increasingly extreme and unpre-
dictable weather conditions [7, 8]. In the first months of 2024, there has been a wave 
of protests in various European cities by the agricultural productive sector led 
mainly by small farmers, which has led to the need to reevaluate the subsidy sys-
tems while trying to persuade toward more ecological practices that reduce the 
negative impact on the environment, giving priority to new, more resilient regenera-
tive practices [8].

Recently, it has been suggested that stakeholders may influence the decision-
making of agricultural firms regarding the implementation of sustainable practices, 
in the sense that stakeholders may push agricultural companies to adopt new sus-
tainable practices in their supply chain process [9]. For [10, 11] the sustainable 
dialogue with stakeholders may benefit them to develop complex intangible assets, 
i.e., stakeholders may help to develop competitive sustainable advantages, as could 
be the adoption of sustainable practices. However, as mentioned by [12], it is neces-
sary for companies to be able to manage their relationships with stakeholders to the 
point of building collaborative relationships with the various stakeholders.

8.2.1 � Stakeholder Theory

The study of the evolution of business management theories over recent decades 
reflects a growing recognition among companies that their success is closely linked 
to the dynamic interaction of internal and external factors [13, 14]. This paradigm 
shift has caused a reevaluation of organizational planning strategies, placing greater 
emphasis on stakeholders [13]. Stakeholder theory, as emphasized by [15], posits 
that companies should strategically formulate their business plans considering the 
interests of the various stakeholders that influence the organization. This strategic 
management approach is supported by various authors over the years and recog-
nizes that stakeholders, including employees, customers, suppliers, and the com-
munity at large, play a fundamental role in shaping the trajectory of a company 
[16–18].
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As we move into the twenty-first century, there has been a notable expansion of 
this stakeholder-oriented perspective to include business considerations of the 
impact on the physical environment [13, 19]. [20] observed a growing awareness 
among companies about their responsibility toward environmental sustainability. 
This broader recognition suggests that stakeholder interests extend beyond tradi-
tional business boundaries to encompass environmental concerns. [21] further 
advanced stakeholder theory by emphasizing the key role of identifying connections 
between stakeholder management and the achievement of traditional corporate 
objectives. This perspective underscores the idea that effective stakeholder engage-
ment is not only a matter of ethical responsibility but also a strategic imperative for 
achieving long-term business success [22, 23].

8.2.2 � Stakeholder Theory in Agriculture

[24] point out that “stakeholder theory highlights the interactions among different 
groups within a specific context that directly influences the achievements of organi-
zational goals.” Collaboration between stakeholders is driven by a shared pursuit of 
common goals, as highlighted by [25]. Trust among stakeholders emerges as a key 
factor, particularly in motivating companies to integrate sustainable practices into 
their operations, according to the findings of [26]. This trust becomes a driving 
force compelling stakeholders to collectively embrace sustainability through col-
laboration, signaling a move away from traditional command and control models 
toward more progressive and collaborative approaches [27].

The global agricultural sector faces pressure from a wide range of stakeholders 
such as society, regulators, consumers, and suppliers illustrating the complexity of 
stakeholder dynamics [28]. [29] show how stakeholders influence the agricultural 
sector through various barriers rooted in ethical, religious, social, and economic 
dimensions. [30] recognize the multifaceted nature of stakeholders in sustainable 
agriculture, each with distinct interests, from profit-driven objectives to missions 
focused on promoting healthy foods and ensuring farmer well-being.

The analysis of sustainability commitments by [31] points out that companies in 
this sector are obliged to adopt sustainability measures, responding to demands 
such as the European Commission regulations on the use of plastic in the organic 
farming and strict control of pesticides and fertilizers. [32] highlight the growing 
social awareness towards sustainability, which adds to the imperative for companies 
to implement strong risk management practices, often through standards and certi-
fications. These measures have the dual purpose of monitoring environmental and 
social impacts, and at the same, time avoiding possible sanctions and disapproval 
from stakeholders, as noted by [33].

Furthermore, the existing literature provides several examples of scientific 
research on the impact of stakeholders in different domains. For example, [34] 
explores stakeholders in the formulation of conservation policies for natural spaces, 
[35] examine stakeholders affecting barriers to healthcare across language regions, 
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[36] examine healthcare sector stakeholders in relation to wastewater treatment with 
pharmaceutical residues, and [24] discuss the stakeholder management approach in 
corporate environmental sustainability. [19] contribution lies in elucidating the 
nexus between stakeholders’ influence strategies and the collective goal of sustain-
ability. There are few studies linking stakeholders and sustainability in agriculture, 
and we can cite related studies, such as [34] which highlights the need for a thor-
ough understanding of the diversity of farmers’ environments and their impact on 
agricultural emission reduction policies, emphasizing the importance of a compre-
hensive assessment for the formulation of appropriate policies. Also noteworthy is 
the article by [35], which, using evolutionary game theory, analyzes strategies of 
agribusiness, government, and farmers, concluding that subsidies and taxes can 
increase participation in sustainable agriculture. And finally, the recent chapter by 
[6] focuses on exploring the role of stakeholders in the adoption of sustainable prac-
tices in Spanish agricultural companies, highlighting the influence of leaders, 
wholesalers, government, and regulations.

8.2.3 � Relational Marketing and Stakeholder Theory

In the pursuit of sustainability, businesses can wield substantial influence by foster-
ing robust relationships with a spectrum of stakeholders, as noted by [37]. This 
approach not only fortifies their social impact but also bolsters their capacity to 
endure and expand. Central to this concept is the understanding that a company’s 
reputation isn’t solely shaped by its environmental performance but is also contin-
gent upon stakeholders’ perceptions and the company’s proactive acknowledgment 
and recognition of its positive endeavors. Scholars such as [12, 38] accentuate the 
pivotal skill set requisite for stakeholder management, which necessitates forging 
collaborative alliances founded on trust with a broad array of vested parties.

The framework delineated by [12] for stakeholder management closely aligns 
with the tenets of relational marketing as expounded by [39]. While conventional 
definitions of relational marketing tend to revolve around customers, the interpreta-
tion offered by [39] broadens the vista to encompass diverse stakeholders. Within 
this paradigm, relational marketing entails a suite of actions and initiatives tailored 
to various audiences, spanning customers, suppliers, shareholders, and employees. 
The overarching aim is to ensure enduring satisfaction by tailoring products and 
services to meet stakeholders’ exigencies, fostering stable lines of communication, 
and engendering value. At its core, the objective is to cultivate an atmosphere of 
trust, acceptance, and synergy, thereby precluding stakeholders from seeking alter-
natives with competitors [40].

Recognizing the inherent value of relationships, some scholars [12, 37] under-
score the significance of companies in maintaining positive rapport with a diverse 
spectrum of stakeholders. This entails cultivating trust, fulfilling stakeholders’ 
needs and expectations, and fostering an ecosystem where mutual benefits accrue, 
thereby averting stakeholders from resorting to competitive alternatives [41].
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8.3 � Literature Review and Propositions Development

8.3.1 � Sustainability in Agricultural Firms

After reviewing the existing literature on sustainability in agricultural businesses, 
some influential authors and researchers can be mentioned who have recently con-
tributed significantly to the discourse on sustainability in agricultural businesses 
and allow us a better understanding of the recent changes in the general trends in 
this field [42, 43]. [44] shows the implications of the advances in agricultural com-
petitiveness highlighting the scientific importance of the growing recognition of 
environmental factors within the competitiveness equation, which supports the 
urgency of sustainability in the agriculture.

The agricultural productive sector deals closely with the uncertainty generated 
by a strong dependence on scarce natural resources, such as land, water, or adequate 
climatic conditions [45]. Since agriculture is one of the main pillars that provide 
food to society, its sustainable development is crucial to protect natural resources 
and at the same time improve productivity [46]. Companies have undertaken vari-
ous initiatives to achieve sustainable development applicable in all production pro-
cesses, and among them, we can find digital transformation, massive data analysis, 
or the treatment of agricultural waste, which is an issue of growing concern for 
agricultural production companies. All these measures are emerging as a crucial 
solution on the road to sustainability [47]. [48] points out that “the agri-food com-
pany, as an institution that operates in a highly integrated scenario and with direct 
responsibility towards the environment, acquires a reinforced role in the construc-
tion of a more sustainable, fair and competitive system and in the relaunch and 
preservation of biodiversity” toward the sustainability of resources.

8.3.2 � Sustainable Practices Implementation

Business sustainability encompasses a company’s commitment to broaden its focus 
beyond increased profitability, incorporating business strategies and practices to 
effectively manage its environmental, social, and economic effects on both the mar-
ket and society at large [49].

The exploration of corporate sustainability began in the 1970s [50–52], initially 
focusing on understanding the “what” and the “why.” Over time, attention focused 
on the “how” of sustainability within companies, examining the driving forces 
behind the adoption of corporate sustainability strategies and identifying effective 
practices [53]. [54] defines corporate sustainability as “meeting the needs of a com-
pany’s direct and indirect stakeholders (...), without also compromising its ability to 
meet the needs of future stakeholders.” On the other hand, [55] state that corporate 
sustainability is “a strategic, for-profit corporate response to environmental and 
social problems caused through the organization’s primary and secondary 
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activities.” However, some companies still lack a strategic approach regarding cor-
porate sustainability and therefore find the integration of corporate sustainability 
into strategic management somewhat worrying [56].

According to [57], literature on the implementation of corporate sustainability 
strategies is still scarce, and there is a growing demand from academics to conduct 
more empirical research. On the other hand, [58, 59] state that companies recognize 
the need to make transformative changes to their business models in response to 
addressing ecological, social, and economic challenges. [60] emphasize that sus-
tainable practices imply behavioral changes towards rational management of 
resources and waste, reducing environmental impact. In agriculture, there is grow-
ing recognition of the need to adopt sustainable practices, ensuring the responsible 
use of resources and food security [61].

Agricultural companies are moving from fully consumer-centric approaches to 
incorporating sustainable practices into those approaches [62]. Legislative require-
ments and societal expectations are driving innovations in products, services, and 
business models to promote responsible and sustainable development [63]. These 
efforts are aligned with the standards of the Global Reporting Initiative (GRI) [64], 
emphasizing the reduction of the carbon footprint, the management of emissions, 
the optimization of energy consumption, recycling, the reduction of water use, and 
the contribution to environmental conservation [64, 65].

Despite progress, ambiguity persists about what agricultural producers consider 
sustainable practices. [66] found diverse practices among farmers, which do not 
strictly adhere to comprehensive principles. These principles emphasize productiv-
ity, stability, resilience, and sustainability to maintain consistent production levels 
[67]. Stakeholders influence natural resource management in agriculture, but private 
sector interests and societal interests may not always coincide [66].

8.3.3 � Relational Marketing (with Stakeholders) 
and Sustainable Practices Implementation

Among the few existing publications that relate the two aspects of relational mar-
keting and stakeholders, [12] highlight the ability that companies must have to man-
age stakeholders, because “they have to build collaborative relationships based on 
trust with a large number of different interested parties.” In general, relational mar-
keting has received several definitions focused on the relationship between compa-
nies and customers, but these authors propose a broader definition. [39] explain in 
greater detail that relational marketing as “the different actions and initiatives 
undertaken by a company targeted at its different public (customers, suppliers, 
shareholders, employees or otherwise), or at particular group or segment thereof, 
aiming towards achieving their satisfaction in time, through a range of products and 
services tailored to their needs and expectations, including the creation of stable 
communication exchange and added-value channels, to ensure a trust, acceptance 
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and contribution to competitive advantages atmosphere to prevent their escape to 
other competitors.”

Considering the information presented earlier and in alignment with the works of 
[3, 11], the concept of relational marketing has been selected in this study to sym-
bolize a company’s capacity to foster a close and cooperative connection with a 
diverse array of stakeholders, including but not limited to customers, suppliers, 
employees, owners, and the community.

Relational marketing principles include trust-building, two-way communication, 
and mutual value creation [68]. Research indicates that trust is a central element in the 
effectiveness of collaborative efforts in agriculture [4]. Relational marketing’s empha-
sis on trust aligns with studies showing that trust among stakeholders, such as farmers, 
consumers, and agribusinesses, can foster cooperation and the adoption of sustainable 
practices [69]. Two-way communication, another core principle of relational market-
ing, is crucial for building and maintaining relationships with stakeholders [38]. 
Effective communication allows for the exchange of information, feedback, and expec-
tations. In the context of sustainability, communication between stakeholders can lead 
to a shared understanding of goals and facilitate the implementation of sustainable 
practices [70]. Mutual value creation focuses on creating win-win situations for all par-
ties involved. This concept aligns with the idea that sustainability initiatives must offer 
benefits to all stakeholders to be successful [71]. For example, farmers may adopt sus-
tainable practices when they perceive economic benefits, consumers may choose sus-
tainably produced products when they align with their values, and agribusinesses may 
see value in sustainability through market access and brand enhancement [72].

More concrete examples of how a good relational marketing with stakeholders 
can drive agribusiness and agri-food companies to implement sustainable practices 
are the next ones:

•	 Consumer Demand and Preference: Agribusinesses that prioritize stakeholder 
relations marketing can engage with consumers effectively to understand their 
preferences and demands regarding sustainable practices. By actively listening to 
consumers through various channels such as surveys, social media, and feedback 
forms, companies can tailor their production processes to align with consumer 
expectations for sustainability. For instance, if consumers express a preference 
for organic produce or ethically sourced products, companies can adjust their 
farming methods and supply chain practices accordingly to meet these demands.

•	 Supplier Relationships: By implementing stakeholder relations marketing strate-
gies, companies can work closely with suppliers to encourage sustainable farm-
ing practices, such as reducing water usage, minimizing chemical inputs, and 
promoting biodiversity. These collaborative efforts can lead to a more resilient 
and environmentally friendly supply chain while also fostering goodwill and loy-
alty among suppliers.

•	 Government and Regulatory Compliance: By proactively engaging with govern-
ment agencies and regulatory bodies through effective stakeholder relations 
marketing, companies can stay informed about upcoming regulations, provide 
input during the policy-making process, and demonstrate their commitment to 
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compliance. Building strong relationships with regulators can also help compa-
nies navigate complex regulatory landscapes more effectively and avoid costly 
penalties or reputational damage.

•	 Community Engagement and Social Responsibility: By engaging in stakeholder 
relations marketing efforts, companies can actively involve local communities in 
decision-making processes, seek their input on sustainable initiatives, and 
address any environmental or social issues that may arise. For example, compa-
nies can organize community events, sponsor educational programs on sustain-
able agriculture, or support local environmental conservation projects. By 
demonstrating a genuine commitment to social responsibility, companies can 
enhance their reputation and foster positive relationships with local stakeholders.

•	 Investor Confidence and Financial Performance: Agribusinesses that prioritize 
sustainability and effectively communicate their efforts to investors through 
stakeholder relations marketing can attract more investment capital and enjoy 
higher valuations. By transparently reporting on key sustainability metrics, such 
as carbon footprint reduction, water usage efficiency, and waste management 
practices, companies can instill confidence in investors and demonstrate their 
long-term viability and resilience in the face of environmental challenges.

Based on previous theorizing and literature review and these practical examples, 
we propose that relational marketing with different stakeholders significantly 
impacts the adoption and implementation of sustainable practices in agricultural 
enterprises. Formally stated:

Proposition 1  Firm’s relational marketing with stakeholders has a positive influ-
ence on the firm’s sustainable practices implementation.

This study not only proposes the direct effect between the mentioned variables 
but also sheds light on the existence of a possible mechanism that contributes to 
strengthen or diminish such relationship. Recently it has been mentioned that “the 
company’s attitudes” can influence its adoption of sustainable practices [5]. Thus, in 
this research we include attitudes towards sustainability of the company as a vari-
able that can moderate the relationship described above.

8.3.4 � Firm’s Attitudes Toward Sustainability

Firm’s attitudes toward sustainability refer to organizational culture, principles, and 
behaviors that promote awareness and action on various stakeholders and 
sustainability-related issues within their operations [5]. This organizational attitude 
represents a company’s long-term commitment to align the principles of economic, 
social, and environmental sustainability in its strategic decisions [73]. Various stud-
ies on sustainable development have attempted to address related questions on how 
companies can balance future and present demands, find technologies and resources 
to meet the demands, and balance their responsibilities toward various stakeholders 
[74–76].
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Developments in the business environment since recent decades indicate that 
simply pursuing economic motives is not a good decision alternative for an organi-
zation from the point of view of sustainability and long-term profitability, if the 
organization’s actions cause irreversible damage to the environment [76]. One of 
the main predictors of environmental sustainability is the organization itself. The 
internal factors (e.g., attitudes) of the organization are crucial to understand to what 
extent a company meets its objectives [77]. Among the elements, they could be 
considered strengths if they have favorable impacts on the company’s production 
and weaknesses if they negatively affect the business [78]. As mentioned above, the 
main elements of companies in relation to environmental sustainability include 
leadership style [77, 79], top management attitude [80], or corporate culture [81].

8.3.5 � The Moderating Role of Firm’s Attitudes Toward 
Sustainability in the Relationship Between Relational 
Marketing and Sustainable Practices Implementation

The moderating role of a firm’s attitudes toward sustainability in the relationship 
between relational marketing and the implementation of sustainable practices is a 
critical aspect to consider in understanding how companies integrate environmental 
concerns into their business strategies. Therefore, it is essential to understand that a 
company’s attitudes toward sustainability act as a moderator in this relationship. 
This implies that the way a company perceives, values, and prioritizes sustainability 
can influence the strength and direction of the relationship between its relational 
marketing and the implementation of sustainable practices.

This proposal is based on the following arguments. The firm’s attitudes toward 
sustainability can influence stakeholders’ perception of commitment. If the com-
pany demonstrates a proactive and strong attitude towards sustainability, stakehold-
ers may perceive a greater commitment from the company to implement sustainable 
practices [82]. This can strengthen the relationship and encourage greater stake-
holder support. Furthermore, the company’s attitudes toward sustainability can 
build trust and credibility in the minds of stakeholders. If the company demonstrates 
a strong commitment to sustainability, this can mitigate the perception of risks and 
concerns that stakeholders may have regarding the implementation of sustainable 
practices, which, in turn, facilitates the relationship and collaboration [75]. Besides, 
positive company attitudes towards sustainability can encourage reciprocity from 
stakeholders. If the company shows its commitment, stakeholders may be more 
inclined to offer their support and resources in implementing sustainable practices 
[83]. Based on this theorization, we develop the following proposition:

Proposition 2  Firm’s attitudes toward sustainability will moderate the relationship 
between the firm’s relational marketing with stakeholders and firm’s sustainable 
practices implementation.
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Fig. 8.1  Conceptual model

More specifically, we propose that firms that have a more positive attitude toward 
sustainability will be more likely to implement sustainable practices derived from 
relational marketing with their stakeholders and vice versa.

Figure 8.1 shows the proposed conceptual model in this study.

8.4 � Conclusion, Limitations, and Future Research

This study sheds light on the critical interplay between sustainability, relational 
marketing, and firm attitudes in the context of agricultural businesses. By emphasiz-
ing the need for transformative changes in business models to address ecological, 
social, and economic challenges, the research underscores the growing recognition 
of sustainable practices in agriculture. Relational marketing with stakeholders plays 
a pivotal role in influencing the adoption of sustainable practices, with firm attitudes 
toward sustainability serving as a key moderating factor.

The changing landscape of management theories underscores the growing align-
ment between a company’s interests and its broader environment. Stakeholder the-
ory, with its emphasis on considering the interests of diverse stakeholders, has 
become a strategic framework for organizations seeking to navigate the complex 
interplay of internal and external dynamics in the pursuit of sustainable and respon-
sible business practices. Based on these premises, the study’s theoretical framework 
highlights the positive impact of relational marketing with stakeholders on sustain-
able practices adoption in the agri-food sector, emphasizing the importance of 
stakeholder engagement and trust-building. By aligning company interests with 
broader environmental concerns and demonstrating a firm commitment to sustain-
ability, organizations can enhance their social and environmental responsibility.

While the study provides valuable insights into the nexus between sustainability, 
relational marketing, and stakeholder dynamics in agriculture, it also acknowledges 
certain limitations. Future research directions could include qualitative studies with 
representative samples of agricultural companies, the incorporation of additional 
variables such as the economic impact of sustainable practices, and exploring varia-
tions in stakeholder dynamics across different agricultural regions.
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Overall, this investigation contributes to the evolving discourse on sustainability 
in agricultural firms, highlighting the significance of proactive attitudes, stakeholder 
engagement, and relational marketing strategies in driving the adoption of sustain-
able practices. By embracing sustainability as a core value and fostering collabora-
tive relationships with stakeholders, agricultural businesses can pave the way for a 
more sustainable and responsible future.
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Chapter 9
Why Do We Play Golf? An Exploratory 
Research

María del Mar Martín-García , Jose Luis Ruiz-Real , 
Juan Carlos Gazquez-Abad , and Juan Uribe-Toril 

Abstract  In recent years, golf tourism, as a form of sports tourism, has experi-
enced significant growth. Knowing the behavior of golf players helps managers of 
sports facilities establish new marketing strategies and increases opportunities for 
golf tourism destinations. This article explores the factors that influence the inten-
tion to play golf through an exploratory-sequential design. The value attributed to 
the environment where the sport is played is the variable with the greatest impact on 
participation. Golfers also perceive golf courses to be responsible in their environ-
mental management, which has a direct impact on their intention to play. 
Furthermore, a relationship of considerable magnitude is found between experien-
tial consumption and the perception of golf as a healthy sport. When analyzing the 
influence of the variables as a whole, it can be concluded that in the current post-
pandemic era, the golf course experience or the health factor is less important for 
practicing this sport than the natural surroundings or the environmental factor. This 
research makes an important breakthrough by finding that golfers’ intentions to 
participate are influenced by their perception of the environmentally responsible 
behavior of golf courses and the value they place on the playing environment.

Golf course managers are encouraged to communicate their environmental prac-
tices to the rest of society. This marketing strategy can be effective in positioning 
golf as an environmentally friendly sport, thus changing its image, which can 
undoubtedly attract new players.
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M. del Mar Martín-García (*) · J. L. Ruiz-Real · J. C. Gazquez-Abad · J. Uribe-Toril 
University of Almería, Almería, Spain
e-mail: marmarti@ual.es; jlruizreal@ual.es; jcgazque@ual.es; juribe@ual.es

http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-031-70488-8_9&domain=pdf
https://doi.org/10.1007/978-3-031-70488-8_9#DOI
https://orcid.org/0000-0003-3842-6114
https://orcid.org/0000-0002-0906-3740
https://orcid.org/0000-0002-9181-2850
https://orcid.org/0000-0002-0227-801X
mailto:marmarti@ual.es
mailto:jlruizreal@ual.es
mailto:jcgazque@ual.es
mailto:juribe@ual.es


134

9.1 � Introduction

Golf is not only a sport played on five continents, it is a worldwide industry with 
nearly 40,000 facilities in 206 countries and around 66 million golfers worldwide 
(Royal and Ancient [R&A] [41]). The largest share of golfers is in North America, 
Australia, and Europe (R&A [39]). Its impact on the world economy is reflected in 
the turnover of all golf-related activities, estimated to be about 1.5 billion dollars in 
the USA alone (facilities, tourism, etc.). The USA also has the greatest number of 
players and 42% of the globe’s golf facilities (National Golf Foundation [NGF] [37]).

Given the economic impact of the sport and its implications on the tourism 
industry, this study attempts to gain a deeper understanding of golfers’ behavior and 
the factors that influence their participation.

Research to date has explored different factors that influence the intention to 
participate in golf (e.g., [1, 2, 4, 24]). However, most of this previous research 
focused on investigating these dimensions in isolation. This article aims to study 
these dimensions as a group, examining how they relate to each other to understand 
its influence on golf participation. Therefore, several influencing factors on future 
intentions to play golf, the interdependence between them, and their relative levels 
of impact on the consumption of golf products are explored.

The results represent important contributions to knowledge about golfers’ future 
behavioral intentions. From a management perspective, the findings are beneficial 
for establishing new long-term marketing strategies in the golf industry.The follow-
ing section provides a review of the existing literature on factors influencing partici-
pation in golf. We continue with a description of the methodology, results, discussion, 
and conclusions. We end with the management implications for golf facilities, estab-
lishing some marketing recommendations based on the results of this research.

9.2 � Literature Review

The present literature review focuses on several variables that may influence inten-
tions to play golf. Health and physical well-being are reviewed along with experien-
tial consumption, two factors that have been extensively related to sports participation 
in the literature. In addition, the environmental management of golf courses and the 
perceived value of golf as an economic activity and as a sport played in a natural 
environment are analyzed.

9.2.1 � Experimental Consumption and Its Role in the Intention 
to Play Golf

Fun and enjoyment are one of the main reasons to participate in sport. Participation 
to feel happiness and positive feelings capable of changing the mood [24]. Like 
other leisure and tourism activities, golf has largely been viewed as experiential 
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consumption [51]. What golfers perceive is more closely associated with their expe-
riences during the golf process than with the services provided by golf courses [25]. 
For example, Funk et al. [16] show that golfers with different histories of experience 
use differed in their motivations for playing golf.

Several studies relate the emotional factor to the continued intention to partici-
pate in golf. Jeon and Casper’s [28] findings link psychological connectedness to 
behavior and continued participation in golf. Chen et al. [10] showed a more robust 
relation- ship between positive emotions and satisfaction in golfers compared to 
other sports. In the context of alternative golf (see Topgolf or Drive Shack), two 
recent investigations conclude that satisfaction is a key element in the intention to 
participate in alternative golf and also in real golf [6, 29]. The satisfaction and 
enjoyment generated by the personal challenge, the competition, and the feeling of 
being part of a community are among the most important reasons for participation 
in golf [46].

Therefore, emotions experienced during the game are found to influence inten-
tions to continue playing golf.

9.2.2 � The Role of Health

Breitbarth and Huth’s [3] research supports that showing the healthy side of golf 
would help to change the image of the sport, improving its market positioning. This 
study postulates that this may be a new marketing strategy to attract new players.

Previous research has already highlighted the health motivation to practice golf. 
The study by Shim et al. [42] concludes that, in order to improve the satisfaction and 
intention to continue playing golf, it is necessary to induce health-oriented motiva-
tion. Berlin and Klenosky [2] also find relationships between intention to participate 
in golf and perceived health benefits. Stenner et al. [44] explore the reasons for golf 
participation in the older population. Several reasons are considered unique to golf, 
including physical, cognitive, and mental health benefits. In subsequent research in 
2020, these authors conclude that although health-related factors were identified as 
relevant reasons for participation, non-health-related factors were deemed even 
more important.

Therefore, although the health factor has been linked to the intention to continue 
playing golf, there is not enough research to support that showing the health side of 
the sport can be an effective marketing strategy to reposition the sport in the market.

9.2.3 � Golfers’ Perceptions of Environmental Management 
of Golf Courses

The literature has already pointed out the importance of the responsibility of golf 
courses in environmental management and their role in the conservation of biodi-
versity [18]. However, although relationships between attitude toward green 
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behaviors and visitation intention have been proven in non-sport settings [21], few 
studies relate responsible environmental management of golf courses to intentions 
to play golf.

The study by Lopez-Bonilla et al. [33] links environmental attitudes to golfers’ 
behavior. It shows that golf tourists’ concern for the environment influences their 
ecological orientation by choosing golf courses that are environmentally friendly. In 
the same vein, Minoli et al. [35] note that eco-labels can affect the decision-making 
process of golfers subjected to a green marketing strategy.

In the context of screen golf, an impact of environmental awareness on golfers’ 
behavior has been found, but this variable did not predict behavior in the context of 
traditional golf [22]. However, Han and Hwang [20] found that one of the benefits 
of virtual golf, such as less impact on the environment, influences participation in 
real golf, decreasing intentions to play on a golf course.

However, none of these studies investigate golfers’ perceptions of responsible 
environmental management of golf courses.

Therefore, this paper continues to explore the environmental factor, what the 
player’s perception is, and how it influences their intention to continue playing golf.

9.2.4 � The Role of Value

In the vast majority of previous studies on golfers’ behavior, the construct of per-
ceived value was measured following the approach proposed by Eggert and Ulaga 
[13] as in the study by Mason and Motetti [34] or the utilitarian, hedonic, social, and 
quality dimension approach as in the study by Akinci et al. [1]. However, it is impor-
tant that another approach to perceived value is now explored. In this paper, per-
ceived value focuses on players’ valuation of golf as a sport in a natural and safe 
environment and as an economic activity. This study takes into account that in the 
current post-pandemic era, players value aspects that they did not value before, such 
as the characteristics of the natural environment or the fact that golf reactivates tour-
ism and the local economy. Therefore, this research considers it important to explore 
these attributes and their relationship with consumption intentions.

Participation in a sport can be related to the environment it is practiced. Research 
by Stenner et al. [44] identified that playing in a natural and pleasant environment 
was an important factor for golf participation. Golf is an outdoor sport, in contact 
with nature, where the environment can become more important than in other sports. 
The individual’s quest to get away from pollution or stress has meant that sports in 
contact with nature have become more important [31]. In addition, the pandemic 
has changed the way leisure time is consumed and golf is one of the few sports that 
can be considered a sport in an environment with minimal risk of COVID-19 (Waite 
[49]). The features of golf courses, such as their design, are also influential factors 
in consumption intentions (Brey & Meitner [4]).

Regarding the value that players attribute to golf as an economic activity, various 
studies show the social and economic impacts of golf courses and the views of 
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proponents and opponents of golf development [5]. Huertas et al. [23] find that players 
and golf course managers have a more positive judge about this impact than the general 
population. Neo [38] considers since the 2000s, courses have been pursuing a more 
consensual policy to circumvent opposition to golf courses. However, this analysis 
does not explore the relationships with intentions to participate. In addition, although 
there has been research on the economic impact of golf (e.g., [26]), to our knowledge 
there is no study that relates players’ perceptions of the sport’s contribution to the 
economy and tourism and its influence on their intentions to play golf. This is therefore 
one of the first studies to explore this aspect and how it influences participation.

9.3 � Method

9.3.1 � Measuring Instrument

Data for this research was collected through an online survey. The items were devel-
oped based on a literature review and extensive research with industry profession-
als. The purpose of the qualitative research was to provide information to develop a 
questionnaire to be used as a measuring instrument in the quantitative research. The 
findings from the qualitative research allowed for better exploration, provided 
greater fidelity to the measurement instrument, and aided in the interpretation of the 
quantitative results. This research adopts an exploratory-sequential design, drawing 
on the merits of qualitative and quantitative inquiries [17].

In the first stage, semi-structured interviews were conducted with five golf course 
managers located in Andalusia (Spain). Andalusia was chosen because it is one of 
the main golf tourism destinations in Southern Europe, with 105 golf courses. All 
interviews were conducted in person and audio-recorded. Transcription was carried 
out manually. Contact with the managers of the golf courses was established through 
the Royal Andalusian Golf Federation, the organization responsible for the sport in 
Andalusia, and they were informed of the purpose of the study. Through qualitative 
analysis, this research develops a measurement instrument that illustrates the dimen-
sions influencing golf clients. These dimensions are taken as variables and the 
phrases are adapted as questionnaire items. Alternatively, some of these items have 
been adapted from already available questionnaires [3, 45]. Finally, a pilot study 
was conducted with 20 respondents, to assess the questions’ clarity and the items’ 
reliability. Based on the comments from the pilot study, a final version of the ques-
tionnaire was prepared.

Facility managers were asked about the factors influencing golf participation and 
the needs and requirements of golfers. Four dimensions emerged: value, experien-
tial consumption, health, and environment.

Value Dimension
All course managers agreed that the most important factor influencing participation 
was that it is an outdoor sport, which can be played alone, with minimal risk of 
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COVID-19. The natural environment in which it is practiced is the reason most 
repeated by the professionals of the sector as being responsible for the increase in 
golf participation.

The different characteristics of each course were also pointed out., “…golf is not 
always played on the same course as in most other sports, in this case, you have an 
infinite number of scenarios to play with all kinds of designs and this encourages 
golf tourism.” Some added that golf is a sport that helps the local economy, attract-
ing tourism in the off-season for the rest of the sector, as is the case in other regions 
[8]. “After the pandemic, aspects that previously went unnoticed are valued, mainly 
that it is an outdoor sport and helps tourism and economy.”

Experiential Dimension
Most of the interviewees emphasized that the most important thing for a player is 
his or her playing experience. The course conditions must be right to generate an 
exciting, enjoyable, or relaxing experience for the player. “At the end of the round, 
it is the emotions that it has generated in the customer that are important.” “Golfers 
want the condition of the course and the services to be excellent, but they want to 
get a good result and have fun.”

Health Dimension
Almost all managers point out as one of the main factors the disconnection capacity 
it generates in the player and the perceived benefits for his or her health. “The time 
spent disconnected from the world, four or five hours without a telephone and the 
reconnection with nature.”

Environment Dimension
Those interviewed also stated that golfers now value the environmental manage-
ment carried out at golf courses more than before and are concerned about the work 
being done to reduce environmental impacts. “There is now more awareness of the 
environment and we have noticed that the player values it.” One of the interviewees 
highlighted the good reception that the latest environmental actions have had among 
their clients.

We have changed the grass on the greens for a more sustainable species, which needs less 
water and less maintenance, which has pleased the local players, but above all the tourists. 
They appreciate the actions to protect the environment.

In the second stage, quantitative research was carried out, in which data was col-
lected from golfers.

9.3.2 � Participants and Procedure

As research subjects, this study selected players from golf courses located in 
Andalusia (Spain). The questionnaires were sent by e-mail through the Royal 
Andalusian Golf Federation, the organization responsible for the sport in the region. 
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Table 9.1  Frequencies of sample characteristics

Gender n %

Man 377 81.96

Woman 83 18.04
Age

Under 25 9 1.96
25–34 17 3.70
35–44 56 12.17
45–54 140 30.43
55–64 127 27.61
65–74 98 21.30
Over 75 12 2.61
Lost 1
Level of education

No education 8 1.74
Elementary studies 12 2.61
Secondary studies 45 9.78
Bachiller/FP 89 19.35
University studies 306 66.52

Employed

Employed 298 64.78
Unemployed 10 2.17
Student 7 1.52
Retired/pensioner 145 31.52

Data were collected between November 2021 and January 2022. Participants were 
informed about the content of the study and data protection and gave their written 
consent.

9.3.3 � Sample

A total of 460 responses were collected and used in the data analysis. Table 9.1 
shows the demographic profile of the participants.

9.3.4 � Variables

For this study, a set of variables has been used whose measurement was carried out, 
whenever possible, with multi-item measures (at least three items per variable) in 
order to verify that all of them were composed of an adequate percentage of reliable 
variance and to be able to identify the error variance of these variables. In addition, 
an activity value variable was included, which was recorded as a single item.
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Experiential Dimension
The measurement of this variable was carried out by asking participants their level of 
agreement about their experience on the golf course. It consists of six items, four of 
which were adapted from Stenner’s questionnaire, “I enjoy it when I get a good result,” 
“I am excited about the opportunity to improve my ability,” “It is good fun, as each 
round is different,” and “I enjoy the company of my playing partners” [45]. Two other 
items were elaborated from the qualitative research, “I enjoy when golf course is in 
good playing condition” and “Receiving good service is important to have a good day 
of golf.” Its score was obtained by averaging the responses of all items. Reliability was 
estimated employing Cronbach’s alpha procedure showing a coefficient of 0.87.

Health Dimension
The variable Health Benefits was measured by asking the participants their level of 
agreement regarding their perception of golf as a healthy sport. It consists of three 
items, “It helps me manage an existing injury or illness,” adapted from the research 
of Stenner et al. [45]. “I perceive golf as a health sport” and “golf has psychological 
benefits” were taken from the questionnaire developed by Breitbarth and Huth [3]. 
Its score was obtained by averaging the responses of all items. The higher the score, 
the greater the perception of golf as a health sport. In this study, its reliability was 
estimated utilizing Cronbach’s alpha, showing a coefficient of 0.77.

Environment Dimension
The measurement of this variable was carried out by asking participants their level 
of agreement with the responsible environmental behavior of golf courses. For 
example, they were asked their level of agreement with the statement “golf courses 
are managed to reduce negative environmental impacts.” Its score was obtained by 
averaging the responses of all items. The higher the score, the greater the perception 
of responsible environmental management of golf courses. Reliability was esti-
mated using Cronbach’s alpha procedure showing a coefficient of 0.87.

Value Dimension
The role of value was measured using two variables: value dimension and activity 
value. The variable value dimension was measured by asking participants about 
their level of agreement with statements about the value of golf as a sport in a natu-
ral environment. Respondents were asked to indicate their level of agreement with 
statements such as “I play golf because I enjoy the natural beauty and features of the 
course” and “I play golf because I enjoy the pleasant, natural surroundings.” These 
two items were taken from the Stenner et al. [45] questionnaire. The third item was 
taken from qualitative research, “I enjoy because I play in a safe environment with 
minimal risk of COVID-19.” Its score was obtained by averaging the responses of 
all items. Reliability was estimated using Cronbach’s alpha procedure showing a 
coefficient of 0.66.

The variable, activity value, was recorded by a single item and measured by ask-
ing the level of agreement with the statement “golf favors tourism and the region’s 
economy.” The higher the score, the greater the value each participant attributes to 
golf as an economic activity.
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Intentions Dimension
Four items, adapted from previous research [30], measured golfers’ future inten-
tions to continue playing golf. The items used are, “I intend to continue playing 
golf,” “I intend to go to the golf course more often,” “I will recommend my friends 
and family to take up the sport, and “Playing golf is my first choice of leisure time.” 
The higher the score, the greater the participants’ intention to continue playing golf. 
In this study, its reliability was estimated using Cronbach’s alpha, showing a coef-
ficient of 0.84.

For all variables, respondents indicated their level of agreement on a five-point 
Likert-type scale from (1) “strongly disagree” to (5) “strongly agree.”

9.4 � Results

All analyses in this study were performed with the JASP program [27]. The han-
dling of missing data to estimate the total scores of the variables was carried out 
using the available cases procedure. Table 9.2 shows the descriptive statistics of the 
variables used in this study.

This paper employs empirical network models (Gaussian Graphical Models; 
[11, 14, 32]) to study which, of all the variables of interest, are more determinant for 
the maintenance of future intentions to play golf. The advantages of these estima-
tion and analysis models are evident in cross-sectional studies such as the present 
study. Specifically, network models can estimate the partial correlations between all 
the variables and determine the unique relationship between each pair of variables, 
controlling for the effect of the others (it allows the relationship between the predic-
tors to be statistically controlled). In addition, these techniques allow a graphical 
representation that implies greater clarity while offering an optimal solution when 
selecting the models (choosing the model that best represents the connections 
between all the variables) and estimating the parameters while ensuring maximiza-
tion of generalizability because the decisions are based on cross-validation tech-
niques [9], Epskamp et al. [14].

Table 9.2  Descriptive statistics of the study variables

n (460) M SD A K Min. Max.

Activity value 451 4.29 0.75 −1.13 2.1 1 5
Experiential c. 454 4.08 0.78 −2.25 6.03 1 5
Health benefits 460 4.25 0.79 −1.52 3.63 1 5
Value dimension 443 4.51 0.48 −1.34 5.38 1 5
Environmental d. 424 4.24 0.71 −1.07 1.97 1 5
Intentions 460 4.38 0.66 −1.66 5.41 1 5

Note. n = absolute frequency; M mean, SD standard deviation, A asymmetry, K kurtosis, min min-
imum, max maximum
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Table 9.3  Zero-order correlations between the variables of interest (below the diagonal) and 
adjacency matrix or partial correlations (above the diagonal)

Variable 1 2 3 4 5 6

1. Activity value – 0.12 0.13 0.13 0.12 0.13
2. Experiential consumption 0.32 – 0.31 0.07 0.12 0.17
3. Health benefits 0.33 0.57 – 0.03 0.19 0.07
4. Value dimension 0.39 0.31 0.33 – 0.28 0.29
5. Environmental dimension 0.39 0.33 0.41 0.53 – 0.19
6. Intentions 0.38 0.40 0.44 0.58 0.49 –

Given that the set of variables included in the networks (see Table 9.3) presented 
multivariate non-normality (W = 0.86, p < 0.01), the network estimation was done 
using huge (using the non-paranormal transformation of the data to avoid the use of 
tetrachoric correlations and EBIC—Extended Bayesian Information Criterion—
through the glasso algorithm for model selection: [15]). The zero-order correlations 
and partial correlations (resulting from the estimation of empirical networks) can be 
seen in Table 9.3, wherein the difference between the magnitudes of the relation-
ships between each pair of variables is observed when both types of correlations are 
compared. The most marked effect can be seen in the relationship between Health 
Benefits and Intentions. While in the zero-order correlations, it was the third most 
related variable to Intentions, it is the one that shows the smallest relationship in the 
network. This is because the variance it shares with the variable future intentions to 
play golf is explained to a greater extent by other variables such as experiential 
dimension. For the purposes of clarification and to improve an understanding of the 
results, it should be noted that the interpretation between the relationships of the 
Intentions variables with the rest of the variables is similar to the results of multiple 
regression. That is, instead of presenting semi-partial correlations (the overlap 
between predictors is not controlled), partial correlations are presented (the effects 
of third variables on all the variables included in the network are controlled). The 
final network is shown in Fig.  9.1. This graph represents each variable within a 
circle and how they relate to each other by employing edges. Blue edges indicate a 
positive relationship. Furthermore, the greater the thickness of each edge, the greater 
the magnitude of the relationship.

The results of the empirical network analysis show how future intentions to play 
golf are positively related to all variables. In order of magnitude, the variables with 
the highest level of relationship are the value dimension, the environment dimen-
sion, and experiential dimension. The only variable that showed a non-significant 
impact was health benefits. In addition, a relationship of considerable magnitude is 
observed between the experiential dimension and health benefits and between the 
value and environment dimensions. The activity value variable showed a relation-
ship of similar magnitude with all variables. Although the value dimension can be 
attributed to a stronger relationship with the intention to play golf, the results show 
how this variable is affected by diverse factors that are widely related to each other.
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Fig. 9.1  Empirical network

9.5 � Discussion

The results revealed different aspects of the variables examined in this paper, their 
influence on golf consumers’ behavior, and the interdependent relationships between 
them. The value that golfers attribute to the natural environment and its features is 
the factor that most influences playing intentions. Although this variable is strongly 
influenced by the environmental dimension, the positive impact on intentions 
remains the most relevant even without the existence of the cooperation between the 
two variables. The value attributed to golf as a sport played in a natural environment 
and with minimal risk of COVID-19, suggests that the pandemic has highlighted 
these characteristics of golf. This may be the main reason for the sector’s resurgence 
in major markets in 2021 and 2022. In Europe, the number of golfers has increased 
by more than 190,000 players, an increase of 4.6% compared to the previous 2 
years. From 2020 to 2022, almost 75% of European markets grew (R&A [40]). In 
the United States, the 500,000 new golfers in 2020 represent an increase over the 
previous year of 5.37%, the most significant increase in 17 years, bringing the total 
number of golfers to 24.8 million players [36].

The findings also reveal the importance for the golfer of the different character-
istics of the environment. This differentiating aspect with respect to other sports 
connects this variable with the experiential factor. As one of the interviewees points 
out, unlike other sports, golf can be played in different settings. Playing on a differ-
ent course provides a different experience every time. Products that generate 
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experiences are more valued by consumers than material purchases and are less 
subject to comparisons with other products (Yang et al. [52]).

The results also show a very high level of agreement that golf courses are manag-
ing the environment in a responsible way. This perception is the second factor that 
directly impacts on the intention to play golf. This finding adds to other research 
highlighting that organic products are increasingly in demand, also in leisure activi-
ties. This shows consumer concern for environmental sustainability [19], indicating 
the environmental awareness of golfers. However, several studies show opposition 
to golf course development for environmental reasons [5, 50]. Some of these studies 
point to a more positive opinion of golfers compared to non-golfers [23, 38]. Butler 
[7] points out that while golf courses are an attractive green landscape for players, 
for another sector of the population golf courses are unsustainable, due to excessive 
consumption of water and fertilizers. This paper therefore confirms a more favor-
able perception among those who consume golf. It is necessary to point out environ-
mental impacts of these facilities. Some golf tourism destinations in southern 
Europe, such as Portugal, can be sustainable from a social and economic point of 
view but need to improve their environmental management to be sustainable tour-
ism destinations (Videira et al. [48]). This demand for controlled and effective envi-
ronmental management is also evident in a recent study on golf courses in North 
America and their corporate environmental responsibility. The study points out the 
need for more operational management in planning the environmental actions of 
these facilities [53].

This research also found that experiential consumption is the third variable that 
positively influences intentions for continued participation, thus confirming previ-
ous re- search on participation in this sport based on the experiential factor [25, 46, 
51]. The findings thus add to the knowledge about emotional influences on con-
sumer behavior. This variable has a positive impact on golf consumption intentions 
mainly due to the influence of the Health Benefits variable. Thus, a significant find-
ing is the close relationship between the experiential variable and the players’ per-
ception of golf as a healthy sport. This relationship is not surprising as the feeling 
that the act of playing is exciting, fun, or relaxing suggests that this sport, as previ-
ous research has shown [3, 43], can engage the cognitive side of the brain.

The results also reveal that players’ perceived health has a low impact on the 
intention compared to the rest of the variables. Therefore, this research does not 
support the findings of Breitbarth and Huth [3] that showing the healthy side of golf 
is an effective marketing strategy, at least in the player group. Future research in the 
non-player group should confirm that positioning golf as a healthy sport can attract 
new players. Finally, this is the first research that explores the value attributed by 
golfers to golf as an economic activity and its relationship with consumption inten-
tions. The results show that golfers perceive golf as an activity that contributes to 
tourism and local economy, although this variable hardly influences their intentions 
to play golf.
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9.6 � Conclusions

This study adds value to the knowledge about golfers’ behavior and their future 
intentions to play golf. The first factor influencing consumption intentions is the 
value of the natural environment. It can be concluded that, in the current post-
pandemic era, the environment in which golf is played becomes more important to 
golfers.

This paper contributes to the understanding of how environmental perception of 
the golf product influences participation. This factor has been poorly related to 
intentions to play in research to date. This variable would still be the second most 
important factor impacting consumption intentions without the interdependence of 
the other variables. These results suggest what could be termed players’ “environ-
mental awareness,” although this construct is difficult to determine, as previous 
research has already pointed out [12]. This research makes an important break-
through by finding that golfers intentions to participate are influenced by their per-
ception of the environmentally responsible behavior of golf courses. However, the 
demand for sustainability practices by golfers has not been explored in depth. It 
would be interesting for future research to explore this aspect. As Tasci et al. [47] 
point out, identifying sustainable consumers and predicting their behavior is neces-
sary to advance sustainable practices in the tourism industry.

Experience on the course is a factor impacting on intentions to play golf, although 
the results show that it is currently less important than the natural surroundings or 
the environmental factor. This research also contributes to knowledge about the 
experiential factor in participation, pointing out a differentiating aspect of golf, such 
as the different playing experiences derived from the characteristics of the playing 
environment. Finally, knowledge about the health factor in participation behavior is 
added. When analyzing the influence of the variables as a whole, it can be con-
cluded that health benefits have a negligible relationship with intentions to play golf.

9.6.1 � Management Implications

•	 One of the key findings is the value that golfers place on the playing environ-
ment. It is recommended to establish marketing strategies based on this aspect of 
the sport. This strategy could also attract new players, helping to change the 
image of golf among non-players, highlighting:

–– Golf is an outdoor sport, with minimal risk of COVID-19.
–– Golf is a sport based on nature, you can live different experiences in a variety 

of scenarios.

•	 The findings have also highlighted the role of the environment and its influence 
on participation. Thus, this research considers it essential for golf courses to 
communicate their environmental practices to the rest of society, thus increasing 
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their chances of increasing the number of rounds played. In addition, this mar-
keting strategy can be very effective for positioning golf as a sport that respects 
the environment, thus changing its image, which can undoubtedly attract new 
players.

•	 Regarding the experience factor, it is recommended to take into account the 
needs of golfers to offer them a positive experience:

–– The condition of the golf course so that players enjoy the experience and 
achieve good results (e.g., forward tees or easy flag positions).

–– A quality service both on the golf course and in the clubhouse.
–– Promotion and support of club activities giving players a sense of belonging 

to a community.

•	 The findings show a low impact of the health factor on intentions to play golf, 
suggesting that at the present time, marketing based on health may be less effec-
tive among players than other marketing strategies based on the attributes pre-
sented above. However, the strong relationship found between the health and 
experiential factors indicates that perhaps marketing based on the well-being 
generated by this sport can be an effective sales tool.

9.7 � Limitations

This study is not without limitations. It may be that players in a different context 
would attribute different roles to each of the attributes analyzed in the present study.

9.8 � Future Lines of Research

First, the research sample is limited to golf players. It would be necessary to extend 
the sample to non-players to know what variables influence the entry of players to 
this sport.

Exploring how golfers and non-golfers perceive the image of golf is an area for 
future research. By comparing both player and non-player samples, a better under-
standing of golf perception can be gained, thus expanding knowledge about con-
sumer behavior in an area that has been understudied.

The significant contribution of golf tourism to established golf tourism destina-
tions requires further research on destination branding and on social, economic and 
environmental sustainability. Environmental impacts are an important factor to con-
sider in future research on golf tourism.
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Chapter 10
Use of Online Shop Chatbots: How Trust 
in Seller Moderates Brand Preference 
and Purchase Intention

María Illescas-Manzano , Sergio Martínez-Puertas , 
Paulo Ribeiro Cardoso , and Cristina Segovia-López 

Abstract  This study examines the role that chatbots, an application of AI in 
e-commerce customer service, play in increasing online trust in brands and how, 
from this trust, interaction with chatbots can impact brand preference and purchase 
intention A conceptual model based on the Technology Acceptance Model (TAM) 
and Information System Success Model (IS) is proposed to understand the relation-
ships between the utility, ease-of-use, and responsiveness of a chatbot, online trust, 
brand preference, and purchase intention. Based on a sample of Spanish consumers, 
this study provides a better understanding of how to build trust online and how this 
can strengthen the relationship with the consumer and lead to a purchase. At the 
same time, it alerts professionals to the need to design chatbots that are useful and 
respond efficiently and quickly in their customer service. The results of our study 
aim to help brands in designing chatbots to provide e-services that consolidate cus-
tomer relationships and foster sales.

Keywords  Chatbot · Trust in seller · Purchase intention · E-commerce · Brand 
preference

10.1 � Introduction

Today’s world is becoming increasingly digital due to the great technological 
advancement of the last two decades [26]. Consequently, online consumers are 
increasingly predisposed to use new technologies in making purchasing decisions 
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[14]. In the face of this new consumer profile, more experts in the use of new tech-
nologies, and always demanding efficient and accessible digital services, brands are 
forced to incorporate new technological advances such as artificial intelligence (AI) 
to provide higher quality customer service and differentiate themselves from the 
competition [54]. Thus, through the application of AI, brands can not only imple-
ment improvements in customer service management but also personalize services 
and product recommendations thanks to a better knowledge of customers’ prefer-
ences and purchasing patterns [3] based on their previous purchases [96]. 
Consequently, the use of AI improves marketing strategies [19] through various 
digital touchpoints that companies and brands incorporate into e-commerce [37].

A growing way for brands to integrate AI to improve customer service is through 
the incorporation of chatbots [19]. Chatbots are virtual agents based on AI and 
designed to mimic natural human conversation [93] that enables communication 
with users through a digital interface [58] and provides support to brands in the 
customer relationship management [108]. Different brands, across various indus-
tries, are employing chatbots as an online touchpoint [15, 55] as these applications 
offer a personalized service, available anytime and anywhere [91], accurate infor-
mation and timesaving [15], allowing customers to gain a better understanding of 
products or services [9]. Therefore, chatbots are useful for brands not only to dif-
ferentiate themselves and gain a competitive advantage [98] but also to strengthen 
relationships with customers and keep in touch with them [36, 108].

Thus, the integration of chatbots is now an upward trend in the communication 
of brands and companies, such that from 2019 to 2020 the willingness to use chat-
bots for purchases increased from 17.1% to 41.3% [47]. By 2022 it is expected that 
75–90% of queries will be handled by chatbots, which will save over 2.5 billion 
customer service hours by 2023 [33]. From a research perspective, chatbots are also 
recognized as a technology that can revolutionize e-commerce and stand out for the 
relevant role they play in marketing [46].

Previous studies, under a customer approach, have focused extensively on how 
chatbots can provide better customer experiences [9, 10, 15, 36, 55, 100] and how 
this, in turn, can influence customer satisfaction [9, 11, 15] or intention to use chat-
bots [11, 36].

Additionally, previous studies have also analyzed which dimensions related to 
interaction with chatbots can impact consumer behavior [10, 21, 46, 57, 85], such as 
customer attitude toward chatbots [21, 46], customer intention to use chatbots [10, 
46, 57, 66], or customer acceptance toward chatbots [85]. However, to the best of 
our knowledge, there is a scarce exploration of antecedents related to the use of 
chatbots that improve and strengthen relationships between brands and customers 
[12, 84, 108].

To fill this gap, our study aims to investigate which dimensions of chatbots may 
impact seller trust and how this, in turn, influences brand preference and purchase 
intention. Specifically, our proposal, whose theoretical framework is based on the 
Technology Acceptance Model (TAM) [20] and the Information System Success 
Model (IS) [23], examines the impact of the dimensions “Usefulness,” “Ease-of-
use,” and “Responsiveness” on “Trust in seller.” Additionally, this study seeks to 
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ascertain whether “Trust in seller” can influence “Brand preference” and “Customer 
purchase intention.” To develop this research, a quantitative study was developed 
based on data obtained through a questionnaire completed by a sample of Spanish 
consumers.

Several reasons justify our study. First, given the current need for brands to 
establish long-term relationships with customers [70], it is necessary to explore the 
potential of chatbots to support brands in managing their customer relation-
ships [108].

Second, the influence that chatbots can have on customer trust is a critical issue 
in understanding purchase behavior [107]. In fact, trust, especially in e-commerce, 
is a predictor of brand preference [12], purchase intention [49], and loyalty [49] and 
play a key role in customer relationship management [31]. Therefore, this dimen-
sion should be considered when designing branded chatbots [108].

Finally, previous literature has highlighted the role of the usefulness [52], ease-
of-use [32, 52], and responsiveness [13] of a webpage in the e-commerce context to 
develop trust in seller. Since chatbots are a specific technological advance that can 
support customers in online shopping, a well-designed chatbot that is useful, easy to 
use, and responsive can foster trust in seller, an issue that, to the best of our knowl-
edge, has been barely analyzed [84].

Our study pretends to provide some contributions. Firstly, our work aims to 
extend previous studies about how brands can foster and strengthen their relation-
ships with customers with the incorporation of AI [3, 54]. Secondly, our work aims 
to expand the analysis of what factors allow brands to promote trust within an online 
context [49, 52] through the new technology.

Additionally, our study aims to highlight the key role of trust in seller in 
e-commerce as a factor in promoting sales and strengthening customer relation-
ships. In practice, the results aim to help brands in designing chatbots to provide 
e-services that consolidate customer relationships and foster sales. While large 
companies have a high level of digitalization and technology proficiency, small- and 
medium-sized companies still have a way to go in this field [29]. Thus, this study 
may be especially relevant for companies that are in the process of evolution in the 
digital market.

10.2 � Literature Review

10.2.1 � Chatbots in E-Commerce

Previous research recognizes the role of artificial intelligence (AI) to enhance the 
customer experience in e-commerce [3, 55] based on its potential to strengthen 
customer relationships and accelerate the correct understanding of customer prefer-
ences through real-time interactions [3] with chatbots being one of the fast-rising AI 
technology [93] that foster this kind of interaction [107].
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Chatbots are virtual agents available 24 h a day [91] that are capable of simulat-
ing human conversation [93] and enabling digital communication with consumers 
[58]. Chatbots can help brands in their customer relationship management [108] as 
chatbots help customers find information, discover new products, and make deci-
sions while saving them time [15].

Several brands in different industries have already incorporated chatbots as an 
online touchpoint [15, 55] to achieve differentiation and competitive advantage [98] 
and to improve customer relationships [36, 108].

Previous literature has analyzed the role that chatbots can play in e-commerce 
predominantly under a customer approach and it has identified several antecedents 
of chatbots that can impact customer experiences [9, 10, 15, 36, 55, 100] and how 
this, in turn, can mediate the impact of the use of chatbots on the intention to use 
them [36], customer satisfaction [9], or brand love [100]. Additionally, previous 
studies established empirically the impact of interactions with chatbots on the cus-
tomer attitude toward chatbots [21, 46], customer intention to use chatbots [10, 46, 
57, 66], customer satisfaction [11, 15], or trust in chatbots [107].

10.2.2 � Trust in Seller

Trust can be defined as a party’s expectation that the other party’s behavior will be 
ethical, socially appropriate and will not be opportunistic in social exchange, i.e., it 
is the willingness to believe that the other party will fulfill its commitments [32], 
regardless of the ability to control that party [64]. Trust is a subjective conviction of 
a party to trust the other party [79] believing that the counterpart will fulfill its obli-
gations through its abilities (competence), to communicate truthfully (integrity), 
and to look out for the interest of the fiduciary (benevolence) [49]. Consequently, 
trust plays a key role in exchange-based relationships, such as relationship market-
ing [69], as it enhances problem-solving [82].

In a buyer-seller relationship, trust in seller can be defined as the customers’ 
belief that the seller will behave honestly and fulfill their commitments to customers 
[105] by providing quality services and not taking advantage of customers [60]. 
This kind of interaction allows both sellers and buyers to achieve their goals and 
strengthen their relationships, avoiding competitive behavior between both parties, 
aiming at their own benefit [94].

Therefore, trust is an essential factor that facilitates relationships between buyers 
and sellers in contexts with high uncertainty [78], which is common in the 
e-commerce [87] where the coexistence of several brands and companies among 
which the customer can choose and the impossibility of face-to-face interaction 
make it necessary for sellers to promote trust in their relationship with customers by 
providing positive experiences through their websites and online shops [99].

Furthermore, trust in seller is a crucial factor in customer relationship manage-
ment [31] and acts not only as a predictor of future consumer behavior, such as 
satisfaction [42] purchase intention [49], attitude, loyalty [49], and brand preference 
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[12] but also as a predictor of economic outcomes such as price premium [5]. Thus, 
how encouraging the development of online trust in seller is a challenge for brands 
and is a relevant topic that previous literature has extensively analyzed [49], high-
lighting the role of factors such as the usefulness and ease-of-use of a webpage 
[32, 52].

Since chatbots are a specific technological advance that can bring customers and 
brands together in online shopping and can facilitate communication and transac-
tions between them, trust can be promoted through chatbot interactions. Previous 
literature has extensively analyzed how trust can be promoted through chatbot 
design [21, 22, 42, 75, 83, 107] or how to expose chatbot identity can impact on 
trust [71].

But as far as we know, the impact of the chatbot’s usefulness, its ease-of-use, and 
its responsiveness on trust in seller is an issue that has hardly been analyzed.

10.2.3 � Antecedents of Trust

Usefulness and Ease-of-Use  Under the Technology Acceptance Model (TAM) 
[20], the most relevant model explaining technology adoption [46], the use of new 
technologies by consumers in e-commerce or online shopping is mainly influenced 
by two factors, the perceived usefulness and the perceived ease-of-use [88].

Perceived utility is defined by Lee [56] as “the degree to which an individual 
considers that the use of a particular system will improve performance on a task,” 
and it is related to the consumer’s degree of belief that the new technology will 
improve their performance or productivity [80].

The likelihood that a consumer will return to using a new technology increases if 
the consumer feels it can help him or her complete a task [72]. Thus, perceived 
usefulness is an essential factor that positively stimulates the use of a specific form 
of technology in e-commerce [1].

Perceived ease-of-use refers to the consumer’s degree of belief that using a par-
ticular system would be effortless [20, 80] and represents how easy the use of a 
technological system allows users to successfully achieve a specific goal [81]. 
Perceived ease-of-use positively improves users’ attitudes toward technological 
systems, which affects their intention to use them [80].

Previous studies have widely used the TAM as theoretical support in online cus-
tomer experience contexts [88], which has provided empirical evidence of the posi-
tive influence of both perceived usefulness and perceived ease-of-use on the 
adoption of online shopping [1, 39, 80]. TAM has also been used as theoretical 
support in the analysis of antecedents for the development of trust in seller in an 
online shopping context ([4, 52]) and previous studies confirmed that both the ease-
of-use [32, 52, 89] and the perceived usefulness [4, 52] of the brand’s web site can 
promote the trust in sellers.
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Recently, previous research also has analyzed under the TAM the role of both 
factors in the adoption of the use of chatbots and how they can influence positively 
the attitude toward chatbots [46], the intention to use [36], and the online customer 
experience [9, 36]. Thus, both factors favorably influence the attitude toward chat-
bots [46] and increase their adoption as well as strengthen customer experi-
ences [36].

Just as consumers in an offline environment look for characteristics of a salesper-
son that can positively influence brand trust [24], in e-commerce consumers try to 
find cues to develop trust in seller [65]. Under the TAM approach, perceived useful-
ness refers to consumers’ understanding that using chatbots for shopping enhances 
their customer experience, whereas perceived ease-of-use is the consumer’s percep-
tion that interacting with a chatbot will involve effortless online shopping.

According to Luhmann [62], trust can be fostered through the capabilities of the 
technological systems implemented by brands. A well-designed chatbot that is both 
useful and easy to use can promote trust in the brand as it shows their competence, 
that is, their abilities to fulfill their obligations, which is one of the three dimensions 
on which trust in the seller is based [49]. Additionally, the ease-of-use fosters the 
development of a comfortable environment for users that can favor trust in brands 
[27]. Since both factors can stimulate the improvement of trust in the seller, we 
postulate the following hypotheses:

H1: Trust in seller is positively influenced by the perceived usefulness of chatbots.
H2: Trust in seller is positively influenced by the perceived ease-of-use of chatbots.

Responsiveness  The Information System Success Model (IS) provides a theoreti-
cal framework for measuring the performance of e-commerce systems employed by 
users or customers [23]. In this context, responsiveness can be considered the most 
relevant attribute of service quality [106], which, in turn, in the world of electronic 
commerce, acquires a more relevant role than ever before, since that poor service 
quality can lead to both losses of customers and sales [23]. Responsiveness is 
defined as the ability to solve problems effectively through a given system or web-
site [77], allowing to provide useful and immediate answers to customer queries 
[103]. Through the responsiveness of e-commerce systems, brands can influence 
customer satisfaction (Cheng & Jiang [12]) and strengthen the intention to continue 
using these systems [44]. Furthermore, responsiveness is a factor of the e-commerce 
system that allows brands to promote trust in sellers [13].

Although responsiveness was originally conceived as a service quality factor for 
human assistants, it is also a key attribute for chatbots as virtual assistants since they 
are capable to use language skills to provide customer services without delay [57]. 
Consequently, responsiveness is a desirable attribute to incorporate in the design of 
a chatbot that can improve both its interactions [18] and its system of communica-
tion to support customer [73].

Thus, in addition to their easy access by customers at anytime and anywhere 
[91], if chatbots can provide quick responses, companies can reduce uncertainty by 

M. Illescas-Manzano et al.



157

acting benevolently toward customers [35] and therefore influence the trust in seller 
[50]. Consequently, we set the following hypothesis:

H3: Trust in seller is positively influenced by the responsiveness of chatbots.

10.2.4 � Outcomes of Trust: Brand Preference 
and Purchase Intention

Trust is a key element for brands in customer relationship management [31] since it 
can help customers reduce uncertainty and feel less vulnerable [109]. This is espe-
cially relevant in e-commerce, where trust can encourage a comfortable feeling in 
consumers that enables a successful relationship [74]. Additionally, trust can signifi-
cantly influence customers’ propensity to act [95], and hence future consumer 
behavior [49].

Among outcomes of trust in seller, the previous literature has identified satisfac-
tion [42], attitude [49], intention to use a website [49], brand loyalty [49, 109], 
engagement [6, 104], commitment [83], and interaction with brands [6]. Additionally, 
previous studies have identified trust as an antecedent of brand preference [12, 74] 
and purchase intention [49].

Nowadays, technological advances, combined with the multitude of brands from 
which consumers can choose, make it difficult to differentiate brands [25] so brand 
preference is an important research topic that has received the attention of several 
authors [2, 25, 53, 74].

Brand preference is defined as a blend of consumer’s memory and brand attitude 
[53] that reflects a consumer’s propensity toward a brand [25]. Thus, brand prefer-
ence can be conceived as the consumers’ predisposition to support a specific brand 
in comparison to other brands that summarizes the processing of subjective cogni-
tive information of the customer concerning the brand in the evaluation of the cus-
tomer’s decision-making [41]. Consequently, brand preference is the key factor that 
drives consumers to buy and repurchase the brand [25].

Concerning purchase intention, which represents the possible interests of cus-
tomers in the purchase of services or products, it can be defined, according to 
Grewal et al. [34] as “a probability that lies in the hands of the customers who intend 
to purchase a particular product.” Customer purchase intention is a key issue in 
marketing management because it is an essential component of customer behavioral 
intentions, and hence it can impact the decisions of customers [59] because it can 
act as a predictor of future sales. Thus, the effectiveness of marketing actions, such 
as the incorporation of chatbots in customer management [61], can support brands 
to achieve this goal [101].

Concerning the use of chatbots in e-commerce, previous literature has also iden-
tified outcomes of trust. Previous studies have extensively analyzed whether the 
trust promoted by interactions with chatbots can impact the intention to use a chat-
bot [21, 42, 46, 66]. To a lesser extent, previous literature also has analyzed how the 
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Fig. 10.1  Conceptual model

trust generated through a chatbot can influence loyalty [84], brand preference [12], 
and purchase intention [12, 107]. Hence, we establish the following hypotheses:

H4: Trust in seller impacts positively brand preference.
H5: Trust in seller impacts positively purchase intention.

Figure 10.1 summarizes the conceptual model proposed.

10.3 � Methodology

10.3.1 � Sample, Procedures, and Data Collection

Regarding the study framework, we focused on perceptions toward chatbots as a 
customer service from Spanish consumers in e-commerce. This country has experi-
enced significant growth in e-commerce users in recent years, where the upward 
trend in online shopping is maintained in 2021 by 55.2% compared to 53.8% in 
2020 and 46.9% in 2019 [43], and it is expected that it reaches 36.9 million by 2025 
[97]. Additionally, only five countries had a greater number of companies that 
attracted customers through chatbot interfaces in 2019 [16].

However, there are still many companies in this geographical space, namely, 
small and medium enterprises, that need to advance in their digitalization [63]. In 
Spain, 99.8% of the business environment is small and medium-sized companies 
[67], which have the greatest difficulties in evolving in the digital context. Even 
though the pandemic showed that the availability of online websites is essential to 
these companies only 4 out of 10 small and medium-sized businesses had a website 
in 2021 [30].
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To develop the empirical study and test the hypotheses of the conceptual model 
(Fig.  10.1), an online survey was carried out using a convenience sample. The 
employment of convenience samples is widely considered in social science research 
due to its advantages over other sampling techniques [102]. We developed a struc-
tured online questionnaire, according to the previous literature with Google Forms. 
The questionnaire was distributed in Spanish and was announced through email, 
popular social media platforms, and online forums to target general e-commerce 
users in Spain.

Participants were notified that the purpose of the questionnaire was only aca-
demic and was provided information to explain what chatbots are and how they 
work, as well as real examples of chatbot services from firms to ensure that they had 
previously experienced with chatbots in online shopping. The time required to com-
plete the entire questionnaire was less than 15 min which is considered acceptable 
to produce high-quality data [86]. The survey was approximately developed for 3 
weeks to attain responses from participants. The final sample was obtained by 
December 2021, and we recorded 173 valid responses after the rejection of ques-
tionnaires partially filled.

Table 10.1 summarizes the participants’ demographic profile. Regarding age, 
most of the participants were young. A little more than half of the sample was aged 
18–25  years (56.1%), followed by participants aged 26–40, who accounted for 
24.3% of the sample. Concerning gender, the participants were mainly women 
(63%). Furthermore, nearly half of the participants (49.7%) had a university degree 
and significant percentages of respondents graduated from high school (23.1%) or 
had a master’s degree (19.7%).

In terms of online shopping frequency, almost half of the sample usually made a 
purchase a month (45.1%) and just over 20% of respondents made a purchase per 
week or every 3 months. Regarding chatbot use, 35.8% of respondents used a vir-
tual agent 1 time in the last 6 months, 20.8% used it 2 times, and 16.2% used it 5 or 
more times. Also 16.2% of respondents, despite having previous experience, have 
not interacted with a chatbot in the last 6 months. Finally, among the sectors where 
the respondents used a virtual agent for the last time, we can highlight fashion 
(24.3%), technology (21.4%), and other sectors (20.2%).

10.3.2 � Instrument Design Procedures and Statistical Software

We considered existing scales from previous studies that we adapted and expanded 
for our survey, and we measured each construct with four items. Perceived useful-
ness was measured with items used by Kasilingam [46]. Items from Hassanein and 
Head [39] study were considered for perceived ease-of-use. Responsiveness was 
assessed with four items used by Chen et al. [9]. The items to measure trust in seller 
dimension were adapted from the study conducted by Wongkitrungrueng and 
Assarut [104]. For brand preference, we adapted items from Kim and Hyun [48] and 
purchase intention dimension included items adapted from Yen and Chiang [107]. 
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Table 10.1  Participants’ demographics

Characteristic n (%)

Age (in years)
 �� 18–25 97 56.1
 �� 26–40 42 24.3
 �� 41–55 30 17.3
 �� 56+ 4 2.3
Gender
 �� Male 64 37
 �� Female 109 63
Level of education
 �� Primary school 2 1.2
 �� High school 40 23.1
 �� University degree 86 49.7
 �� Master’s degree 34 19.7
 �� Doctorate 8 4.6
Online shopping frequency
 �� Less than 1 time per 6 months or less 20 11.6
 �� 1 time per 3 months 35 20.2
 �� 1 time per month 78 45.1
 �� 1 time per week 36 20.8
 �� Every day 4 2.3
Chatbot use frequency in the last 6 months
 �� 0 times 28 16.2
 �� 1 time 62 35.8
 �� 2 times 36 20.8
 �� 3 times 18 10.4
 �� 4 times 5 2.9
 �� 5 times or more 24 16.2
Brand sector for last time Chatbot usage
 �� Restaurants and takeaways 7 4
 �� Supermarkets and hypermarkets 7 4
 �� Fashion 42 24.3
 �� Sport 10 5.8
 �� Cosmetic 4 2.3
 �� Technology 37 21.4
 �� Tourism, travel, and lodging 14 8.1
 �� Financial entity 13 7.5
 �� Insurance 4 2.3
 �� Others 35 20.2

For all constructs, we employed a five-point Likert scale [9] that ranges from 1 
(strongly disagree) to 5 (strongly agree).

The data statistical analysis included a confirmatory factor analysis (CFA) to 
validate the measurement scale and a structural equation model (SEM) to test the 
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hypotheses. All statistical procedures were conducted with R software through the 
package lavaan [90].

10.4 � Results

10.4.1 � Reliability and Validity

Firstly, CFA through maximum likelihood estimation was used to empirically con-
firm the reliability and validity of the constructs. Table 10.2 shows factor loadings 
of the individual items, average factor loading for constructs, composite reliability, 
Cronbach’s alpha values, and average variance extracted (AVE). Three items RE4, 
TR4, and BP4 were removed from the analysis because their factor loading was 

Table 10.2  Model measurements, discriminant validity, and HTMT ratios

Reliability measures of the scales

Constructs and 
items

Standardized 
factor loading

Average 
loading

Composite 
reliability

Cronbach’s 
alpha

Average 
variance 
extracted

Usefulness (US) 0.9014 0.9456 0.9455 0.8117
US1 0.922
US2 0.891
US3 0.917
US4 0.876
Responsiveness 
(RE)

0.8567 0.8938 0.8544 0.7287

RE1 0.905
RE2 0.902
RE3 0.764
Trust in seller 
(TR)

0.8288 0.8686 0.8637 0.6866

TR1 0.783
TR2 0.859
TR3 0.844
Brand preference 
(BP)

0.9383 0.9568 0.9558 0.8798

BP1 0.927
BP2 0.958
BP3 0.931
Purchase 
intention (PI)

0.9445 0.9707 0.9705 0.8921

PI1 0.935
PI2 0.958
PI3 0.944
PI4 0.940
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below 0.7 [38]. Additionally, due to the poor fit, the deletion of the ease-of-use 
dimension from the model was required to enhance the fit.

After the rejection of these items, the rest of them showed factor loadings greater 
than 0.7, and all average factor loadings were also greater than 0.7 [38]. Composite 
reliability values ranged from 0.8686 to 0.9707, hence in all cases above the recom-
mended threshold of 0.70 [28] and Cronbach’s alpha values also exceeded 0.7, con-
firming that the measurement was reliable [76]. The AVE values varied from 0.6866 
to 0.8921 exceeding the threshold of 0.5 [28]. Consequently, the measurement 
model fulfilled reliability and convergent validity conditions.

Discriminant Validity

US RE TR BP PI

US 0.901
RE 0.443 0.854
TR 0.781 0.672 0.829
BP 0.358 0.308 0.458 0.938
PI 0.424 0.365 0.543 0.783 0.945

Elements on the diagonal in bold indicate ( AVE ).
Correlation coefficients are below the diagonal.

HTMT Ratios

US RE TR BP

US
RE 0.475
TR 0.768 0.735
BP 0.575 0.262 0.434
PI 0.671 0.289 0.522 0.791

Regarding discriminant validity, Table 10.2 provides the square roots of the aver-
age variance in the diagonal and the correlation coefficients between constructs 
under the diagonal and heterotrait-monotrait ratios (HTMT). Following Fornell and 
Larcker [28], all the correlations’ coefficients are below the diagonal values 
(Table 10.2). Additionally, Table 10.2 shows that all HTMT ratios were below 0.85 
[40]. Thus, the discriminant validity of the measurement model was verified.

10.4.2 � Structural Equation Modelling (SEM) 
and Hypothesis Testing

After evaluating the measurement model, we tested the hypothesis using the struc-
tural equation model (SEM). Due to the non-normality of the data (p-values from 
Mardia’s skewness and kurtosis tests below 0.001), we considered the use of the 
Satorra-Bentler statistic [92], the use of the nonnormality correction [8] for the root 
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Table 10.3  Structural model

Overall model fit test and measures
Measure Value P value Threshold References

χ2 214.074 0.000
df 113
χ2/df 1.894 Less than 5 Jöreskog [45]
RMSEA 0.098 Less than 0.1 Cudeck and Browne [17]
CFI 0.944 Greater than 0.90 Hair et al. [38]
TLI 0.933 Greater than 0.90 Hair et al. [38]
IFI 0.962 Greater than 0.90 Hair et al. [38]
NNFI 0.933

Parameter estimates and results of hypotheses tests (standardized)
Hypothesis Regression coefficient P value Result R2

H1 US- > TR 0.602*** 0.000 Supported 0.743
H2 RE- > TR 0.406*** 0.000 Supported
H4 TR- > BP 0.458*** 0.000 Supported 0.210
H5 TR- > PI 0.543*** 0.000 Supported 0.295

***P < 0.001

mean square error of approximation (RMSEA) and for the comparative fit index 
(CFI) and the Tucker-Lewis index (TLI) [7]. Also, we considered the non-normed 
fit index (NNFI) and the incremental fit index (IFI). Table 10.3 displays the overall 
model fit measures and the thresholds recommended. All fit indices were within the 
accepted standard, so the model presents a good fit.

For the analysis of the structural model, Table 10.3 provides coefficients for the 
research constructs in the standardized form. There were significant positive effects 
of the perceived usefulness (β = 0.477, P < 0.001) and responsiveness (β = 0.362, 
P < 0.001) of the chatbot on trust in seller and hence, H1 and H3 were supported. 
This result indicates that when chatbots are recognized by consumers as useful for 
performing a task and particularly capable of solving problems effectively, trust in 
the seller increases.

Furthermore, the influence of trust in seller was tested on brand preference and 
purchase intention. Both brand preference and purchase intention were strongly and 
positively affected by trust, and hypotheses H4 and H5 were accepted. This means 
that the more trust the consumer has in the seller, the more likely they are to prefer 
that brand and to intend to buy products or services from that same brand.

10.5 � Conclusions and Discussion

Based on previous studies [9, 12, 51, 52], the model developed in this research 
work, carried out in the context of chatbot use, integrated the TAM and the IS model 
[9] to identify whether ease-of-use, usefulness, and responsiveness are antecedents 
of trust in the seller [52]. In this same model, it was sought to verify how trust can 
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strengthen relationships between consumers and brands, positively influencing both 
brand preference and purchase intention [12, 51].

From a sample of N = 173 Spanish consumers who had previously used chatbots 
in online shopping, the results showed that both usefulness and responsiveness posi-
tively and significantly influence trust in the seller, supporting previous studies [13, 
51, 52]. However, our research could not verify the impact of ease-of-use on trust. 
This result may be because the sample is mainly composed of young consumers 
(Table 10.1) who have had previous experience with chatbots and have greater ease-
of-use of new technologies in an e-commerce context. Technology is a significant 
part of the daily lives of these young people, who use interactive media more inten-
sively than other age groups [68]. Therefore, it is understandable that ease-of-use 
for them is not a determining factor.

Finally, supporting previous studies, the results show how trust in the brand gen-
erated by interaction with chatbots positively and significantly influences both 
brand preference [12] and purchase intention [12, 51].

10.5.1 � Theoretical and Practical Implications

This study provides several theoretical implications for the research. Firstly, this 
work extends previous studies about the incorporation of AI in marketing commu-
nications and customer relationship management [3, 54].

Secondly, to the best of our knowledge, the previous studies did not consider 
both the antecedents and consequences of trust in the context of chatbot interac-
tions, so this study represents a new contribution to a greater understanding of the 
construction of online trust and its consequences [49, 51], highlighting the role of 
this dimension as a factor to strengthen both relationships with customer and sales.

Thirdly, this work supposes a new contribution in the incorporation of online 
trust in the TAM [32], but instead of incorporating it as an antecedent, this research 
considers trust as a mediating variable to support brands in the customer relation-
ship management [108].

Finally, this work, under a brand approach [12], extends the studies on the use of 
chatbots in e-commerce, mainly focused on a consumer perspective and whose 
objective is to analyze the impact of chatbots on customer satisfaction [9, 11, 15] 
and customer intention to use chatbots [11, 36]. Thus, this research incorporates 
relevant variables from TAM and IS model in the design of a chatbot to improve the 
relationship between brands and consumers by expanding previous results [12].

The findings also provide some implications for brand managers in designing 
chatbots as part of their marketing strategy and as an online point of contact for 
service. This work is a useful contribution, especially for small and medium enter-
prises that are in the process of developing their digital strategy and that proliferate 
in the study territory [30, 31, 63].

Thus, these brands should design their chatbots to be useful and to respond effi-
ciently and quickly. They should identify which elements of their chatbots’ 

M. Illescas-Manzano et al.



165

usefulness and responsiveness best suit their product or services and thus develop 
systems that provide useful information that supports consumers. Additionally, 
chatbots should respond quickly and accurately to queries made by customers to 
satisfy their needs. In this way, chatbots reduce the uncertainty that exists in the 
online context, fostering trust and becoming tools to increase preferences for brands 
and generate sales.

10.5.2 � Limitations and Future Research

There are some limitations to this study. First, the sample covers only Spanish con-
sumers; hence, future research should examine the proposed conceptual model in 
other cultural contexts. Second, this research is based on a sample of young con-
sumers with previous experience in using chatbots. Future studies should examine 
whether the results obtained with the proposed conceptual model are different for 
consumer groups with no prior knowledge of chatbots and whether the results are 
also different when the sample does not mainly consist of young consumers. Finally, 
our study analyses the proposed model cross-sectionally, but further longitudinal 
analysis is needed to examine how the relationships established by the model may 
develop over time.
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