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Abstract 

 

Because of consumers wake up and discover of the industrial practices, firms had to find a 

new strategy to answer to the new consumers‘ wants. To face their increasing want for ethic 

marketing and industry, one of the new strategies is consumers‘ empowerment. We decided to 

explore the effects of this strategy on consumers of the outdoor market, a market having a strong 

like for ethic and using products with a high level of technique. To explore these effects, we 

choose to focus on three attitudinal variables (Attitude, Attachment, and Perceived quality) and 

one behavioral variable (purchase intention). 
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1. Introduction 

1.1 Statement  
 

Traditional mass marketing methods has been efficient for many years but seems to reach 

their limits as much in terms of ethics than in their capacity to respond to the needs. Because 

society evolve faster and faster, it can be hard for brands to understand and to catch the new 

trends and consumers‘ needs. More over consumers don‘t want any more to be seen only as 

purchasers to who brands try to sale always more products as if it doesn‘t match with their needs. 

This has been realized by the researcher by talking with consumers, online or in real life, with 

consumers more and more aggressive and suspicious about marketing. Customers want to take an 

active role in their consuming life and control what they buy. This consumers‘ wish is related to 

the many ecological and industrial scandals and issues our world has faced and still face (from 

Horse meat, to children work in Asia, to rain forest issues), enhancing their wants for brands and 

goods eco-friendly and ethics. Because consumers had change in the 21
st
 century, brands which 

are perceived as delivering better quality goods or services are the strongly customer-oriented 

brands (Narver and Slater, 1990). These are the main reasons why brands should start to consider 

―consumer empowerment‖ to learn from their customers (Brady and Cronin, 2001).  

To take this active role in their consuming lives, internet has taken an essential role, allowing 

consumers to communicate easily with each other and give their opinion. This powerful tool for 

consumers to make their opinions known quite fast all around the world firstly was taken as a 

threat from Firms‘ point of view. But in fact this new communication tool can be turned as a 

powerful marketing tool as well. Because it allows the brand to speak directly, interactively and 

for a long period with the consumer to collect their knowledge and learn about their actual 

practices and needs (Sawhney, Verona, and Prandelli, 2005). To realize that brands can use 

internet with the Web 2.0, by creating an interactive environment, allowing them to exchange 

ideas with a large number of customers without loss of information or limits (Sawhney, Verona, 
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and Prandelli, 2005). Furthermore, firms can contact consumers‘ communities or use some 

sponsored events like competitions or meeting to collect consumers‘ opinions. Because many 

customers give their opinion about the products they use on internet; through some consumers‘ 

web sites, blogs with reviews and consumers communities; it‘s easy for the brands to get the 

information and to contact their customers as if they don‘t create any exchange tools. In this web 

2.0 world, many brand communities are created which implies more than just some customers 

giving their opinion, but as well a true community attached to one or many brands. For some 

customers, for example brand communities‘ members, only one brand can fulfill their needs; they 

tend to see brands as a cultural asset more than as private firms which purpose is to make money. 

Because of that, customers react as if the brand was theirs and not own by a company, which 

implies some creation of values and image not necessarily controlled and emphasized with 

company‘s vision (Cova and White, 2010). As if these behaviors exist, mainly, customers are not 

loyal, at most, they have a positive attitude toward some brands but this doesn‘t seem to engage 

them in appropriation comportment.  

In France in 2010, 20 millions of French, i.e. 30% of the French population practiced some 

outdoor sports
2
, considering that 89% of the French population practice some sport

3
, we can say 

that outdoor sports are quite important in the sport market in France by representing one third of 

the market. Moreover, when general sports market know a lack of growth, outdoor sports market 

still grow even during the crisis. For example, general sports had for 2008 -1% of growing, when 

outdoor sports market had +4% of growing
4
. Outdoor sports market attractiveness is strongly 

enhanced by contemporary consumers‘ preoccupations of environment, a topic fairly used by 

brands in their communications. Naturalness and sustainable development being some really 

good topics to increase sales
5
. Considering these aspects, outdoor sports market is a 

contemporary topic, relevant for sport market and brands for the next years. Because outdoor 

sports are liked for their ethical aspect, consumers should be sensible to an empowerment 

                                                           
2
 Pôle Ressources National Sports de Nature http://www.sportsdenature.gouv.fr 

3
 http://www.sports.gouv.fr/IMG/pdf/Stat-Info_01-11_decembre2010.pdf 

4
 NPD GROUP. « NPD publie son estimation du marché mondial du sport », 03/08/2010. http://www.npd.com 

5
 http://www.cma-74.fr/IMG/pdf/CMA74_analyse_sports_outdoor_2011v2.pdf 
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strategy. Moreover, because this market is constituted by fast evolving activities with highly 

technical products, I think it‘s interesting to explore the empowerment effects on consumers‘ 

behavior in this area.  

1.2 Researcher background  
 

The researcher has chosen this topic because consumers are looking for a change from firms, 

expecting from them to create products following consumers‘ desires and not to create a product 

and try to sale it at any conditions. This implies consumer participation during the design process 

and in a more general way in brand‘s decisions. Empowerment seems to answer to these 

expectations. He noticed the increasing practice of empowerment in current marketing campaigns 

for consumption goods (Kit Kat Chunky taste, Danette, My major company …) and thought it 

would be a relevant subject for the next years. By looking deeper into the topic, the researcher 

has realized that even in sports, consumer empowerment became a growing practice (Decathlon, 

Ducatti …). Outdoor sports market should clearly be sensitive to empowerment strategies 

because of its characteristics (see 2.2 of this dissertation). Thanks to many years of practice and 

involvement in many outdoor sports, the researcher has a good knowledge of the market, the 

communities of consumers and single consumers. This knowledge is valuable and helpful to 

understand consumers‘ reactions. Another reason for the researcher to choose outdoor market is 

his carrier plan. His main objective is to become university teacher; the wide aspect of this topic 

could be developed with deeper and longer research. Moreover many researchers of the 

laboratory in which he presented his work, work on other area of this topic. All these points 

finally makes him choose this topic which match perfectly with his PHD project.  

1.3 Research objective  
 

After a large literature revue to complete the researcher‘s knowledge of the topic and a 

deepen information of outdoor market, a question came out. Does co-creation in New Product 

Development (NPD) proposed by outdoors‘ firms has an impact on consumers‘ behaviors? 

Empowerment is a contemporary strategy giving some interesting outcomes for general markets 
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(look at Brady and Cronin, 2001; Cova and Ezan, 2010; Fuchs and Schreier, 2011), so it seemed 

interesting to go further by analyzing co-creation outcomes on a more specific and technical 

market. His objective was to find out if using a co-creation strategy in outdoor sports market is 

actually relevant in terms of consumer behavioral outcomes. The studied variables are attachment 

to the brand, attitude toward the brand, purchase intent and quality perception. These variables 

were partly inspired by Fuchs and Schreier‘s (2011) study. 

Another objective of this research is to draw a portrait of consumers who react the more in a 

positive or negative way to co-creation strategy as well as which variable affects these 

consumers. This objective is quite relevant on a professional aspect, allowing brands to know if 

using an empowerment strategy in NPD is relevant, and toward which target they should/could 

use this type of strategy and for which outcome.  

1.4 Hypotheses  
 

According to our objectives and literature revue, some hypotheses had been set and will be 

treated during this dissertation. Empowerment research shows that empowerment has a good 

influence on consumers‘ behaviors, attitudes, and affect toward the firm which developed an 

empowerment strategy. Though, the researcher has drawn the following hypothesis: 

 H1: Customers will form more favorable attitudes toward companies that sell products co-

created by users than toward zero-empowerment companies. 

 H2: Customers will form more attachment toward companies that sell products co-created 

by users than toward zero-empowerment companies. 

 H3: Customers will perceive goods sell by companies which co-create them with users as 

being of better quality than goods sell by zero-empowerment companies. 

 H4: Customers will show more purchase intentions toward companies that sell products 

co-created by users than toward zero-empowerment companies. 
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2. Literature review 

 

The literature review is a milestone of a dissertation, it constitute the basement of this 

whole work, allowing the researcher to deepen his knowledge of the topic. This necessary step 

helps to develop a full understanding of the chosen dissertation topic by reading most of the 

relevant documents linked to it, and reviewing the most important theories. By doing so, the 

researcher will be able to develop a critical point of view about his topic and its related theories, 

giving him the opportunity to precise his research question and objectives. This part of the 

literature review has to be done in a structured and logical way, helping to develop and argue 

solid ideas and theories for his dissertation. During his reading the researcher will have to define 

a clear plan to explain each of the theories he‘ll have in his work. He‘ll also have to argue the 

relevance and purpose of his topic considering the existing theories.  

As if a typical research structure doesn‘t really exist, a common advice would be to start 

at a general level to narrow down to the defined topic and get as close as possible to the research 

question (Saunders, Lewis and Thornhill, 2009). The literature will help the researcher to set and 

precise his question. The researcher has to review the literature in a critical way which will give 

him the opportunity to identify a research gap. The research gap will be find by comparing 

different authors theories/articles. This research gap can be a perfect topic or at least will help the 

researcher to narrow his researches in the literature. In any cases, the researcher will have to keep 

in mind his topic to ask himself during his readings, why is he reading this document and what 

can be used from it precise is work. 

Furthermore, the importance of the research, the quality of its content has to be 

considered, even more than the research structure itself. Literature sources are divided in three 

categories, Primary, Secondary and Tertiary, varying in level of detail and time of publication. 

Primary literature is constituted by reports, government publication or letters; mostly, it‘s raw 

information free of writer opinion. Secondary literature is mainly constituted by book and 

journals, these publications target a wider audience. Tertiary literature is constituted by ―search 

tools‖, helping the researcher to find primary and secondary literature. 
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In secondary literature, the most used materials are books and journals. As if journal is a 

term grouping together contents with some really different levels of quality, some of them can be 

of great worth, like academic journals for example. These articles are written by researchers and 

professor, published and evaluated by their peers and aim to provide a new and at the edge 

content for their research area. Research articles target a specific audience and then, often use a 

technical vocabulary. 

Books are more academic than research articles; they aim students more than researchers 

and are often focus on very precise topics. They represent perfect material to find a needed 

knowledge which doesn‘t evolve fast, like research methodology or data analyze for example. 

For this reason, books are often more pedagogic than research articles or equivalent documents. 

Even though, books have to be used carefully, especially for fast evolving topic, for which they 

can provide some out of date data. 

For the literature review of this dissertation, the researcher has used secondary and 

tertiary literature, and more precisely books, research articles and data bases. Books have been 

used for to earn knowledge about methodology and data analyses, articles to review the theories 

of the studied topic. To run his researches, the researcher started from a life observation, did 

some researches to find few key words about Empowerment strategy and then find his first 

research articles. After few articles, the researcher has decided to follow the references quoted in 

the previously read articles as explained by Saunders, Lewis and Thornhill (2009). This method 

allowed the researcher to read articles relevant to his topic and often close to his research 

question. Reading articles found by quotes from other articles seems to be efficient to get articles 

on a specific topic, as the researcher already knows the articles will answers to his needs. 

Concerning the redaction of the literature, the researcher has tried to be as logical as possible, 

dividing the literature review by topics and doing some paragraphs gathering groups of ideas 

linked together. 
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2.1.  Introduction to Consumer Empowerment  

Internet and web 2.0 developments has considerably changed the relationship between 

companies and consumers (Fuchs and Al., 2010). The massive amount of information available 

glad to internet allowed consumers to make and share their opinion, pushing managers to react by 

using empowerment strategies. These strategies allowed managers to give consumers the 

opportunity to express their opinions and to participate to firms‘ decisions (Ramani and Kumar, 

2008). 

We can define empowerment with this description written by Dr Johann Füller (2006) 

―Consumers are invited to actively participate in the creation of new products by generating and 

evaluating new product ideas, elaborating a detailed product concept, evaluating or challenging 

it, discussing and improving optional solution details, selecting or individualizing the preferred 

virtual prototype, testing and experiencing the new product features by running simulations, 

getting information about the new product or just consuming it.‖. To precise this description, we 

can divide consumer empowerment into three areas, the first one would be empowerment in New 

Product Development (NPD) which is the creation of new product (or service) designs with 

consumers, also called ―co-creation‖. The second would be empowerment to select a project of 

product to be launch (Fuchs and Schreier, 2011). A third application of empowerment is done to 

create the communication of a new product. That can also be classified into creating or selecting 

empowerment because as if the purpose of the strategy is not about the product but the 

communication. The consumer takes part by creating the communication or selecting it. Most of 

time, firms implicate consumers by games or competitions to engage them into the empowerment 

process by a fun aspect. These games can, for a communication example, try to push them to 

create the visual identity of the product or some movies which could be used in further ads 

(Cova, 2008). This technique catch a little bit empowerment in new product design because it‘s a 

way to design an aspect of the product which is its image. 
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2.2. Market and consumers needed specifications  

Customer empowerment can work in almost all business areas but some consumers‘ 

characteristics can improve its efficiency. For example, empowerment will be more likely to be 

efficient applied to a market with consumers having some close preferences; if the market is 

highly fragmented the developed product wouldn‘t reach enough people. In that case, mass 

customization would be a better strategic choice (Fuchs and Al., 2010). The applications fields of 

empowerment should be technical to make it relevant; in fact, empowerment is more efficient in 

high involvement products categories with a market constituted mainly by knowledgeable 

consumers. If an empowerment strategy is done on a technique market constituted with 

consumers poor in knowledge, most of consumers would be frighten by the products designed 

(Fuchs and Schreier, 2011). Even more, having some knowledgeable consumers constituting the 

market allow them to compare products‘ feature online which is useful for empowerment in its 

both forms (Fuchs and Al., 2010).  

Considering all these specifications outdoor sport‘s market would be one of the best markets 

available for empowerment because its practices need some technical products. Moreover, a lot 

of consumers who practice outdoor sports use communities existing on the web to educate them 

and to exchange ideas, all these forums are very rich in terms of technical information and sport‘s 

knowledge. Füller and al. (2009) pointed out that more consumers are creative, more they are 

likely to involves themselves strongly in an empowerment process. In opposition, for people less 

creative, involvement in New Product Development (NPD) or feeling empowered seems to don‘t 

be important as if they‘re really involved with a product category. This lack of motivation to 

involve into an empowerment process doesn‘t mean the process doesn‘t seem of worth for them. 

Contrary to private brands and developers, consumers engaging in empowerment are not 

motivated by a financial aspect but more by a personal profit. They are primarily motivated by 

the opportunity to fulfill a need by using their innovations. The selling aspect is clearly not 

predominant and an adoption for free by other users is not a problem in fact. It can be appreciated 

because it could help them to improve their design (Von Hippel, 2011). Moreover consumers 

engage in NPD because they want to use a product they had help to create.  



16 

 

Furthermore, they consider this experience as personally rewarding (Füller, 2006). The 

immaterial aspects like feedback, gratitude and the interaction creating a ―human‖ link between 

the consumer and the brand are elements amply rewarding from most of the consumers engaged 

in an empowerment process (Füller, 2010). As Quester, Beverland and Farrelly (2006) identified, 

people practising outdoor sports are looking for 4 values which are freedom, belongingness, 

excellence and connection. These wants can be seen as a need for more authenticity which seems 

to become crucial in the relationship between consumers and brands and tend to confirm the 

potential positive reactions of outdoor consumers to empowerment.  

Our society is mutating and with it many traditional standards. The old pattern, firms innovate 

and consumers only purchase and use tends to be obsolete, progressively replaced by an 

innovation sharing model fuelled by consumers (Von Hippel, 2011). This new standard should 

give more customer-orientation to the firms and should be perceived like that by consumers 

whatever the product domain considered. Actually, the motivation of the consumers to engage 

into empowerment and next corporate attitudes could highly depend of the perception they have 

of the firm customer-orientation. As not all consumers can be empowered and not all desire it, 

it‘s even more important to know how they respond to empowerment in NPD to choose if the 

firms should hide this practice or communicate on it (Fuchs and Schreier, 2011). 

2.3. The lead users theory 

During the exploration research through empowerment literature, a specific empowerment 

strategy (Lead users) drawn researcher‘s attention as it could have been relevant for the 

dissertation subject. This theory had been created by Eric Von Hippel (1986), rather than using 

some usual consumers, it‘s the leader of a group which is targeted to co-create. ―Lead users‖ had 

been defined by two characteristics (Eric Von Hippel, 1986): 

- Lead users face needs which usually will be experienced on the market place but months 

or years earlier than the main consumers. 

- Lead users should be able to use the full capacities of the solutions to their needs. 

 



17 

 

These two characteristics have to be present in the same time if the brand wants to be able to 

extract some interesting outcomes from this collaboration. The high capacities expectations 

enhance the chances of innovations and the advance on the major trends should give an attractive 

aspect to the products. Additionally, more the lead user is forward the trends, more the 

collaboration will give some strong innovations due to the lack of technical solutions existing to 

answer his needs (Franke, von Hippel, and Schreier, 2006).  Lead users‘ natural interest for 

innovations leads them to be more likely to engage into empowerment process. If they feel 

correctly considered, they will be also motivated by further projects. This has to be remembered 

because it‘s consumers who choose who they work and share their knowledge with (Füller, and 

al., 2010). This knowledge can be something solid like a prototype made by them to answer to 

their needs ahead. These products can allow brands to get some designs and developments which 

will be profitable once integrated in a new product and launch on the market place (Von Hippel 

and Katz, 2002). To well integrate lead users in the NPD process, Eric Von Hippel (1986) 

suggested 4 steps: 

- Identify an important market or technical trend; 

- Identify lead users who lead that trend in terms of experience and intensity of need; 

- Analyze lead user need data; 

- Project lead user data onto the general market of interest. 

 

From a financial aspect, lead users strategy is very profitable because it allow the brand to do 

some breakthrough which couldn‘t be possible with traditional consumers stuck in the present 

and who hardly accept the changes (Von Hippel, 1986). Then Lead users generation ideas seem 

to give better results than traditional NPD methods with a higher commercial attractiveness. For 

example 3M‘s novelties developed with Lead users had higher estimations of market share in 5 

years (68% for Lead users‘ideas vs 33% for non LU) than the novelties developed with classic 

NPD methods. (Urban and von Hippel, 1988; Lilien et al., 2002). 

The sport‘s champions are often use by firms to promote their brands and are often view as 

lead users. The researcher wonders on the interest of using lead users in empowerment. Even if 

lead-user strategy seems attractive for firms this process doesn‘t fit to the purpose and the values 
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of this dissertation. To the researcher‘s opinion, empowerment has to give back the power to 

consumers, which mean the consuming mass and not few people ahead and upper of the mass. 

Using a lead-user strategy should probably give some good financial outcomes but won‘t 

reconcile consumers with firms or enhance brands‘ image. As outdoor sports have a strong 

relation with ethic values it didn‘t seem relevant to the researcher to explore lead-user strategy 

effects here.  

2.4. Limitations of Consumer Empowerment 

As if consumer empowerment is probably a good strategy for both consumers and companies, 

there are some downsides which can‘t be ignored.  

Firstly, more the area is highly technical, less people could be motivate or able to engage into 

empowerment. This is limiting the participation to only consumers with high knowledge. In that 

case product designed or choose during the process would maybe not correspond to the broad 

demand by being too much at the leading edge of the practices. A panel composed by leading 

edge consumers is more likely to mismatch the needs of the core market which are lower in 

technical expectations (Fuchs and Al., 2010).  

As we choose to work on Outdoor area, which is a quite technical market we could have 

some negative reactions from consumers. Considering that it would be more relevant to explore 

the co-creation side of empowerment rather than something like a Lead-user strategy. Even if 

empowerment seems to be a good way to produce some goods perfectly matching with 

consumers‘ needs and wants, it can also lead consumers to a chronic dissatisfaction due to the 

access to too much information. Because consumers know all the products possibilities, a product 

which usually would satisfy them, become less or not enjoyable anymore (Wathieu and Al., 

2002). This issue is some ways more related to our consuming society which always wants more 

than specially to empowerment strategy. Consumers will always look forward novelties on the 

market and because of that will never be ―satisfied‖ anyway. 

Furthermore some consumers who weren‘t interested by empowerment can decide to 

contribute because they‘re looking for some rewards but won‘t engage and participate seriously. 

This behaviour can distort the results and lead to a poor or bad product design. The reward effect 
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or a project‘s drift inferred by interested consumers can also have some bad effects on first times 

contributors who can choose to hide their ideas, thinking they can maybe make a profit with them 

(Füller, 2006). This issue can be controlled with a good interaction structure and some watchful 

community managers pushing away every badly intentioned consumer. Community managers 

seem to be the solution but another issue would appear. It‘s the double position which must be 

adopted by employees in contact with the community. They are members of the community and 

in the same time employee of the firms which oblige them to agree with the company and give 

them the feeling to betray their community (Cova and Ezan, 2010). 

On a more philosophical and ethical side, we can say that companies exploit consumer labour 

in terms of time and knowledge. By doing so the firms can govern consumers during the process 

and then, can reduce the risks to see evolve consumers‘ behaviours in a not wished way (Cova, 

Dali and Zwick, 2011). But this criticism doesn‘t take in consideration that consumers decide by 

their own how they want to interact, with who and what they accept to share of their knowledge. 

Empowerment and co-creation of value can‘t take place if consumers don‘t want to interact with 

brands, then the real power is in consumers hands and not in firms‘ ones (Füller and Al., 2010; 

Cova, Dali and Zwick, 2011). As if empowerment is a good way to innovate and understand the 

market, it‘s not the only way to compete on the market. The product is not the only way to 

differentiate from the competitor and brands can also compete on quality, service, distribution 

and many other aspects (Von Hippel, 2011). 

With empowerment, consumers see more and more the brand as a cultural thing rather than a 

private property; this can be perceived by the way they consider the brands like their own 

possessions. This behaviour pushes consumers to create together a brand image and value; mostly 

on internet; which doesn‘t always correspond to the brands‘ wishes. Brand communities can 

show a less commercial side of the brand which get more human by interacting with its fans‘ 

communities (Cova and Ezan, 2010). Mainly consumers commit to brands because they are not 

satisfied by value for money offered by usual brands (counter brands) or because they want to 

invest themselves into some project going further than what usual brands can do (Cova and 

White, 2010). This confirms our beginning statement about consumers looking for more human 

firms, and a more ethic way to consider business with the consumer in the centre of it. 
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2.5. Expected outcomes  

To answer to the researcher‘s research objective (Does co-creation, in New Product 

Development (NPD) proposed by outdoors‘ firms, has an impact on consumers‘ behaviors?) 

―Consumers‘ behaviors‖ has been chosen within the range of existing behaviors. We choose to 

explore empowerment effects on the following possible outcomes: 

- Attachment to the brand 

- Attitude toward the brand 

- Quality perception 

- Purchase intent 

Attitude and purchase intent has been motivated by Fuchs and Schreier (2011) study whereas 

empowerment effects on attachment and quality perception has been wondered during the 

researcher‘s reading and then chosen. 

2.5.1. Attachment  

According to the purpose of this dissertation, the researcher though it would be relevant to 

explore the existing relationship between consumers and a brand or a product. We planned to 

explore which effects an empowerment strategy could have on consumers‘ behavior; during our 

reading we thought that attachment could be quite relevant in our framework. Even more, as we 

noticed that some consumers appropriate brands as if they own it because of web 2.0 (see above 

Cova and White, 2010) but also because of their relationship with the brand (Mittal, 2006).  

To begin we choose Bowlby (1979) definition of attachment: ―Attachment is a relationship-

based construct that reflects the emotional bond connecting an individual with a specific target‖. 

This has been specified by Park and Mac Innis (2006) who said: ―A consumer's emotional 

attachment to a consumption entity induces a state of emotion-laden mental readiness that 

influences his or her allocation of emotional, cognitive, and behavioral resources toward a 

particular target (i.e., object, person)”.  

A good indicator of emotional attachment is the level of a consumer‘s distress or negative 

emotional reactions in case of separation with the target (brand/product/person), this work 
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equally for real or imagined separation (Weiss, 1988; Berman & Sperling, 1994). Another clue, 

complementary to separation reactions to detect emotional attachment is consumer‘s proximity 

seeking with the target of its attachment, considering it as a safe haven (Bowlby, 1979). These 

information are confirmed by Holmes (2000) generalizing that the stronger an attachment is, the 

more a consumer will involve emotional, cognitive and behavioural resources toward the target. 

One of the most important reason why consumer can create so strong bonds with a target 

(brand/product/…) is the brand-Self connection. This idea refers to a consumer‘s belief that a 

brand or a product is relevant to them and matches with its personal values (Fedorikin, Park and 

Thomson, 2008). The more the target will match with consumer‘s self and the stronger 

attachment will be (Kleine, Kleine, and Kernan, 1993). This bond will evolve over the time 

transforming attachment to relationship to a kind of melting between the target and the consumer. 

At this time consumers almost consider themselves as a part of the target and a being one entity 

(Aron, Aron, and Smollan, 1992). This final step could be seen as Brand Love, a more exclusive 

type of brand attachment.  

Brand Love can be defined as the importance of passionate emotional attachment 

experienced by a satisfied customer toward a specific brand (Carroll and al., 2006). Consumers 

into a brand love link have a biased evaluation of the target and describe it as extremely efficient, 

good-looking, or well-designed, almost like in interpersonal love as if the unconditional aspect is 

rejected. This kind of link is often accompanied by an important investment of time and energy 

from the consumers which show how the brand is integrated into the consumer‘s life and identity. 

As we saw, attachment is strongly influenced by self-brand congruence, yet self has been 

distinguished from actual self to ideal self. Actual self being the real self of a consumer with the 

values it really holds. Ideal self is what a consumer would like to be, as well in terms of values, or 

performances, it‘s its dream. As expected the actual self grows in importance in consumers 

‗mind, corresponding to their want for reality and truth in marketing. Managers seem to go in the 

same way with a more authentic approach
6
 (Gilmore and Pine, 2007). This has been confirmed 

recently with Malär and Al. (2011) work, giving the example of 2 aspirational brands seeking 

                                                           
6
 Dove’s advertisements for example use some common girls rather than top models. 
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ideal self-congruence and which were less efficient in increasing attachment compared to actual 

self-brands.  

Then the best way to increase attachment would be to match actual consumers‘ self and 

practicing and ―authentic branding‖. This point is encouraging about empowerment capacity to 

enhance consumers‘ attachment toward the brand. As empowerment is meant to create an 

exchange with consumers and to create a product matching with their needs, it seems to be a 

perfect strategy to meet consumers‘ actual-self. Knowing that a brand which is further the actual 

practices of the consumers are less likely to create some emotional links with them, strategies 

built on the actual practices seems more efficient (Malär and Al., 2011). This also confirms that 

our choice for empowerment in NPD rather than a lead-user strategy is the best choice to hope 

enhances attachment.  

However other influencing factors of attachment exist, for example time and interactions. 

More a consumer interact with a product or a brand over the time, more its attachment will 

strengthen due to the development of meaning, memories and strong emotions linked to the target 

(Baldwin and A., 1996). The question here is to know if only a theoretical interaction provided by 

empowerment could be enough to motivate such emotions and attachment. Lastly, consumers‘ 

involvement appears as having an important moderating effect on attachment. More a consumer 

is involved toward the product, stronger its attachment will be. This can be explained by the 

importance of a brand for an involved consumer, then, if the brand is congruent with its self, 

attachment will be automatically improved (Malär and Al., 2011). 

In the case of consumers attached to the target, they look for investing themselves to build 

the relationship with the target. This is revealed by consumers expressing their opinions more 

often and more in detail, as well as giving more time to do it (Fedorikin, Park, and Thomson, 

2008). Linked to empowerment theory we could expect that brands practicing consumers‘ 

empowerment are more likely to create emotional links with the consumers. And by extension 

more a consumer would be attached to a target, more it would be likely to engage into an 

empowerment strategy. However these strategies should push consumers to collaborate in the 

brand‘s personality creation, humanizing the brands and creating occasions to build some strong 

relationships with the consumer (Swaminathan, Stilley and Ahluwalia, 2009; Malär and Al., 
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2011; Park and Al., 2010). These relationships also give to brands occasion to get a lot of 

information about consumers‘ desires.  

Another outcome of attachment is proximity maintenance and an inclination to defend the 

target of consumer‘s attachment, as the consumer considers the target as irreplaceable (MacInnis 

and Park, 2005). As consequence that target doesn‘t need to explain that much or defend in case 

of small issues because these consumers will do it for the target. This is really positive for the 

brand because consumers will pay more attention to others consumers‘ opinion than to a brand‘s 

communication.  

On a more financial aspect, attachment outcomes are for example likelihood to predict 

loyalty. As if it‘s not the only condition creating loyal behavior neither a need condition of 

loyalty, more a consumer is attached, more it will be likely to be loyal. More than loyalty, 

attachment can push consumer to accept paying a premium price for a product. As brand 

attachment is a good predictor of behaviors, manager should work to create the stronger 

emotional link possible with consumers (Thomson, MacInnis and Park, 2005; Park and Al., 

2010). A strong positive attachment forecast positive behaviors like purchasing; knowing that, 

marketing managers should adopt a customer oriented strategy and interact with them to create 

some emotional links with the consumers (Malär and Al., 2011).  

As empowerment enhance customer orientation perception, it would be relevant to use 

empowerment aiming an improvement of purchase intention. When attachment turn to be even 

stronger, researchers speak then of brand love which reflect the same outcomes (loyalty, WOM 

and opposition to a brand‘s criticism) but at a stronger level (Batra, Ahuvia and Bagozzi, 2012). 

2.5.2. Attitude  

Attitude is a component of consumers‘ behaviour which the researcher has chosen to study in 

this dissertation. This variable is influenced by many factors linked to communication and 

information the consumer gets. A reason why it sounded relevant to study it and empowerment 

effects on it. Anilkumar and Jelsy (2012) gave this definition: 
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―Attitude is positive or negative/favourable or unfavourable or indifferent towards a product. 

Attitude contains consumer feelings and evaluations related to a product. Attitude is a long 

lasting common assessment of a product. Attitude is a particular system of motivation, emotions, 

perceptions and cognitional process responding to certain environmental aspects surrounding an 

individual/consumer.‖ 

In this definition we can see two components which are the consumer itself and its 

environment, both influencing final consumer‘s attitude toward a product or a brand. The long-

lasting characteristic of attitude related in this definition is also present in Solomon and al. (2002) 

works, as well as the consumer relation with the firm or product. Division of attitude from 

positive (favourable) to negative (unfavourable), and neutral with consumers feeling indifferent 

toward the subject of attitude (firm / brand / product) is also confirmed by Engel and Blackwell 

(1998) works.  

Attitude formation depends on consumers‘ beliefs about the subject. These beliefs are the 

result of communication, review, characteristics and mainly each way for the consumer to get 

information about the subject without experiencing it. This imply that attitude can be expressed 

only on thoughts and by consumers who never seen the product (Thomson, MacInnis and Park, 

2005). Further in that direction, attitude can be determined indirectly, learned or mastered 

(Anilkumar and Jelsy, 2012; Robertson and Kassarjian, 1973).  

The importance of attitude for firms is its influence on consumer‘s behaviour, the reason why 

the researcher chose to work on this variable. Indeed, a strong positive or negative attitude 

predicts consumers‘ behaviour, like purchasing or not for example, pushing them to choose a 

product rather than another (Park and Al., 2010; Anilkumar and Jelsy, 2012). This fact should 

have some effect on our purchase intent variable, or at least we should observe a link between 

attitude and purchase intention.  

However the results could not confirm this affirmation as stated Thomson, MacInnis and 

Park (2005), saying that as if a consumer has a positive attitude toward an object he would 

replace it with another object showing the same characteristics. In their research attitude toward 

brand didn‘t show a consumer‘s involvement toward the brand or to pay more for it in case of a 

more attractive option. This show clearly that nothing is fixed at the moment in Attitude area, in 
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particular in terms of which outcomes can be expected. Yet we know that strong consumer 

attitude can be defined by four attributes: persistency over time, resistance to change, strong 

impact on information perception and strong impact on behavior (Krosnick and Petty, 1994). 

These attributes will be examined more in detail to understand their formation, the different 

findings about their expected outcomes and what could be the effects of empowerment on this 

variable. 

Consumers ‗attitude formation is influenced by two types of factors, firstly, internal factor 

constituted by personal experience/consumer personality factors—demand for cognition, 

information and conviction/self-perception/needs. Secondly, external factors, as for example, 

influence of community—family members/social groups/coworkers, other surrounding 

consumers, information, values, direct marketing, mass media tools, etc. When attitude is due to 

external factors, its reliability over time is far weaker than when attitude is motivated by internal 

factors (Anilkumar and Jelsy, 2012). Internal factors relate to consumer‘s self-concept and how 

the product/brand matches it, also known as self-congruity. More self-congruity with 

brand/product is high, more consumer‘s attitude toward the brand will be positive. In other 

words, consumer will be more likely to choose a product corresponding to its self-concept 

(Aaker, 1999; and Ericksen, 1996). The self-congruence concept imply an important effect of 

consumer‘s lifestyle and personality on attitude, explaining why consumers are likely to buy 

goods, services or activities corresponding to a type of lifestyle (Anilkumar and Jelsy, 2012).  

Considering that empowerment is aimed at taking in consideration consumers‘ needs and 

wants by communicating with them, it‘s reasonable to think that empowerment will enhance self-

congruence between consumers and new products. Taking it in the opposite way, attitude purpose 

can be to show and symbolize a consumer‘s self-image, allowing it to identify itself to some 

reference groups (Shavitt, 1990; Shavitt and al., 1992). This push the researcher to expect a 

positive reaction toward empowerment applied to outdoor market, firstly because as we see 

previously, this strategy allows to make consumers‘ expectations and product/brand features 

match and secondly because image is a strong factor in outdoor sports which would enhance 

consumers‘ reactions. Self-relevance is a strong factor of attitude but is not always needed to 

have some positive attitudes, as some consumers can have positive attitudes to objects sharing 
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nothing with their self-concept (Fedorikin, Park and Thomson, 2008). This can be explained by 

attitude‘s external influencing factors. 

Attitude is formed by an experience with the object rather a concrete on or an abstract one. 

The only matter is to have any kind of information, from the environment, the object (product or 

brand) or from experience. In this process attitude is influence by consumers‘ interaction and the 

social learning it provides (Anilkumar and Jelsy, 2012).  This theory evokes beliefs factor (about 

object‘s features) previously discussed, as influencing consumers ‗attitude to the brand (Wilkie, 

1994). These theories confirm the positive income an empowerment strategy could provide to 

brands or goods, glad to an important communication with consumers and a big amount of 

information available.  

This is confirmed by Anilkumar and Jelsy (2012) who state ―Consumers’ negative as well as 

positive evaluations will be based mainly on the past experience, and will be related to the degree 

of trust, belief and knowledge that the individuals have towards the firm with whom they 

interact.‖. It implies that the object has to be convincing to consumers‘ eyes with some features 

corresponding to their wants to expect a positive outcome of an empowerment strategy. This is 

even more rewarding because it‘ll dig a gap in consumers‘ mind between brands agree to be 

transparent and working with them, and the brands which won‘t and could be perceived has 

obscure and hiding stuffs. However attitude formed by external factors can often change over the 

time, especially when cognitive arguments are used to show that another object would show 

higher benefits to the consumer (Anilkumar and Jelsy, 2012). 

The stronger attitude is, the more durable it‘ll be in consumer‘s mind, the other outcome due 

to strong attitude is its impact on behavioral intention, particularly purchase intention which turn 

into actual behavior (Curran and Meuter, 2005). By opposition weak positive attitudes only have 

a little impact on behavior and are not considered by consumer itself. Another important factor 

which enhances attitude effect on behavior is the way attitude has been made. If attitude is due to 

consumer‘s direct experience, attitude will be more predictive (Anilkumar and Jelsy, 2012).  

For brands, attitude can be interesting by helping consumers in their choice for a product, 

considering empowerment as a strategy able to enhance this comportment toward the brand, 

research results could give some new clues to managers on how make sales grow. However to be 
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interesting, brands have to build a strong attitude made by direct experience, which can be 

provided by empowerment. More generally if there are no serious better opportunities or 

problems pushing the consumer away of its intention, attitude and its behavioral intentions are 

predictive (Ajzen, 1991; Thomson, MacInnis and Park, 2005). Problems can be various from a 

product out of stock when the consumer need it, to more environmental with for example brand 

image, beliefs about the brand hold by other consumers, changing trends, and in general all social 

influences (Anilkumar and Jelsy, 2012).  

Outdoor market having a technological component, important in the selection of products, 

consumers could be more loyal to their attitude, as attitude determines consumers‘ intention to 

use a particular technology product (Curran et al., 2003). To summarise we can say that attitude 

influence behaviour in many ways, predicting it when carefully considered by the consumer. 

When consumer is not able to take its attitude in consideration to behave, at least attitude 

influence the way consumer perceives the situation (Anilkumar and Jelsy, 2012). 

2.5.3. Perceived Quality  

During his readings, the research thought empowerment could influence consumers‘ 

perceived quality, especially in outdoor area. Empowerment seems to affect many perceived 

quality influencing factor which will be defined. According to Zeithaml (1988): “Perceived 

quality can be defined as the consumer’s judgment about a product overall excellence or 

superiority. Perceived quality is different from objective or actual quality, a higher level 

abstraction rather than a specific attribute of a product, a global assessment that in some cases 

resembles attitude, and a judgment usually made within a consumer’s evoked set. “. This 

definition is clearly confirmed by Golder and Al. (2012) definition of actual quality which states: 

“We define quality as a set of three distinct states of an offering’s attributes’ relative 

performance generated while producing, experiencing, and evaluating the offering. Each state of 

quality is a comparative assessment of an offering’s attribute’s performance relative to a 

reference standard desired by either firms or customers. Quality is not simply an attribute’s 

performance but rather an assessment of performance relative to a reference standard. ”.  

Some others researchers divided quality using other names like Holbrook and Corfman 

(1985) who distinguish quality in mechanistic quality which refers to an objective evaluation of 
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quality, and humanistic quality which results depends mainly of the regulars who estimate 

quality. As for actual quality and perceived quality the main difference is the objectivity factor 

including affect and attitude which varies from a concept to another. This difference about quality 

has been discussed in many different ways with different names but using almost the same 

concepts and characteristics to differentiate them (see Olshavsky, 1985 or Lutz, 1986).  

About this division of quality aspects, Zeithaml (1988) criticized by saying that in any case, 

as quality is a comparison between a good and standards, there is always a human factor, at least 

to set the standards wanted. Then even if measures of technical aspects are real, their 

interpretations are subjective. This state referenced to the fact that managers‘ expectations don‘t 

always meet consumers‘ quality expectations (Morgan, 1985), then the difference between actual 

quality and perceived quality could be seen as quality from firm‘s point of view, versus quality 

from consumer‘s point of view. Because this dissertation focus on consumer point of view and 

behaviors, it was more relevant to focus on perceived quality than to try to measure actual quality 

of good from empowerment strategy. Another reason to choose perceived quality is the lack of 

evaluative capacities of consumers, especially to measure actual quality of technical products. 

Then focusing on perceived quality, a major fact is that customer are not able to recognize 

precisely every attributes of quality they experience with a given product and will ignore some 

attributes. Consumers don‘t perceive all what is delivered which oblige firms and marketers to 

distinguish quality between delivered attributes (actual quality) and perceived attributes 

(perceived quality) (Bolton and Drew 1991; Mitra and Golder 2006; Parasuraman, Zeithaml, and 

Berry 1985). Because of that, Firms measure perceived quality to understand how the judgment is 

built in consumers‘ mind. This will allow firms to understand if evaluation is due to the product 

actual quality or to the consumer‘s perception of product features, maybe biased by extrinsic 

factors (Golder and Al., 2012). Knowing which attributes build consumers‘ opinion is an 

important fact, as much as to know how much quality is relevant to consumers. If consumers 

don‘t give importance to quality, then firms don‘t need to invest on research about quality and to 

look for how to improve their quality (actual or perceived). But if perceived quality is important 

to consumers, they use it as a tool to differentiate brands and buy one or another (Pappu and al., 

2005). Then consumers‘ demand for quality is determined by their preference for quality and 
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their capacity to correctly evaluate quality. According to Rao and Ruekert (1994), preference for 

quality can be influenced by three factors: 

- The degree of quality variation in the market place, less it vary, more consumers are used 

and satisfied with a given level of quality. Concerning this factor, outdoor market is a 

market with important quality variations. As if for security gears some norms exist and 

guaranty a basic level of quality, nevertheless performances can vary a lot from a 

brand/product to another. These differences are even more important on all other gears 

(shoes, clothes …) for which no norms exist. Then outdoor consumers should be sensible 

to quality considering this first factor. 

 

- The risks due to a poor choice.  This factor include social image, for example for products 

publicly consumed. It also includes economic and safety risks for a machine involved 

into a production process (B to B).Generally, more a poor choice implicate safety or 

economical risks or the cost of the product are high, more consumers will be quality 

sensitive. As outdoor sports have an image aspect, it can be considered as important to 

have the good product to follow the trends. Moreover, product price is often high which 

mean that the consumer doesn‘t want to try many products to find a good one. The more 

important risk of doing a wrong choice is due to the activity environment. As outdoor 

sports are practiced in the nature, most of time far away from rescue services and 

civilization, having a reliable product, well choose, is really important for health and 

safety. This second point should, as well, make outdoor consumers sensitive to quality. 

 

- To finish, time lag between purchase and true-quality revelation. This factor matches with 

outdoor market where quality can‘t be judged at the buying but sometimes far latter, 

especially in terms of durability which is an important criterion. More this time will be 

important; more the consumer will be suspicious about firms‘ claims. In that case, quality 

notoriety is quite important for consumers‘ judgment.  

Considering these three factor, outdoor consumers should be highly sensitive to quality and 

make perceived quality analyze relevant for the study. 
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Perceived quality is built using two types of cues, extrinsic (related to marketing and brand 

features) and intrinsic (product features like performance, durability …). To begin, the researcher 

has decided to explore extrinsic cues enhancement an empowerment strategy should provide, for 

example, brand credibility. Brand credibility is “the believability of the product position 

information embedded in a brand depending on consumers' perceptions of whether the brand has 

the ability and willingness to continuously deliver what has been promised.”(Erdem and Swait, 

2004). As empowerment purpose is to dialogue with consumers to know their needs and wants 

and have their feedback about current products or projects it seems logical that empowerment 

would enhance brand credibility. Even more, the firm has to be, as much as possible clear and 

transparent with its consumers. Then by helping firms to win in brand credibility, empowerment 

will have positive effects on consumers‘ evaluation of quality, as consumers evaluate credible 

brands as high quality brands (Baek and King, 2011; Seyed and al., 2012; Wemerfelt, 1988; Baek 

and King, 2011). Moreover as empowerment strategies increase consumers‘ knowledge and 

motivation (Bonnemaizon, and Al., 2008), they‘ll be able to correctly perceive products‘ 

attributes and then to have a more relevant perception of product quality (Golder and Al., 2012).  

Another bias which influences quality perception is emotion. Consumers can ignore actual 

attributes of quality, preferring valid quality on the base of their feelings (Cohen, Pham, and 

Andrade, 2008). Arnould and Price (1993) found that a positive emotion toward something can 

lead to positive evaluation of quality underweighting some negative outcomes. Considering that 

consumers create bonds with firms which use empowerment in NPD, leading to favorable 

behaviors such as purchase intent, loyalty and positive word of mouth (WOM), (Brady and 

Cronin 2001; Zeithaml et Al., 1996) firms using empowerment in NPD should see quality 

perception scores increase.  

The other side of perceived quality is intrinsic insights, corresponding to an attribute actual 

performance of the good relative to consumer‘s ideal expectations about this attribute 

performance (Golder and Al., 2012). These expectations are hard to catch because they change 

over time with consumers‘ practice and learning (Erdem and Keane, 1996). This insight clearly 

favors a use of empowerment as it would give to firms a good opportunity to know consumers‘ 

expectations and their evolutions through the time to give them a product matching as much as 

possible their ideal expectations. Empowerment is even more relevant considering consumers‘ 
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expectations are built on their accumulated knowledge from their own and others‘ experiences 

(share during empowerment process for example), media reports and firms strategy (customer 

relationship, brand strategies …) (Kirmani and Rao, 2000). 

The ending question is to know which type of cues (intrinsic or extrinsic) is more important 

for consumers‘ evaluation. From researcher community, intrinsic cues are generally more 

important to consumers because they held more value and reliability than extrinsic cues (Darden 

and Schwinghammer, 1985). But still, extrinsic cues are valuable for long life product or for 

product which are not possible to test before purchase. It also gives some information when 

reviews and feedback are hard to find, helping consumers to choose (Zeithaml, 1988). Outdoor 

market should value the both cues as its specifications fit to these both needs. Using of 

empowerment which enhances both types of cues should give better results than not using it. 

2.5.4. Purchase intention 

Considering purchase intention as a behaviour often referred as an outcome of the attitudinal 

variables we choose to study in our literature review, it would be relevant to explore this topic. 

Yet we weren‘t able to find some relevant literature on this topic as it‘s not a topic by itself but 

only the results of many variables. In a way our literature about this variable could be considered 

as being dealt in our previous section. We could summarize it here, stating that empowerment 

should increase purchase intention, as this strategy should enhance perception of quality, attitude 

and attachment, which are some attitudinal variables known as increasing purchase intention. For 

the same reasons than in the previous section, outdoor market should be relevant to notice en 

effect of empowerment on purchase intention. 
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3. Research methodology 

3.1.Introduction 

How consumers react in terms of behavior to co-creation in NPD proposed by outdoors‘ firms? 

We choose to explore this subject using Fuchs and Schreier (2010) work as a model to set our 

own frame and inspire our research. As they did, and according to our literature review, we 

measured consumer attitude toward brand and purchase intention. In addition we decided to add 

measurement of Attachment as well as Product quality perception, following their 

recommendations. We also introduced a confirmatory variable which was implication toward the 

brand. We designed 4 Hypothesis: 

 H1: Customers will form more favorable attitudes toward companies that sell products co-

created by users than toward zero-empowerment companies. 

 H2: Customers will form more attachment toward companies that sell products co-created 

by users than toward zero-empowerment companies. 

 H3: Customers will perceive goods sell by companies which co-create them with users as 

being of better quality than goods sell by zero-empowerment companies  

 H4: Customers will show more purchase intentions toward companies that sell products 

co-created by users than toward zero-empowerment companies. 

3.2.Research philosophy 

 Positivism 

Positivism purpose is to find the truth. As Remenyi and al. (1998) said, positivism is working 

on social reality in the way to create some generalizations as in traditional sciences. To do so 

researchers have to adopt a strongly rational approach for their research. During the work, 

researches have to consider the world as external and true. More important, this type of research 

implies a value free approach to stay valid and suitable for a generalization into laws. Mainly 
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positivism approach use quantitative research methods. The limitation of this philosophy is to 

don‘t be adapted for human sciences which can‘t be totally free of values. 

 Interpretivism 

This philosophy supports the view that this world is completely subjective and far to complex 

to be simplified by law-like generalizations (Saunders, Lewis and Thornhill, 2009). Interpretivists 

consider the world with a defined part which is constituted with truck, rocks, and stuffs, and 

another part which is the human one where everybody plays a social role. As each human play a 

role the interpretivist approach try to understand and interpret these roles. It allows a closer way 

to approach the participants because researcher has to interpret the answers with the subjects‘ 

point of view. Then they get a deep understanding but of a subjective reality. Interpretivism is 

linked with qualitative research methods and human sciences. It can‘t be generalized or give any 

laws. 

 Realism 

The realism approach is a mix of the both previous ones, it permit to work on social or human 

topics but with a more scientific approach and allow an understanding of more external forces. 

Realism is constituted by three components: reality, actual and empirical. Reality is what really 

exist as if we don‘t understand it or never experience it; actual is the result after the application of 

the research structure and the empirical is the result of experimentation. Mainly realism and 

positivism are different because it differentiates the real and the actual which can be sometime 

dissimilar.  

For this dissertation my research philosophy was realist because as if my topic implies some 

human factor like consumer behavior, the purpose is not to analyze the behaviors but to observe 

if customer empowerment has an impact on their behaviors. I had a causality approach with the 

effects of empowerment on many consumer behaviors. To analyze the causality I worked as 

much as possible in a scientific and objective way. The realist approach allowed me to have the 

scientific aspect I wanted for my dissertation. 
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3.3.Research approach 

 Inductive approach: 

The inductive approach starts from an observation or a specific point of view to come to a 

broader aspect with law-like generalizations. It‘s often used during an exploratory study or phase 

to create hypothesis for a further deductive study (Evrard, Pras and Roux, 2003). This approach is 

not likely to be generalized and to create real laws because of its poor objectivity and a certain 

degree of doubt. Inductive approach is adapted for new area with a poor existent knowledge. 

 Deductive approach: 

The deductive approach starts from a general aspect to come on an always more specific point 

of view. This methodology develops some theories and then tests them by making some 

researches. Robson (2002) set five steps necessaries to a deductive approach: 

1. Use the theory to presume Hypothesis. 

2. Express the hypothesis with a relation between two concepts. 

3. Test the hypothesis. 

4. Process the outcomes of the investigation. 

5. Confirm, Infirm of modify the theory. 

Moreover deductive approach needs a subject which can be quantitatively measured and the 

research has to be as much as possible objective and independent of the research to obtain the 

greater validity. 

My research approach is deductive, I started from a defined topic which is consumer 

empowerment and from my readings of the actual literature I found a gap to work on. I decided to 

explore the gap of empowerment effects on consumer behavior with brand attachment, attitude 

strength and perception of quality. The literature of each topic linked together allowed me to set 

my hypothesis. The next step was to collect my primary data with my quantitative research and 
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then to analyze them. These findings will allow me to confirm or infirm my hypothesis and then 

to give my theory about my topic. 

3.4.Research strategy 

 Experimentation 

Experimentation has for purpose to control the validity of some causal hypothesis. To do so 

the researcher has to manipulate some independent variables and to measure the effects on the 

measured dependent variables. The researcher has to measure his dependent variables by taking 

care to the effects of external variables (Malhotra and Al., 2010). There are two different types of 

experimentations, laboratory experimentations and in field experimentations. The laboratory 

experimentation allows an important control on the environment, significant internal validity and 

repeatability. It‘s easy to run for a low cost and on a short period. The issues with laboratory are 

the risk to generate some errors due to the situation and an extern validity which would be 

weaker. Internet experimentation is considered as really close to laboratory experimentations 

because, as if it‘s done in a real environment internet allows a good control of the 

experimentation. On field experimentation has some opposed characteristics with a low control 

on the environment, low intern validity and need a long period to be achieved. For marketing 

researches, laboratory experiments are more often used because it allows researcher to 

experiment more complex models and to work on more variables. 

 Survey 

This method is traditionally used by deductive researchers to answer to the questions who, 

what, where, how much and how many. It‘s a popular method because it‘s easy to use, to 

understand, it gives access to a lot of data and for a modest cost. One other advantage of this 

method is if you use a sampling process to interview a representative group, you can generalize 

your observation to the whole population. The questionnaire is the most famous tool for surveys 

but it‘s not the only one, you can also choose some structured observations or interviews but you 

need to shape a strong and rigorous process. 
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 Case study: 

This method is a deep study of a single observation in its context. It‘s perfectly adapted for 

some empirical studies. Yin (2003) considers case study as having some blurred boundaries 

between the observation analyzed and its environment. The case study strategy permits to answer 

to the why question and to explore the context of a particular subject. Then the case study is 

really useful to exploratory studies, to investigate some new aspects of a subject by asking new 

interrogations and to start to work on some new theories poor in literature. 

I choose to do experimentation because my entire hypothesis was built around causality 

between empowerment and consumer behaviors. I choose to run internet experimentation 

because it allowed me to isolate the empowerment variable as much as possible and to analyze its 

effects on 3 variables as if I did laboratory experimentation. Internet also gave me the opportunity 

to collect a lot of information for a low cost, and then it matched perfectly with the dissertation 

constraint of time, logistic and cost. 

3.5.Research choices 

 Mono method 

The mono method process using only one data collection technique and a corresponding 

analyze method. 

 Mixed method 

The mixed method use quantitative and qualitative data collection to answer to the research 

question. Mixed method allow to explore some aspect of the topic with a qualitative research and 

then to confirm them by a testing with a quantitative research. 

I choose a mono method because my measuring scales were all quantitative and my research 

methodology wasn‘t created to use some qualitative data. 
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3.6.Time horizons 

 Cross-sectional study: 

The cross-sectional study is analyzing a particular subject at a particular time. This is adapted 

for time constrained subjects and most of time use survey methods for the data collection 

(Easterby-Smith and Al., 2008). Cross sectional can be used to show some relations between 

variables. There are no problems to use quantitative, qualitative or mixed methods of survey with 

a cross-sectional study. 

 Longitudinal studies: 

This method is a long term study, principally used to provide some evolution measures on a 

fixed topic. Usually the same questionnaire is used at different time period to see how the results 

evolve. The results are analyzed for each period and the differences between each period are 

analyzed. 

For my study I did experimentation with a cross-sectional horizon. I tried to find some effects 

of empowerment on behavior then I needed a snap shot of these effects to understand them. 

Moreover it matched better with the dissertation constraints. 

3.7.The sampling design process 

 Studied population: 

Elements: everybody who practice an outdoor sport, frequently or not. 

Survey unit: persons 

Reach: France 

Time: November 2012 

 Sampling Frame: 

A list of everybody practicing outdoor sports in France can‘t be obtained because a lot of 

people practice without any club or in any structure then we can‘t have a complete list. Some 
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directions of research can be explore like French federations of some outdoor sports, as well as 

the specialized forums for each sports and the last direction could be to do some interviews in 

spots where people do their activities. 

 Sampling Technique: 

I choose to use a non-probability sampling technique which is judgmental sampling. I did this 

choice because of the time and money constraint, build a probable sample would be too long and 

too expansive with the lack of information available about people who do outdoor sports. For 

example we know that 20 millions of French (30%) do some outdoor sports but only 20% are 

licensed into a club
7
. Knowing that it‘s easy to understand how hard it would be to run a probable 

sampling with people not referenced in structure. Judgmental sampling allowed me to have a first 

opinion concerning empowerment‘s effects on consumer‘s behavior. I selected some specialized 

sport forums, my Facebook‘s friends who practice any outdoor sports as well as my friends and 

some people in a queue waiting for the chairlift. I used a little bit the snowballing process by 

asking to every people who answered to share the questionnaire with some of their friends 

practicing outdoor sports and by the few share of some Facebook‘s friends who share the 

questionnaire on their page. Facebook has been used as a communication tool and all the data 

were collected on GoogleDocs which avoid any issues concerning data property. 

3.8.Section heading 

3.8.1. Secondary data collection 

Secondary data collection allows researchers to have a precise knowledge of their subject 

and to understand the main mechanisms linked to the topic. After the collection and analyze of 

the secondary data, the researcher can find the gaps into the theories and then start to create its 

research questions,  objectives and hypothesis with the goal to fulfill the gap of the theory. To 

realize my secondary data collection I use Ebsco Host which is the more complete data base to 

my opinion, with only academic resources. 

                                                           
7
 Pôle Ressources National Sports de Nature http://www.sportsdenature.gouv.fr 
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3.8.2. Quantitative primary data collection 

My research frame: 

My research has been done by experimentation. I used two questionnaires, one with an 

enterprise using co-creation strategy, the second one with a brand which uses a classical process 

to create new products. The two brands were fictive. I choose to do that to avoid any distortion 

due to a past experience with a real brand and to don‘t allow consumer to compare the two ideas. 

Questionnaires were hosted by GoogleDocs, as it‘s impossible to have one link giving randomly 

one of the two cases, the two links were given and respondent had to answer to only one of the 

two questionnaires they had to choose randomly. 

Items have been taken from studies we read and which gave them, or in Bearden and Richard 

(1999) book which gather an important list of scales for many marketing variables. We used 

some 7points scales for all the items because it‘s what is usually used with the scales we decided 

to use. For most of our items we used Lickert‘s 7point scale, for our last items, concerning 

Positive Attitude, we used a 7point semantic differential. We also measured some socio-

demographic variables which are gender, age, and frequency of practice. Here follow the used 

scales: 

 Involvement 

Taylor and Joseph; measuring consumer involvement with products: developing a general scale; 

Psychology and Marketing; 1984; p 65 – 77 

- When other people see me using this product, they form an opinion of me. 

- You can tell a lot about a person by seeing what brand of this product he uses 

- This product helps me express who I am 

- This product is ―me‖ 

- Seeing somebody else use this product tells me a lot about that person. 

- When I use this product, others see me the way I want them to see me. 
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 Perceived quality 

Louis, Lombart and Pederzoli; positioning of retailers on the basis of their image and personality; 

13
th

 recent advances in retailing and services science conference, Budapest; july 2006. 

- Products sold by this brand are of quality. (les produits proposés par cette marque sont de 

qualité.) 

 

 Emotional Attachment 

The following scale has been set by Lacoeuilhe in 2000, I translated them from French to English 

to make them understandable but I used them in their French version as I worked on the French 

market. 

- I have a lot of affection for this brand. (J‘ai beaucoup d‘affection pour cette marque.) 

- Buying this brand gives me a lot of happiness and pleasure. (L‘achat de cette marque me 

procure beaucoup de joie, de plaisir.) 

- I find a kind of rassurance when i buy or possess this brand. (Je trouve un certain 

réconfort à acheter ou posséder cette marque.) 

- I‘m really bonded to this brand. (Je suis très lié à cette marque.) 

- I‘m really attracted by this brand. (Je suis très attiré par cette marque.) 

 

 Purchase Intention 

Scale taken from Moon, J. and Kim, Y.G. (2001), Extending the TAM for the World-Wide-Web 

context, Information & Management, 38, 217-230. 

- I‘ll regularly buy in the future some products of this brand. 



41 

 

- I‘ll recommend to buy the products of this brand. 

 

 Positive Attitude 

Thomson, MacInnis and Park 2005/ Yoo and McInnis 2005 adapted a measure of brand attitude 

from Batra and Stayman (1990). Respondents used a four item, 7-point semantic differential scale 

to describe their attitude favorability ranging from: 

- 1 (bad) to 7 (good), 

-  1 (unfavorable) to 7 (favorable), 

-  1 (dislikeable) to 7 (likeable), 

-  1 (disagreeable) to 7 (agreeable). 
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Chapter 4: Data analysis  

 

All the data of this dissertation have been processed with Xlstat and SPSS softwares. 

4.1. Evaluation of items psychometrics qualities  

4.1.1. Measure of reliability  

To control if each items of a variable measure the same thing and are reliable, we had to use 

the Cronbach‘s Alpha.  Cronbach‘s Alpha is the most famous reliability indicator, that‘s the 

reason why we chose it. This formula indicates the reliability of variables items, the higher 

reliability is expressed with 1 as a result, and the lower reliability is expressed with 0 as result. A 

0 imply that items of the variable are not correlated and then don‘t measure the same things. 

More the Alpha value is close to 1, more the items are correlated and can be add to create a score 

scaled for the variable. Researchers consider that an alpha upper than 0.6 is acceptable for an 

exploratory research and it‘s recommended to be upper than 0.8 for a confirmatory study (Evrard 

and al., 2003). We measured Cronbach‘s Alpha for each of our variables and for both of our 

studies (tableau 1). 

Table 1: Cronbach‘s Alpha results 

Variable Firm A (Alpha) Firm B (Alpha) 

Involvement 0,833 0,872 

Purchase Intention 0,769 0,748 

Attachment 0,916 0,891 

Attitude 0,829 0,917 
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By looking at the upper table, we can say that reliability is really high for 3 of our variables 

which are Involvement, Attachment and Attitude. Purchase intention has some results a little bit 

weaker but which are still good because they‘re close to 0.8. Even more Purchase Intention 

results can be explained by the composition of the measurement scale which has only two items. 

According to Malhotra and al. (2010), more the scales include items; more the Alpha will be 

high. The difference of results between Purchase Intention variable and the other ones could be 

explained by the two items composition. As a conclusion, our results of internal reliability 

measures concerning our chosen variables lead us to think that items are correlated and can be 

factorized. Our variables measures are reliable. 

4.1.2. Measure of validity 

Validity has to be measured to define if the differences observed between the items show 

some real differences in terms of measure or if it‘s a systematic or a random error. There are 

many ways to evaluate validity, the most famous are face validity, criterion validity, and 

construct validity which we‘ll use (Malhotra and al., 2010). Construct validity allow to determine 

measuring scales capacities to measure precisely and specifically studied variables. In our case, 

as we wanted to validate that each items of our scales are correlated and measure the same thing, 

we were looking for a convergent validity. We had to keep in mind that if our scales were valid, 

then that would confirm their reliability, but if it weren‘t, the reliability wouldn‘t be questioned 

(Malhotra and al., 2010). 

To evaluate our construct validity, we choose to use a factorial analyze, and more 

specifically a Principal Component Analysis (PCA). We choose a PCA because it allowed us to 

study the items agglomeration and to test the unidimensional aspect of our variables. During our 

PCA, we used two different tests, first of all, we did the Kaiser-Meyer Oklin (KMO) test and in a 

second time, we did the Bartlett Sphericity test. 
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Table 2: KMO results 

The KMO test has been used to show if items used to measure each variables are consistent 

and allow making one or many measure for each variable. KMO results are included between 0 

and 1, higher the result is, more the items can be factorized. KMO result is excellent if higher 

than 0.9, really good between 0.8 and 0.9, good between 0.7 and 0.8 and medium between 0.6 

and 0.7 (Hair and Al., 1998).   

Our KMO test results show a really good correlation between items for Involvement, 

Attachement and Attitude for the Firm B. KMO result for Attitude for the Firm A is only good 

but really close to 0.8. Concerning purchase intention, the results are only of 0.5. These results 

were expected according to Evrard and al. (2003) because this variable has a 2 items scale and 

PCA need at least 3 items to give some significant results. 

The second test we used to measure the validity of our study was the Bartlett Sphericity. This 

test has for Basic hypothesis (Ho) the non-correlation between items. For P values close to 0, the 

risk to reject Ho is really low and null if the P value is 0. For all our variables and for the both 

Firms the Bartlett results were >0.0001 which is really low and allow us the reject Ho. 

Considering these results, KMO and Cronbach results, we can say that our items can be 

factorized for all our variables. 

4.2. Comparison of the two groups  

As we studied two groups of consumers to measure the impact of co-creation on their 

behavior, we had to compare the two samples. The comparison of the two samples also allowed 

Variable Firm A Firm B 

Involvement 0,829 0,826 

Purchase Intention 0,5 0,5 

Attachment 0,881 0,841 

Attitude  0,795 0,843 
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use to verify the consumer populations interviewed are similar. In a first time, we analyzed the 

distribution of each sample to verify its normality, and then, chose the more adapted test to 

compare each variable of our two samples. In a second time, we will verify our samples parity 

and in a third time, we will compare each measured variable. 

4.2.1.  Verification of normal distribution  

To verify the normality of our samples distribution, we used Shapiro-Wilk test which is 

recommended for samples with a size under 5000 people. This test work by comparison of the 

sample distribution to a normal distribution, Ho considers the sample as extracted from a 

population following a normal distribution. 

Table 3: Distribution test 

By looking to the results, all our P-values are slightly inferior to our significance alpha value 

of 5%. That clearly mean that none of our measures have a distribution similar to a Normal 

distribution that‘s why we decided to reject Ho, hypothesis of the normal distribution of our 

samples. The risk of a wrong rejecting of Ho is below 0.04% and 0.02% for Involvement, 0.03% 

for Attitude in sample B and below 0.01% for all others variables. We can consider that our two 

Variable Firm A Firm B 

Involvement ≃0.0004 ≃0.0002 

Purchase Intention < 0,0001 < 0,0001 

Attachment < 0,0001 < 0,0001 

Attitude  < 0,0001 ≃0.0003 

Quality perception < 0,0001 < 0,0001 

Gender < 0,0001 < 0,0001 

Practice Frequency < 0,0001 < 0,0001 

Age < 0,0001 < 0,0001 
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samples don‘t follow a normal distribution, this conclusion implies that we can‘t use parametric 

tests to compare our two samples and that we have to use non-parametric tests. 

4.2.2. Verification of samples similitude 

To verify the similitude between our two samples we decided to compare 4 variables which 

are gender, age, frequency of practice, and involvement. As our samples are not following a 

normal distribution, our variables are of an ordinal type and are not of the exact same size 

(209/198), so we choose to use Mann-Whitney‘s test to compare our 4 variables (Evrard and al., 

2003). Mann-Whitney‘s test works by comparison of two samples, proposing that the two 

samples are identical as Ho hypothesis. To consider that our two samples are paired we needed to 

have a confirmation of Ho for each variable tested. 

Table 4: Mann-Whitney‘s test, sample similitude. 

Variable P-value 

Involvement ≃0.476 

Gender ≃0.351 

Practice Frequency ≃0.772 

Age ≃0.335 

By looking to the results, all our P-values are superior to our significance alpha value which 

is 5%. That clearly mean that the four variables we measured had some similar results for both of 

our samples, we have to confirm Ho hypothesis of similarity between our two samples. These 

results imply that our samples are similar in terms of population and we can use our two samples 

results to measure effects of co-creation on our behavioral variables.  
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4.2.3. Behavioral variables comparisons   

To compare our behavioral variables, we choose to use Mann-Whitney‘s test for the same 

reasons we explained previously. 

Table 5: Mann-Withney and Kolmogorov-Smirnov‘s tests. 

 

Our test results show some P-values superior to our significance alpha value which is 5% for 

Purchase Intension, Attachment and Quality perception. These results mean these variables had 

some similar results for both of our samples. We have to confirm Ho (hypothesis of similarity 

between the two samples) for the comparison of quality perception, attachment and purchase 

intention between Firm A and Firm B. Attitude P-values were below 0.0001 which allow us to 

reject Ho hypothesis for this variable. 

To confirm our first analyze with Mann-Whitney‘s test we choose to run the Kolmogorov-

Smirnov test. Kolmogorov-Smirnov‘s test is the other test which can be used to compare two 

independent samples composed by ordinal data (Malhotra and al., 2010). The difference between 

the both tests is that Mann-Whitney‘s study position of the samples by rank when Kolmogorov-

Smirnov‘s test study distribution differences between the two samples (Evrard and al., 2003). 

Kolmogorov-Smirnov‘s Ho states that both samples follow the same distribution law. 

Variable P-Value (M-W) P-Value (K-S) 

Purchase Intention ≃0.772 ≃0.705 

Attachment ≃0.488 ≃0.378 

Attitude < 0,0001 < 0,0001 

Quality perception ≃0.873 ≃0.921 
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Again, Purchase Intension, Attachment and Quality perception P-values are slightly superior 

to our significance alpha value of 5%. The P-values measured for these variables show that 

results distribution for each variable is very similar. Then, Ho (similarity between the two 

variables) has to be accepted. Attitude P-values was below 0.0001 which allow us to reject Ho 

hypothesis for this variable. According to the M-W‘s test we can say that we didn‘t observed 

differences concerning Attachment, Purchase intension and Perceived Quality between a firm 

who practice co-creation and one which doesn‘t. We saw a more positive behavior in terms of 

Attitude toward the brand for a firm who use co-creation. 

4.3. Multiple Correspondence Analysis (MCA)  

4.3.1. Description 
To go further in his data analyze, the researcher decided to do a Multiple Correspondence 

Analyze. This analyze method is well adapted for big size samples and give a chance to detect 

some structures in the dataset, a more classical statistical techniques couldn‘t notice. In other 

words, this method aims to show similitude or differences between each variable and their values. 

MCA method doesn‘t give links of dependency between variable, rather it produce a data model. 

To do so, MCA use the graphic representation of the data. This representation is done in multi-

dimensions, built with many factorial axes which make it impossible to represent graphically in 

its original form. Dimensions have to be reduced to only 2 axes to allow a graphic representation 

allowing researchers to analyze the results. Analyze of the graphic use two methods (points‘ 

distance and angles formed between points) which will be exposed further (2.3.2 section). MCA 

process allow to make an idea about importance and influence between variables but has to be 

confirmed by a causal analyze like correlation analyze. 

4.3.2. Methodology 

Data are based on a 7 point Likert scale which makes them of a quantitative type. To do a 

MCA, qualitative data are needed, that imply the researcher had to transform his data from 

quantitative to qualitative. Volle (1997) said the qualitative aspect giving the more information is 

the one for which numbers of categories are equal; moreover some great disparities between 

modalities‘ numbers can interfere in the results. To process his data, the researcher regroup both 
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firms (A and B) on the same excel sheet, created a new variable ―ent A‖ and ―ent B‖ to still know 

from which firms the results come from. In a second time, equal categories have been created for 

each variables (details of the data processing in Appendice 1). 

Concerning the proceeding of the MCA, the researcher has to choose which data will be 

treated, aiming to have the higher level of inertia explanation for the two chosen axis. It‘s worth 

noting that axis‘ explained inertia levels are usually pessimistic, doesn‘t representing the real 

information quantity bring by axis (Volle, 1997). This led us to divide our MCA into two 

analyses, firstly we analyzed your behavioral variables (attitude, attachment, purchase intention, 

quality perception) and secondly our psychographics variables (gender, age, involvement and 

practice) which were weak in term of contribution on the first axis and then better to be analyze 

in a second MCA. All the calculation needed to run a MCA has been done by SPSS software, as 

well as the graphic representation. 

Results interpretation is done following two methods. Firstly, modalities‘ proximity on 

the graph, modalities close on the graph would be seen as resemblance and interpreted in terms of 

association between the two modalities (Volle, 1997). This means that many persons choose 

these modalities or excluded them collectively. Yet none correlation can be drawn by MCA, it 

only gives some clues which have to be confirmed with causal analysis. The second analyze to be 

done is variables‘ lines angles between each other, as well as their direction. Correlated variables 

are creating a bundle made of the line of each correlated variable. In the case of contrary 

correlation, the concerned variable would follow the bundle but its direction would go in the 

opposite way (Volle, 1997). In other words, parallel lines would show a link between variables, 

the type of link would be given by the way of the lines, and perpendicular lines would show 

independent variables. 

4.3.3. Results 

For this part of the dissertation, it has to be remembered that negative modalities don‘t 

mean the same for all our variables. Concerning Attitude and Perception of quality, negative 

modalities clearly mean a negative behavior when positives ones show a positive behavior. 

Oppositely, Attachment, Purchase intention and Involvement are variable for which the opposite 
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modality of a strong positive behavior is a weak or inexistent behavior. Then, negative modalities 

only mean weaker behaviors in opposition with strong behaviors shown by positive modalities. 

First MCA 

For this first MCA we choose to analyse behavioural variables of our study, we divided 

our variable by type to have two relevant MCA rather than one explaining nothing because of too 

much variable not relevant with each other.  This choice gave us a cumulated explanation of 

30.73%, 19.48% for our first axis, and 11.25% for our 3
rd

 axis we decide to choose rather than the 

2d one. This choice has been made because 3
rd

 axis was strongly explained by ―Entreprise‖ 

(Firm) variable, allowing us to see empowerment effect on the others variables. Considering 

MCA as usually providing some weak explanation levels, 30.73% is quite important and give to 

the MCA some worth. 

Graph. 1: First MCA 
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Reading this chart, we can notice 4 main agglomerations, the first (left side of the chart) is 

constituted by ―Firm B‖ and ―Attitude ++‖. This observation confirms our previous analyze made 

by comparison of our two groups, pushing us to think that firms using empowerment would 

create a more positive attitude from the consumers than a firm which doesn‘t. The second 

important agglomeration (top left quarter of the chart) is ―Firm A‖ with ―Attitude - -‖, this show 

that Firm A is less able to create positive attitude than Firm B. The third group (bottom center 

part of the chart) is constituted by positive attitude, positive perception of quality, strong 

attachment and strong purchase intention. We can note the opposite schema in the fourth group 

(up left part of the chart) with negative modalities of the same variables than in the third group. 

These results are consistent with the literature and what we found previously.   By looking at 

their lines, we can see they are parallel and varying in the same way which would confirm a link 

between these three variables. Purchase intention seems to vary consistently with Attitude, 

Quality and Attachment. Yet, to say it‘s a correlation, a confirmatory analyze have to be done. 

These observations were confirmed by numerical results as shown in the following table. 

Table 6: First MCA 

Values contribution 1 coordinate 1 contribution 3 coordinate 3

Intention = Int + 3,286 -0,59925 1,448 0,30233

Intention = Int 0,673 0,21701 0,114 -0,06792

Intention = Int- 12,394 1,10485 0,981 -0,2362

Intention = Int ++ 13,25 -1,49971 0,107 0,10224

Total 29,603 2,65

Attachement = Att ++ 13,859 -1,33539 1,047 0,27889

Attachement = Att + 1,472 -0,40112 0,014 0,02934

Attachement = Att 0,039 0,07433 0,654 0,22985

Attachement = Att- 1,757 0,53488 1,988 -0,43231

Attachement = Att- - 11,287 1,1031 0,378 -0,15341

Total 28,414 4,08

Attitude = AT ++ 12,563 -1,27142 4,566 -0,58249

Attitude = AT + 0,008 -0,02666 4,997 -0,49228

Attitude = AT - 7,953 0,77367 0,219 -0,09749

Attitude = AT - - 0,001 -0,01247 36,27 1,7926

Total 20,525 46,052

Perception B = Per ++ 10,707 -1,10468 0,191 -0,11225

Perception B = Per + 0,008 -0,02036 0,851 0,16064

Perception B = Per 8,717 0,86476 0,64 -0,17806

Total 19,433 1,683

Entreprise = B 0,945 -0,21182 21,25 -0,76337

Entreprise = A 1,08 0,24208 24,286 0,87242

Total 2,025 45,535  
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Second MCA 

This second MCA goal is to draw a portrait of consumers who would be the more 

influenced by empowerment strategy. We ran this MCA with psychographic and descriptive 

variables (Gender, Age, Practice, Involvement), as well as ―Firm‖ and ―Attitude‖ variable as we 

want to identify consumers reacting toward firm‘s strategy. We choose to remove gender variable 

which wasn‘t contributing on any MCA‘s axis, this allow us to have 20.20% of cumulated 

explanation which is a fair level. Even though explanation level was good, nothing of worth 

concerning a link between consumer profiles and behaviour toward the firms using empowerment 

came out. Some outcomes were found anyway but not directly linked to the purpose of this 

dissertation.  

Graph 2: Second MCA 

 

For example, older people get, less they feel implicated and more they moderate their 

attitude toward brand. In the same way, younger consumers are, more they are involved, and we 
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can also notice they can have as much a positive attitude as a negative attitude toward the brands. 

This is shown by agglomerations of modalities (left bottom and middle up) and corresponding 

lines which are in an opposite way. The third agglomeration (right bottom) shows again the Firm 

B as being more likely to generate strong positive attitudes from the consumers according to our 

previous analyses. 

By looking at the table, we can see some other link between modalities which didn‘t 

appear on the graph. For example on the 2d axis, Firm A is close to 10/19 years old consumers, 

but also to strong negative attitude, and   strong implication. On the first axis we can notice that 

10/19years old consumers are close to strong positive attitude and still show a strong 

involvement; these results confirm what we saw on the graph previously, that is to say, young 

consumers form some strong and bold opinions. Axis 1 also confirms that older consumers are 

less likely to form strong opinions and are not involved. All these results seem logical and 

consistent with common marketing mechanisms and knowledge, confirming in one way the 

validity of our study. 
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Table 7: Second MCA 

Attribute = Value contribution 1 coordonate 1 contribution 2 coordinate 2

Attitude = AT ++ 19,526 -1,28762 1,618 0,3583

Attitude = AT + 0,235 -0,11404 9,793 0,71207

Attitude = AT - 14,04 0,83504 0,091 -0,06489

Attitude = AT - - 0,017 0,04138 26,924 -1,59582

Total 33,818 38,426

Implication = Imp ++ 11,858 -1,06535 6,771 -0,77814

Implication = Imp - - 10,672 0,87727 0,265 0,1335

Implication = Imp - 1,028 0,28856 0,022 -0,0409

Implication = Imp + 4,324 -0,60107 0,621 0,22015

Implication = Imp 0,601 0,23159 1,644 0,37019

Total 28,483 9,322

Entreprise = B 3,632 -0,33737 16,93 0,70403

Entreprise = A 4,151 0,38557 19,349 -0,80461

Total 7,784 36,279

Pratique = Pratique ++ 1,934 -0,31591 0,152 0,0856

Pratique = Pratique 2,811 0,41728 0,019 0,03342

Pratique = Pratique - 2,94 0,53044 1,202 0,32789

Pratique = Pratique + 2,735 -0,44411 2,441 -0,40555

Total 10,42 3,814

Age = 20/29ans 1,855 -0,27302 0,283 0,10306

Age = 10/19ans 6,798 -0,89176 9,333 -1,00998

Age = 30/39ans 1,385 0,30006 0,444 0,16425

Age = 40/49ans 4,846 0,75294 0,423 0,21496

Age = 50/59ans 3,195 1,45002 0,23 0,37591

Age = 60ans + 1,417 1,22129 1,446 1,19277

Total 19,496 12,159  
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4.4. Correlation Test 

To confirm the results of our MCA which is only an exploratory step, we decided to do some 

correlation tests, which should give the same outcomes than the MCA. The correlation test we 

used is Spearman‘s test. We choose this method because Spearman‘s test is adapted to non-metric 

variables which don‘t follow a normal distribution (Malhotra and al., 2010). Spearman has also 

been preferred to Kendal‘s correlation test because we have many categories which imply not a 

lot of ex-aequo, Spearman being more efficient in that case.  

The following table presents two results for each correlation, firstly correlation coefficient 

(Spearman‘s Rhô), and secondly its significance level. Orange squares show a significant 

correlation at 1% of statistical significance, green ones show the stronger correlations at 1% level 

and yellow squares show significant correlations at 5% level. 

Table 8: Spearman‘s test results. 

Implication Perception Attachement Intention Attitude Pratique Age Entreprise Sexe

Coefficient de corrélation 1,000 ,311
**

,543
**

,429
**

,192
** ,078 ,250

** -,035 -,022 Implication

Sig. (bilatérale) ,000 ,000 ,000 ,000 ,116 ,000 ,476 ,704

Coefficient de corrélation ,311
** 1,000 ,474

**
,496

**
,218

** ,013 ,181
** ,008 ,018 Perception

Sig. (bilatérale) ,000 ,000 ,000 ,000 ,795 ,001 ,872 ,752

Coefficient de corrélation ,543
**

,474
** 1,000 ,732

**
,261

**
,128

**
,279

** -,034 -,039 Attachement

Sig. (bilatérale) ,000 ,000 ,000 ,000 ,010 ,000 ,489 ,494

Coefficient de corrélation ,429
**

,496
**

,732
** 1,000 ,283

**
,098

*
,273

** -,014 -,051 Intention

Sig. (bilatérale) ,000 ,000 ,000 ,000 ,047 ,000 ,772 ,369

Coefficient de corrélation ,192
**

,218
**

,261
**

,283
** 1,000 ,046 ,100 ,526

** -,053 Attitude

Sig. (bilatérale) ,000 ,000 ,000 ,000 ,359 ,075 ,000 ,345

Coefficient de corrélation ,078 ,013 ,128
**

,098
* ,046 1,000 ,177

** ,014 ,074 Pratique

Sig. (bilatérale) ,116 ,795 ,010 ,047 ,359 ,002 ,772 ,192

Coefficient de corrélation ,250
**

,181
**

,279
**

,273
** ,100 ,177

** 1,000 -,054 -,036 Age

Sig. (bilatérale) ,000 ,001 ,000 ,000 ,075 ,002 ,335 ,528

Coefficient de corrélation -,035 ,008 -,034 -,014 ,526
** ,014 -,054 1,000 -,053 Entreprise

Sig. (bilatérale) ,476 ,872 ,489 ,772 ,000 ,772 ,335 ,351

Coefficient de corrélation -,022 ,018 -,039 -,051 -,053 ,074 -,036 -,053 1,000 Sexe

Sig. (bilatérale) ,704 ,752 ,494 ,369 ,345 ,192 ,528 ,351  

We choose to consider only ―green‖ squares as relevant enough to be used. Attitude and Firm 

are correlated at a high level, confirming our two past analysis saying Empowerment strategy has 

a positive impact on consumers‘ positive attitude toward the firm who use it. Yet Attitude is the 

only variable correlated with ―Firm‖ column, this imply that empowerment has no effects on the 

other variables of the study. The correlation test results confirm our previous results. 
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Expected correlation between Attachment, Purchase Intention and Quality Perception is also 

confirmed. We can see a particularly strong correlation between Purchase Intention and 

Attachment.  Attitude and Age which were expected to be correlated with Implication, actually 

are, but at a low level than expected. However implication seems to be strongly correlated with 

Purchase intention and Attachment which was unexpected (also not researched during the MCA). 

We can say that our most important observations made with the MCA are confirmed by this 

correlation test. 
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5. Discussion 

Our first and primary finding concerns consumers‘ behaviors toward brand choosing to use 

empowerment strategy to create its new goods. It has to be reminded that all our findings are for 

outdoor market and have to be considered only as such. Through the three data analyses ran for 

this study we consistently found that empowerment strategy only affect outdoor consumers‘ 

attitude and has no effect on their perception of quality, attachment to the brand or purchase 

intention. Considering our findings we can confirm our first hypothesis (H1) and have to reject 

H2, H3 and H4. These results are a bit in opposition with Fuchs and Schreier (2011) work which 

shown a positive effect of empowerment on Purchase Intention (H4) and Bond (H2), considering 

Attachment as a component of bond. 

These results can be explained in part because our study has been realized in outdoor market 

which is not the same than general goods market. The technical aspect of this market could 

explain why empowerment is not considered has bringing higher quality to goods. We know 

consumers are reticent about empowerment when they hardly consider that enough consumers 

could have the knowledge to participate (Fuchs and Schreier, 2011). The positive aspect is that 

empowerment has reached the same scores than usual strategy, meaning that consumers don‘t 

disfavour empowerment strategy but just don‘t consider it as giving a better quality and won‘t be 

more attached or likely to buy products from firms using empowerment than products coming 

from classical firms.  

Park and Al. (2010) stated that strong brand attitude are built with thoughts and in a limited 

time, in opposition Attachment develop over time and is more built as a relationship. Then, the 

rejection of H2 concerning Attachment could be explained by the lack of time and contact due to 

the experimentation process. Even if empowerment could lead to attachment, the exchange with 

consumers has to be real and not only based on virtual interactions as we expected. This 

statement also explains why attitude has been able to be influenced by empowerment strategy, as 

attitude doesn‘t need time or real interaction, perfectly matching with our study design. 
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Concerning Quality perception, Fuchs and Schreir (2011) expectations seems to don‘t be true 

for outdoor market, more over we weren‘t able to do a non-experimental study as they 

recommended for some financial and technical reasons. As outdoor market is highly technical we 

could have got some negative results concerning quality if consumers have thought it‘s was a too 

technical task for them to help creating new products. But our results are simply similar for both 

brands, and then more than the absence of true product to judge or a question a consumer 

capacity to participle to empowerment, we truly think the problem is linked with the variable 

itself. Quality perception results are similar because even when brands use empowerment 

strategies, some engineers are involved in the process to finish the product in terms of production 

possibilities, norms and other stuff which guaranty product quality anyway. The fact the project 

has to pass through the industrial process could push the consumer to think that will regulate 

quality level, this would make this variable irrelevant. 

Purchase intention results show no differences between classic creation strategy and 

empowerment strategy. Purchase Intention is a behaviour intention made and influenced by many 

comportment. Behavioural intentions are strongly predicted by attachment when attitude strength 

can‘t help to surely predict actual behaviours (Park and Al. 2010). This has been confirmed 

during our data analyse during MCA and Correlation tests showing a strong correlation between 

purchase intention and attachment for a slightly weaker correlation with Attitude. As the 

important behaviours (Attachment but also Quality perception and Involvement as we discovered 

during the correlation test) influencing Purchase intention are similar for classic brand and for 

empowered brand, it seems logical to have similar purchase intention for both brands. Again, 

results are similar showing that empowerment doesn‘t enhance purchase intention but neither 

reduces it. This is good to be reminded because as if empowerment only improve consumer‘s 

attitude, it also allows brands to get a lot of free information about their consumers, new ideas 

(with more successful product launch) and will help to forge communities. Again these results 

have to be considered only for this study and outdoor market. 

Our results concerning psychographic data were disappointing as they gave no outcomes 

considering our objectives to draw the portrait of consumers reacting to empowerment. It seems 

that outdoor consumers favouring empowerment are heteroclites with no distinctions between 

age, gender, intensity of practice or involvement. Considering that, we can also think that 
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empowerment could be used to enhance attitude on every category of consumer and use it as a 

universal tool. Yet this has to be confirmed, before using it as such.  

The study of the psychographic data revealed some unsought outcomes but still interesting to 

comment. We saw that more people get old, less they feel involved toward the brand, but also 

they form more moderate attitude toward the brand in opposition to younger consumers. 

Moreover younger consumers seem to have bold attitude toward the brands and to be negative 

toward classical brands (Firm A). These observations are interesting for the mechanism below 

them. We can share this observation in two ideas, partly distinct but not completely. The first 

concern the evolution of consumers‘ comportments, as we saw, they feel less involved by getting 

old but yet, we don‘t see any evolution on their intensity of practise of their sport. Then, we can 

wonder if because of their lives getting busier, they prefer to keep their free time to practice 

rather than paying attention to the new products and trends in their sports. The second idea is the 

link between age, attitude and type of brand. We found some strong negative attitude from young 

consumers toward classical brands; linking with the first concept, these consumers are more 

likely to be highly involved in the brand. It seems that attitude toward classical brands has 

something to deal with time and involvement, but maybe also with a need of identification as 

10/19years old are still adolescent consumers with the passionate behaviour it can involve. The 

passionate aspect of their reaction is clearly shown by their likeliness to produce strongly positive 

or negative attitudes.  
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6. Conclusions 

Empowerment seems to match consumers‘ new ethical needs and usual needs in theory but in 

practice the results are not obvious for the outdoor sports market. We found empowerment 

strategy as not influencing attitudinal variables or behavioral, except Attitude toward the brand. 

This result is encouraging because it shows that consumer empowerment seems to be well 

perceived by consumers on this market but it a bit weak to justify a strategy. However, many 

other variables have to be studied to deepen our understanding of empowerment effects on 

consumers, and of consumers‘ perception of this strategy and then make a complet opinion on 

this strategy. Our study has shown that when outdoor sports consumers know that a brand is 

using this strategy they form a positive attitude. Moreover, empowerment is a good strategy to 

acquire a strong and deep knowledge of the consumers which often lead to more successful 

launch of products (see Ogawa, S., and Piller, F. 2006 and Prahalad, C., and Ramaswamy, V. 

2004). Yet we could recommend to outdoor sports brands to use and advertise about this strategy 

for two reasons. Firstly because consumers in outdoor sports create more positive attitude toward 

brands that practice it and let consumers know about this use. Secondly, because of the other 

outcomes related to the product creation itself.  

For further studies it would be interesting to analyze consumers‘ reaction when they feel 

more directly empowered. That could allow us to see if the similarities in terms of attachment, 

perception of quality and purchase intentions between our two fictive Firms are due to the lack of 

concrete interactions with the brand/product. In case of confirmation that would imply that 

empowerment doesn‘t lead to these reactions of the consumer. As discussed previously, rather 

than measuring quality, it could be more relevant to measure the level of to which a product 

created by empowerment fulfill consumers‘ needs. That could also lead to explore the level of 

satisfaction given by a product created by empowerment and see how it match with the ―need 

fulfillment‖ level. Finally, considering our observations about young consumers‘ negative 

reactions to classical brands, it could be interesting to try to understand why they are less 

negative toward empowered brands and more generally what are their motivations (ethic? service 

? image? rejection of a form of authority?). 
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7. Limitations to the research  

During my dissertation we perceived few limitations concerning our work, some of them 

could be easily corrected in our further research on empowerment but generally in every research 

project. 

Our use of GoogleDocs to host the questionnaires is a limitation because of the lack of tool to 

have one link for the survey giving randomly one of the two cases. This problem could have 

impacted the results in different ways but it‘s hardly measurable. As we had to give the links for 

the both questionnaires and asked to people to choose one without opening the other, we can 

suspect that some people have read the both before answering which could bring some bias in 

their answers. Another limitation about our collection process is a possibility that people were not 

homogeneously distributed. This limitation could be corrected for further research by using 

another hosting website which offers the option but that mean having a certain budget for 

subscribing to one of the survey websites. 

Another limitation of this work is our sampling process, using a non-probability sampling is 

good to show some effects but you‘re not sure about the representativeness of your samples. As 

we choose to use mainly internet to collect my data it could be possible that consumers using 

forums are no representative to the main population. This involve that the results are only 

available for this case and these samples, in any case that we couldn‘t make some rules or laws 

from it. In other words, we should use another sampling technique if we want to have results 

presenting an external validity. 
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8. Self-Reflection 

This dissertation was an important step for me concerning my carrier orientation. It gave me 

the opportunity to discover and try the research work which permits me to confirm my choice to 

become professor in marketing area. My self-reflection about this dissertation will be structured 

as follow, firstly I‘ll speak about my dissertation subject choice, secondly, about the knowledge 

(how and what) earned glad to this work, and thirdly, I‘ll comment its outcomes for my carrier. 

Dissertation Content 

Before we left France our school asked us to think about our dissertation subject, as if it 

wasn‘t something graded or important. I choose to do it properly as I knew I want to do this 

dissertation as training for my Phd project. Then, I decided to explore marketing subjects close to 

my personal values and in relation with contemporary marketing issues. For me, two important 

topics in contemporary marketing are ethical issues on a global vision which concern every 

market with marketing being see really negatively by consumers. Another topic of interest, to my 

opinion, is outdoor sports market which is knowing a fast growing these last years and interest 

me a lot as I practise and I‘m committed into many outdoor sports. Considering that I was quite 

curious and interested by new marketing strategies asking to the consumer to choose the new 

taste of some products (Kit Kat chunky, Danette, …). Another thing which intrigued me was the 

story of an active member of a mountain bike forum who built his own bike brand. He used the 

help of all other member who would give him their opinion and suggestions about the name of 

the brand, the logo design, bike frame geometry and specification, participating from the true 

birth of the brand to the final conception of the bike. After few researches, I find some 

information about this type of strategy, it was ―empowerment‖. I quickly decided to go further on 

this topic for my dissertation with library researches.  

I started to research at the library but I quickly moved on the online library, Hebsco giving 

the best outcomes concerning research articles on my topic. During my readings about 

Empowerment, I was able to build my own opinion about this strategy and how I want to do my 

dissertation with which objectives. A milestone of my objectives building was the reading of 

Fuchs and Schreier (2011) article which was totally matching with what I had in mind as if it 
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wasn‘t in my market area and didn‘t analyse exactly the same variables, it shown me that my 

ideas were sensible. After few discussions with my teacher and some French teachers about the 

misfortune that my ideas were already explored in this article, they told me it wasn‘t an issue as 

many points were different between Fuchs and Schreier work and the one I wanted to do. I also 

choose this topic as it would do a perfect topic for a Phd, being contemporary and wide but I‘ll 

explain that further in the last section. 

Knowledge acquired 

During my dissertation work, I had to learn how to do proper research on data bases, how 

to build a survey, as well as how to analyze data from the survey. On the other hand, I had to 

learn how to write a literature review and to respect as much as possible the scientific style asked. 

Most of this knowledge has been learned glad to researches based on the faced issues and with 

the help of three main methodology books (Ref n°29/50/69).  

My experience due to my use of internet since I was a child gave me some strong bases 

concerning online data research. Moreover, Hebsco website is well designed and allow to do 

researches but also to explore by topics linked to each articles‘ page. For example if one article is 

relevant to my topic and is about ―positive attitude‖, mostly, a link to all articles related to this 

topic is available. I can‘t say I learned something but rather I improved my data research skills. 

The creation of a survey was something totally new for me, especially in a scientific way. 

Thanks to the articles I read during my literature review, I had a clear idea about what I wanted to 

measure to test my hypotheses. I also found the adapted method (experimentation) to measure my 

variable and test my hypotheses. I used book references to refine my method and after the 

presentation of my project to HuManiS laboratory, I decided to follow their advice and use 

measuring scales for each variables rather than creating my own questions. Yet, they confirmed 

my choice of doing experimentation was relevant according to my research objectives and 

hypotheses which was really good news for me. The use of scales for each variable allowed me to 

run some more scientific analyses than I could have done in the other case. I found my scales in 

articles dealing with the variable‘s topic or in a book taking an inventory of marketing scales (Ref 

n°10) .This step of my dissertation was quite important to me as I had to search by my own the 
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solutions to do what I had in mind, helped with teachers‘ opinion. It finally gave me many tools 

and a good understanding of what should be a scientific study. 

As for the creation of my survey, the data analyze was something quite new for me as I 

wanted to do it in a scientific way rather than just use percentages, aiming to publish this work 

latter. Glad to some advices obtained after my first presentation and the reading of data analyze 

section of many articles, I was able to find the different steps to do during the data analyze. After 

more researches in my methodology books, I was able to understand the methods to analyze my 

data, from the measure of reliability to Correlation test. This learning and understanding step 

done, I had to find the right software to do each analyze needed. A quick look on internet gave 

me the more important software on the market to accomplish this important task. I choose Xlstat 

as it was the only software which gave the possibility to get the software freely for a try-period. 

As if the software worked only 1 months on my computer I didn‘t need more time, that was 

perfect for my use as this software allowed me to do most of my analyzes. I had the opportunity 

to use SPSS software on Strasbourg Universty computer to do my MCA and my correlation test. I 

preferred work on this software for these tests as the results seemed more clear and easy to 

interpret. I kept Xlstat results for the psychometric, normality tests and group comparisons as the 

outcomes were clear and there was no point to do them again. 

This dissertation forced me to enhance my capacity to work alone to find the solutions of 

my problems, by searching into books or by searching who could give me some clues about what 

to search in the books. This is partly due to my situation, being in France to work with and Irish 

teacher is not really convenient, as if Mr Kilgallen tried to help me as much as possible, I would 

prefer to search the solutions by my own with what was around me. This makes me even more 

proud of this dissertation which is a huge but rewarding work. 

The last knowledge and finally the first I acquired is related to marketing. With many 

hours spent to read research articles of marketing about my topic and the explored variables, I get 

a strong and deep knowledge of empowerment strategies. This knowledge is also an 

understanding of empowerment strategies and its place in our modern world. This pushed me to 

think about the place of firms and consumers on the market place and how it would evolve in the 

next years to go through the current issues all markets face. Considering empowerment as a 
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strategy to match as much as possible consumers‘ needs, in terms of products but also of 

involvement in the firms‘ lifes I think it‘s a really interesting topic to deepen.  Moreover, I 

learned a lot about my measured variables, this knowledge helped me to deepen my reflection 

due to my exploration of empowerment. It‘s also a good manner to enhance firms‘ image, making 

them more human, close to the consumer and more ethic in one way. 

Carrier application 

The last part of my Self-Reflection about my dissertation is its Carrier applications. For 

me this work has been interesting in many ways for my carrier which I will expose in the 

following sections. 

The first outcome I would explain is the motivation this dissertation gave me about my 

future carrier of university professor. The dissertation gave me the opportunity to experience 

research work which is half the work of the professor job in France. I enjoyed do a research work 

because it gave me a deep knowledge and understanding of a particular topic of marketing which 

particularly interest me. I‘m glad I liked it because it confirm my carrier plan, this is an important 

outcome as nobody can say the job he‘s looking for will really suit until he practices it.  

If the confirmation of my taste for research was an outcome giving me more confidence 

about my choice, but the dissertation also gave me some tools to realize my carrier project. My 

choice to realize a dissertation following as much as possible the research article structure and 

standards, especially in my data analyze section, will give me the opportunity to publish my own 

research article. This is of worth considering my carrier plan as it‘ll help me to find a Phd 

supervisor and will make my applications for teacher jobs easier. As in France, publications are 

quite important during the application process, I‘ll have at least one article but probably much 

more which will be written during my Phd. 

A second ―tool‖ is the contacts I was able to build with some French teachers and 

especially HuManiS researchers. That will be useful for the next steps of my carrier plan, as to 

contact some other researchers in special areas than to know about job opportunities. It also give 

me some opportunities to work with them after my Phd and to ask them some advices concerning 

my project of Phd or everything linked to that. As do my studies into business school was not the 
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perfect choice for my carrier project it‘s important to create some bonds with university, 

especially French ones, with which I didn‘t had much relations.  

The third outcome is the training the dissertation represented for me, regarding the Phd 

I‘ll have to do soon. This outcome is quite personal because, as if I did my dissertation in the 

more scientific and researching way I could, my grade won‘t be admitted in French university to 

start a Phd. To start a Phd in France, a research master (in Marketing in my case) is needed and 

foreign masters are only considered as professional masters. This would be disappointing as I put 

a lot of myself in this dissertation to make it as relevant as possible for French university. At least 

the knowledge acquired during this work will be worthy for my research master as it‘ll give me 

some advance compared to the others students on statistics, data analyze and studies building. It 

also trained me to work by myself, do some researches in the literature, and structure my ideas to 

write a final dissertation, it‘s worthy for my next research master dissertation and of course for 

my Phd. 

Finally, this dissertation gave me the opportunity to discover a topic I really like and 

which will fit perfectly the next steps of my carrier plan. As this topic is wide and quite new, 

many things have to be done and explore, allowing to think to many research questions, topics 

and further dissertation/Phd/articles. The fact I did this dissertation in English also opened my 

eyes on the international opportunities as for Phd than for publications of articles which will be 

quite positive for my carrier. 
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10. Appendices 

10.1. Appendices 1 
Each color represent a category, for example for purchase intention below, purple is purchase 

intention ++, blue +, white -, orange --. 

Purchase intention 

modalities frequence by modalities

2 37

3 34

4 94

5 49

6 71

7 28

8 67

9 9

10 7

11 6

12 2

13 1

14 2

(vide)

Total 407  

 

 

 

Perception of Quality 

Modalities Frequence by modalities

1 96

2 196

3 36

4 69

5 6

6 4

(vide)

Total général 407  
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Attitude 

Modalities Frequences by modalities

4 33

5 3

6 6

7 11

8 28

9 12

10 23

11 14

12 67

13 26

14 18

15 22

16 68

17 8

18 15

19 5

20 7

21 13

22 1

23 1

24 25

25 1

(vide)

Total 407  
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Attachment 

Modalities Frequences by modalities

5 18

6 15

7 16

8 23

9 23

10 40

11 29

12 23

13 22

14 23

15 35

16 15

17 17

18 17

19 9

20 23

21 7

22 7

23 11

24 7

25 5

26 6

27 4

28 1

30 4

32 2

33 1

35 4

(vide)

Total général 407  

 


