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The Role of Self-Determination Theory in MarketingScience: An
Integrative Review and Agenda for Marketing Resear

Abstract

The marketing literature is replete with the repdaise of traditional theories of behaviour, such
as ‘the consumer decision model,” the ‘theory ofdsubehaviour,” the ‘theory of reasoned
action,” the ‘theory of planned behaviour,” ande'timodel of goal-directed behaviour.” The
conclusions and criticisms that are drawn from eéhtheories stem from the many ways in which
these theories are applied, which reduces theiesifig of these approaches in the sense of
predictability and generalizability across differecultures. Moreover, these theories have
minimal influence on autonomously motivated behakgo Despite these limitations, marketing
scientists have overwhelmingly applied these tlsorio predict consumer intention and
behaviour. However, theories that are actually blpaf explaining consumers' motivations
have been surprisingly ignored in the marketingrditure; for instance, ‘self-determination
theory’ (SDT) is a leading theory of human motigatithat has been proven effective at
identifying the contingencies that affect motivatiand behaviour. Therefore, the goal is to
review the marketing research in which SDT is u3edthis end, we review all empirical studies
published on the subject over a 20-year periodef@\clusters of research are identified in
which SDT appears to be more promising in addrgssiarketing problems. Finally, we provide

directions for future research in greater detail.
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Introduction

One of the most interesting concepts in the fidldnarketing is motivation (Palmatier et al.,
2006). Several consumer behaviour theories have ddepted by marketing scientists in order
to better understand and address consumers' motigsat-or example, the consumer decision
model (Engel, Kollat, & Blackwell, 1968) and theety of buyer behaviour (Howard & Sheth,
1969) have been considered pioneering theoriesnawner behaviour research, followed by the
theory of reasoned action (Fishbein & Ajzen 1974]) the theory of planned behaviour (Ajzen,
1985). These four behavioural theories have beeatelwitested and cited in the marketing
literature. In the late 1990s and early 2000s,tti®®ry of trying (Bagozzi & Warshaw, 1990)
and the model of goal-directed behaviour (Peru§ifBagozzi, 2001) captured the attention of
consumer-behaviour scholars worldwide.

Clearly, the literature on consumer behaviour et with examples of the influence of
behavioural theories; however, the use of so mafigrent theories has actually limited the
applicability of those conclusions. One of the ieatlattempts to predict consumers' motivations
was the theory of reasoned action (Fishbein & AjZE975), which suggested that ‘attitudes’
towards a particular behaviour and ‘subjective r®rmould predict consumer behaviour.
However, the predictive ability of this theory issakened when the studied behaviour is not
under volitional control (e.g., in cases of behaviover which the individual does not have full
control) (Gentry & Calantone, 2002). The theory pdédnned behaviour (TPB) was thereby
proposed by Ajzen (1985). In fact, the TPB is atession of the theory of reasoned action
supplemented by perceived ‘behavioural control’ nhre holistically explain behavioural
intentions (Ajzen, 1985). However, the TPB has imdwn share of limitations, the primary one
being its limited ability to “directly account fdhe influence of more superordinate, general
cognitive influences on ‘attitudes’, ‘subjective rrs’ and ‘perceived behavioural control”
(Hagger et al., 2002). The TPB also fails to actdon more global goal-directed motives
(Bagozzi, 1982; Hagger et al., 2002), and its mteddility is certainly questioned by both
academicians and practitioners alike.

These concerns have prompted researchers fronratiffelomains (e.g., the physical
activity and computer software training contextetplore a more suitable alternative, and they

have developed the model of goal-directed behayiadrich has been shown to predict



consumers' motivations better than the TPB (Per&giBagozzi, 2001; Leone et al. 2004). The
model of goal-directed behaviour (Perugini & Bagp2001) suggests that people primarily
respond rationally through their intentions to attte model further assumes that human
behavioural intention is largely influenced by ‘paghaviour’ and ‘desires,” which have been
thought to be guided by ‘attitude,” ‘anticipated amons’, and ‘subjective norms.’ Although the
model of goal-directed behaviour has proved to lmeenrobust than its predecessor (i.e., the
theory of planned behaviour, TPB), several stutieege proposed ‘self-determined motivation’
as a better predictor of behaviour (Hagger & Clsatzintis 2009; Moller, Ryan & Deci, 2006;
Ryan, Rigby & Przybylski, 2006; Weinstein & Ryan12) Webb et al. 2013; Leung & Matanda,
2013). For example, Webb et al. (2013) blendecctivestructs of goal-directed behaviour along
with the constructs of the SDT to predict consumehaviour, specifically in Australia. This
blend shows the autonomous motivation of the SDTbdoa better predictor of consumer
behaviour in comparison to its more establishedipters, such as ‘intention’, ‘subjective
norms’, ‘perceived behavioural control’, and ‘phastaviour’.

It is quite surprising to learn that the theoriesntioned above mainly have an extrinsic
focus, and they do not predict intention developimenlight of intrinsic motives (Hagger &
Chatzisarantis, 2009; Leavell, 2017). For examalejoman may not necessarily choose to buy
designer clothes to signal her wealth and statas @xtrinsic motivation), but rather the choice
may derive from her natural interest in new cloghdesigns (i.e., intrinsic motivation). This line
of thought is thus similar to the intrinsic motixat component of the SDT, which maintains that
people by nature possess intrinsic motivation tbah be manifested in curiosity-based
behaviours, the discovery of new perspectives,thadseeking out of optimal challenges (Gilal
et al., 2018; Ryan & Deci, 2000). In line with teeationales, we argue that SDT is a more
promising way to account for different motives wheying to predict behaviour through the
constructs of intrinsic and extrinsic motivation.

Moreover, earlier research within the marketingrature broadly predicted consumer
behaviour by linking extrinsic motives such as awe#lent price, quality, durability, and
packaging (Vlachos et al. 2010; Grisaffe & Nguy@0]11; Japutra, Ekinci, & Simkin, 2014;
Levy & Hino, 2016). However, the roles of intringiotives (e.g., the fulfilment of autonomy,
competence, and relatedness needs) in the formatioansumer behaviour have been ignored

(Gilal et al., 2018). We argue that sometimes, aores behaviour cannot be solely explained by



the provision of extrinsic incentives and benefir example, consumers may prefer a
particular brand because it may make them feeleagied, empowered, and able to express
their individuality (e.g., autonomy need); convéyseonsumers may become attached to a brand
that makes them feel competent, successful, anabtapf performing well (e.g., competence
need), or consumers may feel emotionally attachexdlirand that seems to care about them and
provides warm feelings of openness and acceptange felatedness needs). These types of
consumer behaviour can only be addressed by the psgchological need theory (BPNT) of
SDT. BPNT maintains that intrinsic consumer moiwatis shaped by the satisfaction of the
basic psychological needs for autonomy, competesed, relatedness; it further suggests that
when these natural needs are met, they providethetional security’ that is required to create
emotional attachments, thereby leading to subseéqperchases (Thomson, 2006; Loroz &
Braig, 2015).

The organismic integration theory (OIT) of SDT mhg the only theory that has
categorized the consumer’s extrinsic motives igp@$ that can be applied in marketing research
to account for the different reasons why consureaigage in certain behaviours (Gilal et al.,
2018). For example, women may buy cosmetics becatigbeir inherent interest in beauty
products (e.g., intrinsic regulation), because thnt to improve their appearance and look
young (e.g., identified regulation), perhaps beeaihgy want to assuage their worry and guilt
about not taking care of their appearance (e.¢rgjected regulation), or because they simply
feel jealous when they compare their physical eitraness with that of another (e.g., external
regulation). Similarly, an individual may be motigd to buy a high-status car because he has an
inherent interest in or passion for cars (e.g.insic regulation); because he identifies the
importance of having a car, i.e., to save time aotl be late to the office (e.g., identified
regulation); because he thinks he should have aumdr to avoid feelings of guilt and shame if
other colleagues already have good cars (e.ggjéated regulation); or simply to maintain
prestige and social status (e.g., external reguiati

The goal content theory (GCT) of SDT distinguisl@esonsumer’s intrinsic life goals
(e.g., personal growth, close relationships, comtydeelings, good health and/or fithess) from
his or her extrinsic life goals (e.g., money, famegge) and suggests that people tend to pursue
intrinsic goals because of the internal satisfagtigleasure, or personal meaning derived from

their attainment, whereas individuals who chaseresit life goals tend to be more concerned



about how they are perceived by others (Kasser &R¥996). Given this background, we argue
that the intrinsic and extrinsic life goal constsianderpinned by GCT can be fruitfully used to
explore many interesting marketing issues, suclireether consumers' intrinsic and extrinsic life
goals enhance or undermine consumer preferencelutary and green products. Other

constructs include whether the intrinsic or exigngoal(s) is/are prominent with regard to

purchase intention for religious and non-religicosisumers or whether the intrinsic or extrinsic
life goal(s) is/are promising with regard to bramtthchment/preference in an individualistic or
collectivistic culture (Gilal et al., 2018; PauDI8).

Despite the richness and robustness of this thedmwn explaining unique marketing
problems, less effort has been made to model cosisumehaviour from the theoretical
perspective of SDT. This study seeks to fill thigidy it aims to inspire SDT research in
marketing science by highlighting possible marlgtiproblems (presented as propositions)
where SDT appears to be particularly promising.tiis end, the authors review the extant
literature and propose possible research projéetscould be undertaken under the purview of
SDT constructs within the marketing and consuméab®ur disciplines.

Based on the guidelines suggested for writing dasview articles (Palmatier, Houston,
& Hulland, 2018; Palmatier, 2016), we organize pihesent review into four sections. First, we
begin with a discussion of each mini-theory of S[3€cond, we report on the methodology that
was used in collecting, identifying, and analysihg extant literature. Third, we summarize all
studies that have notably used SDT in the marketiogtext. Finally, we propose possible

research projects that could be undertaken using SD

Historical Overview of Six Mini-Theories of SDT
Self-determination theory (SDT) is a macro-theofynmtivation, emotion, and personality in

social contexts (Deci & Ryan, 2000). SDT comprises mini-theories: cognitive evaluation
theory (CET), organismic integration theory (OITgusality orientations theory (COT), basic
psychological needs theory (BPNT), goal conteneoiy (GCT), and relationships motivation
theory (RMT). The amalgamation of these mini-thesreéxplains human behaviour in terms of
psychological needs.

Cognitive Evaluation Theory, the first mini-theoof SDT, was developed based on

extensive research into the dynamic interplay betwexternal events (Deci, 1975). CET relates



to intrinsic motivation, which is motivation based the satisfaction of behaving a certain way
for its own sake. CET specifically addresses thieces of social contexts on intrinsic motivation

or how factors such as rewards, interpersonal otsntand ego-involvements influence intrinsic

motivation. Deci (1975) proposed that by naturepbe possess intrinsic motivation, which can
manifest as engagement in curiosity-based behayviaud the discovery of new perspectives in
seeking optimal challenges.

The majority of practices in which people engage aot essentially interesting and
enjoyable; people tend to spend much of their tati@ling responsibilities and duties. Thus,
intrinsic motivation is less applicable, or it magt even be relevant to some activities for which
extrinsic motivation is either preferred or reqdireThis view gave rise to the organismic
integration theory (OIT) of SDT, which addresse®pde’s extrinsic motivation (EM) and
perceived locus of causality (Deci & Ryan, 1985llaiCet al., 2018). Extrinsically motivated
behaviour tends to provide a feeling of satisfactierived from achieving a goal that is external
to the behaviour itself. There are four distinainie of extrinsic motivation: external regulation,
introjected regulation, identified regulation, amdegrated regulation (Deci & Ryan, 1985b;
Gilal et al., 2018). External regulation is thesfiform of EM in which people are motivated to
avoid punishment or obtain a reward (Deci & Rya883b; Gilal et al., 2018). The second form
of EM is introjected regulation, in which peoplesanotivated to demonstrate the ability to
maintain self-worth or avoid feelings of guilt astiame (Deci & Ryan, 1985b; Gilal et al.,
2018). Introjected regulation also includes theeexdl perceived locus of causality, wherein the
behaviour is considered to be non-self-determimezti & Ryan, 1985b; Gilal et al., 2018). The
third form of EM is identified regulation, in whigbheople understand, endorse, and consciously
value a goal; it is considered to be a more aut@ustform of extrinsic motivation (Deci &
Ryan, 1985b; Gilal et al., 2018). Finally, integ@tregulation, the fourth form of EM, is
considered to be the most autonomous and fullynatzed; integrated regulation synthesizes
various identifications to create a coherent anflathsense of self (Deci & Ryan, 1985b; Gilal
et al., 2018).

In contrast to CET and OIT, which examine the nattonal dynamics in particular life
domains or situations, causality orientations thie@OT) is the third mini-theory of SDT,
focusing primarily on individual differences in glal motivational orientations (Deci & Ryan,

1985a). COT is based on three types of human betwa/or psychological processes: autonomy



orientation, controlled orientation, and amotivatior impersonal orientation (Vansteenkiste,
Niemiec, & Soenens, 2010). The autonomy orientaiiwciudes intrinsic as well as well-
internalized extrinsic motivation; it is the firirm of human behaviour in which people tend to
act according to their emerging interests and exedfersed values, interpret external events as
informational, and thus typically regulate theithbeiours autonomously (Deci & Ryan, 1985a;
Vansteenkiste, Niemiec, & Soenens, 2010). People avhighly autonomous orientation possess
high self-esteem and experience low levels of g@ital et al., 2018). However, under the
‘controlled orientation’, people tend to act in aaance with external or internal demands,
interpret external events as pressure, and thugatlp regulate their behaviour with an
experience of control (Gilal et al., 2018; Vanstaste, Niemiec, & Soenens, 2010). Finally,
under ‘amotivation or impersonal orientation’, peopend to perceive their life experiences as
beyond personal control; rather, they believe thiaatever they have experienced has been the
result of their luck or fate (Gilal et al., 2018uky & Lu, 2018). People with an impersonal
orientation feel helpless, ineffective, and inephd they are characterized negative self-
evaluation, self-derogation, and low self-esteenthsbehaviour is conceptually similar to
Rotter's (1966) concept of the external locus oitics.

The fourth mini-theory, ‘basic psychological neetiseeory’ (BPNT), argues that
psychological well-being and optimal human funciign are predicated on three universal
psychological needs: ‘autonomy’, ‘competence’, aethtedness’ (Deci & Ryan, 2002; Gilal et
al., 2018). The need for autonomy refers to theeggpce of volition and psychological freedom
(Gilal et al., 2018). The need for competence eslab the experience of effectivenas®ne's
pursuits, and the need for relatedness (Baumeistezary, 1995) refers to one's desire to feel
connected to others. Overall, this theory arguasttiese basic needs are essential and that if any
of them is thwarted, it would certainly be at adtional cost (Deci & Ryan, 2002).

In addition to studying the factors that triggeh&eoural regulation and the satisfaction
of psychological needs, a growing body of researctisDT has elucidated different types of life
goals (both intrinsic and extrinsic) or aspiratiotisat people pursue (Kasser, 2002;
Vansteenkiste, Lens, & Deci, 2006). The fifth mineory of SDT, the ‘goal contents theory’
(GCT), may be an offshoot of this research; GCmprily grows out of the distinctions between
intrinsic and extrinsic goals and their impact amfan motivation and psychological well-being.

Kasser & Ryan (1996) distinguished intrinsic lifeoads (i.e., personal growth, close



relationships, community contribution, physical li@afrom extrinsic life goals (i.e., money,
fame, image) and suggested that intrinsic life gaal aspirations are more likely to satisfy the
basic needs for autonomy, competence, and relasdnehereas extrinsic life goals or
aspirations are likely to be unrelated to the fatigon of basic needs.

Finally, relatedness has to do with the developnagiat maintenance of close personal
relationships such as best friends and romantineer as well as belonging to groups (Palmatier
et al., 2008). Relationships motivation theory (RMfhe sixth mini-theory of SDT, argues that
some level of close personal relationships is miy desirable but also essential for optimal
human functioning and well-being because it isti@ships that satisfy the need for relatedness
(Deci & Ryan, 2014).

Review Methodology
Using procedures from the extant research (Palma@d.6; Rana & Paul, 2017), we defined our

domain to conduct systematic manual and electreeacches for all articles published on SDT in
quality, high-impact journaldisted and/or indexed in the Sciences Citatioreki8ocial Science
Citation Index (SCI/SSCI). We also included joumalith a Scopus Cite score of 2 and above.
We focused on those journals due to their relevaaceur study objectives and because we
expanded our first collection with systematic rewseof SDT in all other publications listed on
EBSCO, ABI/INFORM Global (ProQuest), JSTOR, EmeraBtienceDirect, Wiley Online
Library, and Google Scholar to ensure that we ihetliall scientific articles on this subject
(following Palmatier, Houston, & Hulland, 2018; RauwParthasarathy & Gupta, 2017;
Kozlenkova, Samaha, & Palmatier, 2014). We searamgtiple databases using keywords such
as ‘self-determination theory and marketing’, ‘comer behaviour, ‘self-determined
customers’, ‘firm-determined customers’, ‘intrinsiand extrinsic motivation’, ‘customer
autonomy’, ‘competence’, and ‘relatedness’.

This process produced more than nine hundred studienarketing and non-marketing
journals. After employing the methods mentionedvabim collect academic and peer-reviewed
articles, we followed the conventional literatuexiew approach to manually refine the pool of
publications by using three criteria. First, wenskied and scanned entire papers to drop non-
marketing studies (following Palmatier, HoustonH&lland, 2018). Second, we further refined

the pool by setting the scope of the review toudelempirical studies (following Paul & Benito,



2018). Finally, we retained all publications conidalcunder the theoretical perspective of SDT
in the marketing domain. Consequently, our final w&s comprised of forty-nine studies
published in thirty-four renowned journals betwd®98 and 2018. Figure 1 provides a synopsis

of the research on SDT in marketing.

Moreover, we evaluated the number of articles éxalicitly use SDT in the marketing
domain since inception. As shown in Figure 2, themhber of articles that use SDT mini-theories
in the marketing field has increased every yearesi2010. This publication trend suggests that
this is a new research area that is increasinghaciing the interest of marketing scholars
seeking to further the understanding of consuméaweur from the theoretical perspective of
SDT. We further evaluated the trend of each joudisdeminating SDT research and found that
Psychology & Marketingn = 6) takes up the majority share of the redeardput, followed by
Journal of Consumer Resear¢h = 3),Journal of Services Marketinmn = 3); theJournal of
Marketing (n = 2),Journal of Service Resear¢h = 2),Personality and Individual Differences
(n = 2), Journal of Retailing and Consumer Servicgs = 2), andJournal of Computer
Information System@ = 2) take up equal shares of the research batpliare considered to be
targeted outlets for publishing SDT studies in meéirlg. Table 1 shows the journals

disseminating SDT research in marketing science.

Finally, we evaluated research settings, which akadethat SDT research covers 16 countries,
and the majority of the studies were conductedhm Wnited States (n = 15), followed by
Australia (n = 10), Taiwan (n = 5), France (n =&)d Pakistan (n = 3). Singapore (n = 1), the
United Kingdom (n = 1), China (n = 1), Germany (A); Switzerland (n = 1), Canada (n = 1),
Norway (n = 1), Netherlands (n = 1), South Korea=(), Spain (n = 1), Poland (n = 1), and
Sweden (n =1) account for equal shares of the meseautput. Table 2 shows the most

frequently surveyed countries.



Review of Studies

To guide our review of studies, we considered foajor questions. (1) Which mini-theories of
SDT were adopted in the marketing research? (2)t\Wis&arch contexts have been studied? (3)
What research methods were used? (4) Which cormeptadels of SDT mini-theories were
tested, and what marketing issues were addresseéer wach mini-theory? These questions
helped us synthesize the research findings, thexebljling us to conduct a more comprehensive

review of these studies in the marketing domain.

Mini-theoriesof SDT in marketing research
In general, we evaluated the pattern of studies ekplicitly used SDT mini-theories in their

marketing research and found that the basic psggital needs theory (BPNT) was widely used
(n = 20), followed by cognitive evaluation theomy € 10), goal contents theory (n = 7),
organismic integration theory (n = 6), and caugaiientations theory (n = 6). It is interesting to
note that relationships motivation theory (RMT) lh&en ignored in marketing research (n = 0).
One possible reason might be that RMT was recémttigduced. A further examination revealed
that the BPNT and goal contents theory (GCT) haoeived much academic and practitioner
attention in recent years. As shown both in Tablan8 Figure 3, the number of articles
borrowing SDT mini-theories in the marketing domhas increased each year since 2010. We

summarized all studies (n = 49) conducted over-ge20 period, as presented below.

Marketing research under cognitive evaluation theory
Several studies have used cognitive evaluation ryhg€ET) to develop exploratory

understandings of consumers' intrinsic and extingiotivations under various contexts.
Carrigan (1998) segmented customers over the a§é atho mainly depended on intrinsic and
extrinsic motivations for different types of consuiion. Surveys such as those conducted by
Teo, Lim, & Lai (1999) found that consumers are agaily extrinsically motivated to use the
internet, for instance, because of its perceivezfulisess rather than for perceived enjoyment;
this is contrary to Shang, Chen, & Shen’s (200&Jlifig, which states that intrinsic motivation is

a prominent reason why consumers shop online. Hewy&adwallader et al.’s (2010) study in

10



the service domain showed that when employees igertieeir work to be characterized by an
increased degree of autonomy and are intrinsicatyivated, they are open to innovation and
change. Truong & McColl (2011) reported that thisra negative effect of intrinsic motivation
on conspicuous consumption behaviour and suggésé¢donsumers who are mainly motivated
by intrinsic values are more likely to avoid pursimg luxury goods. Meyer-Waarden (2013)
extended previous research by exploring the redalips between purchase orientations and
personalized rewards on customers’ perceived value subsequent loyalty and reported
intrinsic rewards as prominent predictors of puseharientation and subsequent loyalty.
Furthermore, along these lines, Proksch, Orth, &@ell (2015) used a motivational approach
to explain brand attachment and found that extimaotivation influenced the effects of
competence enhancement on brand attachment thesngtional process mechanisms; they also
found that intrinsic motivation exerted a modergtimfluence on anticipated joy. These findings
led to the conclusion that an emphasis on funcltifmand characteristics in advertising or
personal selling may facilitate high brand attachme&im & Drumwright’s (2016) study
explored the effects of both intrinsic and extrengiotivation on consumer behaviour through a
moderating role of social relatedness and showatldbnsumers' perceived social relatedness
moderates the effects of consumer motivation (erdrinsic and extrinsic motivation) on
engagement, consuming intention, satisfaction, ciomemt, and trust. Tang, Zhao, & Liu
(2016) found intrinsic and extrinsic motivationskie prominent factors for customers’ mobile
coupon sharing and suggested that marketing sikeatestpould be crafted according to users'
different motive types. In line with the studieded above, we argue that CET is a more
promising way to account for different motives toeglict consumer behaviour through the

constructs of intrinsic and extrinsic motivation.

Marketing research under organismic integration theory
Several studies have borrowed organismic integratiweory (OIT) and its constructs to

categorize consumer behaviour based on four diffeéi@ms of motivational regulations. For
example, Morse & Peloso (2003) explored the effeétmtrinsic, identified, introjected, and
external regulations on consumers’ goal perseverand proved that students who pursue high-

involvement goals for inherent pleasure (e.g.,instc regulation) and future value (e.g.,

11



identified regulation) are more likely to persevarel remain committed to their goals than those
who pursue goals only to satisfy external expemtati(e.g., external regulation). However,
Malhotra (2004) empirically validated the three mmsportant types of motivation: intrinsic,
introjected, and external motivation. Lin, TsaiGhiu (2009) found that customer loyalty can be
captured through intrinsic and identified motivatiand that customer satisfaction can be
achieved through intrinsic, identified, introjecteahd external regulation. Overall, loyalty has
been found to be positively influenced by both ingic and identified regulation, while
introjected and external regulations have beendawonbe insignificant in capturing customer
loyalty. Furthermore, Wunderlich et al. (2013) fduoonsumers' intrinsic perceived locus of
causality to be a stronger driver of consumergnitidon to adopt transformative services in
Germany specifically, alluding to the fact that rithanay be a possibility of a ‘cultural’ or
‘geographical’ flavour to consumer behaviour. Gidlal. (2018) uncovered the link between
motivation types and brand passion and showedetktatnal motivation had the greatest effect
on consumer brand passioRinally, White (2015) reported intrinsic motivatioto be a
prominent predictor of positive and negative emwtiand service quality in both the early and
later stages of the service experience; introjectedivation was found to be a significant
predictor of service quality and positive emotiamshe early stage of the service experience, but
this was not applicable in the later stage. In kmiéh these findings, it appears that more
controlled forms of motivation predict only the lyastage of the service experience, whereas
autonomous forms predict the early and later stafjes is consistent with the notion of SDT
that controlled motivation has only a short-termpaot on behaviour, whereas autonomous
motivation leads to sustained engagement. Furthernwe also gather that these motivation
types allow for more precise motives that can @ieg in marketing research to account for the

different reasons why consumers engage in cerghawour.

Marketing research under causality orientations theory
Some researchers have used causality orientatibasryt (COT) and constructs (e.g.,

autonomous motivation, controlled motivation, ancho#ivation) to understand consumer
behaviour in a service context. For instance, sie®nducted by Dholakia (2006) and Herzog,
Morhart, & Reinecke (2007) showed that customers yam firms autonomously may exhibit

higher purchase intentions and loyalty and thatimder coupons undermine the motivations of

12



self-determined customers. However, McGinnis, Ged&rGao (2008) showed that autonomous
service flow experiences create immersive, enhararetl enduring involvement with such
service. Furthermore, Sun, Tai, & Tsai (2010) dest@ted that a volitional choice for
behavioural change would be more favourable theon#rolled choice. Webb et al. (2013) used
autonomous and controlled motivations as indepandmables to predict consumer intentions
and behaviours. Overall, the results showed automsnmotivation to be a stronger form of
behavioural regulation and a better predictor afstmner behaviour. Finally, Hung & Hae
(2018) examined the rosy side (positive emotiorg tre blue side (negative emotion) of brand
attachment through two hierarchical constructs—aatwous and controlled motivations—and
showed that the rosy side (positive emotion) ohtrattachment is a more effective predictor of
brand repurchasing intentions and word-of-mouthabdurs than is the blue side (negative
emotion) of brand attachment. In line with thesgorales, we believe that COT is more
prominent in explaining the positive side (e.gara passion, brand resurrection movements,
and actual purchase behaviour) and the negatiee(brdnd detachment, brand hate, and brand

disloyalty) of consumer behaviour.

Marketing research under basic psychological needs theory
Other researchers have used the basic psychologeals theory (BPNT) to predict marketing

and consumer behaviour outcomes. For example,ercdeimtext of branding, Thomson (2006)
showed that when a human brand enhances a pefselir'sys of autonomy and relatedness, the
person is likely to become more strongly attacled.tHowever, Loroz & Braig (2015) found

competence to be an important psychological needhen development of strong brand

attachment. Nevertheless, Huang et al. (2016) oetelyl reversed this concept while reporting
that competence satisfaction ultimately fails tptaee consumers’ behavioural intentions and
experiences of enjoyment, especially in the tourtemtext. Hsieh & Chang (2016) showed that
autonomy, competence, and relatedness facilitabtedumer motivation to participate in brand
co-creation campaigns, wherein these motivatiormmpte the establishment of brand co-
creation engagement. However, Gong, Choi, & Mur@916) emphasized customer self-
determination as the significant mediator of customalue creation behaviour and customer
value. Gilal and colleagues (2018) integrated pshdical needs satisfaction into the

relationship between product design and consunteaeur (i.e., brand attachment, WOM, and
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WTP a premium) across samples drawn from Chinag&oand Pakistan and confirmed the
significant mediating effect of each form of psyldgical needs satisfaction on the relationship
between product design and brand attachment. Wahig(2016, 2017) reported that consumers'
perceived competence, autonomy, and perceivededglass could support their motivation to
produce user-generated content (UGC). Schepets (@042) reported that employees who feel
related to the organizational network and are adldwo act autonomously were found to exhibit
higher levels of customer stewardship control, e/ltdam autonomy and team competence were
found to be strongly associated with customer stesyap control. This, in turn, encourages
employees to take ownership of their performaneeatds customers rather than shifting the
liability to supervisors. Leung & Matanda (2013)ufml that autonomy, competence, and
perceived anonymity are related to the adoptiosedffservice technologies and suggested that
accommodating the lifestyles of customers and piingi options for customers to choose self-
service technologies is essential to increasingue of those technologies. Sweeney et al.
(2014) found that receiving a number of positive M/@essages has significant positive effects
on consumers’ sense of autonomy, relatedness, amghetence, which in turn significantly
enhances integrated user motivation, thereby affgatonsumer behaviours. Engstrom & Elg
(2015) explored the factors determining patientsbtivation to participate in service
development and revealed that participants mayto@sically (e.g., the satisfaction of needs for
autonomy, competence, and relatedness) and egsailysimotivated to participate in service
development.

llicic, Baxter, & Kulczynski (2016) showed that theeds for autonomy and relatedness
aroused by celebrities become less influential lderoconsumers’ attachment to celebrities and
strengthen younger adult consumers' attachmenelebiities. Sharma and colleagues (2017)
used self-determination theory to examine how fiffertchg co-creation roles of customers with
mental illness lead to different customer well-lgewutcomes; they suggested that value co-
creation activities provided customers with feedirgf autonomy, relatedness, and competence.
Furthermore, Martin & Hill (2012) found that reldteess and autonomy have significant effects
on an individual’s life satisfaction and showedttgeeater psychological need fulfilment in the
form of autonomy and relatedness promotes greiééesdtisfaction and increases personal well-
being. The series of studies conducted by Binnepleagues (Binney, Kennedy, & Hall, 2004;
Madden-Hallet, Hall, & Binney, 2006) showed thataarg students pursuing a marketing degree,
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those who enjoyed challenges and were more stiedilag the subject performed better than the
lower performing students. This led to the conduoghat more autonomous teaching styles lead
to greater need satisfaction and increased comséneent. Finally, Jillapalli & Wilcox (2010)
found that when professors satisfy students' basychological needs, students form stronger
attachments, trust their professors more, are rsatisfied with the educational experience and
are willing to advocate for their professor as anlol. As confirmed by Sgrebg et al. (2009), the
satisfaction of basic psychological needs andrisiti motivation could be useful for predicting
teachers' e-learning continuance intentions. la With these studies, we gather that satisfying
consumers’ basic needs (e.g., autonomy, competanderelatedness) enables the activation of
more precise intrinsic motives that can be appiredharketing research to capture consumer

behaviour in different settings.

Marketing research under goal contents theory

Studies have used intrinsic and extrinsic goaldanthe aspirations of goal contents theory
(GCT) to understand consumer behaviour with regerdluxury brand preference and
consumption. For example, Truong, McColl, & Kitch@®10) examined the effects of intrinsic
and extrinsic aspirations on luxury brand prefeeemand found that consumers’ choice of a
luxury brand is significantly influenced by extriagyoals and negatively affected by intrinsic
desires; moreover, customers with intrinsic aspnst tend not to prefer luxury brands.
Similarly, Botti & McGill (2011) showed that cust@nsatisfaction with an intrinsic goal was
greater than customer satisfaction with extringicanotivated goals. Otero-Lopez &
Villardefrancos (2015) reported that consumers aitiigh compulsive buying propensity scored
significantly higher on the importance and likelitnbassigned to extrinsic goals, whereas an
opposite pattern was found between the levels gdomance and likelihood assigned by
compulsive buying groups with regard to intrins@aly. Norris & Williams (2016) found that
consumers who emphasized the importance of extrgeals consider more luxury brands, and
those who emphasized the importance of intrinselggoonsider fewer luxury brands. Razmus,
Jaroszyiska, & Patga (2017) showed that people who value extrinsgraisons exhibit a
higher tendency to include famous brands as partheir self-concept, whereas intrinsic
aspirations, such as self-acceptance, affiliatogl community feeling, are negatively associated

with brand engagement as part of self-concept. greral. (2011) found that when customers
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perceive a goal, their pursuit is adopted throughaatonomous choice. The initial effort
investment increases the value of the goal as aslthe customer's subsequent motivation.
When customers perceive that the goal they pursasdeen imposed on them, they devalue the
goal as they invest more effort in their pursuit @mow lower subsequent motivation. Finally,
Gountas et al. (2012) validated the desire-for-farele and demonstrated that the scale has a
significant positive effect on extrinsically derdreneeds and/or aspirations (e.g., attractive
appearance, financial success, materialism, andlsecognition) and a significant negative
effect on intrinsic goals, specifically self-acaapte and affiliation.

Taken together, these studies provide valuablemtippr our propositions that SDT is a
well-developed theory that can provide many inggihto a wide range of marketing issues,
thereby promoting basic need satisfaction, intcinsiotivation, and the full internalization of
extrinsic motivation. Such insights, in turn, caxad to a more effective understanding of
consumer behaviour in terms of brand preferencadwémouth, consumption experience,
purchase intention, behaviour change, satisfactmyglty, and consumer psychological well-

being.

Research contexts
Upon further review, we identified nine differehiemes and/or clusters pertaining to the noted

research contexts. Table 4 shows that the majofitlye studies were conducted in the service (n
= 14) and branding research contexts (n = 12)ofe#d by the social media context (n = 5) and
the consumption context (n = 5). Table 3 furtheaveh that the basic psychological needs theory
(n = 6), cognitive evaluation theory (n = 2), arahlgcontents theory (n = 2) were borrowed by
marketing scholars to address branding issuesgwinganismic integration theory (n = 4) and

causality orientations theory (n = 4) appeared mpremising when addressing service

marketing issues. Finally, basic psychological se&éory (n = 3) and goal contents theory (n =

3) were adopted in the marketing education andwapson contexts.

Research methods
Upon further review, we note that the selected istu@mployed both qualitative (e.g., focus

group and consumer interviews) and quantitativehoois (e.g., surveys and experiments) to
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address marketing problems. As shown in Figure v&r @7.51% (n = 37) of the studies
implemented quantitative methods (e.g., correlatiaalysis, hierarchical multiple regressions,
structural equation modelling, multivariate anadysf covariance, moderated mediation, analysis
of covariance, exploratory factor analysis, conéitary factor analysis, and T-tests), while
22.44% (n = 11) of the studies adopted mixed mettfedy., qualitative and quantitative). These

findings indicate that quantitative methods donen@bT research in marketing science.

Further examination shows that only one study agpdimple qualitative methods, such
as content analysis, to understand consumer balaor instance, Carrigan (1998) used a
content analysis of the extant literature to segmastomers over the age of 50 on their intrinsic
and extrinsic motivations. Because SDT has receattsacted considerable attention from
scholars in the marketing domain, we expect mardias in the following years, which would
be based primarily on qualitative research methsdsh as focus group interviews, narrative
analysis, and ethnographic analysis, to developloeaory understandings of consumer
motivation. For example, using the focus group rineav method, scholars may categorize
customers' motivation (e.qg., intrinsic, identifiedtrojected, and external regulations) in relation

to purchases. Table 5 displays the research metdmjsed in SDT research.

Mini-theories of SDT and their constructs in marketing research
In a similar vein, we evaluate the conceptual medelderpinned by the SDT mini-theories that

were tested by consumer scholars to address magkisBues. In general, our literature review
shows that the antecedents in conceptual modetsatkeaunderpinned by SDT mini-theories

(e.g., cognitive evaluation, organismic integraticausality orientations, basic psychological
needs, and goal contents theories) were widelyiegpph marketing research as independent
variables (n = 29) to address issues in severalsasé marketing, such as marketing education,
consumer behaviour, branding, and service and/atiorship marketing. In particular, the

antecedents underpinned by the basic psychologesds theory, such as consumer autonomy,

competence, and relatedness needs, were used egeemugnt variables (n = 13) to predict
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customer satisfaction, celebrity attachment, aridniion to adopt self-service technologies in
the service and branding context, whereas consumgtenomy, competence, and relatedness
needs were used as mediating variables (n = Sgtue customer value, integrated motivation,
and users' satisfaction, brand attachment, and W@Nhe branding and social networking
context (see Web Appendix W1). Similarly, intringiod extrinsic goals underpinned by goal
contents theory were also applied as independerablas (n = 6) to capture consumers’ luxury
brand preference, brand engagement, customer rtiotiyand satisfaction in the branding and
consumption context (see Web Appendix W2). Morepeensumers’ intrinsic and extrinsic
motivations underpinned by cognitive evaluatiorotlyevere used as independent variables (n =
3) as well as mediating (n = 3) and moderatingaldes (n = 3) to predict consumer behavioural
intentions, loyalty, and attachment in various neéig domains (see Web Appendix W3).
Finally, the antecedents of conceptual models yodieed by organismic integration and
causality orientations theories were mainly adopiethdependent variables (n = 3; n = 4) in the
service and consumer behaviour domains (see Webnilp W4-5). Table 6 presents the details
of the results.

Taken together, the review of these studies hagiged valuable insights into how the
antecedents underpinned by SDT mini-theories (asggindependent, mediating, moderating) are
applied in diverse areas of the marketing domals Teview has also highlighted the marketing
problems that are addressed under each SDT th8och valuable insights provide support for
our propositions that SDT is the richest and mosli-developed theory and that it provides

many insights into a wide range of marketing isggses Web Appendix W6-10).

Going Forward: Future Research Agenda

Much of the existing literature on SDT consistergtidresses ‘motivation’ in the non-marketing
field. In comparison, few studies have tested tiEl Snini-theories within the marketing

domain. In this section, we discuss possible rebeapportunities in the marketing field under
the theoretical purview of SDT and present propmsst that may inspire future research (see

Figure 5).
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Many surveys and lab experiments have examinedirtiportance of intrinsic and
extrinsic motivation in the non-marketing domainwever, in comparison, very few studies
have investigated consumers' motivations in thkl faf marketing. Teo, Lim, & Lai (1999)
showed that consumers’ extrinsic motivation is mpartant predictor of consumers' intentions
to use the internet. Similarly, Shang, Chen, & S(2005) showed that consumers’ intrinsic
motivation is more prominently used to explain eaoners' intentions to shop online. However,
Truong & McColl (2011) reported that consumers vetne mainly motivated by intrinsic values
are more likely to avoid purchasing luxury goodd$th8ugh researchers have highlighted the
importance of intrinsic and extrinsic motivationtatter predictors of behavioural intentions, the
‘best’ method is still unknown with regard to cajtg the consumer’s intrinsic and extrinsic
motivation. Thus, further research is certainly uiegd to explore whether and how the
marketing environment (e.g., emotional messagesctional and/or rational) enhances or
undermines the consumer's intrinsic and extringavation.

Our review of SDT shows that only three studiesehased consumers’ intrinsic and
extrinsic motivation as independent variables tdpt consumer behaviour in the social media
and branding context. Thus, we highlight a few reting issues that should be addressed under
the framework of cognitive evaluation theory. Itsigrprising to see that the current marketing
(and other business practice) literature has plaoedmuch emphasis on extrinsic factors;
however, what is needed is to gather perspectii@s integrate intrinsic motivation into
marketing research. Empirical research is thus ecked investigate whether intrinsic and/or
extrinsic motivation has a greater influence indweng various marketing outcomes, such as
new product adoption (Thompson & Sinha, 2008), tirareference (Ramsgy & Skov, 2014),
brand attachment (Proksch, Orth, & Cornwell, 20Xsistomer retention (Bojei et al., 2013),
consumer willingness to spread positive word-of-tho(®icilia, Delgado-Ballester, & Palazon,
2016), brand love (Carroll & Ahuvia, 2006; Batrahuvia, & Bagozzi, 2012), mass prestige
(Paul, 2015; Kumar & Paul, 2018), and brand pasgsilal et al., 2018). Therefore, we posit the

following:

Proposition la: Consumers’ intrinsic and extrinsic motivations hase effect on
purchase intention and other marketing outcomes.
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Many studies have examined the effect of intergaieral advertisement appeals on consumer
behaviour outcomes. For example, Francis & Bur@92]) reported similarities between mother
and daughter dyads in the way in which they acqulothing. Similarly, other researchers have
highlighted significant similarities between mothand daughter dyads in brand preference
(Mandrik, Fern, & Bao, 2005) and brand involvement prestige (Francis & Burns, 1992;
Moore, Wilkie, & Alder, 2001; Paul, 2018), whilehatrs have indicated significant differences in
word-of-mouth behaviours (Strutton, Taylor, & Thosop, 2011). Examining how
intergenerational advertisement appeals influeheebehavioural intention to buy a product is
thus flourishing (Chang & Tung, 2015). Howevertlditeffort has been made (only two studies)
to examine these specific factors in light of S[@8aarch. For example, research has shown that
consumers with low perceived social influence egped higher intrinsic motivation about the
brand than did those with high social influenceisTihotion is consistent with the findings of
Dholakia’s (2006) study which revealed that remmaeupons and controlled marketing
communication significantly undermine motivationdatead to lower levels of interest and
behaviours. In line with these findings, it would bf great value to investigate how could each
type of motivation (e.g., intrinsic versus extrg)sinoderate the effect of intergenerational
advertisement appeals to consumer behaviour eltpected that intergenerational advertisement
appeal will have stronger effects on the purchaseawiour when the intrinsic motivation
towards the advertised brand is high. Similarlye #ffect of intergenerational advertisement
appeal on purchase intention is undermined whemswuoar extrinsic motivation towards the
advertised brand is high. This expectation is iast with SDT's notion that
controlled/extrinsic motivation has only a triviainfluence on behaviour, whereas
autonomous/intrinsic motivation has a significampact on behaviour which can be sustained

over the long term. Thus, we posit the following:

Proposition 1b: Intrinsic motivation will strongly interact with ¢ factors (e.g.,
intergenerational advertisement appe#ipt determine marketing outcomes than will the
extrinsic motivation.
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Much of the extant literature covering SDT has ubedic psychological need theory (e.g.,
autonomy, competence, and relatedness) to addressdeavariety of organizational behaviour
and management issues. However, marketing schbkars paid little attention to consumer
motivation from the perspective of psychologicaéddulfilment. Thus, the basic psychological
needs for autonomy, competence, and relatednessbemaysed as independent variables to
address unigue marketing issues. The previous tigegiens within the marketing literature
broadly explain consumer attachment to brand, nghiess to spread positive word-of-mouth
(WOM), and willingness-to-pay (WTP) a premium faogucts by linking extrinsic motives,
such as excellent price, quality, durability, péred uniqueness, and prestige benefits
(Chatterjee & Kumar, 2017; Ekinci, & Simkin, 201@risaffe & Nguyen, 2011; Japutra, Levy &
Hino, 2016; Ligas & Chaudhuri, 2012; Vlachos et28l10), whereas the role of intrinsic motives
(e.g., the fulfilment of consumer autonomy, compegg and relatedness needs) in the formation
of consumer behaviour have been surprisingly ighaneghe marketing literature. We argue that
intrinsically motivated consumers may prefer a dramd be more willing to spread positive
WOM, thereby paying a premium price for a brandt theakes them feel appreciated and
empowered while also enabling them to express theividuality (e.g., autonomy need). In
addition, consumers may emotionally attach thenesete a brand that they perceive as caring
about them and providing warm feelings of opennasd acceptance, thereby prompting
consumers to spread positive WOM (e.g., relatednesds). Consumers may also feel strongly
attached to a brand, pay a premium price, and dypesitive WOM because that brand makes
them feel competent, successful and capable obymeirig well (e.g., competence need). Given
this information, future research could use consusmonomy, competence, and relatedness as
independent variables to investigate the influewnéethe aforementioned basic needs on
consumer behavioural intentions.

Furthermore, although researchers have highliglcmasumers' needs for autonomy,
competence and relatedness as better predictarsngtimer behaviour outcomes, how exactly
these needs are influenced by the marketing envieom are still unknown. To this end, one
problem that should be addressed in the socialansahitext is whether attribute-based reviews
and emotion-based reviews on social media platfosaisfy or thwart consumers' needs for
autonomy, competence, and relatedness (Li, Ng&u&2015). Another important problem that

should be addressed in the advertisement contextesner the visual green appeals and textual
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environmental appeals of advertising satisfy orstiiate customers' needs for autonomy,
competence, and relatedness (Xue & Muralidharar,5R0Finally, research should also
investigate how companies' above-the-line and bel@aline marketing activities influence

consumers’ needs for autonomy, competence ancdaless (Mishra & Muralie, 2007; Wilson

& Amine, 2009; Ghobadian & O'Regan, 2011).

Moreover, our review of SDT also shows that very fetudies have operationalized
consumer needs for autonomy, competence, anddetgs as mediating mechanisms to address
marketing issues in the service and social medmegd. Thus, researchers can develop models
to analyse consumers' needs for autonomy, competesmed relatedness as a mediating
mechanism to identify and re-link missing psychatay drivers between marketing

environments and marketing outcomes in the branclmgext. Hence, we posit the following:

Proposition 2: Consumers’ autonomy, competence, and relatednesdsnwill have
independent as well as mediating effects on mangetutcomes.

The organismic integration theory of SDT is theyatleory in the literature that has detailed the
processes through which a consumer's extrinsic viaitin can become autonomous. It is
proposed that consumers’ extrinsically motivatedhaweours may be internalized into full-
fledged autonomous purchase intentions. This proposhas received support in the political
science domain; for example, Koestner et al. (1998)mined how motivational regulations
predict voters' interest in issues in terms of alcuoting behaviour. The results showed that
intrinsic motivation was the better predictor ofetfier someone would gather information about
issues, whereas identified regulation was a beitedictor of actual voting behaviour. Thus,
intrinsically motivated people may not exert thioefto go out and vote until they are motivated
by the importance of the issues themselves. Sipilatthough the introjected motivation is a
controlled, lower form of motivation, it could $timpact consumer behaviour, perhaps through a
fear of missing out or appealing to consumers' elfa®, this would likely only result in short-
term consumption. Thus, academic research is neededplore how introjected motivation
could influence consumer behaviour. Furthermore, rewiew of SDT shows that only six
studies have borrowed the organismic integrati@omh of SDT to address marketing problems,
and among them, only three studies have used ntiotinah regulations as independent variables
to predict consumer behaviour (Gilal et al., 2088rse & Peloso, 2003; White, 2015).
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Our review of SDT further shows that only one stuggd motivational regulations as
mediating variables to explore the effect of custosatisfaction on customer loyalty; that study
demonstrated that loyalty is positively influencley both intrinsic regulation and identified
regulation, while introjected regulation and ex#&rnegulation are insignificantly related to
loyalty (Lin, Tsai, & Chiu, 2009). The study citaabove is the only empirical study in the
marketing domain that borrowed the constructs gaoismic integration theory to bridge the
gap between the marketing environment and marketingomes. Given little knowledge about
the mediating effects of motivation types, fututedses could benefit from exploring whether
autonomous (e.g., intrinsic and identified) or coled motivational regulations (e.g., introjected
and external) can facilitate the link between tharkating environment and consumers'
behavioural intentions. It is expected that autooasn motivational regulations will have
stronger long-term mediating effects on consumenab®ur outcomes such as emotional
attachment, word-of-mouth, brand passion, and coese-waste behaviour (Gilal et al., 2018;
Gilal et al., 2018; Hudson et al., 2015; Levy & Hjr2016). This expectation is consistent with
SDT's notion that controlled motivational regulasohave only a short-term impact on
behaviour and cannot sustain behaviour over thg tenm, whereas autonomous motivation
leads to sustained consumer engagement. Thus, sitelp@following:

Proposition 3: Autonomous motivational regulations (e.g., intrmmand identified) will
have stronger independent and mediating effectmarketing outcomes than will the controlled
motivational regulations (e.g., introjected andezxial).

As discussed earlier, the relationship motivatibeoty (RMT) is a new mini-theory of SDT,
which suggests that some level of close persoratioaships is not only desirable but also
essential for optimal human functioning and wellRgebecause the relationship satisfies the
need for relatedness (Deci & Ryan, 2014). Our revéhows that although a considerable
amount of the literature has been published on Rkbnsistently addressing the need for
relatedness in the field of social psychology, tieabre, and organizational settings, consumer
scholars have made less effort to borrow insighasfthis theory in the marketing domain.
Given the lack of knowledge about RMT in marketirigture studies could benefit from
borrowing insights from this theory to address retirlg research. For instance, according to

Hofstede's (1980) culture typology, social relatsinis perceived to be less important in
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individualistic cultures, in which people place igthvalue on their separateness from others or
believe in independence; this contrasts with ctitestic cultures wherein people place value on
interrelatedness. Therefore, it would be of gredti® to study the role of social relatedness in
predicting brand engagement on social media acsassples drawn from countries where
perceived social relatedness may differ. Furtheenétalmatier et al. (2009) argued that a
successful service relationship is built upon thBsfaction of a consumer’s relatedness need.
Thus, one direction for future research would bexplore how customers’ social relatedness
can actually influence relationship strength ineavice context. Such an investigation could
provide a more accurate assessment of the roleegbldny social relatedness in fostering
relationship strength in service research. Sinyilail would be of great value to study how
marketing environments such as advertisement appeah influence customers’ purchase
intentions when customer social relatedness ishigl/in the appeal. Furthermore, empirical
research is greatly needed to explore how custoelatedness is influenced by the marketing
environment. For example, in the advertisement dome@esearchers may investigate how
celebrity attractiveness (Rifon, Jiang, & Kim, 2Q16elebrity credibility (Mansour & Diab,
2016), and celebrity personality (Mishra, Roy, &ilBg, 2015) influence customers’ social
relatedness satisfaction. Finally, additional redeacould also be conducted to explore how
celebrity endorsers for single and multiple brands influence social relatedness among the
followers of a single specific brand in social nedErfgen, Sattler & Villeda, 2016; Kim &

Drumwright, 2016). Thus, we posit the following:

Proposition 4: Relationship motivation theory constructs such assamer relatedness
needs will be influenced by the factors determirgales and consumption, which in turn would
have additive, independent effects on marketingoonés.

Many non-marketing researchers have fully capialian causality orientation theory to address
various issues in different life domains. For exenp medical settings, Williams et al. (1996)
showed that patients who were high in autonomyntaiteon were more autonomous in their
motivation to lose weight than patients who wen& o autonomy orientation. Black & Deci
(2000) introduced a similar perspective in educatisherein they reported that students whose
motivation was more controlled at the beginningaemester showed substantial benefits when

they had autonomy-supportive instructors. Similairtlythe service marketing research, only six
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studies have utilized causality orientation themraddress marketing issues. Among them, four
studies applied controlled and autonomous oriemats independent variables to predict
customers’ intention and enduring involvement ire thervice marketing context (Herzog,

Morhart, & Reinecke, 2007; Hung & Hdae, 2018; McGinnis; Gentry & Gao, 2008; Webb et
al., 2013), while two studies used controlled angdomomous orientation constructs as
moderating and mediating variables in the senesearch context (Dholakia, 2006; Sun, Tai, &
Tsai, 2010).

Given little knowledge about controlled and autowoms orientation constructs in
marketing, we believe that COT is more prominengxplaining the positive side (autonomous
orientation) and the negative side (controlledrda&on) of consumer behaviour. Thus, based on
our review of SDT studies, we highlight a few peabk that may inspire future research in the
marketing domain under causality orientation thediyst, studies have shown that customers
who join firms autonomously could exhibit higher rglase intentions and loyalty, and
remainder coupons undermine the motivations ofdetérmined customers (Dholakia, 2006;
Herzog, Morhart, & Reinecke, 2007). These findimgse questions on the effectiveness of
remainder marketing programmes in advertisemeneappThus, it would be of great value to
investigate how marketing environments such asssiliing and hard-selling advertising appeals
can actually influence marketing outcomes suchuashase intentions when customers are high
in autonomous motivation and high in controlled saity orientation (Albers-Miller & Royne
Stafford, 1999; Chen, Chang, & Gong, 2015). Secinsl also essential to investigate how sales
promotion techniques, such as price deals, loyalards, cents-off deals, coupons, and rebates,
influence purchase behaviour in terms of the pemepof the quality of autonomously
motivated customers (Birtwistle & Tsim, 2005; Paal& Rahman, 2015). Third, in the retail
context, it would be of great value to investigateich shopping values (e.g., quality, price,
social, and emotional value) are more promisingapture store satisfaction and/or loyalty and
store WOM when customers are high in autonomousantiolled causality orientations (Diallo
et al., 2015). Finally, it would certainly be ingésting to explore how product design dimensions,
such as affective, cognitive, ergonomic, and réflec designs, can influence the product
adoption intentions of customers who are high itomomous, controlled, and amotivation or
impersonal orientations (Gilal, Zhang, & Gilal, 8)2018; Thompson & Sinha, 2008). Thus, we

posit the following:
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Proposition 5: Autonomous and controlled causality orientatiorteliact with the factors
that determine marketing outcomes.

Our review of SDT shows that only seven studiesehberrowed goal content theory in
marketing research to explore the effect of intdngersus extrinsic goals on consumer
behaviour. For example, Truong, McColl, & Kitche2D10) investigated the effect of intrinsic
versus extrinsic life goals and/or aspirations camd preference in the luxury product category.
Botti & McGill (2011) examined the effect of custemsatisfaction on two different goals, such
as a hedonic goal and a utilitarian goal. Oterod2g: Villardefrancos (2015) explored the
importance of compulsive buying and life aspirasidar intrinsic versus extrinsic goals in three
groups with low, moderate and high compulsive bgypmopensities. These studies used the
consumer’s intrinsic and extrinsic goals as indejgan variables to predict marketing outcomes.
It is thereby proposed that many marketing issweddcbe addressed by using the consumer’s
intrinsic versus extrinsic goals as moderatingatags. For example, it would be of great value
to explore how customers’ positive and negativénenteviews can influence a loyal customer’s
repurchase intentions compared to a new custorparghase intention when both customers are
actually pursuing intrinsic versus extrinsic go@srk, Lee, & Han, 2007; Schindler & Bickart,
2012). Similarly, it would also be of interest tovéestigate how consumers’ religious views
influence their willingness-to-pay a high price pram for luxury products and green products
when they are pursuing intrinsic versus extringalg (Steenkamp, Van Heerde, & Geyskens,
2010; Biswas & Roy 2016; Joshanloo, 2016). It hesnbwell documented in the literature that
people who pursue extrinsic life goals are lespihamd more depressed than those who pursue
intrinsic goals (Kasser & Ryan, 1996). Thus, it Wbbe of great value to investigate how
product design dimensions such as affective, civgniergonomic, and reflective design can
influence consumer satisfaction among customers punsue intrinsic versus extrinsic identity-
related goals (Gilal, Zhang, & Gilal, 2018; 2018a&, 2017). Therefore, we posit the following:

Proposition 6: Intrinsic and extrinsic goals interact with the fars determining sales
and marketing, which in turn predict marketing autes.
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Conclusion

To the best of the authors’ knowledge, this revieswhe first synthesis of empirical studies
exploring the role of SDT in marketing science. @fpeally, we have contributed to the
literature in two ways. First, we reviewed all engal studies conducted over a 20-year period
that explicitly use the mini-theories of SDT in rketing, and we have highlighted the reasons
why SDT should be the focus of scholars’ attenti8econd, we identified the clusters of
research, presented the propositions, and develape$earch agenda for future studies. We
believe that this review will provide a source opiration for marketing scholars across the
globe to develop and test novel hypotheses thahimgfally account for observed phenomena.

Although this review study is a source of inspoatior marketing scholars worldwide, it
does have some limitations. First, we refined thblipation pool by setting the scope of the
review to include only literature reviews and engal studies, whereas short reports and
commentaries were not included. Second, we prosgidietailed review of forty-nine studies
published in thirty-four renowned journals betweld98 and 2018. Nevertheless, based on the
insights from this review, we urge researchers de ane/two/three/all of our propositions as
testable hypotheses in their future studies angéotools such as multiple regression, structural
equation modelling or causality tests.
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Non-empirical

Figures

Figure 1: Overview of the initial list of studies onsidered
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Figure 3: Publication trends: mini-theories of SDTin marketing research
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Figure 5:

Summary of Future Research Agenda

Social Marketing
Environment

- Marketing Messages

- Online Consumers
Reviews

- Marketing Activities-
ATL & BTL

- Need Supportive
Messages

- Sales Promotion

- Shopping Values

- Product Design

Goal Contents Theory
- Intrinsic Goal
- Extrinsic Goal

41

- P5 Causality Orientations Theory P5 N
- Autonomous Orientation
- Controlled Orientation
Cognitive Evaluation Theory
P1d - Intrinsic Motivation Pid
- Extrinsic Motivation
y s e e R R S RS SES SR TEt R SN SRR EnEn=Ry '
5 Basic Psychological :
\ Need Theory '
nd \ : Marketing
' - Autonomy P2 : Out
' - Competence I Huleomes
P2 E - Relatedness :
/ 1 Organismic : - Purchase Intention
i p : - Brand Preference
f Integration Theory f - Customer Retention
: ! - Word of Mouth
’ P3 - Intrin‘s'ic chulauio’n ' P3 > - Product Adoption
! - Identified Regulation ' - Brand Love
E - Isvltru‘wc(cd chu!alllon ! - Brand Loyalty
\ ' - External Regulation ! - Brand Attachment
P4 :
i Relationship :
Pla | Motivation Theory :
\ - Relatedness \
Y riL _______________________________________________________________ ’
Cognitive Evaluation Theory
Ple - Intrinsic Motivation Ple
- Extrinsic Motivation
- P6 Pe ~



Tables

Table 1: Journals disseminating SDT research in m&eting science.

Journal # Articles
Sun, Tai, & Tsai (2010), Gountas et al. (2012),
. Sweeney et al. (2014), Loroz & Braig (2015),
Psychology & Marketing 6 Proksch, Orth, & Cornwell (2015), Norris &
Williams (2016).
Journal of Consumer Research 3 Zhang et al. (2010), Botti & McGill (2011), Mart#a
Hill (2012).
Journal of Services Marketing 3 Sharma, Conduit, & Hill (2017), Engstrém & Elg
(2015), Meyer-Waarden (2013).
Journal of Marketing 2  Thomson (2006), Schepers et al. (2012)
. McGinnis, Gentry, & Gao (2008), Wunderlich et al.
Journal of Service Research 2

Personality and Individual Differences

Journal of Retailing and Consumer Services
Journal of Computer Information Systems

Australian and New Zealand Marketing Academy

Journal of the Academy of Marketing Science
Psychology Research and Behavior Management
Journal of Marketing Research

European Journal of Marketing

Journal of Interactive Marketing

Journal of Consumer Behavior

Review of Managerial Science

European Journal of International Management
Journal of Marketing Education

Omega: The International Journal of Managementrigeie
Journal of Marketing Practice: Applied MarketingeSxe
Journal of Brand Management

Journal of Product & Brand Management
International Journal of Retail & Distribution Magement
Journal of Environmental Psychology

Journal of Business and Psychology

Social Behavior and Personality

Computers in Human Behavior

Internet Research

Information & Management

International Journal of Learning

Computers & Education

International Journal of Tourism Research

Americas Conference on Information Systems
Marketing Theory and Applications

P RRPRPRRPRRPRPRRPRPRRPRRPRPRRREPRPRRREPREPREPREPRPERE N NMDMN N

(2013).

Otero-L6pez & Villardefrancos (2015),
Jaroszyiska, & Pa¢ga (2017)

Truong & McColl (2011), Leung & Matanda (2013).
Wang & Li (2016), Wang & Li (2017).

Morse & Peloso (2003), Binney, Kennedy, & Hall
(2004)

Cadwallader et al. (2010).

Gilal et al. (2018)

Dholakia (2006).

White (2015).

Hsieh & Chang (2016).

Hung & Lu (2018).

Gilal et al. (2018)

Gilal et al. (2018)

Jillapalli & Wilcox (2010)

Teo, Lim, & Lai (1999).

Carrigan (1998).

llicic, Baxter, & Kulczynski (2016).

Truong, McColl, & Kitchen (2010).
Meyer-Waarden, Benavent, & Castéran (2013).
Webb et al. (2013).

Lin, Tsai, & Chiu (2009).

Gong, Choi, & Murdy (2016).

Kim & Drumwright (2016).

Tang, Zhao, & Liu (2016).

Shang, Chen, & Shen (2005).

Madden-Hallett, Hall, & Binney (2006).

Sarebg et al. (2009).

Huang et al. (2016)

Malhotra (2004).

Herzog, Morhart, & Reinecke (2007).

Razmus,

Total

I
©
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Table 2: Most Frequently Surveyed Countries.

Country Publication Percent
United States of America 15 30.61%
Australia 10 20.40%
Taiwan 5 10.20%
France 4 8.16%
Pakistan 3 6.12%
Singapore 1 2.04%
United Kingdom 1 2.04%
China 1 2.04%
Germany 1 2.04%
Switzerland 1 2.04%
Canada 1 2.04%
Norway 1 2.04%
Netherlands 1 2.04%
South Korea 1 2.04%
Spain 1 2.04%
Poland 1 2.04%
Sweden 1 2.04%
Total 49 100%
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Table 3: Publication trends: mini-theories of SDT n marketing research

Cognitive Organismic Causality Basic Goal Relationships
Year Evaluation Integration Orientations | Psychological| Contents Motivation
Theory Theory Theory Needs Theory Theory Theory
1998 +
1999 +
2000
2001
2002
2003 +
2004 + +
2005 +
2006 + ++
2007 +
2008 +
2009 + +
2010 + + + +
2011 + ++
2012 ++ +
2013 ++ + + +
2014 +
2015 + + ++ +
2016 ++ +++++ +
2017 ++ +
2018 + + ++
Total Studies 10 6 6 20 7 0

Note: Key: + = Particular theory used once in aryea& = used twice in a year, +++ = used thricaiyear, and so
on,

Table 4: Research context studied using mini-theories of SDT

Research Context Mini-Theories of SDT
Cognitive | Organismic| Causality Basic Goal Relationships
Evaluation | Integration | Orientations| Psychological| Contents| Motivation
Theory Theory Theory Needs Theory Theory Theory

Branding ++ + + ++++++ ++

Service ++ ++++ ++++ ++++

Social media ++ ++ +

Marketing education +++

Energy-saving + + +

Consumption + + +++

Retailing + +

Internet/online shopping ++

Tourism/education + ++

Total Studies 10 6 6 20 7 0

Note: Key: + = Particular theory used once in sfeciontext, ++ = used twice in specific context;+= used
thrice in specific context, and so on.

44



Table 5: Research methods in the literature

Research Method

Mini-Theories of SDT

Cognitive | Organismic| Causality Basic Goal Relationships
Evaluation | Integration | Orientations| Psychological| Contents| Motivation
Theory Theory Theory Needs Theory Theory Theory
Content analysis +
+++++++++
Survey +++++++ ++++++ +++++ ++++
++

Case Study ++
Mixed method + + ++++++ +
Experiment + + ++
Total Studies 10 6 6 20 7 0

Note: Key: + = Particular method used once underithieory, ++ = particular method used twice undeni-
theory, +++ = used thrice under mini-theory, aneéso

Table 6: SDT and consumer behaviour constructs ine literature

SDT Constructs

Mini-Theories of SDT

oIT
CET (Intrinsic, COoT BPNT (Irft;rﬁl-gic
(Intrinsic & Identified, | (Autonomous| (Autonomy, & RMT
Extrinsic Introjected, | & Controlled | Competence, — (Relatedness
L Y Extrinsic
Motivation) External Motivation) | Relatedness)
. Goals)
Regulations)
444+
Independent variable +++ +++ ++++ ++++++ -
++++
Mediating variable +++ + + FH++ - _
Moderating variable +++ + + -- - -
Dependent variable - - - - - -
Not applicable + + -- ++ + -
Total Studies 10 6 6 20 7 0

Note: CET = Cognitive evaluation theory, OIT = organisnimtegration theory, COT = causality orientations

theory, BPNT = basic psychological needs theoryTG(yoal contents theory, = RMT = relationships ivatton

theory:Key: + = Particular theory’ construct (s) used oncéndependent, mediator, or moderating variable, ++ =

used twice as independent, mediator, or moderatargable, +++
moderating variable, and so on. Similarly, key: = Particular theory’s construct (s) never usednagpendent,
mediator, or moderating variable.
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