
© 2012 Macmillan Publishers Ltd. 0967-3237 Journal of Targeting, Measurement and Analysis for Marketing Vol. 20, 2, 96–108

www.palgrave-journals.com/jt/

 INTRODUCTION 
 The key principle in target marketing is to meet 
customers ’  individual needs and to direct fi rms ’  
marketing efforts and attention to customers who 
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  ABSTRACT     This research provides insights     into how targeted and non-targeted customers perceive 
fi rms ’  marketing tactics. Important implications exist regarding how targeted and non-targeted 
customers perceive the infl uence of marketing tactics and, accordingly, how fi rms handle them. 
A multiple-phased study approach involved exploratory interviews, pilot tests and the main survey, 
which employed a self-administered questionnaire. As a stage one research, initial results offer 
a perspective on how marketers can maintain and enhance the two key customer groups in a unifi ed 
framework. Targeted customers respond more strongly to service quality and communication, 
whereas price is more important to non-targeted customers. It is hoped that the study may serve 
as a framework for future studies to contribute to the literatures on customer management and, in 
particular, on how marketers should manage targeted and non-targeted customers with their tactics. 
Identifying the different perceptions of targeted and non-targeted customers should help marketers 
develop more effective segmentation and customer relationship management strategies. 
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they estimate will yield the most profi t over 
their lifetime, whereas discarding unprofi table 
customers  1 – 3  . Marketers have long pursued this 
approach successfully by facilitating customized 
solutions on a one-to-one basis, most notably in 
segmentation and CRM schemes.  4,5   

 Prior research distinguishes between the 
targeted and non-targeted customers  6   where 
non-targeted customers is said to get  ‘ the short 
end of the stick ’ . This means that either pay 
more to receive the same or receive less even 
though they paid the same price (compared with 
the targeted customers). Despite the common 
use of the terms  ‘ targeted ’  and  ‘ non-targeted 
customers ’ , surprisingly, few studies have 
examined the two groups ’  differing perceptions 
and their views on marketing tactics in a single 
study. 

 The purpose of the study is to deepen our 
understanding of the perceptual differences 
between the targeted and non-targeted customers 
and their characteristics, feelings and behavior. 
The study attempts to explain the differential 
impact of marketing tactics on the two customer 
groups, suggesting that certain marketing tactics 
may have a stronger impact on one group over 
the other. Using retailing and a low-involvement 
purchasing context, this study develops a better 
understanding of the two groups with regard 
to their perceptual differences. Understanding 
customers ’  perceptions will have implications 
for how marketers should manage their customers 
more effectively, in this case as part of a larger 
segmentation and relationship management 
scheme.  7,8   Thus, the present study investigates the 
following questions: (i) What are the perceptual 
differences between targeted and non-targeted 
customers with regard to marketing tactics? and 
(ii) Which tactics impact on the customers 
most  –  that is, which tactics do the customers 
respond to more strongly than others? Theoretical 
foundations from existing literature, including 
equity theory, attributions theory and the 
principle of reciprocity, inform the study. In 
this study, targeted customers are conceptualized 
as  those who receive the fi rm ’ s attention and enhanced 
marketing offers, whereas the non-targeted customers 
are identifi ed as those who are  ‘ disadvantaged ’  

and do not explicitly receive any particular marketing 
offers . 

 The next section examines the roles of the 
various marketing tactics, followed by an 
explanation of the methodology and a presentation 
of the study ’ s fi ndings. The following section 
then explores how marketers can manage the two 
customer groups. Theoretical and managerial 
implications are then discussed.   

 MARKETING TACTICS 
 The fi rst step of this research is to identify 
the variables that may be sources through which 
customers evoke perceptions about a fi rm. 
To establish these variables, the literature reveals 
several constructs that marketers have used 
to infl uence their customers, such as the 
traditional 4p ’ s. However, conceptualizing and 
operationalizing the marketing concept is diffi cult 
because of the many defi nitions of marketing. 
It is acknowledged that there is challenge in 
selecting marketing tactics in that any defi nition 
of marketing is contingent on the level at 
which an organization practices it or on what 
the researcher believes about the correct level of 
marketing.  9   Although it is recognized that many 
conceptualizations of marketing exist, this study 
focuses explicitly on marketing  tactics , as varying 
use of tactics infl uence customers differently, 
suggesting that customers ’  specifi c perceptions 
vary depending the impact of certain tactics.  10   
For marketers, this has stark implications as to 
how they can identify appropriate marketing 
tactics to satisfy different customer groups, here 
both the targeted and non-targeted customers. 

 Drawing from the literature on customer 
management, this study employs concepts from 
prior research to identify the factors that 
differentiate the impact of marketing tactics on 
the two groups. Following Berry ’ s  11   three levels 
of relationship marketing (pricing incentives, 
social bonds and structural solutions to customer 
problems), the PPM (push, pull and mooring) 
model of migration,  12   the RMT model of 
relationship marketing tactics  13   and the CRM 
offering model,  14   this study identifi es fi ve 
marketing tactics as determinants and factors 
that infl uence buyer – seller interactions. 
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 Thus, the current framework includes pricing 
offers, product and service quality, marketing 
communications, customization, and reputation.  13 – 15   
These constructs capture the mechanisms of the 
interactions and relationships between a customer 
and a fi rm,  13   and are fundamental sources to 
understand the targeted and non-targeted 
customers ’  perceptual differences. They also refl ect 
important aspects of marketing in understanding 
and managing customers on an individual basis. 

 Overall, this study determines two areas that 
require further research: (i) the differential 
infl uence of marketing offerings (price, service 
quality, communications, customization and 
reputation) on targeted and non-targeted customers 
and (ii) the unifi cation of diverse research streams 
to explain the underlying theories (equity theory, 
attributions theory and the principle of reciprocity) 
pertaining to the behavior of these two customer 
groups.  Figure 1  provides a conceptual model for 
understanding the infl uence of marketing tactics 
on targeted and non-targeted customers.   

 THEORETICAL BACKGROUND 
 Equity theory  16,17   provides a framework for 
conceptualizing customer behavior of the 
two groups. As a theory from the behavioral 
psychology literature, equity theory is 
incorporated to help explain the perceived 
levels of infl uence of marketing tactics on the 

targeted and non-targeted customers.  16,18   
Equity theory postulates that people in social 
exchange relationships compare their inputs 
into the exchange with their outcomes from the 
exchange. It suggests that different consumer 
perceptions arise when a person compares an 
outcome with a comparative other ’ s outcome. 
This reference may be another person, a class 
of people, an organization, or him- or herself 
in relation to past experiences  .  18 – 20   Inequity 
occurs when the perceived inputs and / or 
outcomes of an exchange relationship are 
psychologically inconsistent with the perceived 
inputs and / or outcomes of the referent.  18   
On perceiving inequity, a person is motivated 
to restore equity or balance. Previous research 
uses equity theory to explain job motivation,  18   
buyer – seller relationships   ,  17   satisfaction,  21   
complaint behavior,  22   price fairness,  20   customer 
revival  23   and CRM.  14   

 At the center of equity theory in job 
motivation is the  ‘ underpay / overpay ’  
framework.  18,24   This framework suggests that 
though equal pay represents the balance, 
situations of inequality also occur, such as the 
case with underpaid and overpaid employees. 
This underpay / overpay continuum refl ects the 
two forms of inequity in equity theory. The 
current study argues that in a broader marketing 
context, the equity model also allows for non-
targeted customers (analogous to underpaid 
employees); that is, they get the  ‘ short end of 
the stick ’ . Conversely, the targeted customers 
are analogous to overpaid employees. 
Subsequent perceptions and behaviors of these 
customers in the two situations could refl ect 
modes of inequity reduction to restore balance. 

 Although equity theory is an overarching 
framework for the current study, there are also 
other theories, which are used to justify the 
conceptual framework and hypotheses. The 
principle of dual entitlement suggests that people 
have expectations about aspects they are entitled 
to because of their situation.  25   For example, 
a loyal customer may claim that they should 
receive added value offers because of his or 
her perceived entitlement due to their patronage 
and history.  20   In addition, considerations 

Price

Service

Communications

Customization

Reputation

Targeted

Non-targeted

Differential perceptions of
marketing tactics  

Guilt /satisfaction

Anger

  Figure 1  :             Conceptual model for understanding the 
infl uence of marketing tactics on targeted and non-targeted 
customers.  
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to understanding the perceptions are also 
given to the attributions a person may infer 
toward a provider.  26   Attributions theory indicates 
that people likely search for causal explanations 
for an event when the event is surprising and / or 
negative.  27   And lastly, using norm   theory,  28   
thoughts are given to a person ’ s knowledge, 
beliefs and social norms in a society.  29   

 Thus, on one hand, the targeted (or overpaid) 
represents an advantageous position, and a fi rm 
strives to keep and maintain customers in this state 
of mind. On the other hand, the non-targeted 
(underpay factor) tends to motivate customers to 
seek justice / balance, including that pertaining to 
negative behaviors. Thus, a fi rm needs to develop 
these customers and enhance its tactics when 
possible.   

 INFLUENCE OF MARKETING 
TACTICS ON TARGETED AND 
NON-TARGETED CUSTOMERS 
 This study focuses on the  tactics  of the marketing 
domain. This customer-facing level is important in 
considering consumer perceptions because the 
tactics the fi rm employs infl uence customers ’  
perceptions of that fi rm. In other words, 
customers ’  perceptions of a fi rm are developed 
from these tactics because they are the customers ’  
contact reference point with the fi rms. The choice 
of marketing tactics in this study has refl ected a 
need for a realistic refl ection of marketing at the 
customer-facing level. Each of the fi ve marketing 
tactics and offerings  –  namely, service quality, 
pricing, communication, customization and 
reputation  –  transcends every marketing process, 
and thus they are major factors in maintaining and 
enhancing buyer – seller relationships.  

 Price 
 This study proposes that price has a greater 
effect on customers not targeted by the fi rm 
than customers targeted by the fi rm. The overall 
tenet is that non-targeted customers (characterized 
by feelings of disadvantaged inequality) feel 
disappointment and unfairly treated by a retailer ’ s 
non-targeted treatment  30   and, as such, will 
seek monetary compensation.  20   Non-targeted 
customers may also be more price conscious 

and more motivated to spread negative word 
of mouth to vent their discomfort if they 
cannot  ‘ get back ’  at the retailer.  31,32   Sinha and 
Batra  33   fi nd that price increases customers ’  price 
consciousness when they feel unfairly treated and 
that those buyers tend to focus on the monetary 
sacrifi ce. 

 Thus, price should have a greater effect on 
non-targeted customers than targeted customers 
because of their belief that the retailer is treating 
them unfairly due to the monetary sacrifi ce of 
paying more than targeted customers. Equity 
theory further explains the theoretical rationale; 
the non-targeted customers will search for better 
prices to compensate for being  ‘ underpaid ’  or 
undercompensated. That is, when a customer 
discovers that a  comparative other  received a better 
price, he or she may be motivated to obtain 
lower prices. In other words, the non-targeted 
customer aspires to receive better prices and is 
more concerned about prices. 

 Attributions theory also supports this proposition; 
that is, the non-targeted customer may be more 
likely to search for causal explanations for an event 
when the event is surprising and / or negative,  27   
such as a price increase. Thus:  

 Hypothesis 1:       Of the two customer groups, 
non-targeted customers respond to price 
more strongly than target customers.    

 Service quality 
 This study postulates that service quality has 
a greater effect on targeted customers than 
non-targeted customers. Because targeted 
customers receive  ‘ the long end of the stick ’  
(for example, better service), they incur a favorable 
position in the fi rm and therefore benefi t from 
better and more personable service. In contrast, 
non-targeted customers are in a disadvantageous 
position and therefore experience poor service, 
which results in dissatisfaction with the service. 
They consequently do not respond to the 
service in the same way as if the service had been 
good. For example, a customer who experiences 
poor service may be reluctant to obtain more 
service from the provider and therefore will 
not engage further with that provider. When 
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a customer discovers that a  comparative other  
received better service, he or she may be even 
less inclined to engage in the service any further. 
In other words, the non-targeted customer 
does not aspire to have better service from the 
provider and remains  status quo  by ignoring the 
service. In serious cases, the customer may simply 
leave the exchange relationship to avoid future 
poor service. 

 In addition, according to the principle of dual 
entitlement, the targeted customers believe that 
they are more entitled to the quality service and 
expect more benefi ts because of their advantageous 
position and adaptation to the level of service 
already received. Indeed, adaptation level theory  34   
suggests that exposure to earlier stimuli serves 
as a frame of reference by which later stimuli are 
judged. These stimuli form a person ’ s unique 
adaptation level. Thus:  

 Hypothesis 2:       Of the two customer groups, 
targeted customers respond to service 
quality more strongly than non-targeted 
customers.    

 Communication 
 Communication is essential in sharing information 
and coordinating behavior in buyer – seller 
relationships because communication increases the 
exchange dialogue and creates personalized 
customer experiences.  35,36   Information reciprocity 
is the notion of customers giving a fi rm their 
information in return for customized offerings 
and is at the center of marketing because it 
creates a win-win situation for both the fi rm and 
its customers.  35   

 This study proposes that marketing 
communications has a greater effect on targeted 
customers than non-targeted customers. The 
reasoning is that targeted customers are in a 
benefi cial position and experience benefi ts by 
communicating with the retailer.  37   Thus, they 
also respond more to further communication. 
Non-targeted customers are in a disadvantageous 
position and therefore do not receive enough 
attention or value offers from the retailer. 
In turn, they refuse further dialogue with the 
retailer because of their negative experiences. 

 The principle of reciprocity further supports this 
proposition; that is, balance occurs when exchange 
partners give information and receive benefi ts in 
return.  38   Because the targeted customer has 
received benefi ts in return for his or her 
information, he or she will continue to be 
involved in communication with the retailer; in 
contrast, the non-targeted customer, who has also 
given the same amount of information but has 
received fewer benefi ts, will not respond to further 
communication. Thus:  

 Hypothesis 3:       Of the two customer groups, 
targeted customers respond to communication 
more strongly than non-targeted customers.    

 Customization 
 Customization or personalization pertains to 
offering special deals (targeted promotions) 
to specifi c groups of customers or tailoring 
offerings to appeal to specifi c sets of 
customers.  6,39   Customization refl ects the practice 
of one-to-one marketing through the use of mass 
customization.  40   

 The effect of customization is greater on 
targeted customers than non-targeted customers 
because customization requires customer 
communication and involvement, both of which 
the targeted customers are engaged in because of 
their favorable position. In contrast, non-targeted 
customers may believe that they have not 
received a similar or equal outcome from their 
customized offerings and therefore will have 
feelings of disadvantaged inequality. They may 
not be engaged in any particular dialogue with 
the retailer because of these negative experiences. 
Equity theory suggests that when a customer 
discovers that a  comparative other  received more 
customized offers and targeted promotions from 
the provider, he or she may be motivated to 
develop the customization process further. 
However, the non-targeted customer may not 
aspire to receive better customized offers than 
the targeted customer, who already has a high 
level of customization / personalization. 

 The principle of dual entitlement further 
supports this proposition; that is, the targeted 
customers believe they are more entitled to the 
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customized promotions and expect more benefi ts 
because of their advantageous position and 
adaptation to the level of service already 
received. Finally, according to norm theory,  28   
the  targeted customers should be more involved 
with customization because they receive more 
favorable treatment than non-targeted customers. 
Thus:  

 Hypothesis 4:       Of the two customer groups, 
targeted customers respond to customization 
more strongly than non-targeted customers.    

 Reputation 
 This study proposes that non-targeted customers 
are more concerned with reputation than targeted 
customers. The rationale is that negative 
experiences lead to stronger impressions, and 
non-targeted customers already have such 
negative experiences. For example, a customer 
who has experienced incidents of dishonest 
behavior, unhealthy practices or confl icts of 
interest,  41   may be more cautious and guarded 
against other providers exerting similar marketing 
practices or having similar reputations. The 
overall tenet here is that poor experiences result 
in a greater negative perception of the retailer ’ s 
reputation. Consequently, the non-targeted 
customer is more aware of the retailer ’ s bad 
reputation and may not respond to it in future 
purchases. Analogous to the way higher perceived 
price increases customers ’  price consciousness 
for future purchases,  33   a retailer ’ s negative 
reputation leads the non-targeted customer 
to be more reputation conscious given his or 
her negative experiences. However, although 
the targeted customer may also be concerned 
about the fi rm ’ s reputation, he or she may 
not be more concerned than the non-targeted 
customer. 

 Attributions theory further supports this 
proposition; that is, the non-targeted customer 
may be more likely to search for causal 
explanations for a bad or good reputation 
when the event is surprising and / or negative.  27   
If a retailer has a bad reputation for having 
long, slow and bureaucratic processes in dealing 
with customer requests, a non-targeted customer 

will seek to attribute such behavior and have 
negative inferences toward the retailer. Thus:  

 Hypothesis 5:       Of the two customer groups, 
non-targeted customers respond to retailer 
reputation more strongly than targeted 
customers.     

 METHODOLOGY  

 Research setting 
 The research for this study involves the retailing 
sector. Retail was found as the most applicable 
to the study of marketing tactics because the 
following conditions exist: (i) the fi rm wants to 
build a relationship with its customer; (ii) the 
fi rm makes extensive use of customization tactics; 
and (iii) other market-related criteria requiring 
the use of marketing tactics (for example, high 
competition, free market, availability of switching 
between fi rms  ).  42,43   The aim was to test theories 
through a natural and realistic setting, and 
the above factors comprise the chosen sector. 
The retailing sector environment enables 
marketing tactics and practices to fl ourish. This 
sector also guarantees that survey respondents 
have appropriate exposure to marketing tactics 
that are relevant to the study.   

 Data collection procedures 
 The present study is a stage one research 
and a fi rst step toward a larger study. It adopted 
a multiple-phased approach to increase the 
similarity with the proposed comprehensive 
study. A three-stage process infl uenced the fi nal 
design of the questionnaire, which was the 
main instrument for the survey: (i) exploratory 
interviews, to identify key issues that were 
relevant to understand the differences between 
the targeted and non-targeted customers; (ii) scale 
development from the existing literature; and 
(iii) pilot tests, which included checks for content 
and face validity before implementation of 
the main survey. For a broader understanding 
of the issues, the exploratory study obtained 
contributions from both a customer perspective 
and a fi rm perspective. Several modes of 
interviews were conducted, including face-to-face 
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interviews, telephone interviews and e-mail 
inquiries. For the main study, the sample consists 
of consumers (students) who are regular shoppers 
at various retailers and managers from various 
retail organizations. 

 Before the main study, a comprehensive 
pre-test stage was conducted. This stage involved 
subjecting the generated pool of measurement 
items to a group of experts. A sample from the 
population of interest was used for this pre-study, 
in which each respondent checked whether the 
item measures were adequate, relevant and 
representative in measuring the constructs. The 
measures were selected by reviewing relevant 
dimensions and ensuring that all key aspects of 
the conceptual defi nitions were refl ected in the 
item measures, to achieve reliability and construct 
validity. The different dimensions used for 
this study were chosen because of their relevancy 
in creating a realistic depiction of the marketing 
tactics, following the conceptualizations as 
mentioned previously. This step comprised 
both an item-trimming process and a fi nal 
check for content and face validity before the 
main study. 

 For the survey, 143 questionnaires were 
distributed across a large UK university with 
the support of both lecturers and PhD students 
who gave the questionnaires to their students. 
It was estimated that as a stage one research, this 
was an appropriate sample. The sample was 
chosen conveniently across the campus and 
intercepted at various meeting points, such as in 
class, library and student caf é . It is acknowledged 
that a more comprehensive survey should be 
conducted in the future to enhance the validity 
of this study. Once the data were collected, 
a rigorous approach was applied to scrutinize 
and analyze the results from the main survey 
using descriptive statistics and multivariate 
analysis of variance (MANOVA). Data collected 
from the main study helped develop and purify 
the measurement scales using exploratory 
factory analysis (EFA) and validate the scales 
using confi rmatory factory analysis (CFA). 
SPSS was used for the EFA, and LISREL was 
employed for CFA. To test the hypothesis, 
descriptive statistics were fi rst used to create 

customer profi les of the targeted and non-targeted 
customers, followed by MANOVA tests to seek 
answers related to these customers ’  perceptions of 
marketing tactics relevant to the study.   

 Measures 
 The items used to measure the variables were 
obtained by adapting existing measures from 
prior studies to fi t the current research setting. 
All items were measured on a 7-point Likert 
scale, ranging from  strongly disagree  to  strongly 
agree . 

 The study adapted the following items: price 
perception,  44   service quality,  45   communication,  46   
customization  47   and reputation.  48   The targeted 
and non-targeted customers were measured 
following Xia  et al  ’ s  20   and Nguyen and 
Simkin ’ s  14   propositions that a buyer may have 
feelings of  ‘ advantaged inequality ’   –  which lead 
to feelings of satisfaction or even guilt and 
unease, even when the inequality is to his or her 
advantage  –  and feelings of  ‘ disadvantaged 
inequality ’ , which lead to feelings of anger or 
outrage when the inequality is to his or her 
disadvantage. Thus, targeted customers have 
feelings of satisfaction  49   or guilt,  50   and non-targeted 
customers have feelings of anger  31   or outrage.  51,52   
This is consistent with past   studies, including 
Campbell,  26   Xia  et al   20   and Lee-Wingate and 
Stern.  53      

 RESULTS AND FINDINGS  

 Characteristics 
 Of the respondents, 48 per cent belong to the 
advantaged customer group and 52 per cent 
belong to the disadvantaged customer group. 
The respondents included shoppers and buyers 
from various retailers; they were ages between 
18 and 60, urban, about equally male and female, 
highly educated and included students, PhD 
researchers and academics. The majority resides 
in the United Kingdom and have a household 
income of less than  £ 30   000 per annum. 
Differences were found between the two groups ’  
preferred choice of marketing communications 
and promotion. It was found that friends (word 
of mouth) and television were the most preferred 
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choice of both groups for receiving offers from 
retailers (see  Table 1 ). Overall, the data show 
good variance for all the items measured.   

 Non-response bias 
 As responses were relatively low (143 respondents), 
the study ran tests for non-response bias by 
assessing the difference between early and late 
respondents. The early respondents constituted the 
fi rst 75 per cent, and late respondents constituted 
the last 25 per cent of the questionnaires. The 
MANOVA technique compared the means 
of all manifest variables for early and late samples. 
The results from the MANOVA test of 
group means for all the variables show a non-
signifi cant difference between the early and 
the late respondents ( P     >    0.05), indicating that 
non-response bias is unlikely to be a signifi cant 
problem in this research.  Table 2  shows the 
correlation matrix for all constructs.   

 Scale validation 
 Before the data could be used to test the 
hypotheses, they were subjected to a rigorous 
process to purify and validate the measurement 
scale items. Following the aforementioned data 
screening process, EFA was fi rst carried out 
using SPSS and subsequently followed by 

CFA (EFA) using LISREL. The purifi ed scales 
exhibited good model fi ts, signifi cant path 
coeffi cients, and satisfactory reliability and 
validity.  Table 3  shows the results of the CFA, 
including sample items, Cronbach ’ s   �  , composite 
reliability and average variance extracted.   

 Validation of hypotheses 
 Before any hypothesis testing was conducted, the 
items used in the analysis were averaged to 
represent the dimensions of all the constructs 
according to Hair  et al    55   To compare the 
differences between the targeted and the non-
targeted customers ’  perceptions of marketing 
tactics in a retail setting, a comparison of the 
group means was carried out using MANOVA. 

 The Box ’ s  M  test assesses the null hypothesis 
that the observed covariance matrices are equal 
across groups. The results indicate evidence of 
homogeneity of the variance – covariance matrices 
because the test was not signifi cant at an   �   level 
of 0.001 ( P     >    0.001). Levene ’ s test of equality 
error of variances examines the null hypothesis 
that the error variance of the dependent variable 
is equal across groups. The results show that 
the homogeneity assumption has not been 
violated, that is, the population variance for 
each group is equal at  P     >    0.05. Finally, the 
multivariate tests of signifi cance reveal signifi cant 
differences in perceptions of marketing tactics 
between the targeted and the non-targeted 
customers ( P     <    0.05). This is shown in  Table 4 . 

 To test the hypotheses related to the targeted 
and non-targeted customers ’  perceptions 
of the levels of infl uence of marketing tactics, 
an examination of the univariate  F -tests for 
each marketing tactic was conducted. The test 
indicates which individual variable contributes to 

  Table 1 :      Top four preferences for marketing communications 

    Targeted customer 
(percentage)  

  Non-targeted customer 
(percentage)  

   1. Friends (57.14)  1. Friends (51.22) 
   2. Television (21.43)  2. Television (17.07) 
   3. Direct mail (14.29)  3. Street ads (9.76) 
   4. Street ads (7.14)  4. Catalogs (14.63) 

      Note : Brackets show percentage of total respondents in 
each group.   

  Table 2 :      Correlation matrix for all constructs 

    Construct    Mean    SD    Price    Serv    Comm    Cust    Rep  

   Price  4.677  1.36  1.00   —    —    —    —  
   Serv  5.091  1.26  0.71  1.00   —    —    —  
   Comm  4.637  1.56  0.74  0.67  1.00   —    —  
   Cust  4.790  1.32  0.67  0.71  0.65  1.00   —  
   Rep  4.931  1.18  0.67  0.76  0.69  0.72  1.00 

      Note : Price=price perception; Serv=service quality; Comm=communications; Cust=customization; Rep=reputation. Overall 
scores were calculated by averaging scores of relevant   dimensions (for example Kumar  et al   54  ).   
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the signifi cant multivariate effect. The results 
show that all constructs differ between the 
groups ’  perceptions of marketing tactics, but 
only price, service and communication differ 
signifi cantly across the targeted and non-targeted 
customers (signifi cance is measured at an   �   level 
of 0.05).  Table 5  provides the results of the 
hypotheses testing. 

 The results show a difference between the two 
groups in the level of perception of the various 
marketing tactics. The propositions state that 
targeted customers are infl uenced more by their 
perceptions of service quality, customization and 
communications than non-targeted customers. 
Of the three offerings, both service quality 
and communications were statistically signifi cant 

  Table 3 :      Sample items, reliability and validity of variables 

    Constructs    Items     �     CR    AVE    Sample    Source  

   Price  3  0.659  0.86  0.67  The money saved by fi nding low prices 
is usually not worth the time and effort. 
(reverse coded) 

 Lichtenstein  et al    44   

   Service  7  0.696  0.85  0.66  When you have a problem, the retailer 
shows a sincere interest in solving it 

 Parasuraman  et al    45   

   Communication  3  0.704  0.78  0.58  The retailer has regular updates on new 
products and services 

 Spreng and MacKoy   46   

   Customization  5  0.710  0.78  0.58  The retailer’s promotions can be 
personalized to my needs 

 Bart  et al    47   

   Reputation  8  0.760  0.84  0.66  The retailer maintains high standards in 
the way it treats customers 

 Fombrun  et al    48   

   Targeted  4  0.741  0.86  0.65  You return the favour as quickly as 
possible if the retailer treats you well 

 Fornell  et al    49  ; Luyten  et al    50   

   Non-Targeted  2  0.760  0.86  0.66  Bad customer service makes me feel 
like behaving aggressively 

 Bougie  et al    31   

      Note :   �      >    0.60;   �   ave     >    0.50.   

  Table 4 :      Multivariate tests of signifi cance   

    Effect      Value    F    DF    Error DF    Signifi cance  

   Intercept  Pillai’s trace  0.892  1715.454  b    5.000  180.000  0.000 
     Wilks’s lambda  0.054  1715.454  b    5.000  180.000  0.000 
     Hotelling’s trace  51.342  1715.454  b    5.000  180.000  0.000 
     Roy’s largest root  51.342  1715.454  b    5.000  180.000  0.000 
   Group  Pillai’s trace  0.112  3.122  b    5.000  180.000  0.000 
     Wilks’s lambda  0.783  3.122  b    5.000  180.000  0.000 
     Hotelling’s trace  0.166  3.122  b    5.000  180.000  0.000 
     Roy’s largest root  0.166  3.122  b    5.000  180.000  0.000 

     Tested using multivariate test of signifi cance a .   

      a Design: Intercept    +    group.   

   b    Exact statistic.   

  Table 5 :      Hypotheses testing 

    Marketing tactics    Hypotheses    Mean scores    Signifi cance (P-value)    Assessment supported  

        AI    DI      

   Price  H1  4.44  5.14  0.000  Yes 
   Service  H2  5.17  4.83  0.007  Yes 
   Communication  H3  4.77  4.35  0.011  Yes 
   Customization  H4  5.01  4.66  0.704  No 
   Reputation  H5  4.16  4.34  0.741  No 
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at  P     <    0.05, whereas customization was not 
statistically signifi cant. The propositions state 
that non-targeted customers are infl uenced more 
by their perceptions of price and reputation. 
However, of the two offerings, only price was 
statistically signifi cant at  P     <    0.05, whereas 
reputation was not statistically signifi cant. Thus, 
the results for customization and reputation 
indicate that the two groups of customers did 
not differ signifi cantly in their perceived level of 
infl uence.    

 DISCUSSION AND IMPLICATIONS 
 According to prior research, fi rms must recognize 
the heterogeneity inherent in their customer base 
and treat those segments differently with regard to 
relevant marketing tactics.  13,15   This study provides 
conceptual and empirical support to advance 
understanding of the complex interactions between 
marketing tactics and the targeted (favored) and 
non-targeted (non-favored) customers in a single 
study. The fi ndings show that these customers 
perceive the infl uence of marketing tactics 
differently. The authors acknowledge that when 
interpreting the results, it should be recognized 
that the present study is a stage one research and a 
more comprehensive study with a larger sample 
size should be conducted to verify the fi ndings 
from this study. Nevertheless, the present study 
offer interesting fi ndings, as discussed next. 

 This study reveals that the key agenda for fi rms 
is to recognize the uncertainties in managing 
various types of customers and to identify the 
factors that can help manage these uncertainties 
associated with developing and implementing 
marketing tactics. The fi ndings from this research 
can equip managers with a better understanding 
of the two customer groups, so that they can 
deploy a better approach to their marketing 
tactics. Doing so will minimize costly mistakes 
and help managers better allocate their resources 
regarding use of their marketing tactics. 

 The article shows that targeted and non-targeted 
customers perceive the infl uence of marketing 
tactics differently. Among the fi ve marketing 
tactics, the targeted or favored customers respond 
to the level of service quality, communication and 
customization more strongly. The non-targeted 

customers  –  those not favored or explicitly 
targeted by retailers  –  respond to the level of 
price and reputation more strongly. However, 
customization and reputation were not statistically 
signifi cant. Further research of marketing tactics 
and customers in a different setting, such as in 
a high-involvement context, is thus warranted; 
such research would help marketers clarify which 
factors infl uence targeted and non-targeted 
customers in different contexts. 

 The fi ndings suggest that distinguishing 
between targeted and non-targeted customers 
using varying customer feelings is a key factor 
to customer favoritism tactics. Examining this 
distinction of customers ’  feelings associated with 
 ‘ advantaged ’  (or guilt and satisfaction)  –  and 
 ‘ disadvantaged inequality ’  (or anger) would 
enable managers to group their customers more 
effectively to identify which group needs more 
attention. Such identifi cation and awareness 
of targeted and non-targeted customers would 
help marketers develop more appropriate 
approaches for tailoring offers to the customers 
whose perceptions may result in anger or outrage. 
That is, marketers would be able to take action 
and better control damage  20   regarding any issues 
related to the two groups. Intuitively, targeted 
customers respond more strongly to service 
and communication because they already have 
a good relationship with their provider and 
thus are more engaged in a dialogue and less 
concerned about price; non-targeted customers 
do not have any relationship with their provider, 
and thus simply focus on prices. 

 For managers, a useful fi nding is the structured 
study of the customer profi les of the targeted 
and non-targeted customers, which enables fi rms 
to detect specifi c customers and their different 
perceptions. Managers should develop a system to 
manage their targeted and non-targeted customers 
according to their perceptual differences. In 
terms of implementation of a marketing strategy, 
managers can use their knowledge about the 
targeted and non-targeted customers as part 
of a more comprehensive segmentation scheme. 
Replication of this study ’ s methodology and 
variables is warranted and would reveal such 
varying behaviors among a retailer ’ s customers, 
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regardless of whether they are students, as in the 
current study. 

 As mentioned previously, the two groups ’  
choices of preferred method for marketing 
communications were friends ’  suggestions (word 
of mouth) on any form of offers and television 
advertisements. The fi ndings show that marketers 
should benefi cially develop marketing schemes 
around customers ’  stated preferences. 

 In an increasingly customized environment, 
effective implementation of marketing tactics 
requires an understanding of the level of impact 
of each of the marketing tactics on different 
customer groups. This study shows that some 
marketing tactics exert more infl uence than 
others. In other words, different customers 
respond to different marketing tactics. This 
factor is due to the notion that targeted and 
non-targeted customers differ in their perceptions 
of the relative infl uence of marketing tactics and 
offerings. This study shows that marketers can 
undertake different efforts, such as considering 
differential treatment of customers, with certain 
marketing tactics. 

 This study offers actionable managerial 
guidance on specifi c marketing tactics and on 
how targeted and non-targeted customers can 
be managed in a retail setting. Specifi cally, the 
fi ndings indicate that price, service quality and 
communication help enhance and maintain 
long-term relationships. Thus, the fi ndings 
provide managers with the capability: (i) to 
identify and use an appropriate marketing tactic 
to maintain relationships by tailoring offerings 
that suit the targeted customers with service and 
communication and (ii) to enhance relationships 
by tailoring tactics to non-targeted customers 
with price. 

 In contrast to conventional target marketing 
practices, which often disregard non-targeted 
customers, this study shows that to create 
a successful strategy, marketers must manage both 
customer groups and understand the level of 
infl uence of the marketing tactics. This is a key 
contribution of this study. Future studies should 
address the limitations in this study related 
the contextual limitations and to the sample. The 
potential of conducting a large scale study of 

targeted and non-targeted echoes into many 
contexts such as  ‘ favored ’  versus  ‘ non-favored ’  
consumers;  ‘ profi table ’  versus  ‘ non-profi table ’  
customers;  ‘ gay ’  versus  ‘ non-gay ’  consumers; 
and  ‘ switchers ’  versus  ‘ stayers ’  and so on due to 
the use of basic feelings and emotions in the 
present study. The conceptualization of what 
constitutes targeted (or valued) and non-targeted 
(or non-valued) suggests that a fi rm may be able 
to defi ne their own value sets and adapt the 
present framework into their specifi c context, 
in order to improve their understanding of how 
those two key groups of customers should be 
managed. The present study acknowledges 
that addressing both targeted and non-targeted 
customers is important and should not be 
neglected. For certain groups, other marketing 
tactics may be more important than in the 
current setting, and that in itself poses an 
interesting stream of research.             
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