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Project Description

This project will develop a conceptual manuscript to be submitted to the Journal of
Consumer Research for publication (a top tiered journal in the field of consumer research).

In comparative markets, it would be rational to suspect that consumers from those
markets would interpret and react to the same market signals, or informational messaging
(i.e., pricing, labels, brand claims, or advertisements) in a homogeneous way. However, in
those circumstances where it does not, explanations can prove strained. This research
postulates that divergent responses from within comparative markets are most likely due
to misunderstood embedded meanings within those markets that the signal, or message,
treats as commonly understood for both. Embedding meanings as used here refer to the
values, norms, and sharing meanings of a culture that are understood by those who live
within that culture. By expanding upon existing works in consumer interpretation, identity,
and valuation, this project will advance an analytic framework that seeks to demonstrate
the usefulness of meaning-based evaluations in explaining how divergent responses come
to exist within comparative markets. Along this journey, this project will attempt to clarify
consumer trust, skepticism, and value. To achieve the aims as outlined, a theory-guided
analytic demonstration will be used to illustrate its practical significance to marketing
managers.

Measurable Goals / Objectives

1. Completion of a full manuscript suitable for submission to the Journal of Consumer
Research.

2. Formal presentation of the completed manuscript to the University body at the
Annual Research Symposium held in the Spring.

3. Integration of research insights into business and interdisciplinary courses.

4. Afinal project report to be submitted to the Faculty Research Development
Committee (FRDC) committee and Faculty Affairs

Time frame

Work on this project will be conducted during Summer 2026. This is feasible within the
proposed timeline because it builds on an already developed theoretical framework and
ongoing scholarly writing. The project will culminate in a Journal of Consumer Research
submission by the end of Summer 2026.
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Institutional Benefits

If publication is successful, this project will enhance Lincoln University’s research,
teaching, and scholarly visibility in a top tiered journal of consumer research. This will only
increase Lincoln’s academic prowess and reputation in the field of business and will further
foster opportunities for scholarly collaboration with other institutions and provide for further
professional engagement outside of Lincoln. Overall, the intention of the work is to support
faculty development and student learning while also enhancing Lincoln’s research profile.

How Outcomes Will Be Measured

Demonstrating progress towards publication and research through manuscript drafts,
submission confirmation, and teaching integration examples.

Dissemination Plan (How, When, Where, and With Whom Results Will Be Shared)

Results will be disseminated through scholarly and institutional channels. Upon
completion of the manuscript, findings will be submitted to the Journal of Consumer Research.
Consistent with FRDC expectations, results will be shared at the Annual Research Symposium
held in the Spring. A report will also be prepared summarizing outcomes, progress towards
publication, and how the manuscript will be incorporated into this faculty’s courses.
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