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DEAN’S WELCOME 

 
Welcome to the 2018 Inaugural Business Firebirds Research Conference.  
We are celebrating the collaborative research work of SBPA faculty and 
students.  The conference provides a unique opportunity and forum to 
showcase the creative mindset of our students, cultivated by the dedicated 
guidance and counseling of our faculty mentors. This is a unique and pio-
neering feature of business education at the School of Business and Pub-
lic Administration (SBPA) at the University of the District of Columbia. 
  
The Annual Research Conference supports our commitment to exemplary 
education and innovative learning techniques.  It provides the opportunity 
to value the scholarly achievements of our students and to recognize the 
excellent work of our faculty mentors who help to unleash the creative 
minds of our students through a transformational, student-centered, and 
experiential learning environment. 
  
I am very proud of our students as they pursue their research interests, 

and I am honored to be a member of the SBPA team. 
 
 
Sincerely,  
 
 
 
 
 
 
 
Mohamad Sepehri, Ph.D.                                                                                                                                                  
Dean, School of Business and Public Administration                                                                                        
mohamad.sepehri@udc.edu   
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CONFERENCE CHAIR WELCOME 

One of the activities that we are most proud of is the engagement of 

our undergraduate and MBA students in research projects with fac-

ulty members. Through this process, students have the opportunity 

to develop research skills that enable them to gain deeper under-

standing of the theories and concepts they learn as they pursue their 

degrees, and how these theories and concepts are applied in specific 

business situations.  

As Associate Professor of Marketing, I welcome you to our 2018 

Inaugural Business Firebirds Research Conference and invite you to 

be a part of SBPA initiatives. 

Thank you! 

 
Sincerely, 

 
 
 
 
 

 
Anshu S. Arora, Ph.D., PMP, 2018 Conference Chair 

Associate Professor of Marketing 
anshu.arora@udc.edu 

mailto:anshu.arora@udc.edu
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CONFERENCE AGENDA 

Thursday, November 29, 2018  

SBPA, Building 38, 2nd Floor, Windows Lounge   

12:30 pm    Lunch and Research Posters Set-Up   

1:00 pm – 1:30 pm  Welcome Address 

               Dr. Mo Sepehri, Dean, SBPA, University of the District of Columbia 

               Dr. Anshu Arora, Associate Professor - Marketing 

1:30 pm – 3:30 pm  Poster Competition 

3:30 pm – 4:00pm  Closing Remarks and Award Ceremony   
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GRADUATE ABSTRACTS 

1. Research Contributions of Social Media and                

Smartphones: A Step toward the Future  

Abdoulaye Barry                                                                                                                                                                          
Elvin Arbaiza                                                                                                                                                                               
Faculty Advisor: Dr. Anshu Arora 

Smartphones and the online world of social media have 

dramatically changed business in the past decade. Mar-

keting strategies have been transformed due to new inno-

vative ways to communicate with customers. Companies 

have had to adapt to the changing times to be able to in-

form, sell, and provide services to customers. This re-

search highlights social media marketing themes over a 

decade as technology continues to grow rapidly. The re-

search focuses on the use of digital, social media and mo-

bile (DSMM) topics. We analyzed previous research 

throughout the years to get an overarching perspective, 

and present an “Emerging DSMM – Present and Future” 

theoretical framework that is organized into four eras. 

The first era marks digital media shaping and facilitating 

buyer behavior (2000 to 2004). The second involves con-

sumers shaping DSMM from 2005 to 2010; and the third 

focuses on the age of social media from 2011 to 2014. 

Finally is the era of the future, including the rise of digi-

tal, social media and mobile culture, and the post-digital 

world. We propose key themes coming out of each of 

these four eras. The research investigates ‘DSMM’ as a 

‘facilitator’ of individual expression, DSMM as a 

‘decision-support’ tool, and ‘DSMM’ as a ‘market intelli-

gence’ source. Even though a lot of great research was 

done in the past decade, it is clear that much more is 

needed now. That is why it is important to plan for more 

extensive research in digital, social media and mobile 

marketing in the future. Through our research, we present 

examples, cases, and themes for each of the four DSMM 

eras, along with some research questions. Our research 

will provide directions and guidelines for future research-

ers, marketers, and policy makers to examine the field of 

DSMM seriously, highlight its advancements over time, 

and critique the different perspective of DSMM for a bet-

ter and sustainable future. 

Keywords: digital marketing, social media, mobile mar-

keting, DSMM, research agenda, marketing practice                                                                                   

2. Anthropomorphic Dynamism: Associating Human 

Emotion with Brands                                                                     

Edna Diouf                                                                                                                                                                                      
Ilham Fermas                                                                                                                                                                                     
Faculty Advisor: Dr. Anshu Arora 

The research emphasizes the importance of anthropomor-
phism in marketing. Anthropomorphism is the personifi-
cation of animals, objects and all non-human things. An-
thropomorphic advertising raises more interest in and 
adds ‘emphasis’ to the brand. Through our research, we 
explore how logos with dynamic imagery generate more 
engagement among consumers than those with static im-
agery. The dynamism of an image keeps the consumer 
engaged with the brand logo. Successful advertisements 
are usually the ones that create dynamic imagery in their 
logo.  This new concept is an easy way to give more val-
ue to the brand logo. Adding dynamic imagery to the 
logo improves the brand and influences consumers’ 
choice when picking a brand. The logo should also reflect 
the characteristics of the brands, and this suggests that 
traditional brands should avoid dynamism, and that mod-
ern brands should incorporate it in their logo. In this re-
search, we conceptualize the creation of an innovative 
advertising technique, generated by a mix of two popular 
advertising techniques called ‘anthropomorphism’ and 
‘dynamic imagery-based advertising.’ We call this tech-
nique – Anthropomorphic Dynamism. The research ad-
dresses the following questions: 

1. What is anthropomorphism, and how does it apply to 
dynamic imagery? 

2. How do dynamic imagery and ‘anthropomorphic dyna-
mism’ create rigor and enthusiasm for brands? 

3. How can marketers, advertisers, and researchers use 
anthropomorphic dynamism techniques, and how does 
that advertising appeal work significantly better than oth-
er advertising appeals in building better brand and ad atti-
tudes? 
 

Finally, we discuss real-world applications along with 
opportunities for future research. 
 

Keywords: anthropomorphic dynamism, personification, 
static imagery, dynamic imagery, anthropomorphic ad-
vertising, brand logo  
 

3. Why Should You Take It ‘Personally’? The Influ-
ence of ‘Interpersonal Closeness’ on Consumer Mes-
saging Efficacy in Social Media 

Gabriel Gabriella                                                                          
Rosa Labra                                                                                     
Faculty Advisor: Dr. Anshu Arora 

The research focuses on the role of interpersonal close-
ness (IC) in differing types of psychological motives trig-
gered in consumers. The research investigates the idea  
that communicating with “close” versus “distant”  
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others can activate specific psychological responses that 
drive consumers’ behavior in both their social interactions 
and the kinds of information they share. High levels of IC 
increase the negativity of information shared, whereas low 
IC increases the positivity of information shared. These 
findings suggest that sharing positive information is typi-
cally instrumental to consumers’ motives to self-enhance, 
whereas sharing negative information is typically instru-
mental to consumers’ motives to protect others. In our re-
search, we conceptualize and present ‘Social media sup-
ported IC-Information framework’ and investigate the role 
of consumers’ motives to self-enhance and/or protect oth-
ers through the use of case studies. The research addresses 
the following questions: 

 1. What is IC, and how does it influence social behavior in 
online networks? 

 2. What effect does the level of IC have on the positivity 
or negativity of information shared? 

 3. What are the implications of this research for marketers 

in charge of designing word-of-mouth campaigns? 

 

Finally, we discuss the managerial applications of our find-
ings along with limitations and opportunity areas for fur-
ther research. 
 

Keywords: social media-supported IC-Information frame-
work, interpersonal closeness, word-of-mouth, social me-
dia, psychological motives, messaging strategy 
 

4. When Humanizations Attract: How ‘Humanized An-
thropomorphism’ Mitigates Self-Control?  
Monica Wiggins                                                                         
Kaleef Morse                                                                         
Faculty Advisor: Dr. Anshu Arora 

We examine how creating humanizations increases the 
temptations of consumers and lessens the effectiveness of 
self-control through non-human objects that have been im-
bued with humanlike characteristics through anthropomor-
phism. Our research supports the contention that anthropo-
morphism undercuts self-control by reducing the conflict 
consumers experience regarding an attractive and tempting 
product, resulting in the consumer’s diminished capacity to 
be aware that the application of self-control is necessary in 
those situations. This reaction occurs because humaniza-
tions play an additional role in the self-control dilemma 
between being ‘desirable’ now but ‘harmful’ later. In this 
research, we conceptualize the creation of an innovative 
advertising technique, generated by a mix of 
‘anthropomorphism’ and ‘humanization.’ We call this tech-
nique – Humanized Anthropomorphism. The research ad-
dresses the following questions: 

1. What is anthropomorphism, and how does it apply to an 

individual’s perception of control and responsibility? 

2. In consumers’ minds, how does humanization impact the 
self-control dilemma of consumers’ internal attribution of  
the cause of and results of an action to themselves? 

3. How can marketers, advertisers, and researchers resolve 
the self-control dilemma through humanized anthropomor-
phism technique, and how does this advertising appeal 
work significantly better than other advertising appeals for 
building better brand and ad attitudes? 
 

Finally, we discuss real-world applications along with op-
portunities for future research. 
 

Keywords: anthropomorphism, humanized anthropomor-
phism, humanization, self-control, dilemma, conflict, per-
ception, internal attribution 

5. Integro-Anthropomorphism: Mapping Integration as 

a Cause for Assessing Anthropomorphism 

Mekedes Minas                                                                           
Orhon Fatim Kragbe                                                                        
Faculty Advisor: Dr. Anshu Arora 

The research examines ‘integration’ as a hypothetical cause 
for inspecting the viability and outcomes of ‘Integro-
Anthropomorphism.’ We recommend that the capacity of 
customers to humanize an item and their ensuing assess-
ment of that item rely upon the degree to which that item is 
supplied with attributes harmonious with the proposed hu-
man composition. Additionally, consumers’ viewpoints of 
the item as ‘human’ intercedes the impact of item/brand/
product assessment. In this research, we conceptualize the 
creation of an innovative advertising technique, generated 
by a mix of ‘anthropomorphism’ and ‘advertising integra-
tion.’ We call this technique – Integro-Anthropomorphism. 
The research addresses the following questions: 

1. What is anthropomorphism, and how does it apply to 
consumers’ perceptions and assessments of brands and 
products? 

2. How does integro-anthropomorphism impact brands’ 
humanization from consumers’ perspectives?                          

3. How can marketers, advertisers, and researchers utilize 
integro-anthropomorphism, and how does this advertis-
ing appeal work significantly better than other advertis-
ing appeals for building better brand and ad attitudes? 

 

Finally, we discuss real-world applications along with op-
portunities for future research. 

Keywords: anthropomorphism, integro-anthropomorphism, 
humanization, brand assessment 
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6. Tweeting and Its Effect on Product Demand 

Thomas Allen                                                                             
Aiesha R. Nickens                                                                      
Faculty Advisor: Dr. Anshu Arora 

The article explores the effects of using Twitter as a mar-

keting tool and examines the effects that tweeting has on 

product demand. Sina Weibo is the top tweeting website in 

China. We utilize Sina Weibo, a Chinese social media plat-

form, to determine if tweets by a media company discuss-

ing its shows on Sina Weibo affect viewing, and if retweets 

of the same media company’s tweets by Weibo users affect 

or increase viewing. The research demonstrates that tweets 

from the media company and retweets from Weibo users 

both resulted in an increase in television show views. 

Tweets from the media company increased views directly, 

while the retweets from Weibo users increased views for 

the shows if the retweet included detailed information. In 

this research, we conceptualize the tweeting-product de-

mand framework (using Sina Weibo social media platform) 

and utilize different case studies to prove our propositions.  

The research addresses the following questions: 

1. How does tweeting impact product demand? 

2. In consumers’ minds, how do the concepts of 

“tweeting” and “retweeting” work, and how do they relate 

to product demand? 

  3. How can marketers, advertisers, and researchers utilize 

the tweeting-product demand framework for building 

better products and brands? 

Finally, we discuss real-world applications along with op-

portunities for future research. 

Keywords: tweet, retweet, Weibo, social media, advertis-

ing, television, Sina Weibo 

 

7. Believe It or Not: Trust and Persuasiveness of SOL 
Anthropomorphism 

 

John Brooks                                                                                   
Delonte D. Bright                                                                         
Sharadindu Saha                                                                               
Faculty Advisor: Dr. Anshu Arora 

Anthropomorphizing is the act of bringing human charac-
teristics to non-human entities to make them more realistic, 
and is widely used in marketing and advertising.  This re-
search examines trust levels of consumers to determine 

how consumers with different trust levels perceive the act 
of anthropomorphism differently.  Consumers with less 
trust connect stronger to anthropomorphism, due to lack of 
trust of human counterparts.  Whereas, consumers with 
high trust levels connect more strongly to human marketers 
and tend to believe what is being stated. In this research, 
we conceptualize the creation of an innovative advertising 
technique, generated by a mix of two popular advertising 
techniques called ‘anthropomorphism’ and ‘persuasive 
slice-of-life advertising.’ We call this technique – SOL-
Anthropomorphism. The research addresses the following 
questions: 

1. What is anthropomorphism, and how does it apply to 
trust and persuasion?           

2. In consumers’ minds, how does trust impact their atti-
tudes towards anthropomorphic advertising?        

3. How can marketers, advertisers, and researchers 
arouse ‘trust’ through SOL anthropomorphism tech-
niques, and how does that advertising appeal work signif-
icantly better than other advertising appeals for building 
better brand and ad attitudes? 

Finally, we discuss real-world applications along with  op-
portunities for future research. 
 

Keywords: anthropomorphism, SOL-anthropomorphism, 
advertising, strategy, consumer trust, persuasion 

 

8. Transforming Technologies in Supply Chain Man-
agement: The Role of RFID in Supply Chain Perfor-
mance in the Future  
 

Alexandra Washington  

Ngamdab Magaret Fofung 
Faculty Advisor: Dr. Amit Arora 
 

Supply chain management is experiencing a digital revolu-
tion of its own. Fueled by the Internet of things (IoT), a 
combination of mobile computing, analytics, and cloud 
services is changing how delivery and fulfillment compa-
nies are conducting their operations. Regarded by many as 
a prerequisite or essential element of IoT, radio- frequency 
identification (RFID) tagging has long been an important 
piece of many supply chains. As the Internet of Things is 
posed to transform the delivery and logistics industry, it is 
anticipated that the use of RFID will also continue to ex-
pand. While successful in many ways, there are still ques-
tion about the usefulness of the RFID systems. They lack 
the ability to reinvent the supply chain management pro-
cess, and the cost associated with implementing the tech-
nology has not shown itself beneficial. In this paper we will 
answer whether or not RFID technologies do in fact im-
prove supply chain management performance, and whether 
the benefits of the RFID override the costs.  



 

15 

GRADUATE ABSTRACTS 

Keywords: Internet of Things (IoT), Radio-Frequency 
Identification (RFID), Supply Chain Management, Perfor-
mance Metrics, Inventory Inaccuracy 
 
9. Third-Party Logistics (3PL) Providers: The Sustain-
able Plan for Future Organizations 
 

John M. Brooks  
Laniyyah D. Elam 
Faculty Advisor: Dr. Amit Arora 
 
Third-party logistics providers form a specialized segment 
within supply chain management operations that have al-
lowed businesses to separate and outsource their non-core 
operations to create efficiency, effectiveness, and generate 
bigger profits. The emerging field of third-party logistics, 
along with their history, future, and trends will be ex-
plored to determine if third-party logistics providers are 
essential to the sustainability plan for successful business-
es.  If third-party logistics are the sustainable plan for the 
future of successful businesses, further literature will be 
reviewed to dissect how this segment of supply chain 
management may further enhance business operations in 
the future.  Questions that will be discussed in this re-
search are: 1) Is 3PL a viable or sustainable option for or-
ganizations to become more efficient and effective in the 
future? 2) What trends are we seeing in the 3PL segment 
of the market as the market grows and matures? 3) What is 
the projected future of the 3PL market? 4) Are third-party 
logistics providers the key to a sustainable plan for the 
future of successful businesses? 
 

Keywords: third-party logistics, sustainability 

10. Driver Shortage in American Trucking Industry 
 

Sharadindu Saha 
Amidou Cissokho 
Faculty Advisor: Dr. Amit Arora 
 
The trucking industry in America is one of the essential 
elements in the supply chain due to the role it plays in fa-
cilitating the logistic aspect of moving goods from the 
sources to production sites and to customers. This short-
age has had a major effect on the supply chain leading to 
high costs in delivering goods. According to the American 
Trucking Association, the industry is currently facing a 
shortage of 50,000 drivers. Amazon, which is one of the 
largest retail firms in America, has recently been forced to 
increase the cost of its prime membership from $99 to 
$119 because of increasing shipping costs caused by the 
shortage of truck drivers.  
 
 
 
 
 
 

Accordingly, supply chain management is becoming more 
expensive as the shortage of truck drivers causes shipping 
inconvenience. Similarly, the shortage has seen the cost of 
hiring drivers increase in most areas, and this has a detri-
mental effect on the cost of doing business. For instance, 
the Brenny Transportation Company has recently in-
creased drivers’ salaries by 15% to enhance its attractive-
ness compared to its competitors. This shortage of truck 
drivers is causing delivery delays, since some trucks have 
been grounded, putting pressure on available drivers to 
meet deadlines. This challenge needs to be addressed.  
 
Keywords: trucking industry; supply chain; drivers 
 
11. Incorporating Sustainable Practices in Supply 
Chain Management: Need and Risk Analysis 
 

Dominika Hadnadova 
Gabriella Gabriel 
Rosa Labra 
Faculty Advisor: Dr. Amit Arora 
 
Between the effects of massive pollution, climate changes 
like global warming, and the creation of plastics, our envi-
ronment is feeling the impact of the overconsumption of 
resources. To survive in this era of environmental crisis, 
suppliers and manufactures are determined to operate their 
businesses in more sustainable manners, using more 
“green” approaches to manage the supply chain. These 
approaches should result in processes and products that 
are environmentally friendly, economically viable, and 
that do not affect or deplete natural resources. This study 
will address the need and risks that companies have to 
face in order to facilitate incorporation of sustainability 
into the management of their whole supply chain.  
 
The questions that will be focused on in this research pa-
per are: 
 

Why do environmental issues impact a business’s finan-
cial decisions? 

    
   What are some strategies to mitigate risk faced in sus-

tainable supply chain management? 
 
Are there any regulations to help promote environmen-
tally friendly business practices? 

 
Keywords: environmental crisis, sustainable, consump-
tion, natural sources, suppliers 
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12. The Future of Firearms: Can network-restricted 
guns enhance public safety? 
 

John Irungu 
Faculty Advisor: Dr. Sylvia Benatti  
 
This is an experimental research project which aims to test 
a network-controlled gun (known as a Cartinez Gun) in a 
school safety enhancement project. The objective of this 
research is to incorporate radio-frequency identification 
technology in trying to curb mass shootings in public plac-
es such as schools and places of worship in the United 
States. Primarily, this research project focuses on school 
safety technology design, which disengages privately 
owned guns in learning institutions. If successfully tested, 
the network-restricted gun project will be one the first reli-
able technologies that disengage firearms within public 
places where the public might face harm from active 
shooters. The prevalence of mass shootings in schools and 
other public places has been a public safety problem. In 
league with a 2016 Executive Order, this research project 
aims to explore the feasibility of technology in enhancing 
public safety by disengaging firearms in soft target spaces, 
e.g. schools and places of worship. 
 
Keywords: gun technology, gun control, public safety, 
regulation. 
 

*** 
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1. When Logos Move: How Static Images Can Create 

Moving Imagery through Dyno-Anthropomorphism 

Lizeth V. Castro                                                                                

Faculty Advisor: Dr. Anshu Arora 

The research investigates the notion that nonmoving imag-

es can induce the perception of movement (i.e., dynamic 

imagery), and affect consumer attitudes and the way con-

sumers engage with brands. Focusing on brand logos and 

other nonmoving elements, the study examines the per-

ceived movement evoked by the logo to reveal that dynam-

ic imagery affects consumer engagement with the logo and 

attitudes towards the brand. The research demonstrates that 

perceived movement-engagement-mindset impact is mod-

erated via the congruence between perceived motion and 

company characteristics. These findings suggest that dy-

namic imagery is an important element of brand design, 

and, if used carefully, can enhance brand attitudes. In this 

research, I conceptualize the creation of an innovative ad-

vertising technique, generated by a mix of two popular 

advertising techniques called “anthropomorphism” and 

dynamic imagery-based advertising. I call this technique 

“Dyno-Anthropomorphism.” I then discuss the planning 

process, thought implementation, and logistical complica-

tions of our new innovative advertising technique. The 

research addresses the following questions: 

1. How can static images (i.e., logos) generate percep-
tions of movement? 

2. How does the movement of static images impact con-
sumer engagement and consumer attitudes towards a 
logo (or brand)? 

3. How can marketers, advertisers, and researchers cre-
ate Dyno-Anthropomorphism? Can Dyno-
Anthropomorphic advertising perform significantly bet-
ter than other advertising appeals for building stronger 
branding and consumer attitudes? 

Finally, I discuss ground level applications along with op-

portunities for future research. 

Keywords: Dyno-Anthropomorphism, dynamic imagery, 

logo design, brand attitudes, engagement, perceived move-

ment 
 

2. Exploring Brand-related User Generated Content 

across Online Social Networks 

Heba Alhariry                                                                                      
Jehad Almutairi                                                                                  
Faculty Advisor: Dr. Anshu Arora 

This research discusses brand-related user-generated con-
tent (UGC) across various social networks, e.g., Facebook, 
Twitter, YouTube, etc. Brand-related UGC is related to 
consumer self-promotion, brand centrality, and market-
directed communication on social media networking sites. 

We provide a theoretical framework for brand-related 
UGC which can be applied to assist marketing strategies 
for social media channels and communications. The re-
search addresses the following questions: 

   1. How does brand-related UGC and consumer self-
promotion differ across Twitter, Facebook and 
YouTube?  

   2. How central are the brands in brand-related UGC for 
Twitter, Facebook and YouTube?  

The authors discuss the brand-related UGC of different 
social media sites with respect to self-promotion, brand 
centrality, and market-directed communication. The re-
search provides case studies for guidance of future re-
searchers, and managerial insights for social media manag-
ers to delve more into brand-related UGC on social media 
networks effectively and efficiently. 

Keywords: user-generated content (UGC); social media; 
social media marketing; YouTube; Facebook; Twitter;   
self-presentation; brand centrality 

 

3. Anthropomorphic Decline and Rise of Reverse An-

thropomorphism: How Generation-Y Shuns Whimsical 

Advertising 

Dustin Scott                                                                                          

Matthew Anderson                                                                          

Robert Spake                                                                                        

Jordan Fraser                                                                                    

Faculty Advisor: Dr. Anshu Arora 

The research highlights and focuses on the lack of desire 

of younger Americans to have anthropomorphic images in 

product advertising. Anthropomorphism is the practice of 

giving inanimate objects human characteristics. Anthropo-

morphic advertising has been common for decades. Con-

sumers in the United States, in particular, have been inun-

dated with these concepts in numerous ways. However, 

there are studies showing that younger Americans haven’t 

been swayed by those anthropomorphic advertising prac-

tices.  
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In particular, Generation-Y has expressed interest in more 

innovative and sophisticated advertising techniques. In this 

research, we conceptualize the creation of an innovative 

advertising technique generated by a mix of two popular 

advertising techniques - Anthropomorphism, and a new 

style called “Hero Archetype” advertising. We call this 

technique “Reverse Anthropomorphism,” and we discuss 

the planning process, thought implementation, and logisti-

cal complications of our new innovative advertising tech-

nique. The research addresses the following questions: 

1. What are the benefits of taking a step back from an-

thropomorphism, and using Reverse Anthropomorphism 

in the real world of advertising campaigns?  

2. What are the legal aspects of emotional fraud that an-

thropomorphic and/or Reverse Anthropomorphic com-

mercials create? 

    3. How does a Hero Archetype ad benefit the target au-

dience?  

Finally, we discuss research limitations as well as implica-

tions for real-world applications, along with opportunities 

for future research. 

Keywords: Anthropomorphism; Generation-Y; Reverse 

Anthropomorphism; Hero Archetype, planning process, 

logistical complications, inanimate objects 

 

4. Prosopopoeia Anthropomorphism: Bringing Adver-
tising to Life through Visual Analogies in Personifica-
tion and Anthropomorphism 

Monique Waithe                                                                                
Aya Boukhari                                                                                
Franck T. Vincent                                                                                  
Taylor Bryant                                                                                    
Faculty Advisor: Dr. Anshu Arora 

This research examines all types of advertising embodi-

ments that deal with anthropomorphism, and the tendency 

to apply human actions to objects. In this study, we focus 

on how visual personification in an advertisement symbol-

izing a product (as affianced in human action) can generate 

anthropomorphism. Such brand-related prosopopoeia, 

when utilized in advertising, may lead to ad-evoked emo-

tions, firm acknowledgement of brand identity, and greater 

brand liking. In this research, we conceptualize the crea-

tion of an innovative advertising technique, generated by a 

mix of two popular advertising techniques -- anthropomor-

phism and personification, and we call this technique – 

Prosopopoeia Anthropomorphism. The research addresses 

the following questions: 

   1. What factors increase attributions of brand personality 

and emotional connections with the brand to create pos-

itive attitudes towards the brand and stimulate active 

information processing by increasing attention paid to 

the brand?  

2. How can marketers and advertisers create Prosopo-

poeia Anthropomorphism?  

3. How using multidimensional Prosopopoeia Anthro-

pomorphic advertising is better than singularly using 

personification-based advertising or anthropomorphic 

advertising appeals. 
 

Finally, we discuss research implications for real-world 

applications along with opportunities for future research. 

Indications for marketers and advertisers are deliberated.  

Keywords: Prosopopoeia Anthropomorphism, personifica-
tion, anthropomorphic advertising, brand identity 

 

5. “Liking” leads to "Loving": Brand Awareness on 
Social Networks 

Floretta Barbee                                                                      
Raphael Pacano                                                                      
Chatan “JT” Rathod                                                               
Faculty Advisor: Dr. Anshu Arora 

Does “liking” products and/or services on Facebook cause 
consumers to view brands more generally, or are consum-
ers loyal to those brands? Whether consumers “like” the 
brand on social media or not, purchasing behavior can al-
ways be predicted by the consumers’ knowledge of, affini-
ty for, and loyalty to the brand. The authors perform brand 
evaluations and seek out answers on the theory that con-
sumers’ brand awareness increases if their friends have 
liked those brands on social networks. Consumers typical-
ly like to hear feedback from their friends, since the feed-
back comes off as more ‘authentic’ – an important en-
dorsement for social media. Our study shows that consum-
ers may require more than just a “double tap” or a click of 
a button to increase purchasing of products/services. The 
research addresses the following questions:  

• What (pure treatment, treatment-by-selection, or 

pure selection) works better for a social network  

attitudes toward a brand, and purchasing propensity 

toward that brand? 
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• Does "liking" a brand or joining a brand’s social net-
work through pure treatment versus treatment-by-
selection result in desired marketing outcomes 
(increased brand awareness and brand sales)?    

With respect to the above questions, the authors discuss 

brand awareness on social networks through pure treat-

ment, treatment-by-selection, and pure selection, in addi-

tion to brand stories. The research provides case studies for 

guidance to future researchers and managerial insights for 

social media managers.  
 

Keywords: brand awareness, social media, marketing ef-

fectiveness, brand evaluation, peer influence, marketing 

outcomes 

 

6. To Believe or Not: How is Anthropomorphism Relat-

ed to Trust and Persuasion? 

Ndaya Johnson                                                                    

Rosslynne Terry                                                                          

Victoria Tenawa                                                                 

Bernard Palmer                                                                      

Faculty Advisor: Dr. Anshu Arora 

The research examines how consumers’ perceptions affect 
persuasion, and how goodwill mediates the effects of an-
thropomorphism related to trust and persuasion, and how 
high and low attentiveness persuade recipients with differ-
ent levels of trust. Through our research, we explore trust 
and goodwill as key factors when analyzing anthropo-
morphic and non-anthropomorphic advertising. We argue 
that personal relevance of a message delivered to its recipi-
ent has an important influence on persuasion. As personal 
relevance increases, people feel more inclined and moti-
vated to process information with a persuasive appeal. 
Based on the moderating role of trust and attentiveness, we 
observed that people with low trust tend to be persuaded 
more by anthropomorphic advertising. We conceptualize a 
new advertising technique that is built on the concept of 
brand anthropomorphism and it is called storyboard an-
thropomorphism.  

1. How do consumers’ perceptions affect persuasion? 

       2. How does goodwill mediate the effects of anthropo-
morphic messages, and how does this affect the per-
suasive appeal in advertising? 

       3. How do low and high attentiveness affect the per-
suasion of recipients with different levels of trust? 

Finally, we discuss research limitations as well as implica-
tions for real-world applications, along with opportunities 
for future research. 
 

Keywords: anthropomorphism, persuasion, goodwill, ad-

vertising, trust, attentiveness 
 

7. Likes and Pins: Expressing ‘Love’ for Social Media 

Misgana Hasenu                                                                                
Jalia Johnson                                                                                       
Faculty Advisor: Dr. Anshu Arora 

In our study, we examine social media marketing, and so-
cial media marketing interrelationships with social media 
behaviors. We demonstrate the psychological attachment 
theory in a variety of marketing contexts. Attachment to 
social media (ASM) is a distinct sociocultural and interna-
tional marketing phenomenon that has interconnections to 
consumer power in social media space. The research ad-
dresses the following questions: 

• Why some people form stronger bonds with social 
media than others? 

• Does this strong affinity or ASM manifest in social 
media behaviors that are important to marketers? 

• How does consumer power relate to ASM, and how 
can researchers and marketers induce positive mar-
keting behaviors through ASM that result in positive 
marketing outcomes? 

 

With respect to the above questions, the authors discuss 
attachment to social media in relation to the attachment 
theory, along with four distinct consumer power sources 
prevalent in social media: demand-, information-, network-
, and crowd-based power. The research provides case stud-
ies to guide future researchers, and managerial insights for 
social media managers to delve more into ASM and con-
sumer power in social media networks. 
 

Keywords: ASM, attachment theory, consumer power, so-
cial media networks 
 

8. Subliminal Affirmation through Anthropomorphism 

Jorge E. Ayala                                                            

Chastin Hunt                                                                       

Quanda King                                                                          

Faculty Advisor: Dr. Anshu Arora 

The research investigates the use of product a 
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Anthropomorphism, and further explores relationships to 

human versus object schema congruity in anthropomorphic 

advertising. We examine the advantages and/or disad-

vantages of human and object schema-based anthropomor-

phism in the marketplace. We argue that humans will more 

often attribute human emotions to an inanimate object 

when that object has already been given some human char-

acteristics. We observe that when a user finds an inanimate 

object to be “human-like,” it helps in increasing brand 

awareness and recall.  In this research, we conceptualize 

the creation of an innovative advertising technique, gener-

ated by a mix of two popular advertising techniques called 

‘anthropomorphism’ and human schema advertising. We 

call this technique Vivid Anthropomorphism. The research 

addresses the following questions: 

 1. How to determine the effect of anthropomorphism 
on consumers’ perceptions and evaluation of a 
product. 

 2. What is the influence of human schema in anthro-
pomorphized products? 

 3. How does Vivid Anthropomorphism improve the 
marketability of a product? 

Finally, we discuss research limitations as well as implica-

tions for real-world applications along with opportunities 

for future research. 

Keywords: anthropomorphism, object schema, congruity, 
Vivid Anthropomorphism, marketplace, inanimate object 
 

9. The Destructive Effect of Brand Anthropomorphism 

Ngozi Ugochukwu                                                                         
Dajae Scott                                                                              
De’Nea Barton                                                                          
Shirlene Brown                                                                    
Faculty Advisor: Dr. Anshu Arora 

The research shows that the humanizing of products cre-
ates more beneficial consumer attitudes that lead to better 
brand performance. We observe that anthropomorphic ad-
vertising can adversely influence consumers’ opinions of 
the brand when the brand encounters adverse publicity. In 
our research, we found that consumers supporting person-
ality stability perceive anthropomorphized brands that ex-
perience adverse publicity less favorably than non-
anthropomorphized brands. Consumers who support per-
sonality flexibility are less inclined to look down on an 
anthropomorphized brand from a single occasion of ad-
verse publicity. We conceptualize a new advertising tech-
nique that is built on the concept of brand anthropomor-
phism and it is called soft-anthropomorphism. The re-

search addresses the following questions: 
 

1. How does anthropomorphism alter the overall image 
of a brand? 

2. How does brand anthropomorphism backfire on 
companies after product wrongdoings?  

3. How do marketers use soft-anthropomorphic ads to 
invoke a reaction in customers? 

 

Finally, we discuss research limitations as well as implica-
tions for real-world applications, along with opportunities 
for future research. 
 

Keywords: adverse publicity, brand anthropomorphism, 
product misconduct, brand relationship, brand humaniza-
tion 
 

10. Intrigued by this Logo: Investigating Anthropo-
morphism through Static Visuals and Brand Logos 

Shaunique Pitt                                                                                
Dimeji Dairo                                                                               
Faculty Advisor: Dr. Anshu Arora 

In this research, we suggest that static visuals can inspire 
an impression of development, and in this way influence 
customer commitment and demeanors. Concentrating on 
brand logos as a static visual component, we measure the 
apparent development evoked by the logo, and examine 
the evoked symbolism that influences the level of buyer 
commitment of the brand logo. Additionally, we demon-
strate that dynamic symbolism is a vital part of logo plan, 
and whenever utilized cautiously, it can improve brand 
approach. We conceptualize a new advertising technique 
that is built on the concept of brand anthropomorphism 
through visuals and logos, and it is called zoomorphism.  

The research addresses the following questions: 

1. What impact do static images have on the percep-
tion of movement and dynamic imagery? 

2. Do static visuals create more or less dynamic sym-
bolism? 

3. What effect does Zoomorphism advertising    have 
on consumers’ commitment in dynamic symbol-
ism?  

Finally, we discuss real-world applications and policy im-
plications for our research along with opportunities for 
future research. 

Keywords: Zoomorphism, dynamic imagery, dynamic 
symbolism, logo design, brand attitudes, engagement 
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11. The Evolution of Buyer-Supplier Relationships 
 

Loucace Dorcas Ampe                                                                 
Barbara Ann Payne                                                                      
Robert Iyeli Spake                                                                    
Shavon Sharpe                                                                           
Faculty Advisor: Dr. Amit Arora 

The relationship between buyers and suppliers is crucial 
for any organization that is willing to be flexible and adapt 
to these changing times. Flexibility becomes hard to attain 
if the buyer-supplier relationship is restricted. On the other 
hand, it is risky to adopt a laissez-faire mentality because 
of opportunism. The purpose of this paper is to yield a 
framework for understanding the evolution of Buyer-
Supplier Relationship in supply chain management. The 
methodology approach is based on researching case exam-
ples with agreements and collaborative processes, trust, 
and information sharing. The goal is to contrast the past 
and the present changes in the buyer-supplier relationship 
for several companies and then determine the benefits or 
drawbacks pertaining to those relationships. The questions 
that will be addressed in this research paper are: 

What are the pros and cons in the collaborative process of 
the buyer-supplier relationship? 

How information technology can increase transparency 
and trust in the buyer-supplier relationship. 

How sustainability affects the supplier-buyer relationship 
over the years. 
 

Keywords: evolution, buyer-supplier relationship, BSR, 
flexibility, adaptation, laissez-faire, opportunism, collabo-
rative processes, transparency, trust, information technolo-
gy, information sharing, sustainability 

 

12. The Road to Sustainable Transportation in Supply 
Chains 
 

Meena Hotak                                                                         
Evelin Turcios                                                                          
Divina Grace Dayrit                                                                     
Faculty Advisor: Dr. Amit Arora 

One of the growing concerns for transportation enterprises 
is their capability to maintain transportation sustainability 
from point of beginning to point of consumption. The 
mode of transportation used, whether by air, road, sea or 
rail, creates harmful impacts on the environment, society, 
and economy. Sustainable transportation aims to reduce 
these effects and at the same time, provide efficiency on 
the movement of goods. This research paper delves into a 
literature review of scholarly articles to determine how 
companies can achieve and maintain transportation sus-

tainability in the supply chain. This study addresses the 
following questions: 

Which mode of transportation has the least harmful effects 
on the environment, society and economy, and which is the 
most efficient in terms of mobility of goods? 

How can companies combat the issues and threats to 
achieving and maintaining transportation sustainability? 

What policies should a company or government implement 
to promote transportation sustainability? 
 

Keywords: transportation sustainability, mode of transpor-
tation, supply chain, threats, policies, environment, econo-
my, society 
 

13. Sustainable Alternative to Fossil Fuel: The Case of 
Biofuel Production 
 

Sharell Dickerson                                                                              
Gboea Flumo                                                                                        
Irving Shelton                                                                                       
Dior Lewis                                                                                 
Faculty Advisor: Dr. Amit Arora 

Oil is becoming increasingly harder to obtain. Drilling ef-
forts across the nation raise awareness of there being a lack 
of sustainability in the production of crude oil and gaso-
line. In addition, sustainability of our ecosystem has 
prompted research measures being placed on alternatives 
to fuel. Biofuel is an option which addresses the concern of 
power station availability, affordability to consumers and 
to businesses who are transporting or receiving supplies 
and products. Biofuel creates a sustainable option for fuel 
and solves many of the issues and concerns that may arise.  
In addition, biofuel is a renewable source of energy. It is 
developed from the use of animal fat and vegetable oils 
making this sustainable source of energy an ideal alterna-
tive. The question is, what are the logistics involved in the 
supply chain management of biofuels? While looking at 
aspects of the operational management of this energy 
source, along with the risk involved in the production and 
the transporting of these fuels, we will be able to evaluate 
the ethical practices of biofuel producers. In this way, a 
clearer determination of the effectiveness of global and 
industrial initiatives regarding biofuel and its production 
will be better assessed. This is important for global sus-
tainability and economic growth because biomass and bio-
fuels are the only renewable energy sources that can re-
place fossil fuels directly for our present and future energy 
constraints. ( Environmental and Energy Study Institute 
(EESI), 2018) 
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14. Metro Transportation Systems: Analyzing Transit 
and Operational Safety 
 

Ashley Brown                                                                               
Milton Diaz                                                                                  
Crystal Gray                                                                             
Faculty Advisor: Dr. Amit Arora 

This research concentrates on responsibility for improving 
safety measures, including the performance of daily in-
spections and preventative maintenance at WMATA, and 
also how to ensure riders’ safety. There is a growing body 
of research about the safety of public transportation. Many 
people rely on WMATA to get where they need to go, re-
gardless of the weather. Although transit service is rela-
tively safe, recent accidents have happened on rail systems 
in the Washington, DC area. There are safety oversight 
teams that verify WMATA’s progress in executing safety-
related corrective action plans, helpful actions, and to en-
sure that WMATA is effectively carrying out its own criti-
cal maintenance, operations, and training programs. This 
study will examine the many factors that WMATA is fac-
ing with its customers as well as implementing new safety 
measures within its organization's operational systems and 
transportation.  We seek to understand why there have 
been so many safety issues, such as the January 15 derail-
ment of a WMATA Red Line train that was caused by rust 
on the underside of a steel rail, the death of a Metro rail 
operator when the train suddenly refused to stop, and even 
the attacks on Metro bus riders. Research will answer the 
following questions: 

How can Metro transit help create new safety narratives by 
better measuring and communicating overall safety and 
security impacts? 

How can Metro provide better guidance on how the com-
munity can enhance transit safety and security? 

Whose responsibility is it to creative a safe, operational 
Metrorail system?  

What steps has Metro taken to maintain customer safety? 

Keywords: WMATA, customer safety, oversight, action 
plan  
 

15. The Underlying Need for Sustainability in Fast-
Fashion Supply Chains 

Iliana Contreras                                                                      
Elizabeth Littlejohn                                                   
Audrey Lyckman                                                                    
Faculty Advisor: Dr. Amit Arora 

Overproduction in today’s fast-fashion supply chains has 
had huge environmental, social, and economic impacts. 
Fast-fashion corporations need to find ways to balance 
their supply and demand in order to reduce pressure on the 

triple bottom line. To offset these issues many fast-fashion 
companies have implemented sustainability reports that are 
available for public viewing. We will examine fast-fashion 
sustainability initiatives and analyze the effectiveness of 
their supply chain management. This research paper close-
ly studies the fast-fashion brands H&M, ZARA, and For-
ever 21. The research paper answers the following ques-
tions:  

What supply chain sustainability initiatives are currently in 
use by these companies?  

What positive changes have resulted from the implementa-
tion of these regulations?  
 

Keywords: fast-fashion, sustainability, sustainable supply 
chain management, supply chain management, corporate 
social responsibility, environment, society, economy 
 

16. Air Cargo Transportation Industry 

Maria Seals                                                                                 
Ernest Totimeh                                                                     
Ronika Williams                                                                                
Faculty Advisor: Dr. Amit Arora 

A cargo plane is a “fixed-wing aircraft” that is designed to 
carry cargo and not passengers. Aircraft do not necessarily 
have passenger amenities, and contain one or multiple 
large doors for packing cargo. They are sometimes operat-
ed by public passenger airlines to carry cargo or private 
passengers, or by domestic and international armed forces. 
Air cargo transportation is an element of many internation-
al logistic networks. It is important to help manage and 
regulate the flow of goods, energy and information. They 
also help to maintain the transition of resources like prod-
ucts, services, and people. They do this by traveling from 
where things are produced to the marketplace. Logistics 
involve the geographical transposition of raw materials, 
work in process, and inventories that have been completed. 

Keywords: fixed-wing aircraft 
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17. Truck Driver Shortage: An Issue Across the United 
States Transportation Industry 

Ayanna Lyons                                                        
Laquinte Hill                                                                                
Jeffery Fleming                                                                        
Faculty Advisor: Dr. Amit Arora 

A shortage of truck drivers is an issue across the transpor-
tation industry in the United States due to the exponential 
growth of commercial transactions conducted electronical-
ly on the Internet. The trucking industry has been signifi-
cantly affected by this deficiency in resources. This re-
search focuses on different aspects of logistics of the trans-
portation industry. The logistics of transportation manage-
ment are directly affected because trucks and their drivers 
have a great effect on the supply chain because trucks are 
still a main form of transportation for a majority of compa-
nies. Specifically, our research assesses businesses that 
have found the truck driver shortage an inconvenience to 
their companies, and how they have addressed the issues to 
effectively address the shortage.   
 

Keywords: truck driver shortage; logistics; truck deliver-
ies; fleet operators; supply chain; lorry drivers; freight; 
goods vehicles; E-commerce 

 
18. Logistics and Management of Cold Storage Supply 
Chains  
 

Jocelyn Salamanca                                                                  
James Clipper                                                                    
Yazeed Alshahrani                                                                    
Hassan Rashid Alkhater                                                            
Faculty Advisor: Dr. Amit Arora 

Cold storage supply chain management and logistics differ 
from company to company as well as by region. Cold stor-
age has multiple components. This includes management, 
technology, sustainability, regulations and business aspects 
that many do not consider. The process of cold storage is a 
complex process. This step in any business is crucial in 
order to keep the company moving. Cold storage has many 
stages, and this paper will explore the importance of each 
stage. The purpose of this research is to understand the 
logistics, which include people, facilities and  suppliers. 
The following questions will be addressed in this paper: 
 

What is the best way to handle cold storage situations with 
perishable goods? 

How can the government or business help regulate issues? 

What is the best kind of technology businesses can use to 
better cold storage situations? 
 

Keywords: cold storage, technology, sustainability, regula-

tions, logistics   
 

19. S.T.A.R.A.  (Smart, Technology, Artificial Intelli-
gence, Robotics, Algorithms) Awareness and the Fu-
ture Workplace  

Tyjuane Hodge  
Scarlett Ojeda Geldres  
Kiyonna Henry  
Shavon Sharpe  
Faculty Advisor: Dr. Nazha Gali  
 

The purpose of our research paper is to explain how artifi-

cial intelligence is affecting humans in the workforce. 

Computer systems now perform tasks that once required 

human intelligence, such as visual perception, speech 

recognition, decision-making, and translation between lan-

guages. The research paper will examine how employees 

view their future occupations and careers in this altering 

ecosphere. The paper will also concentrate on a current 

study highlighting how smart technology, artificial intelli-

gence, robotics, and algorithms (STARA) are perceived 

with regards to employees’ jobs and their job security. 

Keywords: smart technology, artificial intelligence, robot-
ics, organizational commitment, career satisfaction, turno-
ver intentions, human interaction 

20. The Path-Dependence of Reputation Repair                               
 

Maya Gillett 
Ashley Brown  
Walied Althunaian 
Faculty Advisor: Dr. Nazha Gali  

Our study examines how shareholders of a company inter-

pret a socially desirable action taken by firms with a dam-

aged corporate reputation status. We test theoretical pre-

dictions of our path-dependent model of reputation repair 

using a sample of Chinese firms that were sanctioned for 

securities fraud and subsequently made donations to the 

2008 Sichuan earthquake relief funds. We find that share-

holders’ path‐dependent judgments of fraud‐tainted firms 

constitute a major obstacle that constrains the effectiveness 

of reputation repair. Shareholders evaluate donations made 

by fraud‐tainted firms less positively than those made by 

firms that have not been sanctioned for fraud.  

Keywords: path dependence, reputation repair, pre-fraud, 

post-fraud, corporate philanthropy  
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21. Narcissistic Leadership and Charisma in the Work-
place 
 
Jehad Almutairi  
Marcus Mottley  
Chatan “JT” Rathod  
Faculty Advisor: Dr. Nazha Gali  
 
Grandiose narcissism has been affiliated with negative 

consequences and the research predicts adverse leadership 

behaviors. Our research will focus on leader narcissism, 

attributed charisma, and voter choice. The research re-

vealed that narcissism was negatively related to attributed 

charisma and voter choice. Furthermore, attributed charis-

ma has a mediating effect on the relationship between nar-

cissism and vote choice. Value congruence (sticking to the 

end with your stated values) positively moderated the rela-

tionship between attributed charisma and voter choice. The 

study pertains to the relationship between perceived leader 

narcissism and attributed charisma, and showcases attribut-

ed charisma as an overriding potent factor in conceptualiz-

ing leader selection. 

Keywords: grandiose narcissism, charisma, value congru-
ence 
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