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1. [bookmark: _nw0msnw9xs3h]Abstract
[bookmark: _g69ssk2bnbag]Title: 

Optimising Hong Kong's STEAM Education Market: A Study of Parental Choices in AI-Integrated Programs

[bookmark: _8nwhh0wss49e]The problem under Investigation:

This study explores the complex factors influencing parental decision-making in Hong Kong's STEAM (Science, Technology, Engineering, Arts, and Mathematics) education sector, with a specific focus on programs incorporating Artificial Intelligence (AI). The research aims to address the knowledge gap regarding factors driving parental choices and their implications for market optimisation in the AI-enhanced STEAM education sector.

[bookmark: _vwjpg9ox0mfk]Research Purpose Statement:

The main goal of this research is to examine the factors that influence how parents make decisions when choosing AI-integrated STEAM extracurricular activities for their children in Hong Kong. It also aims to identify important aspects of market optimization that can improve the attractiveness and effectiveness of these programs. The study aims to offer valuable suggestions for education providers and policymakers to enhance the design, promotion, and accessibility of AI-enhanced STEAM extracurricular activities.



[bookmark: _5at7k8n5ww4u]Participant Information:

The study will involve a diverse group of parents whose children are enrolled in various AI-integrated STEAM extracurricular programs across Hong Kong. Participants will be carefully chosen to ensure a diverse representation of various socioeconomic backgrounds, educational levels, and cultural contexts.


[bookmark: _huad5xctk96w]Essential Features of the Study Design, Approach, and Methods:

The research adopts a pragmatic framework, integrating both quantitative and qualitative methodologies:

1. Quantitative Methods: Extensive surveys will collect data on parental preferences, behaviours, and attitudes towards AI-enhanced STEAM extracurricular activities.
2. Qualitative Methods: In-depth interviews with parents and case studies of specific AI-integrated STEAM programs will provide insights into decision-making processes and program effectiveness.
3. Mixed-Methods Integration: Combining quantitative and qualitative data will ensure a comprehensive analysis of the market and inform targeted interventions and strategies.



[bookmark: _ojdpt8de2naq]Significance of the Study:

This research is significant for several reasons:
1. It will enhance AI-integrated STEAM education by aligning programs with parental expectations and needs.
2. The study will enable market optimisation for education providers, improving competitive positioning and enrolment in AI-enhanced STEAM programs.
3. It will provide actionable policy recommendations to improve the accessibility and quality of AI-integrated STEAM extracurricular programs.
4. The research contributes to academic knowledge in education management, consumer behaviour, and market optimisation, with a focus on AI in education.
5. The research's practical applications will benefit various stakeholders by enhancing overall educational experiences in Hong Kong's AI-integrated STEAM sector.

[bookmark: _hj8rlinqmz6o]Limitations in the Qualitative Approach:

While the qualitative approach offers deep insights, limitations include potential subjectivity, challenges in generalizability, resource-intensive nature, and the need for careful data interpretation.
[bookmark: _4w04sewl5mee]
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[bookmark: _yr7fmmvtw3n0]2. Literature Review
[bookmark: _ex3ui715t356]2.1 Summary of the Concepts and Theories

The extracurricular activities industry faces unique challenges in sales and marketing, particularly when it comes to parental decision-making. This study examines the challenges and factors influencing parents' choices for their children's extracurricular programs.

By examining parental consumer behaviour, the research strives to offer crucial insights to organisations operating in this competitive sector. The findings are expected to guide the refinement of marketing approaches and sales techniques, ultimately leading to the following:

1. Improved customer satisfaction
2. More effective achievement of organisational goals
3. Enhanced competitiveness in the evolving extracurricular activities market

This exploration aims to equip businesses with the knowledge needed to navigate the complexities of parental preferences and decision-making processes, thereby fostering growth and success in this dynamic industry.

The main areas of exploration include:
1. Understanding Consumer Behaviour
2. Market Segmentation Analysis 
3. Branding and Positioning Strategies
4. Assessment of Marketing Communications
5. Evaluation of Pricing Strategies
6. Focus on Customer Relationship Management
7. Competitive Analysis Review
[bookmark: _dga1aep8snnt]2.1.1 Understanding Consumer Behaviour
This study aims to explore the complex interplay of factors shaping parental decisions regarding children's extracurricular programs. It examines the psychological, social, and cultural influences, as well as perceived value, that guide these choices. The study investigates parental aspirations and benchmarks, educational perspectives, personality traits, and the emotional components driving decisions. It also investigates societal and cultural impacts, including customs and status-seeking behaviour. The study analyses the decision-making process, including information gathering, evaluation criteria, and family dynamics influencing choices.

[bookmark: _ptwa1ojal2n8]2.1.2 Market Segmentation Analysis 
Market segmentation is a useful approach. By dividing parents into groups based on demographics, psychographics, and behaviours, providers can gain important insights. This approach helps understand how factors like age, family income, education level, lifestyle, and usage patterns influence parental choices.

It is important for activity providers to understand these differences so that they can customise their offerings to meet the specific needs of different groups, focus on smaller, specialised segments, create custom programs and marketing strategies, and adjust pricing and promotions to fit the characteristics of different segments. Effective segmentation is crucial for improving customer engagement and strengthening an organisation's competitiveness in this changing market. 

[bookmark: _j4xqr9k9oq89]

[bookmark: _x8rye8kg5d5f]2.1.3 Branding and Positioning Strategies
The good branding strategies are crucial for capturing the attention of parents. A strong brand with a unique identity can enhance perceived value by building trust and establishing a positive reputation among the target audience. The core of successful positioning involves identifying distinctive opportunities to differentiate one's offerings from competitors by addressing the specific needs of the customer base.

Moreover, developing brand equity plays a crucial role in fostering customer loyalty. This is achieved through the creation of emotional connections, the provision of positive experiences, and the maintenance of consistent brand communication. Providers can gain a competitive advantage in both attracting new students and retaining existing ones.

[bookmark: _lbf5wgq6e7ae]2.1.4 Assessment of Marketing Communications
The role of marketing communications in influencing parental decisions about extracurricular activities is essential. The study examines the effectiveness of various communication methods across different regions and demographics, including both traditional and digital strategies. It investigates the impact of television, radio, and print advertising, as well as websites, social media, and email marketing. It also considers the influence of word-of-mouth recommendations and online reviews from other parents.

By analysing different aspects of marketing communications, the study provides insights into effectively reaching and influencing parents in their selection of extracurricular activities. This understanding can help providers craft messages that resonate with parents, potentially improving their market presence and program enrollment.

[bookmark: _ar9fkpd6frsk]

[bookmark: _spp1w1g7rh6j]2.1.5 Evaluation of Pricing Strategies
The study examines pricing strategies for extracurricular activities, reviewing models such as hourly rates, monthly fees, and package deals. It explores dynamic pricing based on demand and seasonality, pricing tiers for various budgets, and how pricing affects perceptions of quality and value. The study also considers non-price factors like convenience and reputation in parental decision-making.

The study investigates discount strategies for price-sensitive parents, activity bundling, and tiered pricing options for different engagement levels. By analysing these approaches, the study aims to provide insights into effective pricing strategies for extracurricular activity providers. These findings can inform pricing decisions to improve market positioning, customer satisfaction, and financial performance.

[bookmark: _pgrafppaepow]2.1.6 Focus on Customer Relationship Management
Customer Relationship Management (CRM) is essential in developing lasting connections with clients in the sector of extracurricular activities. It focuses on building trust, fostering open communication, and creating emotional bonds that enhance long-term loyalty and advocacy. CRM strategies use customer data to personalise interactions and tailor offerings. They also implement feedback mechanisms to assess satisfaction and identify areas for improvement.

Retention strategies, including loyalty programs and ongoing engagement initiatives, are key components of CRM. When effectively implemented, these approaches improve customer satisfaction, engagement, and retention, driving business growth and profitability. A comprehensive CRM approach addresses all stages of the customer lifecycle, creating enduring value and mutually beneficial relationships. It enables providers to understand their clients better and respond to changing preferences. 



[bookmark: _45mvbldeucyh]2.1.7 Competitive Analysis Review
A comprehensive competitive analysis is crucial for success in the extracurricular activities market. This process involves identifying direct and indirect competitors, evaluating their strengths, weaknesses, and market positioning, conducting market research, studying industry reports and competitor websites, and analysing customer feedback.

To differentiate offerings, providers must identify gaps in the competitive landscape, create unique value propositions, continuously monitor competitors and adapt to changes. Michael Porter's value chain model offers a valuable framework for analysing value creation. This analytical approach enables organisations to understand their market position, identify opportunities for differentiation, and develop effective strategies. By integrating Porter's value chain model, providers can pinpoint areas where they can create unique value for customers, potentially leading to sustainable competitive advantages.






[bookmark: _mjwo7gdtymxg]2.2 Major Concepts and Theories in the Existing Literature
[bookmark: _on15hel7t0qh]2.2.1 Consumer Behavior
Consumer decision-making is a complex process influenced by various internal and external factors. Many studies have explored how characteristics of the task, individual differences, and environmental factors affect purchasing behaviour. In 1983, Punj and Stewart suggested a framework that emphasised the importance of examining both task and individual variables to better predict consumer behaviour outcomes. Their research argued that considering the interaction effects between these variables could provide a more comprehensive explanation of the variance in consumer decision-making compared to examining single factors alone. Although empirical demonstrations of such interactions were relatively uncommon at the time, their work laid the foundation for future research in this area. Punj and Stewart's classification of task dimensions, including factors like importance and perceived risk, helped consolidate existing knowledge. However, their framework also highlighted areas needing further investigation, such as the role of cooperation in group decision-making.

Hoyer and Cobb-Walgren (1988) proposed that decision processes vary across product categories due to differing task environments, with product involvement serving as a moderating variable. Their empirical study showed that consumers allocate more attention to product attributes and employ more comprehensive decision-making processes when dealing with high-involvement products compared to low-involvement alternatives. The study emphasised the context-dependent nature of consumer decision-making and the importance of considering product-specific factors in analysing and predicting consumer behaviour.

Recent research by Poplavskaya et al. (2018) focused on how cultural factors and parental orientations influence decision-making regarding extracurricular activities for children in Russia. The study found that Russian parents rely heavily on personal networks for information and that cultural capital plays a significant role in decision-making. The research suggests that a nuanced, culturally sensitive approach is needed to understand consumer behaviour in educational and extracurricular choices. The findings have implications for marketing strategies and policy interventions in this area.
[bookmark: _c2z9uvkqnhu4]2.2.2 Market Segmentation
Market segmentation represents a critical strategic approach for providers of extracurricular activities seeking to engage diverse groups of parents and children effectively. While marketing initiatives may present a more readily implementable option compared to substantive curricular modifications, recent research by Greaves et al. (2023) suggests that an overemphasis on marketing efforts without concurrent program improvements may prove ineffective in fostering meaningful engagement and satisfaction among participants. This finding underscores the importance of a balanced approach that integrates both marketing strategies and tangible enhancements to program quality.

Advanced conjoint analysis represents a sophisticated methodological approach for elucidating the complex interplay of attributes that influence consumer decision-making processes. This analytical technique, as expounded by Green and Krieger (1991), facilitates the decomposition of consumer preferences into constituent parts, thereby enabling researchers and practitioners to ascertain the relative importance and utility of individual product or service attributes. The application of conjoint analysis in the context of extracurricular activities offers providers an understanding of how various features and characteristics contribute to overall consumer choice.

Market segmentation is an essential strategic tool for addressing varied consumer needs, boosting competitiveness, and enhancing brand awareness, loyalty, and communication. When implemented effectively, this approach forms the basis for successful targeting and helps in gaining a deeper understanding of consumer relationships. According to Singh (2013), activity providers can enhance their targeting efforts by utilising the inherent benefits of market segmentation.

Kara and Kaynak (1997) argue that well-developed segmentation strategies improve customer retention by offering tailored products at scale, surpassing traditional marketing methods. Although the initial implementation may lead to higher costs, the overall marketing efficiency achieved through segmentation can exceed that of competitors who stick to conventional approaches.
[bookmark: _nhsxx4fahu79]2.2.3 Branding and Positioning
Establishing solid and unique brands in extracurricular activities is crucial, as these brands significantly impact parental decision-making. Aaker (1996) suggests that activity providers can better justify investments in brand development by conducting thorough assessments of brand strength, which should include financial and asset-centric perspectives, such as brand recognition and perceived quality.

Parental decision-making in this context is often influenced by the values and beliefs associated with extracurricular activity brands. While earlier models focused primarily on skill development, Baalbaki (2012) introduces a novel framework that highlights brand dimensions deemed vital to brand equity by consumers, including quality, preference, social influence, sustainability, and leadership. This framework suggests that providers should align their brand identity and communication strategies with parental aspirations for child development.

The development of strong brands in the extracurricular activities sector requires a multifaceted approach that considers financial metrics, consumer perceptions, and emotional connections. By leveraging these insights, providers can create more compelling brand propositions that resonate with parents and contribute to long-term success in this competitive market.

[bookmark: _93cisc7g6q0e]

[bookmark: _j7b81cxnwcxu]2.2.4 Marketing Communications
Contemporary marketing strategies for reaching and influencing parents are evolving beyond traditional advertising methods as consumers increasingly engage in online information exchange. This shift underscores the growing significance of digital strategy and word-of-mouth marketing in parental decision-making processes.

Empirical research demonstrates that the pervasive adoption of social media platforms presents a substantial opportunity for businesses to connect with parents. Studies indicate that disseminating additional product information via social networks can amplify the impact on purchasing decisions, with many consumers acknowledging the influence of these platforms in their decision-making processes (Bashar et al., 2012).

Gilmore et al. (2007) emphasise the critical role of websites in establishing a robust online presence for businesses. The authors argue that fully utilising e-marketing is especially important for small-to-medium enterprises. Negotiate et al. (2018) corroborate this perspective, finding that many surveyed firms consider an informative website necessary for gaining a competitive advantage.

The influence of close social ties on parental decisions is particularly noteworthy. Brown and Reingen (1987) observed that individuals within closely connected social networks tend to favour similar brands across various product categories. Additionally, Hennig-Thurau et al. (2004) identified both intrinsic factors, such as the altruistic desire to assist others, and extrinsic incentives as critical drivers of electronic word-of-mouth.

In conclusion, the effective utilisation of digital platforms and word-of-mouth referral systems represents a significant opportunity for activity providers to attract, engage, and retain parents. Refined social media strategies, informative websites, and relationship-building initiatives are integral to enhancing competitive advantages in this evolving marketplace. This multifaceted approach to digital marketing aligns with contemporary consumer behaviour and offers a pathway to more effective parental engagement and decision influence.

[bookmark: _7sgysgah94oa]2.2.5 Pricing Strategies
Educational institutions offering extracurricular activities must supplement effective pricing strategies to attract students and increase enrollment. The choice of pricing models and promotional techniques can significantly influence how parents perceive the value of the programs and ultimately affect their decisions about enrolling their children.

Darke and Chung (2005) explain the complex relationship between pricing strategies and perceived quality in the context of educational services. Their findings suggest that offering discounts may only sometimes be effective in addressing concerns about quality, especially if there are no explicit quality assurances. However, presenting promotional offers as gifts rather than discounts can maintain perceptions of quality while also enhancing the perceived value.

This more profound understanding of pricing psychology highlights the importance of carefully planned pricing and promotional strategies in the educational sector. It indicates that institutions need to balance the appeal of cost-effectiveness with maintaining the perceived quality of their programs in order to optimise enrollment.

[bookmark: _n8pudhixhvtg]2.2.6 Customer Relationship Management
Establishing robust parental relationships is paramount for organisations offering extracurricular activities to ensure long-term loyalty and advocacy. Research indicates that non-monetary factors, including attitude, expectation fulfilment, communication, customisation, and recognition, play a pivotal role in effective customer relationship management (CRM), complementing traditional metrics such as satisfaction and retention (Jain & Dhar, 2003).

In the contemporary landscape of personalised customer experiences, the integration of customer data with advanced technologies like big data presents significant opportunities for enhancing CRM strategies (Ansari et al., 2019). This approach facilitates the delivery of tailored notifications, marketing initiatives, and services customised to individual parents. Moreover, it enables the identification of patterns in parental behaviour and connections across various touchpoints, thereby informing decision-making processes.
However, Calma and Dickson-Deane (2020) alert against an excessive focus on parental satisfaction at the expense of educational quality. They argue that quality education should prioritise students' long-term development over short-term satisfaction. The authors support parental involvement in service design to promote accountability and positive outcomes.

In conclusion, the successful implementation of CRM in extracurricular activities requires an approach that leverages technology, emphasises personalisation, and maintains a steadfast commitment to educational quality. This multifaceted strategy has the potential to foster enduring relationships with parents while ensuring the delivery of high-quality educational experiences for students.
[bookmark: _i69zat7mmwdm]2.2.7 Competitive Analysis
An analysis of competitors in the extracurricular activities sector reveals significant challenges, particularly in enhancing social engagement regarding feedback mechanisms and strengthening presence across social media platforms. While the majority of quality control literature has focused on manufacturing, the relationship between total quality management (TQM) practices and innovation remains to be conclusive (Bon & Mustafa, 2013). The application of TQM principles in service industries may stay the same due to the heightened emphasis on customer satisfaction and human-centric approaches.

Li and Netessine (2012) demonstrate that in the context of online consumer behaviour, competitiveness is more accurately determined through collective customer judgments rather than managerial perspectives. It underscores the importance of effectively communicating distinctive strengths, such as quality, and achieving meaningful differentiation (Krzyżanowska & Tkaczyk, 2012).

Given the competitive nature of the extracurricular activities market, periodic reassessments using diverse analytical perspectives to identify current and future competitive challenges transcending initial assumptions are imperative. Enhancing competitiveness necessitates cultivating excellence, fostering innovation, and demonstrating adaptability to evolving customer preferences.
[bookmark: _wba76hnvyjb]2.3 Research Gaps in the Literature
The literature has addressed various factors that influence parental selection of extracurricular activities. However, more research specifically focusing on how parents make decisions about AI-enhanced STEAM-related activities is needed. With the increasing emphasis on fostering science, technology, engineering, and math skills in the workforce, further investigation is warranted to comprehend the distinctive factors that steer parental enrollment decisions in these crucial activities.

The dynamic competitive landscape in Hong Kong necessitates in-depth exploration. Qualitative case studies examining real-world segmentation, positioning, branding, and competitive differentiation strategies employed by various providers could yield practical insights. Moreover, the growing influence of digital technologies on parental information sources and promotional touchpoints beyond traditional media merits consideration, encompassing the exploration of novel channels and applications for effective parental engagement.
Addressing these research gaps through mixed-method empirical studies focused on AI-enhanced STEAM extracurricular decision-making would significantly contribute to theoretical advancement and facilitate evidence-based optimisation for activity providers in Hong Kong's educational sector. 
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The paper provides a robust theoretical and empirical foundation for understanding the role of market segmentation in improving customer-related outcomes. The authors' balanced discussion of the benefits and challenges of segmentation, grounded in established marketing concepts, makes this an insightful and relevant source for my research on market segmentation and customer satisfaction/retention.



14. Gilmore, A., Carson, D., & Grant, K. (2001). SME marketing in practice. Marketing Intelligence & Planning, 19(1), 6-11.

This paper explores how small and medium-sized enterprises (SMEs) engage in marketing through networking activities rather than conventional marketing approaches. The researchers conducted in-depth interviews with 45 SME owner-managers in Northern Ireland and Australia. The findings demonstrate that SME owner-managers extensively use various forms of networks, such as personal, social, business, industry and marketing networks, as a key approach to their marketing activities. 

The study provides valuable insights into how SMEs leverage their networks for marketing purposes. The qualitative, empirical approach is appropriate for exploring the nuanced realities of SME marketing practices.

15. Gilmore, A., Gallagher, D., & Henry, S. (2007). E-marketing and SMEs: operational lessons for the future. European Business Review, 19(3), 234-247.

This paper examines the impact of the Internet and e-marketing on SMEs in a regional economy. The researchers conducted in-depth interviews with SME marketing managers to explore the barriers, implementation issues, and consequences of adopting e-marketing. The findings reveal that while SMEs have continued using the Internet since 2000, they still need to utilise their full potential due to their inherent characteristics, such as limited resources and expertise. The study provides valuable insights into the persistent challenges SMEs face in leveraging the benefits of e-marketing, which is relevant to understanding SME marketing in a regional context. 

This peer-reviewed journal article provides relevant insights into SMEs' use of e-marketing in a regional context. The qualitative methodology allowed for an in-depth exploration of the issues faced by SMEs. I can draw on the barriers, implementation issues, and consequences identified in this study to support my arguments.

16. Green, P. E., & Krieger, A. M. (1991). Segmenting markets with conjoint analysis. Journal of Marketing, 55(4), 20-31.

This paper provides a practical guide to the use of conjoint analysis, a widely employed market research technique for understanding consumer preferences and decision-making. The authors outline the key steps involved, from experimental design and data collection to estimation and interpretation of results. 

This source offers valuable insights that could inform my research on consumer behaviour. The paper's clear explanations and practical considerations may help me better understand this widely used market research tool and consider how similar techniques could be applied in my work.

17. Greaves, E., Wilson, D., & Nairn, A. (2023). Marketing and school choice: A systematic literature review. Review of Educational Research, 93(6), 825-861.

This paper systematically reviews the literature on the marketing activities of primary and secondary schools worldwide. The researchers found that schools deploy a range of marketing techniques, with the intensity directly correlated to local competition and their position in the hierarchy. The marketing activities often do not involve substantive curricular change and may contribute to social division through targeting or deceptive practices. The review highlights the need for further research to understand the motivations and effects of school marketing, particularly in relation to inequalities of access.

The review is a comprehensive, peer-reviewed study by experienced academics. It provides a well-grounded synthesis of the existing evidence, acknowledging geographical gaps and limitations. The findings are convincing and highly relevant to my study on parental decision-making and market optimisation in the STEAM education sector. The review will be a valuable resource for contextualising and framing my work on understanding the role of marketing in shaping educational opportunities and outcomes.

18. Green, P. E., & Krieger, A. M. (1991). Segmenting markets with conjoint analysis. Journal of Marketing, 55(4), 20-31.

This paper discusses the use of conjoint analysis for market segmentation. The authors explain how conjoint analysis can identify meaningful market segments by examining consumer preferences and trade-offs. The findings demonstrate the effectiveness of conjoint analysis in segmenting markets and developing targeted marketing strategies.

This peer-reviewed journal article provides valuable insights into the practical application of conjoint analysis for market segmentation. The study presents a robust methodological approach that could be highly relevant to my research on understanding parental decision-making in the STEM education market. I would likely use this source to support arguments about the importance of employing advanced analytical techniques to uncover meaningful market insights.



19. Grönroos, C. (1994). From marketing mix to relationship marketing: Towards a paradigm shift in marketing. Management Decision, 32(2), 4-20.

This paper proposes a shift from the traditional marketing mix approach to a relationship marketing framework, emphasising the importance of building long-term, mutually beneficial relationships with customers. The author outlines the key characteristics of the relationship marketing approach, including its focus on customer retention, service quality, and interactive communication.

The emphasis on fostering long-term relationships and enhancing service quality resonates with the core objectives of my study, which aims to identify factors influencing parental choices and provide actionable recommendations for education providers. 



20. Hardesty, D.M., & Bearden, W.O. (2003). Consumer evaluations of different promotion types and price presentations: the moderating role of promotional benefit level. Journal of Retailing, 79(1), 17-25.

This paper examines how consumers evaluate price discounts versus bonus packs and how price presentation (dollars vs percentages) affects these evaluations, depending on the level of promotional benefit. The study provides valuable theoretical and practical insights into consumer information processing and decision-making regarding different promotion strategies.

This study provides a theoretical rationale and empirical support for understanding how consumers process and evaluate different promotion types and price presentations across varying levels of promotional benefit. It makes a valuable contribution to the literature on consumer response to sales promotions. The findings can help me better understand how to make effective promotional decisions.

21. Hammond, K., Ehrenberg, A. S. C., & Goodhardt, G. J. (n.d.). Market segmentation for competitive brands.

This paper examines the extent to which brand segmentation occurs in the market. The authors analysed consumer panel data across over 20 grocery product categories in four countries to explore whether brands that are broadly similar and competitive are bought by identifiably different consumer segments. The key finding is that the consumer profiles of competitive brands differ little in terms of commonly-used classification measures such as socio-demographic characteristics. 

This is a robust, peer-reviewed study that provides valuable empirical evidence challenging the assumption that segmentation is a straightforward marketing strategy. The authors' interpretation of the results and discussion of the managerial implications are insightful and relevant to my study.

22. Herold, K., Tarkiainen, A., and Sundqvist, S. (2016). How the Source of Word-of-Mouth Influences Information Processing in the Formation of Brand Attitudes. Forthcoming in Journal of Marketing for Higher Education, 26(1).

This paper examines how the source of word-of-mouth (WOM) affects information processing and the formation of brand attitudes in a high-involvement service context. The authors find that when the WOM source is a strong tie, consumers engage in more effortful processing, leading to stronger brand attitudes. 

This research can offer valuable theoretical and empirical support for my study. The insights into the role of WOM sources in information processing and brand attitude formation can help me better understand the core concepts.

23. Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word-of-mouth via consumer-opinion platforms: What motivates consumers to articulate themselves on the Internet?. Journal of interactive marketing, 18(1), 38-52.

This study examines the key drivers that motivate consumers to engage in electronic word-of-mouth (eWOM) on consumer-opinion platforms. The authors develop a conceptual model based on social exchange theory. The multi-method approach provides robust insights into why consumers choose to share their opinions online. 

This study advances the understanding of the psychological and social factors that influence consumers' engagement in electronic word-of-mouth communication. The findings and the conceptual model provide a valuable framework for my research on the role of social media in the dissemination of marketing messages.




24. Hoxby, C. M. (2003). Innovation in education markets: Theory and evidence on the impact of competition and choice in charter schools. Harvard University. 

This paper examines the theoretical and empirical evidence on how competition and school choice through charter schools can drive innovation and improve educational outcomes. It highlights the importance of considering contextual factors when evaluating the influence of competition and choice in education markets.

This research addresses the key issues of interest regarding the potential benefits and challenges of competition and choice in the education sector. It provides a solid foundation for understanding the complex dynamics at play in education markets and their implications for innovation and student outcomes.

25. Hoyer, W. D., & Cobb-Walgren, C. J. (1988). Consumer Decision Making Across Product Categories: The Influence of Task Environment: ABSTRACT. Psychology & Marketing (1986-1998), 5(1), 45.

This paper examines how consumer decision-making processes vary across product categories due to differences in task environments. The authors propose that factors such as product involvement can modulate the influence of individual traits on information search, evaluation, and choice strategies. The key findings are that individuals allocate more attention to attributes and employ more comprehensive decision processes for high-involvement products compared to low-involvement options. 

The findings have important implications for understanding the contingencies that impact consumer decision-making. This study lays the groundwork for further investigation into the complex interplay between situational and personal determinants of consumer choice. 



26. Hu, H.-H., Parsa, H. G., & Khan, M. (2006). Effectiveness of price discount levels and formats in service industries. Journal of Services Research, 6 (Special Issue), 67-90.

This paper examines how consumers perceive and respond to different price discount formats (dollar off vs. percentage off) and levels in the service industry. The researchers found that consumer perceptions of discount formats and levels vary depending on the service level. The study provides valuable insights into the nuanced role of price promotions in the service context, which can inform the marketing strategies of service providers.

The study is relevant to my research on price-based promotions in the service industry. It sheds light on the critical interplay between discount formats, discount levels, and service quality perceptions, which I can use to substantiate my arguments.

27. Jain, R., Jain, S., & Dhar, U. (2003). Measuring customer relationship management. Journal of Services Research, 2(2), 97-109.

This paper explores the essential determinants of effective customer relationship management (CRM) in the service industry. The researchers identified ten critical factors. This study provides valuable insights for service organisations seeking to develop more effective CRM strategies. 

The study is relevant to my research as it explores the factors that contribute to the effectiveness of CRM programs, which is a crucial aspect of my research on customer engagement strategies. The findings can be used to inform the development of a measurement tool for assessing the effectiveness of CRM programs.




28. Junaris, I. (2022). Pricing Strategy for Educational Services. Volume 5 Number 4 June 2022, 925–933.

This paper discusses the different approaches and techniques for determining pricing for educational services. The author outlines three main approaches: pricing based on costs, pricing based on competition, and pricing based on the value provided to customers. This study can directly inform the development of pricing strategies for educational services.

This study can inform my research on pricing strategies for educational services. The theoretical concepts and practical techniques discussed will be valuable in developing my pricing approach and supporting my arguments.

29. Kara, A., & Kaynak, E. (1997). Markets of a single customer: exploiting conceptual developments in market segmentation. European Journal of Marketing, 31(11/12), 873-895.

This paper examines the recent advancements in market segmentation, including concepts like niche marketing, database marketing, micro marketing, relationship marketing, and mass customisation. The authors argue that these approaches share the common goal of satisfying individual consumers' unique needs and wants efficiently. They introduce the concept of "finer segmentation" (FS) as the ultimate level of market differentiation, where markets are assumed to be perfectly heterogeneous, and customised products are delivered on a mass basis. The paper provides a comprehensive review of segmentation-related concepts and develops research propositions and hypotheses related to FS, outlining future research directions.

The paper is a well-researched conceptual work by experienced marketing scholars. While it does not present empirical data, the ideas and frameworks proposed can inform personalised marketing strategies. The implications for practice could be explored further, but the paper offers a valuable synthesis of the advancements in market segmentation theory.

30. Keller, K. L. (1993). Conceptualising, measuring, and managing customer-based brand equity." Journal of marketing 57(1): 1.

This paper provides a comprehensive overview of the conceptualisation, measurement, and management of customer-based brand equity (CBBE). The author defines CBBE and discusses the different perspectives from which it can be viewed. The CBBE framework consists of five key dimensions: brand awareness, brand associations, perceived quality, brand loyalty, and other proprietary brand assets. 

The author's discussion of measurement approaches and brand management strategies provides a comprehensive and practical perspective. The paper is well-grounded in theory and research. This source is relevant and applicable to my research, as it offers a solid foundation for understanding the critical dimensions and management of brand equity.


31. Krzyżanowska, M. and Tkaczyk, J. (2011). Competitive landscape of the educational market: A managerial perspective. SSRN Electronic Journal.

This paper examines how managers of non-public educational institutions in Poland perceive competition. The researchers conducted a qualitative study to gain insights into managerial perceptions. The findings reveal that while managers need help to identify their competitors clearly, they paradoxically try to differentiate their schools. 

The study offers nuanced perspectives on how managers in the education sector view competition. The findings could be relevant to my research on how educational institutions navigate competitive pressures. This source is significant because it provides an empirical examination of how managers in the educational sector perceive competition, which is a crucial element of positioning strategy. 



32. Li, J., & Netessine, S. (2012). Who are my Competitors? Let the Customer Decide.

This paper proposes a customer-centric approach to identifying competitors in the hotel industry using online search and clickstream data. The study suggests that the traditional ways of defining competition sets based on rules of thumb or price matching need to be revised. The authors demonstrate the value of leveraging customer data to understand better networked competition, an approach that can be applied across various industries.

This research is relevant to my study, as it provides a way to identify competitors from the customer perspective, which is crucial for developing effective pricing and marketing strategies. 

33. Milner, R., & Furnham, A. (2017). Measuring Customer Feedback, Response and Satisfaction. Psychology, 8, 350-362.

This paper examines various questionnaires used to measure customer satisfaction with services. The authors discuss three standard scales - SERVQUAL, RSQS, and SERV-OR - and compare their dimensions and psychometric properties.

The study provides a comprehensive review of the key customer satisfaction measurement scales, drawing on a wide range of literature. It offers a critical assessment of these scales' strengths and limitations and provides clear recommendations for future research and practice in this area. This article is relevant to my study on measuring customer satisfaction. 




34. Negoit,a, O.D., Purcarea, A.A., Popescu, M., Niculescu, A., & Coman, C.N. (2018). Digital Marketing Tools Used by Companies. FAIMA Business & Management Journal, 6(4), 66-75.

This study investigates the use of digital marketing tools by IT&C companies in Bucharest, Romania. The researchers found that 95% of respondents use digital marketing channels, with the website being the predominant channel where the largest share of the marketing budget is allocated. The authors also discovered that the use of the website influences the achievement of a competitive advantage for these companies.

This peer-reviewed study provides valuable insights into the digital marketing practices of IT&C companies in Romania. The findings are relevant to my research and can support my arguments. 

35. Palazon, M., & Delgado-Ballester, E. (2009). Effectiveness of price discounts and premium promotions. Psychology & Marketing, 26(12), 1108-1129.

This paper explores the interaction effect between promotional benefit level and promotion type on consumer perceived value, buying intention, and search intention. The authors found that at high benefit levels, price discounts are more effective than premiums, while the opposite occurs at low benefit levels. The findings offer valuable insights for managers on how to use different promotional tools effectively depending on the benefit level.

The findings contribute to the academic understanding of consumer information processing in response to different promotional framings. This study is relevant to my research as it explores the comparative effectiveness of price-based versus non-price-based promotions, which can help unpack the core concepts related to promotional effectiveness in my study.



36. Poplavskaya, A., Gruzdev, I., & Petlin, A. (2018). Defining the Problem of Choosing Extracurricular Activities in Russia. Voprosy obrazovaniya / Educational Studies Moscow, 2018(4), 261–281.

This paper examines the challenges Russian parents face when selecting extracurricular activities (ECAs) for their children. The authors conducted interviews with middle- and high-income Moscow parents and analysed survey data to identify key factors shaping ECA choices, including family income, cultural capital, parental education, local infrastructure, and the ability to make informed decisions. The findings suggest that the expanded ECA market has made it difficult for families to navigate the options and evaluate program quality. The authors argue that many government initiatives to promote ECA participation may be ineffective, given the complexities of parental decision-making.

This mixed-methods study provides valuable insights into the ECA selection process in Russia, which differs from the predominantly North American focus of existing research. The authors make a compelling case that policymakers need to understand better parental decision-making to design effective initiatives to improve ECA access and quality.




37. Punj, G. N., & Stewart, D. W. (1983). An Interaction Framework of Consumer Decision Making. Journal of Consumer Research, 10(2), 181–196. 

This paper proposes an interaction framework for consumer decision-making that integrates three research streams: task characteristics, individual differences, and elemental behavioural response analysis. The authors argue that behaviour is a function of task-related variables, individual differences, and their interaction. They present taxonomies of task and individual difference characteristics, providing a common language for describing the person and situation to identify interaction effects. 

The interaction framework offers a more comprehensive understanding of consumer decision-making compared to approaches focusing solely on task or individual factors. It supports the argument that consumer decision-making is a complex process that cannot be fully explained by considering single factors in isolation. The taxonomies and the integrative perspective are highly relevant and significant for the proposed research. 




38. Ramya, N., & Mohamed Ali, S.A. (2016). Factors affecting consumer buying behaviour. International Journal of Applied Research, 2(10), 76-80.

This paper explores the various factors that influence consumer buying behaviour, including internal/psychological factors (motivation and perception), social factors (family, reference groups), cultural factors (culture, subculture), economic factors (income), and personal factors (age, lifestyle). The authors argue that by understanding these complex influences, marketers can develop more effective strategies and marketing messages to better meet the needs of their target consumers. The paper provides a comprehensive overview of the key factors shaping consumer decision-making, shopping habits, and purchasing behaviour.

This is a peer-reviewed journal article written by experienced researchers in the field of consumer behaviour. The authors have drawn on established theories and models, providing a well-structured and insightful analysis. While the paper does not present primary data, the secondary evidence is convincing. The work is highly relevant to my study, as it offers a robust theoretical foundation for understanding the multifaceted nature of consumer behaviour. I can use the evidence and ideas from this paper to support and contextualise my research on the factors shaping consumer decision-making in the extracurricular activities market.




39. Saarijärvi, H., Grönroos, C., & Kuusela, H. (2014). Reverse use of customer data: implications for service-based business models. Journal of Services Marketing, 28(7), 529-537.

This paper explores the implications of using customer data in reverse for service-based business models. The authors suggest that firms can refine customer data into resources that directly support customers' value-creation processes. The authors conclude that the reverse use of customer data represents a new emerging research phenomenon.

The paper provides interesting theoretical ideas about how customer data can be used to support the customer's value-creation process. It is relevant to my research as it highlights new ways of leveraging customer data to enhance service-based business models.



40. Stremersch, S., & Tellis, G. J. (2002). The strategic bundling of products and prices: A new synthesis for marketing. Journal of Marketing, 66(1), 55-72.

This paper presents a comprehensive conceptual framework for the strategic bundling of services and their pricing. The authors examine when and why firms should bundle their services, as well as the optimal pricing strategies. The proposed framework suggests that service bundling can increase customer willingness to pay, reduce costs, and create value through complementarities. 

The paper offers valuable insights into the strategic use of service bundling and pricing, which are applicable to the context of extracurricular activity providers. The conceptual framework and the core concepts discussed inform the development of my research model and hypotheses, particularly regarding the factors that influence the optimal bundling and pricing strategies for extracurricular activities.
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