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ABSTRACT

This research investigates the interactive effects of language and the
identification with American culture on source credibility and, subsequently,
on persuasion among Hispanics. The results revealed that low American
identifiers perceived a higher source expertise and greater positive attitudes
towards brands advertised in English compared to brands advertised in
Spanish.On the other hand, source expertise and attitudes towards the brand
did not vary because of the language used among high American identifiers.
Sources that communicate with code-switching elicited lower expertise
and brand attitudes compared to sources that use English or Spanish. The
study results found no significant effects for source trustworthiness and
attractiveness.

Keywords: source, credibility, persuasion, language, ethnic identification

Efectos del lenguaje en credibilidad y persuasion de la
fuente de informacion entre consumidores bilingiies

RESUMEN

Esta investigacion examina los efectos del lenguaje e identificacién con la cul-
tura estadounidense sobre la credibilidad de la fuente de informacién y per-
suasioén entre hispanos bilingues. Los resultados revelaron que participantes
que no se identifican con la cultura estadounidense perciben que la fuente tie-
ne mas experiencia, y las actitudes son mas positivas hacia las marcas anuncia-
das en inglés comparadas con marcas anunciadas en espafiol. La experiencia
de la fuente y las actitudes no variaron entre participantes que se identifican
altamente con la cultura estadounidense.Las fuentes de informacién que mez-
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Cecitia M. O. ALVAREZ

clan los dos idiomas fueron percibidas menos expertas y las actitudes fueron
menos favorables en comparacién con fuentes que usan inglés o espafiol.
No se reportan efectos significativos para la confiabilidad y el atractivo de la
fuente.

Palabras clave: fuente de informacién, credibilidad, persuasion, lenguaje,
identificacion étnica

Introduction

The idea that judgments we make regarding those we com-
municate with are affected by the language they speak becomes
particularly relevant in the multicultural marketing environment,
where marketing practitioners are forced to make decisions about
the language employed to communicate with bilingual consum-
ers. The prevalence of marketing advertising and stimuli in lan-
guages other than the dominant language, has increased not only
in the United States (Alvarez et al., 2017a), but also in Europe
(Gerritsen et al., 2010; Hornikx et al., 2010), South East Asia (Lin
& Wang, 2016; Lin et al., 2017), and across Latin America (Alva-
rez, 2017b).

Prior research has examined the relative effects of language
choice on brand recall, brand attitudes, and attitudes toward the
advertised product, reporting mixed results. Communication in a
language other than the dominant language has resulted in less
comprehension of the ad content among the general market (Ger-
ritsen et al., 2010), and less favorable ad and brand evaluations
(Pagani et al., 2015) within the target market. On the other hand,
the use of English is likely to gather customers’ attention and be
associated to a perceived image of modernity, sophistication, inter-
nationality, and prestige (Lin & Wang, 2016). However, no prior
research has evaluated the impact that language has on the com-
munication source and the products and brands they endorse.

Whether it is a celebrity endorser, a spokesperson, or an in-
fluencer, advertisers must consider the language that the source
employs to communicate product benefits, as the language will

2 FORUM EMPRESARIAL Vol. 25 | No. 2 | Winter 2020
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become part of the meaning transferred to consumers (McCrack-
en, 1989). Consider Kathy Cano-Murillo, the influencer behind
the Crafty Chica! website, her language choice not only communi-
cates an ethnic affiliation that imbues her blog, but also is likely
to affect consumers judgements about her credibility and conse-
quently her sponsorships (Lou & Yuan, 2019).

Some theoretical and practical questions arise. Are individual’s
judgments of the source credibility, and subsequently of brands
they endorse, affected by the language they chose to communi-
cate with? If so, what language enhances consumers evaluations
of a source credibility among bilingual audiences? Are these ef-
fects moderated? Bergkvist and Zhou (2016) made a call for more
research on the effects of target audience factors on source per-
suasion. This paper will examine target audience identification
with the dominant culture as a possible moderator of the lan-
guage effects on source credibility and persuasion, unlike previ-
ous studies that focused on consumers’ strength of identification
with their culture of origin as an important moderating variable
(Madadi et al., 2020).

The purpose of this article is to make predictions about the ef-
fects of English, Spanish, and code-switching on source credibil-
ity and on persuasion. By doing so, this research will contribute
theoretically not only to our understanding of source effects on
band evaluations, but also this research will contribute to the mar-
keting practice by providing guidelines regarding language use of
spokespersons, celebrity endorsers, and influences in marketing
communications targeted to bilingual audiences.

Conceptual Background

It is a well-accepted notion among sociolinguistic researchers
that language is not only an instrument of communication, but
also a symbol of social and ethnic identity (Grosjean, 1982). As
a communication instrument and as a symbol of group identity,

1 https://craftychica.com/
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language is accompanied by attitudes or judgments towards the
language itself, and attitudes towards language users.

Itis proposed that language associations, as well as their poten-
tial to influence consumers’ responses to the source, depend on
their accessibility during communication processing. Accessibility
represents the likelihood that a judgmental input stored in mem-
ory is retrieved and available for use when rendering a judgment
(Feldman & Lynch, 1988). The basic premise is that a source uti-
lizing Spanish will differ in its persuasive power from that using
English among Hispanic bilinguals because the use of Spanish
enhances the accessibility of their ethnicity and, consequently,
the accessibility of those associations linked to the societal status
of the ethnic group and its language. Although ethnicity is a per-
manent trait determined by one’s ancestors, like any aspect of a
person’s self-identity, its level of accessibility is not constant. For
example, when people describe themselves, they are more likely
to mention their ethnicity when this trait is made more accessible
by their environment (Oyserman et al., 2017). This temporary
surge in the accessibility of a person’s ethnicity has been referred
to as ethnic salience and increases a person’s responsiveness to
ethnic-relevant stimuli (Reed II et al., 2012).

That language serves as a potent cue of its user’s social or eth-
nic identity (Grosjean, 1982; Grosjean, 2010) underscores its
powerful connection to one’s ethnicity. The source language is
an environmental cue that enhances ethnic accessibility among
users of the language (Alvarez et al., 2017a). Processing an en-
dorsed communication in Spanish should temporarily increase
the accessibility of both the Hispanic ethnicity and the associa-
tions attached to this ethnic group.

Attitudes towards the language and the source of the commu-
nication become relevant when individuals from two sets of cul-
tures are in continuous contact and begin an adaptation process.
Under these circumstances, one language becomes the majority
language, frequently associated with economic, cultural, and po-
litical power, and the other language becomes the minority lan-
guage (Grosjean, 1982). Attitudes that individuals hold towards

4 ‘ FORUM EMPRESARIAL Vol.25 | No.2 | Winter 2020
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the language are intertwined with individuals’ stereotypes of the
ethnic group that speaks the language (Alvarez et al., 2017a; Gros-
jean, 1982; Grosjean, 2010; Lambert & Lambert, 1973). Hence,
individuals’ attitudes towards a linguistic behavior or communi-
cation are associated to the cultural symbolism attached to the
corresponding ethnic group.

For example, Lambert and Lambert (1973) examined lan-
guage effects among bilingual Canadians. In their study they
asked two groups of bilingual students, English-dominant and
French-dominant speakers, to listen to recorded voices of English
and French speakers reading the same prose (the voices were of
five perfectly bilingual speakers). The students evaluated the per-
sonality characteristics of each of the speakers. The researchers
assumed that the students would not be able to disregard the lan-
guage spoken, and any differences in personality assigned to the
readers would be attributed to the stereotyped attitudes already
formed towards members of both ethnic groups. As expected, the
English-dominant students evaluated more favorably the English
readers; they were perceived more intelligent, more dependable,
kinder, and more ambitious than the French readers. Unexpect-
edly, the French dominant students evaluated significantly more
favorable the English readers than the French readers on most of
the personality traits (c.f. Lambert & Lambert, 1973). Lambert
and Lambert’s results pointed out two main conclusions. First,
judgments made about the speakers were affected by the lan-
guage they spoke; language was used to identify the speakers as
members of an ethnic group, eliciting stereotyped attitudes. Sec-
ond, attitudes of members of the minority group were affected by
their social, political, and cultural status.

Lawlani and his colleagues (2005) examined individual’s re-
sponse to variations of source accent in relation to perceived
credibility and its persuasiveness. According to their results, the
spokesperson using British English accent was perceived more
credible and solicited more favorable ad and brand evaluations
compared to the Singlish accent among Singaporeans. The re-
searchers suggest that the results might be associated to a natural
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favoritism to the British English accent due to the higher status of
the English language in Singapore.

Although not considered an ethnic group, people that code-
switch between two languages are perceived unfavorably by soci-
ety, eliciting negative stereotypes. Research among bilingual U. S.
Hispanics has provided evidence that language “purity” or “cor-
rectness” is highly valued (Badiola et al., 2018). Alternating use
of English and Spanish within a discourse, or code-switching (col-
loquially named Spanglish, Tex-Mex, or Pocho) has been socially
stigmatized. Culturally, code-switching is often associated with il-
literacy, lack of formal education, or lack of proficiency in one or
both languages (Badiola et al., 2018).

Language and Ethnic Identification

According to Grosjean (1982), the minority group’s need
to gain social approval results in an idealization of the majori-
ty group. Consequently, the stereotype that the minority group
holds about the majority group is more favorable than their own
stereotype, reflected in higher evaluations towards the majority-
language speaker compared to the minority-language speaker.
Findings in Koslow et al. (1994) are consistent, such that bilin-
guals held a less favorable attitude toward an ad using Spanish
rather than English; an outcome they attributed to bilingual His-
panics holding a language-related inferiority complex.

Although Grosjean’s (1982) view of a language’s majority/mi-
nority status may accurately characterize many of society’s mem-
bers, it may not do so for all its members. Ultimately, macro-level
factors, such as a language’s societal status, are influential because
of how individuals respond to them and their responses need not
be universal in nature. Grosjean’s (1982) expectation of Spanish
being tainted by its minority status seems likely to hold for many
Hispanics. Others, however, may believe that society embraces di-
versity and is respectful of other cultures coexisting with its own.
This view may be quite prevalent among those that are bicultural
and, therefore, highly identify with the American culture (Alvarez
etal, 2014).

6 ‘ FORUM EMPRESARIAL Vol.25 | No.2 | Winter 2020
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Studies including Hispanic consumers have recognized the im-
portance of classifying consumers by the strength of their identi-
fication with the Hispanic culture, and have examined consum-
ers’ behavior and persuasion across these groups (Madadi et al.,
2020). In particular, Koslow et al. (1994) tested the effects of eth-
nic identification on Hispanic consumers’ affect towards adver-
tisements that use Spanish; they hypothesized that greater identi-
fication with the American culture, as opposed to ethnic cultures,
was associated negatively with affect towards advertisements that
increasingly use Spanish. The results did not support their theo-
ry; Hispanic consumers’ identification with the American culture
was positively associated with affect towards advertisements that
increasingly use Spanish. Koslow and his associates followed the
assumption that high identification with the American culture
implied low identification with the Hispanic culture. However,
research on acculturation proposes that Hispanic consumers’ ad-
aptation process is bicultural. From this perspective, adaptation
to the host culture is not related to the loss of one’s culture of
origin (Alvarez et al., 2014). Instead of assuming that individuals
approach full assimilation, the possibility that individuals acquire
features of the host culture while maintaining aspects of their
native culture is suggested. According to the results reported by
Alvarez et al. (2014), the adaptation of Hispanic consumers’ feel-
ings of belonging and identifying to the American culture is as-
sociated to changes of their communication patterns, adopting
the use of English in some contexts, while at the same time using
Spanish for communicating among family and friends.

Under the former conceptualization, it would be expected that
bilingual Hispanic consumers that highly identify with the Ameri-
can culture will not feel the need to gain social desirability, as
they highly identify with the majority culture. Consequently, the
stereotype that American identifiers have of Hispanic consumers
that speak English or Spanish would show no significant differ-
ences. On the other hand, bilingual Hispanic consumers that
have low identification with the American culture are more likely
to feel the need to gain social approval. As a result, the stereotype
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that they hold about the majority group is likely to be more favor-
able than the stereotype they have of their own culture. However,
for high and low American identifiers, code-switching is consid-
ered a stigma, and language correctness is highly valued. There-
fore, it would be expected that both groups would equally react
unfavorably towards a source that uses code-switching.

Language and Source Credibility

The literature has identified three dimensions of source cred-
ibility: trust, expertise, and attractiveness. Expertise is associated
to the spokesperson’s knowledge, competence, and authoritative-
ness; trustworthiness is related to the spokesperson’s honesty, reli-
ability, and dependability; and attractiveness is associated to the
spokesperson’s physical appearance.

Taking in consideration the previous discussion, it would be
expected that the source language will increase the accessibility
of the corresponding ethnic group, eliciting stereotyped attitudes
(Alvarez et al., 2017a; Lambert & Lambert, 1973), and conse-
quently affecting consumers’ evaluations about the source’s cred-
ibility. Bilingual consumers, as members of the minority group,
will judge the source credibility when confronted with communi-
cations in English, Spanish, and code-switching according to their
identification with the American culture. Given that previous re-
search has indicated that Hispanics that highly identify with the
American culture have favorable stereotypes of English and Span-
ish speakers, we would expect that the source credibility would
be affected accordingly, showing no significant differences. On
the other hand, the stereotyped associations about English speak-
ers are more favorable compared to Spanish speakers’ stereotype
among low American identifiers (e.g. Koslow etal., 1994). Hence,
we would expect that the source credibility of English communi-
cations will be more favorable compared to the source credibility
of Spanish communications among low American identifiers.

Finally, regardless of the identification with the American cul-
ture, Hispanics are likely to evaluate unfavorably the source cred-
ibility if the communication employs code-switching, due to the

8 FORUM EMPRESARIAL Vol.25 | No.2 | Winter 2020
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unfavorable stereotypes held by both American identification
groups. Accordingly, it is proposed that:

H1: Among high American identifiers, source trust, exper-
tise, and attractiveness are not likely to differ between
ads in English or in Spanish.

H2: Among low American identifiers, source trust, expertise,
and attractiveness are likely to be higher for ads in Eng-
lish compared to ads in Spanish.

H3: Source trust, expertise, and attractiveness are not likely
to differ between American identification groups when
the ads use code-switching.

Enhancing the accessibility of Hispanics’ ethnicity and their cul-
tural stereotypes is important because of the potential for these as-
sociations to influence their advertising responses. Conceptualiza-
tions of judgment formation such as Feldman and Lynch’s (1988)
accessibility-diagnosticity perspective emphasize the importance of
a judgmental input’s accessibility at the time of judgment. Just by
simply associating a product to a stimulus can alter product evalua-
tions depending on the valence of the stimulus (Stuartetal., 1987).
By virtue of connecting the featured product to the associations
made accessible during ad processing, product attitudes may be
affected. Alvarez et al. (2017a) provided empirical evidence that
culturally shared stereotypes about the use of Spanish in America
have an impact on brand attitudes. Their results show that Span-
ish may be persuasively superior, inferior, or equivalent to English
depending on the favorableness of these cultural stereotypes.

Thus, the impact of Hispanic bilinguals’ cultural stereotypes
becoming more accessible will depend on their favorability. Spe-
cifically, for low American identifiers, sources employing Span-
ish in advertising should undermine its persuasive impact rela-
tive to its English counterpart because of Spanish’s unfavorable
associations stemming from its lower social status as perceived
by its users. However, for high American identifiers, this disad-
vantage should disappear. If so, then the source language should
prove immaterial to the brand attitudes generated by the ads.

ISSN: 1541-8561 (Print) « ISSN: 2475-8752 (Online) 9
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Last, since both low and high American identifiers have un-
favorable evaluations of sources that employ code-switching, we
would expect brand judgments to be equally unfavorable for both
groups. These expectations are formalized as follows:

H4: Among high American identifiers, brand attitudes are
not likely to differ between ads in English or in Spanish.

H5: Among low American identifiers, brand attitudes are
likely to be higher for ads in English compared to ads
in Spanish.

H6: Brand attitudes are not likely to differ between American
identification groups when the ad uses code-switching.

It is well established in the literature that a spokesperson’s trust-
worthiness and expertise affect persuasion (e.g. Lord et al., 2019).
Hence it is expected that spokesperson’s trust and expertise would
mediate the effects of language on brand attitudes. Hence:

H7: Source trustworthiness is likely to mediate the effects of
source language on individuals’ brand attitudes.

HB8: Source expertise is likely to mediate the effects of source
language on individuals’ brand attitudes.

H9: Source attractiveness is likely to mediate the effects of
language on individuals’ brand attitudes.

In sum, we propose that source credibility should be affect-
ed by the advertisement language, consequently affecting brand
evaluations according to consumers’ strength of identification
with the American culture. The following study will test these ex-
pectations.

Experimental Study

Design and Sample

The study employed a 3 (levels of language: English, Spanish
and code-switching) x 2 (levels of strength of American identifi-
cation: high and low) between subjects, quasi-experimental de-

10 FORUM EMPRESARIAL Vol.25 | No.2 | Winter 2020
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sign. To address the shortcomings of the quasi-experimental de-
sign, participants across the American identification groups were
compared to demonstrate equivalency. Ninety-eight Hispanic
bilingual students from a major state university in south Florida
participated in exchange for extra credit. Participants were ran-
domly assigned to one of the three language conditions (English,
Spanish and code-switching) with the only difference being the
source language. Participants’ demographic characteristics are
reported in Table 1.

Table 1

Participants Demographic Characteristics

Characteristic Descriptive Statistics
Age

(18-25 years) 86.7%

(26-30 years) 9.2%

(36- or older) 4.1%
Gender

Female 58.2%
Bilingual (English - Spanish) 100%
Hispanic 94.5%
Generation

First 53.1%

Second 46.9%
Proficiency*

Average English Proficiency* 6.6

Average Spanish Proficiency* 5.9
Average Language Preference*

At home 4.3

With friends 2.9

Listening to the radio 2.6

Watching T.V. 2.2

Note. * Measures described in the method section.
Source: Own elaboration.

ISSN: 1541-8561 (Print) * ISSN: 2475-8752 (Online) 11
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Ad Stimuli

The ad featured a fictitious spokesperson speaking on behalf
of a fictitious online insurance company. The spokesperson’s sur-
name was of Hispanic origin (Carlos Delgado), and he claimed to
have more than 10 years of experience as an insurance agent. The
ad included a photo of a middle-aged gentleman wearing a suit.
To create the Spanish version of the ad, the advertisement was
translated and back translated into Spanish by two bilingual ex-
perts. Two code-switching strategies were employed in the design
of the code-switching ad. In the first paragraph of the ad, inter-
sentential code-switching was included. For example, “I speak on
behalf of Drive; una nueva manera de comprar seguros” (I speak
on behalf of Drive; a new way to shop for insurance). In the sec-
ond paragraph of the ad, intra-sentential code-switching was em-
ployed. For instance, “Permitanos hacer el shopping por usted con
nuestro sistema comparativo de tarifas” (Let us do the shopping
for you with our comparative rating system). Both directions of
code-switching were executed in the ads.

Procedure

Participants were informed that they were taking part in an
advertisement survey about a service that might be available in
the future in their area. They were instructed to examine the ad
carefully with the objective of evaluating the service advertised.
After reviewing the ad, participants received a booklet with the
measures described later. After the booklets were collected, the
students were thanked for their participation and dismissed.

Measures

Participants evaluated the service using seven-point semantic
differential scales anchored at “unfavorable/favorable,” “dislike
very much/like very much,” “positive/negative,” and “not ap-
pealing at all/very appealing.” Subsequently, source’s credibility
was measured with the scale proposed by Ohanian (1990); par-
ticipants evaluated the source trustworthiness, expertise, and at-
tractiveness using seven-point scales. To measure American iden-
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tification, the Hispanic identification measure commonly used
in the consumer behavior literature was adapted (Deshpande et
al., 1986). First, participants were asked to declare their ethnicity;
then, they were asked to declare the strength of their identifica-
tion with the American culture with a seven-point scale anchored
at “very weak/very strong.” A set of measures was employed to
determine participants’ bilingual abilities; they were asked to
declare their English and Spanish proficiency with a seven-point
scale anchored at “1 = bad/7 = good.” Language preferences at
home, with friends, watching TV, and listening to the radio were
measured using a seven-point scales anchored at “1 = only Span-
ish/7 = only English.” Participants’ attitudes towards code-switch-
ing were measured with a question that requested respondents’
opinions about using Spanglish (mixing two languages) with two
seven-point scales anchored at “1 = extremely unfavorable, ex-
tremely negative / 7 = extremely favorable, extremely positive.”
Participants were asked to declare the language employed in the
ad they evaluated. Last, a section with demographic questions was
included.

Manipulation Check

A hundred percent of the respondents that were assigned to
the code-switching condition declared reading the ad in both lan-
guages mixed, 90.9%. One hundred percent of the respondents
assigned to the Spanish language condition reported reading the
ad in Spanish, and 100% of the respondents that were in the Eng-
lish condition declared reading the ad in English. Self-reported
language proficiency, language preferences (o = .80), and atti-
tudes towards code-switching (r = .83), were compared between
language conditions. The results indicate that Spanish proficien-
cy (F (2, 95) < 1), English proficiency (F (2, 95) < 1), language
preferences (F (2, 95) < 1), and attitudes towards code-switching
(F (2, 95) = 2.55, p > .05) do not differ significantly among the
experimental groups. The results indicate that the language ma-
nipulation was successful.
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Results

Collectively, H1 and H2 predict a significant interaction be-
tween source language and American identification. Support
for HI requires a null effect of language on the three source
credibility measures, trust, expertise, and attractiveness, when
American identification is high. In contrast, support for H2 re-
quires a significant language effect on source credibility when
American identification is low. Last, support for H3 requires a
null effect of null effect of language on the three source cred-
ibility measures.

To test the effects of language and American identification
on source credibility, overall scores of source trustworthiness
(a = .94), expertise (a = .95), and attractiveness (a = .88) were
calculated. The overall scores of trustworthiness were analyzed
using a 3 (language) x 2 (American identification) ANOVA.
The results show no significant main effects for language (F
(2,92) = 2.34, p > .05) and American identification (F (1,92) =
1.28, p > .05), nor a significant interaction (F (2,92) <1). The
effects of language and American identification on source at-
tractiveness were tested similarly. None of the main effects were
significant (language: F (2,92) = 1.49, p > .05; American identi-
fication: F (1,92) = 1.49, p > .05). Contrary to our predictions,
the interaction between language and American identification
was also non-significant (F (2,92) <1). Last, the overall scores of
expertise were also submitted to a 3 (language) x 2 (American
identification) ANOVA. The results show no significant main
effects for language (F (2,92) <1) and American identification
(F (1,92) = 1.52, p > .05). However, as predicted, the interaction
between language and American identification was significant
(F (2,92) = 3.89, p < .05, partial n? = .08). Showing partial sup-
port for HI, among high American identifiers the source exper-
tise was perceived equally favorable when the ad was in English
(MEg = 4.14) and Spanish (Ms =5.02, p>.1). As predicted, post
hoc comparisons indicate that among low American identifi-
ers source expertise is higher when advertisement is in English
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(Mg = 5.15, t (50) = 4.66, p <.001) compared to the advertise-
ment that use code-switching (Mcs = 3.76). The comparison of
perceived source expertise between the ad in English and the
ad in Spanish reached marginal significance (Mg = 4.52, t (43)
= 1.77, p = .08). Hence, H2 is partially supported. Last, source
expertise is not significantly different between American iden-
tification groups when the ad was in code-switching (Mr = 4.43,
My = 4.65, t (96) < 1), as predicted in H3. In sum, H1, H2 and
H3 are partially supported, the combined effects of language
and strength of identification with the American culture were
only significant for source expertise.

To test H4, H5 and H6, the average scores of brand attitudes
(o = .91) were submitted to a 3 (language)x 2 (strength of
American identification) ANOVA. A significant main effect for
language was found (F (2,92) = 8.29, p < .01, partial n? = .15);
brand attitudes were significantly lower for advertisements us-
ing code-switching (Mcs = 3.16) compared to advertisements
in English (Mg = 4.45, p < .01) or Spanish (Mg = 4.15, p < .01).
As expected, the interaction between language and strength
of identification with the American culture was significant (F
(2,92) = 3.38, p < .05,n?=.07). Showing support for H4 among
bilingual Hispanics that identify highly with the American cul-
ture, brand attitudes are not significantly different between ad
languages (Mg = 4.0, Ms = 4.55, t (15) < 1). Pairwise compari-
sons show that among low American identifiers, brand attitudes
were significantly higher when the brand was advertised using
English (Mg = 4.9) than when it was advertised in Spanish (Ms =
3.75,t (43) =3.53 p <.01), as predicted in H5. Finally, no brand
attitude differences were found between American identifica-
tion groups, when the advertisements used code-switching (Mp
=3.84, My =4.0, t (96) < 1). Therefore, H4, H5 and H6 are sup-
ported (Figure 1).
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Figure 1

Mean Brand Attitude by Language and American Identification Groups
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According to H7, H8 and H9, the effects of language and
American identification on brand attitudes are mediated by
source trustworthiness, expertise, and attractiveness. Since the
language and American identification effects were only signifi-
cant on source expertise, H7 and H9 are not supported. There-
fore, the mediation effects were only analyzed for source exper-
tise. To test for the mediation effects, we submitted the brand
attitudes to a 3 (language) x 2 (strength of American identifica-
tion) ANCOVA using source expertise as a covariate. The results
reveal a significant effect for source expertise (F (1, 91) = 39.21,
p < .01, partial n? = .3), a significant effect for language (F (2, 91)
=7.16, p < .01, partial n2 = .14), and a non-significant interaction
between language and American identification (F (2, 91) = 1.48,
p > .05, partial n? = .08), indicating that the effects of language
on brand attitudes are mediated by the source expertise. Hence,
H8 is supported.
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Discussion

Despite the acknowledgement that cultures have blended and
the recognition of multicultural societies and markets, little re-
search exists on bilingual consumers. There are limited efforts
in the literature to understand the effects of language choice in
persuasion among bilingual consumers. The present study con-
tributes to our understanding of language effects on source cred-
ibility and persuasion, and the moderating effects of American
identification.

Theoretical Implications and Future Research

Predictions about the effects of language on source credibility
and brand evaluations were made under the assumption that lan-
guage was used as an ethnic cue and made accessible not only the
source ethnicity, but also the stereotypes attached to that specific
ethnic group.

Therefore, judgements about the source expertise, trustwor-
thiness, and attractiveness, and consequently brand evaluations,
would be affected by the stereotype associated to the language
according to participants’ strength of ethnic identification. Our
conceptualization assumed that because of their adaptation pro-
cess, Hispanics can identify with both cultures at different degrees
of strength (Alvarez et al., 2014; Alvarez et al., 2017a). Unlike
previous research (e.g., Madadi et al., 2020), this study explored,
for the first time, the moderating role of consumers’ strength
of identification with the American culture on source credibil-
ity and persuasion. Our investigation should caution researchers
about the risks of neglecting individual differences when testing
the persuasive impact of advertising language. To illustrate, sup-
pose we had not used the strength of ethnic dentification with
the American culture as a potential moderator. If so, no language
effects would have been found on source credibility.

The study results reveal that language only affects the per-
ceived knowledge and competence of the source; in other words,
the source level of expertise. Hence, the effects of language on
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source expertise are the only source effects that have a significant
impact on brand judgements. In addition, the effects of language
on brand evaluations are mediated by the perceived source exper-
tise. According to our results, among high American identifiers,
a source using English to communicate is perceived equally com-
petent in comparison to a source using Spanish; consequently,
brands advertised using both languages were equally evaluated.
However, source’s level of expertise and brand evaluations were
evaluated more favorably when the communication was in Eng-
lish compared to Spanish among participants that do not identify
with the American culture. In accordance to previous research in
sociolinguistics (Montes-Alcala, 2000), compared to a source that
uses English or Spanish to communicate, a source that communi-
cates with code-switching elicits lower expertise and brand evalu-
ations, regardless of participants identification with the American
culture.

Perceived trustworthiness was not affected by the language of
the communication, and consequently brand evaluations were
unaffected as well. Based on a review of celebrity endorsement
literature, Bergkvist and Zhou (2016) conclude that there is no
evidence to support the idea that source trustworthiness, mea-
sured independently, influences brand evaluations. When com-
pared, the effects of source expertise on brand evaluations are
more prevalent than the effects of source trustworthiness (Ros-
siter & Smidts, 2012). However, in a meta-analysis, Amos et al.
(2008) concluded that source trustworthiness was more influen-
tial compared to source expertise. Our results are in accordance
with Bergkvist and Zhou (2016) findings; these mixed results call
for more research about possible moderators of the relationship
between source expertise, trustworthiness, and brand evaluations.

It was predicted that language will also affect the perceived
source attractiveness. The study results do not show support for
such prediction. The experiment stimuli offered participants an
additional visual cue for forming judgements about the source
attractiveness, the spokesperson photograph. We cannot discern
if this cue was the only piece of information that participants
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used to judge the attractiveness of the source, or if language was
employed in addition or instead of the photograph. The study
results can be explained by this confound, since there were no
significant differences between the experimental conditions.
Therefore, we cannot conclude that participants’ judgements of
the source physical attributes were not affected by language. The
stimuli design represents a limitation of the experimental study,
future research should consider that consumer judgements can
be formed from several cues provided by the advertisements, in-
cluding language.

However, another possible explanation for the lack of results
on perceived source attractiveness could be because source attrac-
tiveness is associated to physical characteristics, rather than com-
petence or dependability, therefore, the stereotype associated to
each language did not affect individuals’ judgments on the source
attractiveness and brand evaluations. According to Bergkvist and
Zhou (2016) while most studies have documented a relationship
between source attractiveness and brand evaluations, some have
failed to support this relationship (e.g., Ohanian, 1991). Hence,
our results underline the need for future research on this area
that would clarify the moderating variables that affect the rela-
tionship between source attractiveness and brand evaluations.

According to the study findings, regardless of the level of
identification with the American culture, the source expertise
and consequently brand evaluations were the lowest when they
employed code-switching. Research on code-switching has been
tested using slogans and printed advertising (e.g. Luna & Perac-
chio, 2005). According to Montes-Alcala (2000) attitudes towards
code-switching vary according to the communication mode used
(oral or written code-switching). Future studies might consider
varying the advertising mode and test whether source credibility
is affected when a different language is employed in oral adver-
tisements, much like the methodology employed by Lambert and
Lambert (1973).

This research is a first attempt at measuring the effects of lan-
guage on source credibility, replications are needed among non-
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student samples and different communication strategies. The
study employed a spokesperson as the communication source.
Although there is no reason to believe that the meaning transfer
evoked by the communication language would be moderated by
the type of source, more research is granted before generalizing
these effects to celebrity endorsers or influencers.

The present study tested the moderating effects of American
identification; however, as previously stated, the acculturation
process is bicultural. Future research should attempt to under-
stand the joint effects of both ethnic identification constructs and
determine if consumers’ cultural stereotypes vary according to
the strength of Hispanic identification.

Finally, our research evaluated the effects of language on a
single product. Previous research supports the idea that a match-
up between spokesperson and product characteristics increase
consumer evaluations of the product advertised (e.g. Choi & Ri-
fon, 2012). Future research might investigate if a match between
the type of product and language improves customer evaluations,
and if this improvement does not vary across ethnic identification
groups.

Managerial Implications

Considering that the majority of U.S. Hispanics are bicultural-
bilingual (Alvarez et al., 2014), and therefore, identify with both,
the American and the Hispanic culture, communications to His-
panics using English and Spanish should elicit similar responses
to the source credibility and brand evaluations. However, for those
that do not identify with the American culture, communications
in English are more effective. Be that as it may, the segment of bi-
lingual Hispanics that do not identify with the American culture
is smaller and harder to target. Therefore, including measures of
ethnic identification in the segmentation scheme should prove to
be useful.

Our results suggest that advertisers should stay away from us-
ing code-switching as a communication tool in printed advertis-
ing; among bilingual Hispanics the effectiveness of this strategy is
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lower than the conventional use of English or Spanish. Sources
that employ code-switching were perceived less competent and
knowledgeable compared to sources that used either English or
Spanish, generating lower brand attitudes.

In closing, this study reveals not only the effects of language
choice on printed advertisements among bilingual Hispanic au-
diences, but also the relevance of Hispanic consumers’ American
identification. The consequences of both language choice in ad-
vertisements and American identification are mostly unknown;
the present study only begins to unveil the issues involved in ad-
vertising to the Hispanic market.
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ABSTRACT

We study the life cycle stage at which firms decide to join the United Nations
Global Compact (UNGC). The UNGC is arguably the most important voluntary
corporate social responsibility (CSR) initiative. We follow the life cycle method-
ology by Dickinson (2011). Our overall results show that most firms in the sam-
ple decide to join the UNGC when at the Mature stage of their life cycle. This
result is in line with previous studies that show that mature firms invest more
in CSR, than firms in other life stages.To the best of our knowledge, this explor-
atory undertaking is not yet available in the corporate responsibility literature.

Keywords: United Nations Global Compact, corporate social responsibility,
life cycle

El Pacto Global de las Naciones Unidas y el ciclo de vida de la firma:
un estudio exploratorio

RESUMEN

Estudiamos el momento en el ciclo de vida en el que una firma se compromete
con el Pacto Mundial de las Naciones Unidas (PMNU). El PMNU es probable-
mente la iniciativa de responsabilidad social voluntaria mds importante. Para
determinar el ciclo de vida, usamos la metodologia de Dickinson (2011). Los re-
sultados demuestran que la mayoria de las firmas aceptan el pacto en su etapa
madura. Este resultado es consistente con otros estudios que encuentran que,
en efecto, son las firmas maduras las que mas invierten recursos en responsa-
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bilidad social. Entendemos que este analisis no esta disponible en la literatura
de responsabilidad social corporativa.

Palabras clave: Pacto Mundial de las Naciones Unidas, responsabilidad social
corporativa, ciclo de vida

Introduction

One of the most successful global corporate sustainability
initiatives is the United Nations Global Compact (UNGC). The
UNGC was launched in 2000 with the goal of bringing together
the objectives of the international community and those of the
business world. It is a voluntary corporate sustainability initia-
tive that asks chief executives to align their day-to-day business
operations with 10 universally accepted principles on human
rights, labor, environment, and anti-corruption. By adopting
these principles (see Table 1), the UN aims to promote ethical
economic growth by ensuring that businesses drive globaliza-
tion in ways that benefit economies and societies around the
world (Schembera, 2018; Waddock, 2004). Arguably, the UNGC
is the corporate social responsibility initiative with the largest
number of adopters (Ortas et al., 2015; Orzes et al., 2018; Ra-
sche et al., 2013).

There is a solid amount of research on corporate social respon-
sibility (CSR) and on the UNGC in particular (Orzes et al., 2018).
Some studies define the UNGC as an initiative to diffuse the core
values of the UN into the corporate world (Kell, 2013). And al-
though it is broadly cataloged as a success (Thérien & Pouliot,
2006), the UNGC approach has received some criticisms (Wil-
liams, 2014). Some of its detractors argue that its membership is
small and geographically concentrated (Bremer, 2008). Others
find evidence that UNGC-firms fail to comply with the require-
ment of annual progress reports (Jastram & Klingenberg, 2018;
Sethi & Schepers, 2014) and some even question the impact of
UNGC-firms on their communities (Rasche et al., 2013).
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Table 1

Ten Principles of the UNGC

Principle

Human Rights

Labor
Standards

Environment

Anti-Corruption

1: Businesses should support and respect the
protection of internationally proclaimed human
rights; and

2: make sure that they are not complicit in human
rights abuses.

3: Businesses should uphold the freedom of
association and the effective recognition of the
right to collective bargaining;

4: the elimination of all forms of forced and
compulsory labor;
5: the effective abolition of child labor; and

6: the elimination of discrimination in respect of
employment and occupation.

7: Businesses should support a precautionary
approach to environmental Challenges;

8: undertake initiatives to promote greater
environmental responsibility; and

9: encourage the development and diffusion of
environmentally friendly technologies.

10: Businesses should work against corruption in
all its forms, including extortion and bribery.

Source: Based on the information available on the United Nations
Global Compact website: https://www.unglobalcompact.org/

There are also conflicting views whether firms should join or
not the UNGC. For example, firms that join the UNGC instantly
gain reputational benefits and increase their global projection
(Janney et al., 2009). However, the same study finds that US firms
suffer a negative market reaction for joining. Although the study
looks only at short event windows, the results do raise the ques-
tion of if, and when, it is a good time for a US firm to join this
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initiative. Also, by voluntarily joining the UNGQC, firms are set to
a higher standard of scrutiny as they are required to submit an-
nual progress reports that might or might not include negative
news that may otherwise have remained private (Janney et al.,
2009). Critics argue that, because there are low barriers of en-
try and practically no enforcement of compliance, joining firms
receive an ‘easy-pass’ to GSR prestige. On the other hand, those
who still defend the virtues of the initiative claim that the UNGC
provides a platform for the continuous improvement of firms. For
example, Arevalo et al. (2013) find a positive correlation between
UNGC adoption and costs savings and revenue growth. The same
study finds, that the UNGC provides firms with an opportunity
for improve their productivity. Garayar et al. (2012) report that
the UNGC could serve as an open window for firms into other
geographical markets. Barrese et al. (2020) provide compelling
evidence in favor of UNGC backers.

Firms might also feel external pressures to join the UNGC and
decide to join because it is more costly for them not to join. This
pressure might come from activists (Lim & Tsutsui, 2012), com-
petitors (Garayar et al., 2012), investors (Williams, 2014), and the
media (Barkemeyer, 2009), among others.

Given that the decision to join the UNGC presents a balance
between cost and benefits, in this study we examine the life-cycle
stage at which public firms in the United State choose to volun-
tarily adopt the UNGC. The present study contributes to the bulk
of knowledge of CSR given that this exploratory undertaking is
not yet available in the CSR literature. Several studies do show
that mature firms significantly invest more in CSR (Hasan &
Habib, 2017; Trihermanto & Nainggolan, 2018).

Life cycle has been linked to a wide range of corporate vari-
ables. For example, signaling hypothesis (Meza et al., 2020), divi-
dend policy (Trihermanto & Nainggolan, 2018), corporate social
responsibility (Hasan & Habib, 2017; Withisuphankorn & Jirapor,
2016), age (DeAngelo etal., 2010), earned to contributed capital
ratio (DeAngelo et al., 2006), assets growth (Grullon et al., 2002),
as well as a multivariate ranking dividend payout ratio, sales

30 ‘ FORUM EMPRESARIAL Vol.25 | No.2 | Winter 2020



UN GLoBAL COMPACT AND FIRM LIFE CYCLE: AN EXPLORATORY ANALYSIS

growth, capital expenditure and age (Anthony & Ramesh, 1992).
In the present study, we employ the composite proxy developed
by Dickinson (2011) to capture firm-specific life cycle. Following
Gort and Klepper (1982), life-cycle classification is accomplished
by using a firm’s operating, investing, and financing cash flows
in combination to assign life cycle stages (introductory, growth,
maturity, shake-out, and decline). Dickinson’s (2011) study uses
the proxy of a firm’s life cycle to analyze the explanatory power
and time series’ effects on profitability. The study indicates that
explanatory power of future profitability is increased by over 35%
with the inclusion of life cycle information, even after controlling
for the level and change in current profitability and growth in
assets. She demonstrates the superiority of the cash flow pattern
life cycle measure over other proxies used such as age, size, sales
growth, capital expenditures, research and development, and
dividend payments (e.g., Anthony & Ramesh, 1992; Black, 1998).

Data

In this study, we examine the life cycle stage at which the man-
agement of US public firms decide to join the voluntary corporate
sustainability initiative known as the United Nations Global Com-
pact. We follow Dickinson (2011) to establish the firm life cycle,
which is based on the predicted behavior of operating, investing,
and financing cash flow across different life cycle stages. To be in-
cluded in the sample, a firm must have no missing (or the value
is different to zero) values for operating, investing, and financing
cash flow for any given year. Our analysis covers the period from
2000 (first year of the UNGC) to 2017. The list of publicly held
firms affiliated to the UNGC is available from the UNGC website. Fi-
nancial data on UNGCirms come from Bloomberg, the Center for
Research in Security Prices (CRSP) and COMPUSTAT. Our sample
is composed of 94 US-based firms that joined the UNGC during the
study period and have all the financial data needed for determining
their life cycle stage available in the aforementioned sources.

Table 2 shows the distribution of the 94 firms based on the year
each joined the UNGC. As the table shows, the early years of the
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UNGC saw only a small number of US public firms joining this
initiative. Membership took more traction later on with 11 and 12
firms joining in years 2015 and 2016 respectively. Table 3 shows
that these firms trade their stock mostly in the NYSE (70 firms),
followed by NASDAQ (22). Only two firms trade at the OTC. Fi-
nally, Table 4 presents the distribution of these firms into industry
sectors. While the firms are fairly diversified amongst sectors, a
good number of firms are from the Pharmaceuticals & Biotech-
nology (10), Technology Hardware & Equipment (8), Food Pro-
ducers (7), and Software & Computer Services (7). In the next sec-
tion we present a brief description of the life cycle methodology.

Table 2

UNGC Joined Year

Number of

Year Cumulative
firms

2000 1 1
2001 3 4
2002 3 7
2003 1 8
2004 3 11
2006 5 16
2007 2 18
2008 8 26
2009 9 35
2010 6 41
2011 6 47
2012 6 53
2013 5 58
2014 4 62
2015 11 73
2016 12 85
2017 9 94

Source: Based on the information available on the
UNGC website and authors calculations.
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Table 3
Stock Exchange

Numbe of firms Cumulative
NASDAQ 22 22
NYSE 70 92
OTC 2 94

Source: Based on the information available on the
UNGC website and authors calculations.

Table 4

Industry Sector

Number of firms Cumulative

Alternative Energy 2 2
Automobiles & Parts 92 4
Banks 2 6
Beverages 3 9
Chemicals 6 15
Construction & Materials 4 19
Electronic & Electrical Equipment 3 29
Financial Services 3 25
Food Producers 7 32
General Industrials 5 37
General Retailers 3 40
Health Care Equipment & Services 1 41
Household Goods & Home Con- 1 49
struction

Industrial Engineering 1 43
Life Insurance 1 44
Media 3 47
Mining 1 48
Mobile Telecommunications 1 49
Nonlife Insurance 2 51
Oil & Gas Producers 2 53
Personal Goods §) 59
Pharmaceuticals & Biotechnology 10 69
Real Estate Investment & Services 2 71
Software & Computer Services 7 78
Support Services 6 84
Technology Hardware & Equipment 8 92
Travel & Leisure 2 94

Source: Based on the information available on the UNGC website
and authors calculations.
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Methodology

A good number of studies show that firms that join the UNGC
face both costs and benefits. In this study, we examine the life
cycle stage at which public firms in the United States choose to
voluntarily adopt the UNGC. Our analysis runs from the begin-
ning of the UNGC initiative until 2017. Our life cycle methodol-
ogy is based on Dickinson (2011), which in turn employs Gort
and Klepper’s (1982) classification of life cycle stages (introduc-
tory stages, growth stage, maturity stage, shake-out stage, and de-
cline stage). These five life cycles stages can be further specified
as: (1) introduction where an innovation is first produced; (2)
growth where the number of producers increases dramatically;
(3) maturity where the number of producers reaches a maxi-
mum; (4) shake-out where the number of producers begins to
decline; and (5) decline where there is essentially a zero-net en-
try. Dickinson also uses Livnat and Zarowin’s (1990) decomposi-
tion of cash flows into operating, investing, and financing activi-
ties and how each differentially affects stock returns. These three
cash flow types can take a positive or negative sign (according to
economic theory) which results in 8 possible combinations. The
combination between the cash flow pattern and economic theory
(see Table 5) form the basis for the cash flow patterns proxy for
a life cycle. A firm is discarded if any cash flow value is zero or
missing. Table 6 displays each life cycle stage based on the pat-
terns (determined by sign) of operating, investing, and financing
cash flow. We use this procedure to classify firms, introductory
stages, growth stage, maturity stage, shake-out, or decline in the
year they join the UNGC.

34 FORUM EMPRESARIAL Vol.25 | No.2 | Winter 2020



UN GLoBAL COMPACT AND FIRM LIFE CYCLE: AN EXPLORATORY ANALYSIS

“(110g) uosuno1I(] :92IN0§

1qop dseaIdul

199p jo spuny snydians SUWLIY [IMOIS)  JOP ISBIIDUTI SULIY
UOnenogoual Sunnqunsip pue  Aimbo uay 1qop Pmorn) “famba uay
Io/pue 1qOp SUDIAIIS 01 UR(Q SSIDIE SULIT 1qaP YUue(q $s300®
Juowikedax Sunureuy Surrmboe saye1s £1091]) SuLIY $9)e3s A1091])
1qOp UO SNdOq 1091} ON WOJJ $)JIYS SNOO0| I9PIO Uund9q Iopio Supydog  Supueur]
QINJBW SUWLIY
1q9p S JUIUI)SIAUT MU Anus 1919p 0} Anus 1319p
0] SIIIAIIS 0} 0] JATIB[II SISBIIOUT  SJUIWIISIAUL 9SI8] 0] SJUIWIISIAUTL I3Te]
S19SSE JO SOeS £1091 ON 0UIISI[0Sq()  A[TeD e SULIL] A[Ted oyew SWLIL]  SunSaAU]
soorxd JUDUIISIAUL 1500 pue
Sururpap 03 Sururpap suonetado jo Js91eaI3 JOo  sanuaAal [enuajod
PE9[ S9JeI 0] PEI[ SAJEI  IFPI[MOUY PISLIIIUL pourad Sunmp Jnoqe 1YIp
IMOI3 PMOIS  YSnouyl paziwuixeuw pozIwiIxew aue a3pomouy YIm
SururpPaq Sururpaq Louanyyy surdrew 1§org  I9Jew Iuo suuir]  SuneradQ
auIPI( JNo-9yeyS ameN YIMOID) uonodNponNu| MO yseD

MAL S, UOSULYIU(T WAOS SULIIIDJ MOLT YSDT) 01 SIU0Y, [, J1UOUOIT]

g 91qEL

ISSN: 1541-8561 (Print) « ISSN: 2475-8752 (Online) ‘ 35



Meza | RopriGUEZ

"(110g) uosupPI( 92109

*9.3B)S JNO-9BYS Sk PIYISSL[D ATE SILIA SULI SUNSAT ) PUe {)<IDI

10 (0>4Dd PUE ‘O0<ADI ‘0>ADO JT 28€1S 2UIPA( 0> PUE ‘0>4D] ‘0<dDO JT 28e1s aame 0<ADA
PUE ‘0>4D]1 ‘0<dDO JI 28eIs PMOID) 0<IDd PUE ‘0>D] ‘0>AD0 JT 258IS UOINPONUL Y, T 7N
“(110g) uosun{dI 03 SUIPIOdIE UOIIBIYISSE[D 9[OAD 1] o) syuasaxd a[qel oy, 7 210N

-4 - + - - + + (ADd) sonunoy Sunueury
+ o+ + + - - - - (AD1) senmnoy Sunsoauf
) ) s L . | ) (1DO)

sonuanoe guneradQ

aurpPa(g mQO-ayeys QIMEN IMOIS) UOnOINpoONUJ od41, Mo ysen

UOUDIJISSD]) ULINDT MOYT YSVT)

9 9IqEL

36 ‘ FORUM EMPRESARIAL Vol.25 | No.2 | Winter 2020



UN GLoBAL COMPACT AND FIRM LIFE CYCLE: AN EXPLORATORY ANALYSIS

This method of life cycle classification is also used by Hasan
(2018), Lopatta et al. (2020), Meza et al. (2020), and Blomkvist
etal. (2021).

Empirical Results

We determine the life cycle stage at which US firms decide to vol-
untarily join the UNGC. Our sample period goes from 2000 to 2017.
We identify 94 firms with all the data available for a successful clas-
sification. We use the methods in Dickinson (2011) to determine
if firms decide to join the UNGC in their introductory, growth,
maturity, shake-out, or decline stage in the life cycle. Although
many studies on the UNGC show that a firm’s decision to join or
not is not trivial, we are not aware of any study similar to ours.

The results of the life cycle analysis on UNGC firms are shown
in Table 7. We find that most firms join the UNGC at its Ma-
ture stage. The total number of mature firms in the sample is
56 — which is close to 60% of the sample. This result is consistent
with the general understanding that, in comparison with firms
in other life-cycle stages, mature firms invest more in CSR initia-
tives (Hasan & Habib, 2017; Trihermanto & Nainggolan, 2018).
Withisuphankorn & Jirapor, 2016). The main argument for this
evidence is that, as firms age their environmental and diversity
awareness also grows.

Table 7
Life Cycle

Number of firms Percentage (%)
Introduction 5 5.32
Growth 15 15.96
Mature 56 59.57
Shake-Out 15 15.96
Decline 3 3.19
Note. Distribution of the life cycle stage of US public firms at the
time of joining the UNGC.

Source: Authors calculations.
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The same number of firms (15) in the sample decided to join
the UNGC when they were at the Growth or Shake-Out stage.
Only 5 firms joined at the Introductory stage and fewer, just 3
firms, at the Decline stage joined the voluntary corporate respon-
sibility initiative. These results indicate that most firms wait until
their Mature stage to join the UNGC. This is not a surprise, since
joining this corporate sustainability initiative not only brings rec-
ognition and value, it also brings extra costs and responsibilities.
Mature firms are not only more aware of complying with CSR
standards, they also are in a better position to assume the asso-
ciated costs (Hasan & Habib, 2017; Trihermanto & Nainggolan,
2018).

Conclusion

The United Nations Global Compact is the largest voluntary
corporate social responsibility initiative. The goal of the UNGC is
to have firms adopt a set of corporate socially responsible global
principles on human rights, labor, environment, and anti-corrup-
tion, and by doing so, promote ethical economic growth. Firms
that join the UNGC gain instant recognition value, but also agree
to be completely open about how they comply with these stan-
dards.

We tackle a research question that, to the best of our knowl-
edge, is not yet addressed in the UNGC literature. At what life
cycle stage firms decide to join the UNGC? To answer this ques-
tion, we use the life cycle methodology of Dickinson (2011). We
examine the life cycle stage at which public firms from the US
decide to join the UNGC from the launch of the corporate so-
cially responsible until 2017. The sample includes 94 firms. And
we find that most firms join the UNGC in their mature stage. This
result is in line with previous research that highlights the fact that
firms in the mature stage are the ones investing more resources
on CSR initiatives.
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RESUMEN

El propdsito de esta investigacion es conocer cémo la mentoria incide en el
aprovechamiento académico de los estudiantes de Métodos Cuantitativos.
La investigacion es de naturaleza cualitativa y se desarrollé usando el disefio
investigacién-accién en sus tres fases esenciales: observar, pensar y actuar.
Participaron 22 estudiantes de Métodos Cuantitativos durante el segundo se-
mestre del aflo académico 2019-2020. Los hallazgos muestran que la mentoria
fomenta técnicas de estudio para cursos de Matematica, identifica destrezas
matematicas previas que se necesitan fortalecer o desarrollar, promueve el uso
del servicio de tutoria y mejora la participaciéon en el laboratorio. Estos hallaz-
gos contribuyen a mejorar el aprovechamiento académico de los estudiantes
de Métodos Cuantitativos.

Palabras clave: mentoria, métodos cuantitativos, investigacion-accién, admi-
nistracién de empresas

Effect of mentoring in the academic performance
of Quantitative Methods students

ABSTRACT

The purpose of the research is to know how mentoring influences the academ-
ic performance of Quantitative Methods students. The qualitative research
was developed using the action research design in three essential phases:
observe, think, and act. The participants were 22 students enrolled in Quan-
titative Methods during the academic year 2019-2020. The findings showed
that mentoring fosters study skills for mathematics courses, identifies previ-
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ous mathematical skills that need to be strengthened or developed, promotes
the use of the tutoring service, and improves participation in the laboratory.
Thereby, contributing to improving the academic achievement of Quantitative
Methods students.

Keywords: mentoring, quantitative methods, action research, business admin-
istration

Introduccion

La Matematica desempena un rol importante en disciplinas
como Administracién de Empresas y Economia. Por lo tanto, los
estudiantes de las escuelas de administracion de empresas deben
tener las destrezas matematicas necesarias para completar sus es-
tudios (Arnold & Straten, 2012; Dolado & Morales, 2009; Laging
& VoBkamp, 2017; Opstad, 2018). En particular, la secuencia cu-
rricular de los bachilleratos de la Facultad de Administracion de
Empresas (FAE) de la Universidad de Puerto Rico, Recinto de
Rio Piedras (UPRRP) incluyen cursos de Métodos Cuantitativos
(MECU) para desarrollar las destrezas matematicas durante su
primer ano de estudios.

Entendiendo que el desempeno en los cursos de MECU es un
buen predictor de éxito de los estudiantes de la FAE (Vega Vilca
et al., 2016), minimizar el porcentaje de fracasos es importante.
La FAE ofrece un servicio de tutorias de 20 horas semanales vy,
ademas, desde el 2008 una hora semanal de laboratorio volunta-
rio, como estrategias para mejorar el porcentaje de aprobacion
en los cursos de MECU (Copus & McKinney, 2016; Velazquez Ro-
sado etal., 2015). Se considera como fracaso obtener una nota de
D, F o F*, recibir incompleto o darse de baja en el curso. Durante
el ano académico 2018-2019 y el primer semestre 2019-2020, el
porcentaje de fracasos promedio del curso Matematica Finita y
Precdlculo para Administracion de Empresas (MECU 3035) fue
52%, del curso Métodos Cuantitativos para Administracion de
Empresas I (MECU 3031) fue 42% y del curso Métodos Cuantita-
tivos para Administracion de Empresas II (MECU 3032) fue 44%.
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Ante este alto porcentaje de fracasos en los cursos de MECU,
a pesar de las acciones tomadas para minimizarlo, surge esta in-
vestigacion con el proposito de conocer como la mentoria incide
en el aprovechamiento académico de los estudiantes de MECU
de la FAE. Ademas, pretende establecer un modelo de mentoria
que pueda replicarse. La siguiente pregunta sirvio de guia a esta
investigacion: ;Como incide la mentoria en el aprovechamiento
académico de los estudiantes de Métodos Cuantitativos de la fa-
cultad de Administraciéon de Empresas de la Universidad de Puer-
to Rico, Recinto de Rio Piedras?

Revision de literatura

Definicion y tipos de mentoria

La mentoria es un acompanamiento y guia de una persona con
mas experiencia, llamada mentor, hacia otra persona que desea
adquirirla, llamada aprendiz (Crisp & Cruz, 2009). Para la Natio-
nal Mentoring Partnership (2005) la mentoria es una estrategia
probada para ayudar a los jovenes a alcanzar su potencial. En el
contexto universitario, la mentoria es una estrategia de apoyo en
el éxito de estudiantes de nuevo ingreso para mejorar la reten-
cion de estudiantes, ya que sus beneficios se extienden mas alla
de la experiencia universitaria (Aguilar Aguilar & Manzano Soto,
2018; Andersen & West, 2020; Casado-Munoz et al., 2015; Dob-
son, 2013).

Las investigaciones hacen referencia de dos tipos de mentoria:
la informal y la formal. La mentoria informal, conocida también
como tradicional o natural, surge de forma espontanea cuando
alguien sin experiencia requiere el apoyo de alguien con expe-
riencia (Valverde Macias et al., 2004). La mentoria formal, co-
nocida también como planificada o intencional, requiere deter-
minar previamente los objetivos, beneficios y logros esperados,
seleccionar y capacitar a los mentores, asi como planear todo el
proceso (Valverde Macias et al., 2004). La mayoria de las investi-
gaciones reconocen la efectividad de la mentoria formal sobre la
informal.
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Para la National Mentoring Partnership (2005) existen cinco
tipos de mentoria: (a) tradicional uno a uno: relaciona un men-
tor adulto con un aprendiz joven; (b) grupal: relaciona un men-
tor adulto con un grupo maximo de cuatro aprendices jovenes,
y cada sesion tiene una estructura que incluye tiempo individual;
(c) en equipo: relaciona varios mentores adultos con grupos pe-
quenos de aprendices jovenes, no mayor a cuatro; (d) entre pa-
res: relaciona un mentor joven con un aprendiz mds joven, y los
mentores requieren apoyo y supervision; y (e) electrénica o e-
mentoria: relaciona un mentor adulto con un aprendiz joven a
través de la internet.

Rol del mentor

El rol del mentor se enfoca en tres areas principales: interac-
cioén con el aprendiz, apoyo al aprendiz y el mentor como modelo
a seguir (Andersen & West, 2020). La interaccion del mentor con
el aprendiz es importante; para el mentor debe ser una priori-
dad establecer una conexion personal con el aprendiz (Luckett
& Luckett, 2009). Una interaccion personalizada puede empode-
rar a los aprendices, y para ello los mentores deben ayudarles a
mantenerse enfocados y que puedan alcanzar sus metas (Kramer-
Simpson, 2018). La frecuencia de la interaccion es otro aspecto
importante. Cuando el aprendiz tiene mas de un contacto con su
mentor, ya sea por correo electronico o via telefonica, mejora su
relacion (Andersen & West, 2020).

El apoyo a los aprendices es otro papel importante del mentor,
especialmente para estudiantes de nuevo ingreso, quienes buscan
apoyo social y emocional para afrontar los nuevos retos de la vida
universitaria como las presiones académicas y el vivir solos (An-
dersen & West, 2020). Para Healy et al. (2012) el mentor debe
ayudar al estudiante a descubrir una ruta de aprendizaje eficaz y
a tener experiencias universitarias significativas. Los aprendices
buscan en sus mentores modelos a seguir; los habitos y compor-
tamientos del mentor son replicados por sus aprendices (Healy
etal., 2012). A medida que los mentores entiendan su rol y com-
prendan sus responsabilidades, ayudaran mejor a sus aprendices
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y contribuirdn a la efectividad de la mentoria (Andersen & West,
2020; Camacho Lizarraga, 2018).

Programas de mentoria

Respecto a la implementacion de los programas de mentoria,
Aguilar Aguilar y Manzano Soto (2018) establecen que para di-
senar un programa de mentoria se debe conformar un equipo
de mentores, realizar un diagnostico de los estudiantes, asi como
disenar, ejecutar, dar seguimiento y evaluar el programa de men-
toria. El seguimiento y la evaluacion de la mentoria deben recibir
mayor atencion (Casado-Munoz et al., 2015). A nivel universitario
es importante incrementar y mejorar la participacion de los estu-
diantes de nuevo ingreso en la mentoria (Casado-Munoz et al.,
2015), dado que reduce sus limitaciones de adaptacion y favorece
a mejorar el rendimiento académico (Aguilar Aguilar & Manzano
Soto, 2018; Andersen & West, 2020; Casado-Munoz et al., 2015).
Ademas, la mentoria contribuye a la formacion de los estudiantes
en su ambito personal, académico y profesional (Camacho Liza-
rraga, 2018).

En programas similares a los que tiene la FAE, las investigacio-
nes muestran la efectividad de la mentoria. Do Reis y Yu (2018)
estudiaron un programa de mentoria entre pares, cuyo objetivo
era promover contenidos de economia en un curso universitario
de primer ano. Los hallazgos mostraron que el programa aumen-
ta el porcentaje de aprobacion de los estudiantes, ademas podria
mejorar la retencion de los estudiantes de primer ano. De la mis-
ma manera, Jain et al. (2016) estudiaron el impacto de un pro-
grama de mentoria en el rendimiento académico y la autoeficacia
de los estudiantes de posgrado en administracion de empresas.
Los resultados mostraron que la mentoria de profesoresy la auto-
eficacia profesional estan significativamente relacionadas con el
rendimiento académico. Ademas, el impacto de la mentoria en el
éxito académico de los estudiantes y su autoeficacia profesional
fue significativa.

Para implementar un programa de mentoria en una escuela
de negocios, acreditada por AACSB, Birkeland et al. (2019) rea-
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lizaron un estudio para identificar las areas en las que los estu-
diantes buscan orientacion y a quiénes acuden. Los resultados
del cuestionario mostraron que los estudiantes no prefieren a los
profesores como fuente de informacion, prefieren hacerlo con
sus amigos, companeros y asesores académicos. Ademas, la ma-
yoria de los estudiantes expresaron que participarian de un pro-
grama de mentoria si se ofreciera, que les gustaria reunirse men-
sualmente y que el mentor sea de su especialidad. Por otro lado,
Muschallik y Pull (2016) recogen informacion sobre la mentoria
que recibieron investigadores en administracion de empresas y
economia, a través de un cuestionario. Los resultados muestran
que quienes participaron de un programa de mentoria formal
son mas productivos que los que no tuvieron mentor o un mentor
informal. Ademas, quienes tuvieron mentor informal no son mas
productivos que los que no tuvieron mentor.

En la UPRRP, Alamo (2010) disené un programa de mentoria
para promover el desarrollo de destrezas matematicas en estu-
diantes de la FAE a partir de la informacion recogida a través de
un cuestionario y dos grupos focales. El cuestionario recogi6 in-
formacion sobre las actitudes, estrategias de estudio, importancia
de la Matematica en su vida profesional y posibles instrumentos
de apoyo. Mientras, el objetivo de los grupos focales fue conocer
la actitud de los estudiantes de cursos introductorios de Matema-
tica hacia la creacion de un programa de mentoria. El programa
disenado esta dirigido a estudiantes de nuevo ingreso, con énfasis
en quienes tuvieron puntuacion baja en la parte de Matematica
del College Board, usando una mentoria tipo tradicional con el
objetivo de brindar apoyo académico, motivacion y guia durante
el primer ano de estudios. Las sesiones de mentoria serian una
vez por semana durante las horas de oficina del profesor, que
voluntariamente desee participar del programa.

Otras investigaciones muestran como la mentoria mejora el
porcentaje de aprobados en cursos de Matematica. Morales et al.
(2016) evalian un programa de mentoria entre pares, cuyo obje-
tivo es aumentar la tasa de aprobacion de los participantes en el
curso universitario Desarrollo de las Matematicas. Los hallazgos
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mostraron diferencias significativas en las tasas de aprobacion de
los estudiantes que participaron del programa en comparacion
con los que no participaron, asi como un aumento en la autoe-
ficacia y la integracion en la universidad de los estudiantes. De
igual manera, Deshler et al. (2019) desarrollaron, implementa-
ron y evaluaron un programa de mentoria entre pares para es-
tudiantes universitarios del curso Desarrollo de las Matematicas,
cuyo proposito es el apoyo académico, sicologico y social a los
participantes. Los hallazgos mostraron que los participantes au-
mentaron su nivel de éxito y perseverancia en sus especialidades
STEM. Ademas, manifestaron disfrutar de sus experiencias en la
universidad y de tener mayor conexion con la universidad.

Por otro lado, la investigaciéon de Okurame y Ajayi (2017) re-
vela el efecto significativo de la interaccion de la mentoria y la
retroalimentacion, fortaleciendo la teoria de que la mentoriay la
retroalimentacion se relacionan. Ademas, muestra que la mento-
ria tiene un efecto no significativo en el desempeno de tareas cog-
nitivas, lo cual responde a que la calidad y el apoyo satisfactorio
del mentor son claves para una relacion de mentoria beneficiosa
(Okurame, 2012).

Metodologia

Disefio de investigacion

La investigacion es de naturaleza cualitativa y se desarro-
116 usando el diseno investigacion-accion, el cual es apropiado
cuando al investigador le interesa analizar su propia practica y
conocer que puede hacer para mejorarla (Cresswell, 2012). Para
McKernan (2001) la importancia de este diseno tiene tres pila-
res: los participantes entienden mejor el problema, la conducta
de los participantes esta influenciada por su entorno natural y la
metodologia cualitativa es una de las mejores formas de analizar
la realidad. Ademas, este diseno permite adaptar el modelo de
mentoria mientras se esta realizando, basado en las observaciones
del investigador y los comentarios de los participantes (Cresswell,
2012; Hernandez Sampieri et al., 2010).
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Participantes

Por las caracteristicas del diseno investigacion-accion, los par-
ticipantes fueron estudiantes de la investigadora en los cursos
MECU 3035 y MECU 3032, durante el segundo semestre del ano
académico 2019-2020 de la FAE. La seleccion fue basada en los
resultados de los examenes: se invitaron a participar a todos los
estudiantes que no aprobaron los examenes. En total, participa-
ron 22 estudiantes, 8 del curso MECU 3035 y 14 del curso MECU
3032. En la Tabla 1 se muestran los datos demograficos de los
participantes. E1 Comité Institucional para la Proteccion de los
Seres Humanos en la Investigacion de la UPRRP autorizo el pro-
tocolo de investigacion el 17 de abril de 2020 y asigné el niimero
de protocolo 1920-119.

Tabla 1

Datos demograficos de los participantes

MECU3035 MECU3032 Total
Veces que ha tomado el curso

Primera 4 9 13
Segunda 3 3 6
Tercera 1 2 3
Tipo de estudiante
Tiempo completo 7 11 18
Tiempo parcial 1 3 4
Trabajo
Antes de la pande-
mia
Tiempo completo 0 3
Tiempo parcial 6 5 11
No 2 6
Durante la pandemia
Tiempo completo 1 3 4
Tiempo parcial 4 6 10
No 3 5 8

Fuente: Elaboracion propia basada en el cuestionario.
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Procedimiento

La investigacion se desarroll6 siguiendo las tres fases esenciales
del diseno investigacion-accion: observar (construir el problema
y recolectar datos), pensar (analizar e interpretar) y actuar (re-
solver el problema e implementar mejoras), las cuales se aplican
ciclicamente hasta lograr los cambios esperados (Stringer, 1999).
A continuacion, se explica cada una de las fases para la investiga-
cion, descritas en la Figura 1.

Figura 1

Fases esenciales del disenio investigacion-accion para la investigacion

OBSERVAR
Se identifica las
caracteristicas de los cursos
MECU 3035 v MECII 3032
relevantes para el disefio y
planificacion de la mentoria.

ACTUAR

Se implementa la mentoria,
siguiendo el bosquejo
desarrallado en la fase

anterior. Ademas, se recoge

los datos para evaluar la
mentoria.

PENSAR
Disenio v planificacion de la
mentoria: Poblacion que se
atenderd, tipo de mentoria,
mentor, proposito v objetivo,
duracidn y frecuencia de las
SCEIONCS,

Fuente: Elaboracion propia basada en la adaptacion de las fases
propuestas por Stringer (1999).

Fase 1 — Observar

La matricula del curso MECU 3035 la conforman estudiantes
que obtuvieron menos de 604 puntos en la parte de Matematicas
de la Prueba de Admision Universitaria (PAA) del College Board
de Puerto Rico y América Latina. Todos los estudiantes asisten
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a una hora de laboratorio a la semana, ofrecido por el mismo
profesor del curso. El laboratorio incluye pruebas cortas en la
plataforma Moodle, que contribuyen en 18% a la nota final del
curso. Se aprueba con C o mas, usando la siguiente curva: 90-100
A, 80-89 B, 70-79 C, 60-69 D y 0-59 F.

La matricula del curso MECU 3032 la conforman estudiantes
que aprobaron el curso MECU 3035 o MECU 3031. Los estudian-
tes, de forma voluntaria, asisten a una hora de laboratorio por
semana, ofrecido por un ayudante de catedra. El laboratorio es
evaluado con tareas y pruebas cortas que representan un 18% ala
nota final del curso. Se aprueba con D o mas, usando la siguiente
curva: 90-100 A, 78-89 B, 65-77 C, 55-64 Dy 0-54 F.

La FAE ofrece, ademas, un servicio de tutorias de 20 horas
semanales dirigido a los estudiantes de MECU, distribuidos en
diferentes horarios, segtun la disponibilidad de los tutores. Los tu-
tores son estudiantes de la FAE que aprobaron con nota A todos
los cursos de MECU.

Fase 2 — Pensar

La mentoria esta dirigida a estudiantes que no aprueban los
examenes del curso de MECU. Es de tipo tradicional uno a uno,
donde la mentora es la profesora del curso. El propésito de la
mentoria es ayudar al estudiante a mejorar su aprovechamiento
académico en el curso de MECU y los objetivos son:

1. Identificar las destrezas matematicas que el estudiante
necesita fortalecer o desarrollar.

2. Motivar el uso del servicio de tutoriay la participacion en
el laboratorio del curso.

3. Proveer herramientas apropiadas para mejorar el méto-
do de estudio del curso.

Las sesiones de mentoria son de 30 minutos, durante las ho-

ras de oficina del mentor. Cada participante tendra dos sesiones
obligatorias, la primera sesion y otra al final del semestre para
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dialogar sobre la experiencia. Las sesiones de seguimiento son
voluntarias, solo si el estudiante no aprueba otro examen la men-

tora invita a un seguimiento. Durante la primera sesion se usa la
siguiente guia de preguntas y acciones a realizar:

10.

11.

Iniciar la sesién explicando al estudiante el proposito de
la mentoria, duracion y frecuencia de las sesiones, que se
tomaran notas durante las sesiones y que todo lo discu-
tido durante las sesiones se mantendra en absoluta con-
fidencialidad. Ademas, en la sesion al final del semestre
podra leer las notas de la mentora y decidir si participara
de la investigacion. La participacion incluye autorizar el
uso de las notas (parcial o total) en la investigacion.

¢Es la primera vez que llevas el curso de MECU 3035/
MECU 3032?

¢Eres estudiante a tiempo completo?
¢Trabajas a tiempo parcial o completo?

¢Cuantas horas semanales, adicional a las clases, dedicas
para estudiar el curso?

¢Coémo te preparaste para el examen? ;Con cuanto tiem-
po de anticipacion estudias?

¢Asistes al Laboratorio de MECU 3032? (No aplica para
estudiantes de MECU 3035 pues es obligatorio).

¢Asistes al servicio de tutoria que ofrece la FAE? ;con qué
frecuencia por semana vas o s6lo antes del examen?

Revisar la libreta o apuntes de sus ejercicios de practica
para identificar destrezas matemadticas que no domina
y/o formalismo matematico que debe mejorar.

Revisar los ejercicios que se equivoco en el examen, para
identificar si fue por no dominar destrezas matematicas
previas al curso o por no entender los temas del curso.

Identificadas las destrezas matematicas que debe mejo-
rar, se le ayuda a hacer un plan de estudio que incluye:
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horas de estudio semanal, horario para asistir a las tuto-
rias, proveerle enlaces a videos tutoriales y herramientas
para mejorar su método de estudio en el curso.

12. Enfatizar la importancia de aclarar sus dudas durante la
clase o al final de la clase o en el horario de oficina de la
profesora.

13. Si se identifica algin problema social, emocional o psico-
l6gico en el estudiante, se le referira al Departamento de
Consejeria para el Desarrollo Estudiantil (DCODE) para
que reciba los servicios especializados.

14. :Algiin comentario adicional?

Durante la sesion de seguimiento se explora el cumplimiento
del plan de estudio establecido en la primera sesion y, si es ne-
cesario, se adapta el plan de estudio. Si la sesiéon de seguimiento
es voluntaria, se debe iniciar preguntado la razén por la que el
estudiante la solicito.

Fase 3 — Actuar

Después de cada examen, la mentora envié un mensaje por co-
rreo electrénico a cada estudiante que no aprobo6 el examen para
que coordine una cita. Ante la poca respuesta, se extendio el ho-
rario para las citas segin disponibilidad de ambas partes. Ademas,
con el cambio de modalidad de ensenanza por el COVID-19, las se-
siones de mentoria se cambiaron de presenciales por videoconfe-
rencia, pasando de una mentoria tradicional a electrénica. Se us6
Google Calendar para la confirmacion y recordatorio de las citas.

En total participaron 22 estudiantes, 8 de MECU 3035 y 14 de
MECU 3032. Tres de los participantes de MECU 3032 tuvieron
una sesion de seguimiento después del primer examen. Duran-
te las sesiones, la mentora propicié un ambiente de confianza y
respeto, permitiendo que algunos participantes compartan situa-
ciones personales o familiares que podrian afectar sus responsa-
bilidades académicas. A los participantes que necesitaban desa-
rrollar destrezas matematicas, la mentora los refirié a los tutores
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y les recomendo el uso de los videos tutoriales de Khan Academy.
Ademas, la mentora observo a los participantes durante las clases,
para identificar cambios respecto a su participacion y aclaracion
de sus dudas en el curso.

Por los cambios emergentes en el estilo de vida a consecuencia
del COVID-19, se decidi6 sustituir la sesion de mentoria de final
del semestre por completar un cuestionario en linea. A pesar de
que la decision conllevaria perder datos importantes para la in-
vestigacion, la prioridad fue el bienestar de los participantes ante
la realidad que estaban enfrentando. Se diseno el cuestionario
“Experiencia en la mentoria para estudiantes de Métodos Cuanti-
tativos” en Google Forms, cuyo propésito fue recoger la informa-
cion compartida por los estudiantes durante las sesiones de men-
toria y su experiencia en el proceso. El cuestionario contiene 21
preguntas, divididas en tres partes: experiencia antes de la mento-
ria, experiencia durante la mentoria e informaciéon demografica.
La invitacion para completar el cuestionario se envié por correo
electréonico a los 22 participantes. Después de dos recordatorios,
todos completaron el cuestionario.

Hallazgos y discusion

Los hallazgos se describen bajo las siguientes categorias iden-
tificadas durante el proceso de mentoria: método de estudio,
recursos complementarios, aprovechamiento académico, situa-
ciones que pueden afectar el aprovechamiento académico y satis-
faccion de los participantes.

Método de estudio

Los cursos de Matematica involucran el uso de simbolos, for-
mulas, desarrollo de algoritmos y uso de términos especificos. Por
lo tanto, requiere que los estudiantes desarrollen un método de
estudio que responda a estas particularidades. Durante la men-
toria se atendio los siguientes aspectos del método de estudio:
tiempo de estudio, solucion de ejercicios propuestos, destrezas
matematicas previas y aclarar dudas.
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Los temas de los cursos de MECU son secuenciales, es decir,
lo que se ensena en una clase se basa en lo ensenado antes. Por
lo tanto, requiere que los estudiantes dediquen horas de estudio
después de la clase para reforzar su aprendizaje. Se identificaron
participantes que estudiaban una semana antes del examen o que
sus horas de estudio semanal no respondian a sus necesidades en
el curso. Recibieron orientacion sobre la importancia de estudiar
periodicamente y se les ayud6 a organizarse. En la Figura 2, se
observa que después de la mentoria todos los participantes estu-
diaron al menos una hora a la semana. Ademas, un incremento
en la cantidad de participantes que estudiaron de 3 a 4 horas
(10/22 = 46%) y mas de 6 horas (4/22 = 18%) a la semana. Por
lo tanto, la mentoria contribuy6 a que los participantes estudien
periodicamente.

Figura 2

Cantidad de participantes por horas de estudio a la semana del curso

Ninguna 1a 2 horas 3 a4 horas S5a6horas Masde 6 horas

-
L=l =]

Cantidad de participantes
= be W & A O =] 0D

Eantes de la mentoria  ®después de la mentoria
Fuente: Elaboracion propia basada en el cuestionario.

Los prontuarios de los cursos incluyen una lista de ejercicios
propuestos del libro texto, los cuales representan los diversos
modelos de ejercicios de cada tema. De alli la importancia que
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los estudiantes los resuelvan para autoevaluar su aprendizaje y se
preparen para los examenes. Antes de la mentoria solo 9 (41%)
participantes resolvian los ejercicios propuestos, pero después 17
(77%) participantes los resolvian. Esta informacion es validada,
pues en clase cuando se desarrollaba algtiin ejercicio propuesto,
quienes participaban de la mentoria eran voluntarios o pregun-
taban a la profesora si resolvieron bien el ejercicio. Por lo tanto,
la mentoria contribuyo a que los participantes resuelvan los ejer-
cicios propuestos.

Los cursos de Matematica a nivel universitario requieren que
los estudiantes dominen contenidos y destrezas de cursos previos
como Aritmética y Algebra (Spradlin & Ackerman, 2010). Du-
rante la mentoria se revisaba el examen y el material de practica
del participante, para identificar las destrezas matematicas que
necesitaba fortalecer o desarrollar. Las destrezas que se identifi-
caron en su mayoria eran relacionadas con contenido previo al
curso. Los temas mas relevantes fueron: orden de operaciones,
simplificacion, suma y resta de fracciones heterogéneas, solucion
de ecuaciones lineales, operaciones con polinomios y solucion
de ecuaciones cuadraticas. Ademas, en las soluciones de los ejer-
cicios se identificaron los siguientes problemas de redaccion: uso
del signo igual, uso del paréntesis para representar multiplica-
cion y agrupacion de operaciones, asi como, la omision de pasos
que afectan a la solucion del ejercicio.

La forma como los participantes aclaraban sus dudas del curso
también cambio después de la mentoria. En la Figura 3 se observa
que antes de la mentoria 12 (54%) participantes preguntaban a
sus companeros para aclarar sus dudas, 7 (32%) usaban al profe-
sor como fuente principal de informacién y 3 (14%) no pregun-
taban. Después de la mentoria, 5 (23%) participantes aclaraban
sus dudas preguntando a sus compaineros, 6 (28%) preguntando
al profesor, 1 (5%) no preguntabay 10 (44%) usaban mas de una
forma para aclarar sus dudas. Por lo tanto, la mentoria ayuda a
que los estudiantes incluyan al profesor como fuente de informa-
cién y no se limiten a sus companeros, como fue evidenciado en
la investigacion de Birkeland et al. (2019).

ISSN: 1541-8561 (Impresa) « ISSN: 2475-8752 (En linea) 57



LIANA-IVETH GUTIERREZ-MORENO
Figura 3
Formas de aclarar dudas del curso
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Fuente: Elaboracion propia basada en el cuestionario.

Recursos complementarios

A los participantes que necesitaban fortalecer o desarrollar
alguna destreza matematica, se les referia al servicio de tutoria.
La mentora hacia que el participante anote las destrezas identi-
ficadas, coordinaba el horario de la tutoria y hacia seguimiento
con los tutores para validar que asistio. La Figura 4 muestra que
después de la mentoria disminuy6 la cantidad de participantes
que no usan el servicio de tutoriay 14 (64%) participantes asis-
tieron al menos una hora por semana. Por lo tanto, la mentoria
contribuy6 a que los participantes usen el servicio de tutoria, el
cual contribuye a mejorar el porcentaje de aprobacién del curso
(Copus & McKinney, 2016; Vega Vilca et al., 2016; Velazquez
Rosado et al., 2015).
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Figura 4

Cantidad de participantes por horas de tutoria a la semana
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Fuente: Elaboracion propia basada en el cuestionario.

El laboratorio es otro recurso complementario que se fomen-
to a través de la mentoria. Antes de la mentoria, la media de las
notas de laboratorio de los 8 participantes de MECU 3035 fue 61.
La mentora los orient6 sobre la importancia del laboratorio y su
efecto en la nota del curso; al finalizar el semestre la media de
sus notas de laboratorio fue 80. De los 14 participantes de MECU
3032, antes de la mentoria solo 3 asistian al laboratorio. Como
aun podian integrarse al laboratorio, la mentora les explic6 los
beneficios y les motivé a asistir. Al finalizar el semestre, 7 partici-
pantes asistieron al laboratorio de MECU 3032 y la media de sus
notas de laboratorio fue 89. Con estos resultados, se concluye que
la mentoria tuvo un efecto positivo en la participacion y ejecu-
toria de los participantes en el laboratorio, el cual tiene un efec-
to positivo en el aprovechamiento de los estudiantes de MECU
(Velazquez Rosado et al., 2015).
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Aprovechamiento académico

El aprovechamiento académico se midi6 mediante la apro-
bacion del curso de MECU. De los 22 participantes, 18 (82%)
aprobaron y 4 (18%) no aprobaron. Los que no aprobaron son
participantes del curso MECU 3035 vy tres de ellos manifestaron
que sus bajas calificaciones se deben a que: (a) se cambiard de
facultad y el curso no lo necesita, (b) su trabajo cambi6 de tiem-
po parcial a completo y no podia asistir a la clase, y (c) tuvo que
trabajar tiempo completo por la pandemia.

Situaciones que pueden afectar el aprovechamiento académico

Conocer las caracteristicas demograficas de los participantes
permite que el mentor responda mejor a las necesidades de sus
aprendices (Andersen & West, 2020; Birkeland et al., 2019; Do-
bson, 2013; National Mentoring Partnership, 2005). Durante la
mentoria se identifico si el estudiante repetia el curso, era estu-
diante a tiempo completo y si trabajaba (ver Tabla 1). Esta infor-
macioén permite al mentor conocer el contexto social del estu-
diante, el cual influye en el éxito estudiantil (Vega Vilca et al.,
2016).

Ademas, se les pregunt6 a los participantes por alguna situa-
ciéon que haya podido afectar su aprovechamiento académico en
el curso, pues en la revision de literatura se identificé que exis-
ten variables sicologicas, sociales y economicas que inciden en
el éxito de los estudiantes (Vega Vilca et al., 2016). En la Tabla
2 se muestran las respuestas recibidas, divididas en tres catego-
rias, donde las relacionadas con el trabajo son de mayor preocu-
pacion. La mentora ayudo a algunos participantes a organizarse
para que puedan cumplir con su trabajo, se beneficien de los ser-
vicios de tutoria y dediquen unas horas a la semana a estudiar el
curso. En los casos que el horario de trabajo no les permitia asistir
a las tutorias o a las horas de oficina, se les proporcion6 enlaces a
videos tutoriales de Khan Academy como un recurso autodidacta.
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Tabla 2

Respuestas de situaciones que pueden afectar el aprovechamiento
académico

Persop'flles Relacionadas al trabajo Otros
o familiares
“Situaciones “El trabajo para poder  “Internado, clases
familiares” pagar el hospedaje, extracurriculares”
comida”
“Cuido de mi “Mis estudios de
sobrino ya que no  “El horario del aviacion para mi
estd en el cuido por trabajo, lo cambian son lo primordial”
la cuarentena” constantemente”
“Cuido a mi abuela” “El horario de trabajo ~ “Las clases
se complico por los remotas y el tener
terremotos, cambio a  que estudiar
full time” desde casay sola”

“Con la pandemia tuve
que trabajar full time”

“Necesito hacer horas
extras en el trabajo”

Fuente: Elaboracion propia basada en el cuestionario.

Satisfaccion de los participantes

Respecto a la satisfaccion de los participantes, se les pregunto
si la mentoria les ayud6 a mejorar su preparacion para los exame-
nes, 21 (95%) participantes contestaron “Si” y 1 (5%) contesto
“No”. Ademas, se les hizo una pregunta abierta sobre su opinién
de la mentoria y emergieron los siguientes temas recogidos en la
Tabla 3.
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Tabla 3

Satisfaccion de los participantes

Temas

Opinion de la mentoria
emergentes

Orientacion “Fue lo que hizo que aprobara el curso. Me
ayudo a encontrar un balance entre mi traba-
jo y la universidad. lo que era un gran reto y
la profesora me ayudé mucho”.

“Buena de verdad te ayuda, te da proposito en
la clase, aumenta tus ganas de seguir y te das
cuenta de que puedes mejorar, solo necesitas
ayuda de otro punto de vista”.

Motivacion “Mi opinion sobre la mentoria que recibi fue
que me motivo mas a estudiar y aprender en
el curso”.

“La profesora me motiv6 a interesarme mas
por la clase porque tuvo una preocupacion
sobre mi desempeno en la misma”.

Retroalimentacion “Mi opinion es que es una positiva porque lo-
gramos ver los puntos negativos en los cuales
necesitaba reforzar para los examenes”.

“Me ayudo a aclarar qué era lo que tenia que
resolver y mejorar para un proximo examen”.

Fuente: Elaboracion propia basada en el cuestionario.

Las expresiones compartidas en la Tabla 3 reconocen el rol
del mentor al brindar orientaciéon, motivacion y retroalimenta-
cion a los participantes, lo que contribuye a la efectividad de la
mentoria (Birkeland et al., 2019; National Mentoring Partners-
hip, 2005). Ademas, valida la relacion entre la retroalimentacion
y la mentoria que Okurame & Ajayi (2017) mostraron en su in-
vestigacion.
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Conclusiones y recomendaciones

La mentoria fomenta técnicas de estudio para cursos de Mate-
matica, identifica destrezas matematicas previas que se necesitan
fortalecer o desarrollar, promueve el uso del servicio de tutoriay
mejora la participacion en el laboratorio. Ademas, provee a los
estudiantes ideas de organizacién para crear un balance entre sus
responsabilidades académicas y las laborales, o aquellas de natu-
raleza personal o familiar.

El modelo de mentoria, disenado e implementado en la in-
vestigacion, cumplié su proposito de ayudar al estudiante a me-
jorar su aprovechamiento académico en el curso de MECU. En
esta investigacion se ausculto6 el aprovechamiento académico por
aprobar el curso, sin considerar la nota con la que aprobé. Se
recomienda repetir la investigaciéon para explorar como incide
la mentoria en la nota del curso, si se aplica desde el inicio del
semestre. Se sugiere incluir una evaluacion diagnostica para iden-
tificar participantes antes del primer examen.

La mentoria como una practica educativa debe ser voluntaria,
pues requiere que el profesor dedique tiempo adicional a sus
horas de oficina. Ademas, requiere de preparacion y disposicion
para crear un ambiente de confianza y respeto con los aprendi-
ces. Si el profesor no ha realizado una mentoria formal antes, se
recomienda iniciar con pocos estudiantes y que reflexione sobre
el proceso para fortalecer su experiencia.

Limitaciones de la investigacion

Las principales limitaciones de la investigacion fueron a causa
del estado de emergencia por el COVID-19. El proceso de adapta-
ci6én al curso, al laboratorio y al servicio de tutoria en modalidad
remota asistida por recursos en linea no se consideraron en el
diseno de la mentoria. Por lo tanto, durante las sesiones no se
atendieron los retos que los participantes presentaron en el pro-
ceso y que podian afectar su desempeno en el curso.
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Las observaciones de los participantes, durante la clase, fueron
limitadas debido al cambio de modalidad de ensenanza. La parti-
cipacion de los estudiantes se media por el envio de imagenes de
los ejercicios que resolvian durante las clases sincronicas y el cum-
plimiento de tareas diarias. Mientras que la aclaracion de dudas se
media por las preguntas que hacian en las clases sincrénicas, por
correo electronico, por el chat de Moodle o en las horas de oficina.

Las sesiones de mentoria por videoconferencia dependian del
servicio eléctrico y la conexion de internet, los cuales no eran es-
tables y afectaban la comunicacion. Ademas, al eliminar la dltima
sesion de mentoria, el participante no pudo leer las notas hechas
por la mentora durante las sesiones, discutirlas y autorizar su uso
parcial o total en la investigacion, conllevando la pérdida de da-
tos importantes.
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La actual pandemia mundial del Covid19 ha generado una
notable situacién de inestabilidad econémica. Asimismo, ha sus-
citado una vida mas digitalizada tanto a nivel individual como em-
presarial. En efecto, se ha fomentado el uso de las tecnologias a
un ritmo desconocido hasta la fecha como, entre otros, pone de
relieve el teletrabajo o la educacion a distancia, a través de multi-
ples plataformas como Zoom, Microsoft Teams, Canvas y un largo
etcétera. Obviamente, las empresas han tenido que desarrollar
un modelo de negocio digital que cumpla con las demandas de
los consumidores.

El libro que es objeto de resena se integra en el contexto en el
que actualmente vivimos. En el mismo Philip Kotler y Giuseppe
Stigliano se posicionan, de manera clara, a favor de la necesidad
de adaptarse al mundo digital, ofreciendo diez reglas para po-
der lograrlo. Kotler es una de las personalidades mas actuales y
reconocidas en lo que al marketing se refiere. Es académico de
Marketing Internacional en la Kellogg School of Management de
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la Northwestern University, Illionis. Es autor de mas de cien ar-
ticulos cientificos y mds de sesenta libros. Asi, entre otros, cabe
referirse a Marketing Management que es un manual de referencia
de la practica totalidad de universidades y escuelas de negocio a
nivel mundial. El Financial Times considera que es la cuarta perso-
na mas influyente en el dmbito de los negocios y gestion. Por su
parte, Stigliano, coautor de la obra, es académico de innovacion
en Retail Marketing en distintas universidades y escuelas de ne-
gocios.

El prologo de la obra, muy interesante por sus atrevidos con-
tenidos, corre a cargo de Dimas Gimeno (presidente del Corte
Inglés de Espana entre 2014 a 2018). Como bien manifiesta Gi-
meno, los negocios que se adapten tanto al mercado como a los
consumidores tienen 2,5 veces mas probabilidades de éxito, por
lo que el conocimiento de estas reglas resulta de extraordinaria
utilidad. Como apunta el prologuista, lo digital no representa un
fin en si mismo, sino un medio del que no se puede prescindir si
realmente se quiere ser competitivo. Se debe entender las necesi-
dades del consumidor, ofrecer un buen producto y buscar la satis-
faccion de quien lo compra. Tiene razén que la actual pandemia
constituye un catalizador y acelerador del profundo proceso de
cambio en el que se encuentra el retail.

En la presente monografia se encuentra un cuerpo teoérico
sobre el retail 4.0 junto con supuestos practicos ilustrativos que
ponen de manifiesto como este fenémeno se ha aplicado en la ac-
tualidad. Se incluyen las opiniones de importantes personalidades
de la alta direccion de empresas reconocidas, en sus respectivos
sectores, acerca de tres puntos: su actual vision del retail, como se
afrontara este nuevo escenario y las previsiones de futuro para los
proximos anos. El contenido de la obra es realmente sugerente,
pues sabe conjugar la teoria y la practica, pero es disruptivo por
la existencia de un sitio web mediante el que los autores pueden
plantear un didlogo con quienes deseen expresar su opinion.

El mundo esta cambiando y con ello las necesidades de los con-
sumidores y del mercado. Los autores se refieren a la evolucion
que el retail ha efectuado: el retail 1.0 alude a los puntos de venta

70 FORUM EMPRESARIAL Vol.25 | Num.2 | Verano 2020



RESENA

del libre servicio; el retail 2.0 incluye los centros comerciales; el
retail 3.0 se encuentra muy relacionado con la implantacion de
Internet; el retail 4.0, como cambio de paradigma, marca el cami-
no del avance digital.

Como consecuencia de la democratizacion y la ausencia de
intermediarios que se plantea con la transformacion digital, se
produce, como plantean los autores, una superacion de la tra-
dicional distincion del B2B (comercio Business to Business) y
B2C (comercio Business to Consumer) al H2H (Human to Hu-
man). De esta forma, el marketing empieza a considerar atraer a
un cliente menos conformista—mas critico—y menos favorable a
ceder su tiempo. Este consumidor demanda un servicio mas per-
sonalizado y adaptado al que puede darse satisfaccion median-
te el Big Data. Se define y se examina un novedoso paradigma
del comportamiento del consumidor online que estaria influido
por lo que se ha denominado las 5 As: Aware (descubrir); Appeal
(atraer); Ask (buscar); Adocate (sugerir); y Act (conseguir).

Para poder tener éxito ante la nueva realidad, los autores pro-
ponen aplicar 10 reglas que ocupa la parte nuclear de la obra.
Estas se apoyan en la estadistica, pero también se han verifica-
do en virtud a las entrevistas efectuadas a gerentes y directivos
de diversas industrias. Las reglas resultan faciles de comprender.
Asimismo, incluyen todas las normas basicas para mantenerse y
crecer en lo que se denomina el Retail 4.0, siendo de aplicacion
para cualquier empresa y momento. Se define, de forma magis-
tral, como: ser invisible dando lugar a una experiencia equilibra-
da; ser uniforme incluyendo lo virtual y lo tangible; ser un destino
y al mismo tiempo un canal de experiencia; resultar leal con el
objetivo de alcanzar la fidelidad de sus destinatarios; ser cercano
con actuaciones adaptadas; ser un gestor; ser humano; ser inago-
table; ser exponencial; y finalmente ser valiente dispuesto a asu-
mir riesgos.

Existen mas de veinte casos de empresas en los que se visualiza
la aplicacion del libro a la realidad. De hecho, existen empresas
punteras de enorme proyeccion internacional como Telefénica,
Amazon, Levi Strauss o Carrefour.
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PATRICIA VARGAS PORTILLO

En definitiva, estamos ante una obra de absoluta referencia en
el ambito del retail que conjuga la teoria con la practica de forma
ejemplar, amén de las opiniones de importantes directivos y un si-
tio Web con el que estar en contacto con los autores. Todo va tan
rapido que el futuro que nos imaginabamos lejano sera pasado
antes de ser conscientes de ello.

Como citar esta resena:
Vargas Portillo, P. (2020). Resena de Retail 4.0: 10 reglas para la
era digital. Forum Empresarial, 25(2), 69-72.

© 2020 Forum Empresarial. Este es un articulo de acceso abierto
bajo la licencia Creative Commons Attribution—-NonCommercial
4.0 International (CC BY-NC 4.0).
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