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ABSTRACT 

The purpose of this study is to understand the relationship between customer advocacy and brand 
reputation in a non-profit context, specifically using Texas Christian University (TCU) as a case 
study. Customer advocacy is defined as the SDVVLRQDWH�HQGRUVHPHQW�RI�D�FRPSDQ\¶V�SURGXFWV�RU�
services, typically in a forceful nature that implicitly defends an organization from its 
competitors. The creation of customer advocacy has long been viewed as a goal of the customer 
MRXUQH\��IRU�VWURQJ�FXVWRPHU�DGYRFDF\�LV�OLQNHG�WR�FRQWLQXHG�SDUWLFLSDWLRQ�E\�D�FRPSDQ\¶V�
current customers as well as improved recruitment of new customers. Brand reputation, made up 
RI�FXVWRPHUV¶�JHQHUDO�DWWLWXGHV�DERXW�D�EUDQG��LV�DQRWKHU�LQIOXHQWLDO�IDFWRU�LQ�D�FRPSDQ\¶V�VXFFHVV�
but has not been heavily studied in conjunction with customer advocacy. Additionally, customer 
advocacy has not been heavily studied in a nonprofit context. This study aimed to bring 
awareness to the relationship between advocacy and reputation, the most influential drivers of 
advocacy, and differences in advocacy based on demographics. To achieve these objectives, a 
convenience sample of 103 undergraduate students attending TCU was surveyed. Holistic 
measures of advocacy and reputation were created from adapted scales and were compared using 
factor analysis and a linear regression. Results showed that there is a moderately positive 
relationship between advocacy and perceived reputation at the university, whereby increased 
VWXGHQW�DGYRFDF\�OHDGV�WR�DQ�LQFUHDVH�LQ�VWXGHQWV¶�SHUFHLYHG�UHSXWDWLRQ�RI�WKHLU�XQLYHUVLW\��
Additionally, social media influencers are significantly influential in forming student attitudes. 
Finally, demographical information supplied by respondents indicated that there is an unequal 
GLVWULEXWLRQ�RI�WKH�XQLYHUVLW\¶V�DGYRFDWHV�DFURVV�UDFH��FROOHJH of enrollment, and involvement in 
the university. Overall, the positive relationship between advocacy and reputation emphasizes 
the importance of forming and maintaining a strong advocate base to enhance the university¶V�
reputation. Social media influencers FDQ�EH�XVHG�DW�WKH�IRUHIURQW�RI�WKH�XQLYHUVLW\¶V�PDUNHWLQJ�
strategy to improve the likelihood of student advocacy and thereby perceived reputation. The 
variation in the propensity to advocate based on demographics implies the need to shift 
marketing efforts toward those who have historically been less likely to advocate. The major 
limitation of this study was the sample used; the largely homogenous convenience sample of 
TCU students could be expanded and diversified to improve the accuracy of the findings herein. 
Specifically, students across 7&8¶V�colleges and classifications, as well as students from other 
universities, could be surveyed to understand if these relationships continue to exist in a larger, 
more diverse sample.
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Introduction 

Customers have always been at the center of marketing; without customers, businesses 

fail, and marketers have no jobs. However, the ways in which customers have been used as 

indicators of business success have varied considerably over time. Specifically, as the 

importance of D�FXVWRPHU¶V�KROLVWLF�MRXUQH\�ZLWK�D�FRPSDQ\�KDV�JURZQ, so has the importance of 

customer advocacy. Companies are realizing that customers are more than simply profit 

generators; they can also be the conduit to new customers and can significantly affect long-term 

business success through their continued participation in the company. Customer advocacy has 

therefore become a growing field of study as companies seek to leverage the power of passionate 

customers for multifaceted benefits (Sweeney, Payne, Frow, & Liu, 2020). 

To create and maintain strong customer advocacy, companies must first understand what 

drives it and then seek to align their offerings, processes, and employees with customer needs on 

each of these inputs. Over recent years, multiple factors have arisen as potential primers for 

advocates. However, to become a strong advocate one must become a satisfied customer; 

therefore, the drivers of advocacy are also drivers of purchase decisions. Some of these can be 

directly influenced by the brand��VXFK�DV�D�FRPSDQ\¶V�XQLTXH�PDUNHWLQJ�PDWHULDOV��WRGD\� many 

of these are IRXQG�RQOLQH��ZKHWKHU�WKDW�EH�WKURXJK�D�FRPSDQ\¶V�ZHEVLWH��DGYHUWLVHPHQWV��RU�

social media posts (Kartajaya, Kotler, & Setiawan, 2018). Brand-owned content is judged on the 

FRQWHQW¶V applicability and accessibility to the consumer, which influence purchase decisions and 

FRQVXPHUV¶�IHHOLQJV�WRZDUG�D�EUDQG (Mathur, 2016). For example, if a brand uses its social media 

to showcase how it is giving back to the community with its products, customers may feel a 

stronger passion to advocate for the brand than if the brand used social media to simply advertise 

product features. 
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External forces also hold great weight in customer advocacy tendencies; people typically 

appreciate hearing from others who can provide a more relatable, authentic perspective and 

context to a brand through sharing their experiences and opinions. Specifically, customer 

advocacy is strongly driven by other advocates who are either compensated by the company for 

their advocacy or who are unaffiliated with the company but feel passionately enough to share 

their experiences freely. Because the most influential advocates are perceived as authentic, 

companies must be careful to ensure that they treat their compensated advocates with the respect 

and rewards necessary for them to genuinely want to continue supporting the company (Venzin, 

2015). It is much more difficult for companies to control the remainder of their customer base 

who is not getting compensated for their statements; because these people have more freedom to 

share both positive and negative experiences, other marketing strategies designed to retain happy 

customers are necessary to limit negative word-of-mouth and maximize advocacy. 

Internal and external advocacy drivers are joined by aQ�LQGLYLGXDO¶V�SHUVRQDO�YLHZV�WR�

GHWHUPLQH�WKHLU�OLNHOLKRRG�RI�DGYRFDWLQJ��,I�DQ�LQGLYLGXDO¶V�EDFNJURXQG�RU�SDVW�H[SHULHQFHV�

primes them to hold negative beliefs or values that clash with a particular brand or product 

category, then that person may be less influenced by other marketing touchpoints to advocate, 

and vice versa (Lemon & Verhoef, 2016). While their marketing strategy and the advocacy of 

their current customers are crucial to recruiting and retaining future advocates, companies cannot 

expect all their customers to turn into advocates. Instead of trying to please everyone, then, 

companies should focus their efforts on recruiting those who will most benefit from their 

offerings and whose personal characteristics align with what the company stands for; by doing 

so, the company will set itself up to have a pool of dedicated, passionate customers as its 

advocate base. 
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While much research has been done on the drivers of customer advocacy, less has been 

studied regarding the impact of customer advocacy on other indicators of company success. 

Customer advocacy has been shown to improve recruitment of new customers and continued 

participation by current customers, but specifics as to how this powerful form of marketing 

affects WKH�FRPSDQ\¶V�RYHUDOO�UHSXWDWLRQ�DUH�ODFNLQJ��Corporate reputation has been heavily 

studied for its impact on outcomes such as purchase decisions, brand loyalty, and trust; however, 

drivers of corporate reputation itself have been limited WR�D�FRPSDQ\¶V�NH\�DWWULEXWHV��

performance, and behaviors (Burke, Dowling, & Wei, 2018). The impact of a FRPSDQ\¶V�FXUUHQW�

customers±±specifically, its advocates±±has not been studied for their effect on corporate 

reputation. With knowledge of how customer advocates impact the reputation of a company, 

brands can shift their resources and focus on their advocates to mold a more positive reputation±

±which ultimately improves profitability, brand loyalty, and long-term business success. 

Therefore, this thesis will focus on understanding the effects of customer advocacy on 

corporate reputation to assist companies in their quest for a more positive reputation and the 

byproducts such reputation brings. The study will be limited to a population of students at Texas 

Christian University (TCU) and will focus on identifying student opinions regarding the effects 

of university advocates on various measures comprising university reputation. These findings 

can then be applied in a more general sense to understand the effects of customer advocacy on 

corporate reputation. 
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Literary Review 

The Customer Journey 

Customer Journey Defined 

 In recent years, more businesses have shifted toward a customer-centric business model 

to reach their goals of engaging new customers while retaining old ones. This shift has come in 

waves, starting with the customer relationship management era in the early 2000s and slowly 

broadening to a customer engagement model that is more heavily followed today; this 

framework recognizes the value of every interaction a customer has with the firm, differing from 

other models in its emphasis on nonpurchase interactions and addition of subjective measures to 

measure the customer experience across the customer journey (Lemon & Verhoef, 2016). 

The customer journey refers to the series of steps that customers undertake in their 

interactions with a company, from the moment they encounter the brand to their post-purchase 

EHKDYLRUV��:KLOH�D�FRPSDQ\¶V�GRFXPHQWHG�FXVWRPHU�MRXUQHy will vary based on the type of 

business and the steps QHFHVVDU\�WR�XQGHUVWDQG�FXVWRPHUV¶�H[SHULHQFHs, most businesses can 

broadly classify the customer journey into three parts: prepurchase, purchase, and post-purchase 

(Lemon & Verhoef, 2016).  

Steps in the Customer Journey 

To more clearly define the different actions that customers take during the prepurchase, 

purchase, and post-purchase stages. One framework that can facilitate understanding of more 

specific customer actions LV�WLWOHG�WKH�³)LYH�$¶V´��DZDUH��DSSHDO��DVN, act, and advocate 

(Kartajaya, Kotler, & Setiawan, 2018). 7KH�³DZDUH´�SKDVH�FRUUHVSRQGV�WR�FXVWRPHUV¶�ILUVW�

encounters with a company; WKH�³appeal´�SKDVH�LV�ZKHQ�FXVWRPHUV�GHWHUPLQH�ZKHWKHU�WKH\�OLNH�

the brand; the ³DVN´�SKDVH�LV�ZKHQ�WKH\�DFWLYHO\�UHVHDUch the brand/product/service to obtain 
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more information; the ³DFW´�SKDVH�LV�ZKHQ�WKH\�PDNH�D�SXUFKDVH�decision; DQG�WKH�³DGYRFDWH´�

phase reflects retention, repurchase, and advocacy behavior±±the focus of this paper. 

Customer Advocacy 

Customer Advocacy Defined 

 Customer advocacy has become an increasingly important business priority as technology 

continues building new outlets for customers to share their voices. However, the growing 

opportunity for advocates to share their voices also comes with the risk of negative word of 

mouth spreading more easily. Advocates are essential for companies to obtain, but the process 

for doing so can be challenging, which is why it is an under-researched step of the customer 

journey (Sweeney, Payne, Frow, & Liu, 2020). This is because customer advocacy goes further 

than general word of mouth, which describes simple recommendations and positive remarks 

about a company and its offerings. Customer advocacy describes the passionate endorsement of a 

FRPSDQ\¶V�SURGXFWV�RU�VHUYLFHV��W\SLFDOO\�LQ�D�IRUFHIXO�QDWXUH�WKDW�LPSOLFLWO\�GHIHQGV�DQ�

organization from its competitors (Sweeney, Payne, Frow, & Liu, 2020). With that said, 

advocates are not blindly loyal to their favorite brands; their high engagement and tech-savviness 

tend to come with the propensity to heavily research and stay up to date with marketplace trends 

and competition (Gupta, Laddha, & Singh, 2017).  

The motivation behind these customer advocacy behaviors is the potential of influencing 

others, unlike that of word of mouth or brand loyalty, in which a customer can think and talk 

positively about a brand without the intention of influencing decisions. While this core 

motivation remains the same for most advocates, not all advocates are created equal in how they 

go about influencing; CRM Magazine defines four distinct types of customer advocates that may 

VKDSH�DQ�RUJDQL]DWLRQ¶V�UHSXWDWLRQ�DQG�FRQVXPHU�EX\LQJ�GHFLVLRQV (Del Rowe, 2016). 
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³(GXFDWRUV´�DUH�VDLG�WR�EH�DGYRFDWHV�ZKR�KDYH�H[WHQVLYH�NQRZOHGJH�RI�D�FRPSDQ\¶V�SURGXFWV�RU�

services and are eager to share that with others, making them well-suited social media 

LQIOXHQFHUV��³9DOLGDWRUV´�IRFXV�OHVV�RQ�WHDFKLQJ�SRWHQWLDO�FXVWRPHUV DERXW�D�FRPSDQ\¶V�RIIHULQJV�

DQG�PRUH�RQ�YDOLGDWLQJ�WKH�FRPSDQ\¶V�UHSXWDWLRQ�DQG�VKDULQJ�WKHLU�IDLU�H[SHULHQFHV��WKH\�FDQ�EH�

KHOSIXO�UHVRXUFHV�IRU�VDOHV�UHIHUHQFHV��UHIHUUDOV��FDVH�VWXGLHV��DQG�SURGXFW�IHHGEDFN��³6WDWXV�

VHHNHUV�´�RQ�WKH�RWKHU�KDQG��DUH�IRFused on the role they play LQ�DQ�LQGLYLGXDO¶V�FXVWRPHU�MRXUQH\�

with a company. They are honest advocates and excellent public speakers, but they are 

committed to receiving recognition for their influence. )LQDOO\��³FROODERUDWRUV´�leverage their 

networks to connect potential customers of a company with others that could help them. They 

influence by way of connection and grow their network in the process. It is also important to note 

that these definitions were developed in a business-to-business (B2B) context rather than the 

business-to-consumer (B2C) context that will be explored in this thesis. Therefore, the advocates 

studied in this thesis (students at TCU) may exhibit slightly different characteristics than those 

described above; this study will assist in developing a clearer typology of advocates at the B2C 

level. 

Whether operating in the B2B space or the B2C space, a company can develop strong 

advocates by understanding the natural inclinations of its current customer base and developing a 

strategy that allows customers to advocate in ways that feel natural. This strategy is formed by 

controllable and uncontrollable touchpoints, or marketing actions, that reach customers at 

different stages in the customer journey. 

Drivers of Customer Advocacy 

 A common misconception is that companies should focus on the result RI�D�FXVWRPHU¶V�

experience when trying to create strong advocates. Often, organizations think that they have 
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customer advocacy when they drive positive reviews, references, or case studies from their 

current customers. Conversely, the most powerful customer advocates have been primed to 

advocate throughout their entire customer journey with a company, not just after they have 

bought a product or service (5 Reasons Your Customer Advocacy is Failing, 2020). Therefore, 

customer advocacy is driven by touchpoints and marketing actions that customers are exposed to 

starting in the prepurchase phase and extending through the post-purchase phase of their 

customer journey. These touchpoints can be broadly classified as brand-owned, social/external, 

and customer-owned (Lemon & Verhoef, 2016).  

Brand-Owned Touchpoints 

When a customer is in the prepurchase stage of the customer journey, they are more likely to 

be influenced by brand-owned touchpoints±±these are, as the name implies, controlled by the 

brand, and include brand-owned advertising as well as brand-controlled marketing mix elements 

XVHG�LQ�D�FRPSDQ\¶V�SURGXFWV�RU�VHUYLFHV (Kartajaya, Kotler, & Setiawan, 2018). In todD\¶V�

GLJLWDO�ZRUOG��D�FRPSDQ\¶V�RQOLQH�SUHVHQFH�KDV�D�SDUWLFXODUO\�JUHDW�LQIOXHQFH�RQ�FXVWRPHU�

decisions ranging from purchasing to advocating (Lemon & Verhoef, 2016).  

Social Media and Website Content 

The marketing content produced by companies has shifted considerably over recent years. 

Print and direct mail advertising has slowly been phased out by the internet; website and social 

media content QRZ�PDNH�XS�WKH�EXON�RI�PDQ\�FRPSDQLHV¶�PDUNHWLQJ�FRQWHQW. When it comes to 

the content that a company shares online, the strength of content and customer engagement work 

together to determine customer advocacy (Mathur, 2016).  If customers find value in a 

FRPSDQ\¶V�VRFLDO�PHGLD�SRVWV��KDYH�D�SRVLWLYH�H[SHULHQFH�ZLWK�DQ�LQIOXHQFHU��RU�FDQ�QDYLJDWH�D�

FRPSDQ\¶V�ZHEVLte easily, for example, they are primed to be strong customer advocates from 



 12 

the beginning of their customer journey. However, many companies mistakenly focus on telling 

customers how trustworthy and valuable they are through their posts, rather than showing their 

value (i.e., posting about differentiated product features, sharing positive customer reviews 

regarding how the product has solved a need, etc.). If companies focus too much on telling rather 

than showing through their online presence, customer advocacy is harder to obtain (Schultz, 

2017). 

External Touchpoints 

 Once customers are made aware of a brand and establish their attitudes based on brand-

owned touchpoints, they will become more swayed by external touchpoints before making a 

purchase decision (Kartajaya, Kotler, & Setiawan, 2018). These marketing actions are outside of 

WKH�FRPSDQ\¶V�GLUHFW�FRQWURO and most often come from unpaid advocates who are not working 

with the company but freely share their experiences with those around them. Word of mouth 

from friends and family as well anonymous opinions can heavily contribute to decisions made 

throughout the customer journey, including advocacy. (Lemon & Verhoef, 2016).  

Paid Advocates 

Beyond advertising through their own online content, companies can take advantage of their 

existing customer base to form strong advocates. A paid advocate is a distinctive type of 

advocate controlled by the company in the sense that they receive some form of compensation 

for their advocacy; they may or may not be customers of the company before becoming a paid 

advocate for that company. Compensation can include anything from money to free 

SURGXFWV�VHUYLFHV�WR�H[FOXVLYH�DFFHVV�WR�D�FRPSDQ\¶V�QHZHVW�RIIHULQJV��$GGLWLRQDOO\��ERWK�GLUHFW�

and indirect forms of advocacy can be rewarded. For example, companies can partner with 

VKRSSLQJ�VLWHV�WKDW�DOORZ�DGYRFDWHV�WR�OLQN�D�FRPSDQ\¶V�SURGXFWV�WR�WKHLU�RZQ�VRFLDO�PHGLD�SDJHV�
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and receive a commission every time a friend clicks their link, which is an indirect form of 

advocacy (Aquino, 2013). Alternatively, paid advocates can directly communicate with 

customers through sponsored social media content or live Q&As DERXW�D�FRPSDQ\¶V�SURGXFWV�� 

Because paid advocates can vary in their familiarity with a company before working with 

them, companies can improve the perceived authenticity and engagement of customers by 

creating a brand ambassador program; brand ambassadors tend to be advocates who are already 

customers before receiving compensation. Brand ambassadors can have the same incentives and 

methods of advocacy as other paid advocates, but they can provide a more relatable perspective 

of what it looks like to be a customer; brand ambassador prRJUDPV�DV�D�ZKROH�OLQN�D�FRPSDQ\¶V�

community to its mission (Venzin, 2015).  

The effectiveness of paid advocates also depends on the number and variety of opportunities 

available to influence, as well as the flexibility and freedom of speech given to paid advocates; if 

paid advocates are limited in the methods and forms of speech they can use, they may appear less 

authentic and customer engagement will therefore not be as high (Venzin, 2015). 

Friends and Family 

In one Nielsen report surveying over 28,000 consumers, 92% said that they trust earned 

media (i.e., recommendations and positive word-of-mouth from those they know) more than any 

other type of advertising (Aquino, 2013). In line with these statistics, a survey conducted by IBM 

shows that around 55% of customers surveyed do not engage with brands on social media at all 

due to privacy and spam concerns; instead, they rely on the people in their lives to help them 

make purchase decisions (Gupta, Laddha, & Singh, 2017). For these reasons, endorsements from 

friends and family can be a large influence for both potential and current customers to become 

strong advocates; potential customers will feel more inclined to trust a company before they 
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purchase, whereas current customers may feel more inspired to advocate due to the passionate 

community of advocates around them. 

Anonymous Opinions 

Another important external touchpoint comes from strangers that share their experiences 

without being paid or controlled by the company; the same Nielson survey of customer attitudes 

showed that 70% of surveyed consumers were swayed by the opinions of strangers when 

forming their opinion of a brand (Aquino, 2013). These influencers can often be some of the 

most powerful because companies do not have control over what they say, therefore creating a 

greater opportunity for negative word-of-mouth±±which is equally influential as the positive 

(Sweeney, Payne, Frow, & Liu, 2020). Additionally, there are several mediums in which the 

anonymous can stake their claim; online company reviews, social media comments, and 

FXVWRPHUV¶�VRFLDO�PHGLD�FKDQQHOV�DUH�MXVW�D�IHZ�ZD\V�WKDW�ZRUG�DERXW�D�FRPSDQ\�FDQ�TXLFNO\�

spread and impact the purchase and future advocacy decisions of customers. 

Customer-Owned Touchpoints 

Beyond all the brand-owned and customer-owned marketing actions that impact 

DGYRFDF\�WHQGHQFLHV��D�FXVWRPHU¶V�OLNHOLKRRG�RI�DGYRFDWLQJ�VLJQLILFDQWO\�GHSHQGV�RQ�WKHLU�

individual beliefs, values, and past experiences²all of which make up customer-owned 

touchpoints. These personal views are not always influenced directly by one brand or experience 

alone but can instead be a culmination of all the marketing actions that have influenced the 

customer in the past (Lemon & Verhoef, 2016). For this reason, they can be strong enough to 

override any brand-owned or external touchpoints that work to turn customers into advocates. 

For example, if someone in the market for a new car has had multiple negative experiences with 

salespeople at various car dealerships in the past, then that person may have a personal bias that 
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is not altered even by the strongest emotional appeals XVHG�LQ�D�GHDOHUVKLS¶V�marketing. While it 

is inevitable that some customers will not be advocates simply due to bad experiences or 

personal beliefs, companies should still be aware RI�D�FXVWRPHU¶V�SRZHU�LQ�WKH�DGYRFDF\�FUHDWLRQ�

process and should strive to impress even the most skeptical or uncertain customers; if 

successful, these can be some of the strongest advocates.  

Consequences of Customer Advocacy   

 Once customer advocacy is created by the drivers listed above, it can create a ripple 

effect of positive outcomes for a company. Specifically, strong customer advocates are likely to 

SRVLWLYHO\�FRQWULEXWH�WR�WKH�EUDQG¶V�UHSXWDWLRQ�WKURXJK�FRQWLQXHG�SDUWLFLSDWLRQ�LQ�WKH�FRPSDQ\�

and by driving new customers into the company. 

Continued Participation 

 &XVWRPHUV¶�DGYRFDF\�WRZDUG�D�EUDQG�KDV�EHHQ�VKRZQ�WR�FUHDWH�D�PRUH�HPRWLRQDO�

relationship between them and the brand; their passion and trust compel them to participate more 

in the compaQ\¶V�RIIHULQJV��Loureiro, Sarmento, & Galelo, 2018). If the company offers 

products or services, this could mean that customers repurchase; if the organization is a 

nonprofit, this may mean that customers volunteer more of their time toward the cause. 

Behavioral loyalty is another metric that has been shown to increase with high levels of customer 

advocacy, indicating that advocates are likely to align their actions with the brand as well as their 

words (Roy, 2013). +RZHYHU��EHKDYLRUDO�OR\DOW\¶V�UROH�LQ�FRQWLQXHG�SDUWLFLSDWLRQ�FRPHV�ZLWK�D�

caveat: advocates are likely to continue participating in a company only given that the quality of 

offerings has not decreased relative to competitors. For this reason, it is crucial for companies to 

strong advocates and remain committed to providing high-quality products and services so that 

they can motivate continued participation. (Roy, 2013) 
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New Customers 

 The goal of customer advocacy is to influence others, and this manifests itself in the form 

of increased purchases by new customers. To attain new customers, several variables must align: 

advocates must tell others about the company, the company must provide high-quality offerings 

that satisfy customer needs, and potential customers must find value in these offerings (and 

ultimately purchase). This creates the idea of advocacy has duality; when loyal advocates 

recommend a company to others, customer acquisition costs decline, and customer preference for 

a brand grows (Urban, 2005). Likewise, when companies advocate for customers, they open 

themselves up to providing more offerings that meet customer needs, which improves sales and 

profit margins as customers see even more value in the brand (Urban, 2005). This continuous 

positive cycle continues, allowing advocates to drive new customers into the company alongside 

WKH�FRPSDQ\¶V�FRPPLWPHQW�WR�LWV�RIIHULQJV� 

Brand Reputation 

 Brand reputation has consistently been positively correlated with the success of a 

company. If a brand has a strong positive reputation, customers are less price-sensitive to that 

brand and are PRUH�OLNHO\�WR�SXUFKDVH�IURP�WKDW�EUDQG��ZKLFK�WKHUHIRUH�LPSURYHV�WKH�FRPSDQ\¶V�

performance (Burke, Dowling, & Wei, 2018). Additionally, brand reputation has been shown to 

LQFUHDVH�DV�D�FRPSDQ\¶V�SHUIRUPDQFH�LQFUHDVHV. However, this is where the research on the 

composition of brand reputation largely ends. Less research has been done regarding the impact 

RI�D�FRPSDQ\¶V�FXVWRPHUV�on brand reputation; some research suggests that brand loyalty and 

brand reputation are linked, but there is little research regarding the relationship between 

customer advocacy and brand reputation. Because customer advocacy affects several other 

measures of company performance, it has the potential to also affect brand reputation. 
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A second issue in the study of brand reputation involves the definition of the variable; it 

has been given many different definitions that suggest it is not a variable that can be measured on 

one metric alone. Even the scales used to measure brand reputation are inconsistent in what 

questions they use WR�PHDVXUH�WKLV�YDULDEOH��(DUO\�UHVHDUFK�VXJJHVWHG�WKDW�D�EUDQG¶V�UHSXWDWLRQ�

should be measured less on metrics relating to its products/services and more on the ability of 

those products/services to meet customer needs (Andreasen, 1982). Today, while most marketers 

still agree that brand reputation FRQVLVWV�RI�FXVWRPHUV¶ attitudes WRZDUG�WKH�EUDQG¶V�DELOLW\�WR�

meet their needs, some marketers use customer loyalty metrics to measure this, while others use 

measures of customer cooperation or FXVWRPHUV¶ trust in a brand (Petrokaite & Stravinskiene, 

2013). Though similar, these measures can differ (i.e., customer cooperation with a brand does 

not always mean customers are loyal to that brand). A more consistent definition of brand 

reputation is needed to ensure that results from research are not misinterpreted or over-

generalized. 

Finally, brand reputation has been most heavily studied in the context of for-profit 

institutions. Less research has been done regarding the composition of and effects of brand 

reputation on non-profit organizations, which means that existing research may be inaccurate or 

incomplete when applied to a non-profit. For one, non-profits have significantly different 

measures of success than those that have been studied in conjunction with brand reputation; 

profits and stock values are not necessarily applicable. With that said, there is far less 

consistency in the measures of success used in non-profit research; many of these metrics are 

dependent on the type of non-profit in question. 

In the context of higher education, brand reputation has traditionally been the primary 

PHDVXUH�RI�D�XQLYHUVLW\¶V�XQLTXHQHVV��EXW�with new schools of thought emerging, the definition 



 18 

and use of brand reputation as a measure have become blurred; several factors make it up, and 

this creates inconsistencies in how it is viewed by universities (Hemsley-Brown et. al, 2016). 

Ultimately, brand reputation is a large piece of the puzzle affecting both business and 

customer outcomes. Specifically, more research is needed to link customer advocacy with this 

variable��%\�XQGHUVWDQGLQJ�WKH�LPSDFW�WKDW�D�FRPSDQ\¶V�DGYRFDWHV�FDQ�KDYH�RQ�LWV�UHSXWDWLRQ��DQ\�

company can be better equipped to strengthen its advocate base and create a more positive name 

for itself. The remainder of this thesis will fill in the research gaps defined previously by 

determining the relationship between customer advocacy and brand reputation in a nonprofit 

setting. 

Research Objectives 

There are three main objectives in conducting this study: 

Objective 1: 'HWHUPLQH�WKH�SUHVHQFH�DQG�PDJQLWXGH�RI�WKH�UHODWLRQVKLS�EHWZHHQ�7&8¶V�VWXGHQW�

advocacy levels and its perceived reputation by its students. 

x Achieving this objective will help the university understand the importance of forming 

and maintaining strong student advocates in shaping its reputation. 

Objective 2: Understand whether the frequency of use and impact of 7&8¶V�VRFLDO�

PHGLD�ZHEVLWH�FRQWHQW��SDLG�VWXGHQW�ZRUNHUV��VRFLDO�PHGLD�LQIOXHQFHUV��VWXGHQWV¶�IULHQGV�IDPLO\��

and online reviews/forums have an impact on student advocacy levels. 

x Measuring these five common advocacy antecedents in the context of TCU will help the 

university prioritize specific platforms and marketing actions based on those that are 

shown to be significantly influential in shaping student advocacy levels. 

Objective 3: Identify demographic patterns in the advocacy and reputation levels between 

Caucasian and minority students, those involved in Greek life and those not involved in Greek 
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life, as well as those enrolled in the Neeley School of Business and those not enrolled in the 

Neeley School of Business. 

x Because Caucasian students, Neeley School of Business students, and those involved in 

Greek life are in the majority of TCU students, comparing these groups to those in the 

minority will shed light on any disparities in attitudes that should be further explored by 

TCU to improve the attitudes of minority groups. 

Methodology 

Survey Design 

 To carry out the study, a Qualtrics survey was developed to measure TCU studentV¶ 

attitudes specifically regarding their propensity to advocate for TCU and their perceived 

reputation of TCU. This survey received formal IRB approval to be used at TCU. The survey 

was split into three sections±±one pertaining to advocacy, one pertaining to perceived reputation, 

and one measuring demographic factors. The estimated time to complete the survey was 10 

minutes. The only prerequisite for taking the survey was that a respondent must currently be 

enrolled as a TCU undergraduate student. A convenience sample of 103 undergraduate students 

completed the survey. 

Measures of Advocacy 

 After obtaining consent from the survey participants, a series of questions were asked 

UHJDUGLQJ�VWXGHQWV¶�DWWLWXGHV�WRZDUG�WKHLU�XQLYHUVLWy. The first question in the advocacy section of 

the survey asked respondents to rate their personal experience as a TCU student; this question 

served as a benchmark against which the following advocacy-related questions could be 

measured. An existing, validated scale±±the Online Brand Advocacy (OBA) Scale±±was then 
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adapted to ask a series of questions regarding student attitudes toward their university; these 

DWWLWXGHV�KROLVWLFDOO\�FUHDWHG�DQ�DGYRFDF\�³VFRUH´�WKDW�ZDV�XVHG�WR�PHDVXUH�D�VWXGHQW¶V�UHODWLYH�

level of advocacy for their university compared to other students. The OBA Scale measures 

advocacy levels by asking questions grouped into four distinct categories affecting advocacy: 

brand defense, brand positivity, brand information sharing, and virtual positive expression (Wilk, 

Soutar, & Harrigan, 2020). Six questions (with at least one from each category) were edited to fit 

the context of the survey and were measured on a 5-point Likert scale with values ranging from 

³6WURQJO\�'LVDJUHH´�WR�³6WURQJO\�$JUHH´. Specifically, two items from the 2%$�VFDOH¶V ³EUDQG�

GHIHQVH´�FDWHJRU\��RQH�LWHP�IURP�WKH�³EUDQG�SRVLWLYLW\´�FDWHJRU\��WZR�LWHPV�IURP�WKH�³EUDQG�

LQIRUPDWLRQ�VKDULQJ´�FDWHJRU\��DQG�RQH�LWHP�IURP�WKH�³YLUWXDO�SRVLWLYH�H[SUHVVLRQ´�FDWHJRU\�ZHUH�

used; the specific questions used to measure advocacy are below. 

Construct Item 
Brand Advocacy I defend TCU when others talk it down 
 I try to convince others to attend TCU 
 I consistently say positive things about TCU 
 I provide others with details about what is going on at TCU 
 I provide lengthy explanations as to why TCU is superior to other 

universities 
 

Designing the survey using the scale of advocacy allowed for a more comprehensive 

outlook on student attitudes that are associated with advocacy, rather than directly asking for a 

UHVSRQGHQW¶V�RSLQLRQ�UHJDUGLQJ�WKHLU�DGYRFDF\�OHYHO� 

,Q�DGGLWLRQ�WR�XQGHUVWDQGLQJ�VWXGHQWV¶�UHODWLYH�DGYRFDF\�OHYHOV�WRZDUG�WKHLU�XQLYHUVLW\��LW�

was necessary to gather data regarding the sources of this advocacy or lack of advocacy. The 

purpose of these questions was to find connections between student advocacy levels and the 

marketing materials that were most frequently used and most influential in forming attitudes. A 

matrix structure allowed respondents to identify how frequently they used five different sources 
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of information to stay up to date on their university, followed by a second matrix structure asking 

KRZ�LQIOXHQWLDO�HDFK�RI�WKHVH�VRXUFHV�ZDV�LQ�LQIOXHQFLQJ�UHVSRQGHQWV¶�DWWLWXGHV. 

Measures of Reputation 

 Once student advocacy levels were determined, a series of questions were asked to 

XQFRYHU�VWXGHQW�SHUFHSWLRQV�RI�WKHLU�XQLYHUVLW\¶V�UHSXWDWLRQ� After asking respondents to rate 

their perceived reputation of their university, an adapted version of the validated Customer-

Based Corporate Reputation Scale was adapted to measure reputation holistically (Walsh, 

Beatty, & Shiu, 2009). This scale measures reputation as a combination of five categories: 

product and services, social responsibility, vision and leadership, financial performance, and 

emotional appeal (Chan & Mohd Hasn, 2019). Six questions spanning these categories were 

asked and brought together to form a composite reputation score for each student. Each question 

was measured on a 5-SRLQW�/LNHUW�VFDOH�ZLWK�YDOXHV�UDQJLQJ�IURP�³6WURQJO\�'LVDJUHH´�WR�

³6WURQJO\�$JUHH´�� Specifically, two questions came from the ³product and services´ category, 

two questions came from the ³social responsibility´ category, one question came from the 

³vision and leadership´ category, and one question came from the ³emotional appeal´ category. 

7KH�³ILQDQFLDO�SHUIRUPDQFH´�FDWHJRU\�ZDV�RPLWWHG�IURP�WKH�VXUYH\��DV�WKe research at hand 

focuses on understanding the reputation of a nonprofit organization. The specific questions asked 

to measure reputation are below. 

Construct Item 
Brand Reputation TCU offers high-quality education/resources 
 TCU is very innovative in its education/resources 
 TCU treats people well through community service and appears to 

support good causes 
 TCU seems to be environmentally friendly 
 7&8¶V�OHDGHUVKLS�LV�VWURQJ�DQG�KDV�D�FOHDU�YLVLRQ 
 I admire and respect TCU 
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,Q�DGGLWLRQ�WR�PHDVXULQJ�7&8¶V�UHSXWDWLRQ��UHVSRQGHQWV�ZHUH�DVNHG�WR�FRPSDUH�WKHLU�

XQLYHUVLW\¶V�UHSXWDWLRQ�WR�VL[�FRPSHWLQJ�XQLYHUVLWLHV�LQ�WKH�VWDWH�RI�7H[DV��7KLV�TXHVWLRQ�ZDV�XVHG�

WR�H[SDQG�WKH�VFRSH�RI�UHVHDUFK�DQG�LGHQWLI\�WUHQGV�EHWZHHQ�7&8¶V�SHUFHLYed reputation on 

various factors and the perceived reputation of other universities. 

Demographics 

 Finally, five demographical variables were measured to categorize respondents: gender, 

race, classification, college of enrollment within TCU, and involvement at TCU. The responses 

from these questions were used to identify whether any relationship exists between the 

demographics of TCU students and their advocacy, their perceived reputation of TCU, or both. 

An in-GHSWK�EUHDNGRZQ�RI�UHVSRQGHQWV¶�GHPRJUDSKLFV�LV�EHORZ� 

Question Statistics 
Gender Male: 36% 

Female: 64% 
Race Caucasian: 82% 

Hispanic: 7% 
Asian: 5% 
Black: 5% 
Other: 1% 

Classification Freshman: 1% 
Sophomore: 12% 
Junior: 50% 
Senior: 37% 

College(s) of Enrollment Neeley School of Business: 87% 
John V. Roach Honors College: 15% 
College of Science & Engineering: 10% 
AddRan College of Liberal Arts: 5% 
Bob Schieffer College of Communication: 4% 
College of Fine Arts: 2% 
College of Education: 1% 
�1XPEHUV�DGG�WR�JUHDWHU�WKDQ������GXH�WR�VHYHUDO�VWXGHQWV¶�
enrollment in multiple colleges) 

Involvement Involved in at least 1 activity: 94% 
Involved in at least 2 activities: 45% 
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Analysis Measures 

First, the survey responses were analyzed to determine the presence, direction, and 

magnitude of the relationship between student advocacy and perceived reputation. SPSS (a 

statistics software) was used to complete two separate factor analyses±±one using the six 

questions from the advocacy scale, and the other using the six questions from the reputation 

scale. These factor analyses allowed me to HQVXUH�WKDW�WKH�TXHVWLRQV�FRPSULVLQJ�D�UHVSRQGHQW¶V�

advocacy level were correlated enough to altogether represent an accurate measure of advocacy 

for that respondent±±and the same was true for the reputation-based questions. Because the goal 

was to plot all measures onto as few factors as possible, the Principal Components Analysis 

(PCA) factor analysis technique was used (Field, 2013). 

After conducting two separate factor analyses on the advocacy and reputation variables in 

question, the KMO Measure of Sampling Adequacy (MSA) was analyzed as a means of ensuring 

sufficient multicollinearity between the variables making up each factor. It was necessary for 

each MSA value to be above 0.5 to prove that the values of each variable could be sufficiently 

predicted by the others making up that factor (Field, 2013). 

Finally, the reliabilities of each factor were measured to ensure the representativeness of 

all variables on each factor. A &URQEDFK¶V�$OSKD value greater than 0.7 was used to indicate that 

the variables on each factor were representative of that factor (Field, 2013). 

2QFH�WKH�06$�DQG�&URQEDFK¶V�$OSKD scores of each factor analysis were analyzed to 

ensure accurate and representative factors, the factor loadings of each variable making up the 

factors were analyzed to understand which variables aUH�PRVW�LQIOXHQWLDO�LQ�D�UHVSRQGHQW¶V�

overall advocacy/reputation level. 
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All variables from the advocacy factor analysis loaded onto one factor, and all variables 

from the reputation factor analysis loaded onto one factor as well. Therefore, the scores from 

each factor were saved under two new variables: one representing HDFK�UHVSRQGHQW¶V�RYHUDOO�

advocacy level �FDOOHG�³$GYRFDF\´� and one representing HDFK�UHVSRQGHQW¶V�perceived reputation 

�FDOOHG�³5HSXWDWLRQ´�. These variables were used to run a simple linear regression in Excel, 

whereby it could be determined if there is a relationship between advocacy and reputation. 

Advocacy was used as the X-variable, while Reputation was used as the Y-variable since the 

goal of the analysis was to determine whether advocacy levels influence the perceived reputation 

of TCU. From the regression, the correlation between these two variables was first analyzed to 

determine if a relationship exists. The R squared value was used to measure the magnitude of 

this correlation. The F-test was another measure of validity used to ensure that advocacy 

significantly influenced reputation. Finally, the slope of the line of best fit �WKH�³E´�FRHIILFLHQW��

was analyzed to understand to what extent increases in advocacy levels affect reputation levels. 

While understanding the relationship between advocacy and reputation was the main goal 

of this research, subsequent analyses were performed on other variables in the survey to provide 

more meaning to and test the second and third research objectives. To understand the antecedents 

to advocacy, two multiple regressions were computed. The first regression assessed the impact of 

HDFK�VRXUFH¶V frequency of use on VWXGHQWV¶�DGYRFDF\�levels. The second regression evaluated 

the influence of HDFK�VRXUFH¶V�LPSDFW�RQ VWXGHQWV¶�DGYRFDF\�levels. After running each 

regression, the F-test metric determined whether at least one source significantly influences 

advocacy in either its frequency of use or impact of use. 

Finally, to determine if significant patterns exist between PDMRULW\�DQG�PLQRULW\�JURXSV¶�

advocacy/reputation levels, a series of two-means tests was run between advocacy/reputation of 
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Caucasian and minority students, those involved in Greek life and those not involved in Greek 

life, as well Neeley School of Business students and those outside of Neeley. The significance of 

any demographical differences was determined by the two-tail p-value of each test.  

Results and Interpretation 

Objective 1: Advocacy and Reputation Relationship 

Advocacy and Reputation Factors 

 Completing two separate factor analyses on the advocacy and reputation variables, 

respectively, was the first step in satisfying the research objective of determining the relationship 

between advocacy and reputation. The first factor analysis that was conducted on the six 

questions in the advocacy scale plotted all six variables onto one factor. Therefore, all questions 

WKDW�ZHUH�DVNHG�WR�PHDVXUH�VWXGHQWV¶�DGYRFDF\�OHYHOV�H[KLELW�HQRXJK�PXOWLFROOLQHDULW\�WR�EH�

UHSUHVHQWDWLYH�RI�D�VWXGHQW¶V�RYHUDOO�DGYRFDF\�OHYHO��Additionally, the MSA value (used to 

determine accuracy) DQG�WKH�&URQEDFK¶V�$OSKD�YDOXH�(used to determine reliability) are both 

sufficient to use this factor as a holistic representation of advocacy. 

Advocacy Test Value Interpretation 
Measure of Sampling Adequacy (MSA) 0.868 Sufficient correlation to proceed with 

factor analysis 
&URQEDFK¶V�$OSKD 0.839 Sufficient correlation to proceed with 

factor analysis 
 

Similarly, the factor analysis ran on the six questions in the reputation scale plotted all six 

variables onto one factor, and these variables show sufficient multicollinearity to be 

representative oI�D�VWXGHQW¶V�RYHUDOO�SHUFHLYHG�UHSXWDWLRQ��The MSA value DQG�WKH�&URQEDFK¶V�

Alpha value are both sufficient to use this factor as a holistic representation of perceived 

reputation. 
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Reputation Test Value Interpretation 
Measure of Sampling Adequacy (MSA) 0.816 Sufficient correlation to proceed with 

factor analysis 
&URQEDFK¶V�$OSKD 0.824 Sufficient correlation to proceed with 

factor analysis 
 

The Varimax rotation that was used to conduct each factor analysis allows for analysis of 

HDFK�YDULDEOH¶V�IDFWRU�ORDGLQJ��DQG�WKHUHIRUH�VLJQLILFDQFH��WR�LWV�UHVSHFWLYH�IDFWRU��In the advocacy 

factor, all questions have a factor loading greater than 0.5, showing that each question adapted 

from the advocacy scale contributes VXIILFLHQWO\�WR�UHVSRQGHQWV¶�RYHUDOO�DGYRFDF\�VFRUHV��It 

DSSHDUV�WKDW�WKH�TXHVWLRQV�UHODWLQJ�WR�VWXGHQWV¶�ZLOOLQJQHVV�WR�share their attitudes/opinions 

toward TCU contribute more to advocacy than their willingness to speak about the facts and 

details of TCU; this is consistent with the idea that customer advocacy is heavily represented by 

customer attitudes. Specifically, the likelihood of a student trying to convince others to attend 

TCU is the most representative YDULDEOH�LQ�D�VWXGHQW¶V�RYHUDOO�DGYRFDF\�OHYHO� 

Question Factor 
Loading 

I try to convince others to attend TCU. 0.847 
I consistently say positive things about TCU. 0.829 
I use positive exclamations when talking about TCU online. 0.805 
I defend TCU when others talk it down. 0.800 
I provide lengthy explanations as to why TCU is superior to other universities. 0.730 
I provide others with details about what is going on at TCU. 0.505 

 
Similarly, all questions on the reputation scale have factor loadings that contributed 

VXIILFLHQWO\�WR�UHVSRQGHQWV¶�UHSXWDWLRQ�VFRUHV��Innovation and strong leadership are key variables 

contributing toward perceived reputation, followed closely by admiration, environmental 

friendliness, and community service variables. Interestingly, high-quality education/resources 

contribute the least to perceived reputation, which suggests that students hold their university to 
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high standards and view its reputation as more than the quality of its education alone; this 

education must also be innovative and future-RULHQWHG�WR�LPSURYH�VWXGHQWV¶�SHUFHLYHG�UHSXWDWLRQ� 

Question Factor 
Loading 

TCU is very innovative in its education/resources. 0.809 
7&8¶V�OHDGHUVKLS�LV�VWURQJ�DQG�KDV�D�FOHDU�YLVLRQ� 0.803 
I admire and respect TCU. 0.787 
TCU seems to be environmentally friendly. 0.744 
TCU treats people well through community service and appears to support 
good causes. 

0.741 

TCU offers high-quality education/resources. 0.562 
 
Advocacy and Reputation Relationship 

 After performing a linear regression between Advocacy (X) and Reputation (Y), a strong 

positive relationship was found between the two variables suggesting that advocacy strongly 

impacts reputation in a positive manner. 

Test Value Interpretation 
Correlation 0.5883 Moderate to strong positive correlation between advocacy and 

reputation; as advocacy increases, reputation increases to a 
smaller extent.  

R Squared 0.3612 36.12% of the variation in perceived reputation can be 
explained by the level of student advocacy, so student 
DGYRFDF\�LV�RQO\�RQH�YDULDEOH�LPSDFWLQJ�VWXGHQWV¶�SHUFHLYHG�
reputation. 

F-Test 
Significance 

p: 0.0000 6WXGHQWV¶�DGYRFDF\�OHYHOV have a significant influence on 
studentV¶�SHUFHLYHG�UHSXWDWLRQ�RI�7&8� 

³%´�
Coefficient 

0.5849 When advocacy increases by 1 unit, perceived reputation 
increases by 0.5849 units; therefore, an increase in advocacy 
creates a smaller (but still significant) increase in perceived 
reputation. 
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Objective 2: Advocacy Antecedents 

Frequency of Use 

To satisfy the second research objective of determining significant antecedents to student 

advocacy levels, the first regression compared the frequency values of five marketing actions 

against advocacy scores; this regression shows that no single VRXUFH¶V�IUHTXHQF\�RI�XVH�

significantly impacts advocacy.  

Test Value Interpretation 
Correlation 0.3054 Slightly positive relationship between the frequency of 

engagement and advocacy; as students use sources more 
frequently, advocacy increases to a smaller extent. 

R Squared 0.0933 9.33% of the variation in advocacy can be explained by the 
frequency with which students use these sources. 

F-Test 
Significance 

p: 0.1148 The frequency of use of no individual source has a strong 
influence on student advocacy levels. 

Impact of Use 

 The second regression computed using the impact values against VWXGHQWV¶�DGYRFDF\�

levels illustrates a slightly more positive relationship than the previous regression. The F-test 

shows that at least one source influences student attitudes; specifically, the impact of social 

media influencers who attend TCU has a significant influence on student attitudes. 

Test Value Interpretation 
Multiple R 0.4068 Moderately positive relationship between the influence of 

sources and advocacy; as students are more influenced by 
these sources, advocacy increases to a smaller extent. 

R Squared 0.1655 16.55% of the variation in advocacy can be explained by the 
influence of these five sources on student attitudes. 

F-Test 
Significance 

p: 0.0059 At least one VRXUFH¶V�LPSDFW�RQ�VWXGHQW�DWWLWXGHV�KDV�D�
significant influence on student advocacy levels. 

Social media 
influencers 

Slope: 0.1913 
p: 0.0403 

Advocacy levels increase by 19.13% of every 1-unit 
increase in impact of social media influencers on student 
attitudes. 
- Significant p 
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Objective 3: Demographical Differences in Advocacy and Reputation  

Race: Caucasian vs. Minority 

To understand whether there are significant differences between the advocacy and 

reputation levels of majority and minority groups on campus, the first two-means test compared 

both advocacy and perceived reputation of TCU by Caucasian students and minority students. 

The sample included 77 Caucasian students and 17 minority students. The two-means test shows 

a significant difference in advocacy and reputation averages. On average, minority students have 

a significantly lower advocacy score and perceived reputation of TCU than Caucasian students. 

Advocacy: Caucasian vs. Minority 
 Caucasian  Minority 
Mean of Advocacy 0.1028 -0.5713 
Variance of Advocacy 0.8504 1.4453 

Significance (two-tailed p) = 0.02962 

Reputation: Caucasian vs. Minority 
 Caucasian  Minority 
Mean of Reputation 0.1155 -0.5231 
Variance of Reputation 0.9012 1.17699 

Significance (two-tailed p) = 0.02478 

Involvement: Greek Life vs. Other Activities 

The two-means test comparing advocacy/perceived reputation of the 70 students involved 

in Greek life to that of the 33 not involved in Greek life shows a significant difference in 

averages. On average, students who are not involved in Greek life have a significantly lower 

advocacy score and perceived reputation of TCU than do those who are involved in Greek life. 

Advocacy of Students in Greek Life vs. Students Not in Greek Life 
 In Greek Life  Not in Greek Life 
Mean of Advocacy 0.1608 -0.3585 
Variance of Advocacy 0.9434 0.8800 

Significance (two-tail p) = 0.0170 
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Perceived Reputation of Students in Greek Life vs. Students Not in Greek Life 
 In Greek Life  Not in Greek Life 
Mean of Reputation 0.1839 -0.5363 
Variance of Reputation 0.9251 0.8650 

Significance (two-tailed p) = 0.0012 

College Enrollment: Neeley School of Business vs. Other Colleges 

 The two-means test comparing the perceived reputation of 82 students in the Neeley 

School of Business to the perceived reputation of 12 students not in the business school shows a 

significant difference in averages. On average, students who are not enrolled in Neeley have a 

significantly lower perceived reputation of TCU than do those who are enrolled in Neeley. 

Perceived Reputation of Students Enrolled in Neeley vs. Students Not Enrolled in Neeley 
 Enrolled in Neeley  Not Enrolled in Neeley 
Mean of Reputation 0.0630 -0.4078 
Variance of Reputation 1.0550 0.3157 

Significance (two-tailed p) = 0.0054 

Conclusions and Implications 

Objective 1: Advocacy and Reputation Relationship 

 The positive relationship between student advocacy levels and perceived university 

reputation emphasizes that TCU should focus on forming and maintaining a strong advocate base 

to improve its reputational rankings. $�XQLYHUVLW\¶V�VWXGHQWV�DUH�RQH�RI�LWV�PRVW�LQIOXHQWLDO�

marketing tools and can greatly affect the opinions of others, from family and friends to potential 

new students and alumni±±all of which KDYH�DQ�LPSRUWDQW�UROH�LQ�FUHDWLQJ�7&8¶V�OHJDF\� 

&UHDWLQJ�QHZ�DGYRFDWHV��ZKLOH�PRUH�FKDOOHQJLQJ��ZLOO�KDYH�WKH�ODUJHVW�SRVLWLYH�HIIHFW�RQ�7&8¶V�

reputation and should be prioritized. At the same time, it is important to keep 7&8¶V�FXUUent 

advocates happ\��DV�WKHVH�VWXGHQWV�DUH�WKH�IRXQGDWLRQ�RI�7&8¶V�FXUUHQW�UHSXWDWLRQ. While it is no 

question that TCU should focus on maintaining and improving advocacy levels, the question 
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remains of how to improve advocacy in these groups; this is where the advocacy drivers come 

into play. 

Objective 2: Advocacy Antecedents 

 Social media influencers who attend TCU comprise the one source of advocacy that 

significantly impacts student attitudes; as these influencers are students at TCU, their student 

identity likely makes up a large part of their brand, so their attitudes toward TCU will be 

reflected in their content. TCU needs to keep these influencers happy since their content 

significantly impacts the attitudes of other TCU students. 

 Specific ideas to engage with social media influencers include sending these influencers 

free products (i.e., TCU clothing or other branded items) and asking them to participate in 

university-wide campaigns, events, or content that highlights TCU students. This type of 

engagement would highlight the influencers¶�SODWIRUPV, thus promoting their brand; this 

SURPRWLRQ�ZRXOG�OLNHO\�LPSURYH�LQIOXHQFHUV¶�DWWLWXGHV�WRZDUG�7&8�DQG�WKHLU�OLNHOLKRRG�RI�

sharing these attitudes online, which would positively impact other students. However, TCU 

should avoid creating contracts with influencers in which the influencers are compensated for 

their marketing of TCU; this would turn the influencers into paid advocates for TCU, which is a 

source that was shown to be nonsignificant in shaping student attitudes. 

Objective 3: Demographical Differences in Advocacy and Reputation 

7&8¶V�RYHUDOO�DGYRFDF\�DQG�UHSXWDWLRQ�OHYHOV�DUH�QHJDWLYHO\�LPSDFWHG�E\�PLQRULW\�

students; if the university wants to improve its ratings on these variables, emphasis should be 

placed on improving PLQRULWLHV¶ attitudes toward TCU. To understand why minorities tend to 

view their university more negatively, TCU should directly engage with these students; this 

engagement will largely determine the direction of marketing that the university should take. In 
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the meantime, ensuring that diversity is represented across 7&8¶V social media platforms and 

through on-campus events can help in making students feel seen by their university. TCU could 

also highlight individual students from a variety of backgrounds to show its appreciation of 

diversity in its student population. 

The differences in advocacy/reputation levels between those involved in Greek life and 

those not involved in Greek life are also important to address. A large percentage of students are 

LQYROYHG�LQ�*UHHN�OLIH�DW�7&8��ZKLFK�PHDQV�WKDW�*UHHN�OLIH�VWXGHQWV¶�KLJK average advocacy and 

reputation scores have the potential to span a much larger sample than what was surveyed. On 

the contrary, the heavy presence of Greek life on campus could be even more of a reason for 

those not involved in Greek life to view the university negatively. By improving the attitudes of 

students who are not involved in Greek life, TCU can therefore hedge against this potential threat 

to its reputation. As for other groups, TCU should first seek to understand why these students 

feel less connected to their university; do these feelings arise from not being part of a 

sorority/fraternity, or are there other factors that should be explored? In addition, supporting 

organizations outside of Greek life (both through marketing and funding) is important in 

allowing these organizations to succeed and bringing awareness to students who may not be 

aware of the opportunities to get involved and find a community outside Greek life. 

Finally, WKH�GLIIHUHQFHV�LQ�DWWLWXGHV�EHWZHHQ�VWXGHQWV�LQ�7&8¶V�EXVLQHVV�VFhool and other 

colleges on-campus are crucial to address; though TCU is known for having a strong business 

school, with a large portion of TCU students enrolled in Neeley, there are thousands of students 

HQUROOHG�DFURVV�7&8¶V�RWKHU�VHYHQ�FROOHJHV. By failing to improve the attitudes of students in 

these colleges, the university is missing a large segment of its student population. Not only does 

WKLV�QHJDWLYHO\�LPSDFW�FXUUHQW�VWXGHQWV¶�DWWLWXGHV�WRZDUG�WKH�XQLYHUVLW\��EXW�WKLV�FRXOG�DOVR�FDXVH�
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prospective students to view the university negatively if their major/school of interest is filled 

with students who do not view TCU highly. Again, this creates a call to action for TCU to better 

understand the reasoning behind student attitudes and take necessary steps to make students 

outside Neeley feel connected to the university. Some ideas would be to set aside funding and 

innovative resources for other colleges (career resources, networking opportunities, new class 

offerings, building redesign, etc.), highlight these colleges more through social media, or simply 

create more awareness of these colleges on-campus so that students across the university can 

appreciate all that TCU has to offer and be proud of their education. 

Limitations and Future Directions 
 
 The largest limitation in this study was the convenience sample used; most respondents 

are enrolled in the Neeley School of Business at TCU and identify as Caucasian. While this is 

FRQVLVWHQW�ZLWK�WKH�ODUJHO\�KRPRJHQRXV�QDWXUH�RI�7&8¶V�VWXGHQW�ERG\, the lack of diversity may 

create results that vary from those of a more diverse student body. Similarly, the somewhat small 

sample size is a limitation, and more representative results could be gained through an expanded 

sample. Another limitation of this study was the use of only one university. TCU is a private, 

medium-sized institution, and these characteristics could impact student attitudes differently than 

a public university or a significantly larger/smaller university might. 

In the future, this study could be expanded to include a more diverse sample at TCU. For 

H[DPSOH��HIIRUWV�FRXOG�EH�PDGH�WR�VXUYH\�PRUH�VWXGHQWV�DFURVV�DOO�RI�7&8¶V�FROOHJHV��UDWKHU�WKDQ�

focusing on Neeley students. Additionally, recruiting more underclassmen into the study would 

be helpful in improving sample diversity. Even efforts to include legacies and first-generation 

students in the research could improve the variety in results, as these students may view TCU 

and college differently due to their background. With increased sample diversity would come the 
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opportunity to compare advocacy and reputation levels between groups of students within TCU 

on factors beyond the demographics used in this study. For example, advocacy and reputation 

levels between underclassmen and upperclassmen, legacies and first-generation students, and 

specific colleges could be analyzed to give TCU even greater insight into groups it can target 

with its marketing efforts. 

Beyond TCU, this study could be expanded to include multiple universities; this would 

be a way to determine whether the relationships found in this research apply to a wide range of 

universities. Specifically, it would be interesting to analyze the levels of student 

advocacy/perceived reputation toward public versus private universities, universities of different 

sizes and makeups of undergraduate/graduate students, and even universities located in different 

parts of the United States and world. This research could also be used to find specific 

comparisons that universities are looking to make with their peer institutions; for example, it 

could be used to see whether students tend to hold private universities in higher esteem than 

public universities, if universities that have a lower acceptance rate tend to have a greater 

reputation, or if universities that are known for their school spirit have stronger advocates. 

Ultimately, expanding this study to reach a larger and more diverse sample±±whether that be 

ZLWKLQ�7&8¶V�VWXGHQW�SRSXODWLRQ�RU�DFURVV�PXOWLSOH�XQLYHUVLWLHV±±would make the results of this 

research even more impactful in helping universities and non-profits refine their marketing 

strategies to improve customer advocacy and improve the reputation that their customers assign 

to them. Fortunately, there are so many ways to achieve this; these ideas represent only a small 

KDQGIXO�RI�WKH�TXHVWLRQV�WKDW�FRXOG�EH�H[SORUHG�EDVHG�RQ�D�XQLYHUVLW\¶V�JRDOV� 

All the research completed herein has the upmost goal of helping TCU and other 

universities understand the impact that their current student population has on their success, and 
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WR�SURYLGH�WDQJLEOH�UHVXOWV�WKDW�FDQ�EH�XVHG�WR�VWDUW�LPSURYLQJ�FXUUHQW�VWXGHQWV¶�DWWLWXGHV��$V�

current student advocacy and perceived reputation increases, universities set themselves up for 

future success; they build the foundation for a strong alumni base while simultaneously 

increasing their appeal to prospective students and families who are looking for a positive 

college experience at a well-regarded institution. Marketing drives results, and as research 

shows, customers can be the strongest form of marketing that a company has at its disposal. A 

XQLYHUVLW\¶V�VWXGHQWV�FDQ�FUHDWH�LWV�VXFFHVV±±but only if they are given the chance to love the 

institution that shapes them.  
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Survey Questions 

TCU Student Advocacy 

 

Start of Block: Consent 

 
I understand that this research involves gaining an understanding of how Texas Christian 
University students' advocacy levels affect the university's reputation. I will be provided with a 
series of questions regarding my attitudes toward Texas Christian University. This task will take 
me on average 10 minutes to complete. I have the opportunity to telephone the researcher with 
any questions that I may have. No discomfort is anticipated except for possible boredom with the 
task. The major benefits I will receive from participation in this research are increased awareness 
of my attitudes toward my university, as well as an increased understanding of various measures 
making up brand advocacy and reputation. There will be no compensation for participating in 
this research. I understand that my answers will be held strictly confidential. Responses will be 
anonymous and presented only in aggregate form. I understand that this task is completely 
voluntary, and I can leave the study at any time by closing the browser. This research is under 
WKH�VXSHUYLVLRQ�RI�'U��6XVDQ�.OHLVHU��'U��.OHLVHU¶V�RIILFH�LV�URom 3342 in Hays Hall at Texas 
Christian University. Her phone number is (817) 257-5485. Please feel free to contact Dr. 
Kleiser if you have any questions. 

 

 
I hereby consent to participate in this research and understand the above procedure. 

Yes 

No 
 

 

 
Are you currently enrolled as an undergraduate student at Texas Christian University? 

Yes 

No 
 
End of Block: Consent 

 

Start of Block: Measurements of Advocacy 
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Please rate your personal experience as a TCU student so far. 

0 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 
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Please rate your agreement with each of the following statements. 

 Strongly 
disagree 

Somewhat 
disagree 

Neither agree 
nor disagree 

Somewhat 
agree Strongly agree 

I defend TCU 
when others 
talk it down 

     

I try to 
convince 
others to 

attend TCU 
     

I consistently 
say positive 
things about 

TCU 
     

I provide 
others with 

details about 
what is going 

on at TCU 

     

I provide 
lengthy 

explanations as 
to why TCU is 

superior to 
other 

universities 

     

I use positive 
exclamations 
when talking 
about TCU 

online 

     

 
 
End of Block: Measurements of Advocacy 

 

Start of Block: Sources of Advocacy 
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Please indicate how frequently you use the following sources to stay up-to-date on what is 
happening at TCU. 

 Never 
Rarely (Less 
than once a 

year) 

Occasionally 
(Once a month 
- once a year) 

Sometimes 
(Once a week 

- once a 
month) 

Frequently 
(Multiple 

times per week 
- daily) 

TCU's social 
media/website 

content 
     

Paid student 
ambassadors 
(tour guides, 

student 
workers, etc.) 

     

Social media 
influencers 
who attend 

TCU 
     

Friends and 
family      

Online 
reviews/forums      
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Please rate the extent to which the following sources influence your attitude toward TCU (if you 
never engage with a source, select N/A). 

 None at all A little A moderate 
amount A lot A great 

deal N/A 

TCU's social 
media/website 

content 
      

Paid student 
ambassadors 
(tour guides, 

student 
workers, etc.) 

      

Social media 
influencers 
who attend 

TCU 
      

Friends and 
family       

Online 
reviews/forums       

 
 
End of Block: Sources of Advocacy 

 

Start of Block: Measures of Reputation 
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Please rate your perception of TCU's reputation. 

0 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 
 

 

 
Please rate your perceived reputation of the following universities in comparison to TCU. 

 Worse reputation than 
TCU 

Equal reputation to 
TCU 

Better reputation than 
TCU 

Southern Methodist 
University (SMU)    

Baylor University    

University of Texas at 
Austin (UT Austin)    

University of Texas at 
Dallas (UT Dallas)    

Texas A&M University    

University of North 
Texas (UNT)    
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Please rate your agreement with each of the following statements. 

 Strongly 
disagree 

Somewhat 
disagree 

Neither agree 
nor disagree 

Somewhat 
agree 

Strongly 
agree 

TCU offers high-
quality 

education/resources 
     

TCU is very 
innovative in its 

education/resources 
     

TCU treats people 
well through 

community service 
and appears to 
support good 

causes 

     

TCU seems to be 
environmentally 

friendly 
     

TCU's leadership is 
strong and has a 

clear vision 
     

I admire and 
respect TCU      

 
 
End of Block: Measures of Reputation 

 

Start of Block: Demographics 

 
What gender do you identify with? 

Male 

Female 

Non-binary / third gender 

Prefer not to say 
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Which race do you identify with? 

American Indian or Alaska Native 

Asian 

Black or African American 

Hispanic 

Native Hawaiian or Other Pacific Islander 

White or Caucasian 

Other 
 

 

 
What is your classification at TCU? 

Freshman 

Sophomore 

Junior 

Senior 
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What college(s) are you enrolled in at TCU? 

ᵼ Neeley School of Business 

ᵼ AddRan College of Liberal Arts 

ᵼ Bob Schieffer College of Communication 

ᵼ College of Education 

ᵼ College of Fine Arts 

ᵼ College of Science & Engineering 

ᵼ Harris College of Nursing & Health Sciences 

ᵼ John V. Roach Honors College 

ᵼ School of Interdisciplinary Studies 
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Which of the following activities are you engaged with at TCU? (Check all that apply) 

ᵼ Greek life 

ᵼ Student Government Association (SGA) 

ᵼ Athletics 

ᵼ Academic organization (i.e., Neeley Fellows, Neeley Leadership Program, 
Chancellor's Leadership Program) 

ᵼ Faith community 

ᵼ Other (please specify) 
________________________________________________ 

 
End of Block: Demographics 
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