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Figure 12: Primary Contribution Proportions Across Time 

 

2.2.9 Dimension 2: Field (& Subfield) 

The data from Table 5: Frequencies of Topic by Field and Subfield showing the total 

contributions of the fields and subfields is presented graphically in Figure 13 and Figure 14 

showing the very extensive use of Delphi in the health care domain.  
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Figure 13: Field Proportions of Whole 

 

Figure 14: Field and Subfield Total Frequencies 

 

This is the result of a distinct trend as seen in Figure 15 with Health Care contributing 76% of 

all applied Delphi studies in the first half of 2017. However, it should not be inferred that the 

use of Delphi is in decline in other fields because Figure 16 shows the longitudinal count of 
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the frequencies of each field by year is increasing in all fields other than Business, and 

Leisure and Tourism. 

Figure 15: Fields as Proportions Across Time 
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Figure 16: Frequencies of Delphi Studies in Each Field Across Time 

 

2.2.10 Dimension 3: Page Length 

The overall distribution of the Delphi related research by page length is shown in Figure 17. 

The shape of the distribution is right skewed (Pearson’s skew coefficient 1.15) but otherwise 

reasonably close to normal with a median of 9, and a standard deviation of 6.  
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Figure 17: Page Length Distribution of All Papers 

 

To most clearly identify the longitudinal insights available from the page length dimension, we 

need to apply the dimension 1 split between applied and methodological primary contributions. 

From Figure 18, we read that the annual median length of the full-length papers leveled off at 

between 8 and 9 pages for applied research after year 2000, while the annual variance in 

methodological papers has maintained a high variance across the entire 41 years. The rapidly 

increasing number of applied papers each year will have a dampening effect on the variation 

of the median page-lengths so this pattern is to be expected. Another factor leading to the same 

trend could be expected from a general convergence toward commonly occurring or typical 

formats for the presentation of Delphi study research. It is also noteworthy to observe from 

Figure 19 that the fields (dimension 2) vary dramatically in the median lengths of research 

papers contributing to them, with Health Care having a median of 9 pages, and Information 

Management a median of 16 pages. 
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Figure 18: Full Paper Median Page Lengths Across Time 

 

Figure 19: Full Paper Median Page Lengths by Field (if Applied) and Methodological Primary Contribution 

 

2.2.11 Dimension 4: Publication Year 

The case that use of the Delphi method is not only making a significant contribution to 

academic research, but is on the rise is probably most obvious when one sums the applied and 

methodological primary contributions and charts the numbers of full paper publications per 

year as shown in Figure 20. The shape of this distribution can be modeled by different functions 

for each two parts of the total time range, a reasonably linear increase between 1975 and 2000 
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where it then deflects to an exponential climb up until 2016, the last complete year included in 

the data. Figure 21 plots the exponential curve fit for this range for the function:  

Publication count = 32.4123×e^(.13191×(year-2000) ) 

P-value: <0.0001 

R2=.9704 

This translates as a growth rate of 13% per year and as there is no reason to assume an imminent 

interruption to the modelling value of this function, a rough extrapolation of this curve predicts 

a further doubling of the frequency of Delphi papers published per year to ≈590 by year 2022. 

To provide context for this growth rate, Bornmann & Mutz (2015) found that the frequencies 

per year of peer reviewed publications between 1945 and 2012 is also exponential, but with a 

growth rate of between 8% and 9%. 
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Figure 20: Frequencies of Complete Published Papers Across Time 

 

Figure 21:Exponential Increase in Delphi Publication Phase 
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2.2.12 Dimension 5: Publishing Journal/Conference 

To complete our dimensional analysis, we will show the top 25 Journals that have published 

peer reviewed complete papers relating to the use of the Delphi technique in Figure 22. The 

points of note revealed here include: i) by a factor of 3X the second most frequent journal, 

Technological Forecasting and Social Change, is not only the single largest contributor to 

Delphi research but also publishes far more methodologically focused research than any other 

journal and ii) most (14 / 25) of the most frequently Delphi publishing journals are 

predominantly associated with Health Care. 

Figure 22: Frequencies of 25 Largest Contributing Journals/Conferences to Delphi Research 

 

2.2.13 Additional Data: Citation Counts 

Where the data are available, the Harzing Publish or Perish aggregator also reports a value for 

the number of times papers have been cited in subsequent published literature.  The 25 most 

frequently cited peer reviewed papers from those analyzed where the data was available are 

listed in Figure 23, separated into the 1975-1995 and the 1996-2017 eras. The 1995/1996 line 

not only divides the data into two reasonably equivalent periods, but also marks the deflection 

between a linear growth and exponential growth in the publication of Delphi technique research 
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as seen above. Three observations are worth noting. First, 15 of the 25 most cited papers are 

methodological, which is reasonable as these authors cite the source of their methodology. 

Second, only three of the most cited papers are from the 1975-1995 era, which is unusual given 

that older papers have more time in which to garner citations and thus tend to be more heavily 

cited. Linstone and Turoff (1975) published their methodology in a book so the seminal 

authority on Delphi is obviously not on this list. Third, the single most cited paper (Ferri, et al., 

2005) is an application of Delphi published in the Health Care field in the medical journal The 

Lancet, in 2005. This may be indicative of the possibility that this work opened a door to the 

use of Delphi to many future researchers within the broader field of health care. 
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Figure 23: 25 Most Cited Delphi Papers Indexed by Harzing’s Publish or Perish 

 

2.2.14 Discussion 

In summary, this paper has continued the work of Gupta and Clarke (1996) by conducting a 

bibliometric analysis of the Delphi forecasting technique in the academic literature that 

includes the original twenty-year period studied by these authors and extending it to the present 

day. The fundamental research question that this paper sought to answer was whether Delphi 

research is still as prominently used, discussed, and written about in the academic literature as 

it was twenty years ago. The other major objectives of the research were first to assess the split 
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between methodological papers and those that focused on application. Second, to determine 

whether the main areas of application of the Delphi technique are still education, business, and 

health care, or whether the technique was now being more widely used in other areas as well, 

and if so, what those areas were.  Third, while the original study had identified a number of 

journals in which papers concerning Delphi were published, this paper set out to determine 

whether these journals were still among the most prominent or whether shifts had occurred, 

and that other journals and scholarly outlets had become more prominent in their publication 

of papers related to Delphi. Finally, the research conducted here also sought to identify the 

most impactful papers about, or using the Delphi method, measured by number of citations 

(both over the entire period that has elapsed since 1975, and also since the publication of Gupta 

and Clarke’s (1996) original bibliometric analysis). Though it is important to note that a citation 

counts provides only a proxy metric for the full potential for a piece of research to make impact, 

it remains useful as a measure of how frequently further research has been enabled by a paper 

and is provided in an empirical form by the indexing databases. 

We have found that the use of the Delphi method for producing forecasts or estimates, and 

seeking consensus on best policies and practices, through aggregation of expert opinions has 

continued not only to grow in published scholarly literature, but has been doing do at an 

exponential pace since the year 2000 with no sign of abating. It would therefore appear that the 

Delphi method is not only well established as a valuable research tool but that it is being applied 

to ever widening domains of research. A further finding, and in answer to the first objective 

stated above, is that the developing maturity of Delphi is reflected by the observed proportional 

shift in the ratio of methodologically focused papers to direct application papers from roughly 

1:1 in 1975 to over less than 1:19 by 2016. 

Almost all of the fields identified by Gupta and Clarke (1996) have seen a generally increasing 

trend in the publication of Delphi studies since 1995 but these have been increasing at very 

different rates. As such, there continues to be an evolving proportional relationship between 

the fields because application in the health care domain has grown so vigorously over the past 

two decades. The health care proportion of annually published Delphi studies has moved from 

roughly half in the middle 1990s to over 80% in 2016. There has long been debate in medicine, 

as a field of health care, for example, on whether medicine is art or science (e.g. O’Connor, 

2002; Pearl, 2014; Saunders, 2000). Unlike the pure sciences such as physics or chemistry, 

there are not always “right answers” in medicine. However, the knowledge and opinions of 

experts in this field are always extremely important, and the fact that the Delphi method 
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provides researchers with a powerful tool for collecting this insight is perhaps what drives its 

increasing application. The data however also show that the general interest in Delphi studies 

by researchers across all of the identified fields is increasing at rates that are somewhat 

proportional to the size of the fields. 

The length of published research papers measured by page count provides insight to what 

formats have been preferred by researchers and editors. Specific to applied Delphi studies, we 

found that while this distribution does vary across time and across fields, there is a clear peak 

in the 8-9 page range. Many conferences now permit the publication of papers in abstract so 

that copyright issues don't prohibit their later publication in full in journals, which is also the 

major reason that might account for the large number of short (fewer than 3 pages) that we 

found.   

The journal that has published the greatest number of Delphi related research papers over the 

past 42 years, is Technological Forecasting and Social Change. This journal was followed by 

the British Medical Journal - Open, Journal of Advanced Nursing, and the Journal of 

Agricultural Education. The total number of journals that have published at least one Delphi 

research study is presently over 2,400 and growing, which corroborates the conclusion that this 

tool has proven to be generally recognized as valuable. 

With regard to the impact of papers about Delphi methodology and applications, at least a 

dozen papers had been cited more than 500 times, with one health care paper by Ferri et al. 

(2005) on the global prevalence of dementia having been cited more than 5,000 times. So it is 

fair to say that work using or about Delphi has an impact on scholarly work. However, a 

surprising finding concerning citations at least among the most cited papers is that newer, rather 

than older papers are more heavily cited. This runs contrary to observations in other domains, 

where older papers tend to have more citations because they have been in print longer. Not 

only does this attest to the current perceived value of Delphi, it also invites some speculation 

as to why this might be so. A plausible explanation is that as the technique has grown in 

currency and popularity, it has spread from a few disciplines such as business, healthcare and 

education, to others such as environmental studies and the social sciences.   

The research conducted in this paper is obviously subject to some limitations, in addition to the 

fact that only English language papers formed the data corpus. First, while we attempted to be 

as rigorous as possible with regard to our search terms, there is the possibility that using 

additional search terms might possibly have identified a few more papers that were not covered 
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in this study. The second group of limitations all have to do with the data sources used, and 

these are well noted by Harzing (2007), developer of Harzing’s Publish or Perish software used 

as one of the major tools used in this study (see https://harzing.com/resources/publish-or-

perish/manual/using/query-results/accuracy). The main difference between a database, such as 

Web of Science, and those such as Google Scholar and Microsoft Academic is that the former 

is a manually curated bibliometric database while the other two are software platforms that 

crawl the web for academic content and process it automatically. A limitation of the former 

then is obviously the possibility of human error - while in the case of the latter two platforms 

the limitations would lie in coding procedures that could introduce errors. Neither data source 

provides a direct distinction between journals that are exclusively peer-reviewed and those 

what are not so for the analysis in this report, these remained aggregated to the degree that the 

source databases (Clarivate, Microsoft Academic, and Google Scholar) include non-peer-

reviewed publications. The Publish or Perish software in a sense “rides on top” of both Google 

Scholar and Microsoft Academic, so in addition to any bugs that might be present in Publish 

or Perish, any errors in the two databases will also be automatically absorbed as well.  

2.2.15 Conclusions 

The findings of this study are relevant to three groups of decision makers, namely practitioners 

across a wide range of fields, scholars, and also the editors of journals. To practitioners tasked 

with forecasting under conditions of data scarcity and having to resort to experts, the very wide 

and increasing use of the Delphi technique determined in this study assures them that they will 

be using a tool that is at once current, well established, and backed by a body of literature with 

extensive resources to provide guidance in its use. To researchers considering the use of a 

Delphi study in their research, the findings provide assurance of a technique that is current, 

well regarded, and written about. The very large number of Delphi papers published suggests 

that there is an appetite for these research projects. To editors of scholarly journals who might 

consider the publication either of papers regarding forecasting methodologies or papers 

applying the Delphi technique in polling experts, there is reassurance in knowing that the 

Delphi method is still regarded as rigorous by the academic community, and that there is 

widespread interest in suitable applications of the technique. 

The findings of this paper also suggest a number of avenues for future research for scholars 

interested in Delphi in general, and for those who desire to undertake further bibliometric 
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research regarding the technique. From a general perspective, there may still be opportunities 

to conduct research that further refines the methodology behind the Delphi technique given 

that the overwhelming majority of papers published in more recent years are applicative rather 

than methodological in focus. No technique can ever be regarded as perfect, and continued 

refinements to this widely used method will always be welcomed, even though some of these 

might be very simple. For example, whereas in the late 1980’s many Delphi studies were still 

conducted by printed mail surveys (e.g. Ramaseshan & Pitt, 1990), this has shifted to e-mail 

polling (e.g. Almansa & Martinez - Paz, 2011) and web surveying (e.g. Brill et al. 2006). It 

would also be insightful for future research to identify the most influential authors publishing 

work on the application and use of the Delphi method so that other scholars would be able to 

benchmark their work against these and ensure that they kept up to date on the work of these 

influential scholars. Finally, the work described in this paper has very much employed a “broad 

brush” approach to a bibliometric study of Delphi. Scholars within fields such as business, 

health care, or education might find it insightful to drill deeper into the nature of papers 

published on both methodological and application issues within those disciplines.    

Ultimately the work presented here indicates that after more than 40 years the Delphi method 

is still very much alive and growing rapidly in the scholarly literature. We speculate that if a 

Delphi study were to be done on the question, a panel of expert forecasters might even conclude 

that this will continue well into the future! 
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2.3 Paper 3: Better Together - Harnessing Motivations for Energy 

Utility Crowdsourcing Activities 

Co-authors: Eriksson, T. & Brown T.E. 

Published in Energy Research and Social Science Vol.48, 2019 

2.3.1 Introduction 

Energy utility firms operate throughout most of the world under a range of different mandates 

including varying degrees of regulation and ownership (private equity, publicly traded, state-

owned, etc.). Many energy firms build on a history of customer monopoly, with a near-

ubiquitous need for their service. These firms operate within a stringent regulatory framework, 

resulting in relationships between these firms and their customers having different 

characteristics from traditional firm-customer relationships. Despite this reality, the energy-

utility customers have many reasons to contribute to the decision making of their utility on 

matters including rate levels and metering policies, and energy availability as demand and 

supply factors evolve. (i.e. sufficient grid readiness to service electrical vehicle loads (Flostrand 

and Haran 2008)). In many regions, a customer has the opportunity of a relationship with only 

one, or at most a very few, energy utility firms where they have limited options to "vote with 

their feet" as they might with restaurants or other service providers. We assert that this 

constraint of choice makes them more likely to influence the firm’s operational activities 

because any dissatisfaction has limited alternative outlets. For this reason, customers, and 

stakeholders more broadly, have relationships with the firm that closely parallel relationships 

with public sector agencies. Further, utilities may suffer both regulatory and reputational 

repercussions when their constituents’ values are not aligned with their decision making 

(Mercer 2018; El Yaakoubi 2015; Hunter 2017). Gathered insights from constituents and others 

via crowdsourcing can be an input for better-informed strategy. It is worth noting that the utility 

stakeholder landscape is made up of a blend of participants, including, but not limited to 

customers, present and prospective suppliers, partners, and service providers. We further assert 

that participation, using Internet facilitated communication channels, can provide utility 

operators with an accessible and valuable resource to assist a wide range of innovation and 

planning activities. Organizations operating in the public utility/policy space including water 

utilities such as Aarhus water (Smedley 2013) and energy utilities in over 108 countries are 
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presently engaging in crowdsourcing activities of varying forms (Hunt 2013; Adib 2015). In a 

recent study by Deloitte (Baba & Rogers 2014), three potential benefits of crowdsourcing were 

identified for the public sector: 1) rapid idea generation, 2) maximization of resources, and 3) 

increased engagement. This study highlighted that “the crowd acts as a multiplier for enhancing 

organizational agility”. Energy utilities can use the crowdsourced ideas to supplement reporting 

to regulatory processes and furthermore, use the crowdsourcing initiatives as avenues to drive 

constructive stakeholder commitment and engagement. Recent examples of introduction of 

new technologies such as smart meters and the selection of new hydro generating sites have 

received both regulatory and public scrutiny and while crowdsourcing insights should not be 

the central basis for these decisions they could provide valuable directional insights. On the 

above basis, and consistent with this sentiment from one of our interviewees, “Blending 

crowdsourcing with other sources [of data] fundamentally adds to the richness of the data and 

aids in communicating what makes a measurable change” we assert that it is crucial for firms 

to properly understand and address crowdsourcing participant motivations in the energy utility 

domain. This sets the stage for our central research question: How can energy utilities employ 

theory to design crowdsourcing activities that will motivate potential crowd members to 

participate constructively toward providing strategic value? 

2.3.2 Structure of Paper 

We begin with a background of the practical context of energy utility firms and characteristics 

and challenges specific to it. This is followed by a foundational primer of the relevant concepts 

within the meta-term "crowdsourcing" and the academic developments of the Self-

Determination Theory (SDT). With these three fields as bases illustrated in Figure 24 we 

present examples of related past and present crowdsourcing initiatives. We then discuss the 

methodology leveraged to validate the theoretical reasoning with commentary from a sample 

set of utility industry experts and proceed to formal development of propositions on how 

utilities might use different crowdsourcing approaches productively. For each we broadly 

discuss key risks associated with energy utility firms using these crowdsourcing approaches. 

Collectively these propositions form a generalized mapping of energy utility firm 

crowdsourcing approaches to SDT mechanisms. 
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Figure 24: Conceptual Structure of this Paper 

 

A sub-chapter below will develop each of these three fields. 

2.3.3 Background 

The typical energy utility model in many countries involves a governmental regulatory body 

overseeing the utility firm industry's activities with the mandate to maximize the net public 

good through the balancing of social and economic priorities (IEA 2014 p.107). This means 

the utilities need to achieve regulatory compliance related to pricing and billing models, 

services and the bundling of services offered, energy generation and acquisition activities, 

transmission activities, and geographical service requirements amongst others. This regulated 

model applies regardless of ownership structure as some are private, some public, some state-

owned, and hybrids thereof. Traditionally, these regulatory commissions have been a primary 

official conduit of policy input available to customers and other stakeholders in the electrical 

energy market. Participation through this mechanism involves attending formal hearings and/or 

filing appropriate documentation. In comparison to the non-local and asynchronous character 

of Internet communication, public hearings are slow and bureaucratic processes with special 

interest groups frequently dominating the discussions (Hibbard and Lurie 2000). Public 

hearings are governmental processes and like many such public policy activities, are also 

adopting the use of Internet technologies to meet their mandates (Noveck 2009). The other 

traditional paths for clients to bring ideas to the utility firm are feedback request cards and web 

surveys, which invite clients to contact the firm and answer the posed sets of questions. While 

we understand that firms have effectively used these paths, we assert that the community input 
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traditionally acquired has only been a fraction of the potential available because these tools do 

not allow dialogue between participants, or between the customers and representatives of the 

firm. These features are within the working definition of crowdsourcing and are the focus of 

this paper. 

2.3.4 Energy Utility Industry Characteristics 

Beyond frequently being regulated natural monopolies providing an essential service as 

mentioned, firms operating in the energy utility field today make their strategic decisions on a 

landscape of noteworthy characteristics. 

a. Regulatory considerations - Integrated resource planning and other long-term 

planning activities are key for energy utilities but to pass regulatory scrutiny the utilities 

need to create and get approval for substantial business cases based on a wide range of 

data collection and analysis initiatives. Energy sector projects are often very costly, 

large-scale and involve long time horizons. Planning and construction of new power 

plants (hydrocarbon and renewable) and transmission lines, implementation of 

metering upgrades and billing policies are all multi-year projects from conception 

through regulatory approval and financing to ultimate completion. The service lives of 

these assets are measured in decades. Regulatory approval for the business cases of all 

such activities is required for the firms to maintain their licenses to operate.  

b. Technological innovations – Maturation of new technologies are making immense 

changes to all dimensions of the industry at an unprecedented and seemingly 

accelerating pace. Driven by economic, political, and environmental forces, investment 

is producing radical departures from previously predictable patterns of production. 

Examples include renewables (Rudolf and Papastergiou 2013), transmission managed 

by smart metering (McKenna, Richardson, and Thomson 2012), energy storage through 

pumped storage and battery (Rappaport and Miles 2017), and consumption of electrical 

energy by electric vehicles (Contestabile, Alajaji, and Almubarak 2017). 

c. Political attitudes - Industry practices considered generally acceptable at one time are 

frequently judged more critically at subsequent times (Heiskanen and Matschoss 2016; 

Batruch, C. 2017). For instance, the pipeline had been an example of an efficiency 

innovation that was preferable to freight of petrochemicals by tanker truck or rail but in 

recent years has become viewed as an anathema to many (Jänsch 2014). Wind turbines, 
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once commonly regarded as symbols of clean, safe and elegant sources of energy are 

regarded today as bird killers or eyesores by large and growing segments of many 

regions' populations (Gardner 2015). Hydroelectric dams in the 20th century were 

regarded proudly as infrastructure assets that served society and industry with reliable, 

low cost, quality of life improving reliable clean energy. Today, such projects are 

passionately opposed by various social factions as irreparable abuses of the 

environment (Moran 2016). From just these examples, we see practices that were 

generally considered progressive and responsible at one time can become measured by 

significant political factions as retrogressive and unacceptable. Contemporary research 

by Dermot et al. (2017) explores the introduction of maturing renewable technologies 

to society through a political science lens, and we will complement this work with 

qualitative perspectives from energy industry professionals directly involved at the 

society-technology interface. 

d. Uncertainty and risk - The inherent unknowns associated with both forecasting the 

future of technological advances and the evolution of social values means that managers 

work with degrees of uncertainty of outcomes where the probabilities are unknown 

(Maurice and Thomas 2002 ch.15) when developing their strategies. At best, they can 

interpret historical experience from their own or other markets for predictive trends or 

patterns, and seek to maximize the use of available wisdom to minimize risk. 

Soontornrangson et al. (2003) examined the value of a scenario planning approach to 

reduce the forecast modeling errors that had been escalating through the use of 

conventional approaches.  

e. Emotional ownership by customers - As mentioned in the introduction, the clients of 

an energy utility firm are the population living in their service area, and research has 

demonstrated that these stakeholders have an intrinsic interest in the firm's operations. 

(Pellizzone et al. 2017) It is this interest of the broad local customer population that we 

assert can, if effectively engaged, provide a potentially valuable resource for wisdom 

and insight. 

From this outline of energy utility industry characteristics, we next present a focused literature 

review of the crowdsourcing concept as applicable to this domain.  
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2.3.5 Crowdsourcing 

Howe (2006) defined crowdsourcing generally as, "taking a function once performed by 

employees and outsourcing it to an undefined (and generally large) network of people in the 

form of an open call." Other researchers have tried to define crowdsourcing, however, as 

crowdsourcing can relate to so many activities, this has not proved to be an easy task. In his 

recent special issue on crowdfunding, editor Kietzmann (2017, p. 152) consolidated the new 

thinking on crowdsourcing and updated the definition to be, “The use of IT to outsource any 

organizational function to a strategically defined population of human and non-human actors 

in the form of an open call.”  

 “ ‘The crowd’ refers to an undefined group of people who participate” (Aitamurto 2016, p. 

281). What is so important about the crowd? Prpić and Shukla (2013) used Hayek (1945) to 

explain how and why the concept of the crowd is important because knowledge is frequently 

sparse and distributed, so there are no specific centers or repositories to access this knowledge 

easily. This is increasingly true as information technology and communication advances link 

the collective knowledge of ever more people as time passes. Prpić, Shukla, Kietzmann, & 

Mccarthy (2015, p. 80) further identify that firms use crowdsourcing to, "build crowd capital: 

organizational resources acquired through crowdsourcing.". Prpić and his colleagues further 

suggested that this requires a "top-down process to seek bottom-up resources (e.g., knowledge, 

funds, opinions) from a crowd." (Prpić and Shukla 2013 p.80). To accomplish this, a firm must 

acquire capabilities by identifying and accessing useful external resources. (e.g., customers 

motivated to participate in idea or solution crowdsourcing).  

2.3.5.1 Concepts Related to Crowdsourcing  

Although crowdsourcing as a research topic is relatively new, it is related and connected to 

some concepts and research streams. While there are many entrepreneurial and innovative 

techniques and methods, one of the oldest is by using the crowd, collective intelligence, and 

collective action. In other words, by using the collective effort of a group of individuals, the 

firm can grow the resources to which it has access. Crowdsourcing has conceptual and 

theoretical links to a number of domains including open innovation as pioneered by 

Chesbrough (2003), outsourcing (e.g., Schenk and Guittard 2009), open source (Howe 2006), 

collective intelligence (Surowiecki 2004), UGC, social web or Web 2.0 (Saxton, Oh, and 
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Kishore 2013), social media (Kietzmann, Hermkens, McCarthy, and Silvestre 2011) and co-

creation (Zwass 2010). 

2.3.5.2 Crowdsourcing and Public Policy 

There has been enough interest and promise in the use of crowdsourcing as a tool for public 

policy. Advances in digital technology and communication techniques are making it 

progressively easy and less expensive to gather input from the crowd, the citizens or users. 

Crowdsourcing is a new method using these technologies which citizens can use to actively 

shape policy (Brabham 2013; Ferro, Loukis, Charalabidis, and Osella 2013; Lastovka 2015). 

Although crowdsourcing has often been seen as a IT-mediated tool for the purpose of 

completing tasks, solving problems, generating ideas and even voting (Prpić et al. 2015), 

crowdsourcing recently have spread to other non-business areas like policymaking (Prpić, 

Taeihagh, and Melton 2014 2015). Some of the other policy areas have included traffic law 

(Aitamurto and Landemore 2015), urban planning (Brabham 2010), health care (Prpić 2015), 

pollution (Stevens and D’Hondt 2010), and e-government (Carlo Bertot, Jaeger, and Grimes 

2012).  

While crowdsourcing in public policy is relatively new there have been few studies directed 

toward energy policy, although some interest clearly exists. For example, Bazilian et al. (2012) 

looked at how the use of open source software could reduce the cost of energy analysis. Despite 

this interest and importance of crowdsourcing and policy, Prpić and his colleagues have called 

for more research in these areas as there are still gaps in our understanding of policymaking 

and crowdsourcing (Prpić et al. 2014 2015).  

With this working understanding of crowdsourcing established, the next section provides a 

primer of the theoretical platform on which we will develop our propositions. 

2.3.6 Self-Determination Theory (SDT) 

It may sound intuitive but is worth stating clearly: to harness the potential power of the crowd, 

one needs contributions from the crowd that align with the objectives sought by the 

organization. Henceforth, we will use the term “constructive crowd participation” for this 

purpose. The key challenge we address in this paper is designing crowdsourcing 

implementations that provide the optimal motivation(s) for crowd members to participate 
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constructively. Despite the fact that crowdsourcing is increasingly being looked at as a tool for 

public policy, researchers have pointed to a gap and lack of knowledge in understanding the 

motivation of why crowd members participate (e.g., Aitamurto, Landemore, and Saldivar Galli 

2017; Aitamurto and Saldivar 2017; Coleman 2012; Gustafson and Hertting 2017; Noveck 

2017). As an example, recent field research using Amazon’s Mechanical Turk has 

demonstrated that “meaningfulness” of tasks directly impacted the quality of crowd 

participation (Chandler and Kapelner 2013) and invites the application of theory to explain this 

phenomena. While there are multiple theoretical frameworks from the field of behavioral 

psychology relating to motivation such as Maslow’s famous hierarchy of needs to a variety of 

actively developing theories, our review of the literature has identified that much of the 

discourse surrounding motivation and crowdsourcing centers on the concepts of intrinsic and 

extrinsic motivation (Gassenheimer et al. 2013; Zhao and Zhu 2014; Heo and Toomey 2015).  

The potential for actionable value from analysis at the intrinsic/extrinsic motivation scale leads 

us to apply the self-determination theory (SDT) as a suitable tool to further understand this 

interconnection and then develop practical insight.  

2.3.7 Background of SDT 

SDT was crafted as an integrated model of motivation where both intrinsic and extrinsic 

motivation play key roles (Deci and Ryan 1985; Kennon et al. 2004). According to Sheldon et 

al. (2003), SDT “is a macro-theory consisting of several mini-theories: Cognitive Evaluation 

Theory, Organismic Integration Theory, Causality Orientations Theory, and Basic Needs 

Theory.”  

SDT helps determine or explain what factors motivate individuals to self-initiate (act) based 

on their personality and the task they need to do (Deci and Ryan 2000). Researchers have most 

often applied SDT in social science domains such as health, education, and social psychology. 

In recent years, however, research has applied it to marketing (White and Thompson 2009), 

service innovation (Cadwallader et al. 2010) customer loyalty (Lin, Tsai, and Chiu 2009), 

customer empowerment (Thøgersen 2005), and consumer behavior (Webb et al. 2013). 

Gassenheimer et al. (2013) used SDT generally for addressing the challenges of crowd 

motivation with crowdsourcing activities.  



91 
 

While SDT is a sophisticated theory in its complete form, for this paper, we briefly summarize 

the basic premise as the combination of four ideas. First, people have an innate desire for 

psychological growth and development, seeking to master ongoing challenges. Second, this 

natural tendency does not happen automatically, but requires ongoing nutriment and support 

from the social environment. Third, there are three nutriments: autonomy (self-determination), 

competence (the expectation of an impactful result), and relatedness (a degree of social 

connectedness is experienced). Fourth, where the above three may interact with the potential 

for extrinsic rewards, a single dimension continuum spans the space between the poles of 

amotivation and purely intrinsic motivation for an individual to act. (Deci and Ryan 1985). 

The expression extrinsic motivation refers to the performance of an activity to attain some 

reward or separable outcome, and thus contrasts with intrinsic motivation whereby people 

initiate action for the innate fulfillment from the act itself. 

While both extrinsic and intrinsic motivators are effective, intrinsic motivators are ultimately 

more powerful as they persist in the absence of external forces. Deci et al. (1999) warn that 

some extrinsic rewards can undermine intrinsic motivation if they negate any of the three 

required nutriments of autonomy, competence, and relatedness. 

Figure 25 Self-Determination Theory (Source: Deci and Ryan 2000) 

 

At the far left of the self-determination continuum (Figure 25) is amotivation, meaning lacking 

the intention to act. When amotivated, people either do not act at all or act without intent. To 

the right of amotivation are five types of motivated behavior beginning with a continuum of 

four categories of extrinsically motivated behavior. These categories of extrinsically motivated 

behavior differ in the degree to which their regulation is autonomous. The least autonomous 
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behaviors are externally regulated whereby people initiate activities to satisfy external 

demands or achieve specific rewards. Individuals typically resent this category of motivation, 

experiencing it as controlling and potentially alienating. 

The second type of extrinsic motivation is introjected regulation. Here people engage in a 

behavior, but not because they want to, but rather are compelled or feel forced to comply to 

avoid guilt, anxiety, ego suppression, or any other challenge to their self-esteem. 

The third and more autonomous form of extrinsic motivation is identified regulation. Here the 

subject makes a conscious decision to accept the external "push" as they believe that the activity 

is ultimately consistent with their goals and values. 

The fourth form of extrinsic motivation, and the most autonomous, is integrated regulation. 

This form is close to intrinsic motivation in that the subject internalizes the regulation, but still 

has some separate outcome or external reward rather than purely internal gratification. 

Finally, all the way to the right is the state of intrinsic motivation, which is highly autonomous 

and self-deterministic.  

With the three rings of energy utilities, crowdsourcing, and SDT now drawn, we can direct our 

focus at their intersection and activities within that space.  

2.3.8 Some Existing Crowdsourcing Initiatives 

Organizations operating in the public utility/policy space have engaged crowdsourcing 

activities of varying forms since the advent of the Internet, and they have achieved varying 

degrees of constructive value from these efforts. We lay out a sampling of recent examples 

below for reference but note that this a constantly evolving landscape with various indicatives 

launching or concluding with the passage of time for widely varying reasons. 

1. The Ontario Independent Electricity System Operator (IESO) began its current user 

engagement strategy in 2012 with the intention of establishing or maintaining harmony 

between its central mandate to deliver electrical energy and the broad range of priorities 

of the community (www.ieso.ca/Pages/About-the-IESO). Like many jurisdictions 

around the world, the Province of Ontario, Canada has legislated in 2004 that power 

utilities facilitate and pay a fixed rate for clean energy sold back to the grid through a 

co-creation model. This resulted in a significant subset of the utility customer 
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population with a much more involved relationship, and direct interest in, the present 

and future policies of the firm. IESO used the Internet extensively to communicate with 

their stakeholders in some distinct ways. One, they provided a sophisticated dashboard 

of temporal and geographical power demand and supply charts updated in real time. 

Two, they provided a FAQ and a knowledge base to assist stakeholders to learn the 

terminology, technologies, and evolving policies related to the operations of the firm. 

Three, for stakeholder input, they formally facilitated a range of two-way conversations 

dedicated to the various operational dimensions. While these conversations are publicly 

viewable, they are not open forums. To mitigate the risk of special interest groups 

derailing the discussions, the firm used two minimally laborious devices: Firstly, users 

were required to cite their billing ID to register for a non-anonymous, single, authentic 

stakeholder account on the site and secondly, IESO staff moderated comments and 

questions from the user community before posting them to the public web space. 

Through these design elements, IESO mitigated the risk of digital vandalism, off-topic 

posting “spamming” or hostile activist interference in their stakeholder discussions. 

These crowdsourcing activities are consistent with SDT (Deci & Ryan 2000) because 

they meet the needs of: 

a) autonomy as contributors can express their contributions in open-ended text 

comments 

b) competence in the sense that they knew their input would be both read and 

responded to by legitimate representatives of the firm 

c) relatedness as their contributions would be seen by other interested members of the 

stakeholder community. 

2. The Next Stop Design project (Brabham 2012) was a research initiative conducted with 

support from the U.S. Federal Transit Administration to invite bus shelter design ideas 

from members of the online community. This activity was operated on an independent 

website where potential participants were required to register for user accounts, giving 

an e-mail address as the basis for unique authentication. These account holders could 

then access a user-friendly web tool akin to the familiar IKEA kitchen model (Li, Guo, 

Skibniewski, & Skitmore 2008) which allowed them to visually design a virtual 

structure, complete with a choice of building materials, shapes, dimensions and other 

relevant design elements. Designers were invited to submit their designs to review by 

the population of other account holders who then had the option to comment on and 

vote for their favorite designs. This voting process culminated with a final popularity 
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ranking of the submitted designs. As Brabham (2012) reported after interviewing a 

sample of the site's participants, their motivations for investing their time and effort to 

participate in this crowdsourcing activity could be reasonably assigned into Deci's and 

Ryan's (1985), and Knoke's and Wright-Isak's (1982) motivational categories as 

previously discussed. It is worth noting that in this example, there is no geographical 

constraint to relevance, so community association by the participants was instead with 

more virtual community concepts (Füller 2010) such as bus riders, and 

design/architecture enthusiasts, and simply creative Web 2.0 members. 

3. The BC Hydro Net Metering Program was launched in 2004. It is an energy sourcing 

initiative that builds on the premise of giving customers generating electricity for their 

own use the ability to sell any excess energy to the utility (and buy from the utility when 

the customers do not generate enough to satisfy their requirements). The energy 

contributed to the grid generates a credit toward future electricity use, with an annual 

payout if the customer contributes more to the grid than they use. To participate 

customers’ must own or lease their own electricity generators, be connected to the 

distribution system and use a clean/renewable energy resource (such as solar, hydro or 

wind). The program limits the scale of feed-in energy at the point where generated 

power to offsets but does not exceed their own net consumption. In this example, SDT 

applies by means of the Integrated Regulation motivation type within the extrinsic 

spectrum. Participants benefit directly through financial compensation in the form of 

utility bill savings while concurrently performing activities that not only  do not conflict 

with their values or sense of identity, but can be reasoned to align with them. 

Variant implementations of this reverse metering crowdsourced energy generation 

model exist throughout the world with a clear positive trend (Adib 2015).  

We next provide our methodology, we follow this with a discussion of key motivating factors, 

issues, risks and challenges associated with their application in the energy utility special 

context. Commentary from a pool of energy utility expert practitioners substantiates the 

reasoning we develop. 

2.3.9 Method 

While we present this research as a theoretical/conceptual paper, we have designed it to ground 

and validate our reasoning in pragmatic realities when tying the above theory to harnessable 
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opportunities. Specifically, the literature review and identified theory drive the proposition 

development consistent with a theoretical paper. We feel that sometimes when using purely 

theoretical reasoning in a practitioner domain that academics risk inadvertently ignoring 

important practical factors that impact their results. To protect against this, we have collected 

substantial qualitative input from seven currently employed energy utility experts to provide 

comment throughout the proposition development process. We identify the roles of the 

interviewees in Table 6 below: 

Table 6: Overview of the role of interviewed utility experts 

Interviewee Roles Practical context 

Customer & Energy Analytics 
Manager 

Organizes an energy utility's energy analytics function and manages a 
team of analysts 

Energy Utility Management 
Consultant 

Works with different energy utilities to provide expertise both strategic 
issues and daily challenges 

Business Transformation 
Manager for Energy Utility 

Oversees utility business areas, implements operational changes and 
delivers measurable improvements 

Industrial demand-side 
management manager 

Program manager for managing industrial demand for energy 

Energy Utility Business Analyst Works with utilities to analyze the business, by means such as 
documenting processes and capturing detailed requirements, to help 
utilities drive change. 

Professional Engineer Professional engineering designation 

Marketing Manager for Energy 
Utility 

Responsible for developing, implementing and executing strategic 
marketing plans for an energy utility organization 

 

The utility experts are a convenience sample of professional contacts within the local utility 

market. The interviewees were not directly compensated. On the request of a few, we 

guaranteed the interviewees anonymity and provided opportunities after their interviews to 

consider their responses and make amendments or retractions.  

The interviews were largely unstructured, with the following commonalities; they all had an 

introduction outlining the general intent of the research, were briefed on Deci and Ryan's 

(2000a) SDT model using Figure 2, and were provided the working definitions of the 

crowdsourcing approaches described in section 1.4 above. While unstructured, the interviewers 
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were vigilant to avoid introducing bias by leading the interviews, commenting on their own 

opinions (even when asked) or paraphrasing the responses. Responses were captured using pen 

and paper, to aim to create a natural feeling interview environment. The responses were cross-

checked/discussed by two researchers to validate the association with the proposed framework.  

With the methodology provided, the analysis now follows. 

2.3.10 Tailoring the crowdsourcing activities to SDT motivation types 

2.3.10.1Foundations of crowdsourcing motivation 

In section 1, we identified that that successful use of activities within the field collectively 

labeled crowdsourcing would have the net effects of collecting and aggregating the opinions, 

trends, technical wisdom, and creative problem-solving talents of a theoretically global pool of 

participants. Such a broad pool of course includes the very same population whom the utility 

firm has a mandate to service. The fact that the crowd includes the constituent population that 

would benefit from optimal strategic development suggests a basis for some intrinsic 

motivation (Porter et al. 2011). This intrinsic motivation was also highlighted by several utility 

experts, though statements such as “people really want to feel like they contribute” and “as rate 

and tax payers customers want to feel like co-owners of their utilities”. In parallel with identity 

with the utility, recent research illuminates how identity with a creative crowd provides 

incentive to contribute to appropriately designed crowdsourcing initiatives. (Fedorenko & 

Berthon 2017; Fedorenko et al. 2017) We assert as our first foundation that certain 

crowdsourcing activities and initiative designs are more likely to trigger intrinsically motivated 

constructive participation in utility firm crowdsourcing tasks. 

Beyond the intrinsic motivation of providing value to an individual’s own community’s best 

interest, there are going to be some individuals positioned such that their own direct best 

interests might be served by a utility’s adoption of some strategic decisions. This would be a 

situation within the broad category of extrinsic motivation. Another would be the case of an 

idea soliciting crowdsourcing exercise that provided a tangible or intangible prize for 

contributions with real value to the firm. From this category of motivations, we assert as our 

second foundation that certain crowdsourcing activities and initiative designs are more likely 

to extrinsically motivate constructive participation in utility firm crowdsourcing tasks.  
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These two very general foundations are consistent with recent theoretical research suggesting 

the linkage of SDT to the general category of industrial use of crowdsourcing phenomena 

(Gassenheimer et al. 2013). Other researchers have identified and described the use of passive 

data collection technologies, sometimes called passive crowdsourcing, to contribute to energy 

planning activities (Fattori, Albini, and Anglani 2016). In this paper, we have sought to identify 

some characteristics of regulated firms such as those operating in the energy utility industry 

that mark them as worthy of special treatment when planning activities to harness the value of 

active crowdsourcing. The crowdsourcing activities need to be special to the degree that the 

product/service itself (i.e., electrical energy) is often not the subject of the crowd attention as 

it is a commodity, but rather the operational, social/environmental, and asset 

development/investment activities of the firm.  

Having defined the foundations of the two broad motivations for constructively engaging 

crowdsourcing, we will now focus more specifically within these to develop a set of 

propositions for actionable strategies. 

2.3.10.2Propositions Connecting Crowdsourcing Activities to Motivation Types 

People positively respond to reward for participation, as confirmed by interviewees: "First of 

all, people will do anything to win something. Second, people will do something because it 

makes them feel good." The motivating carrot of economic advantage, be it in the form of an 

exchange of goods, services, information, or currency (Battistella and Noino 2012), will 

engender an increase in the attention of a crowd at the very least. Examples of extrinsic 

motivation from other domains include contests whereby discounts, prizes, or even cash awards 

ranging from the nominal, (i.e., free cups of coffee) to very substantial such as the XPRIZES 

(www.xprize.org) where cash prizes range to millions of US dollars. An interviewee 

commented that "Many utilities already use external motivation for their surveys." with another 

commenting that “this is an approach which can focus on one of two approaches, ’reward or 

punishment’”, with the concept of punishment referring not to deliberately antagonistic actions, 

but instead to the potential for subsequent policy development that a participant would disagree 

with. As material incentives do not negate the SDT based requirements for intrinsic motivation, 

the existence of such extrinsic motivators would not de-motivate constructive participation by 

crowd members who would otherwise be intrinsically motivated. Some practical challenges 

relating to the use of economic incentives do however exist. One challenge would be 
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identifying the optimal amount of value to offer to maximize the net value gained by the firm 

through the exercise. This would require careful analysis of the comprehensive value that the 

firm could potentially gain and the design of the rewards for constructive participation. One 

interviewee underlined that prizes motivate different groups differentially with their comment, 

“when one gets participation by people who are trying to win a prize the data does not become 

truly diverse”. Another interviewee referenced a related experience, “we have tried to tackle 

this [type of crowdsourcing] by creating a youthful feel and a buzz… and that fell flat!” For 

some crowdsourcing activities, the value sought by the firm may be open ended and difficult 

to assess numerically in advance so a more sophisticated approach such as scenario planning 

or expected value calculation is necessary. The second challenge might apply when the 

absorptive capacity of a firm for the insights of the crowd are resource constrained and where 

the extrinsic motivator may attract so much participation by crowd members without sufficient 

expertise to make a constructive contribution that it occludes the contributions of a more 

qualified minority. An ineffective use of extrinsic motivation could result in a "noise to signal 

ratio" challenge. Our suggestion for mitigating this risk is for crowdsourcing activity designers 

to consider the attractiveness of their proposed rewards to less and more qualified potential 

contributors. Incentives such as cash or discounts on base rates may disproportionately attach 

the less qualified participants whereas rewards such as data sharing subscriptions, software 

tools, free energy efficiency audits, or facility tours packages would be more attractive to the 

more qualified members of the crowd at a potentially much lower cost to the firm. 

With the above caveats considered, there are no explicit reasons to exclude any of the 

crowdsourcing activities described in this paper from being potentially enhanced by awards of 

some economic value. Stated formally: 

P1: The crowdsourcing approach for all activities have the potential to draw from the 

extrinsic identified regulation motivation type by offering compensation for 

constructive participation. 

Beginning at the top of our list of specific crowdsourcing forms, open innovation is the one 

through which a firm potentially can combine both the breadth of domain expertise and the 

applied problem-solving creativity of its customer/stakeholder base. This is the area where 

visionary thinking from the crowd can illuminate areas for exploration by the firm. Initially, 

such exploration might be regarding simple viability, but in cases where viability can be 

established, open innovation might be a source of some of the most surprising and 
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transformative strategic innovations. From the customer/stakeholder perspective, an open 

innovation forum for dialogue not only with the firm, but also with other customers provides 

them the Deci's and Ryan's (2000a) intrinsically motivating needs of autonomy, competence, 

and relatedness. One expert highlights that to “motivate people without paying one must appeal 

to a group of people who want to ensure they help shaping what they view to be the right energy 

policy”. If there are reasons why a firm may not wish to host such an online forum themselves, 

the private sector offers well-established services such as MindHive.org, Openfourm.com, 

Croudsourcing.com, and InnoCentive.com that can allow a firm to design and manage a 

collection of discussions and innovation contests at an arm's-length distance. Reasons for 

potentially wanting such a distance may vary depending on the politics and level of controversy 

that frequently accompanies utility management. The public participation to open innovation 

discussions needs to be responsibly moderated more than for other crowdsourcing exercises 

because once it is recognized by a firm, the forum and all content therein become part of the 

firm's unofficial public face. This fact produces a challenge as crowd members affiliated with 

special interests can sometimes be expected to attempt to steer, or possibly sabotage, the 

narrative of discussions with which they might disagree. Frustration relating to these 

phenomena was summed up by one interviewee when they said, "And then there are also people 

who are just pissed at the world." Moderator policies must be designed to allow and encourage 

constructive idea and opinion sharing while protecting the forum(s) from the sabotage and 

vandalism that plague unmoderated Internet forums. With the mentioned risks appropriately 

addressed, we put forth: 

P2: The crowdsourcing activities for open innovation and user-generated content/co-

production/co-creation are suited to achieve constructive participation through 

the intrinsic motivation type. 

Outsourcing, as a crowdsourcing activity simply means that operational tasks are contractually 

performed by entities outside of the firm but the boundaries of the concept of "operational 

tasks" are context specific. For the next proposition, we will narrow our working definition of 

outsourcing to mean "energy generation" to avoid overlapping with the other specifically 

described crowdsourcing activities. 

As proven in many jurisdictions such as Germany, an effectively designed feed-in tariff 

program (FMEAE Germany 2015 p.16, 21, 24) extrinsically motivates community members 

to invest their own capital to install equipment that provides them long-term savings, and the 
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utility firm with low-investment demand-side management and distributed energy resources 

(DER). This sentiment was also reflected in expert observations such as “people are willing to 

be independent power producers and push energy in to the grid when they get sufficiently paid 

for it”, and “it is really not very likely that people would just start giving the utility energy 

without being paid”. The scale of such programs varies greatly and though not fundamentally 

a novel concept, the recent and ongoing technological advances in low cost, small-scale 

renewable energy generation/storage and smart grid integration opens opportunities for utility 

firms to expand their supply options. Nascent research by Bell and Gill (2018) provides a 

comprehensive analysis and policy recommendations for operations in the DER space. For the 

scope of this paper, we include energy production outsourcing as a market from which firms 

might purchase some of their supply. This would be a dominantly economic transaction, and 

only secondly providing joy or emotional sense of contribution, and so we present: 

P3: The crowdsourcing activity of outsourcing is suited to attract participation 

through extrinsic identified regulation and integrated regulation motivation types. 

Open source development creates assets that have no ownership, and so become communally 

available to all. From the perspective of a utility firm, this is a potential source of available 

assets that can provide value to the firm at no direct cost. In addition to the open source 

resources that are extant without any relation to the firm such as Wikipedia.org or 

SourceForge.net, the same motivating factors that produced these can be more directly engaged 

by a firm to create useful open source assets that do not yet exist. It is important to note that 

while open source assets produce no direct economic benefit for the collaborators, the 

collaborators do achieve reward in a variety of tangible and intangible ways (Lakhani & von 

Hippel 2003). In light of the collaborative character of open source development, we identify 

two phases characterized by two different motivation types from the Deci and Ryan (2000a) 

continuum in Figure 2.  

The first phase is the decision of crowd members to become involved and join a project, 

confirming at least the intention to apply their time and skills toward it. Without a defined 

reward, the motivation for this decision must be intrinsic, and must therefore again satisfy the 

three intrinsic needs of autonomy, competence, and relatedness. To engage collaborators, the 

firm must address each of these three, so we will discuss them individually using the example 

of an energy firm that may wish to mine a set of historical economic data and their own 

proprietary production data for the possibility for insofar unrecognized forecasting insights. In 
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this example, the skill set is sophisticated data analytics (possibly including coding) and the 

tools required are themselves already available open source projects (Chen et al. 2012). The 

need for autonomy (self-organization) is automatically met because collaborative participation 

is outside of the firm, although if the administration of the project is conducted by agents of 

the firm, this need must be recognized and provided to maintain collaborator involvement. The 

need for competence is met when collaborators understand that they have, and are invited to 

meaningfully apply, their specific skills to a project of consequence. To meet this need, the 

firm needs to frame the project appropriately at the outset so that potential collaborators from 

the crowd recognize that they are needed because of their skills and talents to help achieve a 

goal that they value. The need for relatedness refers to the connections between each 

collaborator and the community of collaborators involved in the project. This need is met when 

collaborators understand that their invested time and attention is acknowledged by others. 

Meeting this demand does require that the firm facilitate forums of on-topic discussion between 

the collaboration community. We suggest that direct participation in such a project by one or 

more members of the firm is the ideal model for keeping the project in focus and ensuring that 

these three needs are consistently met. 

The second phase, after recruiting collaborators, is when motivation can be enhanced if 

collaborators can identify opportunities to enhance their professional value through advancing 

their demonstrable skills from work on the project. In the data analysis example, a firm might 

compose customized letters of appreciation, referencing examples of specific contribution and 

applied skills of each constructive collaborator. 

Collectively, this condenses to: 

P4: The crowdsourcing activity for open source is suited to attract and maintain 

constructive participation through extrinsic introjected regulation and intrinsic 

motivation types. 

Relevant technological innovations are developing at such a rapid pace and from such diverse 

directions that managers within the firm are not going to be able to have as current, or as 

comprehensive an awareness, of these strategic factors as the crowd. Crowd members might 

be extrinsically motivated if they are directly connected to the technologies such as members 

of the independent power producer industry. Even crowd members who are not related to the 

supply side might be extrinsically motivated by lower energy costs and consequential cost 

reductions for energy dependent goods and services. This segment of the crowd might include 
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current or future electric vehicle owners or individuals who, for personal or business purposes, 

have significant energy utility expenses. The basis for individuals acting on intrinsic motivation 

includes enhancing service options (i.e., direct current) and reducing negative externalities such 

as reducing environmental impact. It is primarily the crowd/collective intelligence 

crowdsourcing approach where proponents of technological advances can contribute to open-

ended discussions, so we formalize this connection with: 

P5:  The crowdsourcing activity of collective intelligence is suited to draw constructive 

participation through the extrinsic identified regulation motivation type. 

2.3.11 Limitations and Suggestions for Future Research 

The propositions presented in this paper invite research to extend the limited qualitative 

empirical content from our convenience sample of interviews to full-scale analysis of 

practitioner insights, possibly including experience from successful and unsuccessful 

initiatives. The application of the theoretical propositions we present have drawn exclusively 

from free and democratic political domains wherein the customers of a utility firm are welcome 

and encouraged to have a voice in its priorities, if not its operations. This is, of course, an 

incomplete picture of the various global ideological models of utility management. 

Consequently, wide research gaps are available for exploring whether, and if so, how 

crowdsourcing might provide value to management under regimes where the roles of citizen 

and state differ. 

Uses and Gratifications (U&G) theory is a group of theories and approaches developed mostly 

by communication scholars, that delves into the reasons why the audience (the crowd) engage 

with various media seeking certain gratifications (Ruggiero 2000). Although the passivity 

characteristic of the television age leads many U&G researchers to investigate viewing 

gratification, the maturation of the Internet Age revealed that the interactive nature of new 

media and technologies requires a large degree of activity by the audiences (Ruggiero 2000). 

Ruggiero's comprehensive review of the of U&G research revealed that the fundamental 

question for U&G remained unanswered, “Why do people become involved in one particular 

type of mediated communication or another, and what gratifications do they receive from it?" 

(Ruggiero 2000). One can apply this specifically to crowdsourcing and ask what gratification 

is drawn from participation in crowdsourcing activities? U&G theory is related to motivation 

theories in social psychology regarding intrinsic and extrinsic motivation. 
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The interviewees unanimously expressed concern relating to the associated risks with energy 

utilities performing crowdsourcing. Before being willing to enter in to the discussion of 

motivation types and crowdsourcing, the interviewed utility experts all expressed concerns 

associated with potential risks of drawing on crowds, including the work required to analyze 

and interpret information they may provide. Related quotes included, "We really need to have 

a conversation about risks associated with utilities using crowdsourcing. There are large 

resource requirements to filter the data; one needs to have the ability to encapsulate and 

translate the data into regulatory language and arguments." All were also concerned about the 

identification of the target participants, reflected by comments such as “choosing the sample 

population is an ongoing struggle”. Concerns were raised specifically with regards to the risks 

of exposure to special interest activism which in this context refers to persons or groups whose 

priorities are internal agenda focused and not necessarily aligned with the service mandate of 

the utility firm. One expert went as far as frankly expressing: “Really [a] key issue is how to 

not only get interest groups and complainers…”. As such, pressure from this form of activism 

is inconsistent with the value gains sought when designing the crowdsourcing activity. 

Interview comments included "It is important to know somewhat who inputs and contributes, 

so there is the discussion related to anonymity vs. 'you must use your account’." and "It is also 

important to determine what the target group for crowdsourcing is. This drives how do you put 

it out there and how is it different from a survey?" Additionally, there was a strong and general 

concern that initiatives spawned from crowdsourcing activities would fail to meet the level of 

rigor required for preparing for a regulatory process. One interviewee summed up the concern 

by saying, "[It is] very important to remember, utilities need to focus on things that can pass 

regulatory scrutiny", while another mentioned "One needs to understand where data needs to 

go, how it can be used and still pass regulatory review." 

The extension from the use of traditional customer feedback tools such as surveys to the use of 

structured multi-party online interaction tools that we have attached to the concept of 

crowdsourcing implies a potential net gain in the scope and scale of value that firms generally 

can tap. After reviewing the extant literature on crowdsourcing, we were surprised to be unable 

to find generalizable quantitative comparisons measuring the degree of gain that firms might 

expect. 
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2.3.12 Conclusion  

Energy utility firms operate globally with stakeholders that collectively include the vast 

majority of the global population. Their critical role in servicing society's needs underlies their 

having fundamentally distinct characteristics relating to their mandates and their operational 

freedom. We have defined why and how these distinctions exist when firms in this industry 

look to engaging the evolving constellation of value-creating activities collectively labeled 

crowdsourcing. With this distinct context as a foundation, we walked through a subset of 

defined crowdsourcing activities to investigate how energy utility firms can expect to find value 

from each, and how to optimize this value through activity designs that relate directly to the 

motivation definitions with SDT. The optimization of value is a combination of maximizing 

the constructive contributions that the public can provide and minimizing the distracting and 

devaluing participation that is also expected. Seven interviews with energy utility firm 

professionals in a range of shareholder facing roles contribute a collection of insights about 

their understanding, opinions, and concerns concerning their firm's current and possible use of 

crowdsourcing. In all but the Open Source case, we identify that crowds can be motivated by 

the mechanisms defined within SDT to provide value to energy utility firms. There is an 

optimal combination of extrinsic and intrinsic motivations, which crowdsourcing designs can 

be harnessed to maximize. We have shown by example that some of these activities such as 

crowd/collective intelligence, user innovation, social web/media and outsourcing have already 

been successfully engaged in a variety of contexts, while open innovation shows promise but 

is presently not widely employed. 

Managers can apply these propositions by analyzing and understanding the intent of the request 

for contribution, and marry this to the expected motivations of the contributors. Considering 

the range of motivation types managers can apply to ambitions such as intelligence gathering, 

some utilities have already embarked on this journey by providing the community applications 

to contribute for example outage information. For managers operating within stringent 

regulatory frameworks, the use of crowdsourcing as suggested in these propositions may allow 

for avenues to pre-test ideas in order to narrow down the choices brought into a regulatory 

assessment process. When needing to make difficult decisions, such as those associated with 

rate increases or service level changes, appropriate use of constructive crowdsourcing could 

provide managers with increased ability to provide customers with avenues to influence the 

firm’s activities while also increasing their own ability to predict the reaction of constituents 
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of policy changes/initiatives. By understanding the different motivations driving customers to 

participate, managers can better tailor initiatives that motivate and trigger people to participate 

constructively and reduce negative reactions such as survey fatigue and forum hijacking. In 

parallel to insights for practitioners, we further assert that academics can apply the described 

distinct characteristics of the domain of energy utility firms to merit separate treatment in future 

crowdsourcing research. 
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2.4 Fake News and Brand Management: A Delphi Study of 

Impact, Vulnerability, and Mitigation 

Co authors: L Pitt & J Kietzmann 

Under “revise and resubmit” review with Journal of Product & Brand Management 

2.4.1 Introduction 

“How easy it is to make people believe a lie, and how hard it is to undo that work again!” wrote 

Mark Twain (2013 p.57) in his 1906 autobiography. This statement goes to the core of how 

fake news not only works, but also presents a significant challenge to those trying to protect 

themselves, or their assets, from its harmful impacts. The speed of mass communication in 

Twain’s era was limited by technology to the combination of the printing press, and the 

physical circulation of newspapers along with word-of-mouth. By noting his observation with 

such eloquence in 1906, one can take away that this resiliency property of lies is not new today, 

and nor was it then. The factor that makes the spread of false information in the present era 

noteworthy is the medium of the Internet where mass data storage and transmission share the 

volume, velocity variability and veracity properties of “Big Data” (Vargo et al., 2016). 

2.4.2 Fake News and Brands 

Where Twain used the term “a lie”, the statement holds true when substituting the more specific 

term “fake news”, which Lazer et al. (2018) have defined as fabricated information that mimics 

news media content in form but not in organizational process or intent. While fake news has 

undoubtedly existed in varying forms throughout history, it has become increasingly insidious 

as media have developed over the ages.  

Recently, psychologists have also given attention to fake news, and their findings have 

relevance to brands and how they are managed. Defining fake news as entirely fabricated and 

often partisan content, Pennycook, Cannon and Rand (2018) show that fluency via prior 

exposure is a psychological mechanism that provides credibility to fake news, especially in the 

case of fake news appearing on social media. Even a single exposure to a fake news headline 

on Facebook increases subsequent belief in its accuracy by viewers (e.g., “Hilary Clinton and 

Yoko Ono are having an affair”), unless of course the claim is entirely implausible (e.g., “the 
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earth is a perfect square”). From a brand perspective this means that it is utterly possible that 

when a consumer sees (fake) news about a brand on Facebook, they will believe subsequent 

similar (and untrue) messages about that brand, or the content with which it is associated. 

Related to this, in other work, Pennycook and Rand (2018) found that while individuals would 

need to think analytically in discerning between fake and real news, most people did not: 

susceptibility to fake news was driven by lazy thinking. Related to this work is research by 

Bromstein et al. (2018) that showed that analytic cognitive style may partially explain people’s 

increased willingness to believe fake news. This was particularly true in the case of dogmatic 

individuals and religious fundamentalists, who were more likely to believe false (but not true) 

news. For brands this means that marketers cannot rely on consumers to think carefully about 

the claims pro- and against a brand, and in that way mitigate the effects of fake news about that 

brand. In many cases, customers will simply be too lazy to do careful analysis of the messages 

they are exposed to, and merely believe what they see or hear. Pennycook and Rand (2019), 

based on the results of two large experiments, suggest that social media companies could 

employ crowdsourcing techniques (Prpić et al. 2015) to differentiate between credible news 

providers and those less credible. Increasing public policy pressure, such as the recent 

Facebook- Cambridge Analytica scandal may indeed force social media companies to take 

these kinds of steps. Marketers and brand managers would be well advised to keep abreast of 

these kinds of developments. 

It would be easy for marketers to contend that fake news is not really an important issue for 

marketing practice, or for the management of key marketing assets such as brands. Most of the 

attention given to the fake news phenomenon relates to fake news in the political arena, at 

international, national and local levels, so does it or can it really have an important impact on 

brands? However, Berthon and Pitt (2018) have argued that fake news is important to brands 

and their management for two reasons. First, brands can be victims of fake news either by being 

targeted directly, or by being associated with it proximally through algorithm-directed ad 

placement. Second, brands can be propagators of fake news. Brands can propagate fake news 

when ad placement software “follows eyeballs” (Mills et al. 2019). In that sense, brands are 

subsidizing fake news, As Vosoughi et al. (2018) point out, fake news generally elicits different 

human emotions from the truth: the emotions of anger, fear and disgust. When the fake news 

on websites provoke these emotions, the websites actually garner more traffic than those that 

only produce the other emotions of joy and sadness, and ad placement software will select to 
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place the ads on those fake news websites. Brand managers who do not carefully monitor this 

are endangering their brand’s integrity (Timberg et al. 2018). 

One way of considering the severity of the fake news problem to brands and their management 

is to examine the potential impact on the tasks that brands fulfill for customers. According to 

Berthon et al. (1999), for customers, brands fulfill a primary purpose of reduction. First, they 

reduce search costs by helping buyers identify specific products and assuring them of a level 

of quality that can extend to new products. Second, brands reduce perceived risk for buyers by 

giving them assurance that they are less likely to suffer the potentially serious consequences of 

making the wrong brand decision. For example, anyone who worked in the era of the 

mainframe computer will remember the phrase, “No one ever got fired for buying IBM.” Third, 

buyers of particular brands are accorded the levels of status and prestige that are associated 

with those brands, and in so doing reduce the psychological risk associated by owning and 

using the “wrong” product.  

It can be argued that fake news about a brand has the potential to negatively impact each of 

these three fundamental brand functions.  

When a buyer seeks to purchase or seek information concerning their favorite brand online 

only to find that brand associated negatively with fake news, or in proximity to news that is not 

only untrue but also offensive, that buyer’s search costs are raised, rather than lowered. The 

buyer will then have to search further, either to disconfirm the fake information they have 

received, or for a less offensive website, or indeed in some cases, for an alternative offering to 

their previously favorite brand.  

Untrue information about a brand dispersed in fake news either by an unethical competitor or 

a malicious fake news creator, can raise the perceived risk for a buyer. When their trusted 

brand’s integrity is compromised by false information to the extent that they then expand their 

consideration set to include other alternatives, both the buyer and seller suffer. The former 

because there is a danger that by including another item in their set and purchasing that they 

are raising perceived risk, and the latter because this situation considerably raises the possibility 

of losing a sale.  

By purchasing a brand that has been contaminated by fake news, the buyer raises rather than 

reduces their psychological risk. Rather than according them status and the admiration of 
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others, their consumption of a brand excoriated by fake news might now draw the ridicule at 

least, and even the animosity of others.  

The profession of brand management is one of perpetual flux with technological and societal 

factors raising not only new market opportunities but new challenges relating to maintaining 

control of their brands (Veloutsou and Guzmán 2017). Fake news presents a prime example of 

such a contemporary challenge, and the choice of brand management scholars to survey derives 

from the reasoning that these professionals hold an advantaged perspective to identify its 

general scope and scale. 

All have seen examples of fake news, though all may not agree on what those examples are 

and what consequences fake news activities have wrought. In this study, brand management 

scholars were asked for their insights on the various past, present, and future linkages between 

fake news and brand management. A brand’s image is a perception of a brand in the minds of 

the customers (Nandad, 2005) and is therefore outside of the direct control of the brand 

manager. The brand manager is, however, responsible for developing, presenting and managing 

the brand identity (the projected characteristics intended to influence and enrich the brand’s 

image).  

To an increasing degree, brand image is being co-produced by customers (So et al. 2018). In 

parallel with, but largely outside the direct influence of brand managers is the sphere of online 

communication between customers commonly referred to as electronic word-of-mouth or 

eWOM (Huete-Alcocer, 2007; Kietzmann and Canhoto 2013; Zhuang et al. 2018). The 

platforms facilitating eWOM are myriad, with examples including the familiar social media 

sites (Facebook, Google+, YouTube, Twitter, LinkedIn), customer review aggregators 

(TripAdvisor, MetaCritic, RottenTomatoes, Amazon), and the countless weblogs, podcasts and 

their respective discussion forums. In this sphere, the flow of information (true or not) is nearly 

frictionless (Litvin et al. 2008) and frequently perceived as more trustworthy than when 

disseminated by traditional media (Cheung and Thadani, 2012).  

Can perception and consequently brand image be impacted (positively or negatively) by fake 

news? Can it be defended against the effects of fake news? Do brand managers share in the 

culpability for fake news through the decisions they make? Are some brand categories more 

vulnerable than others? Where do threats arising from fake news sit in comparison with other 

contemporary brand management threats? What strategies are effective for protection from, or 

subsequent response to, deleterious fake news events? Since the answers to such questions are 
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typically a matter of subjective opinion, this research engaged an international panel of 

qualified domain experts (all well-published marketing scholars at research institutions around 

the world, with expertise in brand management) to find where consensus exists, and what that 

consensus is in those cases. 

2.4.3 Method 

Data were collected data by means of a Delphi study using the Qualtrics.com web-based survey 

services. In their seminal presentation of the technique, Linstone and Turoff (1975) describe 

Delphi as a method for structuring a group communication process, allowing a group of 

individuals to address a complex problem collectively. Delphi is a tool that addresses questions 

of sophisticated judgement rather than objective measurement, when a researcher has access to 

a community of subject matter experts (Helmer and Dalkey 1963; Flostrand 2017).  

The value of Delphi research is not without some criticism and the context of its use matters 

when determining what meaningful insights it can provide (Rowe et al. 1991; Ayton et al. 1999; 

Simoens 2006). Hasson and Keeney (2011) state “Delphi results do not offer indisputable fact 

and … instead they offer a snapshot of expert opinion, for that group, at a particular time, which 

can be used to inform thinking, practice or theory. As such, Delphi findings should be 

compared with other relevant evidence in the field and verified with further research to enable 

findings to be tested against observed data to enhance confidence.” This defines a space for 

Delphi to contribute exploratory value during the early investigation of a phenomenon, which 

is the function for which it was designed (Helmer 1967; Caves 1998). 

The question then naturally arises of who has a sufficient level of relevant expertise to 

contribute insight to a discussion of brand management in light of the preponderance of fake 

news. Two groups are easily identified with demonstrated professional expertise related to this 

topic, the working practitioners (brand managers) and the professional academics who conduct 

research in this field. Each of these groups has distinct characteristics from the other. Brand 

management practitioners spend their time largely focused on their industry, their brand(s), and 

on learning from their own direct experiences and the situations they have witnessed. This 

perspective provides them unparalleled depth of wisdom specific to their own, if comparatively 

narrow, areas of direct involvement. Brand management academics work at the more general 

level, identifying and describing factors that influence the field in aggregate, or by 

characteristically defined sub-classifications. Their base of knowledge includes the patterns 



115 
 

and theoretical models applicable across these classifications which frequently includes 

knowledge and theory from fields outside of brand management i.e. motivation (Murphy et al. 

2007; Jin et al. 2012). The authors of this article believe that both of these two groups are 

worthy of a study to investigate their insights on brand management and fake news, but that 

the characteristics of each group designate that the questions brought to each group should be 

different. In this particular study, the brand management academics are the subject of analysis 

and the survey questions are designed consistent in phrasing and character to communicate 

most clearly with members of that group. The findings will consequently be principally of 

interest to the academic reader. 

The subject matter expertise requirement measure of this study is a history of published articles 

in peer reviewed academic journals, indexed on Thompson Reuters, on topics directly 

associated with brand management. From the population of academics meeting this standard, 

an international convenience sample of fifty potential Delphi panelists was selected. These 

scholars were individually invited by e-mail to participate in a web-based Delphi study relating 

to fake news and brands. They were informed that each round of the questionnaire would take 

between ten and fifteen minutes to complete, and that panelists who agreed to participate would 

be required to continue through all iterations (rounds) of the study. The instructions were that 

in the first round they would simply give their individually developed professional assessment 

on the issues addressed by sixteen questions. In the subsequent rounds, they would be shown 

the average response scores of their fellow panelists from the previous round and reminded of 

their own answers before having the opportunity to adjust them. Their identities and responses 

would not be anonymous to the researchers for practical reasons but would be to their fellow 

panelists. The only compensation offered to respondents was the promise of a short report on 

the project’s findings in order that participants’ incentives were aligned with producing valid 

data. 

Of the fifty scholars invited to participate, forty-seven (94%) accepted and participated in the 

first round. Panelists scored fifteen numeric questions (Appendix A) on 10-point slider (analog) 

scales recording one decimal of precision (i.e., 0.0 to 10.0). A single sequential ranking 

question recorded a discrete value from 1 to 5 reflecting the ordinal rankings set by each 

panelist. For the second and third rounds, panelists were provided with the aggregate mean 

values from the previous round next to each question, and showed where they had left each 

slider (their own score) on the previous round. They were then invited to re-evaluate their 

assessment score for each question, now bearing in mind the peer mean values. Forty-two 
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panelists responded to the second round (84% of original invitees; 89.4% of first round 

participants). The same forty-two panelists also responded to the third and final round. Data 

from only these forty-two panelists is reported in this study. 

Of the forty-two panelists who completed all three rounds of the Delphi study, the proportional 

composition by gender is: Male 57%, Female 43%. Geographic distribution as measured by 

primary academic institution affiliation: North America 45.2%, Europe (including UK) 33.3%, 

Oceania 9.5%, Africa 9.5%, Asia 2.4%. 

2.4.4 Findings 

2.4.4.1 Consensus Maximized 

The opinions of participants typically differ strongly in the first round of Delphi studies, and 

then begin to converge as panelists factor in the opinions of their peers. A practical technique 

for determining whether the participants in a Delphi study are reaching consensus (e.g. Watson 

1990; Ramaseshan and Pitt 1991) is to calculate and compare the average standard deviations 

for all the scored items over the rounds. Figure 26 and Figure 27 show that the standard 

deviations of panelist response values decreased across three rounds on every numeric 

question, and on aggregate decreased from 2.42 to 1.74 (28.1% below Round 1 mean) 10-point 

Likert units across the three rounds. The percentage decrease of mean standard deviation was 

17.6% from Round 1 to Round 2, and from there a further 12.6% from Round 2 to Round 3. 

This pattern of flattening projects that a fourth round would not have substantially increased 

panel consensus any further. 
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Figure 26:Panel Response Standard Deviations per Question for Three Rounds (11 point Likert-type scales) 

 

Figure 27:Means of Panel Response Standard Deviations Across Delphi Rounds (5 point Likert-type scales) 

 

2.4.4.2 Consensus and Panel Mean Values of Numeric Dimensions 

Table 7 presents the third round results of the numeric questions in this study, showing both 

the standard deviations and mean responses of the panel for each question (abbreviated for 

space) followed by a box and whisker plot (Figure 28) for each question’s distribution 

representing their respective 5-number summary (Min, 1st Quartile, Median, 3rd Quartile, 

Max). 
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The Likert scales each describe a dimension between the two opposing poles, thus defining the 

full range of potential judgements for each question. The panelists reached highest consensus 

as calculated by the standard deviation on the question of the fake news phenomenon being on 

the increase (Q4). This question also provided the highest mean value. The second highest level 

of consensus was for the panel’s assessment of general preparedness of today’s brand managers 

for fake news attacks on their assets (Q8). On this matter, the panel largely agreed that brand 

managers are not well prepared for such challenges. In contrast to these high consensus 

questions, disagreement between panelists was most pronounced on the question of the degree 

to which fake news is incentivised to some degree by brand managers (Q9). Of the four 

questions directly addressing brand categories, service brands were identified as most 

vulnerable, followed in order by specialty goods, shopping goods, and finally consumer staples 

as the least vulnerable. Consensus on these four questions was relatively constant. 

Table 7: Summary statistics of panel scores for numeric questions (where 0 =not at all, 10 = absolute) 

 

Question (abbreviated) Mean 
Standard 
Deviation 

Q1 Is fake news a threat to brand management? 6.08 1.88 
Q2 Opportunity for brand management? 3.64 1.68 
Q3 Does crowdsourcing increase vulnerability? 4.79 1.66 
Q4 Is the fake news phenomenon increasing? 8.41 0.93 
Q5 Is the fake news phenomenon permanent? 6.75 1.55 
Q6 Does fake news contaminate proximal brands? 5.38 1.79 
Q7a Potential for harm to consumer staple brands? 5.04 1.99 
Q7b Potential for harm to shopping good brands? 5.40 1.79 
Q7c Potential for harm to specialty good brands? 6.50 1.88 
Q7d Potential for harm to service brands? 7.24 1.85 
Q8 Are brand managers prepared for fake news? 3.32 1.31 
Q9 Do some brand managers incentivise fake news? 5.55 2.35 
Q10 Is fake news site blacklisting important? 7.15 1.99 
Q11 Are direct responses to fake news effective? 5.77 1.71 
Q12 Are fictitious brand narratives fake news? 5.37 2.27 
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Figure 28: Box and whisker plots of numeric question response distributions 

 

2.4.4.3 Ordinal Ranking of Brand Threats Question 

In addition to the numeric questions, the survey presented five scenarios of serious threats to 

brands that had occurred and that had been widely discussed by brand academics in recent 

years. It then asked panelists to ordinally rank them, relative to each other, in terms of perceived 

severity of harm to a brand. The aggregate panel results are presented in Figure 29: the severity 

of a fake news event, reaching a “viral” level of propagation, fell below that of the scenarios 

involving death or injury, but above executive improprieties. The numeric values are the panel 

means for each scenario when the individual panelist responses being coded as integer values 

of 1 - most severe to 5 - least severe. The standard deviations for each scenario were reasonably 

consistent with an average of 0.91 ordinal scale units. 

Figure 29:Relative severity rankings of five brand threat scenarios 
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2.4.5 Implications 

In section 2.4.4.2 above, this paper discussed consensus, or the degree to which academics 

agree with each other. In this section, focus turns to the central tendency values for each 

question and suggest interpretations for them. Where applicable, actionable implications for 

practitioners are presented. 

2.4.5.1 Is Fake News generally a threat to brands? Is it increasing? 

The replies to five questions point to an interesting view of fake news overall. Respondents 

largely agreed that fake news is a threat (Q1. median = 6.45) rather than an opportunity (Q2. 

median = 3.90). They also agree that fake news is a growing phenomenon (Q4. median = 8.45), 

which, in light of the previous questions, can only be interpreted as a growing problem. More 

specifically, they believe that fake news has become a permanent part of the brand management 

landscape (Q5. median = 6.70), affecting brands attached to services the most (Q7d. median = 

7.60), followed by specialty goods (Q7c. median = 6.45), and then the matching values for 

consumer staples and shopping goods (Q7a. & b. medians = 5.05). When asked to rank the 

impact of fake news compared to other undesirable organizational events, the panel ranked a 

viral fake news story that impugns the values of the brand as less harmful than a personal info 

data breach, but potentially more hurtful than multiple senior executives being publicly shamed 

for improprieties. In other words, the impact of fake news is seen as worse than publicly 

shamed, real C-suite indiscretions, which points to the seriousness with which brand 

management should treat fake news.  

Interpreting this first set of results clearly indicates that brand managers, especially those in 

services, need to brace for fake news phenomena that are expected by brand academics only to 

grow in terms of big data’s four dimensions (Gandomi and Haider 2015):  

1. volume (i.e., number of fake news articles) 

2. velocity (i.e., how fast the fake news phenomenon grows) 

3. variability (i.e., the different formats in which fake news can be packaged, including 

text, audio, video etc.)  

4. veracity (i.e., the degree of difficulty of determining how fake the news really are) 
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2.4.5.2 What contributes to the growth of fake news? 

Another story that evolves from the responses to the Delphi study relates to the contributing 

factors for the development and spread of fake news. What is noteworthy in this regard, if 

ironically, is that no clear points materialized. One of the questions addressed the phenomenon 

head on. When asked whether inventing a fictitious narrative was a mild form of fake news, 

the middle response (Q12. median = 5.10) split the possible answers of “not at all” and 

“entirely” in half, suggesting it is such a new phenomenon that no clear agreement on the 

boundaries of fake news exists even though extant research has discussed the integrity of 

embellished brand narratives (Dahlen et al., 2014; Nan, 2006). These findings align well with 

the discussion by Berkowitz and Schwartz (2016), in which the researchers found that the so-

called “Fifth Estate” of individuals that share outlier viewpoints online have the ability to hold 

the ‘fourth estate’, the press and news media, accountable. By extension, the authors argue, 

“fake-news organizations” in their various forms have become part of that growing Fifth Estate, 

which now also hold brand managers accountable. The heart of this argument is the hyper-

reality in which we live, where fake news delivery online is very much realistic (Waisanen 

2011). As the boundary between nonfiction and fiction blurs, fake news drive “real” 

information to media consumers, to a point where “fake news becomes realer than real” 

(Berkowitz and Schwartz 2016, p1). To return to our study, as mentioned above, brands can 

propagate fake news when ad placement software “follows eyeballs” (Mills et al. 2019). The 

expert panel could also not conclusively agree (Q9. median = 6.00) when it came to the question 

as to whether a firm incentivises the production or distribution of fake news as a phenomenon 

when they engage with, and financially benefit, fake news generators. This indeterminacy of 

collective opinion reflects an apparent dearth of formal research linking mainstream Internet 

marketing practices with fake news, though this discussion has seen recent attention in the 

popular press (Subramanian 2017). Panel experts were asked whether they believed that 

contamination can bring a negative stigma to a brand when advertising for it is found proximal 

to stories that a website reader believes are fake news. As discussed above, according to 

Berthon, Hulbert and Pitt (1999), for customers, brands fulfill a primary purpose of reduction. 

If fake news are presented alongside real ads, do brands still fulfil this purpose? With a Q6. 

median = 5.50, the experts were also split regarding the existence or degree of brand 

contamination by advertising association with fake news. Finally, with a middle response of 

Q3. median = 5.05, the experts could once again not clearly assign an increased or decreased 

vulnerability to fake news based on whether firms engage in crowdsourcing activities. This 
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uncertainty regarding the potential for either elevated risk to, or protection of, bands when 

engaging in crowdsourcing is consequential as the use of these activities by marketers is 

increasing (Whitla 2009; Kietzmann 2017). 

Overall, the results of this theme are that fake news is too recent a critical phenomenon, and 

that marketing scholars, and almost certainly marketing practitioners, don’t know enough about 

the origins and factors that contribute to its spread. The resulting lack of clarity presents 

potentially serious brand management risk due to the less than ideal general awareness of 

possible consequences for misguided decisions. More granularity might be required to define 

and manage fake news more narrowly in order to link specific actions to expected results.  

2.4.5.3 How can fake news be combated?  

Another story that unfolds from the data relates to managers’ efforts to combat fake news, 

which the panel of scholars believes that brand managers are not particularly well prepared to 

handle (Q8. median = 3.50). On one hand, using a blacklist of identified fake news propagators 

when purchasing advertising was seen as an important step to reduce fake news vulnerability 

(Q10. median = 7.60). Yet on the other hand, with a median of = 6.00 (Q11), fighting 

detrimental fake news with direct responses (vs. not engaging with it or responding indirectly 

without explicitly referencing it) was seen as neither highly effective nor ineffective.  

This overall result suggests that brand managers need to better prepare for increasing instances 

of inaccurate and misleading news stories with the potential to impact their bands. What this 

upsurge calls for is a revision of organizational monitoring of traditional media outlets (such 

as newspapers and TV), and the need to develop, or employ, advanced social media 

management resources with which breaking news on social networks and blogs etc. can be 

monitored to spot inaccurate and misleading news stories as they appear and spread. Fact 

checking sites, such as Snopes, investigate whether highly public news are indeed truthful or 

fake. While this might help celebrities and big brands, it only does so after most of the damage 

is done – when the news is deemed important enough to investigate. Firms will have to develop 

(or outsource) similar skills, but more importantly, develop policies and free up resources to 

identify, assess, respond to and monitor these risks as early as possible. Of course, managers 

need to be aware of fake news not only related to their own brand, but also regarding their 

competition, potential partners, and their industry as a whole. It is in the best interest of brand 

managers to understand fake news more clearly, to learn how, why, and by whom fake news is 
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produced and propagated. Only with such knowledge can they be expected to design 

prophylactic strategies to mitigate potentially adverse future fake news events and response 

strategies to employ quickly when they occur.  

2.4.6 Limitations and Future Research 

The population of academics with peer-reviewed publications related to brand management is 

vast and diverse. As a reference point, Google Scholar (scholar.google.com) reports that more 

than 200,000 articles have been published to date with titles that specifically include the term 

“brand management” alone. The full body of work relating to the strategic management of 

brands is sure to be much larger. In order that this study’s panel reflects this vast population of 

brand management academics, this research deliberately captured diversity of gender, age, 

publication history, geography, and subfield specialization through our choice of panelists to 

invite. Where a typical Delphi study recruits a panel of eighteen to twenty experts, this study 

used more than double this number in our efforts to capture the prevailing judgements of the 

population. Despite these steps, it is easy to imagine how our panel may still diverge from the 

aggregated judgement of the entire brand academic population. To explore the question of 

whether method bias may exist in some findings of this study, a potential follow-on study could 

probabilistically sample a much larger group to survey and compare results. A second research 

approach to capturing qualified judgement on fake news and brand management would be 

either a Delphi study or probability sample survey of brand managers with direct experience 

with the addressed dimensions of fake news.  

Some potentially interesting variables that are not part of this study, but which are worthy of 

investigation in subsequent large sample size research include characteristics of participants’ 

direct experience and first-hand knowledge of fake news phenomena, the polarity of the fake 

news as it impacts a given brand, and the proposition of a typology of reaction types available 

to brand managers facing a fake news threat.  

2.4.7 Summary 

The combined technological factors of unregulated internet web site content, rapidly evolving 

social media applications, ubiquity of smartphones and the consequent high Internet 

participation are providing an unprecedented space for fake news that people find interesting 

and which seems true (at least to some) to propagate, often to millions of people, in time spans 
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as short as minutes. Incentives to capitalize on this opportunity range greatly for fake news 

propagators and no effective strategy to reduce it seems forthcoming. The results can be highly 

detrimental to the reputations and pubic images of those individuals, groups, businesses and 

their brands who are either directly targeted or suffer collateral damage from highly propagated 

fake news stories. This paper invites the initiation of discussions connecting the reality of 

technologically hyper-accelerated fake news to professional brand management by conducting 

a broad, if shallow Delphi study of forty-two member panel of peer-recognized brand 

management experts. The results of this study, and their interpretation fell into three themes. 

The first theme was to consider the scale and degree of fake news impact on professional brand 

management. Here consensus was strong that fake news is here to stay, it is growing as a threat 

(but not an opportunity), and that different brand types bear varying exposure risks with service 

brands bearing the highest. 

The second theme concerned the perceived relationships between the actions of brand 

managers and the production or propagation of fake news. In stark contrast to the first theme, 

the panel held widely diverse opinions on the questions of: 

i. whether brands suffer damage from sponsoring fake news,  

ii. whether fake news production is supported by advertising,  

iii. whether more extensive use of Internet facilitated direct interactions with the public 

through crowdsourcing increased vulnerability,  

iv. whether creative embellishment of a brand’s own narrative can be described as fake 

news. 

The third theme focussed on practice in brand management under the fake news threat, and 

whether brand managers currently are equipped to protect their brands against it. The panel 

was widely pessimistic that brand managers were suitably prepared for challenges arising from 

fake news which illuminates a need for more research to better equip these professionals. 

Dynamically managed “blacklists” of web sources that are known to propagate fake news can 

be used to steer advertising purchases and the panel judged their use to be one effective tool 

for modern brand management to employ. As to whether direct response to detrimental fake 

news was effective, the panel was ambiguous. This result further underlines the conclusion that 



125 
 

empirical research is needed, in this case to identify best practices for mitigation strategy 

development. 
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2.5 Paper 5: Why did you Donate Your Time? – A Qualitative 

Analysis of Declared Motivations for Experts Participating in 

a Delphi Study 

2.5.1 Introduction 

The term expert is defined by the Cambridge English dictionary (2019) as a “having a high 

level of knowledge or skill” and by the Merriam-Webster dictionary (2019) as “having, 

involving, or displaying special skill or knowledge derived from training or experience”. Both 

definitions identify that a “high” or “special” level are fundamental to the concept so experts 

relating to a domain are, by these definitions, rarities. The second and arguably more complete 

of these definitions identifies that “training or experience” are precursors to the attainment of 

expert status. For an individual to have earned the endowment of expertise in a domain of 

consequence, such as the academic field of brand management, infers that they have invested 

significantly over time in developing this collection of skill and knowledge and now hold 

embedded capital of scarcity and value. It is reasonable to assert from this reasoning that in 

economic terms, the time of an expert has elevated market value. 

A Delphi study is a data collection methodology whereby a virtual panel of typically fifteen to 

twenty experts in a domain of interest participate in multiple iterations of surveying to 

ultimately provide researchers with distribution characteristics representative of the population 

of experts in the field under study (Dalkey & Helmer 1963). For a Delphi study to produce 

results of validity and meaningful insight therefore requires that a collection of experts agree 

to contribute some of their valuable time to the project, potentially foregoing alternate 

productive opportunities that the time might have been applied to. In simple time-value terms, 

this would seem an undesirable option and experts would not be available for such research 

projects unless directly incentivised with superior compensation. What is however observed, 

from the popularity of the Delphi technique as a research tool, is that is that panels of experts 

are frequently assembled for this purpose with relative ease and without financial 

compensation. This fact indicates that sufficient motivation does exist, in alternate forms, for 

many experts to volunteer their time to these projects. 

A. B. Young (2004) has established in his seminal paper that: i) an individual’s volunteer 

motivation reflects the actualization and continuity of voluntary activity from both a theoretical 
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and a practical perspective, and ii) the research area of volunteer motivation reflects and 

explores the sociological notion of future commitment and participation. Much research exists 

examining the volunteer motivation beginning by establishing theories of altruism and 

selflessness (Phillips 1982; Rehberg 2005) wherein “helping others” can be its own reward. 

More pragmatic interpretations add anticipated consequential rewards such as reciprocity in 

time and form, contribution to a favoured cause, and having a leisure experience (Parker 1997; 

Silverberg et al. 1999). Empirical research has supported these interpretations of motivations 

being identified by the volunteers as including benefit for themselves in practical and 

psychological forms, and that this set of benefits provided the primary impetus to volunteer 

(Shibli et al. 1999). The complexity of motivational landscape for volunteerism is vast and has 

been explored and interpreted with varying models. Clary et al. (1998) presented the definitions 

of six specific functions served by volunteering: 

i. Values - opportunities to express one’s values related to altruistic and humanitarian 

concerns for others 

ii. Understanding - opportunities for new learning experiences, and to exercise one’s 

knowledge, skills, and abilities 

iii. Social - opportunities to be with one’s friends or to be engaged in an activity viewed 

favourably by important others 

iv. Career - experiences that may be obtained by volunteer work 

v. Protective - reduced guilt over being more fortunate than others and addressing one’s 

own personal problems 

vi. Enhancement - the ego’s growth and development 

An even broader classification of models of motivations to volunteerism was developed 

through incorporating the results of 27 previous studies with a n additional study of 362 

participants (volunteers and non-volunteers) resulting in a 22-item unidimensional Motivation 

to Volunteer Scale (MVS) (Cnaan & Goldberg-Glen 1991). For the purposes of investigating 

motivations for experts to provide their time and attention to participation in Delphi Studies, 

full complexity of volunteer motivation theories are more than is necessary to capture 

actionable insights for researchers contemplating the use of a Delphi study. Instead, it is 

possible to step up a level from specifically volunteer oriented motivational theories to the 

more general theories describing the motivations to initiate action. At this level are many 

contending theoretical frameworks with varying degrees of mutual integration and overlap. 

Each have shown functional value in at least some contexts and have their own constituency 
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of adherents in the varying domains of academia. Without going into the characteristics of 

each, the more popular of these theories, with references provided, includes: 

i. Cognitive Dissonance Theory (CDT), (Brehm 1962) 

ii. Maslow’s Hierarchy of Needs (MHN), (Maslow 1943) 

iii. Existence-Relatedness-Growth Theory (ERG), (Alderfer 1969) 

iv. Motivation-Hygiene Theory (MHT), (Herzberg 1966) 

v. Expectancy Theory of Motivation (ETM), (Vroom 1967) 

vi. Self-Determination Theory (SDT), Ryan & Deci 2000a) 

The framework of the fifth of these, SDT, will be used for the purposes of this study because 

it is widely accepted and extensively examined (Curran et al. 2013, Halvari et al. 2013).  

2.5.2 Self-Determination Theory 

This theory provides definitions of levels of alignment between an individual’s innate 

propulsion to achieve and maintain psychological well-being, and the phenomena of their self-

initiating specific actions. These levels arrange into a single dimensional continuum between 

the state of amotivation (the conditions where self-initiating action will not occur) at one end, 

through four levels of interaction with any present form(s) of external regulation, and ending 

at purely intrinsic motivation for action (where extrinsic factors, if even present, play no role 

in determining whether the individual will act). Embedded within SDT is the more focussed 

Cognitive Evaluation Theory (CET) by the same authors (Deci & Ryan 1985) that subdivided 

the complete set of requisite needs for intrinsic motivation to be present. The three needs of:  

• Autonomy - to be causal agents of one's own life and act in harmony with one's 

integrated self (deCharms 1968) 

• Competence - to control the outcome and experience mastery (White 1963) 

• Relatedness - to interact, be connected to, and experience caring for others (Baumeister 

& Leary 1995)  

must all be present and significant for wholly intrinsic motivation to exist, and if this set is 

incomplete then some measure of extrinsic regulation must be applied to motivate self-initiated 

action. Furthermore, the lesser the presence of these three factors in a given case, the more 

extrinsic regulation will need to be present in order to compensate in order for self-initiation to 
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occur. This provides the opportunity to assign a motivation type from the SDT continuum by 

analyzing a reason given for acting to identify the degree of presence of these three needs. 

The purpose of this study is to reason for, and then connect the collection of factors and 

reasoning expressed by experts who have recently donated their time to the Delphi study of 

Flostrand et al. (2019) to the most applicable of the five motivation types defined by SDT 

(Ryan & Deci 2000a; Ryan & Deci 2000b): 

• Externally regulated behaviors are performed to satisfy an external demands or reward 

contingencies. 

• Introjected regulation is the motivation to act based on regulation while partially but 

not fully accepting it as one’s own.  

• Identified regulation reflects a conscious valuing of a behavioral goal or regulation. 

• Integrated regulation occurs when identified regulations are fully assimilated to the 

individual. 

• Intrinsic motivation describes the natural inclination to act, representing a principal 

source of enjoyment and vitality to the actor. 

The findings are structured as a series of six propositions, collectively presented as a 

diagrammatical representation, indicating the linkages between empirical data and theoretical 

framework. Taken together, these findings provide an answer to the research question: Which 

SDT motivation types describe reasoning provided by expert panelists in a formal Delphi 

study for their participation? 

This report will now proceed to describe the methodology used to collect and code the data, 

after which it will present excerpts from the data and aggregated summaries of the entire data 

set under the heading of findings. This will be followed by a discussion of the relevant insights 

and actionable implications drawn from the data and then the paper will close with some 

comments on the limitations of this study and a compressed summary of the study. 

2.5.3 Methodology 

Modern qualitative empirical data collection and analysis methodologies stem largely from the 

work of Guba and Lincoln (1982) that both provided a justification for the value available from 

this epistemology and described the optimal contexts for its use.  
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i. The value available lies in the characteristics specific to the participants themselves, 

their backgrounds, opinions and values, and individual relationships with the 

phenomenological environment. This value is in contrast with the focus on attaining 

highly generalizable insights stemming from broad commonalities in the quantitative 

measurement of statistically representative observation samples.  

ii. These optimal contexts exist where behaviour in its “natural setting” can be expected 

to be substantively different from observations or measurements made in the contrived 

contexts that more readily allow for quantitative observations. 

A distinct value of qualitative works is the ability to investigate beyond the phenomena 

(observable actions or reactions) to discover the why’s and how’s behind it (Chung & Neuman 

2007; Neuman 2014). With qualitative methodologies, the understanding of the phenomena 

under investigation is sought through the subjective reports of the participants themselves, 

allowing for open-ended responses and the exploration of unexpected dimensions that may 

emerge. This contrasts with the a-priori defined hypothesis testing of quantitative research 

(Neuman 2014). 

The Delphi study above is built upon data collected from forty-four expert panelists selected 

as a convenience sample from the contact lists of the authors. A consequence of the 

convenience sampling process is that six panelists are personally close to pat least one of the 

authors and could therefore be expected to have different personal motivations for participating 

in the Delphi study than could be typically expected of Delphi studies performed by other 

researchers in other contexts. To avoid contaminating the data for this study with non-

generalizable observations, these six were deliberately excluded from the data collection 

process of this study. The remaining thirty-eight were sent an e-mail (Appendix B) inviting 

them to respond with a short message providing, in point form, their reasons for opting to 

participate in Delphi studies as an expert panelist. 

Of these 38 experts thus invited, 20 provided their e-mail responses within a week of the 

request. This body of raw data was then organized using the Neuman (2014) three step process 

of: 

i. Tagging the data with codes that represent the major topics that guided and emerged 

from the study 

ii. Using those codes to separate the data into similar segments for analysis 

iii. Analyzing data within and across these segments to identify overlapping concepts 
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For this study, the assessed level (low, moderate, high) of the SDT defined basic needs of 

intrinsic motivation (autonomy, competence, and relatedness) is used to allocate each observed 

specific motivation theme to the most appropriate of the five SDT motivation types (external, 

introjected, identified, integrated intrinsic). 

2.5.4 Results 

As would be expected for an open-ended question, the responses from the invited participants 

varied greatly in scale. Excluding the nineteen who were invited but did not respond at all, the 

lengths of the replies varied from 4 to 337 words, collectively forming the distribution in Figure 

30 with a mean of 110 words and a median of 90 words. 

Figure 30: Distribution of response lengths 

 

The simple lengths of the responses do fully capture the quantity of information provided 

within each. The responses also varied if form, with some being concise, point-form lists while 

others were more conversational with the respondent’s thoughts presented in separate 

paragraphs. When the count of distinct motivation related factors identified in each response is 

tallied, then the distribution varied between 1 and 6 factors, collectively forming the 

distribution of 59 mentions of motivation factors presented in Figure 31 with a mean of 3.25 

and a median of 3 factors per respondent. 
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Figure 31: Distribution of distinct factors identified per respondent 

 

Review of these 65 factors very quickly revealed the emergence of 6 distinct reason themes 

into which 56 of them could be unambiguously assigned. (Appendix C) The 9 factors that did 

not fit these themes occurred only once each and have therefore been excluded from further 

analysis as non-generalizable. The remaining emergent reason themes are: 

i. Collegiality among experts/researchers – This theme captures all mentions of 

participation as a conscious performance of a favour. Within this grouping are stated 

intentions to reciprocate favours previously done for the respondent, the intention to 

provide personal favours to the study’s researchers, and a general altruistic contribution 

of help and value to the efforts of researchers generally. The following quotations are 

exemplars of this theme. 

“I'm happy to help a fellow researcher. I have received a lot of help from 

others in the past, and like to pay it forward.” 

“Building my network of fellow researchers.” 

ii. Contribution to knowledge generally – Comments on being motivated by the appeal 

of contributing to research that will make a meaningful contribution to the general 

body of knowledge are tallied within this theme. Exemplars of this theme include: 

“research is important and that supporting research is important... and so 

was willing to do so, simply to further scientific knowledge” 

“it can lead to better founded understanding of unexplored phenomena” 
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iii. Advancing own knowledge of subject domain – As subject matter experts, the 

panelists have a professional, if not also a personal, interest in continuous learning in 

their domain. The process of being challenged to provide a considered answer to a set 

of externally developed questions can prompt experts to think about elements within 

their domain of expertise in novel, and potentially enlightening ways. Respondent 

comments that identify the potential opportunities for their own knowledge or 

understanding enrichment are counted within this theme. Examples included:  

 “it can lead to the development of a virtual community of practice around 

an issue and inevitably opens you to views other than your own that might 

lead to changing your initial views” 

“sometimes new ideas come out of the Delphi rounds on a particular topic 

that I had not considered before so that helps me with my own 

research/benefits my own knowledge” 

iv. Appeal specific to the Delphi technique – The Delphi technique is certainly not the 

only data collection tool available to researchers, and is much less common than 

variants on simple surveying. In this theme are the comments that identified some 

characteristic of the Delphi technique itself that made participation as an expert panelist 

interesting, or fun, or novel, or any combination of these. Within this theme are 

comments including: 

“I was curious about the Delphi method.” 

“I like Delphi as a technique, it is much more respectful a way of 

extracting data from me” 

v. Consistency validation - Participation in a Delphi study as an expert panelist provides 

a mechanism for information flow to them from members of their peer community. 

Comments made by respondents that specifically acknowledge they value this 

opportunity to learn more about the insights and opinions held by their peers are 

assigned to this theme. Typical comments of this sort include: 

“understand general expert consensus towards topics of which I have 

expertise” 
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“See how varied expert consensus is on a topic and how different it initial 

opinions are from my own” 

vi. Recognition of expertise – To have achieved such an advanced, and rarified 

understanding of a subject domain to be recognized by researchers as an expert can be 

a personally gratifying experience. The positive emotional reward from this recognition 

provides some degree of motivation to participate in the research project and exercise 

their expertise along with other elites in this measure. Statements consistent with this 

theme include: 

“being considered an ‘expert’ on a topic pampers my ego” 

“it's also somewhat flattering to be called an 'expert'” 

The resultant frequencies of comments corresponding to these themes is presented in Figure 

32 with collegiality among experts being not only the most cited theme but by a factor of more 

than double any of the others. Note that all but one respondent identified this amongst their 

reasons given. Contribution to knowledge generally, Advancing own knowledge, Appeal 

specific to Delphi technique and Consistency validation were all similarly strong themes and 

Recognition of expertise was the least while still being mentioned by 20% of the respondents. 

Figure 32: Pareto chart of emergent reason theme frequencies 
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2.5.5 Discussion 

With the dominant significant themes having been measured from the response data, the 

opportunity opens to identify the interpretations of these empirical data within the Self-

Determination Theory. To this end, each of the six reason themes will be compared in character 

to SDT’s five motivation types to determine which of these motivation types optimally captures 

each reason theme. Following the discussion for each reason theme is a proposed assessment 

of the level of presence for the three intrinsic motivation promoting factors of autonomy, 

competence, and relatedness. (i.e. negligible, moderate, high)  

Collegiality among experts/researchers: The intrinsic end of the SDT continuum is defined 

as motivation to act being entirely a reward in and of itself (Deci & Ryan 1985). In the case of 

collegiality, some component of the motivation comes from the rewards of helping others. 

While this is undoubtedly a pro-social and generous behaviour, research has noted that some 

element of extrinsic reward, whether in the form of earning status with respected individuals, 

or banking/repaying favours with others is still present (Kasser & Ryan 1996; Sheldon et al. 

2004). There is no reason to suggest that the low demands required of an expert for participation 

in a Delphi study would be in any way inconsistent with the internal values or goals of the 

individual and so it can not also not be classified as externally regulated. Midway between 

these poles is the identified regulation motivation type, its definition summarized as “based 

on conscious values and that which is personally important to the individual” (Ryan & Deci 

2000) which captures the essence of a favour one would perform for another that would not 

bear a high cost. 

Autonomy: moderate 

Competence: moderate 

Relatedness: high 

P6:  The reason theme of collegiality among experts principally activates the extrinsic 

identified regulation motivation type. 

Contribution to knowledge generally: In the case of this reason theme, a direct linkage 

between the action and either a reward or punishment (regulation) is not present. There are 

however indirect extrinsic benefits to a participant stemming from the principle that 

contributions to the collective body of knowledge enhance a resource that ultimately benefit 

all. In this case, the regulation does exist but is highly consistent with the internal values of the 
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participant themselves. By the SDT definition for integrated regulation as a “desire to be self-

aware and act in congruence with his or her core values and sense of self” (Ryan & Deci 2000), 

this falls cleanly within that motivation type. 

Autonomy: moderate 

Competence: high 

Relatedness: high 

P7:  The reason theme of making a contribution to knowledge generally activates the 

extrinsic integrated regulation motivation type. 

Advancing own knowledge of subject domain: The assembly of knowledge and skills to a 

level that would be considered the level of expert is an intangible asset, built and held by the 

individual. The value of this asset, whether to the individual or to external members of society, 

can vary in direct correlation with its degree and its currency. From that perspective, direct 

reward can be expected through performing actions that advance the individual’s expertise. 

This reward exists even though a person who has demonstrated sufficient commitment to 

achieve expertise would find actions leading to advancing it entirely congruent with their sense 

of self. By such reasoning, just as with the previous case, the optimal motivation type is 

integrated regulation. 

Autonomy: high 

Competence: high 

Relatedness: high 

P8:  The reason theme of advancing one’s own knowledge in the subject domain 

activates the integrated regulation motivation type. 

Appeal specific to the Delphi technique: To a greater degree than the other reason themes, 

this is a basket of multiple different, though highly related reasons. Of the 8 comments that 

constitute this theme, 3 identified “newness of” or “previously never taken part” or “curiosity 

about” in reference to the technique. The others addressed specific features of the technique 

that appealed to them such as iteration, asynchronicity, and deeper involvement by participants. 

Collectively these reasons indicate that, at least on the first Delphi panelist experience, there is 

pleasure taken from the mechanics of the Delphi technique. By isolating the innate enjoyment 

of the Delphi panelist process from the factors captured in the other reason themes, it becomes 

reasonable to identify the SDT motivation type that best captures the concept of reward from 
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the activity. While a literature search revealed no discussion of SDT applied specifically to the 

properties of a Delphi study, it is reasonable to note that Delphi is fundamentally a data 

collection tool and then look to the available literature connecting alternate tools such as 

surveys to SDT motivation types. Wenemark et al. (2011) established that survey design factors 

can result in variation of motivation between the two sides of the boundary between integrated 

motivation and Intrinsic motivation types. The differentiating factors included the length of the 

survey, the repetitiveness of the questions, and the character and quantity of communication 

between the researchers and the subjects in advance of the survey. The SDT intrinsic 

motivation factors of autonomy, relatedness and competence (Ryan, Kuhl & Deci 1997) are all 

present in a Delphi study to at least the degree that they exist in a survey. With these factors 

making the determination of the motivation type for an activity, participation in a Delphi study 

for its own reward would place it at the right-most end of the survey range, intrinsic 

motivation. 

Autonomy: high 

Competence: high 

Relatedness: moderate 

P9:  The basket of reasons connected by appeals specific to participating in the use of 

the Delphi technique activation the intrinsic motivation type. 

Consistency validation: Individual expert panelists are informed of the aggregated responses 

of all panelist scores for each question beginning in the second round of the study. This can be 

interpreted as a “reality check” for experts who are then able to see if their own judgement in 

the previous round is reasonably consistent with their peers or not. With each expert panelist 

having a unique background from which to have developed their individual judgements, some 

variance between their scores is expected. Curiosity within the individual expert panelists as to 

how from the central tendency measures of their peers their own judgement landed, and on 

which points provides some motivation in its own right. As the urge to satisfy this curiosity is 

entirely subjective and internal to each expert panelist, it is by definition, intrinsic motivation. 

Autonomy: high 

Competence: high 

Relatedness: high 
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P10:  The reason theme of validating one’s own opinion via comparison of its 

consistency with peers activates the extrinsic integrated regulation motivation 

type. 

Recognition of expertise: While the act of being recognized as an expert occurs at the time of 

the invitation to be an expert panelist and therefore does not require the actual participation in 

the Delphi study, any time spent engaged in the activity is done so with the constant reminder 

of this recognized status. Much like the previous case, the desire for validation through the 

recognition by others as an expert within a meaningful field of knowledge is a personal, internal 

drive and therefore also an intrinsic motivation. 

Autonomy: high 

Competence: high 

Relatedness: high 

P11:  The reason theme of feeling validated by the recognition by peers as an expert 

activates the extrinsic integrated regulation motivation type. 

The linkages between the six reason themes and the SDT defined continuum of motivation 

types is illustrated in Figure 33 where we see that the two least intrinsic motivation types were 

not relevant to the participation reasoning provided by this survey’s participants. This is 

consistent with the lack of any material incentives being offered in exchange for panel 

participation (and implicitly denied for lack of participation). Such a result may suggest that 

more participation could be elicited if Delphi researchers were to provide some compensation 

to the expert panelists they recruit, but theory suggests this may be a double-edged sword. 

When individuals who initially had more intrinsically motivated behaviour are then presented 

with external motivation (rewards and/or punishments), the intrinsic motivation is undermined 

(Deci 1971; Deci et al. 1999) resulting in the increased risk of satisficing (Krosnick 1991) and 

a consequent reduction in the quality of data produced.  

Another observation of note is that although the combined regulated (partially extrinsic) 

motivation types summed to 28, the aggregate sum of all intrinsically motivated reasons 

matched that count. This result suggests that researchers who can emphasize the three factors 

for intrinsic motivation in their Delphi research design can expect to be rewarded with high 

participation rates while minimizing the risk of panelist satisficing.  
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Figure 33: Linkages between emergent reason themes for Delphi participation and SDT defined motivation types. 

 

2.5.6 Limitations and Future Research 

It is reasonable to challenge that that the insights gained from the sample used for this study 

cannot be safely generalized to the overall population of experts from all domains for a variety 

of reasons. By identifying where generalizations may be less safe will reveal the converse, that 

is to say the contexts where these insights are more applicable.  

The first example stems from the fact that the experts used in this study are career academics, 

some of whom have also practiced or currently do practice in the brand management space. 

Empirical research requires quality data and academics universally understand the value and 

inherent challenges of acquiring such data and that cooperation and collegiality within this 

community benefits all. Domains of expertise further removed from the academic realm may 

be comprised of individuals who do not have such social interdependence. An example may be 
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the highly competitive space of investment management where the expertise differential one 

individual may have over others is a critical asset that must be protected in order for it to be 

monetized. Possible future research might repeat this exercise for other domains of expertise 

to measure the impact of the presence or absence of strategic incentives for sharing knowledge 

honestly with peers. I however would propose that researchers can take comfort that when 

experts are not dis-incentivised (as with competition), the sum of the other reason themes can 

provide sufficient motivation for Delphi panel participation.  

The second limitation of this sample is observed by noting that only half of the invited 

participants in this motivation study responded with data. The conclusion from this must be 

that the 20 participants in this motivation study had motivations to respond that were evidently 

not present for the 18 of the invited Delphi expert panelists who declined to respond. This 

52.6% response rate may result is some unmeasurable amount of no-response bias. A 

speculative but logical reason why individuals may have been prepared to commit to a Delphi 

panel but not answer this follow-on study is, counter-intuitively perhaps, deduced from the 

reason themes provided by those who did respond. If participation in the Delphi study were 

principally motivated by some combination of themes in the absence of collegiality among 

experts, then this follow-on study which would not engage those themes may not have 

interested those individuals. The conclusion from this reasoning would be consistent with the 

idea that Delphi panel participation is inherently more attractive due to its inherent features and 

research subject than responding to a short open-ended question. Further research may use 

alternate incentives for acquiring responses from those individuals who would not otherwise 

comment on their motivations and subsequently leave this non-response ambiguity. 

2.5.7 Summary 

The purpose of this study is to seek some insight from the operationalizing of Self-

Determination Theory by answering the research question, “Which SDT motivation types 

describe reasoning provided by expert panelists in a formal Delphi study for their 

participation?” To this end, the study collected and analyzed qualitative e-mail responses from 

individuals with established expertise in the professional field of brand management who had 

recently contributed their time and attention to participating in another study as a Delphi study 

panelist.   
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The responses reveal six emergent themes for self-reported motivation factors with varying 

frequencies of respondents citing each. The most cited reason theme is comments indicating 

that these experts wished to provide a favour for the researchers running the study, this 

“collegiality among experts/researchers” theme fits within the SDT defined motivation type of 

Identified Regulation. With approximately half the number of citations, the second emergent 

reason theme is “Contribution to knowledge” wherein respondents explicitly indicated an 

eagerness to contribute to the general growth of the public body of knowledge, at least as it 

applies to their field of expertise. Reasoning from SDT allowed this reason theme to be directly 

assigned to the Integrated Regulation motivation type. With only one less citation than the 

previous reason theme, three more reason themes emerged with equal frequency of citation. 

These are: “advancing own knowledge” – experts sought to grow their own knowledge from 

the experience, “appeal of the Delphi technique” – experts reported an eagerness to experience 

the Delphi panel process, and “consistency validation” – experts were curious to test their own 

opinions against a panel of peers in their domain of expertise. These three, in addition to the 

sixth and only half as cited theme where respondents appreciated the “recognition of expertise” 

inherent to the panelist role, all fit within the Intrinsic Motivation type as defined by SDT. 

The findings from this study provide actionable direction for practitioners who are designing 

research studies were the Delphi technique is under consideration to predict which potential 

panelists are theoretically motivated to provide the most constructive input. In parallel with 

value to practitioners, it provides both an empirically observed set of reason themes and along 

with a reasoned mapping of these themes to the most relevant SDT motivation type for each. 
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3 AGGREGATION OF RESEARCH FINDINGS 

3.1 Introduction and Framing 

At this point, it is worthwhile returning to Figure 8: Organizational design of thesis research 

components in Section (1.3) for the diagrammatical representation of how each of the five 

pieces of research mutually relate. Forming the top bar of this diagram is Paper #1: 

Crowdsourcing vs. the Delhi technique, the function of which is not to specifically address any 

of the research sub-questions (reserved for the middle tier of the diagram), but instead to 

provide the development of two methodological tools available for the acquisition of inputs 

from outside of an organization. This paper performs the function of framing the subsequent 

pieces of research by means of identifying which pool of people each of these somewhat 

complementary tools draw from, the density of knowledge available from each, and culminates 

with a prescriptive visual guide in Section (2.1.7) for use in choosing whether, neither, either, 

or both tools are appropriate for the research activities an organization may wish to pursue. A 

brief recapitulation of the conclusions from Paper #1 follows. 

Use neither Delphi nor Crowdsourcing when: 

• trend forecasting is possible 

• potential value of data less than cost of data collection 

• sensitive information is involved 

Use Delphi technique alone when: 

• complexity of problem involves many factors 

• problems require sophisticated thinking or expertise in the domain 

• expert panelists are available to be recruited 

• time is not highly constrained (>3 weeks is typical) 

• values or priority rankings are being sought 

Use crowdsourcing alone when: 

• research question is easily and consistently understandable 

• diversity of insight provides value 
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• information about public sentiment itself is sought 

• time is constrained to only a few days 

• a small percentage of not easily identified people somewhere amongst the public 

might be expected to have exceptionally qualified insight 

• acknowledged domain experts may be structurally biased by commonalities in their 

backgrounds 

Use both Delphi and Crowdsourcing when: 

• value of a comprehensive aggregation of insight from both pools justifies costs of 

performing both studies 

• validity of findings will be more accepted by community when input from experts and 

laypeople are integrated. 

• the research question includes investigating for possible inconsistencies between 

domain experts and general public. 

The studies presented in Chapter 2 were designed to meet specific research goals which, while 

dominantly influenced by myself as I intended them to contribute to the cohesive narrative of 

this thesis, also included input from co-authors and journal peer reviewers. One frequent 

consequence of the evolution of a research project along its path to publication is a shift in the 

core research question it addresses to meet reviewer demands, and this has happened paper #4 

of this thesis in Section (2.4) to the extent that its contribution the research sub-questions is a 

secondary result of its research. With the exception of that paper, each study has its own 

conclusion section relating to the thesis sub-questions and rather than repeating excessive 

proportions of that information, this chapter will develop insights emerging from the aggregate 

assembly of relevant findings from the set of studies previously presented.  

3.2 Theoretical Contribution 

While making absolutely no presumptions that would compare the merit of this work to that of 

the genius Isaac Newton, I invoke his name here for having provided an elegant and familiar 

phasing that captures the core principle of any research that makes a contribution to human 

knowledge. His phrasing reads, “If I have seen further it is by standing on the shoulders of 

Giants.” (Newton 1675). In this section I will first summarize the states of directly relevant 
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research before the work contained herein as described in the various literature review sections 

embedded in Chapters 1 and 2, and then follow it  with a formalization of the incremental 

contributions (Section 3.2.2) that I present collectively as the novel value of this thesis. 

3.2.1 The shoulders of giants 

As described in the introduction (Section 1.1), the contribution made by this body of work sits 

in the overlap between the fields of marketing intelligence and long-term foresight so 

establishing a description of the state of relevant knowledge before this contribution requires 

addressing previous research within both. 

3.2.1.1 Marketing intelligence 

The strategic value to a firm or organization available through developing cooperative 

relationships with their stakeholders, and most specifically their customers, is well established 

(Bettencourt 1997; Belderbos et al. 2004) The methods for doing so vary widely and evolve 

with emerging technologies (Prahalad & Ramaswamy 2004; Payne et al. 2008) and dominant 

social values (Herrmann et al. 2000). Customer relationship management (CRM) presents a 

complex mix of opportunities and risks, requiring sophisticated judgement to perform 

productively (Galbreath & Rogers 1999). To understand the willingness of the customer, and 

beneath that, the motivation of the customer to participate constructively in cooperative 

activities with a firm requires operationalizing motivational theory. Amongst these alternative, 

though not mutually exclusive, theoretical models, SDT provides an appropriate contextual 

focus and useful granularity of motivation classifications to bring practical insight for academic 

research (Ophof 2013; Engström & Elg (2015; Dong & Sivakumar 2017). On the basis that 

prior research has established that there is both value to be found from, and sound theoretical 

approaches toward, activating customers and other stakeholders to be motivated to 

constructively cooperate with a firm we can now look at the specific forms of value that can be 

derived. 

3.2.1.2 Long-term foresight 

Contemporary theoretical research from the field of foresight employs conceptual definitions 

that are useful to categorize and then map the insight types addressed in this research. Through 
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these steps, they may be interpreted through the theoretical modelling efforts currently 

underway in the academic study of foresight. As a start, the concept of scenario building is the 

exercise of attempting to recognize and describe the set of distinct branches that the future may 

take that would be impactful to the foresight efforts (Durance & Godet 2010). An example of 

scenario building would be to recognize that a political election is expected within the planning 

horizon, and while the outcome of the election is unknown, the differing consequences of the 

possible outcomes of the election can be reasoned. Scenario planning is then the set of efforts 

to both assign probabilities to the possible election outcomes, and then to imagine each of them 

occurs and seek to develop the optimal strategy for each potential scenario (Schoemaker 1995). 

It is important to differentiate the terminology of foresight or future-insights (i.e. knowledge 

of the actual possible future states that are sought for planning purposes) (Marien 2010) from 

signals (i.e. the calculated, observed, measured, or otherwise available in the present 

information that is reasoned to help develop foresight) (Kahn 2006). This distinction captures 

the fact that states of nature in the future are almost never knowable with certainty, though 

value can certainly be found in the pursuit of that impossible ideal. The concept of signals is 

sub-divided by foresight researchers into the categories of strong and weak signals. Strong 

signals are the set of observable trends that are already recognised as shaping emerging futures 

(Harris & Zeisler 2002) Examples of strong signals include mathematical trends and 

cyclicalities relating to sales volumes, demand patterns, and broad economic environmental 

factors. In contrast, weak signals relate to future changes that are disruptive or discontinuous 

(Harris & Zeisler 2002; Day & Schoemaker 2005; Martinet 2010). Mathematical modelling 

from historical values is of limited if any value for such events, and so very different forms of 

input are needed when planners generally and market intelligence planners specifically need to 

account for such contingencies (Wack 1985). The tools of the Delphi technique and the 

crowdsourcing forms described in this thesis fit comfortably within the category of weak signal 

data. Recent work by Peter & Jarratt (2015) theoretically justifies and then empirically 

demonstrates that the integration of both signal types significantly enhances long-range 

planning activities. Their enhanced model of the interrelations of long-range planning inputs 

and processes (Figure 34) provides a contemporary framework justifying the specific role that 

effective use of weak signal data collection including Delphi and crowdsourcing play (found 

at the “1” marker identifying site of SCANNING METHIODS) in the optimization of scenario 

building on the path to long-term planning.  
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Figure 34: Foresight Integrated Long-term Planning (Source: Peter & Jarratt 2015) 

 

While this theoretical model is designed to apply to the development of foresight and 

consequent planning generally, it contains no elements that are not relevant to the specific 

application of marketing intelligence. This consistency with the needs of marketers is the area 

of overlap where the following section will present my intended contribution to knowledge. 

3.2.2 Seeing further 

The collection of distilled insights from this body of research takes the form of a set of eighteen 

formally stated propositions. Each of these propositions define linkages of one of two types: i) 

between operational factors within the control of managers and the motivational types they 

dominantly relate to, and ii) between motivational types and the foresight (or more broadly the 

insight) forms that can be acquired by engaging them. 
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This provides a foundation for the further academic exploration of such areas as integrating 

new crowdsourcing forms to foresight acquisition as they develop (adding to the left portion 

of Figure 38) or subdividing the presently broadly defined set of four insight types (Figure 1) 

into more focussed definitions and investigating the motivational consequences (the right side 

of Figure 37 and Figure 38 below). 

The set of propositions is subdivided into groupings that specifically address either the 

established research sub-questions or relate to the central research question directly, as 

described in the following sections. 

3.2.3 Findings related to research sub-questions 

This section calls upon the findings of the five research studies as relevant when viewed 

through the lenses of the defined research sub-questions. 

3.2.3.1 Findings relating to RQ1: How can organizations apply Self Determination Theory to 

optimize the value gained from crowdsourcing activities? 

With the development presented in Paper #3, Section (2.3.10.2) the answer to this research 

question takes the form of a set of five formal propositions. These are: 

P1: The crowdsourcing approach for all activities have the potential to draw from the 

extrinsic identified regulation motivation type by offering compensation for 

constructive participation. 

P2: The crowdsourcing activities for open innovation and user-generated content/co-

production/co-creation are suited to achieve constructive participation through 

the intrinsic motivation type. 

P3: The crowdsourcing activity of outsourcing is suited to attract participation 

through extrinsic identified regulation and integrated regulation motivation types. 

P4: The crowdsourcing activity for open source is suited to attract and maintain 

constructive participation through extrinsic introjected regulation and intrinsic 

motivation types. 
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P5:  The crowdsourcing activity of gathering/harnessing crowd and collective 

intelligence is suited to draw constructive participation through the extrinsic 

identified regulation motivation type. 

As a primary finding of paper #3, this set of propositions provide direct linkages between the 

defined crowdsourcing activities and the motivation types they are reasoned to invoke for their 

potential external participants. These linkages are graphically represented in Figure 35. 

  

Figure 35: Linkages between crowdsourcing forms and SDT defined motivation types 

 

A secondary insight from the same paper is a discussion of some general types of input that an 

organization of this type may seek for the purposes of their strategic planning and stakeholder 

engagement. Specifically, the paper discusses socio-political factor foresight and technological 

factor foresight as two distinct domains of valuable planning insight. Other forms of crowd 

sourced valuable insight arising in this discussion are breadth of opinion held amongst the 

public, opportunities for co-production of software tools, and sharing of results from a breadth 
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of formal and informal technological research activities that may be easily missed by internal 

organization members alone.  

With these identified forms of insight, it is possible to reason a series of complete linkages 

from the crowdsourcing forms, through the motivation types invoked to the forms of insight 

sought. This will be completed in the central research question findings in Section (3.2.4).  

3.2.3.2 Findings relating to RQ2: Where have academic researchers applied the Delphi 

Technique to date, and what longitudinal trends are evident? 

This research sub-question is the focus of Paper #2, the results of which are provided in Section 

(2.2.7). Analysis of these results yielded four primary conclusions from this research: 

1. Use of the Delphi technique in published research switched from linear growth between 

1975-1995 to exponential growth from 1995 until today. This reveals that the appetite 

for applied Delphi research is great and its growth is accelerating. 

2. The health care field accounts for 64% of all applied research using Delphi, climbing 

to over 80% of applied research in 2015 and 2016. 

3. The number of journals that have published at least one article related to the Delphi 

technique is presently over 2,400 validating the acceptance of this research 

methodology across a wide and growing range of disciplines. 

4. Scholarly discussion relating to the methodology of the Delphi technique continues to 

grow on a year to year basis, revealing a continued interest in novel variants of this tool. 

The collective contribution made by these insights to this dissertation is the empirical 

reinforcement of the fact that the Delphi technique has earned its place within the toolkit of 

any professional researchers who may have reason to capture insight from a variety of experts 

in a knowledge domain who may not be members of the organization seeking the value of that 

research. This is not to say that Delphi is the only technique, or is necessarily always the best 

technique regardless of context, but it belongs alongside such tools as interviews, case studies, 

and surveys as a fully mature and validated research tool. 
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3.2.3.3 Findings relating to RQ3: To what degree does the use of crowdsourcing present a 

potential vulnerability vector for deleterious or malicious intent?  

While a less central theme than the other research sub-questions, this question addresses the 

use of crowdsourcing as having the potential to increase risk to organizations that may employ 

it. Two types of risk are identified and while these are unlikely an exhaustive set they provide 

the foundation for some consideration that tempers what may otherwise appear to be a 

straightforward interpretation that more crowdsourcing is always better. 

Throughout paper #2 (0), members of the interviewed industry managers often alluded to the 

challenges related to crowdsourcing activities being potentially subverted by parties motivated 

by priorities unaligned with the mandates of the organization. In this case, the actors are 

socially activist groups or individuals who engage in activities that they perceive to advance 

their cause or enforce their values. Though typically well intentioned within their own contexts, 

such activism has included the capacity to directly interfere with, or even subvert the efforts of 

organizations whose operations they endeavour to affect. With this persistent threat to the 

constructive implementation of crowdsourcing activities, experimentation with new 

crowdsourcing modes carries significant risk beyond simply the failure to collect useful inputs 

and the trepidation of practitioners is justified.  

Another risk type emerges from the rapid and virulent spread of misinformation relating to a 

person, a brand, or an organization. Popularly labeled “fake news”, this phenomenon is the 

subject of much contemporary discussion with its production and dissemination having grown 

to industrial scales in recent years facilitated by frictionless information technologies, and its 

total impact the subject of much speculation. The purpose of creating and disseminating false 

information is frequently strategic, pursuing the goal of either elevating, or diminishing popular 

opinion of entities or activities in the public realm. A keyword-based series of searched through 

the academic literature revealed no research establishing either the existence, or non-existence 

of a link between the vulnerability of an organization, through its brand, to adverse impacts 

resulting from fake news. To seek insight as to any relationship between crowdsourcing 

activities by an organization and a change in the vulnerability of that organization’s brand to 

fake news, this question is asked of brand management experts as part of Paper #3 (2.4.3, Table 

7). The full distribution of panel responses the question, “To what degree do brands that use 

crowdsourcing activities (i.e. polls, discussion forums) increase their vulnerability to fake 

news? Where 0=Not at all, 10=Extremely” is presented in Figure 36. 
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Figure 36: Distribution of 42 expert response values to degree by which crowdsourcing increases fake news vulnerability. 

 

This third round Delphi distribution converged with a median of 5.5, mean of 4.79, standard 

deviation of 1.66 in Likert-type 0-10 scale values. The interpretation of this aggregated panel 

opinion is that an increased vulnerability to fake news by conducting crowdsourcing is believed 

to be moderate, while acknowledging that a single question within a Delphi study is an 

exploratory rather than a confirmatory tool. 

3.2.3.4 Findings relating to RQ4: Which SDT motivation types describe reasoning provided by 

expert panelists in a formal Delphi study for their participation? 

This research sub-question is the focus of Paper 5 included in Chapter 2 where the relevant 

findings are presented graphically in Figure 33. With the discussion around these findings 

having been developed in Section (2.5.5), the output from this research is captured in the 

following set of propositions: 

P6:  The reason theme of collegiality among experts principally activates the extrinsic 

identified regulation motivation type.  

P7:  The reason theme of making a contribution to knowledge generally activates the 

extrinsic integrated regulation motivation type.  

P8:  The reason theme of advancing one’s own knowledge in the subject domain 

activates the integrated regulation motivation type.  
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P9:  The basket of reasons connected by appeals specific to participating in the use of 

the Delphi technique activation the intrinsic motivation type.  

P10:  The reason theme of validating one’s own opinion via comparison of its 

consistency with peers activates the extrinsic integrated regulation motivation 

type.  

P11:  The reason theme of feeling validated by the recognition by peers as an expert 

activates the extrinsic integrated regulation motivation type.  

3.2.4 Conclusions from the central research question: How do organizations seek to 

maximize the value of marketing intelligence foresight tools that call upon external 

participation? 

As presented in the introductory chapter Section (1.3), the right side of Figure 7: Interrelation 

of central research question and contributing research questions” promised to apply the 

culmination of the above assembly of research and discussion and open a door to resolution to 

the central research question to the extent that operationalizing the SDT theory of motivation 

provides the justifications for why varying forms of crowdsourcing, and why the primary 

reason themes of expert participation in Delphi studies can be harnessed by organizations to 

acquire value in the form of insight from insight from entities outside of their organizational 

boundaries. With the contributing sub-questions now addressed, it remains to provide reasoned 

linkages: 

I. Between the operationalized motivation types attributed to expert reason themes for 

Delphi panel participation and forms of external insight sought by organizations. 

II. Between the operationalized motivation types for crowdsourcing activities and forms 

of external insight sought by organizations. 

3.2.4.1 Delphi panel participation propositions 

Referring back to the development of a simple topology of relevant externally available insight 

forms in Section (1.1.1.1), these four are reasoned to be linked to the Delphi expert panel 

motivation for participation research findings from Section (2.5.5) as per Figure 37. 
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Figure 37: Delphi participation reason themes through motivation types to proposed dominant insight forms 

 

Reasoning can be easily imagined that an all-to-all linkage between SDT motivation types and 

insight forms is possible on individual case bases. Even so, the strength (reflecting the 

proportional frequency or primacy as a factor) of these linkages would not be assumed equal. 

The following discussion provides a reasoning to present each illustrated link as a proposition 

for future research to investigate. 

On the theoretical foundation that the force of motivation is weaker the further a motivation 

type is along the continuum from purely intrinsic (Ryan & Deci 2000), extrinsic identified 

regulation is the weakest motivation type revealed herein to be relevant to Delphi panel 

participation. When force of motivation is weak, the phenomenon of satisficing, that is to say 

performing the minimum level of activity/engagement necessary to complete the task, becomes 

more prevalent (Krosnick 1991). Of the four insight forms, the least demanding of effort for 

the average panelist will be the most general form because of the tendency (Petersen 2015) of 

people to decide on political issues using heuristics (Kahneman & Tversky 1974). 

P12:  The political insight form relating to the strength of public opinion will be 

dominantly available for expert panel participation that engages the extrinsic 

identified regulation motivation type.  

Having previously proposed that the reason theme for participating in a Delphi panel in order 

to to make a contribution to knowledge generally fit the definition of the extrinsic integrated 

regulation motivation type, the four insight forms can now be reviewed from this perspective. 

Strength of public opinion relating to political matters is, as mentioned, a very general form of 
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insight that frequently measured by large sample professional pollsters. The results of these 

polls are then reported to the public, at least when doing so supports the interests of the groups 

who fund this research, so it is comparatively easy for an organization to use secondary data 

collection techniques on the existing data to glean value from them. While it would be incorrect 

to assert that absolutely no insight of value can be attained through Delphi panelists whose 

motivation derives from integrated regulation, this value would be comparatively minor. 

In contrast, the expertise of appropriately selected panelists who are motivated by a will 

contribute to knowledge will be able to speak the breadth of public opinion by having an 

atypical knowledge, or understanding of subgroups (e.g. hobbyists, ethnic/religious minorities, 

subcultures, regional activists) within the broader society. On the technological side, both 

specifically focussed topics and the general lay of the relevant technological landscape have 

pools of individuals with exceptional expertise. It is not impossible for these pools to have 

some overlap, such as the field of data security where experts develop and implement specific 

protection strategies, while simultaneously having to understand the full range of potential 

sources of threats and their best-practice corresponding defenses. 

The ability for an expert to specialize in these three nuanced areas combines with the 

motivation type to set up the next proposition. 

P13:  The political insight form relating to the breadth of public opinion, as well as both 

of the technological insight forms: specific innovation expertise and breadth of 

research, are productively available through extrinsic integrated regulation type 

of motivation from expert panel participation.  

The basket of four reason themes that comprise the dominantly intrinsically motivated 

participation as Delphi panelists remain distinct from one another in terms of the personal 

drives that are satisfied by such an action. As the individuals for whom these manifestations of 

intrinsic motivation will be likewise varied, so will the insight forms that they will be able to 

contribute to a study. For this case, neither arguments for clearly dominant nor clearly recessive 

insight form(s) are apparent, resulting in the last Delphi panel participation proposition. 

P14:  The political insight forms of public opinion strength and breadth, as well as the 

technological insight forms of specific expertise and breadth of knowledge are 

productively available from intrinsically motivated expert panel participants.  
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While these three propositions connect motivation types to insight forms, they are tuned 

specifically to the Delphi participation reason themes and do are not generalizable to the same 

motivation types as engaged through crowdsourcing.  

3.2.4.2 Crowdsourcing form propositions 

Similar to the Delphi participation reason themes discussed above, a series of reasoned linkages 

from crowdsourcing forms (Section 1.1.3.2) to available insight forms (Section 1.1.1.1) 

through the applicable SDT motivation types (Section 1.1.2.6.1 & Section 2.3.10.2) can now 

be developed. These propositions are graphically represented in Figure 38. It should be noted 

at this point that unlike the Delphi reason theme mappings which have each been liked to a 

single motivation type, five of the crowdsourcing forms link to multiple motivation types. To 

fully capture the implications of this many-to-many linkage system, the discussions and 

resultant propositions extending from each motivation type to its insight form will include 

reasoning for each of the directly related crowdsourcing forms. 

Figure 38: Crowdsourcing forms through motivation types to proposed dominant insight forms 

 

Having found in the development of P3 that the only crowdsourcing from that strongly 

employed the extrinsic interjected regulation motivation type is open source, and that open 

source activities are principally technology development (Perens 1999), the only applicable 

insight form to directly address the value available is specific technological innovation 

expertise. This is the justification the comparatively simple proposition: 
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P15:  Acquisition of specific innovation expertise insight optimally engages extrinsic 

interjected regulation motivations for public participation in open source 

crowdsourcing.  

The extrinsic identified regulation motivate type is called upon in propositions P1, P3, and P5 

with varying justifications. As this motivation type is defined by the presence of some form of 

reward or incentive being the differentiator between amotivation (no action taken) and the 

decision to act, it captures all scenarios where the values and priorities of individuals are neither 

contradicted nor necessarily supported by the activity (Deci & Ryan 1985; Ryan & Connell 

1989).  In the cases captured by P1, the argument was made that for significant numbers of 

people within the greater population, all crowdsourcing activities will land in this region, i.e. 

there will be people who can contribute constructively and would have no aversion to doing 

so, but for whom a direct incentive is necessary before they will act. For participation in open 

source activities specifically (P3), the level of engagement required would be expected to be 

higher than many other crowdsourcing forms as a consequence of the much higher complexity 

of technology development (such as code writing) or communicating advanced domain 

expertise (such as needed for project design). Dedication of one’s skilled time to such an 

activity bears an implicit opportunity cost and so in order for the individual to become 

ambivalent to initiating an action would require compensating them for this cost before the 

additional positive incentive can make the difference to motivate an action. This, again, calls 

upon the presence of a material incentive. The direct linkage of collective intelligence 

crowdsourcing to extrinsic identified regulation in P5 is differentiated from the case of P1 in 

that the material value the individual attains through involvement in the policy influencing 

input that collective intelligence provides is the incentive indirectly, rather than a payment or 

reward from the organization. 

When the three propositions are combined, the set of insights available includes all four forms, 

providing the following proposition: 

P16:  Acquisition of insight related to the strength and breadth of political insights, and 

both specific and general technological insights are available through 

operationalizing the extrinsic identified regulation motivation type. 

Returning to the use of P3 for motivating outsourcing participation after discussing the 

incentives required for some potential participants because of a neutral position on the nature 

of the work, there is no reason to assume that a significant number of individuals would have 



161 
 

a natural positive valence toward helping the organization pursue their mandate, and may not 

have as significant an opportunity cost associated with the time they spend on an outsourcing 

activity. This could happen in cases where individuals seek to advance their skillset through 

the practice or collaboration with others provided by the payed engagement in a crowdsource 

project. The extrinsic integrated regulation motivation type captures the scenarios where values 

of the individual are already aligned with the goals of the activity, but the presence of some 

material incentive positively impacts the level of activity taken (Deci & Ryan 1985; Ryan & 

Connell 1989). From the segments of the public with the ability to contribute productively to 

outsourcing to whom this motivation type applies, the full field of technological insights can 

be engaged. 

P17:  Acquisition of insight related to both specific and general technological insights 

are available through operationalizing the extrinsic integrated motivation type.  

The developments of propositions P2 and P4 provided reasoning to expect that the intrinsic 

regulation motivation type is potentially sufficient to acquire the constructing participation of 

members of the public for the crowdsourcing activities of open innovation and co-creation (P2) 

and open source (P4).  

Open innovation, in the context of an organization seeking value from innovative practices 

outside of its boundaries by opening their own activities to external participation (Schenk & 

Guittard 2009; 2011) is similar to and still fundamentally distinct from the crowdsourcing 

practice of co-creation as the latter refers specifically to partnerships between a firm and it’s 

customers. The term co-creation, described by Pitt et al (2006) to mean generally “the value 

created by consumers” is in that sense an umbrella term encompassing user-generated content 

(Daugherty, Eastin, & Bright 2008) and user-innovation (von Hippel 2005). It is the 

commonality of these that linked them in P2, and is also shared with open sourcing to the extent 

that these activities are performed when members of the public are motivated by their own 

values and priorities, whatever they may be, and whether or not the organizations they may 

also be providing value for are actively incentivising them. This broad grouping of all the 

situations in which the self initiated activities of members of the public align with and then 

provide value to an organization has no theoretical limits as to form, and thus the following 

and final proposition of this thesis is: 
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P18:  Acquisition of insight related to the strength and breadth of political insights, and 

both specific and general technological insights are available through 

operationalizing the intrinsic regulation motivation type.  

3.3 Managerial Implications 

This section provides a summary of the generalized practical applications of the findings from 

Paper 1 and Paper 2 as well as the 18 propositions developed. Note that the practitioner context, 

the implications are read in the reverse direction from their theoretical development, that is to 

say  practitioners begin by identifying the type of insight they are seeking (on the right), then 

work, through motivation to the information they may use when planning a research activity 

(on the left). 

3.3.1 Concept 1: Valuable foresight inputs are available from sources external to the 

organization through crowdsourcing activities if motivations for constructive 

participation are included in design. 

Organizations are frequently using techniques for recruiting the constructive engagement of 

entities outside of their boundaries for insights about the future of market related factors. The 

type of insight/foresight the organization seeks will determine the most applicable pools of 

external wisdom, whether those pools be concentrated in panels of sophisticated domain 

experts or widely disperse through the population, or some blend of these two extremes. These 

pools in turn determine whether the Delphi technique, activities within the crowdsourcing 

basket, neither, or possibly both can be used productively to collect that value. 

3.3.2 Concept 2: The Delphi technique is a well-established tool, growing rapidly in 

breadth and frequency of use. 

While relatively recent in development at less than 50 years in use, the Delphi technique has 

been accepted as a mature tool for use in reputable peer-reviewed academic research. This is 

likely due to a combination of it being easy to employ, fast, and considered more effective than 

alternate modes because of the anonymity of the inputs provided by each panelist, while still 

able to clearly capture measures of panel consensus. No fundamental barriers have been 
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identified for organizations outside of the sphere of public academia to employ the Delphi 

technique for research activities where professional or expert judgement is the optimal form of 

input. As such, the Delhi technique is available as a potentially productive tool for developing 

foresight regarding market factors when organizations are performing strategic planning.  

3.3.3 Concept 3: Identifying the sought foresight form allows for the recognition of which 

motivational types will facilitate specific reason themes for Delphi panel 

participation. 

By identifying which of the four general forms of insight an organization is seeking and having 

determined that the Delphi technique is appropriate for the expertise domain involved, 

propositions 12 - 14 illuminate the SDT motivation types that have brought experts to 

participate in Delphi. Furthermore, specific reason themes link to these motivation types by 

propositions 6 -11. With this two-stage mapping, the organization’s management is now 

equipped to specifically select for an optimal set of experts whom to invite, and to understand 

in advance what factors of the implementation of a Delphi study are typically going to result 

in their constructive engagement. 

3.3.4 Concept 4: Identifying the sought foresight form allows for the recognition of which 

motivational types will facilitate the specific crowdsourcing form(s) to provide it.  

By identifying which of the four general forms of insight an organization is seeking but instead, 

having determined that crowdsourcing is the preferred approach, propositions 15 – 18 identify 

which SDT motivation types are engaged by crowdsourcing forms collectively for those 

purposes. Additionally, the specific presently defined crowdsourcing forms that engage these 

motivation types are available in propositions 1 – 5. This two-stage mapping permits 

organizational managers to identify which crowdsourcing activities to theoretically expect to 

optimally provide their sought insights. When these insights are designed to capture reasoning 

and knowledge from the public that contributes to improved marketing intelligence foresight, 

better informed strategic planning is once again achieved. 
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3.4 Limitations 

Tetlock (2005) presents analysis of 82,361 forecasts made by persons identified, or identifying 

themselves, in popular media as “experts” to reveal that their accuracy was not significantly 

different from chance alone, even with such a large sample size. Such findings underline the 

importance of qualifying the relevant expertise of the experts to be invited to Delphi panels 

because of the risk that misplaced confidence may result in expensive misguided investments 

of organizational resources.   

While this body of research touches on the risks, reasons for, and possible consequences of 

actions performed by entities outside of an organization that would use the foresight/insight 

seeking activities of an organization in non-or counter-productive ways, this “darker side” of 

public facing practices is a domain of its own worthy of much more study. 

3.4.1 Generalizability 

As described in the methodology section of Paper 2, the data used is an aggregation of 

secondary data from major academic indexing databases. The generalization of the popularity 

and trends of the use of the Delphi technique from published academia to all applicable areas 

of practiced research is based on the inductive reasoning that i) the Delphi technique has a 

demonstrated value, and ii) the Delphi technique is reasonably well known from its use in 

academia and no barriers exist to its application in non-academic contexts. With both motive 

and means established consistent with academia, the practice can be expected in industry with 

usage patterns similar in characteristic to academia. 

The data collected for the two contributing qualitative empirical studies drew from populations 

that have specific characteristics.  

In the case of Paper 3, the respondents are deliberately selected to represent the experiences, 

values, and judgement of electrical utility industry management. This group is subsequently 

referenced as exemplifying a broader context, that of large organizations for whom valuable 

foresight is potentially available from external resources. While no reasons are apparent why 

generalization would not be able to provide valid insight to other types of organization, there 

are also easily recognized types of organizations or areas of operation where these lessons can 
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not be directly applied. Such contexts would include military or law enforcement operations as 

examples. 

A different group of participants is used in Paper 4 and Paper 5 which collected data from 

professional academics with a history of working in a specific field of research. To completely 

generalize the values and motivations of this group would be to make an unjustified assumption 

that academic researchers are necessarily motivated similarly to industrial experts. Examples 

of ways by which the personality characteristics and even motivators typical of these groups 

differ has been discussed by Erez & Shneorson (1980) who used Holland’s theory of 

personality types (1973) and Vroom’s expectancy model of motivation (1967) to compare 

populations of academic researchers to industry professionals, all sharing the field of 

engineering. Noting that their research is from an era when the professional and academic 

workforces were different in substantial ways from today’s (e.g. all 450 participants in their 

study are males), they showed significant differences between these groups in both personality 

and motivational scales. All of this is not to deny that valuable insights can not be generalized 

from academic marketing researchers to broader populations, only that it is incumbent on 

practitioners to use responsible judgement to evaluate the appropriateness of applying the 

properties of this sample to their specific groups of interest. 

3.4.2 Researcher bias 

The risk of biases is somewhat insidious as they, by definition, occur in a form of cognitive 

blind-spot, undetected by the individual (Kahneman & Tverksy 1974). The blind peer-review 

process applied by reputable academic journals provides a level of protection against the 

natural biases of researchers but is not a guarantee of protection. With three of the research 

studies contained in this thesis having at this point been accepted for publication in impactful, 

reputable journals by their peer review panels, a modicum of confidence for those pieces can 

be assumed. In the authoritative paper by Podsakoff, MacKenzie, and Podsakoff (2012), they 

provide a list of remedies for common sources of method bies in social science research, and 

while most of them apply explicitly to the development and interactions of latent constructs 

(which are not used in the included research of this thesis), two remain that can be meaningfully 

applied to the questions presented in Paper 4 (Appendix A). These are: 

Eliminate ambiguity in question wording. Toward this goal, the wording of the Delphi study 

questions was originally drafted by myself from notes taken during a planning discussion with 
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my two co-authors of the study. This first draft was then shared with each of the others and in 

both cases, they responded with multiple, and different suggestions for improvements to the 

clarity and precision of language used. The survey questions used incorporated all of these 

amendments and met the standard of consistent meanings for all three authors, two of whom 

have published extensive research in the brand management domain.   

Reduce social desirability bias in question wording. The valence of any virtue associated 

with the responses to the questions used has been deliberately avoided in the survey design. In 

the case of every question, the panelists were asked for their assessment of factors such as 

impact, frequency, and future trends relating to the clearly defined topics in the study while 

avoiding any implicit requests for their value judgement. 

A fair criticism can be made that because the participants included in both primary research 

empirical studies (Paper #3 and Paper #4) were convenience samples, some researcher bias 

manifesting in the professional contacts we have personally curated is possible. Such a 

challenge invites follow-on research using alternate methodologies as discussed in Section 

(3.5) below. 

3.5 Avenues for Future Research 

The aggregate value of this body of research to academia centers on illuminating the specific 

motivational machinery through which the practices of organizations have been, are being, and 

will be most effective in acquiring useful foresight to include when developing long term 

market strategies.  

As the principal developments contained herein are conceptual operationalizations of theory, 

it directly invites future research to empirically challenge and either refute or find consistency 

between real world activities and this set of propositions. Multiple options for such empirical 

work exist with the two broad categories being i) quantitative investigations of the effectiveness 

of these principals in practice toward which potential future studies could apply large sample 

probabilistic surveys, and ii) investigation of the degree to which the contained findings may 

be rightfully extended to other or broader contexts, or conversely, subdivide the present context 

of application to more specific scales where industry or organizational characteristic 

differences may exist.  
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The linkages proposed herein between crowdsourcing activities and the motivational types 

operationalized to acquire political foresight from the public are unidirectional in that the public 

is not described as being affected by information provided through these activities from the 

organization. There is however an extant branch of literature exploring how the 

opinions/attitudes of individuals can be influenced through the activation of values during the 

communication process (Blankenship & Wegener 2011) (Petty Cacioppo 1990). Future 

research in this space can use these proposed linkages to explore the effectiveness of engaging 

these conduits for brand image management or motivating public support for organizational 

mandates. 
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APPENDIX A – Delphi Study of Fake News and brands: Survey questions 
 
Q1. How significant a threat is the fake news phenomenon to brand management?  0=None, 

10=Severe 
Q2. How big an opportunity is fake news for brand management?  

0=None, 10=Unprecedented 
Q3. To what degree do brands that use crowdsourcing activities (i.e. polls, discussion 

forums) increase their vulnerability to fake news? 
0=Not at all, 10 Extremely 

Q4. To what extent do you believe the fake news phenomenon is increasing?  
0=Decreasing greatly, 10=Increasing greatly 

Q5. To what degree is the fake news phenomenon a permanent part of the brand management 
landscape?  
0=A passing fad, 10=Eternally persistent 

Q6. To what degree does fake news contaminate brands that are proximally associated (i.e. 
advertised in the same publication or website  
0=No contamination, 10=Defined entirely by 

Q7. From 0=Not at all to 10=Severe, how potentially harmful is a fake news attack against a 
brand...  

a- if the brand is primarily attached to a consumer staple?  
b- if the brand is primarily attached to a shopping good? 
c- if the brand is primarily attached to a specialty good? 
d- if the brand is primarily attached to a service?  

Q8. How well prepared are today's brand managers to respond to fake news attacks?  
0=Entirely unprepared, 10=Entirely prepared 

Q9. To what degree do brand managers incentivize fake news by associating with its 
producers/propagators? i.e. by paying for advertising on a fake news website.  
0=Not at all, 10=Directly 

Q10. How important is the use of a third-party blacklist index (e.g. Strikesocial.com) of 
identified fake news producers/propagators when purchasing web advertising?  
0=Not at all, 10=Critical 

Q11. How effective is defending a brand by fighting fake news attacks with direct responses? 
(vs. not directly engaging)  
0=Not at all, 10=Entirely 

Q12. To what degree is inventing a fictitious narrative (i.e. "This product will make you more 
glamorous.") a mild form of fake news?  
0=Not at all, 10=Entirely"  

Q13.  Relative to these other threats to a brand, re-arrange the following in order of priority 
from high to low. 

- A fake news story undermining the values associated with the brand goes viral 
- Customer injuries/deaths are directly linked to use of brand products or services 
- A data breach reveals personal details of large percentage of customers 
- Multiple senior executives of branded firm are publicly shamed for serious 

improprieties 
- A preventable accident in a developing world factory producing branded product kills 

and injures workers 
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APPENDIX B – E-mail requesting participant data for Paper 5: A 
Qualitative Analysis of Declared Motivations for Experts participating in a 
Delphi Study 
 

Hello [Recipient’s first name], 

  

So umm.. you know the pattern whereby you make one charitable contribution to some 
worthy cause or other (fair enough, I may be making an assumption here) and as sure as day 
your name and contact info is added to a database somewhere as a “sympathetic soul”. From 
that day forth to eternity, you are getting request after request for more and more and more… 

Well, heh, <looking innocently at the ceiling and loosening my collar> this is a little like 
that, but different. In September 2018, you shared your time and energy to participate as an 
expert panelist in our Delphi study on fake news and brands. I am happy to report that the 
findings from that study have been developed into two papers that are currently working their 
way toward finding appropriate venues to contribute your insights to the global body of 
knowledge. 

I am now collecting data for a second study that looks at the qualitative self-reported 
motivations of experts who have supported Delphi studies with their valuable time and 
effort….  and that would of course include a sympathetic soul such as you! 

My ask is that you choose one of the following two options: 

Option 1: First, extend your arms toward your monitor/smartphone and form your hands 
into upward facing fists. Next, straighten one non-index, non-ring, and non-pinkie finger 
from each hand for a couple of seconds, then delete this message. 

Option 2: Reply to this message with a brief note containing a few point-form comments 
that capture as much as you are comfortable sharing as to your reasoning for making the 
decision to accept the role of Delphi panelist on the occasions when you have done so. 

In either case, I will appreciate that you have taken the time to read this request and promise 
that this is the only follow-on study that I will come grovelling to you provide me with data 
for. 

  

Thank you! 
Andrew Flostrand 
Ph.D. Candidate, Industrial Marketing 
Luleå University of Technology 
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APPENDIX C – Coded response matrix for Paper 5: A Qualitative 
Analysis of Declared Motivations for Experts participating in a Delphi 
Study 
 

Collegiality among 
experts/researchers 

Contribution to 
knowledge generally 

Advancing own 
knowledge of 
subject domain 

Appeal specific to 
Delphi technique 

Consistency 
validation 

Recognition of 
expertise 

I'm happy to help a 
fellow researcher. I 
have received a lot of 
help from others in 
the past, and like to 
pay it forward. 

the technique also 
enables one to 
gather a range of 
perspectives that, 
when put together, 
enable us to 
comprehend a 
particular 
phenomenon better. 

sometimes new 
ideas come out of 
the Delphi rounds on 
a particular topic 
that I had not 
considered before so 
that helps me with 
my own 
research/benefits my 
own knowledge 

If the study is done 
online, like yours, I 
like that I can 
complete it on my 
own time/schedule 
(not a set date/time 
like in person Delphi 
studies) 

I am curious if my 
perception, attitude 
or evaluation of a 
particular topic 
conforms or dis-
conforms with what 
other experts are 
saying 

being considered an 
‘expert’ on a topic 
pampers my ego  

an association with 
researchers 
conducting the study 

it was a subject I felt 
like I had some 
expertise in and 
could contribute 
some insight to 

curiosity about what 
you are investigating 

I had previously 
never taken part in a 
Delphi study  

to share my unbiased 
insights and 
desperately curious 
to know how others 
will answer 

being considered a 
‘brand expert’ was 
encouraging 

I am a researcher 
myself and know 
how awful 
nonresponse is. I 
believe we are a 
community and 
should help each 
other. 

The Delphi method is 
an especially 
powerful technique 
to elicit the more 
nuanced points in a 
discussion or issue. 

the relevance of the 
study to my 
subject areas of 
interest. 

I like Delphi as a 
technique, it is much 
more respectful a 
way of extracting 
data from me 

Having my ideas and 
insights tested and 
modified by the 
opinions of my peers 
is fundamental to my 
self-image as a 
researcher and 
educator. 

recognition of my 
‘expertise’ 

a way for me to give 
something back 
to/support people 
that have helped me 
previously 

I didn't mind there 
were a few stages 
that I needed to 
participate in. As 
academics I think 
that it's important to 
participate as much 
as we can, so that we 
can contribute to 
knowledge on a 
broader scale. 

I was interested in 
the topic so I was 
already engaged in 
that kind of research. 

I suppose the 
‘newness’ of the 
approach for me 

Understand general 
expert consensus 
towards topics of 
which I have 
expertise 

it's also somewhat 
flattering to be called 
an 'expert' 

I know that by 
participating in your 
research I am helping 
you - and so maybe 
you'll be more 
inclined to help me 
later on  

research is important 
and that supporting 
research is 
important... and so 
was willing to do so, 
simply to further 
scientific knowledge 

Interest in the topic there is stronger 
“psychological 
ownership” for the 
participant to take 
part 

See how varied 
expert consensus is 
on a topic and how 
different it initial 
opinions are from my 
own 

 

For a co-author who 
I'd go out of my way 
to help in return for 
the many favours 
he's done me 

to give back to the 
academic community 

if the Delphi study 
covers a subject that 
I am interested in 
that also makes me 
more motivated 

I was curious about 
the Delphi method. 

I like the  anticipation 
of seeing the results 
after the various 
rounds 

 

Collegiality among 
experts/researchers 

Contribution to 
knowledge generally 

Advancing own 
knowledge of 
subject domain 

Appeal specific to 
Delphi technique 

Consistency 
validation 

Recognition of 
expertise 

If I knew where the 
invitation came from 
(person(s)/institution) I 
would be more 
inclined to invest the 
time 

it can lead to better 
founded 
understanding of 
unexplored 
phenomena 

it can lead to the 
development of a 
virtual community of 
practice around an 
issue and inevitably 
opens you to views 
other than your own 

 it allows for iterative 
evolution of insights, 
leading, I think, to a 
richer description 
and understanding 
of the phenomenon 
under study 

trying to see how 
closely my 
perceptions 
matched those of 
others at the second 
data collection 
phase and was 
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that might lead to 
changing your initial 
views 

pleased that I did 
not have 
diametrically 
opposing views 
regarding all the 
brands 

I believe it is important 
to help colleagues and 
friends with their 
research when I can 

Contribute to 
furthering 
knowledge of a topic 
I am interested in 

I was not sure during 
the process whether 
my responses were 
'wrong' if they 
weren't close to the 
average, or whether 
it was okay to think 
beyond the 'norm' 
so I was interested in 
seeing what others 
said. 

To participate in my 
first Delphi study. I 
did not know much 
about a Delphi study 
before participating 
in it. Participating in 
it was the ideal way 
to learn what it is all 
about. 

After the first round, 
I was interested in 
seeing how my 
responses fared 
compared to the 
average. It then kind 
of felt like stages, 
where I would add 
my answers and 
then wait to for the 
next round to see 
how it fared 
compared to the 
average.  

 

Just helping a mate. contributing to 
world class research 

    

A personal favour to 
your supervisor 

     

to help you and your 
co-authors  

     

Building my network of 
fellow researchers. 

     

always being happy to 
help colleague in the 
field 

     

I know how hard it can 
be collecting data. 

     

Participation in your 
research was an easy 
way to do help you out 

     

I know one of the co-
authors of the paper 
and wanted to help. 

     

Helping a researcher 
     

to help you out 
     

To help my colleague 
on a paper for his PhD 
and his co-author for 
the paper. 

     

 

 




