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Marketing for Healthier Consumers

An Interview with Professor Punam Keller

Punam Anand Keller, Charles Henry Jones Third Century
Professor of Management at the Tuck School of Business, has
been named president-elect of the Association for Consumer
Research and was recently invited to serve on the board of
trustees at the Marketing Science Institute. At Tuck, she has
taught the core Marketing course, and this fall she teaches
Social Marketing. Intersections spoke with Professor Keller
about her work applying marketing knowledge to consumer
health and well being.

How does your expertise in marketing relate to
consumer well being?

My goal is to enhance the effectiveness of employer initiatives
that enhance employee well-being. My research focuses on
how consumers make choices. | am interested in why they
make the decisions they do and how the offerings (products,
services, communications, distribution, packaging, and price)
can not only meet their needs but influence them to make
better choices. Currently, | am examining retirement savings
and health choices in the workplace and then designing pro-
grams that encourage employees to take control of their own
well-being.

Can you give us an example of how this works with
health choices?

In one project, we demonstrate how the healthcare communi-
ty can communicate more effectively by tailoring its marketing
messages to different target audiences. A study we conducted
among area middle-school students found that both age
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and gender were factors in determining who influenced the
students’ choices. Sixth graders were more influenced by their
parents, and eighth graders were more influenced by their
friends. Boys were more influenced by their parents, especially
their fathers, and girls were more influenced by their friends. If
a father uses sunscreen, for instance, the son is more likely to
use it. If the mother uses it, we learned, it has no impact what-
soever. Girls want to see their friends use it. We compared the
kids' behavior to that of their parents and peers and devel-
oped a model to determine how risk-related decisions were
made. This is one example why the one-size-fits-all approach
to healthcare communication so often doesn’t work.

What have you done with financial health programs?

Professor Annamaria Lusardi from Dartmouth’s economic
department and | are working with the college to develop a
program that will encourage union employees to save for their
futures. We've run focus groups with all levels of employees
to learn more about why they do or do not save then devel-
oped customized materials the college can use to encourage
new employees, women, and low-income employees to save
for retirement. We used these ideas in an executive education
program sponsored by FINRA (Financial Industry Regulatory
Authority).

You recently organized a conference at Tuck on transfor-
mative consumer research. What is that?

Transformative consumer research is a movement that sup-
ports research related to consumer behavior and quality of life.
Consumer researchers are looking carefully at how marketing
can help people make health choices. We heard a fascinating
array of presentations including those on health (for example,
Protecting Consumers from Harmful Advertising, Do Diet
Foods Make Consumer Heavier? The Effect of Reduced Calorie
Packages), spending (such as Who Will Develop Overspend-
ing Problems?), inspiring interventions in developing countries
(including Life at the “"Edge” of “Global Village”: Insights from
the Largest Slum in Africa), and new insights on (un)ethical
marketing behavior (such as To Sue or Not to Sue: Consumer
Response to Marketplace Discrimination).

continued on page 4



Making an Impact

Confronting Corruption in Global Business

Conference and Halpern Lecture, Spring 2007

If you have never had to decide whether to condone bribery,
kickbacks, gifts, or “charitable contributions,” especially when
doing business in the developing world, you're lucky. There's
no substitute for experience when dealing with such situa-
tions, but preparation is valuable. So students exploring the
ethics of corporate behavior showed a lively interest at the
Tuck International Forum on Confronting Corruption in Global
Business held on April 5-6. The forum was organized by Tuck’s
Center for International Business, Allwin Initiative for Corpo-
rate Citizenship, and the Tuck International Club. Frank Vod|,
co-founder of Transparency International, and panelists from
Citigroup, Newmont Mining Corporation, and Lockheed Mar-
tin Corporation argued that the business risk of engaging in
corrupt practices is simply too great. To read the article about
the conference by Hernan “Chile” Hidalgo T'08 or the Frank
Vogl's Ariel Halpern Lecture on ethics and social responsibility,
go to: www.tuck.dartmouth.edu/initiative.

An Unambiguous Stand on
Facilitating Payments

2007 Allwin Initiative ethics essay contest winner

“Prompted in part by the discovery that nearly 400 U.S. com-
panies had paid off foreign officials amounting to $300 million
over several years, the U.S. Congress in December 1977 passed
the Foreign Corrupt Practices Act ( FCPA) to curb such prac
tices by U.S. corporations overseas. It was an unprecedented
piece of legislation as it made it a criminal offense to bribe
foreign officials for the purpose of inducing them to exert
their influence over a foreign government in order to assist or
retain business. The FCPA was aggressive in its definition of
what constituted bribery as it did not require that a bribe be
paid. For years, three defenses have been used to justify the
difference between facilitating payments and real bribes and
to substantiate the claim that facilitating payments are accept-
able—some of which were used as the basis for its legaliza-
tion. This paper seeks to dispute those claims in order to build
a solid case that establishes facilitating payments as unethical
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and unacceptable.” To read Joel’s full paper, go to www.tuck.
dartmouth.edulinitiative.

Ethics essay winner: Joel Obillo T'08

Green building grows in Birmingham

Case development

According to the Green Building Council, the built environ-
ment accounts for 65 percent of U.S. electricity consumption,
36 percent of total energy use, and 30 percent of greenhouse
gas emissions. From a health perspective, Americans spend 90
percent of their time indoors, and indoor air quality typically
contains between two to five times more pollutants than out-
door air. In one study at the Internationale Nederlanden Groep
(ING) Bank in Amsterdam, worker absenteeism fell 15 percent
when the bank moved into a sustainable office building.
Advocates of green buildings cite studies showing that that
LEED (Leadership in Energy and Environmental Design) certified
buildings increase worker productivity. In developing this case
study on the Birmingham building of the Federal Reserve Bank
for the Real Estate course, students worked with one of the
leading developers of green buildings in the United States. The
case raises interesting questions about the additional costs of
constructing green buildings and whether or not companies
will pay a premium to become tenants.

Students: David Adams T'08, Katherine Birnie T'07 Faculty:
John H. Vlogel Jr., Associate Faculty Director, Allwin Initiative
for Corporate Citizenship

Affordable Healthcare

A Tuck GIVES internship

I spent the summer working for Harvard Pilgrim Health Care
(HPHC), a nonprofit health insurance company based in
Massachusetts. In recent years they have consistently been
ranked the nation’s #1 HMO based on the quality of care their
members receive. They currently cover approximately 1 million
lives in New England. This is a very exciting time to work for

a health insurance company in Massachusetts. Recently the
state passed legislation mandating universal health coverage.
This system requires all citizens not covered by employers or



government programs to purchase insurance on the private
market. This is a change from the normal contracting/sales
process and sales channels that commercial insurers are ac-
customed to. HPHC and other insurers are working with the
state to accommodate this change and develop an affordable
market for individual insurance.

My role as a summer intern was to work with a multidisciplinary
team on the development of a new clinical program, specifi-
cally generating clinical guidelines for a new patient education
and information service for specific clinical conditions.

Intern: Thomas Curran T'07, DMS’08

Mother Goose Programs:
Helping Children Read

Tuck Student Consulting Services project

Working in teams, student members of Tuck Student Consult-
ing Services (TSCS) offer pro-bono consulting to area nonprof-
its and small scale entrepreneurs. Mother Goose Programs, a
literacy program for children in Vermont, approached TSCS for
assistance with marketing challenges. The TSCS team worked
with the nonprofit’s management group to analyze the impact
of current operation and resources needed to more fully
communicate the program’s services. The associate director
reported, "I know we will be processing and implementing all
the good ideas they gave us for quite some time. The presen-
tation they gave us took us through their reasoning, their find-
ings and conclusions, and their suggestions for the future. This
comes at an excellent time because we have enlisted the help
of SCORE (Senior Corps of Retired Executives) to work with us
on moving forward with their recommendations.”

TSCS team: Michael Errecart T'08, Brooke Szostak T'08,
Tadishi Yoshioka T'08

Expansion Strategy for
White River Family Practice
Nonprofit Strategy Lunch Series

Nonprofit Strategy Lunches (NSL) are hour-long sessions in
which students are introduced to a local nonprofit and some

of the strategic questions it faces. Students brainstorm ideas
and solutions, and then the group develops recommendations
for how the organization can move forward. In January 2007,
the NSL hosted White River Family Practice (WRFP), a small
private medical practice located in Wilder, Vt. Five doctors
from WRFP joined seven Tuck students to talk about whether
to relocate the practice to a larger space. The short-term or
tactical decision is about how to optimize their current space;
suggestions included pooling exam rooms and moving imme-
diately to electronic medical records. The long-term, strategic
decision has to do with what additional services WRFP plans
to introduce, in order to grow revenue without increasing the
number of physicians in the practice. As a result of the session,
a Tuck student organized a First-Year Project team to conduct
a cost-benefit analysis of the option to move.

Nonprofit Strategy Lunch co-chairs: Katherine Milligan T'07,
Christine O’Brien T'07, Ravi Raj Prabakaran T'07

Reducing Hunger in Africa
First-year project, Spring 2007

General Mills is a very philanthropic company, contributing

five percent of pretax profits in the United States to organiza-
tions addressing societal issues. The General Mills Foundation
recently began international giving and has launched an initia-
tive aimed at reducing hunger in Africa. Christine Steiner Shea
T'77, president of the foundation and senior vice president of
General Mills, challenged a team of T'08s to develop a strategy
for this new effort that mirrors their operations practices in the
United States, to engage General Mills innovation, people, and
money with the goal of bringing something unique to an area.
The team developed a strategic decision making model that
the foundation has enthusiastically supported. They will use
this model as they make decisions about their plans for Africa.

T'08 team: Kristen Cullen, Ruchir Gatha, Karen Ludwig,

Wankeun Park, Louisa Roberts, Brooke Szostak. Faculty advi-
sor: Professor Paul Argenti. Client liaison: Pat Palmiotto
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Marketing for Healthier Consumers continued from page 1
Why are you passionate about this work?

| believe it can make a difference in people’s lives. I'd like to see what we learn effect
employers, policy makers, educators, and consumers. | am currently working with
the Center for Disease Control and World Economic Forum to collect and dissemi-
nate information on how social marketing can enhance consumer well-being. I am
gathering data to show that companies can create social and economic value. By
truly understanding their employees and how they make decisions, companies can
develop healthcare and retirement savings programs that serve both their employees
needs and the company’s need for fiscal diligence. Ultimately, | believe that scholar-
ship can lead to changes in corporate and consumer behavior for both common and
personal good.

Tuck GIVES

Nonprofit and public sector organizations usually cannot afford the skills of an MBA
intern. To help, Tuck GIVES (Grants to Interns and Volunteers for the Environment
and Society) was formed and, for the last seven years, has raised money for these
internships. In April 2007, students, faculty and staff gathered in the Tuck’s Cohen
Great Hall to participate in an annual auction, raising more than $120,000—the
most ever! This student-run event supported these internships and contributed
toward future internships.

Tuck GIVES Internships Summer 2007

International

Kristen Cullen T'08 Verizon Foundation, Basking Ridge, N.J.
Thomas Curran T'07, DMS'08 Harvard Pilgrim Health Care, Wellesley, Mass.
Ruchir Gatha, T'08
James Greenthal T'08
Shabduli Purav T'08
Nick Richardson T'08
Michael Wilson T'08

Changemakers, an Ashoka Initiative, Washington, D.C.
Education Pioneers, Brooklyn, N.Y.

Common Impact, Cambridge, Mass.

Year Up/New Sector Alliance, Boston

Philadelphia Industrial Development Corp., Philadelphia
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About the Allwin Initiative
for Corporate Citizenship

An interconnected globe, shifting ideologies,
and the changing role of governments

have made business a significant agent of
transformation. Business knowledge can

be applied to community needs and world
issues. It can work across sectors to develop
solutions. The opportunities are endless. The
Allwin Initiative aims to prepare Tuck students
for decision making and leadership in this
increasingly complex, interconnected world. We
work to ensure that the changing issues at the
intersection of business and society are a key
component of our MBA education and a part of

Tuck’s broader scholarly activities.

Allwin Initiative for
Corporate Citizenship

Tuck School of Business at Dartmouth
100 Tuck Hall

Hanover, NH 03755-9000 USA
allwin.initiative@dartmouth.edu

www.tuck.dartmouth.edu/initiative

Allwin
Initiative
at Tuck
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