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Foreword

A huge welcome to the 2024 AMA Winter Academic Conference in St. Pete’s Beach, Florida!
This conference aims to broaden our perspective and explore ways to unlock our collective
potential to make a greater impact, foster inclusivity, and embrace the richness of diverse
thoughts, ideas, and approaches. Our community of marketing researchers is well placed to
provide key insights to help build solutions to address challenges around social inequality,
inclusion, climate change, and generative Al. We received an amazing 665 submissions,
showcasing research with a broader societal focus while embracing innovative methodological
approaches. Presentations will include research on interfirm dynamics and marketing strategies
in today’s changing landscapes; developments in artificial intelligence and machine learning
applications; and the impact of environmental, social, and governance (ESG) initiatives on firm
stakeholders, encompassing consumers, supply chain partners, employees, investors, and the
wider society.

We continue to be inclusive and welcoming of all attendees to this year’s conference and have
included prior successes with a few notable additions. First, we are delighted to hold a reviewer
workshop co-hosted by two of our top AMA journals, the Journal of Marketing and the Journal
of Marketing Research. Second, we will showcase a Joint Special Session on Sustainability co-
hosted by our new Sustainability Special Interest Group (SIG) and the Transformative Consumer
Research (TCR) community as we continue to partner with other academic organizations. Third,
we launch our inaugural AMA Administrators’ Panel, with a Plenary Deans’ Panel discussing
the challenges facing our academy today. We continue our successful Mentor-Mentee
Networking Lunch for doctoral students and junior faculty, launched in 2023. We will also
feature two pre-conferences: our ongoing Organizational Frontlines Research Pre-Conference,
emphasizing resilience in organizational frontlines, and our new pre-conference, Drive for
Marketplace Inclusion: An Opportunity for Marketing Innovation, showcasing dialogue on
marketplace inclusion and innovation between industry and research thought leaders. With our
Friday poster and dinner reception and SIG receptions, including our Sales SIG reception at the
first craft brewery in St. Pete’s Beach, our social events foster new connections and facilitate re-
connections with old friends.

We are grateful for the combined efforts of our 27 track chairs, our AMA Academic Council
President, Karen Winterich, and our unflappable AMA team, including Riley Fickett and
Marilyn Stone. Thank you all for making this conference possible!

We look forward to seeing you virtually or in person in St. Pete’s Beach at Winter AMA 2024.

Sincerely,

Samantha and Alok
Conference Co-chairs

Samantha N. N. Cross, Associate Professor, [owa State University
Alok Saboo, Associate Professor, Georgia State University
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Description: The paper proposes a framework that sheds light on the potential outcomes from

the conflict that creative professionals in advertising face between creative desires and demands.

EXTENDED ABSTRACT
Research Question
While the advertising literature is very rich on the definition of creativity, importance and role of
creativity, process of creativity, theories of creativity, drivers, and measures of creativity; there is
limited understanding of the impact of contradictory factors (both internal and external) that a
creative person faces in the creative development process. Further, most of the researches on
individual creativity in business context examine organizational factors that influence individual
creativity (for example, Amabile, 1988a; Amabile, 1988b; and Amabile et al., 1996 in general
and Verbeke et.al., 2008; Sasser and Koslow, 2012 in ad agency context), no study specifically
focuses on understanding the internal dilemmas that a creative professional is faced with and

how that influences creative output.
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Using a theories-in-use (TIU) approach, this study tries to understand the dilemmas that creative
professionals in advertising face, the impact that such dilemmas have on the creative output and

the factors that determine the kind of outcome we can expect from a creative person.

Method And Data

We relied on theories-in-use method to collect data from creative professionals. A TIU approach
works at studying a person’s mental model of how things work in a particular context (Zeithmal,
et al., 2020). In line with the focus of our study, the methodology was centered around
conversations with creative professionals with 20+ years of experience as they would have their
mental models on the subject with their years of experience. Keeping in mind the theoretical
sampling , we attempted to include Creative Heads based on 3 factors — agency size (large,
medium, and small), agency type (Indian or MNC) and agency culture (strategy driven or
creativity driven). To avoid any effects of agency culture, creative professionals at different
agencies representing different creative cultures were approached. In line with the recommended
process for using the TIU approach, our research was led by semi-structured long interviews
with Creative Heads that were conducted online. As interviews progressed, we evolved the
interview guide to factor the developments of ongoing analysis (Myers, 2008). In terms of the
numbers, we started with an initial plan of 5 units to be increased till we reached theoretical
sampling.

Summary of Findings

Through our analysis, 6 unique creative dilemmas emerged. (1) New & radical Vs. tried &
tested. (2) Focus on the concept & story Vs. Focus on the product & brand. (3) Creative-sell Vs.
hard-sell. (4) Clever & lateral Vs. simple & straightforward. (5) Good for creative reputation Vs.

good for brand performance. (6) Led by creative instinct Vs. supported by consumer research.
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Given that each dilemma revolved around what a creative person wished to do and what he was
expected to do, we aggregated the conflicting forces of each dilemma under two concepts —
Creative Desires and Creative Demands.

We propose that Creative Demands and Creative Desires act as opposing forces on the mind of
any creative person. Based on the relative intensity of the creative demand vs. creative desire
(high/high, high/low, low/high, low/low), we propose ‘The Creative Dilemma Framework’ with
4 distinct outcomes — Classic Creative, Award-Working Creative, Hard-Working Creative,
Compromised Creative.

Finally, we identify a set of personal (Creative Temperament, Idea of Creativity and Creative
Ability) and organisational factors (Cultural Orientation of the Agency, Strength of the Client
Relationship and Size of the Account) that would lead different creative people to different
outcomes of the proposed framework.

Statement of Key Contributions

This paper makes contribution to both theory and practice in many ways. Firstly, it fills the
literature gap of identifying the internal dilemmas a creative person faces when working on a
brief. Secondly, it proposes Creative Dilemma Framework around the creative outcomes that we
can expect based on the relative intensity of the dilemmas. Thirdly, it identifies the factors that
would determine how different creative people would react to these dilemmas.

Using a TIU approach, our study is an attempt to develop grounded theory that addresses the
issue of internal dilemmas faced by creative professionals in advertising and rooted in marketing
practice rather than borrowed from other disciplines.

The findings can benefit all stakeholders involved in advertising practice — client, account

executive, strategist and creative and professionals in other creative industries. For the
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stakeholders evaluating creative work (brand managers), it becomes a useful theory to
understand and therefore have more empathy with the perspective that the creative person is
bringing to the table. For the stakeholders facilitating creative work (account executives and
strategists), it helps them navigate the creative mind better to ensure they can get the best out of
him. For the stakeholders creating the work (creative), it helps them be more conscious and

manage the dilemmas appropriately given their organizational and personal factors.

References are available upon request.
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Description: Across four studies, we support our hypothesis that analytic thinking leads to
higher ad creativity perceptions.

EXTENDED ABSTRACT

Research Question

While the extant literature establishes that creativity in advertisements enhances ad effectiveness,
developing creative advertisements is costly and creativity perceptions are subjective varying
from person to person. Therefore, this paper answers the important research question of what
factors influence the creativity assessments of consumers. Specifically, this paper investigates

the impact of thinking style on creativity assessments of advertisements.

Method and Data
Four studies demonstrate that individuals with higher levels of analytic thinking style perceive

creative advertisements as more creative. This result holds for a self-reported thinking style scale
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(Studies 1 and 2) as well as for primed thinking styles (Studies 3 and 4), and for different product
categories/ads (coffee in Study 1, and juice in Studies 2, 3 and 4).

Study 1 measured thinking style as an individual characteristic and used a (creative vs.
uncreative) coffee advertisement as the stimulus. In this experiment with students, we found that
analytic thinkers assess the creative ad as more creative than holistic thinkers, while for
uncreative ad, thinking style did not influence the creativity assessment.

In Study 2, we used a different self-reported analytic thinking measure (applied analytic
thinking), a different product category/advertisement (juice), and a different sample (MTurk). It
also included willingness to pay as a consumer outcome. We found support for the mediation of
creativity assessment between analytic thinking and willingness to pay.

Studies 3 and 4 were experiments with students that evaluated the juice ad from Study 2; and
used two different incidental priming tasks to manipulate thinking style. They again supported

that analytic (vs. holistic) thinking enhances creativity perceptions.

Summary of Findings

Our findings show that analytic thinkers perceive the same creative advertisement as more
creative than holistic thinkers. In addition, the advanced creativity perception due to analytic
thinking reflects positively on managerially important variables (willingness to pay a premium:

Study 1, attitude toward brand: Study 3 post-test).

Key Contributions

Despite a large literature examining the creativity construct’s definition, creativity’s positive
outcomes and factors influencing creativity generation (e.g., creative thoughts, creative

products), little research has examined the impact of factors, which are external to the definition
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of creativity, on creativity perceptions. This research is the first research to investigate an
individual difference, namely thinking style, that impacts creativity judgments, which in turn
enhances advertising effectiveness.

This research extends the literatures on thinking styles, creativity and advertising effectiveness
by presenting a new individual factor (thinking style) that influences the perception/assessment
of creativity which improves positive consumer responses in return. These findings also have
implications for practice. Our research suggests that while segmenting their consumers,
marketers should use thinking style as a psychographic segmentation variable, and identify the
segment that are analytic thinkers. Therefore, they can direct their creative efforts toward that
segment. Alternatively, marketers can prime analytic thinking in their advertisements by
highlighting the utilitarian features of their products in their creative ads, and/or using negative

mood to trigger consumers to think more analytically.
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Description: This study explores how pride cues exhibited by ethnically diverse female models
in ads affect viewer responses, focusing on the type of pride, model ethnicity, and viewer
wokeness, revealing that these factors significantly influence viewer envy and attitudes towards

the models and brands.
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EXTENDED ABSTRACT

Research Question

This study explores the complex interaction between pride displays by ethnically diverse female
models in advertisements and viewer responses. The central research question explores how
different forms of pride (hubristic vs. authentic) portrayed by models, coupled with their
ethnicity (Black vs. White), influence viewers' emotional responses, specifically envy, and their
consequent attitudes towards the models and the brands they represent. This inquiry is pivotal in
understanding the nuanced dynamics of emotional appeal in advertising, especially in a
culturally diverse landscape. The study aims to dissect the subtle yet significant impact of these

factors on shaping consumer perceptions and behaviors in the context of advertising.

Method and Data

This research is structured into two studies to thoroughly investigate the proposed questions. In
Study 1, the focus is on female viewers' evaluations of advertisements showcasing Black and
White female models exhibiting hubristic and authentic pride cues. This approach allows for an
in-depth understanding of the direct effects of pride type and model ethnicity on viewer attitudes.
Study 2 expands this investigation by incorporating the element of viewer wokeness, examining

how it interacts with pride cues and model ethnicity.

Summary of Findings

The results from the first study indicate a significant influence of both pride type and model

ethnicity on viewer attitudes, with a notable preference for Black models. These findings suggest

10
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an interplay between viewers' perceptions of pride and their attitudes towards ethnic
representation in advertising. The second study builds on these insights, highlighting the ways in
which viewer wokeness, combined with the model's ethnicity and the type of pride displayed,
shapes viewer perceptions. The findings underscore the heightened impact of viewer wokeness
on attitudes towards models, especially in the context of ethnicity and pride type. These results
contribute to a deeper understanding of the ways in which pride, envy, ethnicity, and viewer

awareness intersect in advertising.

Key Contributions

This study makes significant theoretical and practical contributions by extending the
understanding of pride and envy in consumer behavior, a domain traditionally limited to
interpersonal relationships. It shows the reception of pride cues in advertising, shedding light on
how different pride types influence viewer attitudes and behavior. This research also investigates
the critical role of model ethnicity in shaping viewer perceptions of pride, offering valuable
insights for the creation of more inclusive and effective advertising campaigns. Furthermore, by
exploring the influence of viewer wokeness, the study provides a contemporary perspective on
consumer attitudes and values, guiding marketers in navigating the evolving landscape of
consumer behavior. These insights are particularly relevant for developing culturally sensitive
marketing strategies and understanding the complex dynamics of consumer psychology in a

diverse and rapidly changing world.

11
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Description: This research transfers the advertising value model to the TikTok context and

analyses drivers and moderators of TikTok advertising attitude.

12
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EXTENDED ABSTRACT

Research Question

The short-video platform TikTok (incl. Douyin) is considered the fastest-growing social network
system (SNS) (Barta et al. 2023), with a notable share of advertising expenditure (Statista 2023b).
Despite TikTok’s popularity among users and advertisers, academic research on TikTok’s
advertising value is limited. The authors address this void by employing an adapted version of
Ducoffe’s (1995, 1996) advertising value model based on the uses and gratification theory.
Utilizing survey data from young German TikTok users, this study focuses on the following

research question:

RQ1: Which value factors drive attitudes toward TikTok advertising?

RQ2: Which personality traits and usage types moderate the relationships between the drivers and

TikTok advertising attitude?

Based on the advertising model, this study assumes positive effects of information and
entertainment as well as credibility on TikTok advertising attitudes, while irritation is expected to
have a negative influence. Following extant research, we subsume the first two drivers under
“infotainment”. Additionally, this research analyzes potential moderation effects of personality
traits and usage behavior on the relationships between infotainment and credibility on advertising

attitudes.

13
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Method and Data

We adapted existing scales to the TikTok context and used 5-point Likert-scales for this survey.
Pre-test results helped to improve the wording of the questionnaire. The Qualtrics based link to the
online survey was distributed through Prolific. A sample of 447 participants was extracted. Data
cleansing prior to analysis in SPSS 28 and AMOS 28 followed standard rules resulting in a final
sample of 376 participants (59.6% females; average age 24.8 years). Measurement values
exceeded the thresholds for first (SPSS-based) and second-generation (AMOS-based) criteria for
the eight constructs. Confirmatory factor analysis showed acceptable model fit (CFI=.925,
RMSEA=.054, SRMR=.0538). Furthermore, we tested for potential biases. Harman’s (1976)
single-factor test yielded 26.9% of variance explained. The inclusion of a common latent factor
(Podsakoft et al. 2003) resulted in a shared variance of less than 1% suggesting that common
method bias does not pose an issue. To control for potential social desirability bias, we integrated
a short, Likert-type version of the Crowne and Marlowe (1960) Social Desirability Scale (SDS).
Correlation analysis indicates no risk of data being contaminated by social desirability. Three of

the SDS items were summarized as SDS factor and added as control variable to the model.

Summary of Findings

Results of Structural Equation Modeling (SEM) clearly support the central role of infotainment in
shaping TikTok advertising attitude. Irritation only showed a marginally significant negative effect
on advertising attitude, while the positive effect of credibility was clearly supported, though the
effect was weaker than that of infotainment. Moderation analysis (Hayes-Process Model 1) shows

that conscientiousness significantly strengthens infotainment’s positive effect. Moreover,

14
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extraversion, openness, and emotional stability intensify the effect of credibility on advertising
attitude. Behavioral moderators reveal that content production and consumption increase the effect
of infotainment, whereas only consumption intensifies credibility’s impact on advertising attitude.
We don’t find this moderation effect for content production. By creating and posting their own
content on TikTok, users could become more aware of the manipulative and deceptive editing
capabilities offered by the app. Given the potential drawbacks of social media, users are urged to
be cautious, while policy and education should encourage young users to use social media wisely.
Motivating young adults’ content production is suggested as a means of improving critical thinking
skills, emphasizing the importance of authenticity. Companies could benefit from involving

content producers rather than influencers to promote genuine and credible brand-related content.

Key Contributions

This research transfers Ducoffe’s classical advertising value model to the fastest growing SNS.
Results favor the combination of informativeness and entertainment into one driver (infotainment)
for SNS research. Findings further underscore the importance of incorporating credibility into
research on advertising attitude and thereby suggest extending media uses and gratification theory
by adding the need for trust to the sender/producer. In addition, this research enables future
comparisons among different SNS as well as comparisons between classical and social media

research.

We further contribute to the theory by unraveling the effects of psychographic and behavioral
moderators. Personality traits especially strengthen the effect of credibility on TikTok advertising

attitude. Consumption-specific moderation findings (effects of production and consumption

15
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intensity) can be tested in other media environments, whereas production-specific findings are

limited to user-generated content environments.

This research allows testing results in other online and offline environments to see if these
moderation effects are media(-group) specific or if they generally apply. In the latter case, this
would indicate that advertising effects of infotainment are influenced by the characteristics of the
media user, i.e. his/her personality traits. Media(-group)-specific results would hold essential

implications for media management, especially in the area of psychological targeting.

16
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Description: This paper examines whether a luxury automotive brand has a higher cause-
brand fit, leading to consumers’ purchase likelihood of its green advertising practices by
analyzing data obtained from 378 participants in the US.

Extended Abstract
Research Questions

Electric vehicles produce no carbon and are widely regarded as environmentally friendly
cars. Managers in the automobile industry agree that electric vehicles are the future direction
of the industry and widely promote green practices. In US News’s list of the top 10
companies in hybrid/electric cars known to produce low or zero carbon, some brands are
strongly associated with a luxury brand (e.g., Lexus) while others are less associated with a
luxury (e.g., Toyota). This difference raises the following research questions: Is producing a
zero-carbon car an effective advertising message by a luxury brand in the automobile
industry? What can be an underlying mechanism?

Literature suggests diverging views on luxury brands’ prosocial behaviors. On the one hand,
a premium luxury image can be undermined and even harmed when engaging in morally
responsible actions (Torelli et al., 2012). On the other hand, others expect luxury brands to
show morally responsible actions and even impose a stricter ethical bar toward “responsible
luxury” (Janssen et al., 2014). These diverging views add uncertainty to our current
understandings of luxury automobile brands’ green advertising practices.

Against that backgrounds, the purpose of this paper is to compare the effects of green ad
messages between high and low luxury automobile brands. Our theoretical account is

17
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grounded on the cause-brand fit (Nan & Heo, 2007). Socially responsible actions must match
with brand images because consumers respond to brands more favorably when there is a
greater fit (Simmons & Becker-Olsen, 2006). Otherwise, consumers are likely to have doubts
and suspicions about the motives underlying the socially responsible behaviors. This is
especially true for luxury brands, which are often criticized for the hypocrisy of their green
engagement. In sum, this paper argues that the advertising messages for a zero-carbon car
induce consumers’ cause-brand fit evaluations, which affects perceived sincerity and
ultimately influences their purchase likelihood.

Method and Data

To validate our arguments, this study designed a one-factor between-subjects experiment
(luxury vs. non-luxury brand). A total of 378 participants (female: 54.8%) were recruited
using Amazon Mechanical Turk. Ages ranged from 20 to 70 years old. About 41.5% of
participants were in their 30s and about 26.2% were in their 40s. A screening question about
participants’ past purchasing behavior of luxury brands was asked: if participants answered
that they had made no such purchases, then the questionnaire was terminated.

About half of the participants were randomly assigned to a luxury condition (n = 188;
49.7%), and the other half were randomly assigned to a non-luxury condition (n = 190;
50.3%). For generalizability of our findings, two real brands were used: Lexus for the high-
luxury and Toyota for the low-luxury brand. Participants were presented with a scenario of an
ad in which each brand is promoting its electric cars, highlighting their low carbon emissions.
Next, we asked a manipulation check item regarding participants’ perceptions of the brand’s
luxury level. Participants also indicated their perceptions of the cause-brand fit (Nan & Heo,
2007), perceived sincerity (Tuk et al., 2009), and their purchase likelihood (Tsiros & Irmak,
2020). Lastly, their demographic profiles were collected. After completing the questionnaire,
they were compensated (USD 1.50) and thanked for participating in the experiment.

Summary of Findings

Results indicate that our manipulation was successful. As theorized, Lexus (M = 5.867, SD =
0.883) was perceived to be more of a luxury brand than Toyota (M = 5.583, SD = 1.189; t
(379) = 2.635, p < .01). To test the sequential mediation effect, we used a Model 6 in
PROCESS SPSS Macro (Hayes, 2017) by using 5,000 bootstrap samples with a 95%
confidence interval. Specifically, the two-brand condition was treated as an independent
variable, and purchase likelihood was used as our dependent variable. We used two
mediators: perceived fit and sincerity levels. Consistent with our theory, the results show a
significant indirect effect (—.15 to —.04). Additionally, the direct effect of brand condition on
purchase likelihood became no longer significant (— .29 to .04), suggesting a full mediation.

In conclusion, our findings indicate that the cause-brand fit elicits a greater perception of
sincerity and ultimately increases consumers’ purchase likelihood. This study contributes to

18
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relevant literature by showing the underlying mechanism of brands’ green advertising
practices. Our findings also yield practical implications for brand managers, suggesting that
responsible business practices should increase consumers’ perceived sincerity in order to
drive future sales while doing good.
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EXTENDED ABSTRACT

1. Research Questions

Brands have started to experiment with generative Al for marketing communications (O’Brien
& Hadero, 2023; Olavsrud, 2023; Wright, 2023). However, this also poses the risk of potential
negative brand effects. Indeed, consumers have been shown to hold negative attitudes when Al is
used in creative markets or emotion-oriented tasks (Bakpayev et al. 2020; Castelo et al., 2019;
Weingarten et al., 2020). Hence, is a need to examine the effect of Al-generated communication in
different contexts. In this respect, there have been increasing discussions on how to adopt
generative Al in the public relations (PR) industry (AlContentfy Team, 2023; Gomez, 2023;
Guarneri, 2023; Yan, 2023; Maldonado, 2020). PR departments, either internal or external to the
organization, are tasked with creating corporate social responsibility (CSR) messages that portrays
the brand in the most positive light. However, little is known about how the use of Al as a source
of CSR messages can affect consumer attitudes towards the brand.

Against this background, the current study addresses the following two research questions:

1) How does Al (versus Human) generated CSR messages influence brand attitudes from
consumers?
ii) What is the role perceived brand innovativeness in mitigating the effect of Al-generated

messages on attitudes?
2. Method and data
a. Study 1
N=254 participants were recruited from Prolific Academic and randomly assigned to one of
the two experimental conditions: Al vs. human generated CSR message. Participants read a brief

description of a fictional international brand in the financial services industry followed by its CSR
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message posted on their official X (formerly Twitter) account. The CSR message communicated
how this fictional brand stands against racial injustice and advocates for a world in which equality
matters. After reading the message they were informed whether the message was created with a
human employee or Al
b. Study 2

N=501 respondents were recruited from Prolific Academic and randomly assigned to one of
the four experimental conditions: 2 (Al vs. human generated CSR message) X 2 (innovative vs,
neutral brand). Participants first read a brief brand description of a fictional brand in the food and
beverage industry. Brand innovativeness was manipulated by priming the respondents to a brand
positioned as innovative versus neutral. They were shown two tweets posted by the fictional brand
on its X account. One tweet was about how the brand is committed to sustainability and eco-
friendly practices to protect the well-being of the planet, and the second tweet was about its
commitment to diversity, equity, and inclusion (DEI). Participants were informed whether the
messages were created by an employee (human author) or Al on behalf of the fictional brand.

3. Summary of findings

Study 1: A one-way ANOVA showed a significant main effect of CSR message source (human
vs Al) on consumers’ brand attitudes (Muuman = 5. 35, Ma1 = 4.83, F(1,206) = 7.383, p < 0.01), thus
supporting that consumers prefer humans over Al as the source of CSR messages.

Study 2: A two-way ANOVA showed no significant interaction effect of CSR message source
(human vs. Al) and brand innovativeness (F(1, 429) = 0.50, p = 0.48) on brand attitude. Pair wise
comparison showed a significant main effect of CSR message source (human vs. Al) on brand

attitude (Muuman = 5. 16, Ma1 =4.76, F(1,431) = 8.631, p <0.01), reinforcing findings from study 1.
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Overall, the results of the two experiments indicate that Al (vs, Human) generated CSR messages
lead to lower brand attitudes. This effect is same for both innovative and non-innovative brands,
as suggested by study 2.

4. Key contributions

This research adds to our understanding of the current capabilities of Al because the findings
suggest that generative Al is suitable for tasks involving intuitive intelligence and not emotional
intelligence. Consumers have shown to have Al (algorithm) aversion, which can affect their
attitudes towards this technology and the suitable use-cases for it (Burton et al., 2020; Longoni et
al., 2019).

The findings illustrate that brands must be mindful of Al aversion. We recommend that
managers analyze if tasks that they are using Al for are ones in which hedonic attributes and human
emotions are important to effectively completing it. Secondly, brands, excited about generative Al,
have been actively advertising to consumers that they are using it in new and unconventional ways.
The findings of this paper suggest that oversharing in the wrong context can result in the risk of
lower brand attitudes. Thirdly, marketers should be aware of the risks of generating social media
messages with Al as these platforms are known for hedonic attribute. Thus, managers creating
social media content strategies should be cautious when using it to generate messages such as

tweets since it can have harmful brand effects, as illustrated in this paper.
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Description: This paper examines whether and how online WOM affects consumer search in
the context of multidimensional rating system, and provide potential mechanistic

explanations for the effects.

EXTENDED ABSTRACT
Research Question

1) Does online WOM (i.e., WOM valence and variance) affect consumer search?
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2) In a common multidimensional rating system that consumers use to post online WOM,
what elements of the WOM variance (i.e., user-level WOM variance and attribute-level
WOM variance) matter more?

Then, we investigate some moderators to explore the potential mechanism underlying the
WOM effects:

3) Do WOM variance effects vary with different product positioning strategies (i.e., high vs.
low price or quality, broad vs. narrow price range)?

4) How does advertising interact with online WOM to drive search?

Method and Data

We carry out our empirical analysis in the context of the automobile market. The data include
the top 50 popular vehicle models sold in the Chinese market between October 2012 and
March 2018. Online WOM was collected for these vehicle models from China's largest
automobile information website (www.autohome.com). We estimate a linear model that
relates online WOM to online search volume at the vehicle model level while controlling for
various observed and unobserved vehicle- and market-level characteristics. As advertising
can be correlated with time-varying unobserved vehicle characteristics, we explicitly control

for endogeneity in advertising using instrumental variables.

Summary of Findings
The results show that online searches for the product will become more active when

consumers talk about a product more positively and when there is a higher degree of variance
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in WOM. Although both user- and attribute-level WOM variance can generate consumer
uncertainty about product quality and lead to consumer search, the former is more impactful.
This finding is particularly applied to high-end products (i.e., high price or high quality).
Moreover, broader product positioning (larger price range within a product line) can
strengthen user- and attribute-level WOM variance effects. Finally, we find that WOM and

advertising substitute each other in generating online searches.

Key Contributions

First, to the best of our knowledge, our paper is the first that examines how online WOM
valence and variance may impact online searches.

Second, we decompose WOM variance into user- and attribute-level to study the
heterogeneity in WOM variance effects. Most prior research on online WOM has focused on
a single-dimensional rating system in which consumers give only one overall evaluation of
the products. We extend previous research and emphasis on multidimensional rating systems,
which enable us to grab the more nuanced features of WOM variance. Furthermore, we
explore how user- and attribute-level WOM variance effects vary under different product
positioning strategies (e.g., price, quality, and price range) to explore the potential
mechanism underlying these WOM effects.

Third, we examine how online WOM interacts with firm advertising to affect consumer
online searches. Online consumer WOM and advertising are two key marketing measures
that firms constantly monitor and extensively use for marketing decision optimization, our

results can inform firms on how to optimize advertising spending to increase online searches
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when considering the effects of online consumer WOM.
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Description: We support our hypothesis that mindfulness leads to higher ad creativity
perceptions for creative ads.

EXTENDED ABSTRACT
Research Question
Advertisement creativity enhances advertisement effectiveness. Yet, producing creative
advertisements require more budget and time, and noticing creativity in the ads requires
consumers’ attention. Hence it is important for marketers to know what factors influence
creativity perception, which is creativity assessment, of creative advertisements. In this paper, we
expect that mindful individuals will have awareness and curiosity about the novelty in the
creative ad. They will pay attention to the ad stimulus and notice the creativity in it, hence will
assess it as more creative than individuals who are not as mindful.
Method and Data
We tested the hypothesis using an Australian/unfamiliar creative juice advertisement, and asked

student respondents to answer both a single-item holistic creativity question (1 = Not at all
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creative, 7 = Very creative) and a multi-item creativity scale (Originality sub-dimension:
predictable/novel, expected/unexpected, conventional/original; appropriateness sub-dimension:
irrelevant/relevant, inappropriate/appropriate, inadequate/adequate; execution sub-dimension:
botched/well-made, bungling/skillful) since some creativity researchers support the use of one
over the other. Finally, respondents answered 7-item mindfulness scale (e.g., “When I notice an
absence of mind, I gently return to the experience of the here and now,” “I find it difficult to stay
focused on what’s happening in the present” (reverse coded), “I feel connected to my experience
in the here-and-now,” “In difficult situations, | can pause without immediately reacting”) (1 =
Almost never, 4 = Sometimes, 7 = Almost always). As expected people who rated higher on the
mindfulness scale assessed the advertisement as more creative (for both single-item creativity
scale and multi-item creativity scale).

Summary of Findings

Our findings shows that despite that an advertisement is produced to be creative, the creativity
perceptions of consumers can differ. However, being in the present moment and paying attention
to the current environment/experience (i.e., creative ad), mindful individuals assess the creative
advertisements as more creative than other individuals.

Key Contributions

This research expands the advertisement creativity literature by showing that creativity
assessments can depend on mindfulness. In addition, while mindfulness research has been
gaining traction in recent years due to its many positive outcomes (Pereira and Coelho 2019), to
our knowledge, no research has looked at its impact on advertisement perceptions. Hence, this is
the first research that shows that mindfulness enhances the creativity perceptions of creative ads.

Our finding suggests that since creative advertisements call for more investment (time, human,
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and money resources) compared to uncreative advertisements, marketers can use mindfulness as
a psychographic segmentation variable, and gear their creativity efforts towards the segment that
are mindful by nature or engage in mindfulness practices. Marketers can also place their
advertisements where mindfulness is practiced or encouraged such as vacation resorts and

studios that offer mindfulness classes.
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Description: A chronological review embedded in the TCCM framework to identify common
threads, shifts and turning points in viral marketing research against evolving technological

and socio-cultural developments.
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EXTENDED ABSTRACT

Research Question

At a time when digital marketing has become a sine qua non, viral marketing (VM) has become
its “holy grail” (Akpinar and Berger, 2017). While VM has been put to various
conceptualisations, it is essentially a marketing strategy that causes exponential diffusion of
content in little time and at a marginal cost through peer-to-peer transmission of content
(Reichstein and Brusch, 2019). Despite ample literature on the topic, there has been a lack of
reviews in the domain causing VM research to scatter in various directions. Moreover, existing
reviews have been limited in scope and are unstructured (Lindgreen and Vanhamme, 2005;
Swanepoel, Lye and Rugimbana, 2009; Petrescu and Korgaonkar, 2011; Reichstein and
Brusch, 2019), which has prevented a holistic and systematic assessment of the literature. Also
in a rapidly evolving field like VM, a longitudinal review offers valuable insights into how the
field has evolved and what could be the pathways for future scholars to tide over current
inconsistencies in the literature (Paul and Criado, 2020). By adopting a TCCM framework, we
lend theoretical robustness to the review and ensure comprehensiveness through the coverage
of all research constituents (Paul and Serranado, 2018). In this pursuit, the authors seek to

answer the following research questions (RQs):
RQ1. What have been the different chronological phases of viral marketing research?

RQ2. How has the field evolved during these phases in terms of the Theories, Contexts,

Characteristics and Methods (TCCM) explored during them?

RQ3. What are the prevailing gaps and future research directions in the viral marketing

domain?
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Summary of Findings

There were limited studies in the first phase (2004-08; n = 10) as researchers endeavoured to
empirically ground the VM phenomenon. The emergence of social media led to growing
scholarly interest in VM in the following period (2009-13; n = 30). The third phase (2014-
2018), was marked by a surge in VM studies (n = 49) stimulated by developments in content-
generation features and prioritisation of multimedia content by platforms like Facebook. The
trajectory of VM research diversified due to the disruption caused by COVID-19, resulting in
a heightened dependence on technology and concern for sustainability. This phase (2019-23; n
= 54) was thus characterised by new research contexts such as virality for non-profits, novel
theories like the consumer culture theory, new technologies such as augmented reality (AR)

and a plethora of other novel constructs.

The gap analysis has revealed several directions for future research. There is theoretical
skewness in literature as some theories have been overused and other important ones have only
been applied in singular contexts. The authors therefore feel the need to endow both theoretical
diversity and depth to VM research. In terms of context, there is a dearth of research on popular
marketing platforms such as WhatsApp, which warrant investigation. Given engagement
behaviours vary geo-culturally, there is need to explore virality in emerging market contexts
such as Latin America and Africa. Despite cause-directed virality being an emerging area much
needs to be known regarding this, given user motivations vary in cause contexts. The skewed
emphasis on content drivers also needs to pave way for a more diversified antecedent portfolio
to unravel user engagement behaviour. Methodologically, quantitative studies have dominated
and authors feel the need for more qualitative studies to reveal deeper insights into viral

behaviours.
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Key Contributions

The current study synthesises over 20 years of VM research and organises it chronologically
to bring out dominant themes and patterns during each phase. Current reviews are limited in
scope and are unstructured, which makes ours a pioneer study in the VM domain that
undertakes a longitudinal review through the TCCM framework. The paper groups the
antecedents of user engagement behaviour into meaningful dimensions, which were hitherto
scattered across studies. This is the first study that gleans contextual gaps in VM research and
provides directions for expanding VM contexts. The authors analyse and reveal the theoretical
inconsistencies in current VM research, and make appropriate suggestions regarding the same.
In terms of the methodology, the authors bring out gaps in current approaches and make
proposals for future research. The study offers strategic directions for marketing practitioners
as well. The synthesis of literature gives an overview of the drivers of virality that may serve
as a handy reference for practitioners to build effective strategies and tactics for digital
campaigns. The study consolidates findings across various industrial contexts, which may
serve as a compendium of knowledge for practitioners. The paper therefore serves as a beacon
for both academe and practitioners and charts the pathways for VM research in the coming

years.

(References are available upon request)
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Description: We propose a comparison study between the U.S. and South Korea to find

differences in usage of various rhetorical figures in ads.

EXTENDED ABSTRACT
Research Hypotheses
We offer an investigation in print ads of magazines (i.e., Newsweek American edition versus
Korean edition published between 2000 and 2023) to test our hypotheses below.
H1: Rhetorical figures (including schemes and tropes) appear less frequently in Korean
magazine ads than American magazine ads.
H2: Simple substitution tropes (e.g., hyperbole, ellipsis, epanorthosis, rhetorical
questions, and/or metonym) appear more frequently in Korean magazine ads than
American magazine ads.
H3: Destabilization tropes (e.g., metaphor, pun, irony, and/or paradox) appear less

frequently in Korean magazine ads than American magazine ads.
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H4: Layering ad pattern appears less frequently in Korean magazine ads than American
magazine ads.
HS: Verbal anchoring ad pattern appears more frequently in Korean magazine ads than

American magazine ads.

References are available upon request.

37



2024 AMA Winter Academic Conference

SELF-REGULATION OF ADVERTISING IN THE U.S.: KEEPING UP WITH THE
CHANGING BUSINESS ENVIRONMENT
e Savita Hanspal, Department of Business Administration, School of Education and
Professional Studies, SUNY Potsdam, New York, U.S.A.

e Dr. Rosalyn Rufer, School for Graduate Studies, SUNY Empire State College, NY,

U.S.A. Rosalyn.Rufer@sunyempire.edu

For further information, please contact lead author Savita Hanspal, Assistant Professor,
Department of Business Administration, School of Education and Professional Studies, SUNY

Potsdam, New York, U.S.A. Hanspas@potsdam.edu 7327706877

Keywords: Self-regulation, ASRC, NAD, NPBBB, CARU, NARB, digital advertising
ABSTRACT

Advertising attracts significant attention from various stakeholder groups. It is a powerful tool
and impacts all. Recent technological developments have introduced new opportunities,
platforms, and tools to communicate with consumers individually and also made it difficult to
monitor every communication for truthfulness. This paper examines how the advertising industry
in U.S. regulates itself in these changing circumstances and how effective these measures are.
Description Changing landscape of advertising self-regulation.
INTRODUCTION

Advertising is important for creating awareness, providing information, improving brand
connections and attitudes and engaging customers beyond a sale and purchase relationship. It

faces increasing scrutiny from the government, consumers, consumer advocacy organizations
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and other stakeholders who proactively recommend government regulation of advertising.
However, the internet has complicated the control, delivery and impact of customized messages.

Advertising is regulated through a two-pronged strategy: by the industry itself (self-
regulation) and through laws and regulations set up by the government (regulatory framework).
Controlling advertising through legal regulations alone imposes costs on firms to achieve
compliance. Self-regulation, decreases risks to consumers, increases public trust, and combats
negative public perceptions about an industry (Boddewyn, 1985; Poortvliet & Lokhorts, 2016). It
complements existing laws and helps businesses reduce compliance costs and costs of litigation.

Advertisers use strategies, like, inserting protective clauses in agency client contracts;
creating review boards/panels for evaluating content and execution of campaigns; and retaining
attorneys who review the ads before they are released in the media to prevent expensive
litigation and paying legal compensation or fines in matters of controversy to help reduce the
need for governmental intervention (Pinotti, 2012). The digital platforms are interactive (Stewart,
2019) and provide an inexpensive method of consumer advertising and customer relationship
management. New challenges emerge due to the use of Artificial Intelligence Additionally,
advertising fraud has increased due to fake advertisements, impression laundering, and fake users
(Stewart, 2019). Digital technology has increased mistrust amongst consumers and may indicate
a need for even greater regulation (Pinotti, 2012).

Advertisements are self-regulated in the U.S. by the National Advertising Review Board
(NARB), advertisers and advertising agencies, business associations, and the media. Since 1912,
the Better Business Bureau has been in long-term self-regulation of advertising through a strong

oversight of business practices building on truth in advertising laws (Balleisen, 2017).
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Objectives of the paper
This research focuses on issues related to self-regulation of advertising that require
renewed attention due to changing technology and resultant changed business practices in the
advertising field. Compared to the existing research that focused on industries complying with
self-regulatory codes and advertising regulations, this paper takes a comprehensive view on the
effectiveness of self-regulation as judged by the number of misleading advertising complaints
received by two major agencies involved in consumer protection; the changes in the self-
regulatory framework as seen by institutional set up; and new provisions or codes to encourage
truthful advertising.
Methodology
The research used qualitative methods and relied on using secondary data to achieve
research objectives. The following three measures were used:
I. Literature review on self-regulation to assess whether researchers conclude that self-
regulation is effective,
I1. Number and nature of complaints received by two databases-: complaints of
misleading advertising of financial services using received by Consumer Financial
Protection Bureau (CFPB) and other misleading advertising and marketing
complaints received by the Better Business Bureau (BBB) to assess whether they
were increasing or decreasing.
I11.Examining the role of institutions engaged in self-regulation of advertising; their area
of focus; and the recent developments in the field in U.S.
Review of existing literature on self-regulation of advertising

The search for existing literature on self-regulation turned up 205 results of research
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conducted between 1994-2022. The key words used in the search were misleading advertising,
misleading claims, false claims, fraudulent advertising, and fraudulent claims. The existing
studies on self-regulating advertising were mostly industry, sector, or product specific.

Pollay (1994) observed that every time the tobacco industry responded with seemingly
sincere promises to set up self-regulation codes of conduct and procedures, their efforts were
more cosmetic than effective managerial controls. The legislation to stop broadcast
advertisements was passed but this legislation also simultaneously eliminated free airtime
provided for pro-health public service announcements which were being telecasted previously.
Further, the cigarette industry’s sponsorship of sport events and teams began instantly, creating
television promotional exposure, but now with no health warnings, resulting in actions that
caused more harm than good to the consumers. The author recommended that other countries
should not rely exclusively on industry self-regulation, as its “promise” is likely to far exceed its
“performance”.

Soh et al. (2007) found that in the healthcare industry, direct to consumer advertisements
were more credible than information presented over the internet and that use of technology
increased the credibility of the message and negated the effectiveness of self-regulation.

Sharma et al. (2010) observed that threatened by government regulation and critical
public opinion, industries often undertake self-regulatory actions, issue statements of concern for
public welfare, and assert that self-regulation is sufficient to protect the public. The highly
visible pledges of the food industry to curtail children's food marketing, sell fewer unhealthy
products in schools, and label foods in responsible ways, were empty promises; concluding that
ceding regulation to industry carries opportunities but is highly risky. In some industries (e.qg.,

tobacco), self-regulation has been an abject failure, but in a few others (e.g., forestry and marine
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fisheries), it has been more successful; therefore, self-regulation may not work effectively for all
industries- especially those that rely on digital communications.

The research by Elizabeth et al. (2011) supported these conclusions and found that
despite voluntary adherence by companies to self-defined guidelines, there may actually be few
changes in their activities and there is very limited ability to actually halt or control the undesired
practices of other businesses not adopting these codes of conduct.

Beard (2012) studied nearly 640 articles on comparative advertising and found that the
issues of disparagement of competitors and the misappropriation of their brand names and
trademarks set the stage for an extraordinary conflict between the industry, its self-regulators,
and the Federal Trade Commission. The study pointed to the need for wider consultation
between the self-regulators and the state regulators.

In a roundtable on reproductive technologies, Madeira (2013) studied the information
provided to consumers/patients on company websites. The research raised several questions:
such as how medical websites should be classified as informational spaces; what purposes could
they serve, and what ends are they accomplishing; how patients perceive and comprehend text on
a website that simultaneously fulfills multiple goals which are both complementary and
conflicting (including advertising, informing patients about clinic practices and philosophies,
providing medical advice, and recruiting donors). This research recommended the need for more
regulatory clarity on website content and the need to update self-regulatory codes.

Jernigan & Rushman (2014) found that on new and highly interactive social networking
sites (SNS) popular with youth, the tools used for measuring youth exposure to alcohol
marketing were inadequate. They reviewed the existing policies of Facebook, Twitter, and

YouTube designed to keep branded alcohol content away from underage youth and found that
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they failed miserably, and such advertising had grown dramatically in the past three years.

Similarly, Smith et.al. (2014) analyzed beer, spirits, and alcopop magazine
advertisements to determine adherence to federal and voluntary advertising standards. They
conducted content analysis of 1795 unique advertising creatives placed in nationally available
magazines between 2008 and 2010 and found that while advertisements adhered to existing
regulations and codes of conduct, the creatives included degrading and sexualized images,
promoted risky behavior, and made health claims associated with low-calorie content. They
concluded that existing codes and regulations do not adequately protect against content that
promotes unhealthy and irresponsible consumption and degrades potentially vulnerable
populations in its depictions, recommending an enhanced federal oversight to
protect public health instead.

A study by Tan et al. (2015) examined the sociodemographic correlates of self-reported
exposure to e-cigarette communications and their relationships with support for restricting
vaping and smoking in public venues. Online survey data was collected from a representative
sample of U.S. adults (n= 1449) between October and December 2013. The researchers
recommended further research to assess whether messages portraying e-cigarettes to circumvent
smoking restrictions from advertisements, influenced public support for vape-free policies.

Research by El Toukhy & Choi (2016) monitored cigarette advertising in 344 magazines
in the U.S. from 2010-2014. They studied 5317 tobacco advertisements. The data confirmed that
magazine tobacco advertising used specific targeting of some demographic groups to perpetuate
or increase the consumption of tobacco leading to health concerns. concluding that self-
regulation of advertising of tobacco products did not sufficiently tackle the issues.

Noel et al. (2017) performed a thematic content analysis on 289 beer ads broadcast during the
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U.S. NCAA Men's and Women's 1999-2008 basketball tournaments. Similar to the research on
the tobacco industry, this study revealed that self-regulation has not adequately addressed issues
related to responsible advertising in the beer and spirits industry.

Dickinson-Dela Porte et al. (2020) explored who has the power and responsibility for
advertising self-regulation in a boundary free digital world. The research elicited insights from
18 key stakeholders in the self-regulatory process, across Europe, United States, and Asia-
Pacific; highlighting the need for more collaboration and alignment of self-regulatory systems
and building a framework for action through embedding responsibility, aligning standards,
initiating processes, and improving outcomes to improve effectiveness.

The literature review clearly establishes that self-regulation of advertising has yet to
evolve to meet the challenges of truthful advertising resulting from the change in technology,
exponential growth of digital marketing, and the possibilities arising from use of sophisticated
consumer research and artificial intelligence to churn out customized advertisements and the
assertions by the industry to better regulate themselves have been empty promises.

Consumer Complaint Data Related to Misleading Advertising

Consumer complaint data was accessed from two major sources: the CFPB website and
the BBB. The CFPB data was publicly available in 2 batches, one from 2012 to November 2017
(see Table 1) and the second from 2017 -2020. While the complaints up to 2016 were largely
related to misleading statements, those after that were redefined as misrepresentation. Further,
data was collected under several classifications of misleading complaints that complicated

collecting comprehensive information on the complaints.
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Table 1: Advertising and Marketing Complaints on Financial Services: CFPB- 2012-

2017**,
'Year from Year to Number of Complaints
12/01/2011 12/29/2011 26
01/03/2012 12/30/2012 354
01/01/2013 12/31/2013 1230
01/01/2014 12/31/2014 4132
01/01/2015 12/31/2015 3991
01/01/2016 12/31/2016 3882
01/01/17 11/21/2017 3883*

Up to November 21st, 2017. ** www.consumerfinance.gov/data

Figure 1 highlights the misleading advertisements, information and communication
related complaints that were received by CFPB between 2017-2020.
Figure 1: Misleading advertising, communication, and information complaints 2017-

2020.

Dates: 12/26/2017 - 12/26/2020
Showing 383,683 out of 1,899,759 total complaints
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Thus, the number of consumer complaints have increased during this period in specific
states like, Florida, California, Texas, New York, Illinois, Pennsylvania, New Jersey, and North
Carolina as compared to other states. The data correlates to the density of the population in each
of these states and is consistent with the findings made by Soh et al. (2007).

The BBB website displayed data for total inquiries and complaints received, complaints

resolved, complaints not resolved and complaints that could no longer be resolved. The data is
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available for 3 periods: for the years 2010-2014; 2015-2020 and 2021-2024. The data does not
specify whether it related to -misleading advertisement, misleading claims, misrepresentation or
hiding vital information or shoddy or poor quality of product or service, etc. at present. If we
compare data from 2016 to 2021, complaints rose by 48%. Digital media advertising complaints
increased from 16.63 billion in 2016 to 48.95 billion in 2021 or 194% (Statista, 2023).

Table 2: Total Complaints received by Better Business Bureau: 2010-2021.

Year Complaints received | Complaints settled Complaints not settled % Complaints unable to
% (numbers) pursue%o

2021 1236433 79 20 (241648) 1

2020 1166991 81 17(199678) 2

2019 907,563 78 20 (184172) 2

2018 835846 78 20 (163936) 2

2017 799502 79 19 (151369) 2

2016 834373 80 19 (155124) 1

2015 842219 79 19 (161503) 2

2014 843884 78 19 (159624) 3

2013 885845 78 20 (172802) 2

2012 950132 76.7 20.4 (193738) 2.9

2011 894868 76.4 20.8 (186555) 2.7

2010 844054 75.8 21 (177123) 2.9

Source: Compiled from complaint statistics BBB

https://www.bbb.org/content/dam/iabbb/systemwide-pages/complaint-stats/2021

stats/US%20BBB%202021%20Complaint%20Statistics.pdf

Complaints related to online marketing are now being separately included in the BBB
database and the digital marketing complaints are broken down into several categories. A
summary of complaints for selected online categories are presented in Table 3.

Table 3 Selected complaints related to online/digital marketing

Year/Complaints Online retailers | e-commerce Online shopping | Online education | Total
Complaints
2020 64713 18729 20139 4949 108530
2021 49830 19694 15549+8176 1944 95193
social media

Source: Compiled from BBB data.
While it is important to look at the different sources of complaints and companies that are

attracting these complaints, it is also important to get an aggregated picture about the nature of
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the complaint and information on the demographics of the people making these complaints to
identify specific demographics facing unfair practices. In 2023, the CFPB filed 29 enforcement
actions and resolved through final orders 6 previously-filed lawsuits. Those orders require
lawbreakers to pay approximately $3.07 billion to compensate harmed consumers and pay
approximately $498 million in civil money penalties.

Observation of existing self-regulatory framework

This section examines the self-regulatory mechanism as it prevails in the U.S. including
the new developments to meet the changing landscape of advertising. The advertising industry in
U.S. opted to self-regulate in 1971. The BBB sets standards for marketplace trust and encourages
and supports best practices in business by educating consumers and businesses. It also celebrates
marketplace role models and calls out and addresses substandard marketplace behavior. It has

developed a code of advertising (https://www.bbb.org/code-of-advertising) consisting of 39

items, which emphasizes that the advertisements should be truthful and sincere offers to sell. It
specifies that the advertisers have a responsibility to substantiate all claims made upon request
and avoid all advertising that may mislead or deceive consumers. On the field, many trade
associations are increasingly moving away from complying with the codes of advertising and
choose to ignore peer pressure.

The BBB Institute creates programs to educate consumers on traditional and digital
space. In 2018, BBB launched AdTruth a new online reporting tool that allows consumers to
report confusing or misleading advertisements. More than 217 million Americans learned about
problematic advertisements through Ad Truth radio and television public service
announcements.

Recently BBB restructured itself to address the continual number of complaints and the

complications arising from digital technology. As of June 2019, the Council of Better Business
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Bureau (CBBB) became the third-party administrator of a self-regulatory system that examines
the truth and accuracy of advertising claims, the appropriateness of children’s advertising
practices and, in the case of the Accountability Program, promote compliance with the
advertising industry’s self-regulatory standards. It restructured itself around specific stakeholder
groups that were served by it and with effect from June 1, 2019, each line of business began
operating separately with its own independent board of directors and staff. Four business lines
were identified: International Association of BBBs (IABBs), BBB Institute for Marketplace
Trust, BBB National Programs, Inc., (BBBNP) and BBB Wise Giving Alliance (BBB WGA).
These new structures intend to protect specific stakeholder groups. Please see Figure 2.

It created groups to oversee transparency such as the Digital Advertising Alliance
(“DAA”), Self-Regulatory Principles for Online Behavioral Advertising (“OBA Principles”) and
Multi-Site Data (“MSD Principles”), the Application of the Self-Regulatory Principles to the
Mobile Environment (“Mobile Guidance”). These principles are collectively known as the
“Principles” and apply to the practice of using Multi-Site Data and Cross-App Data collected
from a particular browser or device for use on a different computer or device.

The International Association of BBBs, Inc. (IABBB) serves the 100 local Better
Business Bureaus and their 160+ offices across the United States, Canada, and Mexico
overseeing core programs such as BBB Accreditation, the BBB Code of Advertising,
(www.BBB.org). The website hosts 5.4 million business profiles, investigations, and material
related to consumer education. The BBB Institute for Marketplace Trust, BBB’s U.S. foundation,
manages programs such as BBB Scam Tracker, Fighting Financial Fraud, Military & Veterans

Initiative, etc.
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BBB National Programs, Inc. (BBB NP https://www.bbb.org/ ) is the home of industry self-

regulatory and dispute resolution programs. The National Advertising Division (NAD) examines
advertising claims made for diverse and critical goods and services including
telecommunications, infant nutrition, over-the-counter medications, dietary supplements and
“green” products.

The Online Interest-Based Advertising Accountability Program (OIBA) is charged with
ensuring industry compliance with the Self-Regulatory Principles for Online Behavioral
Advertising (OBA) (Principles). It hosts the online archive: a collection of 6000 legal advertising
decisions.

The Digital Advertising Alliance (DAA) establishes and enforces responsible privacy
practices across industry for relevant digital advertising. In 2021, DAA provided more consumer
control in viewing advertisements and exercising choice. It announced expansion of the Choice
mechanisms beyond cookies and mobile ad identifiers creating the new YourAdChoices tool.
Finally, it developed the Electronic Retailing Self-Regulation Program (ERSP) to examine the
truth and accuracy of core claims made in electronic direct-response advertising. BBB Wise
Giving Alliance (BBB WGA) (give.org), to help donors make informed giving decisions and
promote high standards of conduct among organizations soliciting contributions.

Another focus of the CBBB is vulnerable populations and the impact of digital
technologies. Recognizing the special vulnerability of young children, the Children’s
Advertising Review Unit (CARU) holds advertisers to ambitious standards of truth and
appropriateness when they advertise to young children. CARU examines advertising in all
media, including electronic media, and monitors websites to assure that they are compliant with

CARU’s guidelines.
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Figure 2 : Changed organization structure of BBB (2019)
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Additional oversight was established through The Children’s Food and Beverage
Advertising Initiative (CFBAI) 2006; The Children’s Confection Advertising Initiative (CCAI)
2016; and the new bill “Kids PRIVCY Act” in 2020, specifically aimed to protect consumers
between 13 to 18 years by requiring an opt-in consent requirement.

Thus, we see that changes in self-regulation provisions are being made to keep up with
the changing technological environment and advertising and media. In 2005, the Mobile
Marketing Association (MMA\) published its first set of Mobile Advertising Guidelines for the
mobile web. Over the past three years, the guidelines have evolved to include data across linked
devices and tailored advertising must provide consumers with transparency and control. The

MMA’s Mobile Advertising Guidelines are increasingly accepted as best practice across the
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industry worldwide. These new structures have the added benefit of being able to establish
guidelines for digital media. However, the effectiveness of these measures is yet to be seen.
Conclusion

The research has tried to capture the three pieces of evidence that could indicate the
effectiveness of self-regulation: reporting from the existing research studies, the consumer
complaint data and the institutions engaged in the field. Three convergent qualitative studies
were used to better understand trends in self-regulation of advertising in the U.S.

In an effort to avoid government oversight, self-regulation has moved from being
dependent solely on trade associations to oversight by the CBBB. The Center for Industry Self-
Regulation (CISR), a 501(c)(3) non-profit, was created to harness the historic power of self-
regulation in the United States in order to empower business accountability.

However, the consumer complaints have continued to increase. In response to the
increase, the CBBB has recognized the complexity stemming from digital media and created new
oversight structures to focus on the impact from web technologies. The guidelines have changed
from being general and broad based to more specific to each media (Soh, et al, 2007). The year
2019 saw several changes in the structure of self-regulation in the U.S.

A great milestone that has been achieved is that the complaint database is now available
at the BBB website. The database is organized by industry classification at present. It might take
time to get the database organized by the nature of complaint, like misleading advertising,
defective products, deficiency in service, etc., and sector wise like retail, health, services,
manufacturing etc., reported separately for brick and mortar and online stores to make it more
comparable over time. Additional information on the demographic of the population filing

complaints and complaint resolution will also provide insight into how to better protect the
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consumers.

The mere fact that more guidelines are being revised and issued indicates robustness and
responsiveness of self-regulatory initiatives, but at the same time, it also points out to increased
incidences of misleading and untruthful advertisements. Marketers have been finding ways to
work around the guidelines rather than change their philosophy towards encouraging truthful
advertising. Mandy Walker (2018) found that since 2014, more than 150 lawsuits were brought
against more than 80 retailers alleging deception of consumers through false advertising of prices
and not offering legitimate sales. As a result, some retailers have had to agree to pay hefty
amounts to resolve suits brought by various law enforcement agencies. In 2017-18, Amazon paid
$1.1 million in penalties; overstock.com paid $6.8 million, Neiman Marcus agreed to pay 2.9
million for putting false original price tags in its Last Call stores, JC Penny paid $50 million and
$50.8 million for settling deceptive pricing class action suits; Michael Kors and Ann Taylor
reached similar settlements as well. It is surprising why businesses are not deterred despite such
heavy penalties resulting in the continued call for government oversight to protect consumers.

It will be important to highlight again that the self-regulatory organizations can at best
obtain voluntary compliance but by themselves have no teeth. Self-regulation efforts have
largely been reactive rather than proactive-and have largely followed regulations rather than
precede them.

Further, the self-regulatory agencies cannot have resources large enough and tools
comprehensive enough to be able to prevent, monitor, and control misleading advertising. The
temptation to make quick profits in the highly competitive environment is an important
motivator. It appears that businesses can only be prevented from adopting unfair practices by

imposing hefty penalties which can be enforced by government agencies alone.
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There is also growing evidence that consumer expectations regarding responsible
advertising have changed. The consumers expect that not only should advertising be truthful and
not misleading but be socially responsible promoting social welfare by demarketing products
and services that have a harmful impact, like smoking cigarettes, using drugs, etc., and not taking
advantage of the vulnerable members of the society. Sharma et al (2010) recommended that there
was a need for self-regulation to attract more industry players to adopt the codes created by their
industry associations. Companies must perceive economic benefit in resisting temptation to use
misleading advertising for short term gains. With the rapid dissemination of information through
digital technologies, it is important that institutions become more purposeful in their messages.

Alex Silverman (2020) found that while most Americans say funny commercials are still
their favorite, the majority of Super Bowl viewers believe it is appropriate for brands to promote
social justice in their spots.

Poortvliet & Lokhorst, (2016) suggest that consumers need to encourage retail giants to
favor suppliers who adopt ethical procurement standards for their purchases and that third-party
certification and oversight coupled with public reporting were essential to ensure compliance
with more stringent advertising codes of conduct. There is also a need to improve the
participation of industry members big and small in the self-regulatory measures adopted by
industries. Further, it is important to have more consumer representation on various self-
regulatory decision-making bodies to provide a competitive strength to consumer interests and to
achieve meaningful standards and external credibility.

Limitations and future research
This study was primarily a qualitative study. It is important to encourage conclusive

research. Continuous research in the area will keep the issues alive and within the perspective of
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policy makers. Additional research questions need to be addressed, including the impact of
advertising on different population demographics, immigrants, and vulnerable consumers; how
Al can impact advertising messages; and the increasing access to information by consumers.
Businesses in the future are likely to feel increasing pressure from global regulators in the
field to develop uniform guidelines and a level playing field. Therefore, it is in the best interest
of businesses to follow best practices for their own survival and growth. Self-regulation is likely
to be reactive rather than proactive, so the basic designing and implementation initiative falls on
the government.
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Description: This research explores the impact of higher education curricula on students’
sustainable consumption behavior.

EXTENDED ABSTRACT
Research Question: What is the impact of higher education on students’ sustainable
consumption behavior?
Method and Data: Empirical Research using both survey and experiment.
Key Contributions: The results have important pedagogical implications for educators by

demonstrating that the inclusion of sustainability-focused content can indeed influence the

attitudes and behaviors of upcoming generations. The insights generated by this research offer

considerable potential in guiding both educational and administrative policymakers. These
results can serve as a guide when formulating novel curricula aimed at upholding the

environment for both present and future generations. University administrations may find it

necessary to thoroughly scrutinize the content of their curricula and explore ways to seamlessly

integrate sustainability-related material to enhance students’ education.
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Description: Relying on effort justification and regret theory we find positive effects of a

gamified (vs. non-gamified) promotion on consumers' purchase intention in a shopping app.

EXTENDED ABSTRACT

Research Question

Consumers often receive multiple promotions a day (Forbes 2017). Therefore, retailers face
the challenge to find new attractive promotion types to capture consumers' attention (Stipp
2018). Gamification might be an excellent tool to catch attention as gamification motivates
consumers through the use of game elements (Seaborn and Fels, 2015), which retailers can
combine with traditional monetary promotions. Since consumers invest effort (playing the
game) in order to receive the monetary reward, we assume that consumers perceive a higher
effort compared to a traditional promotion. Based on effort justification theory, we further

assume that consumers will feel higher regret if they do not redeem the monetary reward.
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Following regret theory, consumers should then have a higher purchase intention. As previous
literature does not provide clear evidence of positive effects of gamified promotions on
consumers' purchase intention, our study extends existing research by focusing on effort
justification and regret theory. We further analyze the effect of gamification on purchase
intention under different conditions (e.g. different discount levels and if the prize is specified

beforehand or not).

Method and Data

We conducted three scenario-based experiments to test the relationship between a gamified
(vs. non-gamified) promotion on consumers' purchase intention through perceived effort and
anticipated regret. The first experiment uses a 2-level single factor (gamified vs. non-gamified)
design, the second experiment uses a 2 (gamified vs. non-gamified) x 3 (discount level: 5% vs.
10% vs. 20%) design and the third experiment uses a 3-level single factor (non-gamified vs.
gamification with unspezified prize vs. gamification with specified prize) design. We created
a mock up app for the scenario experiments. In this mock up app participants were able to click
on categories and products so that it looked and worked like a real app. In the gamified scenario
participants could play a game in the app to win a prize. In the non-gamified scenario
participants received the monetary reward (10% discount) immediately. For data analysis we

used ANOVA and PROCESS in SPSS.

Summary of Findings

We find positive effects of a gamified promotion on consumers' purchase intention. This
positive effect can be explained by effort justification and regret theory. Consumers perceive a
higher effort and higher anticipated regret for a gamified vs. non-gamified promotion and
consequently have a higher purchase intention. Accordingly, we were able to demonstrate

serial mediation. However, we only find support for this relationship for higher discount levels.
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Further, consumers' anticipated regret is higher when they know the prize before playing the

game.

Statement of Key Contributions

Our results have three key contributions. Firstly, we find support for a positive effect of a
gamified promotion on consumers' purchase intention in the shopping app context. Secondly,
we considered regret theory and effort justification theory and thus contribute to the
explanation of the relationship between gamification and consumers' purchase intention.
Thirdly, we considered different design aspects of a gamified promotion such as different
discount levels and if the prize is specified or unspecified before respondents play the game to
examine how gamification works best. In addition, our study provides retailer implications
such as implementing gamified promotions with more demanding tasks to positively influence

regret and purchase intention.

References are available upon request.
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Description: The current research examines whether, when, and why the construction of a set of
promotional coupons can evoke an attraction effect wherein consumers’ reactions to a target
coupon (e.g., “Save 20% today with coupon A”) are more favorable when it is distributed along
with an inferior decoy coupon (e.g., “Save 10% tomorrow with coupon B”’)—that is dominated by

the target coupon—than when it is distributed alone.

EXTENDED ABSTRACT

Research Question
Coupon promotions are ubiquitous and enjoy great popularity on both sides, among
marketers and consumers. While a great deal of research has examined a variety of coupon design

elements, including face value (e.g., Bawa, Srinivasan, and Srivastava 1997; Leone and Srinivasan
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1996; Raghubir 2004), coupon duration (e.g., Krishna and Zhang 1999; Kumar and Swaminathan
2005), or redemption efforts (e.g., Chakraborty and Cole 1991; Xia, Kukar-Kinney, and Monroe
2010), the fact that coupons are frequently distributed as a set comprising multiple coupons has
been neglected so far. This raises the question of how the construction of a coupon set can shape
consumers’ response to coupon promotions. Thus, the current research investigates whether, when,
and why the construction of a set of promotional coupons can evoke an attraction effect wherein
consumers’ reactions to a target coupon (e.g., “Save 20% today with coupon A”) are more
favorable when it is distributed along with an inferior decoy coupon (e.g., “Save 10% tomorrow

with coupon B”)—that is dominated by the target coupon—than when it is distributed alone.

Method and Data

In order to examine the attraction effect in consumers’ response to coupon promotions, we
conducted a series of five studies, including online studies and a field experiment. This series of
experimental studies provides substantial empirical evidence of the existence of the effect, sheds
light on the mechanism underlying this phenomenon, and identifies context-specific moderators

that determine the strength of the effect.

Summary of Findings

The studies demonstrate that consumers’ evaluations of the attractiveness of a target coupon and
redemption intentions increase, when it is distributed along with an inferior decoy coupon,
compared to when it is distributed alone. This effect also manifests in actual coupon redemption
in the field and increases with the amount of attention paid to the decoy. In addition, considering

context-specific moderators, the studies reveal that the attraction effect in consumers’ response to
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coupon promotions is more pronounced among price-conscious consumers and increases with the

extent to which a decoy coupon is inferior to the target coupon.

Key Contributions
First, this research complements extant knowledge about the scope of the attraction effect. While
prior research demonstrates the attraction effect in a variety of domains its effectiveness in the
context of promotional activities, such as coupon promotions, has not been the subject of extant
studies. The current research develops a basic understanding of the attraction effect in multi-
coupon promotions by documenting its occurrence in a series of online studies and a field
experiment, shedding light on the mechanism underlying the phenomenon, and uncovering the
moderating role of a consumer-specific characteristic (price consciousness) and a design-specific
parameter (inferiority of a decoy coupon) as well as their interplay in this particular context.
Second, the current research offers implications for a more efficient usage of coupon
promotions in business practices. In particular the findings that (1) the effectiveness of a decoy
coupon in improving the attractiveness of a target coupon is determined by the extent to which it
is inferior to the target, that (2) the effect increases with the amount of attention a decoy coupon
attracts, and that (3) the effect is more pronounced among price-conscious consumers provide
important insights that should be considered when developing and implementing a coupon

promotion campaign.

References are available upon request.
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Description: This research examines the short-term effect of a symbolic special-day

promotion on product sales.

EXTENDED ABSTRACT

Research Question

Despite the ambiguity about the worth of price promotions (Delvecchio et al., 2006;
Hansssens & Siddarth, 2002; Jiang, 2022) and the growing interest in sales promotions that
primarily offer nonmonetary benefits (Aaker, 1991; Chandon et al., 2000), little attention
has been paid to symbolic promotions. The present study fills the gap by studying the
effectiveness of a symbolic special-day promotion and examine whether such promotion
is subject to the same inherent limitations as price promotions. Unlike traditional price
promotion days (e.g., Black Friday), which are centred toward monetary incentives to
stimulate purchases, symbolic special-day promotions (e.g., “small business Saturday”)
create symbolic benefits for consumers, by tapping in their desires to express their values

and affirm their social identity (Holbrook, 1994; Kahle & Kim, 2006; Park et al., 1986;
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Rokeach, 1973). Given the distinct benefits associated with symbolic promotions, it is
unclear to what extent they can stimulate sales.

Drawing on fundamental concepts from the sales promotion literature, our research
aims to answer the following questions: 1) Are symbolic promotional days effective in
increasing sales? 2) To what extent do they circumvent the drawbacks usually associated
with price promotions?

Method and Data

To address the research questions, the study investigates the effect of the symbolic
special-day promotion “On August 12 I buy a Quebecois book,” using a unique
longitudinal dataset comprising 510,506 observations representing sales data for 5,000
different literary books in the French-speaking Quebec market, over an 8-year period, from
one week before to one week after the promotion day. The study employs a zero-inflated
model with a negative binomial distribution on the conditional model (ZINB) that
overcomes the methodological challenges posed by count data covering many distinct
products with high heterogeneity distribution. The model assumes that the total quantities
sold (Q) vary by day (Day) and randomly by books (7itleID), and allows both the
conditional and zero-inflation models to differ between the promoted products (local
books) and non-promoted products (international books). The model captures the variation
in the outcome variable (Q) after the promotion, and consider whether Day d is after (=1)
the promotional day or not (=0). Important variables, such as Brand power, Newness, and
Average Book price are included as moderating factors of the effect of the promotion. The

model also controls for possible sources of endogeneity, such as time-varying factors
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(Rossi, 2014) and cross-sectional variations (van Heerde & Neslin, 2017). A series of
diagnostic tests is performed to ensure the reliability of the findings.
Summary of Findings

The result of the analysis suggests a significant increase in the quantity of local
books (i.e., the promoted product) sold on the day of promotion. This effected is moderated
by the brand power, newness, and average price of the book. However, contrary to most
price promotions, the price elasticity does not significantly change during the promotion,
meaning that while consumers are sensitive to the price of the books, their sensitivity does
not change significantly during the promotional event.

Interestingly, the results suggest that there is no substantial decrease in international
book sales (i.e., the nonpromoted product) during the promotion. In fact, all else being
equal, the expected sales quantity also significantly increase for international books, but to
a lesser extent. Furthermore, the results show no significant drop in sales in the days
following the promotion, both for local and international books, allaying fears of a short-
term post-promotional dip. However, a marginal drop is observed 6 days before the special
day for local books, suggesting a minor fluctuation in sales prior to the event.

Statement of Key Contributions

This study contributes to the theoretical and practical understanding of symbolic
special-day promotions as an understudied yet effective promotional tool, particularly
within the cultural product domain. Overall, we find that when a promotion toward a
cultural product generates highly symbolic benefits for the consumers, price cuts are not a
necessity. Drawing upon the sale promotions literature, we disentangle the effect of

symbolic promotions, and find that they may work differently than other types of

66



2024 AMA Winter Academic Conference

promotions. Our results indicate that, in contrast to most price promotions, the increase in
sales during the promotion stems from primary demand growth rather than secondary
demand effects. In fact, we observe a positive increase in the quantity sold for the non-
promoted products during the promotional event, which suggests the presence of a spillover
effect associated with the promotions. Furthermore, we find limited evidence of pre- and
post-promotional dips, compared to traditional price promotions.

From a practical perspective, the study emphasizes the cost effectiveness of
symbolic special-day promotions, demonstrating a positive overall increase in sales. The
findings can provide empirical support to guide publishers, bookstores and authors in
making decisions about their marketing plans.

References are available on request.
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Description: This paper examines the positive effects of consumers' self-image
congruence with virtual influencers on download intention. Questionnaires (n = 166)
were collected in the US and the data were analyzed focusing on the mediating roles of

mental visualization and affective response.

Extended abstract

Research question

Virtual influencers are animated agents created by the artificial intelligence (Al)
technology, possessing human-like characteristics (Lou et al., 2023). Marketers have
recently turned their attention to virtual influencers due to their growing number of
followers and their influence on social media. For instance, Lil Miquela, a virtual
influencer, boasts more than 2.7 million followers on Instagram and endorses brands
like Prada and Calvin Klein. However, despite their emerging role as an endorser,
literature suggests that consumers hold divergent attitudes toward virtual influencers.
On the one hand, virtual influencers enhance consumers’ perception of ad novelty
(Franke et al., 2023). On the other hand, literature on the uncanny valley suggests that
consumers may experience negative emotions such as creepiness or disgust (Lou et al.,
2023). Given this uncertainty, it is important to investigate the role of virtual influencers
as a new type of endorser.

This paper focuses on influencer-consumer congruence, which refers to the degree

of perceived fit between consumers’ self-image and influencers. Previous research has
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identified positive effects of influencer-consumer congruence on attitude towards ads
and purchase intentions (Choi & Rifon, 2012), attitude toward brand-related content
(Shan et al., 2020), and brand trust (von Mettenheim & Wiedmann, 2021). Given that
virtual influencers share some similarities with human influencers, our goal is to
confirm this effect in the context of virtual influencers. Our theoretical lens to define
low versus high congruency are rooted in the Construct Level Theory (CLT; Trope &
Liberman, 2010; Trope et al., 2007). According to CLT, consumers’ judgements are
influenced by their psychological distance. Previous research has shown that there is a
relationship between psychological distance (i.e., social distance) and judgement of a
target’s actions, with consumers tending to judge similar targets more concretely
(Liviatan et al., 2008).

In a similar vein, we argue that a higher degree of self-image congruence with
virtual influencers indicates a greater perceived similarity. This, in turn, reduces the
psychological distance between consumers and virtual influencers. As this
psychological distance diminishes, consumers are more inclined to retrieve information,
such as knowledge or memories. This prompts them to adopt a low-level construal,
resulting in the construction of a richer and more detailed psychological representation,
often referred to as visualization (Lee et al., 2016).

Our novelty lies in the theoretical contribution in connecting the congruence effect
with the theory of the cognitive visual fluency or visualization. Previous research has
demonstrated the positive effects of visualization on consumer emotions (Ha et al.,
2019). Consumers are more likely to remember positive memories than cold memories
(Sujan et al., 1993). The vivid visuals would retrieve more positive memories and
trigger consumers' positive responses. Consequently, we expect that the perceived
image congruence between a virtual influencer and a consumer will have a positive
influence on the consumer’s visualization of the ad promoted by the virtual influencer.
This, in turn, is likely to result in positive affective responses and ultimately lead to
positive consumer reactions, such as intention to download intention and use the

product being advertised.

Methods

An online survey was conducted to collect 176 questionnaires. After removing 10
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invalid responses (4 responses did not pass the screening questions, and 6 responses
had repeated IP addresses), 166 responses remained for analysis. Among them, about
72% were male (n = 120) and the remaining 28% were female (n = 46). The average
age was about 32.4 years old.

For the analysis, we used Hayes Process macro version 4.2 in SPSS to test the
hypotheses, setting a 5,000-boostrapping with a 95% confidence interval. We used self-
image congruence as the independent variable, visualization and positive affective
response as two serial mediators, and download intention as the dependent variable to

test the mediation effects.

Summary of Findings

The result revealed that self-image congruence positively influences visualization
(b = 0.364, p < 0.000). Furthermore, visualization significantly influences positive
affective response (b =0.266, p <0.000), which, in turn, positively influences download
intention (b = 0.524, p < 0.000). Hence, visualization and positive affective response
sequentially mediate the relationship between self-image congruence and download

intention, with an indirect effect of 0.05 (CI =[0.022, 0.084]).

Main contributions

Our findings have two significant contributions. Firstly, we confirm the positive
effect of influencer-consumer congruence in the context of virtual influencers.
Although consumers may encounter negative emotions (e.g., creepiness) toward virtual
influencers (Lou et al., 2023), a greater congruence of self-image with virtual
influencers results in consumers' favorable reactions such as affective responses and
download intention. For marketers, our findings suggest that firms should consider
enhancing the similarities (e.g., similar personalities) between consumers and virtual
influencers to gain more consumers’ positive responses.

Furthermore, our mediation analysis results contribute to the literature by
connecting the congruence effect and theory of visualization. We demonstrate that the
congruence effect will enhance detailed visualization toward the promotions, resulting
in accessing more positive memories and finally leading to download intention. These
findings suggest that marketers should adapt promotions to amplify consumers'

capacity for visualization. In addition, marketers should go beyond strengthening
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consumers' future-oriented mental imagery (i.e., using the product in the future) and
also incorporate consumers' past experiences or memories into the promotion. This

approach can enhance consumers' responses to the promoted products.
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Description: The paper investigates the effect of two PL branding strategy options (linked or
stand-alone) on PL brand attitude considering PL tiers and degree of specialization of the

online retailer as moderators.

EXTENDED ABSTRACT

Research Question

The relevance of email marketing is often overlooked. Yet, the usage and reach of emails are
still high. Consumers prefer to be contacted via email by brands rather than on other
channels. Consequently, email marketing is still one of the most important communication
channels. However, click-through rates declined from 6% to 3.1%. Thus, marketers are
challenged even more to effectively manage their email marketing. Personalization can lift
email effectiveness by increasing the relevance of offers for consumers. However,

personalized emails can increase consumer's privacy risk perceptions, reactance, and
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perceived intrusiveness. These negative effects can be mitigated by extending the passive
concept of personalization to a participative customization. In this context, customization
means the involvement of the consumer who can independently define parts of the marketing
mix and therefore influence its elements. So far, research mainly focused on positive effects
of personalization in email marketing and neglected how to counteract negative effects. To
our knowledge, there is only study investigating the effect of email customization (Hartemo
2022) and it is exclusively focusing on content as a customization dimension. Therefore, our
paper aims to answer the following research question: Does the customization of the

dimensions content and timing impact email marketing effectiveness?

Method And Data

To test the effects of the customized email marketing dimensions of timing and content on
email marketing effectiveness, a field experiment with a 2 x 2 between-subjects design (no
(with) content customization / no (with) timing customization) was conducted. The
customization email was sent to 8.091 prospective students. The prospects received a
»customization email. This email invites prospects to subscribe to a newsletter that provides
university-related information. The prospectives were randomly assigned to one of the four
treatment groups. Overall, 504 individual contacts have registered for the newsletter (our
study participants). These participants were randomly assigned to the four groups: group 1
(no content customization; no timing customization — control group) = 122 participants;
group 2 (no content customization; timing customization) = 110 participants; group 3
(content customization; no timing customization) = 124 participants; and group 4 (content

customization; timing customization) = 148 participants.

Summary of Findings
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Timing manipulation and the group getting both timing and content manipulations do have a
higher opening rate (OR) (+14.9% and +10.1%) compared to the control group. The group
content manipulation and the group content and timing manipulation show a higher click-to-
open-rate (CTOR) (+8.8% and +9.8%). A binary logistic regression for the dependent
variable OR show that the timing manipulations has a significant effect (8 = 0.437, p < 0.05).
For the CTOR the content treatments lead to a significantly higher CTOR (B = 0.502, p <
0.05). The odds ratio of participants getting the timing without content manipulation is 2.033,
indicating that these participants are twice as likely to open the newsletter than participants in
the control group. The odds ratio to open the newsletter for the participants getting the timing
and content manipulation is 1.584. Content alone has a considerably lower effect on the
opening rate. Further, to calculate the odds ratios for CTOR, all study participants who had
opened the newsletter were selected. The results reveal that participants who either get only
the content or the content and timing manipulation were ~1.6 times as likely to click within

the email newsletter than the control group.

Statement of Key Contributions

The results of our study indicate an effect of the timing and the content customization. While
the timing dimension positively influences the opening rate (OR) the content dimension
impacts the click-to-open-rate (CTOR). Our paper contributes to the research by investigating
the timing dimension on top of the content customization. As both dimensions influence
email marketing effectiveness, it is recommended to consider the content as well as the
timing dimension in future research dealing with email marketing newsletters. In line with
Hartemo (2022) our study confirms a positive impact of the content customization of email
marketing newsletters. Additionally, in contrast to Hartemo (2022), our study considers and

confirms a positive effect of the timing customization of email marketing newsletters. Based
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on these results marketing managers should gather consumer insights regarding their timing
and content preferences. This should be applied for new email marketing subscribers as well
as for existing email newsletter subscribers in the database. While new subscribers can be
asked directly during the subscription process, existing subscribers can be approached with a
dedicated email gathering their customization preferences. Based on our study results, a set of
three to four selections options per customized dimensions of email marketing is already

sufficient.

References are available upon request.
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Description: This study delves into a nuanced facet of negative inter-firm relations, specifically
introducing the dynamics of claim and counterclaim scenarios within B2B organizations and

providing sales managers with a framework for conflict management strategies.

EXTENDED ABSTRACT

Research Question

Understanding how B2B relationships are damaged is an important component in building and
restoring strong relationships. Our study focuses on specific problems of claim and counterclaim
situations within interfirm negative relation quality. Past researchers have ignored the role of the
salesperson in interfirm conflict and how the salesperson takes an active role in dispute
resolution. The current research addresses the salesperson's role within the framework of inter-

firm relational disturbances, especially in the nuanced scenarios of claim and counterclaim.

Summary of Findings
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Drawing upon the theoretical frameworks of social identity and social exchange theories, we
introduce a conceptual model of relationship destructive factors that lead to claim and
counterclaim situations. We contend that involving a salesperson on behalf of the seller during
B2B negotiations can facilitate more effective issue resolution in claim and counterclaim
situations. We highlight the impact of relationship uncertainty in B2B firms, focusing on the
risks associated with claim and counterclaim situations. We suggest that the salesperson's dual

agency role moderates the relationship between the salesperson’s effort and dispute resolution.

Key Contributions

The study claims that there is a heightened importance of salesperson’s role in resolving negative
interfirm relation quality, especially specific problems of claim and counterclaim situations. Our
research underscores the significance of relational uncertainty within interfirm dynamics.
Furthermore, we extend the dual agency theory to address the role of industrial salespersons in
conflict resolution during claim and counterclaim situations. This study provided sales managers

with a framework for conflict management strategies.

“References are available upon request.”
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Description: We find that a two-phased regulatory intervention by the European Union (EU)
prohibiting unfair trading practices (UTPs) by buyers toward sellers (e.g., producers) increased
prices paid to producers by €8.86 billion (inflation-adjusted) and that its impact was moderated

by EU Member States’ cultural values and their motivation and ability to mitigate UTPs.
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EXTENDED ABSTRACT

Research Question

We study the impact of Directive 2019/633, a European Union (EU) regulatory
intervention prohibiting ten UTPs imposed by larger buyers toward smaller sellers
(predominantly producers) within its business-to-business agri-food supply chain. UTPs often
emerge in cases of strong power asymmetry, as powerless parties lack direct leverage to
influence their exchange partners or indirect leverage to incentivize other market players to
intervene. Regulatory interventions are valuable, as they can establish codes of conduct and
formalize exchange rules. However, marketing literature has largely studied the regulation of
UTPs in business-to-consumer markets, while related work has found equivocal evidence
regarding regulation’s effectiveness at fostering desirable exchange outcomes.

We study the Directive’s impact across two phases. In phase one, the EU passed the
Directive, but could not sanction noncompliance. In phase two, EU Member States (MSs) were
required to implement the Directive or face sanctioning. The Directive did not mandate prices; it
prohibited UTPs (e.g., refusing written contracts; imposing unilateral contract changes).

We address the following questions: Is an intervention prohibiting UTPs effective at
increasing prices paid to producers? Is it effective before there is an active sanctioning

mechanism, afterward, or in both phases? Under what conditions is it more or less effective?

Method and Data
We utilize discontinuous growth modeling (DGM), an approach used to examine the
longitudinal effects of interventions or universally adopted policies. DGM uses a regression

model that includes time-related variables based on discontinuities (i.e., phases) in the time
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series. In a context with a two-phased intervention, variables describe the slope of the outcome
(1) before phase one (e.g., pre-intervention), (2) during phase one, and (3) during phase two.

To examine prices before and after the Directive, our observation window begins in
January of 2018 (16 months before its passage) and ends in September of 2022, spanning 57
months. The sample includes 1,493 MS-month-year observations from all 27 EU MSs.

“Price Paid to Producers” is the dependent variable: the average monthly inflation-
adjusted price (in euros) paid to producers for 100 kilograms of raw cow’s milk. The
“Collectivism,” “Power Distance,” and “Masculinity” moderators were gathered from Hofstede’s
National Culture Index for each MS. The “Regulatory Enforcement” moderator was gathered
from the World Justice Project. We determined whether there was “Preexisting UTP Legislation”
(a moderator) for each MS manually. We control for each MS’s milk production volume, milk

export volume, agricultural cooperatives’ market share, and average monthly EU support

payments to its farmers.

Summary of Findings

Prior to the Directive’s passage by the EU, inflation-adjusted prices paid to producers
were decreasing over time. In phase 1 of the intervention (after the Directive’s passage), prices
paid to producers increased at a decreasing rate. In phase 2 (after the Directive’s implementation
by MSs and after which noncompliant parties could be sanctioned), prices increased linearly
until the end of our observation window. When compared to the negative slope of prices paid to
producers pre-Directive, our results show that both phases of the Directive were related to

significantly higher prices paid to producers than would have been expected without it,
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supporting our main effect hypotheses. Up to September of 2022, we estimate that the Directive
increased prices paid to EU producers by €8.86 billion (inflation-adjusted).

After its passage, the Directive’s impact on prices paid to producers was stronger in MSs
higher in collectivism and masculinity, but lower in those higher in power distance, in line with
our hypotheses. After its implementation, the Directive’s impact was stronger in MSs that had
preexisting UTP legislation (i.e., those with greater motivation to mitigate UTPs) and in those
higher in regulatory enforcement (i.e., those with greater ability to mitigate UTPs), supporting

our hypotheses.

Statement of Key Contributions

First, we find that a regulatory intervention prohibiting UTPs can provide weaker market
actors with higher prices for their products, showing that regulating buyer-seller relationships
can have a positive market-level impact.

Second, we offer a richer perspective on regulatory interventions as phased, as opposed to
singular, events. While their phases differ in impact, both are related to increased prices for
producers. These insights contribute to the debate about whether regulations can be effective
without sanctions.

Third, we demonstrate that a society’s cultural values and its motivation and ability to
mitigate UTPs affect an intervention’s impact. In phase 1 (pre-sanctioning mechanism), the
Directive’s impact was stronger in societies higher in collectivism and masculinity, but weaker in
those higher in power distance. In phase 2 (active sanctioning mechanism), its impact was
stronger in societies with preexisting UTP legislation and in those with higher regulatory

enforcement.
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Furthermore, our findings encourage managers at small firms to lobby for regulation in
markets with pervasive UTPs. Second, our findings can benefit industry associations that
regulate exchange, as we demonstrate the benefits of outlining rules of conduct. Third, we show
policymakers concerned with sustainable business and protecting smaller market players that

regulation can positively impact market outcomes.
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Description: Analysis of a panel data set of 49,018 firm-year observations of 5,933 U.S. public
firms between 2001 and 2021 shows that Geopolitical uncertainty (GPU) causes a supplier firm’s
managers to perceive higher risk, which leads them to lower the concentration of their firm’s
sales to customers, i.e., managers allocate sales revenues more evenly across their customers

instead of relying on a few major customers.

EXTENDED ABSTRACT

Research Question

Geopolitical uncertainty (GPU) is on the rise, and it is impacting business. We reason that GPU
may elevate managers’ perceived risk, causing them to adjust their marketing decisions that
suppress firm-specific uncertainty. One such decision is customer concentration (CC), i.e., the
level of concentration of the firm’s sales revenue among its major customers. A firm’s CC

decision is consequential because it impacts its performance outcomes, such as cost of equity
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capital, IPO outcomes, innovation behaviors, and profitability (Dhaliwal et al. 2016; Patatoukas
2012; Saboo et al. 2017; Zhong et al. 2021). Interestingly, how managers would adjust CC in
response to rising geopolitical uncertainty is a priori unclear. Thus, we seek to address: How do
managers of a firm adjust their firm’s customer concentration in response to rising geopolitical
uncertainty?

Because we propose managers’ perceived risk as the mechanism between GPU and CC,
factors that alter managers’ perceived risk should moderate this relation. We suggest lobbying
and customer type as two such factors and test their moderating effects.

Further, does a firm’s adjustment to customer concentration—triggered by GPU—matter
to its product-market performance? We test the effect of CC on firms’ product-market

performance, i.e., new product introductions.

Method and Data

We combined data from four sources—(1) Standard & Poor’s Compustat — Capital 1Q North
America Fundamentals Annual, (2) Standard & Poor’s Compustat — Capital 1Q Customer
Segments, (3) Caldara and lacoviello’s (2022) geopolitical risk (GPR) website

(https://www.matteoiacoviello.com/gpr.htm), and (4) LobbyView (https://www.lobbyview.org/).

We merged the data from these four sources, creating a final data set of 49,018 firm-year
observations, covering 5,933 firms from 2001 to 2021. We use fixed-effects ordinary least
squares (OLS) estimator with robust standard errors.

Following Ak and Patakouskas (2016) and Banerjee et al. (2008), we measure the
dependent variable, customer concentration (CC), as the Herfindahl-Hirschman index (HHI) of a

firm’s sales revenue to its major customers. Our primary explanatory variable is GPU. We use
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Caldara and lacoviello’s (2022) news-based and U.S.-specific GPR index. Because lobbying
spending likely has carryover effects, we measure it as a “stock.” Following Giannetti and
Srinivasan (2022), lobbying at time t is calculated as lobbying stock from previous years divided
by the book value of a firm’s assets at time t. Consistent with prior research, we create lobbying
stock using a Koyck-type distributed lag function with a decay parameter of .50 (Martin et al.

2018).

Summary of Findings

The study has four key findings. First, geopolitical uncertainty (GPU) causes a supplier firm’s
managers to lower the concentration of their firm’s sales to customers (CC), i.e., managers
allocate sales revenues more evenly across their customers instead of relying on a few major
customers. Second, the firm’s lobbying spending—a proxy for managerial salience of
geopolitical uncertainty—strengthens the effect of GPU on customer concentration (CC). Third,
when GPU rises, a firm does not change its corporate CC, but lowers the government CC. Also,
it decreases its domestic CC more than its foreign counterpart. Lastly, reducing CC in response
to rising GPU hurts the firm’s performance by impeding its number of new-product
introductions.

Additionally, we conduct several robustness checks, including alternative measure of
customer concentration, alternative measure of lobbying, alternative estimation using the Tobit
estimator, correction for endogeneity using Gaussian copulas, ruling out an alternative
explanation, and alternative time dynamics. The results are statistically similar to our main

findings.
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Statement of Key Contributions

Our findings contribute to the multidisciplinary literature at the intersection of
geopolitical uncertainty and firm customer concentration. Calling attention to the insufficient
inquiries to supranational institutions, e.g., geopolitical environment (Hartmann et al. 2022; Sun
et al. 2021), we add to the literature by reporting that risk originating in the geopolitical
environment impacts a firm’s global operations strategy, which, in turn, affects its product-
market outcome of #NPIs. Similarly, the extant literature on customer concentration has focused
on its consequences (e.g., Chen et al. 2021; Dhaliwal et al. 201; Saboo et al. 2017), with little
attention to its determinants (Leung and Sun 2021). We address this lack of attention by
demonstrating that a firm lowers its customer concentration during times of escalated GPU and,
conversely, raises it during periods of low GPU.

Moreover, the findings have three implications for managers. First, we alert managers on
how rising GPU in contemporary times shapes their strategic decisions and outcomes. Second,
we inform managers that their lobbying moderates their response to rising GPU. Third, by
showing that GPU has different effects on different types of customers, this study describes

which group of customers managers emphasize when GPU rises.

Note: References are available upon request.
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Description: Social Media Marketing can play an essential role in customer acquisition and

retention for B2B firms in the circular economy.

EXTENDED ABSTRACT

Sustainability has gained so much attention from scholars and executives (Trail & McCullough,
2020). The traditional economy is transformed into a Circular Economy (CE) which is defined
as an “economic and value win-win approach” to meet the sustainability goals (Homrich et al.,
2018, p. 534). Firms transform their business models into circular business models for various
reasons such as social norms, consumer pressure, regulations, and anticipated performance
(Mostaghel et al., 2023). Circular Business Models (CBM) are defined as “one in which a focal

company, together with partners, uses innovation to create, capture, and deliver value to
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improve resource efficiency by extending the lifespan of products and parts, thereby realizing

environmental, social, and economic benefits” (Frishammar and Parida, 2019, p. 4).

Collaborations and relationships have evolved in the CE (Parida et al., 2019). Relationships
with various stakeholders are extremely critical in a CE for the success of the whole ecosystem

(Parida et al., 2019).

Social Media Marketing (SMM) has been employed by B2B firms (Kong et al., 2021) and in
2022 accounted for 36.7% of all digital advertising marketing for a value of USD230 billion
(Statista, 2022). LinkedIn has been the most used social media platform for B2B firms (Content
Marketing Institute, 2022). Extant literature recognizes the role of SMM in B2B firms for
acquiring and maintaining relationships (Li et al., 2021). However, SMM has been employed
more in B2C firms in comparison to B2B (Cartwright et al., 2021). Few studies have
emphasized the use of sustainability content in SMM and how it can positively impact
maintaining relationships (Han & Lee, 2021) and acquiring relationships (Amoako et al., 2022).
Extant literature has not comprehensively examined the role of including circularity activities
in SMM and there is a dearth of academic research on the consequences of including
sustainability content in SMM. Thus, the purpose of this study is twofold. First, it aims to
investigate how sustainability and circular activities are communicated in SMM of B2B firms.
Second, the study investigates how to create trust and commitment in B2B relationships with

various stakeholders in a circular economy.

Drawing on Relationship Marketing Theory (Morgan & Hunt, 1994) and Social Media
Marketing Theory (cf. Wu 2016), we look into the inclusion of sustainability and circular

activities.
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Relationship Marketing Theory emphasizes acquiring and retaining relationships (Morgan &
Hunt, 1994) for exchanging value between more than one actor (Grénroos, 1994). It includes
not only the relationships between customers, suppliers, and partners but also the relationships
with all actors in the ecosystem (Iankova et al., 2019). Building trust and commitment decreases

the risks and uncertainties in transactions (Hadjikhani & Lindh, 2021).

The success of the CBM of each firm depends on the relationships with other actors in the
ecosystem (Oghazi and Mostaghel 2018). Since the whole ecosystem competes with other
ecosystems (Parida et al., 2019). Long-term relationships that are built upon trust and
commitment have more value than short-term relationships with short-term gains (Gundlach et

al., 1995).

Social Media Marketing empowers firms to deliver superior value to their relationships (Kaplan
and Haenlein, 2009) by providing two-way communication and building trust (Kong et al.,

2021).

Including sustainability and circular activities in SMM improves the trust, commitment, and
satisfaction of involved actors in addition to enhancing corporate branding (Du et al., 2017).
Marketing in the circular economy focuses on not only selling the offer but also to taking
responsibility for the whole life cycle of the offering (Mostaghel et al., 2023). Such
communications include sharing metrics of carbon emission (Reilly & Hynan, 2014) and green
packaging or eco-labels (Majeed, 2022). However, since there are no clear standards in
sustainability measurements and the way they are communicated misunderstandings would

occur and firms may be tempted to “greenwash” (Reilly & Hynan, 2014).
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Research Questions

In order to fulfill the identified research gaps in (1) SMM literature in B2B firms (Cartwright
et al., 2021), (2) the evolved relationships in the CE literature (Oghazi et al., 2022), and (3)
transformed marketing strategies in the CE (Mostaghel et al., 2023) the following research

questions are formulated:

RQI1: How SMM is used in B2B firms in the CE?

RQ2: What are the consequences of using SMM in B2B firms in the CE?

Method and Data
In order to gain a deeper understanding of the communication of sustainability and circular

activities in SMM of B2B firms, this study adopted a multiple case study design.

Our sample included 13 B2B firms that dynamically communicated their sustainability and
circular activities via SMM to their stakeholders. Thus, we secured the theoretical relevance of

the cases selected (Gioia, 2021).

Data collection was gathered largely through primary sources of in-depth individual and group
interviews. All interviews were recorded and transcribed. In total, we had 16 participants with
positions such as CEO, Marketing Manager, and Sustainability Director. The key informants
had between 1 and 20 years of experience at the firm. These firms were active in various
industries such as manufacturing ventilation/indoor climate, products and solutions for mining,
construction, and demolition, manufacturing chemical solutions, and manufacturing plumbing

solutions. The secondary sources of data gathering were also used for triangulation.
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The Gioia approach was employed for data analysis (Gioia et al., 2013). The preliminary focus

was on how B2B firms use SMM in the CE and what are the consequences of using SMM.

Summary of Findings

The findings of the study emerged through the thematic analysis with four steps (Braun and
Clarke 2006). The major findings are listed as follows. First, the majority of the respondents
used LinkedIn as their major social media platform, thereafter Instagram, and Facebook were
common. Second, the SMM primarily was toward customers; however, in some cases, it was
also for informing or communicating with the customers’ customers, suppliers, employees,
partners, and even potential ones. Third, the firms found SMM relevant to (1) educate their
audience about their circular solutions such as specific products made of recyclable materials,
and (2) inform their audience about their circular activities, such as using clean energy and solar
panels for their inventories. Here the audience could be not only customers, suppliers,

employees, and partners but also potential ones.

Key Contributions

The results of this research shed light on several theoretical implications. First, the relationships
between various stakeholders have evolved in the CE (Frishammar and Parida, 2019; Oghazi
et al., 2022). Thus, the findings of this study add to the body of literature on CE. Second,
digitalization has enabled firms to establish and maintain relationships with their customers
more efficiently and effectively (Oghazi et al., 2022). SMM is practiced extensively by B2C;
yet, less attention has been devoted to B2B firms (Cartwright et al., 2021). Thus, this study fills

this research gap and adds to the body of literature on SMM by B2B firms.
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The findings of this study have several managerial implications and could be a guideline. First,
offline communications are still very valuable for establishing new relationships; (2) SMM
facilitates the establishment and maintenance of relationships; (3) Employing sustainability
content in SMM enhances the brand image; (4) Transparency in SMM and (5) third-party
validation empower trustworthiness; (6) SMM has an important role in educating the customers

and consumers about the sustainability and the solutions that the firm provides in this regard.

References are available upon request.
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Keywords: B2B Communication, Information Asymmetry, Loan Market, Large
Language Model
Descriptions: We investigate the impact of on-site visits, as a form of business-to-

business communication, on loans lent by banks towards firms visited.

EXTENDED ABSTRACT

Research Question

This study examines the impact of on-site communication, specifically site visits, on
transaction outcomes in the business-to-business (B2B) market. By analyzing a unique
dataset of on-site visits to listed firms by banks in China, we investigate how these visits
reduce the agency cost of customers and improve transaction outcomes in the bank-firm
loan market. Our findings demonstrate that pre-loan site visits facilitate the gathering of
proprietary information from visited firms, resulting in larger loan amount, lower secured

requirements, and reduced default risk. To assess the effectiveness of communication

1 For further information, please contact Dr. Hanyang Wang at Indiana University (hw70@iu.edu).
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during site visits, we employ a combination of manual labels and a large language model
(i.e., ChatGPT 3.5) for textual analysis. Our analysis focuses on four dimensions of
communication: frequency, bidirectionality, non-coerciveness, and formality. Overall, our

research highlights the value-creating role of on-site communication in B2B markets.

Method and Data

We gather corporate loan data of listed companies from the China Stock Market &
Accounting Research (CSMAR) database. This data set records loan-level information
offered by major banks to listed companies. The data also contains detailed loan-level
information, i.e., a unique firm identifier, bank information (e.g., the names and locations
of branches), and loan-level characteristics (e.g., loan amount, loan maturity, credit
guarantee providers, internal ratings, issuing date, maturity date on contracts, and loan
delinquency status). We keep non-financial private firms listed in A share. We then merge
the deal-level loan data with site visits data based on the issuing date. Corporate site visits
in China, often initiated by financial institutions, are trips to a firm’s headquarter and its
production facilities. Visitors generally ask questions and solicit in-depth answers from top
executives or board members. We manually collected site visits data from the Juchao
Website including comprehensive archive of detailed Q&A transcripts for each visit. In the
main analysis, we consider site visits by banks within one year prior to the issuing date of
loans. The sample period is set from 2012 to 2019. We choose 2012 as starting year because
the detailed Q&A transcripts of site visits begin from 2012. The sample period ends in 2019

because COVID-19 broke out in 2020.
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In our framework, the effectiveness of site visits depends on the quality of communication.
Based on 2,610 Q&A transcripts collected, we use a combination of ChatGPT and manual
labels to extract the transcript-level communication quality. Specifically, as a typical large
language model, ChatGPT uses a multi-layer neural network to model the structure and
patterns of natural language, which performed better than most deep learning models in
natural language processing. The communication quality is measured from four dimensions
based on previous literature (Mohr et al. 1996; Fisher et al., 1997; Palmatier et al. 2006):
frequency, bidirectionality, non-coerciveness, and formality. We firstly manually classify
10% random sample of 2,610 Q&A transcripts with two independent research assistants.
Then we use GPT-3.5 to classify the remaining transcripts in our sample, with prompts

trained by manual labels in the first stage.

Summary of Findings

We find that site visits before loan dealing significantly increase the size of loans and
decrease the secure requirement in the contract. In addition, site visits reduce the default
risk of loans in the post-issuance period. We find that higher communication quality during
site visits is significantly associated with larger size of loans, lower secured requirement
and lower default risk. The results further documents that the impact of site visits on bank-

firm loans depends on communication quality.

Key Contributions

This study makes a valuable contribution to the existing body of literature on B2B
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communication in marketing. Previous studies have primarily focused on analyzing the
effectiveness of communication from the seller's perspective, with the aim of improving
customer satisfaction and customer retention (Mohr et al. 1996; Fisher et al., 1997,
Palmatier et al. 2006; Mittal et al., 2021). However, there is a gap in understanding the win-
win outcomes of communication, particularly in terms of reducing agency costs for firms,
facilitating better loan deals and helping banks select safer borrower firms through effective
communication. To address these gaps, our research employs a unique approach by
utilizing human-Al collaborated textual analysis to measure the quality of B2B
communication. Specifically, we analyze detailed Q&A transcripts, making our study one

of the first to delve into this aspect of B2B communication quality.

This study also contributes to the existing body of marketing research on lending and loans.
Previous studies have primarily focused on examining various signals that can help reduce
information asymmetry between lenders and borrowers. These signals include factors such
as social distance from lenders (Galak et al., 2011), long-term relationships with a principal
customer (Cen et al., 2015), countersignaling (Caldieraro et al., 2018), and bonus payment
(Jiang et al., 2021). However, these studies have predominantly focused on either
consumer-to-consumer or business-to-consumer contexts. In this paper, we propose and
test a comprehensive framework that explores the impact of on-site communication

specifically in a business-to-business loan market.

Our research findings provide valuable insights into the practices of relationship lending.
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Traditionally, it has been believed that long-term, repeated interactions between lenders
and borrowers are necessary for mutually favorable outcomes. However, our study reveals
that even a single site visit can significantly improve loan outcomes. The effectiveness of
site visits can be attributed to the opportunity they provide for face-to-face interactions and
on-site tours of the firm.

References, tables, and figures are available on request.
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Keywords: corporate social responsibility, opportunism, unfairness, conflict, B2B
Description: This study examines the role of CSR in mitigating relationship-destroying factors of
opportunism, unfairness, and conflict in B2B markets by utilizing CSR activities as relationship

marketing investments.

EXTENDED ABSTRACT
Research Question
This study focuses on the insurance-like protection provided by CSR, which can mitigate relationship
risks (Godfrey, Merrill, and Hansen, 2009), and aims to shed light on the role of CSR in reducing
relationship-destroying factors such as opportunism, unfairness, and conflict in B2B relationships. While
previous studies have suggested that CSR activities have the potential to mitigate negative factors in
exchange relationships (Boyd et al., 2007; Tsarenko and Tojib, 2015), research on these issues in B2B
contexts is scarce.
Relationship marketing literature emphasizes that negative factors are more critical to long-term

relationship success than positive factors (Anderson and Narus, 1990; Samaha, Palmatier, and Dant,
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2011). In practice, it is recognized that relationship-destroying behavior is unavoidable in reality and
still occurs repeatedly, but related studies on solving this issue are still limited (Abosag, Yen, and
Barnes, 2016; Kang and Jindal, 2015).

The objective of this study is to investigate the role of CSR in mitigating relationship-destroying factors,
particularly conflict, opportunism, and the increasingly prominent unfairness. We draw two dimensions
of CSR activities, namely "Business-Practice CSR activities" and "Philanthropic CSR activities," from
Homburg et al. (2013) and empirically test how CSR activities aimed at stakeholders alleviate

opportunism, unfairness, and conflict in B2B relationships.

Method and Data

To gather the necessary data, we administered a survey with company representatives who are
knowledgeable about B2B partners. We received 225 usable responses out of 250, excluding unusable
responses. To ensure diversity, the survey was conducted on various industries with sales revenue
ranging from 10M to 500M USD. The respondents considered both suppliers (110 responses) and buyers
(115 responses) almost equally as key partners.

All measures are adopted from the existing literature. To assess reliability, we checked whether CR,
AVE, and Cronbach's alpha for each measure are higher than recommended value. To verify
discriminant validity, a four-step procedure was conducted: 1) 95% confidence interval (+ 2 SE) for the
standardized correlation coefficients among the constructs, 2) the chi-squared value comparison between
the constrained model with coefficient to be 1 with the unconstrained model, 3) AVE value exceeding
the squared value of the correlation coefficient (Fornell and Larcker, 1981), and 4) high correlation
values above .85 (Kline, 1998).

To address the possibility of common method bias due to single respondent, we checked the data with a
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Harman's single factor test (41%) and the fit change when the CFA includes a single common factor

(Ay*>3.84, p<.05), indicating no concern with the CMB.

Summary of Findings

Data analyses using the structural equation modeling show all the hypotheses are supported with
acceptable fit measures (Chi-Square=1063.13, df=413, P-value=0.00, RMSEA=0.084, NFI= 0.95, NNFI
=0.96, CFI=0.97, IFI = 0.97, RFI = 0.95). The results of our analysis show that perceived CSR truly
acts as mitigating strategies of relationship-destroying factors in B2B relationships.

Specifically, both Business-Practice CSR and Philanthropic CSR activities reduced the perceptions of
opportunism, unfairness, and conflict in business exchanges. In turn, reduced perception of relationship-

destroying factors affects exchange performance.

Statement of Key Contributions

This study has the following academic contributions. First, B2B CSR research focus had been limited to
positive mechanisms linking performance mainly in B2C contexts. We incorporate CSR and relationship
marketing by exploring the relationship-destroying factors of opportunism, unfairness, and conflict,
considering the potential role of CSR as an insurance-like protection. Second, this study highlights the
role of CSR as a new control mechanism for relationship-destructive behavior, which are perceived as
unavoidable but continue to occur in practice. Third, we explain how CSR activities are linked to
performance from relationship marketing perspective. For instance, by concerning the transaction cost
related to relationship-destroying factors, we justify the reasons why cost-consuming CSR activities can
be meaningful. Specifically, we add theoretical and practical explanations for the under-researched role

of philanthropic CSR in driving performance in B2B relationships.
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The practical implications are as follows. First, this study suggests that CSR can serve as an effective
investment strategy for building B2B relationships, and can actually control relationship-destroying
factors, instead of superficial or uncontrollable concepts (e.g., relationship length). Second, in building a
new relationship, this study shows that relatively weaker exchange partner can achieve feasible signals
to be perceived positively through CSR activities in a market with power asymmetry. Third, we have
shown that CSR can be used as a partner qualification criterion in B2B relationships to mitigate negative

factors when selecting a partner.

References are available upon request.
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Description: We empirically examine how the nature of a supplier’s commitment towards its
dealers can buffer or amplify different types of negative relationship outcomes in the aftermath

of a supplier-initiated action that is considered damaging by the dealers
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EXTENDED ABSTRACT

Research Question -- Firms undertake strategic actions to respond to disruptions in their
external environment and reinforce their competitive positioning. However, while such actions
may not be intentionally targeted towards channel partners, they can cause financial loss or
operational difficulties to the latter, turning out to be a significant negative event during the
course of the business relationship. In this study, the long-term relationship consequences of such
strategic actions by a supplier, wherein the affected exchange partners (dealers) stay in the

relationship but behave opportunistically, are studied.

Method and Data — The context of this empirical study is a distribution channel of a large
manufacturer of consumer durables. Our study focused on one supplier and its dealers. Primary
survey data was collected from key informants on both sides of the supplier-dealer dyads. Our
measures were validated using the three-step procedure recommended by Churchill (1979) and
Gerbing and Anderson (1988). Econometric analyses were undertaken to assess the hypothesized
main and interactive effects on the dependent variables. Additional analyses and robustness tests
were conducted, including mediation analysis as well as analysis that confirmed that CMV bias

was not a substantial concern.

Summary of Findings — Our empirical analyses reveal that the nature of the supplier’s post-
destructive act relationship commitment impacts the nature and magnitude of opportunism by the
dealers. We find, in the aftermath of a destructive act by the supplier, variations in how difterent
types (affective and calculative) of the supplier’s relationship commitment to dealers

amplifies/buffers the nature (passive or active) and magnitude of dealer opportunism.
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Key Contributions — Our findings make several contributions to extant scholarly knowledge in
the marketing discipline, particularly streams of B2B/Relationship Marketing research on (a)
negative events in channel relationships, (b) consequences of multiple types (affective and
calculative) of relationship commitment, and (c) antecedents of active and passive opportunism.
Our findings reveal a key managerial implication for practice — in the aftermath of a destructive
act by a firm that affects its channel partner, the type of relationship commitment that the firm
has to the partner has a significant impact on different types of negative relationship behaviors

exhibited by the latter.
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Description: Our study has investigated how firms in the luxury sector can leverage Al marketing
activities to innovate their business model and boost the development of future digital marketing

to enhance Luxury Shopping Experience.
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EXTENDED ABSTRACT
Research Question
(1) Whether Al technologies can enhance customers' satisfaction with LSE (luxury
shopping experience);
(2) Which dimensions of LSE are most impacted by Al marketing efforts?
(3) How do AI technologies can influence BMI (business model innovation) in

Luxury?

Method and Data

We use a video-based vignette experimental study since this technology is new within the context.
Considering the benefits of video vignettes, we conducted an online video-vignette-based
experiment through SoJump (www.sojump.com). Our treatment group (n=100, 60 participants
were female, and 40 participants were male) was assigned an ATT shopping condition, and the
control group (n=100, 81 participants were women, and 19 participants were male) was assigned
the same shopping setting but without ATT. Thus, the majority of our sample were female
participants.

The study used SPSS and SPSSAU algorithm software to analyze data. First, we used CFA,
KMO, VIF test and Bartlett’s Test of Sphericity, and Pearson correlation analysis to ensure our
data can be analyzed further. Second, we checked the manipulation by using the one-sample t-test.
Third, our results reveal a significant negative moderation effect of AI marketing activities in the

relationship between LSE and Satisfaction; Fourth, Al would drive BMI. Moreover, there is
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conclusive evidence about the significance of the positive association between satisfaction and

BMI. Therefore, all the hypotheses have been supported.

Summary of Findings

The findings corroborate the underlying hypotheses that (1) LSE has a positive effect on customer
satisfaction, (2) Al marketing activities play a moderate role in the relationship between LSE and
customer satisfaction, (3) and can drive BMI, (4) which is positively correlated with customer
satisfaction. The study's findings support marketing research which contends that digital
technologies affect satisfaction of customers assessing new technology via shopping experience,
and strategy research that considers Al and Al-enabled customer experience can drive BMI,
respectively.

Although the findings are generally consistent, it should be noted that there are a few
interesting points. First, this study demonstrates that ATT has a negative moderating effect on the
relationship between LSE and customer satisfaction. This is contrary to previous research tested
positive digital marketing efforts that ensure a satisfying luxury shopping experience (i.e., Al
chatbots, Chung et al., 2020; AR, Barhorst et al., 2021). In other words, the marketing activities of
ATT can rather replace traditional LSE than enhance LSE. Our results outline that luxury
customers strongly put a particular expectation on aesthetic in LSE and recognize that Al
technology can help to build superior quality rather than uniqueness and signaling status dimension

of LSE.
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Key Contributions

Theoretical Contribution:

Firstly, we contribute to the fragmented body of existing academic research and limited evidence
on the impact of Al technologies in digital marketing. We determined the key marketing
dimensions impacted by Al in delivering unique Luxury shopping experiences.

Secondly, we contribute to both BMI and marketing literature by arguing that Al-powered
marketing activities as the antecedents of BMI. We shed light on this gap by testing the integrated
model and arguing that luxury firms can create business value and achieve these long-lasting
competitive advantages with digital customer experience in such a dynamic environment.
Thirdly, this study sheds light on enhancing knowledge of Al in customer experience management
of luxury brands and new perspectives for future challenges and trends in the luxury segment.
Managerial Implication:

First, maintaining LSE is vital for embracing the changes of new technologies in the digital
environment, which doesn’t mean erasing the heritage and nature of luxury brands. Al applications
should focus on protecting brand identity as well as the uniqueness of LSE. Second, this study
suggests that luxury firms should not get too close to customers, and digital interaction may

negatively influence the brand’s aesthetics and deep connection with luxury customers.

References are available upon request.

110



2024 AMA Winter Academic Conference

CROSS-CULTURAL DYNAMICS IN CROWDFUDING: A MULTIFACETED
ANALYSIS OF LINGUISTIC ADAPTATION

Maryam Nezhadian, University of Wisconsin Milwaukee
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Description: This study examines cross-cultural marketing in Kickstarter projects, highlighting

language distinctions across languages and cultures and offering strategic insights.

EXTENDED ABSTRACT
Research Question — Exploring the realm of successful crowdfunding, particularly on diverse
platforms like Kickstarter, poses significant challenges. This study aims to understand the
intricacies of cross-cultural marketing by examining the language used in crowdfunding project
descriptions. This approach involves the comprehensive use of topic modeling, sentiment analysis,
and entity extraction to navigate this complex terrain. The core of this investigation focuses on
how linguistic adaptation unfolds in Kickstarter projects originating from various cultural
backgrounds. The hypothesis is that cultural nuances play a pivotal role in shaping the language
and emotional aspects of project descriptions, ultimately influencing backers' behavior. To
thoroughly address this hypothesis, our conceptual framework seamlessly integrates different

natural language processing techniques.

Method And Data — To fulfill the research objectives, three distinct Kickstarter datasets were

collected, each comprising more than 5,000 projects randomly chosen in categories such as arts,
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design, games, music, and illustration: projects from the USA in English, projects from Mexico in
English, and projects from Mexico in Spanish. This combination allows for capturing differences
in how individuals from various linguistic and cultural backgrounds express themselves in digital
marketplaces. The datasets encompass rich spectrum of projects representing diverse cultural
contexts. Each dataset was carefully curated, featuring project descriptions that formed the basis
for this detailed analysis. Employing advanced natural language processing techniques, textual
data is transformed into quantifiable variables, laying the groundwork for the analysis. Leveraging
Latent Dirichlet Allocation (LDA), this study used topic modeling to extract overarching themes
within project descriptions, revealing core linguistic attributes. Four topics were extracted for each
dataset, shedding light on the diverse facets of content. For sentiment analysis, TensorFlow, a
widely used machine learning framework, was employed. Sentiment analysis served as the
bedrock for gauging emotional tones, while entity extraction facilitated the quantification of
linguistic structures. This integrative approach provided a holistic view of both linguistic patterns

and emotional resonances embedded within project textual content.

Summary of Findings — Interesting differences were observed in Kickstarter projects from the
USA and Mexico. American projects were kept short and impactful, using lively words to grab
attention. Meanwhile, in Mexican projects, whether in English or Spanish, a mix of cultural words
was employed, showcasing communication across different cultures. Notably, Mexican projects
used fewer words, opting for a brief and impactful style. Additionally, emotions in Mexican
projects in English varied more than in Spanish ones, influenced by the language used. When
examining the words used, differences in how verbs and pronouns were employed were identified.

Common themes such as creativity, community engagement, and storytelling were found in both
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American and Mexican projects. However, there were distinctions. Mexican projects placed more
emphasis on specific locations, Mexican film and storytelling, and quality craftsmanship,
reflecting focus on their unique culture. On the other hand, gaming-related terms and broader

creative pursuits were highlighted in American projects.

Statement of Key Contributions — Crowdfunding, a widely researched topic, heavily relies on
written content, akin to digital marketplaces. This study pioneers a new approach, using advanced
methods like machine learning to explore cross-cultural marketing in Kickstarter projects.
Integrating text analysis methods like topic modeling and sentiment analysis enhances both
academic and practical aspects. Unraveling language and culture's impact on consumer
engagement, it deepens understanding in academic marketing, shedding light on adaptation
dynamics. Bridging language studies and marketing, it probes cultural nuances in language
expressions, enhancing crowdfunding projects’ funding performance. Beyond academia, this
research benefits various stakeholders. International businesses can tailor projects for cultural
resonance, and non-profits can craft sensitive communication strategies. In summary, it enriches
marketing practices and promotes cultural understanding. Integrating various natural language
processing methods offers a comprehensive exploration of linguistic adaptation, advancing
academic understanding. Beyond academia, insights empower businesses, non-profits,
governments, and policymakers to navigate linguistic adaptation ethically, fostering cultural

understanding and informing policies across diverse cultures.

“References are available upon request.”
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Description: This study explores an instrument that can be employed to measure levels of data

driven culture in an organization
EXTENDED ABSTRACT

Developing a data-driven culture in higher education is important for many reasons. This study has
significant implications for both academics and practitioners. By embracing data-driven decision making,
institutions can make informed and evidence-based choices that lead to improved student outcomes,
enhanced institutional effectiveness, and increased efficiency. A data-driven culture enables institutions
to identify at-risk students, understand their needs, and provide targeted interventions to support their
success (Henderson et al., 2016). By leveraging data, institutions can enhance retention, graduation

rates, and overall student achievement.

Institutions can optimize resource allocation by utilizing data to identify areas of inefficiency, allocate
budgets effectively, and make data-informed decisions regarding staffing, facilities, and infrastructure
(Weerts & Ronca, 2017). Data-driven decision making facilitates a culture of continuous improvement.
Institutions can monitor progress, evaluate the impact of initiatives, and adjust strategies based on data

insights (McCormick & Zhao, 2015). This fosters a culture of learning and adaptation.

This presentation can be valuable to academics and practitioners in both for profit and not for profit
organizations as they attempt to create a culture that embraces data and the powerful value it has in
decision making. This study provides direction to measure constituents’ engagement in data driven

decision making.
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Data Use in Higher Education

Historically in higher education, decision making was largely based on anecdotal evidence, personal
experiences, and intuition. There was limited use of data and analytics to drive decision making. IN the
mid 20th century, the field of institutional research began to emerge, aiming to provide evidence-based
decision support to higher education institutions. Institutional research offices were established to
collect, analyze, and report institutional data for various purposes, including enrollment management,

budgeting, and institutional effectiveness (McCormick & Zhao, 2015).

The current status of data application for decision making in higher education is characterized by
increased emphasis on data-driven decision making, the adoption of advanced analytics, and a focus on
leveraging data to improve student outcomes and institutional effectiveness. Institutional research
offices continue to play a crucial role in data collection, analysis, and reporting within higher education
institutions. They serve as central repositories of institutional data and provide insights to inform
decision making (McCormick & Zhao, 2015). The use of learning analytics, which involves collecting and
analyzing data related to student learning behaviors and outcomes, has gained prominence. Learning
analytics enable institutions to identify at-risk students, personalize instruction, and enhance student

success (Siemens & Baker, 2012).

Predictive analytics techniques are increasingly applied to identify patterns and forecast student
behaviors, such as retention, graduation, and course completion rates. Institutions use these insights to
design interventions and support services (Arnold & Pistilli, 2012). Higher education institutions are
leveraging advanced business intelligence tools and data visualization techniques to present complex
data in accessible and actionable formats for decision makers (Colwell & Hutchings, 2016). Thereis a

growing emphasis on evidence-based decision making in higher education, driven by the need for
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accountability and continuous improvement. Data-driven insights are used to inform strategic planning,

resource allocation, and program evaluation (Coben et al., 2018).

Method and Data

In order to develop a benchmark as to determining how the institutions’ employees are engaged in the
data use across the institution, we apply survey methodology to explore the degree of data culture in
organizations to 83 academic institutions in the mid Atlantic region. Two-hundred and fifty-one
participants from across these institutions responded to a survey that was distributed live at a
conference setting. All data was collected with Qualtrics survey software, and SPSS was used for all

analyses. Summary data will be presented along with the instrument.

The instrument was adapted from the non-profit Center for Data and Innovation and provides measures
of data driven culture. There are essentially six dimensions to represent the status of data driven culture
in an organization: purpose, leadership, organizational culture of learning, resources and professional

development, analytic capability, and ongoing improvement.

Summary of Findings

Respondents include 13% faculty, 13% staff and 78% administrators. Thirty percent or the majority of
respondents have worked at their institution for less than five years. The next largest reporting group
has been with the institution for 6-10 years (20%) and 20% of respondents have been at their
institutions for over 20 years. Eighty percent of the respondents believe that the institution has goals
that clearly relate to mission, and 39% believe leadership serves as a role model for data use in the
organization. Further while 36% believe leadership is motivating staff to use data to support decision

making, only 18% believe leadership clearly communicates expectations regarding data use.
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Surprisingly, 56% of respondents believe their institution is collecting quality data, but only 34% believe
the institution is applying the right tools to manage and work with the data. 22% believe they are not

trained properly to use data.

While there is no statistically significant relationship between years worked at the institution and
progress towards goals, the belief that the organization uses technology efficiently and leadership
serves as a role model for data use (p<.05). Additionally, there is no statistically significant relationship
between employee group (staff, faculty, administration) and the communication of expectations, and
the belief that Staff and stakeholders are involved in continuous improvement based on data (p<.05).
There is, however, a statistically significant relationship between employee group and the belief that
leadership serves as a role model for data use and that the organization supports professional
development related to the use of data. In both cases, administrators are more likely to believe that

leadership serves as a role model and supports professional development (p<.05).

Key Contributions/Implications

This study has a few implications for the application of data in higher education. First, the application of
data must be supported by a commitment to developing a data driven culture. This instrument may be
appropriate for institutions attempting to explore their data culture and understand employees’

perceptions of and acceptance of data use in their organizations. Organizations can label their data

” u ”n u

driven status as “not present,” “emerging.” “present,” or exemplary.”

Second, organizations can apply the six underlying constructs to measure the variety of dimensions of
data driven culture in their organization. These can be used to establish benchmarks as well as gauge
organizational engagement in a data driven culture. Organizations may also compare their scores
relative to other organizations in their industry and beyond. The data driven culture would be essential

to facilitating operations and enhancing customer relationships (Troisi et al, 2020)
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Finally it is important to make the distinction between a data driven culture and data driven decision
making. While data driven decision making might exist without a data driven culture, a data driven
culture will support and ensure that data driven decision making is central to the mission of the
organization and that resources are committed to data driven decision making. Additionally, a data
driven culture is essential to engage employees in this process and to ensure understanding of the

importance of data driven decision making.
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Description: This study sheds light on the role of the Metaverse in the fashion industry and

provides valuable insights for companies to navigate this new digital landscape.

EXTENDED ABSTRACT

Research Question

Despite the fashion industry’s robust engagement and increasing consumer spending on
the Metaverse, it is unclear why companies are engaged with the Metaverse and how this
engagement will impact the fashion industry’s future. Many people consider the Metaverse as the
future of the Internet — a three-dimensional evolution of the Internet. As with the historical
development of the Internet, there are concerns about what the future of the Metaverse would
mean for companies. The previous dot.com crisis demonstrated that the companies that could
incorporate the Internet survived, and the rest went bankrupt. This concern is amplified for the
fashion industry, as small and emerging fashion brands struggle to incorporate the Metaverse.
Thus, investigating comprehensive integration strategies becomes crucial for the fashion industry
to make informed decisions. Therefore, this paper aims to explore the role of the Metaverse in

the fashion industry. Specifically, we aim to answer the following research questions: 1) What do
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fashion companies think about the Metaverse? 2) How can the fashion industry tap into the
power of the Metaverse technology? 3) What are the opportunities and challenges in
incorporating the Metaverse?

Method and Data

Considering that consulting firms such as McKinsey & Co., BCG, Pew Research,
Deloitte, Ernst & Young, PWC, KPMG were among the first movers investigating the Metaverse
from wide angles, we collected 75 reports and interviews published by those companies during
2021-2022. The selection criteria for articles were based on a discussion of the Metaverse in
fashion only. Next, as the data preparation step, the corpus, a database in Posit Cloud, was
created, consisting of these 75 documents. The data underwent a cleaning process by removing
stop words, converting the whole textto lowercase, and eliminating unnecessary signs.

After data cleaning, a descriptive text mining analysis, including word cloud and word
co-occurrence networks, was utilized to gain an overview. Subsequently, a detailed sentiment
analysis was employed using the NRC library to determine the emotional responses. Finally, a
topic modelling analysis was conducted using Latent Dirichlet Allocation (LDA). LDA assumes
that each document consists of a blend of topics. Therefore, it is an appropriate method to
identify distinct Metaverse-related aspects and associated opportunities and challenges. By
thematically analyzing retracted topics and relevant keywords, we determined eight themes. A
pilot analysis of five documents was conducted to validate the approach before completing the
analysis.

Summary of Findings
Our analysis revealed the positive sentiments among fashion companies towards the

Metaverse. The fashion industry particularly values growth, content creation, and the potential
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enhancement of the quality of life. The Metaverse impacts the fashion industry by enabling
virtual retailing, boosting luxury sales, improving customer experiences, and offering innovative
sustainability solutions. The fashion industry remains optimistic about the potential of the
Metaverse by seeking integration strategies. However, the challenges include limited application,
entry barriers, and operational adaptations to virtual nature. The Metaverse has been driving
changes in business models, marketing, and supply chain management.

Applying the ambidexterity theory, we recommend that fashion companies undertake
both explorative and exploitative actions. For exploration, firms can research sustainable virtual
fashion, test VR prototypes, partner with tech companies, explore blockchain, and test VR
platforms. These activities ensure competitiveness by staying ahead. For exploitation, firms can
strive to optimize existing virtual experiences and enhance operational efficiency by offering
personalized recommendations, realistic environments, and interactive experiences to improve
customer engagement. Balancing exploration and exploitation, such as launching virtual stores,
utilizing social media, offering customized products, and collaborating with luxury brands,
empowers fashion companies for the Metaverse triumph, fostering growth and innovation.
Statement of Key Contributions

This study is an innovative effort within the academic marketing discipline, showcasing the
application of natural language processing and text mining to explore a recent trend: the convergence
of the Metaverse with the fashion industry. By harnessing these analysis techniques, the study
examines fashion companies' perceptions of Metaverse integration, specifically focusing on
motivations, opportunities, and challenges. This research provides in-depth insights into the intricate
interaction between the Metaverse and fashion, including enhancing customer experiences,
optimizing operations, and crafting innovative marketing strategies. Specifically, the study findings

highlight how fashion firms are encompassing luxury fashion retail, sustainability, and social
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dynamics within the realm of the Metaverse. The study utilizes ambidexterity theory to explain the
findings and provides implications to diverse non-academic stakeholders. Fashion enterprises,
ranging from established companies to emerging ventures, can derive actionable insights from this

study to fine-tune their Metaverse strategies, catalyzing growth and innovation.
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Description: This article aims to contribute to existing research by examining over 20 years of
research on naming Al by using systematic quantitative literature review which encompasses
work on naming Al across the fields of marketing, consumer behavior, psychology, and
computer science.

EXTENDED ABSTRACT
Research Question

Research on Al has received increased attention given the growing ubiquity of Al in
consumers’ lives ranging from chatbots, voice-based assistants, virtual agents to robots and Al
influencers. However, current research still offers scant insights regarding how consumers
experience Al. Extant work focuses on the element of anthropomorphism while studying Al.
However, naming Al, which should be considered as one of the most important elements of
anthropomorphism, has been surprisingly underexamined. Previous research notes that
consumers judge Al products not only focusing on their behavioral realism but their form realism
as well (Miao et al. 2022). Additionally, as Christoforakos et al., (2021) suggest,
anthropomorphism of a robot can be manipulated explicitly through verbal (e.g., voice) and non-
verbal (e.g., gestures) design cues along with implicit cues such as naming the robot. Even
though we can list different Al names which have been studied in this domain, no strong
consensus exists regarding how to name an Al-powered product. We aim to provide an
integrated theoretical framework by identifying and categorizing names of Al powered products
which are currently studied by diverse Al scholars. Additionally, we synthetize this stream of
work and offer propositions which entail both managerial insights and future research ideas.
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Method and Data

We conducted a thorough research of a diverse Al literature by employing a systematic
quantitative literature review technique to provide a comprehensive mapping of a topic of
inquiry and assess the relevant literature (Pickering and Byrne 2014). The data were collected by
searching the following databases: Scopus, Web of Science, JSTOR, ProQuest, Sage, Wiley, and
EBSCO. To be included in the current review, each paper had to meet the following criteria: (1)
be a journal article, conference proceeding, or PhD thesis, (2) be published in English, (3) appear
in press/print up until May 2023, (4) pertain to empirical research. For each database, the same
keyword search was employed (“naming AL;” “Al names;” “Al product names”; “naming Al
products”; “human vs. non-human Al names”). 194 Al names were identified. The following
variables were coded: Publication details, research methods used, variables measured, type of Al
examined (voice-based assistant, chatbot, robot, influencer, virtual agent), name of Al (classified
as whether it is a human vs. non-human; if human male vs. female; if non-human whether the
name is alphanumeric, semantic, suggestive, nonsensical, phonetic), and the effect found
(whether Al name has a positive vs. negative effect on the focal outcome variable(s) of interests).

Summary of Findings

Our review helps to categorize the current research in terms of whether the Al product of
interest has a human vs non-human name; if the product has a human name; we then categorize
the gender; if the product has a non-human name; we determine the category of the non-human
name chosen (alphanumeric, semantic, suggestive, nonsensical, phonetic). As our analysis
shows, use of human names for Al products has increased tremendously over the years. Among
the human names chosen, most of the Al products have female names. If an Al product has a
non-human name, our analysis shows that the use of semantic or suggestive Al name is more
common in comparison to other categories. Further, semantic and suggestive Al names have
more positive effects on consumers (among 194 names used in our analysis, 92 of those were
non-human names; 58 of those were named either using semantic or suggestive names and 32 of
those names had positive effect on consumers’ trust, satisfaction, and consumer desire to use that
Al product). Finally, the main type of Al of interest where the research examines the influence of
Al on consumers were robots followed by voice-based assistants, Al influencers, virtual agents
and chatbots.

Statement of Key Contribution

With this article, we aim to make three contributions to Al theory and managerial
practice. First, given that current research remains ambiguous and limited with respect to naming
Al, it 1s particularly difficult for researchers to compare current empirical results and draw
meaningful conclusions across studies. To this end, we comprehensively compile the body of
literature on naming Al, using systematic quantitative literature review which encompasses work
on naming Al across the fields of marketing, consumer behavior, psychology, and computer
science. Second, we synthesize findings from prior literature to produce a taxonomy of Al
naming to highlight key elements which academics and managers can leverage to ensure Al-
powered offerings perceived effectiveness. Third, we develop an integrative framework of Al
names/categories which synthesizes antecedents and consequences of naming Al differently and
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offer key theoretical insights, research propositions, and managerial implications as well as lay
out a comprehensive agenda for future research.

*References are available upon request.
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Description: This article presents a framework in which anthropomorphic design cues

affect perceived humanness moderated by ChatGPT’s errors.

EXTENDED ABSTRACT
Research Question
Anthropomorphic design cues are characteristics of humans applied to computers such as
the voice of a male or female. Users exhibit social responses in interpersonal interactions
based on anthropomorphic design cues even when it is clear that they are interacting with
a computer(Nass and Moon 2000). Buhrke et al. (2021) found that anthropomorphic design

cues lead to higher perceived human nature. Besides, Buhrke et al. (2021) demonstrated in
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an experiment that anthropomorphic design cues lead to higher social presence and service
quality. Therefore, the following hypothesis is proposed in this study:

H1: Anthropomorphic design cues of ChatGPT are positively associated with service
quality.

H2: Anthropomorphic design cues of ChatGPT are positively associated with perceived
humanness.

H3: Anthropomorphic design cues of ChatGPT are positively associated with social
presence.

H4: Service quality is positively associated with perceived humanness.

HS5: Social presence is positively associated with perceived humanness.

de Sa Siqueira et al. (2023) found that Chatbot errors harm users' social presence, while
anthropomorphic communication style can effectively reduce the negative impact of
chatbot’s errors but cannot fully compensate. However, Buhrke et al. (2021) state that
making mistakes can also be considered an anthropomorphic design cue, which may have
positive effects on perceived humanness.

H6: ChatGPT’ errors have moderating effects on social presence effect on perceived

humanness.

Method and Data

127



2024 AMA Winter Academic Conference

This study adopted a survey research method and recruited 184 respondents (93 with
ChatGPT’s errors and 91 without ChatGPT’s errors) from WenJuanXing (WIJX,

http://www.wjx.com), China’s largest online survey website which can attach to as wider

as possible population that uses ChatGPT. Measurements adopted: anthropomorphic
design cue (Sheehan, Jin, and Gottlieb 2020), service quality (Biihrke et al. 2021),

perceived humanness (Biihrke et al. 2021), and social presence (Toader et al. 2019).

Summary of Findings

We used a professional marketing research firm to gather survey respondents. This firm
provides access to several demographic sources, allowing for broad representation.
Incentives were offered for participation in the study. We implemented partial least square
and used specific software “SmartPLS 4.0” to analyze data. All constructs were
significantly converged (P<0.001) except perceived quality to perceived humanness and
social presence to perceived humanness. The scales achieved discriminant validity,
convergent validity, and reliability. The effect of anthropomorphic design cues on service
quality (B=0.642), social presence (=0.597), and perceived humanness(=0.540) is
significant (p<0.001). Besides, the moderating effect of ChatGPT’s errors on the social
presence (=-0.345) affect perceived humanness is significant (p<0.001). Hence, the

anthropomorphic design cue of ChatGPT is positively associated with service quality,
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perceived humanness, and social presence; ChatGPT’s errors have a negatively moderating

effect on social presence effect on perceived humanness.

Statement of Key Contributions

Scientifics are devoted to improving the similarity between robots and humans. The effects
of chatbots’ errors on users’ perspective during interaction are complicated and are
unidentified in many aspects now. There is a lack of research on ChatGPT’s errors affecting
perceived humanness. Studying these effects would impose to improvement of ChatGPT’s
humanness as well as supplement the research of chatbots’ errors, which is important for
both academics and markets. This article provides digital marketing with a deeper
understanding of chatbots’ errors. It is confirmed that ChatGPT’s errors have negative
effects on social presence affects perceived humanness, in other words, when errors occur,
ChatGPT seems more robot-like with high social presence. Besides, the positive effects of
anthropomorphic design cues on perceived humanness, service quality, and social presence
also have been proved. The finding holds theoretical implications for what kind of effects
will ChatGPT’s errors have on perceived humanness and practical implications for

improving the user experience of interacting with chatbots in marketing.
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Description: This paper aims to understand how artificial intelligence facilitates value co-
creation along the customer journey.

Abstract
Research Question

The artificial intelligence resulting from digital transformation is profoundly altering the way
companies cocreate value throughout the customer journey. Our study aims to examine how
Al can co-create value during the various stages of customer journey. The research questions
addressed in the study are as follows:

1. What is the difference between the traditional value co-creation customer journey
and the Al-facilitated value co-creation customer journey?

2. What is the impact of artificial intelligence on the VCC throughout the customer
journey, and how does it reshape the dynamics of value co-creation at different
touchpoints?

3. In what ways does Al contribute to the provision of functional, emotional, and
social value to customers during distinct phases of the customer journey, how do
these values become evident and change over the course of time?

4. What are the theoretical and practical implications of the findings for understanding
the evolving landscape of Al-driven value co-creation customer journey and what
potential areas for future research emerge from the insights gained in this study?

Methodology

This literature review investigates human-machine interaction in value co-creation throughout
the customer journey, emphasizing the influence of Artificial Intelligence (Al). Employing a
systematic approach guided by Tranfield et al. (2003), we conducted a literature review using
precise search strings on the Scopus database. Following recommendations by Rowley & Slack
(2004) for objectivity, we initiated the search with keywords from existing reviews, Artificial
Intelligence, Value Co-creation, and Customer Journey. The resulting 92 articles align with
systematic review norms, ensuring comprehensive findings. The analysis follows the Lemon
& Verhoef (2016) framework, focusing on the pre-purchase, purchase, and post-purchase
phases, systematically identifying triggers that guide the customers in their journey.
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Summary of findings

In this study, we expand Lemon and Verhoef's (2016) customer journey framework,
introducing modifications that make it more adaptable to various theoretical ideas. We argue
that the distinction between Traditional and Al-facilitated VCC customer journeys is
conceptually and practically fluid, with Al serving as a catalyst across touchpoints to create
value throughout the journey. Our findings highlight the transformative impact of Al on the
pre-purchase, purchase, and post-purchase stages, demonstrating how automation,
anthropomorphism, automated social presence, psychological ownership, and theory of mind
contribute to increased functional, emotional, and social value.

In the pre-purchase stage, Al enhances the customer experience through personalized
recommendations, real-time support, and efficient automation. During the purchase stage, Al
facilitates smooth transactions and decision-making, while in the post-purchase stage, it
continues to enrich the consumption experience and foster customer loyalty. Our study
emphasizes the importance of considering the dynamic intersections between different types
of Al in driving functional, emotional, and social value co-creation along the customer journey.

In the customer journey, functional value, rooted in a product's utilitarian purpose, is enhanced
by mechanical Al, providing consistency and efficiency. Emotional value, stemming from
emotional responses, is influenced by both "thinking AI" predicting preferences and "feeling
AI" engaging customers emotionally. Social value involves feeling, thinking, and mechanical
Al in a Social Value Creation Context. In the pre-purchase stage, Al contributes to functional
value through personalized recommendations, emotional value through positive interactions,
and social value through social media engagement. During the purchase stage, Al optimizes
pricing for functional value, provides personalized support for emotional value, and influences
perceptions through social proof for social value. In the post-purchase stage, Al-driven support
maintains functional value, personalized follow-ups nurture emotional connections, and loyalty
programs contribute to social recognition, emphasizing the dynamic role of Al in creating
functional, emotional, and social value along the customer journey.

Statement of Key Contributions

This study contributes to ongoing discussions on Al's impact on value co-creation across
customer journey phases. It explores how Al enhances value co-creation compared to
traditional methods. The paper conceptualizes the difference between traditional and Al-
facilitated customer journeys, emphasizing Al's transformative role in touchpoints and its
potential to deliver personalized experiences in real-time.

The study reveals Al's pivotal role in shaping the future of customer engagement and
satisfaction. It highlights Al's functions, such as automation, interactivity, and emotional
connection, at different stages of the journey. These functionalities collectively contribute to
increased functional, social, and emotional value, aligning products more closely with
customer needs.

The study recommends a model that encapsulates different stages and touchpoints, guiding
managers in reinventing business models and strategies. Al facilitates personalized experiences
at scale, improving the overall customer journey. Successful integration and automation of
customer and marketing data platforms empower brands to optimize in real-time, enhancing
relationships, influencing decision-making, and gaining a competitive advantage.
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References are available upon request.
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This research delves into the integration of Artificial Intelligence in organizational decision-
making, exploring its vital role in contemporary business strategies and future success, and
utilizes an extensive analysis of scholarly articles through advanced machine learning

techniques.
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EXTENDED ABSTRACT
RESEARCH QUESTION -

This paper studies the evolution of Management and Artificial Intelligence (Al) literature based
on an analysis of complete articles published in 53 of the leading journals. Our research aims
to visualize the structure of the content of both fields. Thus, it paves the way towards a solid
understanding of the evolution of Management and Al fields. In addition, our foundation of a
possible rapprochement would be illustrated, so that a contribution is delivered wherein
scholars of both fields can design a joint collaboration. We apply a Latent Dirichlet Allocation
(LDA) algorithm on the digitized keywords of 151,282 research articles. Since LDA is an
unsupervised learning algorithm for topic modeling, we expect to receive a less biased selection

of research topics which play a key role in the last decades.
The research was guided by three main questions:

1) How can transformation efforts be enhanced using Al alongside human decision-
making processes in modern firms?

2) What are necessary preconditions and requirements from both sides of the equation to
ensure synergistic effects?

3) What information can be derived from the most significant management and Al

research findings to date?
METHOD AND DATA -

The proposed methodology of the research embraces many essential facets and necessary
dimensions to establish itself as a contribution for future researchers, who either must cope
with a large amount of data or by choice, who would like to deliver solid contributions of
establishing a solid and exhaustive account of the history of the different fields and disciplines.
Our main focus was to avoid bias in conducting our research, therefore all the topics that were
analyzed by us went through a thorough machine learning algorithms (MLA) analysis for
establishing the historic and in-depth CA. Usually, conceptual articles are not very much free
from some conceptual bias that goes with these types of papers. Above all, we have analyzed
the total amount of textual data of both journals with the help of unsupervised MLA to establish
an objective account of the historical narrative. Thus, we have combined the scholarly analyzed
“lay of the land” in marketing with the techniques and tools of Al for more precision and

objectivity in establishing unbiased labeling of the “topic-keyword relations”. The LDA
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assumes that each topic is associated with multiple terms and vice versa terms can belong to
multiple topics but with a different impact on the overall topic distribution. Based on the
contemporary developments in ML capacity, we think our methodology delivers a robust
foundation not only for this research but also for additional research wherein a vast amount of
textual data could be analyzed for a more holistic grounded theory design. We deliver a

dynamic approach to highlight the evaluation of topics over time.

A CA was first performed of all papers published in 53 Management and Al journals, that are
not editorial notes, errata, or commentaries, to examine the content of the marketing literature,
trace its evolution and identify its main streams or subfields (see figure 1). This analysis is used
for an objective, systematic and quantitative consideration of the published articles while
allowing for an interpretation of the shifting priorities of editors, reviewers, and authors, which

shaped the evolution of the field.
SUMMARY OF FINDINGS -

To answer our first research question 1) “How can transformation efforts be enhanced using
artificial intelligence (AI) alongside human decision-making processes in modern firms?”” we
perform another zoom-in snapshot of our CA. It becomes apparent, that the focus on Deep
Neural networks as a conglomeration of multi-layered artificial neural networks will contribute
to the ongoing transformation process of companies. Especially Generative Adversarial
Networks (GANSs) as introduced by Goodfellow (2014), where two networks compete against
each other will be able to perform complex tasks. These algorithms can be labeled as “new-age
algorithms”. They are displayed on the far north-east of the CA-analysis in figure 6, mutually
pointing in the future direction of the spiral form of topic associations. This process will be
accelerated by Internet of Things (IoT) projects as well as with the (payable) introduction of
quantum computers. But also, the introduction of basic ML algorithms as well as the
implementation of Natural Language Processing (NLP) units as displayed of the center of the
2020-2023 year bubble are going to support the digital transformation of firms. These
technological hurdles are crucial for digital value creation and innovation, which is a topic of

its own well suited in the heart of the 2020-2023 bubble.

To capture the second research question “What are necessary preconditions and requirements
from both sides of the equation to ensure synergistic effects?” it becomes obvious from figure
6 that Big Data characterized by the 4Vs (Volume, Variety, Velocity and Veracity) and

computational power are necessary preconditions for applying Al technologies. Further text
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mining processes must be implemented to transform large volume amounts of unstructured
textural data in to structured e.g. bag-of-words representations that can be used by generative

models such as ChatGPT as well.

The third research question “What information can be derived from the most significant

management and Al research findings to date?”, indicated the following foundation:

1. Prioritization of Research and Development: The weights assigned to various topics
indicate the importance and the volume of research in these areas. This information
can guide organizations on where to focus their research and development efforts
for integrating Al into management practices.

2. Curriculum Development for Education: Educational institutions can use these
insights to develop or update their curriculum, focusing on the areas of management
that are most influenced by Al, such as knowledge management and adaptive
control systems.

3. Strategic Planning and Investment: Companies can use this data to inform their
strategic planning, identifying which Al technologies are ripe for investment and
which are likely to have the most significant impact on their operations.

4. Cross-Disciplinary Collaboration: The variety of topics suggests the need for
collaboration across different disciplines, such as computer science and business
management, to fully realize the benefits of Al in management.

5. Policy Making: Regulators and policymakers can use this information to understand
the areas where Al is having the most significant impact and where regulation might
be needed, such as in data privacy for knowledge management systems.

6. Innovation and Competitive Advantage: The data can help organizations identify
emerging trends in Al that could be leveraged for competitive advantage, such as
using NLP for improved customer interaction or optimization algorithms for supply
chain management.

7. Enhanced Decision-Making: Semantic information retrieval and fuzzy clustering
can be used to develop decision support systems that provide managers with more

accurate and nuanced information, leading to better business decisions.

By using the data to inform these aspects, a model of rapprochement between management and
Al can be crafted, ensuring that the integration of Al into management is strategic, effective,

and aligns with the latest research findings and industry needs.
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STATEMENT OF KEY CONTRIBUTIONS —

In synthesizing the merging of Al and organizational change management, this paper has
highlighted a transformative shift in decision-making paradigms. As we stand on the brink of
a new era where Al is no longer a random auxiliary phenomenon but moreover a pivotal actor
in firms' strategy, it's crucial to realize the symbiotic relationship that has emerged between Al

and management practices.

The empirical evidence and theoretical discussions presented in our paper underpin the
foundational impact Al has on decision-making processes. Al's ability to process and analyze
vast amounts of data far exceeds human capability, enabling more informed, efficient, and
strategic decisions. However, the data also demonstrates the indispensable function of Al and
human interplay in steering technology-driven enterprises of our epoch, thus adding ethical

considerations, and providing the nuanced understanding that only human experience can offer.

As firms adapt to this corporation, change management becomes pivotal. It's no longer about
managing human resources per se but moreover about orchestrating a harmonious alliance

between human intellect and artificial intelligence.

The future of decision-making, as evidenced by the research findings, is indeed a collaborative
act. It's about leveraging Al to augment human potential, not replace it. Organizations that
embrace this synergy will not only enhance their operational efficiency but will also foster a
culture of innovation, where Al and human talent co-create solutions for convoluted business

challenges.

In conclusion, the amalgamation of Al into organizational frameworks is not a distant outlook
but a present reality. The management strategies that will flourish are those that recognize Al's
transformative potential while remaining anchored in the rich base of human judgment and
ethical values. The era of collaborative intelligence is upon us, and it promises a horizon

brimming with possibilities for those prepared to steer its waters with foresight and agility.
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This paper highlights the importance of the attribution of responsibility, emotional response, and
consumer behavioral outcomes when the service delivered by voice-activated assistants goes

wrong.

EXTENDED ABSTACT

Research question

Interactions between VAs and consumers often go wrong. Despite technological advances in
Artificial Intelligence (Al), consumers experience repeated service failures when dealing with

VAs (such as Amazon Alexa, Google Assistant etc.).

Existing studies argue that consumers often attribute responsibility for the service failure to the

service provider (Cowley, 2005). However, when the service providers are VAs, many factors
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determine the attribution of blame. Hence, it is critical to understand how consumers attribute
blame when the service between VAs and consumers fails, the factors that influence this
attribution, the consumers’ emotional response to attribution of responsibility and consumers’

behavioral outcomes.

Summary of findings

Attributional search after service failure

In service encounters, consumers often attribute success to their personal abilities and give
responsibility to others for failures (self-serving bias) (Miller & Ross, 1975; Campbell &
Sedikides, 1999). However, in case of service failure with Al, the attribution of responsibility is
more complex. Folkes (1984) posits that the high complexity of a service drives consumers to
live in a moment of neutrality where consumers ask for information from the company to get
more insights about the service failure. After service failure, consumers start an attributional
search, searching for information to make sense of the service failure. Usually, in human-human
and in human-Al interactions as well (Meyer et al., 2022), consumers tend to protect their self-
worth unless during the attributional search other external factors impede or lower the possibility

of protecting the self:

P1. If service with VAs fails (vs. succeed), consumers tend to attribute responsibility more

externally (vs. internally).

During the attributional search, because the final attribution has not been established yet, the
company can persuade consumers that the failure is not under their control and encourage

consumers to blame some other external factors (Folkes, 1984). Indeed, during the attributional
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search, consumers continuously collect information to understand where to place responsibility

after the service failure with VAs:

P2. After service failure, during the attributional search, responsibility attribution shifts from

internal to external attribution and vice versa.

The role of joint recovery strategies on attribution of responsibility after service failure

Firms can control the attribution of responsibility after service failure, designing and managing
the recovery strategies implemented by VAs. Indeed, after service failure, VAs implement
recovery strategies such as apologizing or asking to repeat the request. Consumers engage in
self-repair strategies as well (e.g., over articulation, syntactical adjustment, increased volume of
the voice, and repetitions) (Beneteau et al., 2019, Cuadra et al., 2021). When recovery strategies
are implemented by both parties the voice-activated assistant and the consumer, the service
failure is recovered through co-creation (Meyer et. al., 2022). Hence, the attribution of blame
shifts internally, softening the self-serving bias. In this occasion, consumers recognize the VAs’

efforts to recover the failure:

P3. After co-creation of recovery (vs. absence of co-creation of recovery) the consumer attributes

responsibility more internally (vs. more externally).

The effect of VAs anthropomorphism on attribution of responsibility after service failure

According to Computers Are Social Actors (CASA) Paradigm, people attribute human
characteristics to algorithms and communicate with them as they would communicate with other

humans (Nass & Moon, 2000; Reeves & Nass, 1996). The perceived human-likeness of VAs
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(VAs anthropomorphism) leads consumers to unconsciously apply social rules. Therefore, the
more VAs are perceived as anthropomorphic by the user, the more they are believed responsible
in case of service failure.

Applying social rules, customers perceive VAs to have more control over a task and over a
failure. If anthropomorphism leads the consumers to recognize the VAs as human-like, the self-
serving bias applies to protect the self-worth of the customer who finds relief in attributing

responsibility externally to the VAs.

P4. The higher (vs. lower) the perceived VAs anthropomorphism, the more (vs. the less)

consumers will attribute responsibility more externally.

Emotional Response to attribution of responsibility after service failure

Weiner (2000) argues that after a product failure, consumers go through phases, starting from
thinking to acting. After the attributional search, consumers attribute the responsibility for the
failure, and, at the end, they experience certain emotions and behave accordingly. In this process,

emotions mediate as a bridge between responsibility attribution and behaviors.

Past research found that emotions experienced by consumers can influence their subsequent
behaviors (Zeelenberg & Pieters, 2004; Wetzer et al., 2007, p. 663) and trigger complaining
behaviors (Day and Landon, 1977), such as NWOM (Choi and Choi, 2014). Weiner (1985)
argues that the corresponding emotional response after attribution of responsibility is driven by
expectations and goals. In this paper, I refer to negative emotional response when customer’s

expectations and goals are not met, I refer to positive emotional response when customer’s
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expectations and goals are met. [ argue that in both cases, internal and/or external attribution of

responsibility, positive and negative emotional response may arise:

P5. After service failure, whether the attribution is internal or external, consumers experience a
positive (vs. negative) emotional response based on whether their goals and expectations are met

(vs. not met) when the attribution of responsibility occurs.

Behavioral outcomes after service failure

I investigate three possible behavioral outcomes following service failure. I refer to positive (vs.
negative) emotional response those that lead to positive word-of-mouth (WOM) (vs. negative
WOM), satisfaction (vs. dissatisfaction) and willingness (vs. unwillingness) to reconcile with the
VAs and the service firm. I include both the VAs and the service firm because I consider external

attribution made towards the service providers, the VAs, and the service firm as well.

P6. Positive (vs. negative) emotional response, leads to positive (vs. negative) WOM.

P7. Positive (vs. negative) emotional response leads to (dis)satisfaction with VAs and the service

firm.

P8. Positive (vs. negative) emotions lead to willingness (vs. unwillingness) to reconcile with the

VAs and the service firm.

Key contributions

First, this conceptual paper contributes to the interaction between voice-activated assistants

(VAs) and humans’ literature, and to service literature. Creating a new theoretical framework and
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providing future research venues (Table 1) starting from Weiner (1972, 2000) and Folkes’ (1984,
1987) this research aims to understand the outcomes following a service failure and highlights
the importance of attribution of responsibility in human-VAs interactions.

Second, this research suggests that firms can strategically manipulate anthropomorphism (the
extent to which consumers perceive humanlike traits in VAs). Anthropomorphism in VAs can be
shaped through the design of elements such as Natural Language Processing (NLP), voice,
personality, appearance. When VAs are perceived highly anthropomorphic, consumers recognize
them as peers and activate mental models like those in human-human interactions. However,
firms should avoid the uncanny valley effect (Mori, 2012), where overly human-like VAs trigger
feelings of unease and danger. Highly anthropomorphic VAs that are blamed for failures can
paradoxically lead to increased consumer trust and willingness to re-engage with the company.
Third, firms can manipulate recovery strategies in VAs. According to Kim and Song (2021),
service satisfaction increases when VAs take full responsibility for the failure and apologize. VAs
are trusted less than humans (Longoni et al., 2022) and are perceived as being less reliable over
time. Recovery strategies improvements such as designing more complex and more human-like
repair techniques (e.g., a more complex systems of apologies) could drive higher trust in VAs,
increase consumer’s satisfactions and increase future interactions after repeated failures.
Companies could also consider designing Vas that communicate to consumers that other users
had the same issue in the past (e.g., “30% of users had the same issue, it’s common!”). In this
way, consumers might perceive the mistake as a typical VA-consumer interaction communication

issue and shift the blame towards situational causes.
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EXPLORING THE IMPACT OF EMPATHY ON THE EFFECTIVENESS OF
ALGORITHM-BASED PERSUASION
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Contact Information: “For further information, please contact Kexin Li, Durham University
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Description: This research investigates the types and effectiveness of algorithm-based
persuasion (ABP) in marketing, using thematic analysis of online comments from social media

platforms to develop a new conceptual framework involving perceived empathy,

anthropomorphism, and emotional closeness.

EXTENDED ABSTRACT

Research Question

As new technologies such as machine learning and artificial intelligence (Al) evolve, interactions
with consumers increasingly rely on algorithms. Algorithm-based persuasion, which is defined
as any attempt to change consumers’ attitudes or behaviour via algorithm-based technology

(Gass and Seiter 2018), is widely used to improve marketing efficacy and consumers’ well-
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being. Such ABP is expected to help consumers use the app wisely and avoid over-indulgence.
However, the effectiveness of ABP and how consumers respond to ABP are still unclear.
Existing research lacks a comprehensive understanding of different types of ABP, and it has not
compared these types to determine which is more persuasive. Moreover, we have a limited
understanding of how ABP generates persuasiveness, and in particular, which factors or

mechanisms make them more persuasive.

Based on the above, this research aims to explore the following questions:

1. What are the major types of ABP, and which of them is more persuasive?
2. What makes ABP persuasive?

3. Will the persuasiveness of ABP vary according to the context?

Method And Data

To answer those research questions, we investigate the consumer experience of algorithm-based
persuasion (ABP) to understand how it works based on thematic analysis (Braun and Clarke

2006) of 1256 consumer online comments.

The research context is Douyin, the Chinese edition of TikTok. It is a video-sharing social media
application that enjoys immense popularity around the world (Statista, 2022). Douyin overuse

has been proven to damage personal well-being, such as difficulty in maintaining concentration
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(Zhao, 2021). To address this issue, Douyin has introduced intervention measures to curb

excessive usage since 2018 and has continued to iterate on them thereafter.

The qualitative data was obtained from online comments posed on the relevant and major social
media platforms, e.g., Doyin and Weibo. Relevant customer comments were identified by
searching for the keywords “Douyin anti-addiction”, “Douyin rest reminder”, “Douyin time
management”, “Douyin sleep reminder”, “Douyin warm moment”, “Douyin time reminder”. The
original data is in Chinese and was translated into English after coding. The data was collected
between December 2021 and March 2022. The final dataset adopted comprised 1,256 comments

in total, including 432 comments from Weibo and 824 comments from Douyin.

Summary of Findings

This research classified ABP into empathic ABP and non-empathic ABP based on thematic
analysis. The main argument is that empathic ABPs that show empathy through conversation are
more effective, as the perceived empathy will increase users' perceived congruence between the
motivation of ABP agents and the ABP content. Furthermore, empathy, as a unique human
quality, can prompt users to anthropomorphize the ABP agent, creating an emotional closeness
with it, and therefore users are more likely to accept the ABP agent's suggestions (Blut, Wang,
Wiinderlich, & Brock, 2021; Choi, Mattila, & Bolton, 2021). Increased emotional closeness

captures more trust perception which means users perceive the ABP agent as a credible source of
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information, which leads to higher persuasiveness (Korchmaros & Kenny, 2001; Touré-Tillery &

McGill, 2015).

The findings further suggest that the effect may vary depending on two boundary conditions, i.e.,
the humanlike feature and the orientation of the ABP agent. Specifically, excessive
anthropomorphic traits could provoke the Uncanny Valley effect, thereby undermining the
effectiveness of empathy on persuasion. Well-being-oriented ABPs are more effective than
consumption-oriented ABPs, because consumption-based ABPs may raise users' doubts about

the motivations of such persuasions.

Statement of Key Contributions

This research enhances algorithm-based persuasion (ABP) research in two significant ways.
Firstly, it conceptualized ABPs into empathic ABP and non-empathic ABP, shifting the focus
from Al intelligence levels to consumer experience. Secondly, it identified the potential
mechanisms of how perceived empathy influences consumers’ decision-making. This advances
the empirical research of the matching effect in the ABP domain, by identifying the importance
of perceived empathy, anthropomorphism, and emotional closeness. This research extends
existing conceptual research to practical consumer behavior, highlighting the expanding

relevance of conscious Al in applications like wearable devices and Al sales assistants.
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In marketing, algorithm-based persuasion is increasingly utilized, but its implementation requires
careful consideration. This research suggests that practitioners should first determine whether
empathic ABP is suitable for a specific application context. Empathic ABP is more beneficial for
a well-being-oriented context. Whereas in goal-oriented contexts, such as the scenario of
Microsoft integrating ChatGPT to improve efficiency, ABP might better aim to provide function
benefit, avoiding over-empathy that may seem unprofessional. Secondly, the designs of ABPs
are crucial. A balance in humanlike features enhances empathic ABP's impact, but it is also

necessary to avoid excess to prevent the 'uncanny valley' effect and consumer discomfort.

References are available upon request.
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Description: This study examines one intervention that can be implemented by women
entrepreneurs to counter stereotyping and improve firm outcomes.

EXTENDED ABSTRACT

Research Question:

It is widely recognized that gender bias has negative effects on women in business, impacting
aspects such as hiring, promotion, pay equity, and access to venture capital funding. Here we
identify a counter-intuitive strategy that women founders can employ to boost business
outcomes. Specifically, we theorize and empirically demonstrate across five preregistered studies
(N =2500), including a field study, that affixing the owner attribute label “woman-owned
business” can engender positive business outcomes, including perceptions of business
competence and service quality. These effects are driven by an increase in perceptions of the
business owner’s agency. Affixing this gender-based owner attribute label is especially effective
in situations that lack other credible cues of competence and in industries that are perceived as
competitive. The present work advances our understanding of stereotypes, discrimination, and
identity in the consumer marketplace, and offers practical implications for business owners in
traditionally marginalized groups who face—and must combat—stereotypes.

Method and Data:

Five preregistered experiments test these predictions. Study 1 examines whether affixing a
“woman-owned” business label (i.e., WOB label) influences consumers’ perceived competence
and expected quality of the firm and finds that the presence of the WOB label is significantly
influential. Study 2 tests in the field the positive role affixing a gender-based owner attribute
label plays in consumer choice of the firm. Study 3 examines the proposed psychological
mechanism and demonstrates a boundary condition in which the label is mitigated when the
owner is perceived as acting without agency (i.e., when the WOB label is assigned by a third
party). Studies 4 and 5 examine moderating factors. Study 4 investigates whether the positive
effect of the label is attenuated when the owner’s high (vs. low) industry experience is
communicated, while Study 5 tests industry competitiveness as a boundary condition.

Summary of Findings:

Across five preregistered studies, we investigated the psychology of a gender-based owner
attribute label, namely a “women-owned” business label. We first showed that affixing a
“women-owned” business label improves perceptions of competence and service quality for
women business owners (Studies 1-5). This effect was robust across multiple racial categories
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(Study 1) and directly benefits firms by increasing consequential consumer outcomes (Study 2).
We demonstrate that perceived agency and competence of the business owner drives higher
expectations of service quality (Study 3). We also found that this label is especially effective in
situations that lack other credible cues of competence (Study 4) and in industries that are
perceived as especially competitive (Study 5).

Key Contributions:

Despite the rising number of women-owned businesses in America, female business owners face
many challenges from both firms and consumers. While prior research has primarily focused on
documenting gender bias and its deleterious effects, little attention has been given to
interventions. This research investigates the psychology of utilizing a “woman-owned business”
label in marketing communications. We show that affixing this gender-based owner attribute
label can engender positive firm outcomes by increasing perceptions of agency and competence,
thus counteracting the prevailing stereotype that women are less competent than men.

This work contributes to multiple streams of consumer behavior research. First, we
contribute to emergent research on interventions individuals can employ to counter bias in the
marketplace. Second, by examining the experiences of business owners, we offer another
perspective on stereotypes, given that prior research has primarily focused on consumers’ felt
experiences of stereotype threat. Relatedly, we advance the current understanding of identity
marketing by investigating how business owners can leverage their own identity attributes to
improve business outcomes. Finally, our work provides actionable managerial insights for
business owners and marketing managers by providing an integrative understanding of when and
why affixing owner attribute labels can engender positive business outcomes.
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Description: This experimental paper examines the effectiveness of immersive virtual reality
(VR) media in the tourism context, assessing their impact on physiological arousal, presence,

and intention to visit the promoted destination.

EXTENDED ABSTRACT

Research Question:

In recent years, the 360-degree video format has witnessed a notable surge in demand, thus
increasing the attention of marketing researchers and practitioners due to its potential to provide
effective "try before you go" experiences. Virtual reality (VR) technologies in the consumer

market mediate users’ perception of objects and the environment, thus becoming a real
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extension of their bodies and offering new ways of experiencing virtual content characterized
by superior interactivity and immersiveness. Despite the increasing attention toward VR
technologies and their possible impact on destination marketing, there is a limited body of
research examining the relationship between presence, emotion, and intention within the field
of tourism (Yung et al., 2021). Moreover, despite calls for a comprehensive approach and the
recognized importance of emotional factors (e.g., Martinez-Molés et al., 2021), the utilization
of physiological data to quantify emotional responses in VR tourism studies is notably
underrepresented in the literature. Based on this rationale, the present paper aims to investigate
how presence and arousal impact individual intentions to visit a destination after VR exposure

by adopting a multi-method approach.

Method and Data

A between-subjects experimental design was adopted to investigate the effect of media
typology (VR vs desktop condition) on presence and intention to visit the promoted destination.
The stimulus was a 360-degree movie with the most famous attractions in the city of Valencia,
Spain. Participants were randomly assigned to one of the two conditions. In the 360-degree VR
condition, they were equipped with a Meta Quest 2 virtual reality headset. Participants in the
desktop condition interacted with the stimulus using a mouse and a desktop screen. The
stimulus remained unaltered across the two conditions; hence, exposure time in both treatments
was the same. We involved 100 participants in the study aged between 18 and 31 (28% female,
Mage= 23.66, SDage = 2.55). Throughout the experiment, implicit measures related to
physiological arousal were measured by acquiring galvanic skin response through a pair of
finger electrodes placed on the distal phalanges of each participant. Explicit self-reports related

to perceived presence, intention to visit, and innovativeness toward new technologies were also
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gathered. All the self-reports were adapted from previous literature and measured using a seven-

point Likert scale.

Summary of Findings

Our empirical evidence showed the existence of a significant main effect of media typology on
presence and physiological arousal. However, physiological arousal did not mediate the
relationship between the manipulated variable and the sense of presence perceived by
individuals. Previous studies exploring the causal relationship between arousal and presence
primarily focused on the manipulation of emotional content within VR stimuli, overlooking the
technological aspects of the media used. Our results suggest that the attribution of arousal to
the content - more than the technological features of the media - of the virtual experience is
essential for inducing presence. Also, the present study highlights that presence is a mediator
of the relationship between media typology and intention to visit the destination, but no
relationship between physiological arousal and purchase intention was found. Therefore, the
results of our paper suggest that cognitive elaboration of the experience via presence can
significantly impact the visit intention, while the autonomic arousal generated by immersive

devices remains limited to the experience itself and does not result in tangible effects.

Key Contributions

This study makes contributions to the literature and offers practical implications for travel
agencies and DMOs. First, we contribute to the existing discourse by advancing the
understanding of the underlying processes that affect arousal and presence. While the
relationship between media typology and presence has been extensively investigated, emotional
engagement has often been seen as a consequence of presence in the tourism literature (Yung

et al., 2021). Our research findings suggest that the measurable characteristics of immersive
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media themselves can induce emotional arousal during the consumption of VR experiences,
independently of the presence reported by the individuals. Second, our study contributes to the
methodological debate in destination marketing by introducing and testing a multi-method
approach to evaluate the role of emotions in 360-degree virtual tours. In doing so, we support
the validity of utilizing physiological measures within the realm of tourism, showing the
potential to reliably anticipate the behavioral reactions of individuals following VR
experiences. Regarding practitioners, our findings support marketers in shaping VR
experiences to increase the likelihood of converting virtual explorations into real-world visits.
In this regard, our research highlights the need to prioritize the quality of virtual experiences

over merely inducing high arousal, leading to effective conversion.

References are available upon request.
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Description: Using Meta-analysis on 60 effect sizes from 53 studies, the study explores the
prevalence of positivity bias and negativity bias, considering factors such as the number of

reviews visible to consumers and the rarity of reviews.

EXTENDED ABSTRACT

Research Question

Do consumers display positivity bias or negativity bias? The findings from the extant
research on online reviews is mixed. While some studies have shown that negatively
valenced information weighs more than positively valenced information and is perceived to
be more helpful (termed as ‘negativity bias’), other studies have shown that positively
valenced information helps customer to gain knowledge and thus are perceived to be more
helpful (termed as ‘positivity bias’). These mixed findings impede the field, and confuses the
marketing manager. It is thus important to understand the conditions under which
negativity/positivity bias occurs. It is also imperative for the field to understand why such

differences in various studies are occurring.
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Method and Data

Following common practice, we started our data collection by doing an extensive literature
search on online reviews. We specified various inclusion criteria to refine our search. The
dependent variable for the study was helpfulness of online reviews. The data included 60
effect sizes extracted from 18 experiments, 39 archival studies and 3 surveys covering a total
of 10236575 sample size between the years 2008 to 2022. The studies included online
reviews for different type of products like digital camera, restaurants, hotels, applications,
washing machine, etc. and included different platforms used in archival analysis like
Amazon, Yelp, TripAdvisor, etc. For the purpose of our meta-analysis, we recorded the

correlation between the independent and dependent construct.

Summary of Findings

The results of the current meta-analysis showed that there is a mix in the findings of studies
producing an overall effect size of virtually zero. While the difference in the findings could
not be attributed to the chance, we find that the difference lie in the way data was collected
from the respondents. We found that studies where a set of reviews are visible to consumer
while making the decision, positive reviews were weighed more helpful than negative
reviews. We also found that consumers weigh positive information as more helpful in case of
experience products than in case of search products. There was no evidence for differences

because of culture, methodology, sample type or the type of construct used in the study.

Key Contributions
Even though a substantial body of research has explored the different causes related to
negativity and positivity bias, a consensus among researchers has not been reached. We still

have limited understanding of the specific conditions under which negativity or positivity
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biases arise. Through meta-analysis, our research synthesizes the literature concerning the
relationship between valence and helpfulness within the context of online reviews. Utilizing
60 effect sizes from 53 studies, we found a mean effect size close to zero, indicating that
researchers lack consensus regarding the prevalence of a specific bias. We also tested four
moderators: culture, review set, product type, and review rarity, to examine their effects on
the relationship between online review valence and helpfulness. Our findings revealed a
moderating role played by the composition of the review set, rarity within the review set, and

product type.

We discovered that in cases where a set of reviews is visible to consumers during their
decision-making process, positive reviews were considered more helpful than negative ones.
Furthermore, consumers tend to find positive information more valuable in the case of
experience products compared to search products. No evidence of differences due to culture,
methodology, sample type, or the type of construct used in the study was found. Our research
extends scholarly understanding of the diverse conditions contributing to positivity or
negativity bias in the realm of online reviews. Moreover, our study provides valuable
managerial insights regarding the composition of reviews that are visible to customers when

they make purchase decisions.
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Description: The paper provides a comprehensive review about one of the main moderating
factors affecting electric vehicle adoption in India by specifically focusing on the “attitude
behavior gap” that exists in the Indian consumers mindset.

EXTENDED ABSTRACT

Research Question

India is the third-largest automobile market in the world, ranking after the US and China.
However, 30% of the automobiles sold in China were EVs, compared to 4.1% in India in
2022. This shows the extent of the "attitude-behavior” gap present in the typical Indian
consumer. Although most consumers have positive attitudes towards electric vehicles, these
favorable attitudes don’t translate into actual purchasing behavior. Our research aims to
address this gap and study the intrinsic motivational factors moderating the gap in this
relationship. Our hope is that our research will unlock new perspectives and paradigms that
will help a variety of stakeholders in the EV ecosystem, from marketing professionals to EV
manufacturers and policymakers, better understand the perceptions, attitudes, and behaviors
of the Indian consumer when it comes to electric vehicle adoption.

Our research question mainly focuses on the moderating mechanisms that affect the relationship
between attitude and actual buying behavior of electric vehicles. The moderating variable is
termed Environmental Conscientiousness (EC). This latent variable moderates the relationship
between pro-environmental attitude towards electric vehicles and actual purchasing behavior of
electric vehicles.

RQ: Does EC play a moderating role in bridging the “Attitude-Behavior” gap for EV Adoption?
Method and Data
Here, we hypothesize that environmental conscientiousness has a moderating influence on the

relationship between attitude towards EVs and EV adoption behavior. A brief description of the
variables is as follows:
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Environmental Conscientiousness (EC): Measuring the participants' concerns for the
environment, eco-friendly behavior, and attitudes towards sustainable practices
Conscientiousness has been seen as a moderator in addressing the "attitude-behavior" gap in
green IT practice. However, its effect has not been measured in the context of EVs.
“Environmental conscientiousness” has been used before in literature to refer to an
organization’s approach to environmentally friendly policies. However, here we define it in
terms of an individual's conscientiousness towards their environmental and biospheric behavior.

Attitude/Perception towards EVs: Measuring participants' overall favorable or unfavorable
evaluation of EVs Assess participants' perceptions of EV advantages (e.g., reduced emissions,
lower operating costs) and disadvantages (e.g., limited range, charging infrastructure).

EV Adoption Behavior/Intention: Measuring participants' likelihood to adopt or purchase an EV
within a specified timeframe.

The data will be collected via survey using scales used in prior research regarding EV Adoption
in Chinese, Italian, UK and Spanish population. Once the data is collected, it will be analyzed
using SPSS to find the moderating influence of EC on EV Adoption in India.

Summary of Findings

This paper aims to understand the moderating factors that affect the "attitude-behavior” gap
when it comes to EV adoption among Indian consumers. While previous literature has discussed
this gap in the context of India using the DEMATEL approach, they found the three main
barriers to EV adoption are the issues of power availability, concern about battery life, and
absence of proper charging infrastructure. We would argue that all these barriers are external in
nature, and although they influence the EV adoption behavior, the model does not account for
intrinsic motivational factors that may moderate this relationship. According to value-belief
norm theory (VBN), which is an extension of norm activation theory (NAT), pro-environmental
attitudes emerge from one’s values, which can be segregated into three distinct domains:
altruistic, biospheric and egoistic. Understanding the interplay of these motivations is critical to
unlocking the next generation of EV consumers as the product moves from early adopters to the
mainstream market in India. While the latent variable CE accounts for some of the factors
discussed prior related to battery life, charging infrastructure and power availability, there has
not been much research into understanding the implications of intrinsic motivation in purchasing
of Electric vehicles in the Indian market. We find that the latent variable EC, has roots in all the
three distinct domains from which pro-environmental attitudes emerge namely altruistic,
biospheric and egoistic.

Summary of Findings

Although there has been significant research in EV Adoption in developed countries, the
“attitude-behavior” gap remains largely unexplained. Compared to the western counterparts,
research regarding the transition from ICE to EVs in India is still in its nascent stage. There are
multiple reasons for this ranging from fixed and variable costs to range anxiety. Most of the
research in this field has focused on extrinsic factors regarding the performance of the vehicle
itself or the perception of the performance. Accordingly, there is a gap in literature as to how EC
can play a part in bridging the “attitude-behavior” gap that permeates the Indian population.
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Here, we explore the moderating effect of EC on addressing the "attitude - behavior" gap for the
Indian consumer. By effectively tapping into consumers’ EC companies can design effective
marketing campaigns to penetrate the EV Market. However, there are limitations to this study, as
literature has shown that intrinsic motivation is not enough by itself to fully explain the
relationship between the attitudes and behaviors of a consumer when it comes to high
involvement purchases such as an electric vehicle.
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Description: This study advances AR shopping app theory by showing that the decision-making
style of strategy maximizing has a positive effect on the adoption of AR shopping apps.

EXTENDED ABSTRACT

Research Question

Augmented reality (AR) is one of the most important technological developments right now
(Gartner 2018). The possibility to enrich physical environments through virtual elements bears a
plethora of possible use cases one of which is to enhance online shopping experiences for
consumers. While the theoretical merits of AR are widely acknowledged the actual impact of AR
on consumer behavior is not completely known (Hilken et al. 2022). Inter-individual differences
are assumed to play a role in consumers reactions to AR applications (Hilken et al. 2022). Up until
now several consumer characteristics have been researched, however Hilken et al. (2022) call for
a consideration of different decision-making styles such as maximizing tendencies (Cheek and

Schwartz 2016).
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The goal of this work is thus to investigate the effect of the decision-making style of maximizing
on the adoption intention of AR shopping applications, purchase intention and willingness to pay
(WTP). Because maximizing consumers are interested in and gather more data from different
information sources it is assumed that they have a higher adoption intention of AR applications
than non-maximizing consumers. It is further assumed that the use of an AR app has a stronger
positive effect on purchase intention and WTP for maximizing consumers than non-maximizing

consumers.

Method and Data

Data was gathered via an online questionnaire, which was distributed through a student panel of a
German university as well as through social media outlets. At the beginning participants were
asked about their online shopping frequency (seldom = less than once a month, occasionally =
once or twice a month, often = more than twice a month) and their WTP for a pair of shoes. Then
they were introduced to the “Wanna Kicks” app, a virtual try-on application for sneakers. The
participants were then asked to imagine a scenario in which they were searching online for a pair
of shoes. Successively, the participants saw a short video which simulated using the app after
which the participants were asked about their intention to adopt the “Wanna Kicks” app and similar
AR-shopping apps respectively. Purchase intention and WTP for a pair of shoes was asked again.
At the end goal maximizing was measured with the 7-item version of the Maximizing Tendency
Scale, (MTS-7, Dalal et al. 2015) and strategy maximizing was measured with the 12 items of the
Alternative Search Subscale of the Maximizing Inventory, (MI-AS, Turner et al. 2012). The final

sample consisted of 105 participants.
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Summary of Findings

We run multiple linear regression analyses with stepwise backward elimination and gender, age,
goal maximizing, strategy maximizing and online shopping frequency as predictors. In three
models the variables strategy maximizing and seldom online shopping were significant predictors.
These were the models predicting adoption intention of the “Wanna Kicks” app (F(2, 102) = 5.005,
p <.01, R2 =.089), adoption intention of AR shopping apps in general (F(2, 102) =6.191, p < .01,
R2 =.108), and purchase intention (F(2, 102) = 4.437, p < .05, R2 = .080).

Our results suggest that strategy maximizing promotes the use of AR shopping apps, which aligns
with earlier findings that consumers who use strategy maximizing but not goal maximizing exploit
more channels (e.g. stores, online, mobile apps, and catalogues) before making a purchase decision
(Harris, Dall’Olmo Riley, and Hand 2021). It seems that because maximizing consumers try to
process all available information (Liu, Kaikati, and Arnold 2022) they are more open to additional
information AR shopping apps provide. Further participants with higher online shopping
frequencies were more interested in the adoption of AR shopping apps and reported higher
purchase intention. Thus, it appears that consumers already familiar with online shopping see the

most benefits from the adoption of AR shopping apps.

Key Contributions

This research makes several important contributions to the AR shopping app and maximizing
literature. It advances AR shopping app theory by showing that the decision-making style of
strategy maximizing has a positive effect on the adoption of AR shopping apps. It further
contributes to maximizing theory by showing distinctions between the strategy component of

maximizing which promotes an adoption of AR shopping apps and the goal component for which
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no such influence was found. Additionally, this research found that maximizing consumers
reported higher purchase intention after product presentation through the AR shopping app.

These findings are interesting for marketing practitioners and firms who want to identify market
segments open for the adoption of AR shopping applications. By promoting information and
comparison aspects of AR shopping apps, adoption among online shopping maximizing consumers

could be increased which in turn would have a favorable outcome on product sales.
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Description: The study investigates consumer behavior in the hospitality industry, focusing

on factors influencing attitudes towards artificially intelligent -powered applications.

EXTENDED ABSTRACT

Research Question

The increasing popularity of artificially intelligent applications in resorts has greatly enhanced
the appeal of premium services in the realm of travel entertainment. This has resulted in the
emergence of a novel area of research that specifically examines the impact of artificially
intelligent applications on the field of consumer behavior. The hospitality industry has been
able to utilize advancements in robotics and big data to introduce artificially intelligent luxury
resort applications, which offer partially personalized service experiences. These applications

provide functionalities such as self-checkout, reservations for dining, and corporate occasions
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for socializing, augmenting the perceived value of the visit. The COVID-19 pandemic has
necessitated the development of a comprehensive model that outlines the conceptual pathway
through which consumers' behavior can enhance the perceived value of the experience as a
whole. Prior research has examined various technological aspects in the hospitality sector.
However, there is a scarcity of studies that specifically investigate consumer acceptance of
sophisticated artificial intelligence applications in hotels and resorts. The objective of this study
is to address a deficiency in current research regarding the implementation of artificially
intelligent resort applications in the hospitality sector, aiming to identify specific factors that

impact consumers' decisions to adopt such applications.

Method And Data

The study implemented structural equation modeling to examine the relationship between
factors affecting technology adoption and customer perceived value in the hospitality industry.
We used a questionnaire to assess the constructs in artificially intelligent luxury resort
applications, modified from prior research, guaranteeing the reliability and validity of the
measurements. All constructs were evaluated using five-point Likert scales, which were
adapted to fit the specific requirements of the research. To verify appropriateness, participants
affirmed their utilization of such applications during their most recent vacation. The concluding
segment encompassed inquiries regarding demographic data, educational background,
occupation, place of residence, and income level. The study employed the Partial Least Squares
Modeling technique to analyze the data, testing the proposed hypotheses of the model. The
study primarily examined the reliability of items, the internal consistency of constructs, the
convergent validity, and the discriminant validity. The reliability and convergent validity of
the scales were assessed through factor loading, Cronbach's alpha, Composite Reliability, and

Average Variance Extracted. The discriminant validity was assessed through the utilization of
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the Fornell and Larcker methods as well as the Heterotrait-Monotrait method. Subsequently,
the structural model was utilized to examine both the direct and indirect impacts. The findings

corroborate the hypotheses.

Summary of Findings

The results are consistent with previous research, indicating that the assessment of perceived
value plays a vital role in the acceptance of innovative Information and Communication
Technologies (ICT). Enjoyment, observed immersion, confidence, and lifestyle change are a
few examples of the factors that affect people's willingness to pay for artificially intelligent
applications in opulent resorts. The study demonstrates that consumers' perception of value is
an essential component that determines the relationship between willingness to accept and
willingness to pay using artificially intelligent applications. The mediation analysis revealed
that the existence of perceived value among consumers increases both satisfaction and a greater
motivation to adopt and utilize artificially intelligent luxurious resort applications in order to
enhance the overall experience. Empirical evidence proves the mediating role of perceived
value results in increased sales and business success. This supports the claim that emotions
have a direct impact on customers' assessments of value. Upon analyzing consumer behavior,
it becomes evident that experiential purchases evoke greater happiness in individuals as
compared to material possessions. Positive consumers' experiences enhance happiness by
fostering receptiveness to positive reinterpretations, serving as a fundamental component of

one's identity, and playing a pivotal role in establishing prosperous social connections.

Key Contributions

The findings have implications for profit firms in the hospitality industry, hotel directors, and

practitioners, who should focus on creating positive emotional reactions for applications’ users
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in the hotel industry. The results assist ICT developers in understanding the key drivers of
customer acceptance behavior, increasing profitability, implementing effective marketing
strategies, and enhancing their artificially intelligent application offerings to attract more
customers. Moreover, non-profit organizations in the tourism and hospitality sectors can also
benefit from the findings by understanding the significance of emotional factors influencing
tourists' behavior. These understandings may help particular stakeholders improve their
services and better cater to tourists' preferences and needs. Finally, government agencies and
policymakers in the tourism industry can benefit from the research as well. It can help them
come up with rules and incentives to get people to use artificial intelligence in the hospitality
industry. It can also give policymakers useful information and help them make decisions about

how to accept advances in artificial intelligence technology in the hospitality sector.

References are available upon request.
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Extended Abstract

RESEARCH QUESTIONS:
RQ1: What is the impact of a mindful mindset on mindful consumption?

RQ2: How does mindful consumption influence mindful behaviour?
RO 3: What is the role of destination loyalty and self-brand connection as mediators in the
relationship between mindful consumption and the well-being of tourists?

METHOD AND DATA:
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A structured questionnaire was developed after assessing the important constructs from literature
review. The questionnaire was divided into two parts wherein first part comprised the demographic
details of respondents including age, gender, education, and frequency of vacations. The second
part contained all the items under Environmental sustainability attitude, Private self-
consciousness, Mindful consumption, Destination brand loyalty/Commitment, Self-brand
connection and Consumption well-being on the scale of 1-9 with 1 as ‘strongly disagree’ and 9

as ‘strongly agree’.

SUMMARY OF FINDINGS:

In the study, H1 and H2 are accepted as the impact of environment sustainability attitude and private
self-consciousness on mindful consumption are found to be significant. Mindful consumption is
also found to significantly contribute to destination loyalty which leads to the acceptance of
Hz whereas Hs is rejected as mindful consumption is found to have no significant impact on self-
brand connection. Lastly, self-brand connection has an insignificant impact on well-being whereas
destination loyalty is found to have a significant contribution to well-being. This leads to the

acceptance of Hs whereas the rejection of Hs,

KEY CONTRIBUTIONS
The study identified that the presence of a more sustainable attitude and self-consciousness could

result in promoting mindful consumption which further would bring destination loyalty but no
impact could be derived on self-brand connection. Moreover, destination loyalty affect the well-

being of the residents of the particular tourism destination but the self-brand connection does not.
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Description: This study introduces a method to identify and measure the attitude-behavior gap
for branded chocolate bars, revealing its negative impact on revenue through a Bayesian statis-

tical linear model approach.

EXTENDED ABSTRACT

RESEARCH QUESTION

Consumers partly do not act as they claim to. In the literature, this is referred to as attitude-
behavior gap (ABG) and its existence is mainly confirmed for sustainable products. To our
knowledge, there is no research on how the ABG in regard to branded products might affect
revenue. The relationship between attitude and behavior is an important factor for any market-
ing decision. Therefore, companies need to know whether the ABG has an impact on their
revenue and how they can make use of the ABG to increase their revenue. For these reasons,
this study focusses on a new approach to measure the ABG towards well-known branded prod-

ucts and answer the question on how the ABG might impact the revenue of chocolate bars.
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METHOD AND DATA

This study is based on German household panel data from the grocery retail sector. The data
includes purchases from January 2006 till December 2022. The source of the data is GfK Con-
sumer Panels & Services. The data includes information from 5,495,984 chocolate bar pur-
chases. 10,265 households reported their purchases on average per year. Based on the
approaches by Berg, Kortum, and Riischen (2021) and Ermecke et al. (2023), we combine
household panel data with corresponding survey data and data on the brand index score. We
calculate the attitude toward branded products by using a confirmatory factor analysis and cal-
culate the share of branded products purchased. Using z-standardisation, the households are
ranked from low to high for both components of the ABG, attitude and behavior, seperatly. We
calculate the rank differential between the households’ ranked attitude toward brands and the
households’ ranked share of well-known brand purchases resulting in a sample including only
negative ABG-values (SampleNegative) and a sample including only positive ABG-values
(SamplePositive). For statistical analysis a Bayesian linear regression models was calculated
for each of the two samples. Therefor Bayesian parameter show probabilities and are intuitively

interpretable.

SUMMARY OF FINDINGS

We calculate the resulting 89-percent Highest Density Intervals (HDI) as well as the probability
of direction (PD) on basis of the posterior-distribution. Here, an HDI defines the 89-percent
probability interval, which includes the most probable values for a parameter, whereas the PD
is defined as probability of a parameter to be positive or negative, respectively the probability
of an independent variable to have a positive or negative effect on the dependend. Regarding

the ABG both models evaluates the probability of an effect as very high with a PDnegative Of 99

173



2024 AMA Winter Academic Conference

percent for each sample. Examining the HDI length, the model is also fairly certain about the
assumend effects. Whereas in SampleNegative a strong ABG goes along with a rise in revenue,
the ABG reduces revenue in SamplePositive.Surprisingly the HDI includes similar effects sizes
for B4 in both models compared to two of the considered covariates (Byariaty: Bpromotion)
for which the influence on revenue is confirmed by the literature. Therefore we conclude, that
the probability for a relevant effect of the ABG is highly probable and that the ABG can indeed
influence monthly revenue by a substantial amount. This insight highlights untapped potential

for development and revenue growth.

STATEMENT OF KEY CONTRIBUTIONS

We introduce an adapted approach, based on Ermecke et al. (2023), to operationalize the ABG
in regard to brand preference by combining household panel data, self-estimated attitudes and
brand index data and therefore indiciate further possibilites for future research. The novel
method can help to combine survey-based attitudes with actual purchasing data. Therefore, we
provide an approach to identify the ABG for different combinations of attitudes and correspond-
ing behaviors and also confirm the existence of the ABG relating to brand preferences and
branded product purchases. In addition, we show how researchers can integrate the ABG in
more complex analyses by using Monte Carlo Markov Chain simulations within a Bayesian
statistical linear model approach to analyze the impact of the ABG and covariates on revenue.
We distinguish the data into two samples according to each household’s negative or positive
expression of the ABG, which allows for a differentiated analysis of the ABG and its impact
on revenue.

The findings are relevant for both brand managers and retailers as the ABG has a significant
impact on the revenue of chocolate barsfor both groups. By identifying and showing the poten-

tial of the ABG, we offer a new opportunity for revenue optimization.
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Description: When others are busy, individuals assume it is because those people are more

competent; when they see themselves as busy, they don’t feel this way.

EXTENDED ABSTRACT
Research Question
Appearing to be busy is valued so highly that friendly greetings, such as “How are you?” are
often met with a response of, “Busy” (Kreider, 2012). It has become a part of the expected
corporate workplace culture to be viewed as busy. Being busy is also part of the social culture,
especially in the United States (Waytz, 2023; Giurge et al., 2020).
Most of the extant research in the busyness area concentrates on how people perceive others who
are busy. For example, research shows that when we observe others who are busy, we perceive
them to have better social status (Bellezza et al., 2017). Generally, when we see a person with a
busy schedule, it is seen as a badge of honor (Felber, 2020; Gershuny, 2005).
An interesting question that has not received attention is self-other perception differences when it
comes to being busy. While substantial examination exists of self-other differences in areas such

as products (Polman et al., 2022), money (Polman et al., 2018), and showing vulnerability (Bruk
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et al., 2018) etc., we found little research on busyness. Thus, the primary objective of this
research is to explore self-other differences in busyness perceptions, which we refer to as the

“busy bias.”

Method And Data

We use experimentation to test the research question. We report five studies that found people
tend to believe that when others are busy, they are seen as being more competent, while when
they themselves are busy, they don’t feel this way. Studies 1 and 2 test this basic notion and find
that individuals perceive others to be more competent than themselves when asked to think of a
situation when they found themselves or someone else to be busy. Studies 3A and 3B test
whether this effect is only associated with busyness or extends to when people are not busy. We
find that the differing competence perceptions occur only when people are considered busy and
not when they are not busy, suggesting that there is something unique in seeing others as busy.
Study 4 rules out the explanation that this effect occurs only with socially close people. The
findings from this study reveal that this busy bias applies broadly to many types of others, from

socially close friends to socially distant celebrities.

Summary of Findings

Across five studies, we find that when others are busy, individuals assume it is because those
people are more competent. When they see themselves as busy, they don’t feel this way. Further,
this perception does not occur when people are not busy, suggesting that the effect is tied to
busyness perceptions and not a generalized effect. Finally, we find that this effect extends

broadly to others irrespective of whether they are socially close or distant.
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Key Contributions

This study investigates the difference in busyness perceptions and, therefore, contributes to the
literature on self-other differences. While previous research in products and social judgement has
explored self-other differences, there are very few studies focusing on busyness — a subjective
perception of long working hours and a large number of tasks to complete over a relatively
longer period of time.

Our research provides insights into the prevalent busy culture. By examining the self-other
difference in busyness perception, we can start to understand how individuals interpret busyness
(Waytz 2023). The findings can help illuminate factors that contribute to the busy culture
perpetuation by understanding the psychological processes of busyness as a symbol of
competence. This knowledge can help individuals better understand their busyness and allow
corporations to reward output rather than focus on effort. By encouraging individuals to reassess
their beliefs about busyness, we can promote personal and professional wellbeing.

This research holds significant implications for companies and organizations. By recognizing the
tendency for individuals to perceive others as more competent when busy, organizations can
encourage a supportive and collaborative work environment. This can involve promoting a
culture that values work-life balance, provides opportunities for skill development, and

emphasizes the importance of well-being and productivity.

References are available upon request.
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EXTENDED ABSTRACT

Research Question — 200 Words

The increasing number of obese and overweight children is a highly prevalent problem
worldwide (Pechmann, Catlin, and Zheng 2020). Given the number of meals children eat at
school, and the unique, independent decision-making context schools provide, regulators use
school cafeterias as an arena to combat childhood obesity. Despite well-intentioned efforts,
regulatory policies seem to have had very limited success.

The current research takes a novel, less restrictive approach and explores a low-cost
school-based intervention that can nudge children toward more mindful choices (i.e., to select
fewer total items, and fewer unhealthy items). The present research investigates how
encouraging cognitive decision making through solving a math problem before choosing food
encourages children to make more mindful food choices. We address the following research
question: would solving a mathematical problem (vs. not) before choosing food lead children to
select fewer options overall as well as fewer unhealthy options (i.e., make more mindful

choices)?

Method And Data— 200 Words
We tested this prediction in a field experiment at a public middle school in the US. The
study was conducted in the school cafeteria during the scheduled lunch periods in collaboration
with the district and school administrators. The experiment had a between-subjects design with
two manipulated conditions (cognitively stimulating task: undertaken vs. not). Volunteering

children (N = 130, Mage: 12.95 years; 44% females) were either given a survey with or without
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one mathematical problem. After receiving the survey and completing the math problem (for
participants in the treatment condition), students were allowed to select items from the lunch
menu and the a la carte menu. After getting their food, the students came back to their seats and
finished the rest of the survey. Participants were asked to return the survey to the researchers at
the end of their lunch period. The key dependent measure, mindful choices, was operationalized
as the total number of items purchased by each student. We also explored how the quality of
food choices (i.e., the total number of unhealthy items selected, and the proportion of unhealthy

items selected out of total items) varied between groups (Kidwell, Hasford, and Hardesty 2015).

Summary of Findings — 200 words

The results showed a significant effect of mental stimulation exercises (i.e., solving a
math problem) on the number of total items selected. Participants in the “no math” condition
chose more items (math = 1.69 items vs. no math = 2.38 items, Wald y? (1) = 7.42, p = .006).
Additionally, participants in the “math” condition chose fewer unhealthy items (math = .60 items
vs. no math = 1.04 items, Wald y2 (1) = 7.61, p =.006) and chose a lower proportion of unhealthy
items out of total items (no math = 45.33% vs. math = 33.01%). These findings support our
hypothesis. Interestingly, BMI moderated the effect of math-solving on the total number of items
chosen (F (1, 104) = 4.17, p = .044). That is, the math problem-solving effect on the number of
options selected gets stronger with a higher BMI and attenuates with a lower BMI.

The results from the field study provide evidence that solving a math problem before a
food choice leads to more mindful eating in terms of fewer items chosen and importantly, fewer
unhealthy items chosen. This effect attenuates for children with a relatively low BMI and gets

amplified for children with a high BMI.
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Statement of Key Contributions — 200 words
The findings of this research have strong implications. From a theoretical perspective,

while there is extant research on cognitive and mindful approaches to decision-making involving
adult consumers, very little research has focused on children’s food 4 behavior. Our research is
novel, primarily focusing on children’s food behavior and exploring the effects of cognitive
stimulation on children’s food choices. We also contribute to the literature by suggesting that the
effect of a cognitive task on the choice outcome may vary based on the decision stage in which
the task occurs. While prior research shows a cognitive task during food selection can decrease
self-control when it comes to choosing food due to limited cognitive resources, our study shows
undertaking cognitive tasks before choosing food can promote mindful food choices. Our
research findings also have strong implications for consumer health and wellbeing. For example,
our findings suggest cafeteria administrators might create a “math problem of the day” and have

it displayed strategically in the school cafeteria where children line up for their lunch.
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Description: This paper investigates the impact of multi cool colored logos on arousal and

marketing outcomes via visual complexity

EXTENDED ABSTRACT

Research Questions

Brands increasingly use multiple cool colors in their brand logos and marketing materials.
Yet, most color research examines single colors. In this research, we examine the impact of the
use of multiple cool colors (3 or more colors with shorter wavelengths together) on arousal and
the mediating effects of visual complexity and the downstream consequences of arousal induced
by multiple cool colors on marketing outcomes. Specifically, we examine:

1. How can brands use cool colors to induce arousal besides using longer wavelength

colors, such as red?
2. How does visual complexity explain the effect multi cool colors on arousal?

3. How does arousal driven by multi cool colors impact marketing outcomes?
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Method and Data

Across 5 experimental studies we investigated a total of 4 color combinations in
comparison to a total of 4 single colored logos across 3 product categories. Study 1[N=138, 4-
cell(logo color: blue, red, multi-blue, blue/green/violet)] investigated the impact of multi cool
colors vs. single colors on arousal and study 2[N=321, 7-cell(blue, green, red:low brightness,
red:higher brightness, multi-blue, multi-green, blue/green/violet)] investigated the mediating
effect of visual complexity between multicolors and arousal. Participants self-reported their
arousal level (Mehrabian, and Russell, 1970) and visual complexity of the logos (Berlyne,
1958). Study 3 [N=443, 6-cell(blue, green, violet, multi green, multi violet, blue/green/violet)]
expanded the context to a logo on product packaging on an advertisement by examining fictitious
sneaker brand advertisements. In addition to the constructs measured in studies 1 and 2,
participants rated brand excitement (Aaker, 1997) and willingness to purchase (Dodds, Monroe,
and Grewal, 1991). Study 4[N=357,4(logo color: blue, green, multi green, blue/green/violet)*
2(Product category: energy drinks, mineral water)] compared an exciting product (energy drinks)
vs. a less exciting product (mineral water) and all constructs from previous studies were
measured. Study 5[N=77,2(number of colors: single vs. multi-color) X 2(color of the multi-color
logo: multi-green, blue/green/violet) mixed factorial design] extended our research to another

product, chocolate bars, and introduced a behavioral outcome (product choice).

Summary of Findings
Study 1 shows that on average cool multi-colored logos are more arousing than cool
single-colored logos. Study 2 replicates the findings from Study 1, provides initial evidence that

visual complexity is stronger in cool multi-colored logos compared to cool single-colored logos,
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and shows visual complexity mediates the effect of logo color on arousal. Study 3 shows that
brands using cool multi-colored logos are perceived as significantly more exciting and have
higher willingness to purchase than brands using cool single-colored logos. Study 4 provides
evidence of serial mediations between logo color and brand excitement and willingness to
purchase. A pre-test and a manipulation check suggest that energy drinks are considered
significantly more exciting than mineral water. We find that multicolored logos seem to have a
significant impact on excitement, primarily on energy drinks. Finally, study 5 replicates the
results of studies 1-4 (including the serial mediation) while providing evidence that the
phenomenon works for real choices. Participants were more likely to choose the chocolate with
the multicolored logo (76.2% for blue-green violet and 82.86% for multi-green); the bars with

the two multicolored logos were equally preferred (° = 0.15, p > 0.60).

Key Contributions

This research contributes to the color literature by advancing the current knowledge of
color-driven arousal by proposing new methods that can induce arousal in addition to the use of
warm colors. Additionally, the findings present evidence of the underlying theoretical process
between multicolors and arousal, thereby providing additional marketing implications. Using a
multitude of cool colors, this research provides a broader theoretical understanding of how cool
colors can be used to induce arousal and further contributes to the color literature by
investigating the area of multicolors, which has received comparatively less attention. Managers
can use the suggested theoretical framework about cool multicolors in choosing colors for their

brand stimuli, instead of relying on limited theoretical knowledge. The findings across the
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various product categories that were tested and the real choice study offer further insights to

brands to effectively choose colors for their stimuli to drive intended consumer responses.
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Description: This research investigates the determinants of consumers' adoption of health-centric

mobile applications.

EXTENDED ABSTRACT

Research Question

The definition and implications of Mobile Health (m-Health) encapsulate a dynamic and
transformative landscape in healthcare. For individuals constrained by time or geographical
limitations, m-Health technologies offer a solution by providing effective healthcare services. In
developing countries, m-Health emerges as a catalyst for enhanced healthcare provisions. It aids
in diagnosing and managing chronic illnesses, promoting healthier lifestyles, disseminating crucial
public health information (Alaiad et al., 2019), and curbing healthcare expenses.

Despite the proliferation of m-Health apps offering cost-effective and evidence-based

healthcare content (Sari et al., 2018), adoption rates remain suboptimal (Aboelmaged et al., 2021).
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This is particularly pronounced among elderly users (Alsswey & Al-Samarraie, 2020), and even
those who do adopt often discontinue usage after minimal interactions (Soni et al., 2021).

Past research highlights the predominance of models like the Technology Acceptance
Model (TAM) and the Unified Theory of Acceptance and Use of Technology (UTAUT) in
explaining healthcare technology adoption (Tao et al., 2020). These findings underscore the
intricacies of m-Health adoption and point to the need for comprehensive frameworks to unravel
its complexities. To answer this call, this work aims to propose a new and parsimonious model to

shed light on the determinants of m-Health adoption by consumers.

Method and Data

The present study undertook a cross-sectional electronic survey involving 512 respondents (with
a mean age being 43 years - standard deviation of 12.15; females comprised 57% of the sample)
and proposed a structural model to test the following hypotheses:

H1: There is a direct and positive effect of Attitude (A) over Behavioral Intention (BI) towards
mHealth apps’ adoption.

H2a: There is a direct and positive effect of Perceived Usefulness (PU) over Attitude (A) towards
mHealth apps’ adoption.

H2b: There is a direct and positive effect of Perceived Usefulness over Behavioral Intention (BI)
towards mHealth apps’ adoption.

H3a: There is a direct and positive effect of Perceived Ease of Use (PEU) over Attitude (A)
towards mHealth apps’ adoption.

H3b: There is a direct and positive effect of Perceived Ease of Use (PEU) over Perceived

Usefulness (PU) towards mHealth apps’ adoption.
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H4: There is a direct and positive effect of Self-Efficacy (SE) over Perceived Ease of Use (PEU)
towards mHealth apps’ adoption.
H5: There is a direct and positive effect of Trust (TRU) over Perceived Usefulness (PU) towards

mHealth apps’ adoption.

Summary of Findings

The proposed model was able to explain 66.2% of respondents’ behavioral intention
regarding the decision of adopt (or not) some smartphone health app. Attitude had a stronger
influence over intention than perceived usefulness (0.613 versus 0.218). More than 80% of
respondents’ attitude can be explained by the proposed model, with a strong direct influence by
Perceived Usefulness (0.813). These results indicate that marketing strategies related to
smartphone health apps should emphasize more their utilitarian aspects.

Furthermore, the decision about the acceptance of a mHealth app strongly depends on their
capacity to provide useful information with security, as can be seen by the strong influence of
Trust over Perceived Usefulness (0.647). On the other hand, Perceived Ease of Use had a little
influence over both Perceived Usefulness (0.208) and Attitude (0.123). In the healthcare context,
this little influence could be explained by users’ need to take care of their own health, regardless
the complexity of the technology involved.

Finally, Self-Efficacy explained 65.2% of Perceived Ease of Use, which corroborates
previous studies involving this relationship. This means that consumers who feel more capable to

use these technologies usually perceive that these apps are more ease to use (Tao et al., 2020).
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Key Contributions

The study's results offer insights into the factors shaping consumer behavior toward mobile
health app adoption. The research model reveals the prominence of attitude and perceived
usefulness on adoption intention. This highlights the need for marketing strategies that accentuate
the utilitarian aspects of these apps. Trust emerges as a central element, influencing perceived
usefulness, particularly pertinent due to the amplified reliance on healthcare technologies during
the pandemic. Perceived ease of use marginally affects perceived usefulness and attitude.
Consumers’ prioritization of achieving positive health outcomes through app usage might diminish
the ease of use's impact, accentuating perceived usefulness. However, the importance of intuitive
mHealth app interfaces should be underscored, since it can enhance both ease of use and perceived
usefulness. Furthermore, the transformative potential of mobile health apps in healthcare access
and cost reduction must be emphasized, particularly in developing nations. Implications for
practice stress the primacy of utilitarian attributes in marketing and the imperative to cultivate trust
via data security measures. This study provides theoretical insights into consumer mobile health
app adoption and contributes to industry practices and governmental policies, enriching

comprehension of consumer behavior in this evolving landscape.

Note: References are available on request.
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COOPERATION AS IF BY MAGIC: SELFISH PEOPLE MAKE PROSOCIAL CHOICES

BY ACTING AS IF THEIR MOVE WILL INFLUENCE OTHERS

Matthew Cashman, MIT; Drazen Prelec, MIT

For further information please contact Matthew Cashman, MIT Sloan (cashman@mit.edu)

Keywords: Cooperation, Game theory, Public Goods, Causality, Consumer Choice

Description: Payoff-maximizing players in sequential public goods games display quasi-magical
thinking, acting as if their moves will influence others even though they know this is impossible;
marketing applications trade on the idea that even the self-interested are considering what others

would do in their shoes.

EXTENDED ABSTRACT
Research Question
Social cooperation without external monitoring is widely regarded as fundamental to human
culture, sustaining teamwork, mass political participation, and personal sacrifice for family, tribe,
or nation. People often face opportunities to incur an individual cost in exchange for a collective
benefit, and there is a rich literature exploring the whys and wherefores. For example, a CEO
might choose to move assets overseas in order to avoid taxes, or she might choose to avoid
chicanery, keep assets domestically, and pay more in taxes—in the end, contributing to the public

weal. Each choice involves a tradeoff between what is good for the agent and what is good for
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the group. There may, however, be circumstances in which even people who are only
maximizing their own payouts end up cooperating.

RQ1: Do self-interested players act as if, cooperating because cooperation maximizes their
individual payoff on the assumption that people in the future will make the same move they have

—even when they know influencing other players is impossible?

Method And Data

We investigate this question with a subtle variation on the classic one-shot PGG, changing it so
that players within a single round move one after another but do not observe each others’ moves:
a sequential PGG without observation (SPGG). Players are randomly assigned to one of the
positions in the sequence (e.g., first-mover, second-mover, etc.). If subjects are acting as if future
players will make the same move they have, we should see a decline in cooperation with
increasing order and effects should be proportional to the number of people yet to move: the
positional order effect. In a five-player game, Player 1 has four other players who are yet to

move and therefore available to “influence”, while Player 5 has none.

We establish this effect by demonstrating that positional order effects exist only among the most
self-interested players, and by turning the effect on and off by breaking the “magical” causal
connection between a player and those moving after her. All experiments are preregistered, real-
time online group tasks where participants interact via text chat before learning the rules of the

game to establish some sense that they are completing the task with real people in real time.
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Summary of Findings
In four studies among 3,615 participants we see clear evidence of a decline in contribution to the

public good with increasing order.

Studies 1-3 establish that the average contribution to the public good declines as position nears
the end of the sequence, with the largest contributions being made by players moving first and
the smallest by those moving last. Further, Studies 1-3 establish that this effect is driven almost

entirely by players who understand the game and who are trying to maximize their own payoffs.

In Study 4, the positional order effect is eliminated by telling the focal player that everyone
moving after him has their move made randomly, while the positional order effect is preserved if
only those moving before him have their moves made randomly. This makes it clear that future
players must have agency over their own moves in order to generate the positional order effect,

suggesting implicit causal thinking is at play.

Statement of Key Contributions

This research provides evidence for quasi-magical thinking among payoff-maximizing SPGG
players, who act as if they can influence others’ moves—even when they know they cannot, and
even contributing to the public good at their own cost. We suggest that this sort of thinking
results in the most selfish players cooperating if near the beginning of a sequence of moves. This
has notable implications for policy and marketing. In the case where a consumer is making a
decision, he or she implicitly considers the question: What if people in my shoes were to make

the same decision as me?
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The relevance for purchase decisions is clear: reminding consumers that many other people will

be standing in their shoes in the future, making the very same decision, could lead to thinking as
if with all its attendant implications. What if everyone buys bottled water when tap is available?

Well, there will be many more empty bottles washing up on the beach. This dress looks great for
the summer, but it’s prominently advertised at a retail chain—if I buy it, will everyone else be

wearing it too? Quite possibly, so perhaps it’s better to buy at a boutique.
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DEVELOPING A COMPREHENSIVE FRAMEWORK OF IMPULSE BUYING BEHAVIOR
IN THE NEW REALITIES.

Anoop TS, Zillur Rahman
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Description: Finding the effect of AR, VR on Impulse Buying

EXTENDED ABSTRACT

This study investigates the nexus of Impulse Buying (IB) with Augmented Reality (AR) and Virtual
Reality (VR) technologies. Three key objectives are achieved: (1) A critical review of the evolutionary
trajectory of IB research, highlighting theoretical and methodological advancements. (2) Emphasis on
the pivotal role of AR/VR technologies in shaping IB behavior. (3) Identification of mediating
mechanisms explaining the relationship between AR/VR-induced experiences and IB. The study
contributes a synthesized conceptual framework, encompassing antecedents triggering AR/VR-
mediated 1B, mediating mechanisms elucidating cognitive and emotional pathways, and potential
moderating variables requiring further exploration. The paper concludes with managerial implications
and avenues for future research.

1. Research Questions
The following Research Questions are investigated.
1. How the AR and VR Affect Impulse Buying Behavior.
2. What are the antecedents of AR and VR technology impacting impulse buying behavior.

3. Find out the mediating mechanisms that underlie the relationship between AR/VR-induced

experiences and impulse buying behavior.

4. Formulate a Conceptual framework for impulse buying in the AR VR space.
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2. Method and Data

An experiment conducted in a controlled environment at a university consumer lab. Post graduate MBA
and Doctoral students were the sample. Total of 45 final sample were used in this study.

3. Summary Findings

Exploring the impact of Augmented Reality (AR) and Virtual Reality (VR) on Impulse Buying is
relatively limited, with fewer than five studies identified. AR overlays digital info onto the real world,
enhancing user perception, while VR immerses users in computer-generated environments. Both
technologies enhance sensory experiences, potentially stimulating emotional responses and impulsive
tendencies. Reduced risk perception and a sense of personal connection between consumers and
products in AR and VR contribute to impulse buying. However, individual differences, product type,
and context can moderate these effects, emphasizing the need for further research to fully comprehend
the nuanced dynamics. Marketers must strategically leverage AR and VR's potential while considering
diverse factors underlying impulse buying behavior.

4. Key Contributions

The conceptual framework elucidates the impact of Augmented Reality (AR) and Virtual Reality (VR)
on impulse buying, integrating antecedents, mediating mechanisms, and AR/VR attributes. Customer
traits like impulse buying tendency, variety seeking, and materialism serve as antecedents, intertwined
with cognitive, affective, social, and self-control mediating mechanisms that induce impulsive
purchases. AR/VR attributes, notably platform factors and immersive experiences, enhance product
presentation, address online product intangibility challenges, and trigger affective responses like
enjoyment and excitement. The social dimension, particularly through integration into social media,

amplifies enjoyment and decision-making via recommendations, fostering a sense of community.

AR/VR emerges as transformative technologies reshaping impulse buying, influencing satisfaction, and
brand bonds. Their interactive nature aids informed decisions and self-control, fostering responsible
consumption. For retail managers, understanding individual antecedents facilitates personalized
marketing, while leveraging AR/VR attributes creates dynamic shopping environments. Emotional
engagement insights guide campaigns, and interactive features empower virtual trials and customization
options, addressing cognitive load concerns. Integrating AR/VR into social media fosters community

and trust, influencing purchasing decisions through peer recommendations.

Future research directions include exploring the nuanced impact of AR/VR experiences on cognitive
and affective processes, delving into the social dimension's role, and examining the ethical implications
of AR/VR in retailing. Rigorous methodologies and cross-cultural investigations can provide empirical

evidence and uncover variations in impulse buying behavior across diverse consumer contexts.
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DO I BELIEVE IN Al? TOWARD A CONCEPTUALIZATION OF Al CREDIBILITY
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Description: This research takes a conceptual development approach to define Al credibility,

propose its dimensions, and list its antecedents, consequences, and moderators.

EXTENDED ABSTRACT

Research Question

Anrtificial Intelligence (Al) is generally perceived as a black-box where its internal
workings are not clearly known, consumers do not trust Al directly and instead assess Al’s
credibility first using various heuristics (Shin, Zhong, and Biocca 2020). Consumers may also
consider Al’s credibility important when there is a high uncertainty (Van Den Bos 2001).
Consumers’ assessment of Al credibility affects firms incorporating Al in their offerings. Higher
Al credibility can lead to usage intentions and adoption (Kim et al. 2022), brand attitudes, and

purchase intention (Li et al. 2023).
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While extant research has explored Al credibility to some extent (Cheng and Jiang 2021;
Shin, Zhong, and Biocca 2020), it lacks a clear understanding of how consumers perceive and
assess Al’s credibility in an Al-enabled offering. Moreover, while previous research has
investigated Al credibility’s relationship with various factors (Chong et al. 2021; Edwards et al.
2019; Zarouali et al. 2020), it lacks a comprehensive understanding of the antecedents and
consequences of Al credibility. To address these gaps, this study aims to explore and address the

following research questions:

RQ1: What is consumers’ perceived Al credibility and its dimensions?

RQ2: Which factors affect consumers’ perceived Al credibility?

RQ3: What are the outcomes of consumers’ improved perceived Al credibility?

This study follows a conceptual development approach using source credibility theory
(SCT) to analyze and define Al credibility, differentiate it from similar related concepts, and

define its dimensions.

Summary of Findings

In this research, we review, integrate, and synthesize the existing literature on credibility
to define Al credibility as “consumers’ perceived believability of an Al algorithm used in any
Al-enabled offering based on its reputation due to past actions with others or own experiences
and information sources (e.g., popular media, company policy) impacting it’s perceived

understanding, processes, and ability and intention to deliver promised outcomes.”
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As per SCT, the two critical dimensions of source credibility are trustworthiness and
expertise (Lowry, Wilson, and Haig 2014). Under the trustworthiness dimension, we borrow
Shin, Zhong, and Biocca's (2020) conceptualization of algorithmic credibility using fairness,
accountability, and transparency (FAT) to propose that an Al will be perceived as more
trustworthy if it is perceived as having higher FAT (Shin, Zhong, and Biocca 2020). Under the
expertise dimension, as Al’s ability to deliver is an important parameter while assessing Al’s
credibility, we propose that the perceived customizability of Al will considerably improve the
chances of Al being able to deliver on its promises to consumers. Consumers perceived FAT and
customizability are our novel additions to the trustworthiness and expertise dimensions derived

from SCT for defining Al credibility.

By thoroughly analyzing the extant literature on Al credibility across domains such as
marketing, information systems, human-computer interaction, communication, sociology, policy,
and media, this study synthesizes antecedents, consequences, and moderators of Al credibility to

present a comprehensive understanding of the factors affecting Al credibility.

Key Contributions

This study offers valuable theoretical contributions. First, it contributes to the emerging
research on consumer behavior with Al (Granulo, Fuchs, and Puntoni 2021; Longoni, Bonezzi,
and Morewedge 2019; Puntoni et al. 2021) by developing a comprehensive definition and
understanding of the concept of Al credibility, which is still underexplored in the literature

(Cheng and Jiang 2021; Shin, Zhong, and Biocca 2020).
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Second, this study contributes to the SCT by extending it to the context of Al-enabled
offerings. Though extant literature has investigated Al credibility in a piecemeal fashion, most
studies lack a theoretical basis of SCT while analyzing Al credibility (Cheng and Jiang 2021, Li
et al. 2023). Apart from conceptualizing Al credibility with two dimensions — trustworthiness
and expertise, this study proposes perceived fairness, accountability, and transparency (FAT) as
sub-dimensions of trustworthiness and perceived customizability of Al as a sub-dimension of
expertise. Third, a conceptual framework with antecedents, consequences, and moderators is

proposed, offering a holistic picture and potential future research opportunities.

This study offers valuable insights for firms offering Al-enabled products and services.
For example, we recommend improving Al credibility, especially in high-consequence
(Diamond 1988) situations. In cases where consumers face incorrect Al outputs, Al credibility
can be increased by giving some control to consumers for customization. Our recommendations
aim to help firms increase the adoption and diffusion of their Al-enabled offerings through

improved Al credibility.

References

References are available upon request.

200



2024 AMA Winter Academic Conference
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Description: Social Facilitation has a moderating effect on compensatory behaviors in
choosing between vice and virtue foods.

Extended Abstract
Research Questions

The first research objective of this study was to examine the compensatory behaviors in
eating vice foods and virtue foods in everyday consumption choices. According to the
sequence of actions and the type of behaviors, the concept of compensatory behaviors was
divided into four categories: Post-compensatory Approach, Post-compensatory Avoidance,
Pre-compensatory Approach, and Pre-compensatory Avoidance. Post-compensatory behavior
means eating virtue after eating vice, which typically occurs because the individual wants to
reduce guilty feeling after indulging in hedonic actions. On the other hand, pre-compensatory
behavior means eating vice after eating virtue, which derives from self-licensing or the
intention to reduce their guilt in anticipation of the future tempting events. Compensatory
approach means active compensatory behaviors pursuing healthy behaviors after or before
unhealthy behaviors, while compensatory avoidance means avoiding unhealthy behaviors
after or before unhealthy behaviors.

Extending the result of the first research question, this study attempted to examine the
influence of social facilitation on the compensatory behaviors in eating. It is presumed by
previous literature that the presence of other people being changes the pattern of
compensatory behaviors due to the distraction, self-monitoring, and modelling effect of social
facilitation. Therefore, the second research objective of this study was to examine the
moderating effect of eating alone on the compensatory behaviors in eating.

Method and Data

This study utilizes food diary data collected by OpenSurvey, which consists of everything
participants eat and drink for a week. The dataset includes 324,098 daily observations from
14,036 subjects selected monthly between March 2019 and November 2022 in South Korea.
Each pair of two neighboring records on the same day was combined for analysis, excluding
the pairs of one before 4 a.m. and one after 10 p.m. The vice food category included snacks,
ice cream, and dessert bread, while the virtue food category included fresh and processed fruits
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and vegetables.

Two binary models were constructed for the first research question. Model 1.1 is the
vice model, in which the dependent variable is the present choice of vice food. Model 2.1 is
the virtue model, the dependent variable of which is the present choice of virtue food. For the
second research question, Model 1.2 and 1.2 were established, with the moderator of eating
alone added to the initial models. Demographic variables (age, sex, marital status) and factors
related to the choice of vice and virtue (frequency of vice and virtue food consumption across
all records, whether the previous or present choice was a meal or snack) were controlled for.

Summary of Findings

The result for the first research question revealed the strong Post-compensatory Avoidance,
which means avoiding vice food after eating vice food, and the strong Pre-compensatory
Avoidance, which means avoiding virtue food after eating virtue food. We also could find the
weak Post-compensatory Approach, which is eating virtue food after eating vice food. However,
as opposed to the prior research on self-licensing, we could not find the empirical evidence on
eating vice food after virtue food, which is referred to as Post-compensatory Approach.

The result for the second research question on the moderating role of social facilitation showed
that eating alone strongly mitigates the Pre-compensatory Avoidance, and weakly mitigates the
Post-compensatory Avoidance. In summary, the presence of eating companion is only related
to Compensatory Avoidance, but not to Compensatory Approach.

Statement of Key Contributions

To our knowledge, this is the first study that demonstrates the effect of social facilitation on
behavioral compensation, especially for eating behaviors. While behavioral compensation is a
widely studied topic, there have been a limited attention for contextual or environmental
factors that affects the compensation. The finding on the effect of social facilitation on
compensatory avoidance could practically contribute to public or private health-care services.
For example, for a discipline person with high health approach-motivation, it is
recommendable to eat alone, while for a person with passive motivation to avoid vice food, it
is better to eat with other people.

In academic aspect, this study develops the previous studies on behavioral compensation with
daily consumption data in unconstrained environments. Previous studies in laboratory
settings have some limitations on study method because the subjects were able to choose
within limited food options, and it was hard to reflect the eating habits or preferences in daily
life. Proving the compensatory behaviors in non-experimental circumstances, this study
revealed the strong pattern of compensatory avoidance in daily life. The findings of this study
are expected to provide practical implications to healthcare, or food retail service businesses.

References are available upon request.
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Extended Abstract

DO ZERO-SUGAR LABELS MISLEAD CONSUMERS IN PERCEIVING CALORIE
AND VISUAL HEAVINESS?
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Description: This study found that consumers were misled regarding calories based on the

zero-sugar-labeled package.

EXTENDED ABSTRACT

Research Question

The inclination toward health-conscious lifestyles and efforts to reduce sugar intake is
intensifying, signifying a sustained interest in sugar-free products globally. As an increasing
number of consumers seek to balance health with indulgence, the notion of “healthy pleasure”
appears poised to influence consumer choices and propel package renovations as part of an
aggressive marketing strategy in the food and beverage sector. While continued growth in the
production and availability of sugar-free items is anticipated, some manufacturers and
marketers are worried that increased consumer apprehension may lead to an eventual decline
in the popularity of zero-sugar (or sugar-free) products. However, there is currently no
dedicated research investigating how the placement of zero-sugar labels or product images on
front packages might be associated with consumers’ perceptions of visual weight and calories.
Subsequently, we demonstrate that altering location of the image and label, each respectively,
on the package can impact how consumers perceive the visual weight of the product, and these

varying perceptions can subsequently influence how the package is evaluated. As such, the
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objective of this study is to examine whether the placement of product images and zero-sugar
labels can impact consumers’ decision-making, measured by calorie perception and perceived
heaviness. With this goal in mind, the following research question is articulated as one of the
research questions: Does the zero-sugar label on the front package influence consumers’ calorie

perceptions?

Methods

Prior to the main study, the prerequisites were confirmed through a pilot study.
Participants were recruited online to take part in a survey in which they were told that they
would evaluate a snack food product. A total of 58 participants participated (Mage = 39, age
range 16—70, male = 50%)).
Participants were first asked to estimate how many calories would be contained in a certain
food. They were then asked to imagine that they were hungry for an afternoon snack and that
the product pictured was available. Based on the situation, they were asked how many jellies
they would eat. As each pack contained 15 jellies in total, the respondents were asked to answer
between 0 and 15. This measure served as the key dependent variable for the consumption
amount estimates. The participants were then asked to estimate the number of calories they

would expect in a product serving.

Summary of Findings

The average calorie estimate from Group I, who estimated the calories significantly
low, was 5 kcal (compared to the actual calories of 125 kcal per 52 g). By contrast, the Others
group estimated that 14 kcal or above responded 119 kcal (calories ranged from 15 to 400).
Further information was given to all groups that “the jelly you have just seen is not zero-calorie,

and the actual calorie is higher than 0 kcal.” After the debriefing, calorie estimates and

204



2024 AMA Winter Academic Conference

consumption amount estimates were asked again.

Group 1, who had first estimated the calories significantly low, increased their estimation by
260% in the second response. Moreover, they reduced the number of jellies willing to eat by
11.11% after debriefing. Others lowered the perceived calories by 0.84%, while showing no
change in the number of jellies they were willing to eat.

This study found that consumers were mislead regarding calories based on the zero-sugar-
labeled package. In summary, consumers who estimated the calories significantly lower had
increased their calorie estimates and decreased their consumption amount estimates than before
the information was given. Those who significantly underestimated calories increased their
calorie estimates and decreased their consumption amount estimates after debriefing, while
those who overestimated calories did not change significantly. The reason for the lack of

change was that they were not misled in the first place.

Statement of Key Contributions

Recently, marketers have successfully tapped into consumer trends favoring healthier
food choices. Consequently, it is essential for them to comprehend the significance of perceived
product weight and how to translate it effectively into a valuable product proposition.
Packaging plays a crucial role in both the marketing and distribution of items. When customers
are making a purchase, the product’s packaging can significantly impact their decision. Even
post-purchase, the packaging can still affect how the product is experienced. Therefore,
comprehending the ways in which packaging elements including visual design, which impact
how consumers perceive, assess, and act is of great significance from both a theoretical and
practical standpoint. The findings of this current study would contribute to determining what
aspects of the product’s package front mislead consumers regarding calorie information and

the product’s perceived heaviness. Collectively, these results provide intriguing understandings
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of the way individuals comprehend and analyze the visual elements of product packaging. In
summary, we underscore several practical consequences stemming from the concepts discussed
in this study that could capture the attention of both product designers and policy makers. To
be more precise, we delineate the potential utilization of packaging visuals to encourage
consumers to opt for healthier food alternatives. Additionally, we elucidate the potential

hazards and measures that must be considered when dealing with visual elements in packaging.
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DOES INTEREST IN HEALTH AND NATURALNESS LEAD CONSUMERS TO
PREFER SUSTAINABLE READY-MEAL PRODUCTS? A COMPARISON OF HEAVY

VERSUS NON-HEAVY USERS OF READY-MEALS

Key Contributions

Previous studies have mainly focused on general health interests that affect the preference
for a single sustainability label, such as organic. This study expands the scope of prior research
by classifying sustainability labels into three types—eco-friendly, sustainable packaging, and
animal welfare—and examining multiple dimensions within each. Moreover, it extends the
literature by subdividing health claims into calorie-reduced, protein-enhanced, fat-reduced, and
sugar-reduced claims and examining different aspects of health interest.

To our knowledge, this is one of the first studies to investigate the relationship between
health claim interest and sustainability label preference, specifically between heavy and non-
heavy users. The findings highlight the importance of consumer group comparisons based on
food consumption frequency when examining the association between consumer perceptions of
different claims or labels.

This study reveals which sustainability labels are preferred by consumers with an interest
in specific health and natural claims. The findings indicate that consumers who are more
interested in natural claims have a higher sustainability label preference. Therefore, marketers
planning to emphasize sustainability labels for ready-meal products may actively leverage natural
claims as synergistic claims.

This study also demonstrated that the effect of health claim interest on sustainability label

preference differs depending on the type of sustainability label and the nutritional information
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emphasized in the claims. Specifically, marketers may adopt co-labeling strategies by combining
eco-friendly labels with fat-reduced and sugar-reduced claims, sustainable packaging labels with
sugar-reduced claims, and animal welfare labels with calorie-reduced claims.

This study offers practical implications for marketers in recognizing that heavy and non-
heavy users represent distinct segments when applying sustainability labels to food. Thus, they
can identify when to target heavy (e.g., increase product penetration) or non-heavy users (e.g.,
increase product loyalty), and apply our findings to create suitable communication strategies

featuring labels and claims tailored to each segment.

EXTENDED ABSTRACT

Introduction

Growing consumer interest in sustainable food consumption is driving demand for various
types of sustainability claims and labels (Brown et al. 2020). As food labeling serves as a tool to
encourage consumers to adopt sustainable diets (Tobi et al. 2019), sustainability labels
encompassing health, environment, and social/ethical responsibility aspects are being utilized to
encourage sustainable food practices (e.g., Asioli, Aschemann-Witzel, and Nayga 2020; Bangsa
and Schlegelmilch 2020; Rokka and Uusitalo 2008). Concurrently, these labels extend to diverse
food categories to meet evolving consumer demands, with a notable expansion into the ready-
meal category (Mintel 2023). Although studies on sustainability labels cover various food
categories, such as dairy and meat (Tobi et al. 2019), research focusing on ready-meal products
is scarce. Therefore, this study aims to investigate the factors that influence consumer preferences
for sustainability labels for ready-meal products. To achieve this goal, this study focused on

interest in health and naturalness as the factors influencing sustainability label preference, given
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that sustainable food is perceived as healthy and natural based on its halo effect.

Numerous studies have examined consumer motivations in relation to preferences for
sustainability labels for food products. However, these studies have yielded mixed outcomes
regarding the relationship between consumer perceptions of health and sustainability—either
synergistic or conflicting (Aschemann-Witzel 2015). Synergistic findings have suggested that
promoting health motives increases the likelihood of choosing sustainable products by inferring
health benefits through a halo effect (Magnusson et al. 2003; Vega-Zamora et al. 2013). For
instance, while sustainability labels do not include health-related information, consumers hold
their belief that food products with sustainability labels are healthier such as lower in calories,
sugar, and fat, and higher in protein (Amos, Hansen, and King 2019; Besson et al. 2019; Neuhofer,
Lusk, and Villas-Boas 2023). Conversely, it has also been argued that there is a trade-off in
pursuing the two goals together, as health-oriented food choices are seen as self-centered, while
sustainability is seen as altruistic (Aschemann-Witzel, Maroscheck, and Hamm 2013).

In the food industry, there is a growing trend of co-labeling, combining sustainability labels
with health or nutrition claims (Groppel-Klein, Franke, and Spilski 2020). This makes it crucial
to identify potential synergies and conflicts between health claims and sustainability labels
(Aschemann-Witzel 2015). Consumers perceive a healthy diet and a sustainable diet as closely
related, as both are considered nutritious and natural (Van Loo, Hoefkens, and Verbeke 2017).
However, research on the interaction between health and natural claims and sustainability labels
is still limited (e.g., Aschemann-Witzel 2015; Cho and Baskin 2018; Groppel-Klein, Franke, and
Spilski 2020). Therefore, this study focused on consumer interest in health claims—such as
nutrient reduction or enhancement—along with natural claims, aiming to explain preferences for

sustainability labels on food products.
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The consumption frequency for a specific food category also holds significance in
segmenting consumers engaging in sustainable food consumption. For example, there are
differences in the sustainable consumption behavior of heavy meat buyers compared to others
(Schéaufele-Elbers and Janssen 2023). Therefore, this study distinguishes between heavy and non-
heavy users of ready meals and compares the association between health/natural interest and
preference for sustainability labels.

Overall, this study explored the following research questions:

RQ1. Does interest in specific health claims (e.g., calorie-reduced, protein-enhanced, fat-
reduced, sugar-reduced) influence preferences for sustainability labels for ready meals?

RQ?2. Does interest in natural claims influence preferences for sustainability labels for ready
meals?

RQ3. Do these relationships vary between consumers who frequently consume ready meals

(heavy users) and those who do not (non-heavy users)?

Methods

An online survey was conducted from January 18 to February 2, 2023, involving 640
participants (320 males and 320 females) in South Korea. Respondents were evenly distributed
across age groups ranging from 20 to 59 years, with a mean age of 37.0 years.

This study employed a multiple linear regression model. Heavy users were categorized as
those with a weekly ready-meal consumption frequency in the 3rd quartile or higher; others were
classified as non-heavy users. The dependent variables comprised preferences for three
sustainability labels (eco-friendly, sustainable packaging, and animal welfare), which were

assessed using a 7-point Likert scale. Independent variables included objective health status,
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interest in health claims, and interest in natural claims. Health status was assessed by inquiring
about health problems related to chronic diseases. Interests in health and natural claims were
measured using a 7-point Likert scale focusing on preferences for specific claims. Interest in
health claims was individually evaluated based on four types: calorie-reduced, protein-enhanced,
fat-reduced, and sugar-reduced. The control variables encompassed sex, age, presence of children,

household income, and employment status.

Key Findings

This study found that among heavy users of ready meals, there was no difference in their
preference for sustainability labels based on their health status. However, among non-heavy users,
those with health problems had a higher preference for eco-friendly and sustainable packaging
labels than those without health problems. Nonetheless, the presence of health problems did not
significantly impact non-heavy users’ preference for animal welfare labels.

This study also demonstrated that the impact of interest in various health claims on
sustainability label preferences varied across label types and between heavy and non-heavy users.
Non-heavy users who were more interested in fat-reduced claims and heavy users who were more
interested in sugar-reduced claims had higher preferences for eco-friendly labels. In addition,
non-heavy users who were more interested in sugar-reduced claims were more likely to prefer
sustainable packaging. Surprisingly, for heavy users, interest in any health claim had no
significant effect on their preference for sustainable packaging labels. For animal welfare, non-
heavy users who were more interested in sugar-reduced claims and heavy users who were more
interested in calorie-reduced claims had higher preferences for this label.

Moreover, this study revealed that interest in natural claims was the most important factor
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influencing preferences for sustainability labels among heavy and non-heavy users. Specifically,
consumers who were more interested in natural claims had a higher preference for eco-friendly,

sustainable packaging, and animal welfare labels.
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Table 1. Results of factors influencing preference for sustainability labels for ready-meal products

Dependent variable: Preference for labels for ready-meal products

Eco-friendly Sustainable packaging Animal welfare
Non- Non- Non-

heavy Heavy heavy Heavy heavy Heavy

Constant 1.646™" 1.830"  2.116™ 1.918™ 0.828™ 1.675™
(0.348) (0.749) (0.396) (0.853) (0.395) (0.777)

Sex 0.133 0.14 0.346™" 0.428" 0.349™" 0.223
(male=1, female=2)  (0.098) (0.187) (0.111) (0.213) (0.111) (0.194)
A -0.004 -0.009 -0.004 -0.008 0.003 -0.016
ge (0.006) (0.012) (0.007) (0.013) (0.007) (0.012)

Presence of children 0.118 -0.161 -0.134 0.047 -0.053 0.278
(presence=1) (0.126) (0.243) (0.144) (0.277) (0.143) (0.252)
Household income 0.00002 0.001 0.00004  -0.0001 0.0001 -0.002™
u (0.0001)  (0.001)  (0.0001)  (0.001)  (0.0001)  (0.001)
Employment status 0.014 -0.111 -0.048 0.148 0.020 -0.065
(employment=1) (0.104) (0.197) (0.118) (0.224) (0.118) (0.204)

Health status 0.228" -0.060 0.187" 0.240 0.144 0.144
(health problems=1)  (0.091) (0.184) (0.104) (0.209) (0.103) (0.191)
Interest in calorie- -0.040 0.073 -0.075 0.135 -0.056 0.190™
reduced claims (0.042) (0.082) (0.047) (0.093) (0.047) (0.085)

Interest in protein- 0.069 -0.065 0.061 0.088 0.064 0.082
enhanced claims (0.043) (0.081) (0.049) (0.092) (0.049) (0.084)

Interest in fat- 0.125™ -0.007 0.073 -0.022 0.072 0.062
reduced claims (0.049) (0.102) (0.055) (0.116) (0.055) (0.106)
Interest in sugar- 0.038 0.172° 0.129™ 0.037 0.123" -0.054
reduced claims (0.047) (0.089) (0.054) (0.101) (0.054) (0.092)
Interest in 0.449"™  0.514™  0.305™ 02577 0440 0383
natural claims (0.042) (0.080) (0.048) (0.091) (0.047) (0.083)

Observations 492 148 492 148 492 148

R? 0.323 0.353 0.196 0.165 0.288 0.298

Adjusted R? 0.307 0.300 0.178 0.098 0.272 0.242
F Statistic 20.793"™"  6.740™  10.644™" 2452  17.686™"  5.259™"
Notes: Coefficients with standard error in parentheses are reported; p<0.1; ~“p<0.05; **“p<0.01
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Keywords: Product usage, review time, online reviews, e-commerce

Description: Using archival data, the study uncovers a positive relationship between product
use before writing a review (PUBR) and recommendation tone, a positive relationship
between PUBR and continued product usage, and a negative interaction effect of PUBR and

recommendation tone on continued product usage.

EXTENDED ABSTRACT

Research Questions

Customers are increasingly relying on online reviews provided on the e-commerce platforms
for making purchase decisions. The online reviewers are (at least ostensibly) users who have
already purchased the product and are trying to help other customers by providing
information about it. Sensing the importance of online reviews, new e-commerce platforms
regularly ask customers to review the products they purchase. Even established platforms like
Amazon ask for reviews repeatedly.! When should they send such requests? Should they wait

until there has been sufficient product use? These are important questions that should guide

! https://sageseller.com/blog/what-is-the-request-a-review-button-on-amazon/
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firm behavior. This study, thus, sought to document any relationship between product use

before review (PUBR) and reviewer’s behaviour.

Method and Data

The analyses testing these ideas used archived consumer reviews posted by video game
players on the Steam online games website.? The game Back 4 Blood was selected for study
because it had been released 40 weeks previously (on 12" Oct, 2021) and had attracted
30,734 mixed reviews. For each review, date of posting was recorded along with its textual
content, the number of helpful votes it attracted, its recommendations and the length of the
review. The ancillary data collected were the number of hours the reviewer had played the
game when the review was posted, as well as his total hours on all games on Steam. We

performed OLS regression on the collected data.

Summary of Findings

The study finds a positive relationship between product use before writing a review (PUBR)
and recommendation tone, a positive relationship between PUBR and continued product
usage, and a negative interaction effect of PUBR and recommendation tone on continued

product usage.

Key Contributions

Even though a substantial body of research has examined how online reviews
influence consumers' purchase decisions, the impact of temporal cues in online reviews on

consumer behavior remains unexplored. While temporal aspects have been studied in other

2 hitps://store.steampowered.com/about/
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contexts, there is still much that we do not know about the relationship between the duration
of product use before review (PUBR), i.e., the time a consumer spends using a product before
reviewing it, and consumer behavior. For example, does the duration of PUBR affect the
likelihood that a consumer will continue to use the product? Is the sustained product usage
influenced by the sentiment of the review? Utilizing archival data, the current study
demonstrates that PUBR is positively correlated with the tone of recommendations and
continued product usage. Our results suggest that firms should wait to ask for writing reviews
in order to increase the likelihood of recommendation and to increase continued product

usage by the reviewers.

Through this paper, we make a contribution to the existing literature on online
reviews by introducing an unexplored variable: product use before review. We have found
that PUBR is an important variable that affects both review writers and readers. This variable
can also be useful for sorting reviews based on the time elapsed since the product review was
written. The study's findings hold significant value for researchers and practitioners in the
fields of marketing and consumer behavior, as it aids consumers in their decision-making

process, thereby enhancing the credibility of the review platform.
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Description: Our research focuses on the food serving by robots, and examines the effect of the

robot serving on the perceived naturalness of foods and food evaluations.

EXTENDED ABSTRACT

Research Question
We predict that serving robots will negatively affect the perceived naturalness of the food.
Based on the contagion principle, we postulate that the food served by robots would inherit
robotic attributes, such as unnaturalness, due to a contact with the robot. Existing research
indicates that consumers perceive foods as more natural, and such foods receive more favorable
evaluations (Rozin, 2005; Li and Chapman, 2012). As such, if robotic serving diminishes the
perceived naturalness of food, we anticipate that this will also result in a less favorable
evaluation of the food.
However, the degree of robot serving effect varies depending on the food category. We
predict the perceived naturalness will be lower for less-processed foods than for high-
processed foods although a contact with the serving robot will transmit unnatural associations

to both high and less-processed foods. More formally, the following hypotheses are derived.

H1: Consumers who are served by a robot (vs. a human staff) will perceive foods as less natural.
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H2: Consumers who are served by a robot will evaluate foods more negatively. Perceived
naturalness will mediate the effect.
H3: The effect of the robot serving on perceived naturalness will be positively moderated by

degrees of processing for the food served.

Method and Data

To test these hypotheses, we conducted two online studies using CrowdWorks and Yahoo!
Crowdsourcing, Japanese crowdsourcing services.

In study 1, to test hypotheses 1 and 2, 173 participants were randomly assigned to either
serving robot or human staff conditions (94 females; Mage = 42.48, SDage= 10.69). Participants
were presented with images and scenarios of a robot (vs. a human staff) serving a hamburger.
Then, participants indicated perceived naturalness of the food (Szcos et al. 2022) and product
evaluation (Aaker 2000).

In study 2, we used a 2(server: robot vs human) x 2(food processed: high vs low) design to
test Hypothesis 3. In this study, 290 participants were recruited (61 females; Mage = 51.92,
SDage= 11.64). The high-processed group saw a fruit tart image, and the low-processed group
viewed assorted fruits. Tests confirmed significant processing differences (Mhigh-processed = 4.27,
SDhigh-processed = 1.23 VS. Miow-processed = 3.14, SDiow-processed = 1.50, p <.01). The same procedure

as in study 1 was used to measure perceived naturalness and product evaluation.

Summary of Findings

Our results demonstrate that the serving robot (vs. human staff) decreases consumers’
perceived naturalness of food, which leads to decreased food evaluation (studyl and study?2).
We conducted a mediation analysis to test hypotheses 1 and 2 (Hayes 2018, Model 4) in the

studyl. As expected, the results confirmed the negative effect of the robot serving on perceived
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naturalness (b=-.52 SE=.18, t=-2.94, p<.01) and positive effect of naturalness on product
evaluation (b=.28, SE=.08, t=3.30, p<.01). Bootstrap analysis using 10,000 resamples revealed
significant indirect effect of perceived naturalness (b=-.14, SE=.07, 95% CI [-.31, -.03]). Then,
we conducted a moderated mediation analysis to test hypothesis 3 (Hayes 2018, Model 8) in
the study2. Bootstrap analysis using 10,000 resamples revealed that the index of moderated
mediation was significant (b=.16, SE=.07, 95% CI [.03, .30]). Also, there is a negative indirect
effect in low-processed condition (b=-.14, SE=.06, 95% CI [-.26, -.04]), in addition, there is no
significant indirect effect in high-processed condition (b=.02, SE=.05, 95% CI [-.08, .12]). The

results of these studies support our hypotheses.

Statement of Key Contributions

To our knowledge, this is the first research that investigates serving robots' effect on perceived
food naturalness. The findings of this research give theoretical and practical insights to food
marketing scholars and practitioners in the food industry.

As for theoretical contribution, we identify the effect of serving robots on the perceived
naturalness of food. While extant literature on the perceived naturalness of food focuses on the
history of food growth, production and process, and the properties of the final product (to see
review Rom ‘an 2017), this research gives novel insights into the literature by showing the effect
of serving robots. As for practical contribution, our results suggest that restaurant managers
should care about the potential influence of serving robots on customers. In addition, we have
identified food categories in which the use of food serving robots is appropriate, thereby

guiding the future use of service robots.

References are available upon request.
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Description: This paper examines the characteristics of color combinations to determine the
types of color combinations that are most effective in driving arousal and marketing outcomes

via visual complexity and vibrancy.

EXTENDED ABSTRACT

Research Questions

Colors help establish brand identities and brand recognition. As a result, managers dedicate
ample time and resources in selecting suitable colors for their brands. With the rise of digital
communications and design, many brands are breaking away from single colors and are instead
embracing multiple colors to stand out in the market (Google, NBC, etc.). Yet limited research
has investigated multicolors in an in-depth manner. We address this gap by examining color
combination charatcertistics and their effects on consumers’ arousal and downstream marketing

outcomes. Specifically, we examine:
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1. How do three characteristics of color combinations — distance between colors, warmness of
the color combination, and number of colors — predict consumers’ arousal and thereby
marketing outcomes?

2. What roles do visual complexity and vibrancy play in the theoretical process between the

three characteristics of color combinations and arousal and thereby marketing outcomes?

Method and Data

Two studies were conducted with consumers in the US on Prolific. In study 1 (N=2,400),
793 fictitious logos (constructed using Python scripts) made up of different color combinations
(up to 4 colors) were evaluated using a cross-classified experiment. Each participant was
randomly assigned to rate 10 logos and each logo was rated by 30 participants. Logo color
characteristics (weighted average wavelength, number of colors, and distance between colors)
were calculated. Participants rated arousal (Mehrabian, and Russell, 1970), visual complexity
(Berlyne, 1958), and vibrancy. The measurement scale of vibrancy was created for this study
based on practitioner blog posts (e.g., PPG, Apiumhub), with three other researchers reviewing
items for face validity. A CFA confirmed good absolute fit and the Fornell and Larcker method
(1981) established discriminant validity.

Study 2 (N = 400) adopted a 2 (warmth: low, high) *2 (number of colors: low, high) *2
(distance between colors: low, high) between-subjects design. We purposely sampled 25 [PA
cans and coded their wavelength (using Google API to mine data on the cans’ HEX codes and
pixel percentages), number of colors (Li and Xie, 2019), and distance between colors (using
HEX codes) . Eight cans that best fit the experimental conditions (e.g., low warmth, low number

of colors, low distance) were then selected for use in the study. In addition to the constructs
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measured in study 1, each participant rated their willingness to purchase (Dodds, Monroe, and

Grewal, 1991). We also measured participants’ visual perception of the can’s colorfulness.

Summary of Findings

Using multiple mixed effect regressions, study 1 found that the weighted average
wavelength, number of colors, and the distance between colors of color combinations had a
significant positive impact on arousal. All three-color properties positively impacted visual
complexity and vibrancy. Moreover, we found that warmth had the strongest impact on arousal
and vibrancy and that visual complexity was primarily driven by the number of colors of the
color combination followed by the distance between colors and wavelength.

Study 2 yielded similar results, yet we found that it may be pivotal to consider the
perceptions of consumers rather than merely relying on objective colorfulness (number of
colors), especially with complex color patterns as in IPA cans. We also found that vibrancy
played a prominent role in driving color combinations’ arousal effects and thereby willingness to

purchase and that instead the effects of visual complexity and vibrancy acted as serial mediators.

Key Contributions

This research advances the knowledge of the effects driven by characteristics of color
combinations by incorporating methods to evaluate them simultaneously. Moreover, this work
adds to the literature by investigating “color vibrancy”, which has not been studied previously in
the marketing literature. We provide empirical evidence supporting the underlying theoretical
process of how vibrancy mediates the effects between color combinations’ properties and arousal

while also acting as a serial mediator together with visual complexity in driving those arousal
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effects. Also, we introduce a mechanism to measure color vibrancy and provide evidence of the
robustness of the scale by conducting a CFA. Managerially this work is relevant as we suggest a
theoretical framework that can guide managers on how to adjust for the different outcomes
driven by the characteristics of color combinations, to optimize marketing outcomes. The
comparison of the characteristics provides a robust framework of which color combination
would be most effective for their brands in driving marketing implications. Furthermore, our
work provides managers with rich insights about a larger number of color combination options
they may work with when developing stimuli. The applications of our findings to IPA beer
brands makes this work more relevant to real brands and can ease managers’ task of choosing

color combinations for their brand material.

References

References are available upon request.
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Description: From a health and wellness lifestyle perspective, look for factors that increase
consumers’ preference for alternative staple foods with plant-based ingredients.

EXTENDED ABSTRACT

Research Question

As the health and wellness market grows, consumers’ needs for protein enhancement
and weight loss are growing (Banovic, 2018; Sun, 2020). Accordingly, a number of alternative
food products with enhanced health aspects are being launched into the market. In particular,
the alternative proteins market is expected to grow at a CAGR of 11.1% from 2021 to 2030
(Emergen Research, 2022).

Much research has been done on alternative foods, mostly from a vegan perspective.
These studies have focused on replacing meat with plant-based alternatives (Onwezen, 2021;
Demartini, 2022). However, there is a lack of research on staple foods that are naturally plant
based and that have now been produced with other plant-based ingredients.

While plant-based meat alternatives have been motivated by environmental and
sustainability concerns (Possidonio, 2021; Tilman, 2014), substitutions in staple foods have
been driven by health and wellness needs (Gohara-Beirigo, 2022; Romano, 2021).

In addition, few existing studies have examined consumer preferences for alternative
staple foods in relation to consumer characteristics. In accordance with this research gap, this
study begins with two main research questions.

RQ1. What characteristics make consumers prefer alternative staple foods?

RQ2. What food-and health-related lifestyles drive preferences for the two products?
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Method And Data

For this study, data were collected through an online survey. The 640 respondents were
evenly split in age with 160 each in their 20s, 30s, 40s and 50s, and evenly split in gender with
320 each. Respondents (N=640) were given a scenario in which they were buying pasta, one
of the staple foods, and were asked to indicate on a Likert scale (1 to 7) how much they
preferred the product based on the examples of soy pasta and seaweed pasta presented. In this
study, soybean pasta as a protein-enhanced pasta and seaweed pasta as a reduced-calorie pasta
were set as study subjects. We chose the subjects because soybeans are a major protein source
with a protein content of 40—45% (Padalkar, 2023; Gohara-Beirigo, 2022; Melendrez-Ruiz,
2019), and seaweeds such as wakame and kelp are low in calories (Roohinejad, 2017;
JIMENEZz-EscRiG, 1999).

To understand their food-and-health-related lifestyles, we also collected information
about where they usually shopped for food, how they consumed food, and how many times a
week they exercised for each of three exercise intensities. Finally, we included questions on
age, gender, average monthly income, and number of family members.

Summary of Findings

Female and older participants had significantly higher preferences for soybean and
seaweed pasta. This suggests that being female and being older increases the preference for
health and wellness alternative food products.

There were also differences in preference for the two products based on food-and-
health-related lifestyles. Soybean pasta, a protein-enhanced product, was preferred by
consumers who engaged in the most intense workouts and ate less frequently through food
delivery services, while seaweed pasta, a calorie-reduced product, was preferred by consumers
who engaged in the least intense workouts and purchased ingredients from department stores.

The analysis of the results also shows that consumers with a high preference for
protein-enhanced staple foods are more active in health and wellness, and consumers with a
high preference for calorie-reduced staple foods are less active in health and wellness.

Statement of Key Contributions

While previous studies have examined the psychology and behavior of consumers who
purchase alternative food products, there have been few studies on consumer preferences for
alternative staple foods. This study reinforces the existing literature on the characteristics and
behaviors of health-and-wellness-minded consumers by analyzing the segments of consumers
who show a high preference for alternative staple foods.
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This study also reveals the actual consumer reactions and preferences to changes in
food ingredients. This enables us to predict the actual market reactions of alternative staple
food products that are being studied scientifically beyond the limitations of not being able to
observe the market reactions and consumer acceptance of such products in studies analyzing
changes in existing food ingredients. The study also provides a rationale for the development
of alternative staple foods in the laboratory and in business to meet the health and wellness
needs of consumers.

Similarly, the study’s finding that there are differences in consumer segments that
prefer protein-enhanced versus calorie-reduced alternatives can inform business strategies for
developers and marketers of each product.

228



2024 AMA Winter Academic Conference

TITLE: EMERGING INSIGHTS INTO THE NATURE OF FEAR IN THE

MARKETPLACE

Suchi Aeron, Indian Institute of Technology, Roorkee

Zillur Rahman, Indian Institute of Technology, Roorkee

For further information, please contact Suchi Aeron, Research Scholar, Indian Institute of

Technology, Roorkee (E-mail Address: s aeron@bm.iitr.ac.in)

Keywords: Fear, customer journey, emotion, experience, decision-making
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EXTENDED ABSTRACT

Research Question

Webster's Dictionary defines fear as "unpleasant, often strong emotion caused by anticipation
or awareness of danger". Once felt in the wild and dark, chased by tigers and monsters, fear
now comes to consumers as they live through pandemics and are trailed by digital agents. These
new uncertainties, in the era of feeling economy and marketing literature's over-reliance on
abstract psychological concepts, reinstate a need for concrete comprehension of fear and its

marketplace phenomenology.

Furthermore, prior researchers have devoted significant effort to understanding how fear
experiences influence consumer decision-making (Wyer et al., 2019). However, the fear effect
in consumption journeys varies from a consumer avoidance tendency towards an innovative
medical treatment (Achar et al., 2020) to panic buying toilet paper #toiletpapergate, resulting

in inconsistent findings.
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Additionally, an account of fear in the marketplace through personal consumption journeys is
missing (Pham & Sun, 2020), despite continuous calls for a transition of customer journeys
that focus on firm-controlled touchpoints (Lemon & Verhoef, 2016) toward consumption
journeys (Akaka & Schau, 2019; Schau & Akaka, 2021) that take on a consumer-centric

approach.

In accordance with the above, using a qualitative approach, we answer the following research
questions: What are the antecedents, drivers, and moderators of fear experiences in the
marketplace? How does fear influence consumer evaluation and behaviour across the
consumption journey and throughout the decision-making stages? How can marketers engineer

and manage fear experiences?

Summary of Findings

Our conceptualization considers the dynamics of fear experience in the marketplaces. We first
identify three main aspects of fear in the marketplace, including the appraisals of "threat",
"uncertainty", and "situation" or "other accountability". These three environmental dimensions

are precursors of fear experience.

Secondly, delving into the drivers and moderators of fear, we identify 1) perceived uncertainty
level, which is a function of unfamiliarity and temporal distance, 2) anticipation of the
perceived level of threat, which is a function of the consumer thinking process and expected
loss level, 3) social presence, and 4) individual temperaments, as factors that influence the

intensity of fear across individual and situations.

Furthermore, resolving inconsistencies around fear influence, we conceptualize fear response
at adaptive and maladaptive levels. We contend that these two responses to fear co-exist with
the emotional experience, varying along individual and situational characteristics.

Furthermore, while the adaptive effect enables positive outcomes for a marketer and consumer,
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the Maladaptive effect leads to dysfunctional outcomes. Such classification also enables us to
build a "fear customer journey", which underscores the fear's inhibiting and facilitating role
across decision-making stages. Finally, we discuss how our findings can be utilized to develop

strategies to engineer and manage fear emotional experiences and future research avenues.

Statement of Key Contributions

Firstly, this study systematically conceptualizes fear experiences, bringing together the
fragmented emotion literature. We present an integrative and dynamic model that provides a

blueprint/emotional heatmap specific to fear.

Secondly, unlike traditional studies, we present an investigation grounded in the personal
consumption journey. This operationalizes fear in the marketplace. As inventorying the
sequence of firm-customer interactions is a significant part of understanding customer
experiences (Schau & Akaka, 2021), we contribute to a holistic understanding (Lemon &
Verhoef, 2016) of fear experiences that are driven by personal consumption journey (account

for a customer's perspective) and map on to the firm-controlled touchpoints.

Thirdly, contributing to the phenomenology of fear emotion experience, beyond the abstract
concepts of appraisals, we identify real-life triggers of fear experience in a marketplace context.
Practically, we have drawn six tactics that enable marketers to have greater control over fear

experiences by managing the retail environment, communication, and positioning.

Finally, conceptualizing the consequence of fear experiences as maladaptive and adaptive, we
underscore that negative emotional experiences are not inherently dysfunctional for the
marketplace. Consumers can regulate, and marketers can manage consumer experience to
overcome probable maladaptive responses. In fact, understanding consumer fear response at

two levels provides opportunities for marketers.

"References are available upon request."
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Description: This study examines the relationship between four antecedents: ease of use, trust,
source credibility, and the feelings evoked by customer service; and three outcome variables:
attitude towards video chat, attitude towards the company, and intention to use video chat.

ABSTRACT

Media Synchronicity Theory, and Technology Acceptance Theory provide theoretical support
for researching video chat as an engagement tool with customers online. A total of 246
completed responses were used to test the research hypotheses. A Regression-based Process
Macro with bootstrapping was employed to test the proposed hypotheses. Results and
implications are provided and discussed.

INTRODUCTION

Considering all the benefits and advantages provided by video chat, it is imperative for
marketing practitioners to adopt video chat features in customer service. The theory of media
synchronicity provides strong theoretical support for video chat as a service-related marketing
communication tool to engage customers (Dennis and Valacich 1999).

Previous research on video conferencing has mainly focused on the use of video chat in work

settings (e.g., Fauville et al. 2021), and few studies have examined video chat as a tool to engage
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customers in services. Therefore, this study addresses the gap in the service marketing literature
and explores the factors influencing customer attitudes towards video chat and the company on
digital platforms and the subsequent consequences on customers’ intention to use video chat.
This study examined the interrelationships between the selected key variables as antecedents
and outcomes. The variables included in this study are perceived ease of use, trust, source
credibility, feelings evoked by service representatives, attitude towards video chat, attitude

towards the company, and intention to use video chat.

LITERATURE REVIEW

Antecedents: Ease of Use, Trust, Source Credibility, and Feelings Evoked by
Customer Service

As one of the two core constructs in the TAM, ease of use is a key determinant of customers’
attitudes toward video chat. Perceived ease of use refers to the degree to which an individual
believes that using technology will be relatively free of effort (Nie et al., 2018). Previous studies
have explored the importance of the ease of use of video chats among senior customers. For
example, using the case of a Korean life insurance company, Jeong et al. (2023) confirmed that
perceived ease of use is positively related to the adoption and intention to use video chat services
Among the many external variables incorporated into TAM, trust is considered an important
factor that influences a user's technology acceptance. Trust is defined as the willingness of a
party to be vulnerable to the actions of another party based on the expectation that the latter will
perform actions that are important to the former one. A meta-analysis of trust confirms the
positive relationship between trust and attitude toward the technology adoption (Wu et al. 2011).
A study shows that a profile picture of the Airbnb renter with eye contact vs. no eye contact

reduces consumers’ feelings of uncertainty and brings more trust, which will further lead to a
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higher booking intention (Broeder & Remers, 2018). By making eye contact with customers,
video chat allows businesses to express sincere and genuine care to their customers and build
trust with them.

Previous research has shown a positive effect of source credibility on information usefulness
(Chen et al., 2014; Filieri, 2015). Defined as the believability of information (Rubin et al., 2004),
source credibility may affect customers’ attitudes toward the company and video chat as well as
intention to use the video chat in the future. Customers interacting with a professional,
knowledgeable, and sympathetic service provider in online video chat will have a positive
attitude toward the video chat features and have a positive attitude toward the company.

One of the most important contributions of TAM is the acknowledgment that people are not
always rational. This is because consumers’ feelings aroused by interaction with service
providers during video chat will change their attitudes toward the company and toward the video
chat. When a customer feels disrespected, unappreciated, cannot be understood, and/or not
listened to, they will become confrontational with customer service representatives (Dunn,
2016). In an online video chat setting, customer service representatives are viewed by customers
as the touching point and extension of the company. Based on the literature review, following
hypotheses have been generated:

H1-H4: Ease of use (H1), trust (H2), source credibility (H3), and positive feelings (H4) are

positively related to (a) attitudes toward the company, (b) attitudes toward video chat, and (c)
intention to use video chat.

Attitudes as Antecedents and as Mediator for the Antecedents-Intention
Relationship

Attitudes as antecedents of intention to use online video chat are based on two well-known
theories: the theory of reasoned action (Ajzen and Fishbein 1980) and its modification as the

theory of planned behavior (Ajzen 1991). Both theories posit that attitudes lead to intentions to
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engage in specific behaviors. Subsequent TAM development also included behavioral intention
as a new variable, which could possibly explain and predict actual usage behavior. Specifically,
attitude was found to partially mediate the relationship between perceived usefulness, perceived
ease of use, and users’ intention to use (Davis, 1985).

H5: Attitudes toward (a) the company and (b) toward video chat will be positively related to
intentions to use video chat for customer service.

H6 & H7: The relationship between the users’ intention to use video chat and (a) perceived ease
of use, (b) trust, (c) source credibility, and (d) feeling evoked by customer service is mediated by
attitudes toward the company (H6) and by attitudes toward video chat (H7).

Figure 1 presents the proposed conceptual model that depicts the hypothesized relationships.

Figure 1

A Model of Antecedents of Intentions to use video Chat

Ease of Use

Attitudes-
company
Trust \4 Y
Intentions to
use video chat
Source A
credibility
Attitudes —

video chat

Feelings evoked
by customer
service

235



2024 AMA Winter Academic Conference

METHODOLOGY

Data Collection

An online survey was used to collect data for this study. Students enrolled in business classes at a
suburban university in the northeastern region of the United States were invited to participate in
the study in exchange for extra credit toward their course. This study was approved by the
Institutional Review Board of the host university. Participants were presented with a short video
clip showing a fictitious customer service representative welcoming the customer to the video
chat customer help line and offering to help resolve the customer’s issues. Following exposure to
a sample of the video from a simulated video chat line, participants were asked to answer
questions related to the various measures used in the study. A total of 246 completed
responses were obtained (female = 44.7%, mean age = 21.00 years) and used to test the

proposed relationships.

Measures

Ease of use (Cronbach’s alpha=0.89) was measured using the five item Likert scale developed by
Kulviwat et al. (2007). Trust (Cronbach’s alpha=0.84) was measured using the six item Likert
scale adapted from the scale developed by Larzelere and Huston (1980). Source credibility
(Cronbach’s alpha=0.94) was measured using a semantic differential scale involving 18 pairs of
opposing adjectives adapted from McCroskey and Taven (1999). The feelings evoked by
customer service video chat (Cronbach’s alpha=0.82) were measured using 11 item-measure by
asking participants to indicate the extent to which they agreed that the customer service
representative made them feel in certain ways. Attitudes toward the company (Cronbach’s

alpha=0.95) were measured using a semantic differential scale involving five pairs of opposing
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adjectives. Attitudes toward video chat (Cronbach’s alpha=0.94) were measured using a
semantic differential scale involving six pairs of opposing for the list of items. Intentions to use

video chat (Cronbach’s alpha=0.96) were measured using the four item Likert scale.

ANALYSIS AND RESULTS

SPSS Process Macro (Hayes 2022) (model 4) with bootstrapping (5000 bootstrap samples in
each case) was used to test for direct and indirect effects of antecedent variables on intentions to

use video chat. Table 1 presents the results of the regression analyses.

Direct Effects of Four Factors on Attitude and Intention

As shown in Table 1, ease of use was a significant predictor of attitudes toward the company (b
=0.360, t = 5.090, p < 0.001) and toward video chat (b =0.717, t = 9.756, p < 0.001), providing
support for H1la and H1b, respectively. In addition, ease of use was a significant predictor of
intention to use video chat (direct effect) (b = 0.315, t = 5.132, p < 0.001), thus supporting H1c.

As expected, trust was a significant predictor of attitudes toward the company (b = 0.695, t =
14.546, p < 0.001) and toward video chat (b = 0.586, t = 8.867, p < 0.001), providing support for
H2a and H2b, respectively. As hypothesized, trust was a significant predictor of the intention to
use video chat (b = 0.137, t = 2.099, p < 0.05). Therefore, H2c is also supported.

As expected, source credibility was a significant predictor of attitudes toward the company (b
=0.257,t=17.239, p < 0.001) and video chat (b = 0.233, t = 11.057, p < 0.001), providing
support for H3a and H3b. However, source credibility was not a significant predictor of the
intention to use video chat (b =-0.017, t = 1.767, n.s.), thus not supporting H3c.

As expected, positive feelings evoked by video chat were a significant predictor of attitudes

toward the company (b = 0.418, t = 13.266, p < 0.001) and toward video chat (b = 0.403, t =
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9.941, p <0.001), providing support for both H4a and H4b. The results of the analysis showed
that positive feelings evoked by video chat had no direct effect on intention to use video chat (b
=-0.032, t =-0.786, n.s.). Thus, H4c is not supported.

Attitudes toward the company were not a significant predictor of intention to use video chat (b
=0.104, t = 1.68, n.s.), thus rejecting H5a. Only attitudes toward video chat were significant

predictors of intentions (b = 0.480, t = 9.98, p < 0.001), supporting Hypothesis H5b.

Indirect Effects of Four Factors on Intention Mediated by Attitude

As shown in Table 1, the indirect effect of ease of use when attitude toward the company was the
mediating variable was not significant (b = 0.044, 95% CI =-0.052 — 0.111). H6a was not
supported. However, the results of the mediation analysis showed that ease of use had an indirect
effect on intentions to use video chat only when attitudes toward video chat were the mediator
variable (b = 0.249, 95% CI= 0.121-0.414), providing support for H7a.

The indirect effect of trust on intentions was not significant when attitudes toward the
company were considered the mediator variable (b = 0.014, 95% CI = -0.151 — 0.165). H6b was
not supported. However, the results of the mediation analysis show that trust had an indirect
effect on intentions to use video chat when attitudes toward video chat were the mediating
variable (b = 0.276, 95% CI = 0.153-0.449), providing support for H7b. The indirect effect of
source credibility on the intention to use video chat was insignificant when attitudes toward the
company were used as mediator. Thus, H6c is not supported. However, source credibility had an
indirect effect on intention chat when attitudes were used as mediators, supporting H7c.

The indirect effect of positive feelings evoked by video chat with and attitudes toward the
company as mediating variables on intentions was not significant (b = 0.054, 95% CI = -0.054 —

0.152), thus not supporting H6d. However, positive feelings evoked by video chat had an indirect
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effect on intentions to use video chat when attitudes toward video chat were used as mediating

variables (b =0.197, 95%CI = 0.115 — 0.311), thus providing support for H7d.

Table 1. Results of Bootstrap Regression Analyses Using PROCESS Macro

95% Confidence
Variable/Effect B SE t-value | p-value interval
EOU -> ATT - CO 0.360 0.071 5.090 <0.001 0.221 0.499
EOU -> ATT-CHAT 0.717 0.074 9.756 <0.001 0.572 0.862
EQOU -> INT 0.315 0.061 5.132 <0.001 0.194 0.436
ATT-CO -> INT 0.122 0.059 2.060 <0.050 0.005 0.234
ATT-CHAT -> INT 0.347 0.057 6.068 <0.001 0.234 0.494
Effects
Direct 0.315 0.061 5.132 <0.001 0.194 0.436
Indirect EOU -> ATT-CO -> INT | 0.044 0.042 -0.052 0.111
Indirect EOU -> ATT-CHAT ->
INT 0.249 0.075 0.121 0.414
Total indirect effect 0.293 0.057 0.186 0.409
Total model effect 0.608 0.061 10.028 <0.001 0.488 0.727
TRUST -> ATT - CO 0.695 0.048 14.546 <0.001 0.601 0.789
TRUST -> ATT-CHAT 0.586 0.066 8.867 <0.001 0.456 0.716
TRUST -> INT 0.137 0.065 2.099 <0.05 0.008 0.265
ATT-CO -> INT 0.020 0.074 0.271 0.786 -0.125 0.165
ATT-CHAT -> INT 0.471 0.053 8.833 <0.001 0.366 0.576
Effects
Direct 0.137 0.065 2.099 <0.05 0.008 0.265
Indirect TRUST -> ATT-CO ->
INT 0.014 0.080 -0.151 0.165
Indirect TRUST -> ATT-CHAT -
> INT 0.276 0.0777 0.153 0.449
Total indirect effect 0.290 0.055 0.189 0.406
Total model effect 0.427 0.057 7.492 <0.001 0.314 0.539

EOU = Ease of Use; TRUST = Trust in customer service representative; SOURCE = Source credibility;
FEEL = Feelings triggered by customer service representative; ATT-CHAT = Attitudes toward Video
Chat; ATT-CO = Attitudes toward the company; INT = Intentions to use video Chat feature.
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Table 1 (Continued). Results of Bootstrap Regression Analyses Using PROCESS Macro

95%

p- Confidence
Variable/Effect B SE t-value value interval
SOURCE -> ATT-CO 0.257 0.015 17.239 <0.001 0.227 0.286
SOURCE -> ATT-CHAT 0.233 0.021 11.057 <0.001 0.192 0.275
SOURCE -> INT 0.017 0.025 -0.702 0.483 -0.066 | 0.031
ATT-CO -> INT 0.136 0.077 1.767 0.079 -0.016 | 0.288
ATT-CHAT -> INT 0.487 0.054 8.949 <0.001 0.380 0.594
Effects
Direct 0.017 0.025 -0.702 0.483 -0.066 | 0.031
Indirect SOURCE -> ATT-
CO -> INT 0.035 0.337 -0.036 | 0.097
Indirect SOURCE -> ATT-
CHAT -> INT 0.114 0.029 0.066 0.179
Total indirect effect 0.148 0.025 0.102 0.099
Total model effect 0.131 0.020 6.638 <0.001 0.092 0.170
FEEL -> ATT - CO 0.418 0.032 13.266 <0.001 0.356 0.480
FEEL -> ATT-CHAT 0.403 0.041 9.941 <0.001 0.324 0.483
FEEL -> INT 0.032 0.041 -0.786 0.432 -0.112 | 0.048
ATT-CO -> INT 0.130 0.070 1.848 0.066 -0.009 | 0.269
ATT-CHAT -> INT 0.489 0.055 8.954 <0.001 0.381 0.596
Effects
Direct 0.032 0.041 -0.786 0.432 -0.112 | 0.048
Indirect FEEL -> ATT-CO ->
INT 0.054 0.052 -0.054 | 0.152
Indirect FEEL -> ATT-CHAT
-> INT 0.197 0.050 0.115 0.311
Total indirect effect 0.251 0.039 0.177 0.330
Total model effect 0.215 0.037 5.863 <0.001 0.146 0.293

EOU = Ease of Use; TRUST = Trust in customer service representative; SOURCE = Source
credibility; FEEL = Feelings triggered by customer service representative; ATT-CHAT =
Attitudes toward Video Chat; ATT-CO = Attitudes toward the company; INT = Intention to use

DISCUSSION

The analysis revealed significant relationships between all four independent variables-ease of

use, trust, source credibility, and emotions evoked by customer service-and the dependent
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variables, encompassing attitudes towards the company and attitudes towards video chat.
However, the analysis demonstrated that only the attitude towards video chat emerged as a
significant predictor of the intention to use it. The link between the attitude towards the company
and the intention to use video chat did not attain statistical significance. Although company
reputation often acts as a crucial predictor for market acceptance of product offerings, this
research indicates that attitudes towards the company might not affect customers’ intentions to
use video chat.

Concerning the direct impact on the intention to use video chat, two independent variables-
ease of use and trust-exhibited direct effects. Source credibility and emotions evoked by
customer service did not manifest a direct influence on the intention to use video chat. However,
this finding suggests that all four independent variables have an indirect effect on intention to use
video chat for customer service when mediated by attitudes toward video chat.

In this era dominated by digital technology and Acrtificial Intelligence (Al), companies can
find a conducive environment for enhanced customer engagement and diverse online
collaboration with customers. Text-based asynchronous communication methods fall short of
achieving optimal marketing communication objectives due to their limited real-time
synchronization and engagement capabilities. Companies must weigh the trade-off between
benefits and costs when considering increased synchronization and engagement, attributes that

video chat communication can facilitate.

LIMITATIONS AND FUTURE RESEARCH
This study was based on a constrained dataset collected from college students. While college

students do represent authentic consumers, future investigations could incorporate a broader
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array of data encompassing more diverse demographic segments including Generation X and
Baby Boomers. Future research may expand the research scope to a global context. Synchronous
and interactive video chat has proven efficient in the realm of worldwide customer service,
particularly in context where language barriers and cultural distinctions come into play (Tener
and Pudelko 2016). For instance, within high-context cultures like Japan and South America, the
significance of context often outweighs that of content in utilizing video chat for services,

catering to the cultural nuances and preferences.
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EXTENDED ABSTRACT

Research Question

The pursuit of happiness and well-being is a topic of keen interest among policymakers and
researchers in various fields, including consumer research. Within marketing, the experiential
advantage suggests that people derive greater happiness from experiential vs material purchases
(van Boven & Gilovich 2003; Goodman, Malkoc, & Stephenson 2016; Zhang et al. 2014). There
has been a comprehensive body of research surrounding this area, and barring some exceptions,
this is a construct that has stood the test of time. Lately, there is a growing interest in
consolidating this line of research and identifying the key factors that lead to the experiential
advantage. Recent meta-analysis identified key variables contributing to well-being through
experiential advantage, such as autonomy, relatedness, and self-esteem, happiness, and
meaningfulness (Weingarten & Goodman 2020). However, emerging research identified
psychological richness (PR) as a distinct pathway to well-being, characterized by complex,
perspective-changing experiences (Oishi & Westgate 2021). Though there is a growing interest
in the field in understanding PR as another important driver of well-being, we know little of its
implication on consumer behavior. We predict that experiential purchases, compared to material

purchases, add to the PR of one’s life and, in turn, contribute to greater overall well-being.

Method and Data

To test our hypothesis, we conducted four studies.

Study 1 (N=240) tests our primary hypothesis and assess the effect of purchase type on PR and
happiness. Participants were randomly assigned to material versus experiential conditions and

completed a recall task. Then, participants rated the degree to which the purchase made their life
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psychologically rich using a 3-item measure (o = .92) and the degree to which the purchase
contributed to their life’s happiness using a 3-item measure (o = .92). One-way ANOVA with
purchase type as the predictor revealed a significant effect (F (1,238) = 8.83, p <.01).
Experiential purchases led to more PR (M =5.81, SD = 2.08) than material purchase (M = 4.95,

SD = 2.38).

Study 2a (N = 122) tests the hypothesized relationship and its downstream effect. Participants
were randomly assigned to material versus experiential conditions and completed a recall task.
Then, participants rated the degree to which the purchase made their life psychologically rich
and contributed to their life’s overall well-being. One-way ANOVA with purchase type as the
predictor revealed a significant interaction effect (F (1,120) = 18.65, p < .001). Experiential
purchases led to more PR (M =5.97, SD = 1.91) than material purchase (M =4.40, SD = 2.12).
There was a significant effect of purchase type on overall well-being (F (1,120) =9.75, p =
.002). Experiential purchases contributed more to overall well-being (M = 6.63, SD = 1.57) than
material purchase (M =5.65, SD = 1.89). Mediation analysis (PROCESS Model 4) with
purchase type as the predictor, overall well-being as the dependent variable, and PR as the
mediator revealed a significant indirect effect (b = .49, SE =.12, 95% CI [.2657, .7643]). The

direct effect became non-significant (b= .08, p = .74).

Study 2b (N = 240) demonstrates the robustness of the effect using a parallel mediation analysis
with PR and happiness as the mediator. Participants recalled a material versus experiential
purchase and answered questions related to overall well-being, PR, and happiness. Parallel
mediation analysis using PROCESS (Model 4) with purchase type as the predictor, PR and

happiness as mediator, and overall well-being as the dependent variable, revealed a significant
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indirect effect of PR (b = .42, SE =.12, 95% CI [.2055, .6800]). The effect of happiness was

non-significant (b =-.11., SE = .10, 95% CI [- .3376, .0929]).

Study 3 (N = 305) tests our hypothesis with manipulation adapted from Mead & Williams 2023.
Participants were randomly allocated to PR versus control condition and either wrote about
activities that make their life more psychologically rich or their daily life. Next, participants
chose between a material versus experiential purchase. Participants in the PR versus control
condition were more likely to choose the experiential purchase (y?= 24.66, p <.001).
Specifically, 47.97% of participants in the PR condition chose experiential purchase, compared

t0 26.11% in the control condition.
Summary of Findings

In four studies, where we measured and manipulated psychological richness, we found
converging evidence that this factor has a greater impact on well-being than just happiness,
experiential purchases lead to greater psychological richness compared to material purchases,
which in turn leads to a greater sense of well-being. This effect holds in the absence of
happiness. We contribute to the experiential advantage literature, showing an alternate and

unexplored pathway to well-being exists.
Key Contributions

We live in a world where there is increasing concern and awareness about the need to focus on
the well-being of people. This is something the field of marketing is also seized of, and there is
increasing focus among researchers in this area. From a consumption perspective, one of the
ways in which well-being can be enhanced is through experiential (vs. material) purchases, also

known as the experiential advantage. But while there has been research into the mechanisms
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leading into this, we identify a novel route that enhances the well-being of people- that of
experiential purchases which are psychologically rich. These are defined as purchases that are
perspective-changing and have a degree of complexity, driven by curiosity and energy (Oishi &
Westgate 2021). We find that engaging in such pursuits enhances well-being to a greater extent
than material pursuits. This has important managerial and theoretical implications. We enhance
our understanding of the types of consumption which can lead to increased well-being and
identify psychologically rich experiences as one of those. Managers seeking to improve the well-
being of consumers and employees may promote psychologically rich experiences to attain
greater well-being. Policy makers looking to promote greater well-being in society promote

psychologically rich experiences compared to material purchases.

References are available upon request.
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Description: This study investigates consumers' intentions to disclose personal
information for digital health, examining factors such as perceived benefits, privacy
concerns, health literacy, and individual characteristics, with the goal of providing
insights into strategies to enhance the sharing of personal information in the use of big
data in healthcare amidst the challenges of an aging society and increasing prevalence

of chronic diseases.

EXTENDED ABSTRACT

Research Question
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Due to the aging of society and the rising prevalence of chronic diseases, digital
healthcare technologies are being adopted worldwide to lower costs, increase
accessibility, and improve the quality of healthcare services.

Sharing of personal information is considered essential for successful use of digital
health. The proper collection and analysis of relevant data is a valuable tool in the
development of new treatments, medicine, and medical techniques.

Based on previous studies, the UTAUT theory, and the Privacy Calculus model, this
study aims to examine consumer behavior regarding the sharing of personal
information for use in digital healthcare. Specifically, this study aims to address the
following questions:

RQ1: What impacts do Privacy Concerns and the Perceived Benefits have on an
individual’s Intention to share personal information?

RQ2: What impacts do consumers' Health Literacy have on factors of Perceived
Benefits?

RQ3: Does consumers' age moderate the relationship between Perceived Benefits and
Privacy Concerns and the Intention to disclose personal information?

RQ4: What knowledge and considerations should government and companies have
regarding the acquisition of personal health information for the utilization of health-

related big data?

Method and Data
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We conducted our research in Japan, targeting Japanese citizens as respondents for the
survey. Both the screening survey and the main survey were distributed through a
specialized research company. The screening questionnaires were distributed as an
online survey in June and July 2023, with quality control methods such as limiting
submissions to one per account and incorporating reverse-worded items. Adjustments
to measurement items and design were made based on the 350 responses to the
screening questionnaire. After conducting a survey with a small number of respondents,
adjustments to the study design were made and confirmed.

To test the research model, we employed Partial Least Squares Structural Equation
Modeling (PLS-SEM), evaluating the measures and structural model using SmartPLS.
The main survey had specific requirements: (i) respondents were required to fully
understand the overview of digital healthcare, its purpose, and the process of sharing
personal data for the usage of digital healthcare based on the provided instructions, and
(ii) respondents had to provide correct answers to the reverse-worded test.

We obtained 233 valid responses from the main survey, out of a target population of

350 people, after 7 days of data collection in July 2023.

Summary of Findings

Our findings underscore the impact of perceived benefits factors—namely,
Performance Expectancy and Social Influence—in shaping the intention to engage with
digital healthcare platforms. Notably, it is discerned that the factor of Effort Expectancy

does not yield a statistically significant support toward fostering the intention to use
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digital healthcare. Moreover, Performance Expectancy and Social Influence exhibit an
indirect influence on the inclination to share personal information, while the Facilitating
Conditions directly impacts intention to share personal information. The moderating
effect of age is found to be significant solely in the context of Facilitating Conditions
vis-a-vis intention to share personal information. Notably, the intention to share
personal information is observed to be positively influenced by the intention to utilize
digital healthcare, thereby signifying the interplay between these constructs.
Additionally, the negative impact of Privacy Concern on the intention to share personal

information is significant.

Key Contributions

This study quantitatively examined individuals' intentions to provide personal
information by focusing on the perceived benefits and perceived concerns associated
with adopting new technologies. By doing so, this research contributes to the
understanding of how consumers behave with regard to sharing their personal
information, particularly in the context of health-related big data.

Our study indicates that in order to enhance individuals' inclination to divulge personal
information, it is necessary to focus on fostering determinants associated with perceived
benefits. Specifically, these determinants encompass Performance Expectations, Social
Influence, and Facilitating Conditions. Moreover, a judicious incorporation of each
individual's level of health literacy is imperative during the strategic development

process when creating new products that require personal information. Notably, the
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potency of the aforementioned factors becomes increasingly pronounced with
advancing age. As subjects' age, the affirmative impacts on performance expectations
and the enhancement of facilitating conditions attain heightened significance. This
underscores the pivotal role of age-related considerations in the efficacy of strategies
aimed at augmenting individuals' willingness to share personal information. The
findings of this study offer valuable insights for promoting individual consent and
formulating relevant policies, thereby enabling governments and private companies to

effectively use big data resources.

References are available upon request.
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Description: In this study, a taxonomy was developed to illustrate how eye tracking technology

can be effectively utilized in consumer decision-making research.

EXTENDED ABSTRACT

Research Question

Despite the increasing use of neuroscience tools in consumer behavior research, there is
still a lack of knowledge regarding the role of unconscious processes in decision-making, and
how different informational cues influence product selection. One of the key neurosciences tools
is the eye-tracking technology (ET), which allows a glimpse into conscious and unconscious
processes of consumer decision-making, thus providing valuable insights to explain the whys
behind consumer choices. ET is a powerful tool for studying human behavior. In this regard,
developing a taxonomy of the use of ET in consumer-decision making (CDM) might help
advance the research of unconscious processes and different informational cues. While some
attempts have been made to classify the use of ET in CDM, previous research has focused on

attention-related data but did not consider blink rates and pupil dilations, which are essential data
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that can be extracted with ET devices. Therefore, in this study, a comprehensive taxonomy of ET
technology use in CDM research is developed.
Method and Data

The method consisted of three stages: (1) defining boundaries of the topical area; (2)
classifying different types of data collected with ET technology; and (3) synthesizing the results
by applying a theory. The first stage involved conducting a systematic literature review to
ascertain the diverse contexts in which ET has been utilized. A comprehensive search was
conducted for studies that were published between 2000-2022 and utilized the ET technology.
This resulted in the retrieval of 119 studies which were further screened by following criteria: (a)
empirical study, not a conceptual paper; and (b) the use of eye-tracking technology was a primary
research method. This led to 63 studies that were used in the analysis. Subsequently, six distinct
types of data that can be obtained with ET technology were identified. The final stage centered
on the synthesis of the six data types and a five-stage decision-making theory, which facilitated
the development of a taxonomy of ET use in CDM research.
Summary of Findings

The taxonomy illustrates that the six types of ET data (fixations, saccade, gaze path, heat
map, blink rates, and pupil dilation) can be used in CDM research to understand emotional
response and attention. By grouping attention into categories of consumer engagement and
information processing, taxonomy offers a nuanced understanding of how ET data can provide
insights into consumer decision-making processes.

When applying decision-making stages theory, different uses of varying ET data across
decision making stages were identified. In the need recognition stage, ET can be used to

study how different cues in advertisement and product display drive consumer engagement. ET
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data can determine the initial attention-grabbing elements in stimuli, frequently viewed areas,
and emotional intensity of the process. In the information search stage, ET can be used
to study how consumers interact with online webpages and the importance they attach to
different product attributes. Different types of ET data can provide insights into consumer
decision-making process and information processing order. In the evaluation of alternatives
stage, ET can help study how consumers compare product attributes of different
alternatives, such as label, package design, price, brand, and logo. ET data can reveal frequently
viewed areas, the mental effort required to evaluate each option, cognitive strain, and emotional
arousal. No study used ET for examining purchase or post-purchase stages of CDM, hence these
were not discussed.
Statement of Key Contributions

This study provides a taxonomy of six types of ET data in the context of consumer
decision making. Notably, the proposed taxonomy extends beyond the conventional focus on
attention and incorporates emotional response. The study identifies key topical areas where ET
technology can be effectively applied. This taxonomy can serve as a valuable roadmap, guiding

researchers to explore various aspects of consumer behavior using eye tracking technology.
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Description: The congruence of the advertising model's gaze with the consumer's reading and
writing direction enhances ad processing fluency, promoting a more positive attitude towards

the advertisement.
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EXTENDED ABSTRACT

Research Question

In 2023, the US invested over $10 billion in print ads, and global spending neared $50
billion, with expectations of continued growth (statista.com, 2023). Ad executives exert
significant influence in presenting human models in ads for optimal impact (Rossiter & Smidits,
2012). A key decision involves the gaze direction of the model—whether it is direct (looking
at the viewer) or averted (looking away from the viewer) (Hutton & Nolte, 2011). Despite
traditional preferences in human interactions (Mason et al., 2005), recent findings suggest that
averted gaze might be more effective in print ads than direct gaze (To & Patrick, 2021),
challenging established norms and creating a more immersive ad experience.

Extant research has only established that an averted gaze may be more effective than a
direct gaze, however, an averted gaze may be either to the left or to the right, and whether one
direction is more preferred than the other is currently unknown. We suggest that the answer to
this question may depend on the viewer’s directional bias and that ads, where the gaze direction

is congruent with the viewer’s directional bias, may lead to a more positive ad attitude.

Method and Data

We begin to explore our research question by content analyzing ads from the US (left-
to-right reading directionality) and Arabic and North African countries (right-to-left reading
directionality), to examine whether systematic differences exist in the eye gaze direction of ad
models between the two reading systems in Study 1. The ads are published between January
2019 and July 2022 on AdForum.com and AdsoftheWorld.com. To be included, the ads had to
feature a human model and the eye gaze direction could be coded as left, right, or direct.

In Study 2, consumer preferences were examined concerning ads featuring models

gazing in a direction consistent with one's directional bias versus those featuring models gazing
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in an inconsistent direction. 339 participants recruited from a U.S. university, were presented
with ten pairs of mirror images, each featuring a model facing either rightward or leftward and
8 pairs of filler images.

Study 3 investigated the impact of a congruent directional gaze of an ad model with
directional bias on ad attitude, considering processing fluency. Using a study abroad flyer ad
with mirror images of a female model facing rightward or leftward, participants were randomly
assigned to left or right conditions. Ad attitude and processing fluency were assessed using five
seven-point items each. From the initial 162 participants recruited from a U.S. university, 150

were included in the analysis after excluding inattentive participants.

Summary of Findings

In the US, Study 1 found that approximately half of the ads used direct gaze (88
advertisements), and the other half used averted gaze (81 advertisements). Notably, among the
ads with averted gaze, 55.55% featured a model with a rightward gaze, while only 44.44%
featured a leftward gaze, indicating a prevalence of averted gaze congruent with the
population's directional bias. In Arabic advertisements, almost two-thirds used averted gaze
(51 advertisements), where 70.59% featured a leftward averted gaze consistent with the Arabic
right-to-left directional bias, while only 29.41% featured a rightward gaze. A significant
difference between countries was confirmed by a chi-square test of independence (X2 (1, N =
132) = 8.63, p = .003).

Study 2 findings indicate that participants preferred ad model