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EXTENDED ABSTRACT 

Research Question 

Unethical consumer behavior (UCB) significantly impacts global economies, typically 

attributed to internal psychological traits and socio-cultural influences. However, little 

attention has been given to external, implicit environmental cues, particularly sensory stimuli 

such as ambient scent. This research investigates whether ambient coffee scent, a ubiquitous 

and culturally significant sensory cue, can implicitly influence and reduce unethical consumer 

behaviors. Additionally, it explores the underlying psychological mechanisms and boundary 

conditions of this phenomenon. 

Method and Data 

To address this question, six studies employing diverse methodologies—field experiments, 

controlled behavioral laboratory experiments, and physiological assessments (Galvanic Skin 

Response, GSR)—were conducted: Preliminary fieldwork (N = 421) involved an unobtrusive 

wallet-drop experiment in a university library, comparing lost wallet incidents between 

coffee-scented and natural-scented environments. Study 1a (N = 398) observed consumer 

reactions to intentional pricing errors in a milk tea shop, assessing passive unethical 

behaviors (silent gain) under coffee versus natural scent conditions. Study 1b (N = 132 

tables) examined food waste behaviors at a buffet restaurant under ambient coffee versus 

natural scents. Study 2 (N = 316) employed a laboratory experiment comparing coffee scent, 

orange scent, and natural scent conditions to examine active cheating behavior and to test the 

serial mediation effect of perceived arousal and self-diagnostic processes. Study 3 (N = 109) 
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distinguished perceived from physiological arousal using GSR technology to further confirm 

the unique role of perceived arousal in driving ethical behavior. Study 4 (N = 398) 

investigated boundary conditions by experimentally priming coffee scent as either functional 

(productivity-related) or entertaining (relaxation-related) and evaluating its moderating 

effects on unethical behaviors. 

Summary of Findings 

Consistent evidence across studies demonstrated a significant reduction in unethical 

consumer behaviors in coffee-scented environments. Specifically: Preliminary fieldwork 

indicated significantly fewer missing wallets under coffee scent conditions (11.59% vs. 

21.28% natural). In Study 1a, consumers in coffee-scented environments were significantly 

less likely to silently benefit from pricing errors (66.50% vs. 80.73%). Study 1b revealed 

reduced excessive food waste under coffee scent exposure (51.56% vs. 71.01%). Studies 2 

and 3 confirmed through laboratory experiments that coffee scent significantly reduced active 

cheating and fraudulent returns, mediated serially by enhanced perceived arousal and 

subsequent self-diagnostic processes rather than physiological arousal. Study 4 showed that 

priming coffee's functional attribute further amplified its positive ethical influence, whereas 

priming an entertaining attribute reduced this effect. 

Key Contributions 

This research significantly extends the literature on unethical consumer behavior and sensory 

marketing by identifying ambient coffee scent as a subtle yet powerful environmental 

influencer of consumer ethics. Theoretically, it advances expectancy theory by showing 
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sensory cues as implicit triggers for ethical expectations and self-regulation, thereby 

integrating sensory and moral psychology streams. Practically, it offers actionable insights 

for businesses in retail, hospitality, and organizational settings seeking cost-effective 

interventions to minimize unethical consumer practices. This work also opens avenues for 

future research to explore additional sensory stimuli and their broader implications across 

diverse cultural and consumption contexts. 
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Description: The current research suggests that stigmatized cues (weight) in givers can shape 

recipient’s social perception of the giver and appreciation of a gift. 

 

EXTENDED ABSTRACT 

Research Questions 

While previous research has largely focused on gift-related characteristics that influence 

recipient’s appreciation, the current research suggests that stigmatized cues (weight) in givers 

can shape recipient appreciation for a gift. We examine the following hypotheses: 

H1: Gift recipients express greater appreciation for a gift given by an overweight giver compared 

to the same gift given by a slim giver. 

H2a: Gift recipients perceive an overweight giver as warmer than a slim giver. 

H2b: Gift recipients’ higher perceptions of warmth increase recipients’ desire to interact with the 

giver, which increases recipients’ appreciation of the gift. 
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H2c: The effect of the giver’s body type (overweight vs. slim) on recipients’ appreciation of the 

gift is sequentially mediated by the recipients’ perception of the warmth and their desire to 

interact with the giver. 

H3: Recipients’ weight-related prejudice (WRP) moderates the positive effect of warmth on 

recipients’ desire to interact with giver such that the effect is weaker when recipients’ WRP are 

stronger. 

H4: Recipients’ pity for giver moderates the effect of giver’s body type on recipients’ warmth 

perception such that the effect of giver’s body type on warmth mitigates when recipients feel pity 

for giver. 

Method and Data 

The paper uses multiple online experiments with an average sample size of around 300 per 

experiment. Study 1 aims to examine the main effect of the gift giver’s body type on the 

recipient’s appreciation and the underlying process. Study 2 explores whether the effect of the 

giver’s body type on the recipient’s appreciation is contingent on the recipient’s weight-related 

prejudices, and Study 3 investigates if the effect mitigates when the recipient feels pity for the 

giver. 

Summary of Findings 

Going beyond previous gift giving literature that focuses on how gift’s features can shape 

recipient’s responses, we find that giver’s visual cues (such as being overweight) influence 

recipient’s appreciation of a gift. we demonstrate that the recipient appreciates the gift more 

when the gift is given by an overweight giver (versus a slim giver). The effect occurs, in part, 

because the recipient perceives the overweight giver as warmer than a slim giver, illustrating 
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endorsement of a common stereotype of overweight individuals. Such perceptions of warmth 

also enhance the recipient’s interpersonal inclination toward the giver, which ultimately 

increases their appreciation for the gift. We further find that the effect mitigates when recipient 

has stronger weight related prejudices or when the recipient feels pity for the giver. 

Key Contributions 

We contribute to the literature by bridging two research streams—weight stigmatization and gift 

giving. In comparison to the literature on weight stigmatization and discriminative behavior 

against overweight individuals, we find positive stereotypes surrounding such individuals that 

influence downstream marketing-relevant consequences—gifts from the overweight givers are 

more appreciated by the recipient. Second, we contribute to the gift-giving literature by 

extending the focus beyond the gift itself. Previous research has largely focused on how the gift’s 

characteristics can impact recipient’s appreciation level and positive responses. In this research, 

we examine how the recipient’s social perceptions of a giver’s body type can transfer to the gift 

that in turn impact the recipient’s appreciation of the gift.  

We provide an understanding of the biases surrounding consumer body types and conclude that 

some can even be positive, such that brands have even greater reasons to develop inclusive 

marketing strategies that celebrate diverse body type representations of consumers in the 

marketing campaigns. For consumers, awareness of bias towards the physical appearance of 

other consumers could encourage mindfulness about avoiding such biases when receiving gifts, 

fostering more equitable interpersonal relationships, and reducing the impact of negative 

stereotypes in social interactions.  
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BITCOIN AND IMPLICATIONS FOR WELL BEING - THE INTERSECTION 
OF CRYPTOCURRENCY, ESG, AND SUSTAINABILITY. 
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Keywords: Bitcoin, ESG, sustainability, well-being, cryptocurrency 
 
 
Description: This paper explores Bitcoin’s potential to impact environmental, social, and 
governance (ESG) initiatives, consumer well-being, and sustainability. 

 
 
 

EXTENDED ABSTRACT 
 
Research Question 
 
This paper explores Bitcoin’s current and potential positive influence on environmental, 
social, and governance (ESG) initiatives, as well as societal well-being. Since its 2009 
launch, Bitcoin’s value has risen more than any other major asset class. Between 2013 
and 2024, its annualized return was 132%, compared to just 13% for the S&P 500, and its 
cumulative return exceeded 450,000%, dwarfing the S&P’s 326% (BlackRock 2024). 
This remarkable appreciation has driven adoption by governments (e.g., El Salvador), 
corporations (e.g., Strategy), and universities (e.g., Emory).  
 
A central reason for this adoption is that Bitcoin’s supply is permanently capped at 21 
million coins—a feature often described as the invention of absolute scarcity (Alden 
2023). This property, safeguarded by decentralized governance, is unlikely to change 
(Alden 2023) and represents a radical innovation on par with the printing press and the 
internet (Bank of American Global 2024). Unlike government-issued currencies, which 
lose purchasing power over time as money supplies expand to finance deficits, Bitcoin’s 
unchangeable cap offers a non-inflationary monetary base (Lepard 2025). Further, 
Bitcoin’s supply cap is unique among nearly all other cryptocurrencies since their 
developers can adjust their coins’ supply issuance (21shares.com). These attributes 
support expectations for continued appreciation as adoption grows.  
 
 
 
 

2025 AMA Summer Academic Conference

12



Method and Data 
 
Not applicable. This is a conceptual/theoretical paper that synthesizes insights from 
academic research and industry reports and books to describe Bitcoin and to build a case 
of Bitcoin’s potential implications for ESG and well-being. 
 
Summary of Findings 
 
Bitcoin’s adoption offers significant opportunities to advance ESG objectives (Rudd 
2023), in addition to well-being via reduced consumption (Ammous 2018). 
Environmentally, the energy used in the issuance of Bitcoin (i.e., Proof-of-Work 
mechanism) ties Bitcoin to physical reality (Alden 2023). This stands in stark contrast to 
government-issued currency, which can be created at virtually no effort or cost. Beyond 
this fundamental property, Bitcoin mining can address energy challenges by repurposing 
stranded or excess energy (e.g., methane) and supporting grid stability through demand 
flexibility (Firdaus and Mori 2023). Socially, Bitcoin expands financial inclusion by 
giving unbanked populations direct, low-cost access to secure global payment networks, 
while also protecting savings from inflation in countries with rapidly depreciating 
currencies, such as Venezuela (Gladstein 2018, 2021). Governance benefits stem from its 
open-source, decentralized architecture, which ensures transparency, resists censorship, 
and fosters public trust—qualities that can strengthen anti-corruption measures and 
institutional accountability (Bitcoin Magazine 2024). 
 
Concerning societal well-being, Bitcoin’s scarce supply encourages a long-term 
orientation—referred to as a low time preference in Austrian economics (Ammous 2018). 
For individuals, this can foster reduced overconsumption and more deliberate financial 
planning. For corporations, it can enable investment in innovation and product quality 
rather than short-term profit maximization. 
 
Statement of Key Contributions 
 
This work makes several key contributions to both academic scholarship and practical 
application. First, it reframes Bitcoin as more than a financial instrument, positioning it as 
a driver of sustainability, marketing strategy, and societal change. Academically, it 
integrates theories from Austrian economics, sustainability studies, and marketing to 
provide a novel understanding how hard money influences consumption patterns and 
time preference. It contributes to the literature on minimalism by connecting Bitcoin 
adoption to reduced materialism (e.g. Kilbourne et al. 1997), increased savings behavior 
(Held and Brown 2019), and greater mindfulness in consumption decisions (Souza 2024). 
The study also advances the discussion on corporate growth strategies by highlighting 
how Bitcoin reserves can mitigate inflationary pressures, allowing firms to prioritize 
innovation, quality, and long-term value creation over short-term growth targets 
(Ammous 2018).  
 
From a practical standpoint, the paper offers insights for policymakers, ESG strategists, 
and corporate decision-makers seeking to align financial practices with sustainability 
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goals. It challenges prevailing criticisms of Bitcoin’s environmental footprint by 
showcasing emerging energy solutions within the mining industry. By linking Bitcoin’s 
monetary design to positive societal outcomes, the research provides a foundation for 
future empirical studies and encourages interdisciplinary dialogue on Bitcoin as a tool for 
systemic improvement. 
 
References are available upon request. 
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CHASING THE HAPPINESS OF OTHERS: THE IMPACT OF ENVY ON 

AUTHENTICITY AND GOAL ENGAGEMENT 

 

Umair Usman, Florida International University 

Contact Information: For further information, please contact Umair Usman, Assistant 

Professor, Florida International University (uusman@fiu.edu). 

Keywords: Envy, Goal Pursuit, Inauthenticity, Social Comparison  

Description: This research examines how envy-driven consumption goals—compared to self-

determined goals—lead to lower enjoyment, reduced commitment to future goals, and 

diminished feelings of self-authenticity, highlighting the psychological downsides of marketing 

strategies that leverage social comparison and envy. 

EXTENDED ABSTRACT 

Research Question: 

How do envy-driven consumption goals, compared to self-determined goals, affect consumers’ 

hedonic enjoyment, commitment to future goal pursuits, and perceptions of self-authenticity? 

Envy, a negative emotion rooted in social comparison, often arises when individuals 

observe others possessing desirable products or experiences (Parrott and Smith, 1993). In 

consumer contexts, envy is amplified by luxury branding, advertising, and social media, and has 

been shown to influence both purchase intentions and brand perceptions. However, while 

previous research distinguishes between benign and malicious envy and their roles in motivating 

consumer behavior, limited work has explored how the fulfillment (or lack thereof) of envy-
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driven versus self-determined goals affects consumers’ post-purchase experiences. Drawing on 

Self-Determination Theory (Ryan and Deci, 2012) and the extended self-concept, this research 

argues that envy-driven goals—being extrinsically motivated—are less likely to yield hedonic 

satisfaction or sustained motivation compared to self-determined goals, which align with 

intrinsic values and enhance authenticity. This paper investigates whether achieving envy-driven 

goals reduces future goal engagement and feelings of authenticity. By examining these 

downstream effects, the study contributes to our understanding of how envy operates beyond 

initial desire and offers important implications for marketing practices that rely on social 

comparison to stimulate consumer demand. 

Method and Data 

In Study 1, 402 undergraduate students participated in a 2 (Goal-Determination: Envy-

driven vs. Self-determined) × 2 (Outcome: Successful vs. Unsuccessful) between-subjects 

design. Participants read a scenario manipulating goal origin and outcome, then completed a 4-

item hedonic enjoyment scale (Waterman, 1993) and a 2-item measure of commitment to future 

goal pursuit. A two-way ANOVA on hedonic enjoyment revealed no main effect of goal 

determination (F(1, 398) = 1.31, p = .25), a significant main effect of outcome (F(1, 398) = 

15.03, p < .001), and a marginally significant interaction (F(1, 398) = 3.40, p = .066), indicating 

that success increased enjoyment, particularly for self-determined goals. 

In Study 2, 304 undergraduate students completed a similar 2 × 2 design using stimuli 

adapted from Van de Ven et al. (2011). Participants responded to a 4-item authenticity scale 

(Wood et al., 2008). A two-way ANOVA revealed no significant main effect of goal 

determination (F(1, 300) = 1.52, p = .22), but a significant main effect of outcome (F(1, 300) = 
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9.67, p = .002) and a significant interaction (F(1, 300) = 6.00, p = .015). Success in envy-driven 

goals led to the lowest perceived authenticity. 

Summary of Findings: 

 Study 1 found that when participants achieved a successful outcome, those with envy-

driven goals reported significantly lower hedonic enjoyment (M = 5.28, SD = 1.16) compared to 

those with self-determined goals (M = 5.65, SD = 1.10). Enjoyment was highest in the successful 

self-determined condition and significantly lower in both unsuccessful self-determined (M = 

4.95, SD = 1.35) and envy-driven conditions (M = 5.04, SD = 1.28). A two-way ANOVA 

revealed a significant main effect of goal determination (F(1, 398) = 14.14, p < .001), a 

nonsignificant outcome effect, and a significant interaction (F(1, 398) = 4.61, p = .032). 

Commitment to future pursuits was lower for envy-driven goals after success (M = 5.48, SD = 

1.41) compared to self-determined goals (M = 6.17, SD = 1.01). 

Study 2 showed that successful envy-driven goal achievement led to significantly higher 

inauthenticity (M = 3.44, SD = 1.56) than all other conditions, including successful self-

determined (M = 2.79, SD = 1.54), unsuccessful self-determined (M = 2.68, SD = 1.61), and 

unsuccessful envy-driven (M = 2.46, SD = 1.44). 

Results suggest that envy-driven success may undermine enjoyment, authenticity, and 

future motivation. 

Statement of Key Contributions 

This research offers several contributions as follows: 
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• First, it adds to the growing literature on envy in marketing and its impact on consumer 

behavior by examining the consequences of satiated and unsatiated envy-driven (vs. self-

determined) consumption goals. Prior research shows envy influences consumers’ 

approach to goal pursuit (Salerno, Laran, and Janiszewski 2019). This study finds that 

when individuals miss the opportunity to acquire envy-driven (vs. self-determined) goals, 

they are less likely to pursue similar goals in the future and feel less authentic.  

• Second, my research provides insights to practitioners who may use envy to drive 

consumers’ interest in the products. Branded consumer goods, especially luxury ones, 

often become a source of consumer envy (Belk 2008; Usman and Ziegler 2024). This 

research proposes that such a strategy may not be as beneficial when consumers cannot 

fulfill their envy-driven goals as they are less likely to pursue such brands.  

• Third, the findings suggest consumers may derive less hedonic enjoyment from products 

acquired through envy-driven (vs. self-determined) goals. While envy may drive initial 

interest, once acquired, the product may be less satisfying, reducing likelihood of future 

similar purchases. 

 

References are available upon request 
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Description: This study demonstrates how a clearly articulated brand purpose can curb customer incivility 

by elevating moral awareness, with its impact shaped by the nature of service failures.  

 

                                                                EXTENDED ABSTRACT 

 

Research Questions:  

Building on the growing concern over customer incivility in high-contact service settings, this study seeks to 

investigate whether brand purpose—defined as a brand’s foundational reason for existence beyond profit, 

can serve as a strategic lever for mitigating such uncivil behaviours. While prior research has largely 

examined employee-centred or environmental interventions, less is known about how brand-level moral 

cues can influence customer conduct. Drawing on moral awareness theory, we conceptualize brand purpose 

as a moral symbol that may heighten ethical salience in customers’ minds during service encounters. 

Accordingly, we address the following central research questions: 

1. Can brand purpose and its communication meaningfully reduce customer incivility? 

2. Does brand purpose enhance customers’ moral awareness, thereby mediating its influence on 

civility? 

3. How does the nature of service failure—performance-based vs. value-based—moderate the 

relationship between brand purpose and customer incivility? 

4. Do value-based transgressions amplify or attenuate the moral awareness effects of brand purpose 

compared to performance-based transgressions? 

By addressing these questions, the study aims to uncover whether purpose-driven brand communication can 

not only bolster customer engagement but also function as a preventive mechanism against incivility—

ultimately offering a novel, customer-focused approach to cultivating civility in service contexts. 

 

Data and Methodology: 

 

To evaluate the proposed hypotheses, we employ a multi-study research design incorporating both 

laboratory and field experiments. Study 1 examines whether exposure to brand purpose messaging reduces 

customer incivility in a simulated service failure context. Participants interacted with a hypothetical salon 

brand (“Hair & Flair”), imagined booking a prepaid haircut, and received an unsatisfactory service outcome. 

Prior to writing a review on the brand’s application, participants were exposed to either a brand purpose 

statement or a neutral message, with the service provider depicted neutrally to isolate messaging effects.  
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Study 2 tests whether brand purpose reduces incivility through heightened moral awareness, focusing on 

mediation effects. Study 3 investigates whether value-related transgressions, relative to performance-related 

transgressions, increase moral awareness and whether this in turn reduces customer incivility. Study 4 shall 

address alternative explanations by examining prosociality and forgiveness as potential mechanisms 

underlying the observed effects. In Study 5 we will conduct a field experiment to replicate the core findings 

in an actual service environment, involving real customer–employee interactions to establish external 

validity. This sequential approach integrates experimental control with ecological realism, enabling robust 

testing of the theoretical model across diverse contexts and operationalizations. 

 

Summary of Findings: 

 

Study 1 investigated the impact of brand purpose messaging on customer incivility in a hypothetical hair 

salon service failure context. The brand purpose message, "Fostering Equal Opportunities in Society 

through Beauty Education and Mentorship," was pretested with 38 Indian B-school students, confirming 

significantly higher perceived social purpose compared to the neutral message, "Celebrating Real Beauty of 

our Customers through Exceptional Hair Artistry." In the main experiment, 168 B-school students 

participated in a workshop, imagining a service failure and providing feedback via a mobile app.  

Two trained raters assessed 136 valid review comments (excluding 31 gibberish responses) for incivility 

using a 1-7 Incivility Rating Scale, achieving moderate inter-rater reliability (Krippendorff’s Alpha = 0.688) 

after resolving discrepancies. Additional measures included "Refund %" (percentage of payment sought for 

the failure), analyzed for all 168 participants. Results revealed that the brand purpose message significantly 

reduced customer incivility and refund demands compared to the neutral message, with effects robust after 

controlling for brand halo. These findings support the hypothesis that brand purpose messaging mitigates 

uncivil behavior in service failures. Results from subsequent studies (2–5) will be reported as the research 

progresses, further elucidating the mechanisms and contingencies of brand purpose effects. 

 

Statement of Key Contributions: 

This research makes three core contributions to marketing theory and practice. 

First, it extends the moral psychology literature in marketing by positioning brand purpose as a moral 

symbol capable of influencing customer ethical behaviour, thereby bridging the gap between symbolic brand 

cues and tangible reductions in deviant customer conduct. Unlike prior work focusing on internal 

organizational mechanisms, this study shifts the perspective toward customer accountability and the 

psychological processes—specifically moral awareness—that underlie civility in service exchanges. 

Second, it advances services marketing research by introducing a contingency lens: the moderating effect of 

service failure type. The finding that brand purpose may be more effective in mitigating incivility in 

performance transgressions—but could backfire or intensify reactions in value transgressions—adds 

important nuance to how marketers design and deploy purpose-driven communication. 

Third, the study offers actionable guidance for practitioners. By demonstrating that low-cost, purpose-driven 

messaging can promote civil behaviour among customers, it equips brand managers with a scalable tool to 

address uncivil interactions without heavy reliance on costly organizational interventions. Together, these 

contributions enrich the theoretical framing of moral symbols in marketing, deepen our understanding of 

civility in service settings, and offer practical pathways for fostering respectful brand-consumer interactions. 

 

Please Note: References are available upon request. 
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Keywords: consumer invisibility, context, form, type 

This paper conceptualizes consumer invisibility as a multidimensional construct with three 

underlying dimensions (context, form and type) and explores it antecedents and outcomes.  
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Extended Abstract 

Research Questions 

Extant research defines consumer invisibility as a lack of adequate recognition of the needs, 

preferences, or existence of certain consumer segments by businesses or marketers (Nguyen et 

al. 2020). For example, in many cases invisible consumers are overlooked due to their relatively 

poorer economic potential for generating profits (Basu, Kumar, and Kumar 2023). Interestingly, 

with the emergence of social media and new technologies, consumers have transformed from 

being silent, isolated, and invisible individuals into a noisy, public, and even more 

unmanageable than usual (Donthu et al. 2022). However, this transformation is not uniform, 

and many consumers are still unable to become more visible or remain invisible due to various 

reasons including digital access and capability (Fisk et al. 2023). Thus, it is not clear if being 

invisible or visible is actually in the best interest of consumers, especially those from 

disadvantaged and vulnerable sections of society. We address this important research gap in 

this paper by reviewing the relevant literature on consumer invisibility and related concepts, to 

conceptualize consumer invisibility as a multidimensional construct with three underlying 

dimensions (context, form and type).  

Next, we identify five types of antecedents (technological, organizational, environmental, 

social, and individual) and three levels of outcomes (micro, meso, and macro) of consumer 

invisibility, with potential moderators (emerging technologies, communication media, culture, 

and message alignment) that may influence its impact on important consumer outcomes. 

Finally, we develop a Consumer Invisibility (COIN) framework with ten testable propositions 

about the relationships among these variables. This research would help marketing managers 

design products and services to serve diverse consumer groups more effectively by looking 

beyond surface-level interactions to uncover deeper needs of their customers. 
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Conceptual Model and Propositions 

Lollar (2015) defines visibility as a controllable state, managed through the strategic 

concealment of selectable aspects of identity, geographic, or demographic details. We rely on 

this perspective of visibility to argue that consumer invisibility may be subject to the same 

levels of control and accounts for the notion of strategic concealment. We also argue that 

consumer invisibility may be subject to its context and form. Accordingly, we conceptualize 

the degrees to which invisibility might be sought, or allowable by three dimensions (type, 

context, and form) in our proposed COIN framework and offer the following propositions: 

P1: Technological factors would lead to higher consumer invisibility by providing both 

consumers and marketers with greater control over the level of visibility they seek or wish to 

provide, respectively. 

P2: Organizational and environmental factors would influence consumer invisibility, 

depending on how they align with consumer expectations and needs. 

P3: Individual and social factors would influence consumer invisibility through active 

engagement or disengagement, particularly among disadvantaged, vulnerable and privacy-

sensitive consumers. 

P4: Consumer invisibility would mediate the impact of five types of antecedents on the 

individual-level outcomes that may vary depending on the consumer and the context.  

P5: Consumer invisibility would mediate the impact of five types of antecedents on the 

organizational level consequences in an industry-specific manner subject to applicable 

marketplace regulations. 

P6: Consumer invisibility would mediate the impact of five types of antecedents on the societal 

level outcomes subject to cultural and socio-economic barriers.  
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P7: Emerging technologies would moderate the influence of the antecedents on the three 

underlying dimensions (type, context, and form) of consumer invisibility.  

P8: Communication media would moderate the influence of the antecedents on the three 

underlying dimensions (type, context, and form) of consumer invisibility. 

P9: Personal cultural orientations would moderate the impact of consumer invisibility on 

customer outcomes, wherein consumers with diverse cultural orientations would exhibit 

different responses to consumer invisibility. 

P10: The degree of alignment between the consumer and the message would moderate the 

impact of consumer invisibility on its outcomes. For instance, stronger alignment may weaken 

the negative influence of consumer invisibility. 

Key Contributions 

This paper makes many important theoretical contributions. First, we introduce a novel 

Consumer Invisibility (COIN) framework to guide the growing research on what it means for 

consumers to feel valued, seen, and included in their everyday experiences and what may 

prevent them from fully engaging as a consumer in a visible manner. Second, the COIN 

framework may explain why some consumers prefer to remain unseen and how marketers can 

serve these consumer segments more effectively. Third, the COIN framework represents a new 

theoretical lens to examine the well-established concepts in marketing research, such as service 

quality, customer satisfaction, loyalty, and perceived value, by allowing researchers to look 

beyond what is visible and try to discover what the consumers are unwilling to reveal. To 

summarize, this paper would pave the way for more theory-based research on this topic.  

Note: References are available upon request. 
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Description: This study investigates the negative impact of digital exclusion on household debt, 

mediated by household income, and its lagged effects, offering insights for targeted marketing and 

digital inclusion strategies. 

EXTENDED ABSTRACT 

Research Question 

A growing body of research highlights the pivotal role of household debt in shaping consumer 

behavior, increasing consumption expenditures, and optimizing spending patterns by easing 

liquidity constraints, particularly for lower-income households (Eggertsson & Krugman, 2012; 

Mian et al., 2017; Zhang & Guo, 2020; Bialowolski et al., 2024; Deng et al., 2025; Zurita, 2025). 

In the digital age, internet access significantly influences financial behavior, often correlating with 

higher household debt and increased risks of credit card debt delinquency (Basnet & Donou-

Adonsou, 2018; Li et al., 2024).  

Digital exclusion, which is defined as limited access to internet tools and capabilities (Liao et al., 

2022; Lee et al., 2024; Lu et al., 2022), hinders households’ ability to take advantage of digital 
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financial services and marketing. The heavy reliance of financial institutions on digital channels 

restricts the access of digitally excluded households to marketing information and moderate debt 

for consumption needs (Castañeda et al., 2020; Pariboni, 2016; Xiao & Yao, 2022). 

Our research questions are: 

 1. How does digital exclusion influence household debt? 

 2. Does digital exclusion exert a long-term lagged effect on household debt? 

 3. Does household income mediate the effect of digital exclusion on household debt? 

Method and Data  

In this study, we analyzed data from 3,879 survey responses obtained through the German Ageing 

Survey (Deutscher Alterssurvey, DEAS), conducted by the Research Data Center of the German 

Center for Gerontology (Klaus et al., 2017). The DEAS is a population-based study of community-

dwelling individuals aged≥40 years in Germany. We used the Internet Competency Score the key 

indicator to measure digital exclusion. Respondents who self-reported as rather not competent or 

not competent at all were classified as digitally excluded. This measure captures respondents’ 

digital competence and provides a more comprehensive reflection of digital exclusion than 

traditional binary measures such as internet use or non-use (Ueno et al.,2023; Heponiemi et al., 

2023; Yan et al., 2024; Duan et al., 2024). 

The dependent variable in this study is Debt (from property purchase) to pay off (0=No, 1=Yes), 

with the analysis focusing on the impact of digital exclusion on debt. Independent variables include 

age, gender, marital status, living children existence, household income, education level, and 

positive affect. We mainly used binary logistic regression to analyze the relationships between 

these variables, and we used a cross-lagged panel model (CLPM) to explore its long-term effects. 

We also selected household income as the mediating variable. 
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Summary of Findings 

The binary logistic regression shows that the relationship between digital exclusion and household 

debt is statistically significant (B=-0.366, p=0.015). This indicates that as the level of digital 

exclusion increases, the likelihood of an individual incurring debt decreases.  

Among the control variables, age (B=-.074, p<.001), gender (women, B=-.416, p<.001), and 

marital status (single, B=-.995, p<.001) negatively affect household debt. Conversely, having 

living children (B=.381, p=.011) and higher household income (B=.003, p<.001) positively 

influence household debt. 

We tested the mediation effects with bootstrapping (est=-0.007, 95%CI [-0.009, -0.005], p< 0.05, 

Bootstrap=1000). The CLPM without mediator found that individuals experiencing digital 

exclusion were more likely to incur household debt in subsequent periods (T1-T2: B=0.011, 

p<0.001; T2-T3: B=0.107, p<0.001). Conversely, individuals with higher household debt may 

exacerbate digital exclusion in subsequent stages (T1-T2: B=0.048, p<0.001; T2-T3: B=0.059, 

p<0.001). The CLPM with the mediator partially explains the impact of digital exclusion on 

household debt. Digital exclusion negatively affects household income, which contributes to 

increased debt. However, between 2021 and 2023, household income had a negative effect on debt 

(B=-0.055, p<0.05), possibly due to the macroeconomic environment during this period (Buti & 

Fabbrini, 2023; Ciravegna et al., 2023). 

Statement of Key Contributions 

Our study’s theoretical contributions are threefold. First, it clarifies the negative effects of digital 

exclusion on household debt by establishing a distinct association. Second, it examines the delayed 

effects of digital exclusion on household debt dynamics through the cross-lagged panel model, 

thereby expanding the temporal scope of related research. Third, it incorporates household income 
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as a mediator in this relationship, thereby refining our understanding of the underlying mechanism. 

Our study has three practical contributions. First, it allows marketers to segment consumers based 

on digital exclusion and demographics, enabling them to develop targeted marketing strategies. 

Second, it provides a basis for offering tailored financial products to elderly, digitally excluded 

users, addressing their unique needs. Third, our study advocates for digital skills training to 

improve access to financial services, promote prudent debt management, and encourage healthier 

financial practices. 
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Description: 

This paper examines how gender and generation shape status-driven consumption patterns 

from an evolutionary perspective. 

 

 

EXTENDED ABSTRACT 

Research Question  

Status is a fundamental human motive influencing consumption across luxury, fashion, and 

positional goods. While evolutionary psychology recognizes its universal role, limited 

research examines how gender and generation jointly shape status-related behaviors. This 
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study investigates differences in four key constructs—status consumption (SC), conspicuous 

consumption (CC), fashion consciousness (FC), and attitudes toward luxury products 

(ALP)—while controlling for status as a fundamental motive (SFM). Drawing on 

evolutionary theory, we hypothesize that females will score higher than males, younger 

consumers higher than older ones, and that generational effects will be more pronounced 

among females. Gendered consumption strategies may reflect evolved adaptations: females 

signaling refinement and relational capital; males emphasizing dominance and competitive 

advantage. Age-related variation is expected as younger consumers prioritize mate attraction 

and social visibility, while older consumers shift toward legacy and stability. By integrating 

these dimensions within a single evolutionary framework, this research addresses a notable 

gap in the literature. Beyond theoretical advancement, the study offers practical insights for 

marketers and policymakers seeking to understand—and responsibly target—distinct 

consumer segments in the fashion, luxury, and positional goods sectors. The research also 

informs consumer education initiatives aimed at mitigating potential risks associated with 

conspicuous and status-oriented spending. 

 

Method and Data  

We collected survey data from 533 respondents: 169 males (32%) and 364 females (68%), 

with 217 (41%) from Generation Z (18–25 years) and 316 (59%) from older generations. 

Measures employed established multi-item scales: SC (Eastman et al., 1999), CC (Chaudhuri 

et al., 2011), FC (Mehta, 2020; Sproles & Kendall, 1986), ALP (Li et al., 2012), and SFM 

(Neel et al., 2016). All exhibited strong reliability (α = 0.756–0.840). 

We applied a 2×2 MANCOVA to examine main and interaction effects of gender and 

generation on SC, CC, FC, and ALP, controlling for SFM. Diagnostic tests confirmed the 

suitability of the analysis: Box’s M indicated homogeneity of variance–covariance matrices; 
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Bartlett’s test confirmed significant intercorrelations among dependent variables; and 

collinearity checks showed negligible associations between SFM and the independent 

variables. This approach allows for simultaneous examination of multiple dependent 

variables, accounting for shared variance and potential interaction effects. The binary nature 

of both independent variables ensures clear group comparisons, while controlling for SFM 

isolates incremental gender and generational influences. This design provides a robust test of 

evolutionary predictions regarding adaptive consumption patterns and supports the derivation 

of actionable marketing and policy insights. 

 

Summary of Findings  

Results reveal significant main effects for both gender and generation. Females and 

Generation Z exhibit higher SC, CC, FC, and ALP overall, with gender explaining more 

variance than generation. Interaction effects are nuanced: the generational increase in SC is 

stronger for males, while generational increases in FC and ALP are stronger for females. CC 

shows no meaningful interaction. Across all measures, Generation Z scores higher than older 

cohorts, highlighting a stronger orientation toward image-focused and status-related 

consumption in younger consumers. These effects persist even after controlling for SFM, 

confirming that gender- and generation-specific behaviors extend beyond the universal 

human motive for status. Notably, the patterns challenge assumptions about uniform 

generational effects across genders and contradict claims that Gen Z males’ fashion 

involvement matches females’. Instead, younger males appear more status-signaling oriented, 

while younger females show greater engagement with luxury and fashion. The findings 

suggest differentiated adaptive purposes in resource display and social competition, 

consistent with evolutionary theory. These insights carry strategic relevance for segmenting 

and targeting consumers in luxury and fashion markets, while also identifying segments—
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particularly young females—potentially at higher risk of overindulgence in conspicuous 

consumption. 

 

Statement of Key Contributions  

This study is the first to jointly examine gender and generation effects on SC, CC, FC, and 

ALP within an evolutionary framework while controlling for SFM. Theoretical contributions 

include demonstrating that gender- and generation-based differences persist beyond universal 

status motives, indicating evolutionarily meaningful adaptations in consumption strategies. 

Younger males’ elevated SC suggests a dominance-signaling focus, while younger females’ 

higher FC and ALP reflect refinement and relational capital signaling. The results challenge 

the assumption of uniform generational trends and provide a multidimensional view of 

positional consumption. 

From a managerial perspective, these insights enable more precise segmentation. Campaigns 

for younger males should highlight dominance, achievement, and competitive positioning; 

those for younger females should emphasize exclusivity, aesthetics, and fashion-forward 

elements. Digital platforms, with accessible demographic targeting, are well suited for 

implementing such differentiated strategies. Public policy implications arise from the 

heightened susceptibility of younger and female consumers to conspicuous spending, 

suggesting a need for targeted financial literacy and responsible consumption initiatives. By 

identifying observable traits—gender and age—as reliable predictors of status-driven 

consumption, this research equips marketers, policymakers, and educators with actionable 

knowledge to navigate both the opportunities and the ethical considerations inherent in 

targeting positional goods markets. 

 

References are available upon request. 
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Description 

This study examines how reference groups, selective distortion, and discretionary time allocation 

jointly shape the decision to remain engaged with regular guided physical activity (RGPA), a key 

behavioral factor in preventing chronic diseases. 
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EXTENDED ABSTRACT 

Research Question 

As chronic diseases driven by sedentary lifestyles and obesity continue to rise, accounting for 

over 75% of deaths in countries like Brazil, understanding the psychosocial drivers of health-

related consumption is critical. This study addresses how cognitive and social mechanisms 

influence decisions regarding sustained engagement in RGPA. Specifically, it explores three key 

factors: (1) reference group influence, or the social pressure exerted by peers, family, and 

aspirational figures; (2) selective distortion, the cognitive tendency to reinterpret threatening 

health information to avoid psychological discomfort; and (3) discretionary time, defined as 

personally controlled time that may be hedonic or goal-oriented. Drawing on cognitive 

dissonance theory and social influence models, this study investigates how these constructs 

contribute to the continuity or abandonment of RGPA. A central research question also assesses 

whether aspirational group influence increases retention in health-enhancing services. 

 

Method and Data 

A cross-sectional online survey was conducted with 597 Brazilian adults who currently or 

previously engaged in RGPA. Respondents completed validated Likert-scale measures adapted 

for three constructs: (1) Reference Group Influence (four items, α = .74), measuring perceived 

social alignment with family, peers, or workplace; (2) Selective Distortion (three items, α = .83), 

capturing resistance to acknowledging the health risks of physical inactivity; and (3) 

Discretionary Time Hedonic Perception (three items, α = .63), evaluating whether leisure time is 

perceived as enjoyable when allocated to physical activity. Factor analyses confirmed scale 
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structure, and binary logistic regression modeled the relationship between these variables and the 

respondent's RGPA status (active or former user). The analysis was performed using SPSS 29. 

 

Summary of Findings 

Findings show that selective distortion significantly reduces the likelihood of maintaining RGPA 

engagement (B = -0.39, p < .001), reinforcing its role as a psychological barrier to adopting 

healthier routines. Individuals who deny the necessity of physical activity are 32% less likely to 

continue RGPA. Reference group influence had a marginally significant effect (B = -0.16, p 

= .06), suggesting that individuals surrounded by sedentary peers may conform to inactive 

norms. In contrast, aspirational groups, such as fitness influencers, had no statistically significant 

effect (B = -0.04, p = .59), indicating limited persuasive power among non-adherent individuals. 

Finally, discretionary time perception emerged as the strongest predictor (B = 0.78, p < .001), 

with each unit increase in hedonic valuation of RGPA time more than doubling the odds of 

continued participation (+118.4%). The model correctly classified 78.6% of participants and 

explained up to 43.6% of variance (Nagelkerke R² = .436). 

 

Key Contributions 

This study advances the literature by integrating cognitive dissonance theory and time-use 

psychology to explain behavioral disengagement from health-related services. It reveals that 

promoting RGPA adherence requires more than awareness campaigns. It demands confronting 

selective distortion, reshaping social environments, and transforming how leisure is perceived. 

The limited influence of aspirational figures challenges conventional marketing approaches 

reliant on celebrity endorsements and calls for community-based interventions that emphasize 
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peer reinforcement. Public health practitioners and service providers should focus on fostering 

environments where physical activity is socially rewarding and personally meaningful. 

Emphasizing the pleasurable, emotionally gratifying aspects of RGPA may be more effective in 

driving long-term behavioral change than norm-based appeals alone. In summary, this paper 

offers a multidimensional framework for understanding, and ultimately shifting, patterns of 

healthy consumption under the pressures of modern life. 

 

References: References are available upon request. 
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Description: This study investigates how different types of digital content (hedonic vs.

utilitarian) influence individuals’ digital hoarding behavior, revealing that utilitarian content

is more likely to be hoarded due to heightened anticipated regret and risk aversion, with

evidence from one secondary-data analysis and three scenario-based experiments, thereby

extending product-type research to the digital domain and offering practical strategies for

reducing unnecessary accumulation.

EXTENDED ABSTRACT

Research Question

The rapid expansion of information and communication technologies, together with the

widespread adoption of the Internet, has made digital office work and content creation

pervasive. Digital hoarding—excessive accumulation of digital content—has become
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common, yet such indiscriminate storage can harm cognitive resources, cause ego depletion,

and trigger anxiety and compulsive behaviors. At the organizational level, it can impair

efficiency and raise costs. While prior research has mainly examined individual traits and

psychological drivers, little attention has been paid to the role of the content itself. Drawing

on the hedonic–utilitarian framework from marketing, this study investigates: (1) whether

hedonic versus utilitarian digital content leads to different hoarding tendencies, and (2) the

psychological mechanisms—specifically anticipated regret and risk aversion—underlying

these effects.

Method and Data

We conducted one exploratory analysis using authentic secondary data from the Bilibili

platform and three scenario-based experiments, both offline and via Credamo. Across studies,

utilitarian content was hoarded more than hedonic content (Exploratory analysis: Mutilitarian =

96.45% vs. Mhedonic = 20.89%, SDutilitarian = 2.10 vs. SDhedonic = .10; t(99) = 3.60, p < .05, d

= .51, 95% CI = [.34, 1.17]; Experiment 1: Mutilitarian = 5.38 vs. Mhedonic = 4.93, SDutilitarian =

1.25 vs. SDhedonic = 1.42; t(168) = 2.18, p < .05, d = .33, 95% CI = [.04, .85]; Experiment 2:

Mutilitarian = 13.07 vs. Mhedonic = 8.18, SDutilitarian = 11.82 vs. SDhedonic = 4.45; t(35) = 2.10, p

< .05). In Experiment 3, anticipated regret mediated the effect (β=0.398, 95% CI [0.207,

0.628]), risk aversion also mediated (β=0.104, 95% CI [0.022, 0.204]), and both jointly

formed a significant serial mediation (β=0.059, 95% CI [0.012, 0.136]).

Summary of Findings
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Our model positions content type as the independent variable, anticipated regret and risk

aversion as mediators, and hoarding behavior as the outcome. Results show: (1) Utilitarian

content elicits stronger hoarding than hedonic content; (2) Anticipated regret mediates this

effect, as utilitarian content heightens perceived loss from non-hoarding, prompting storage;

(3) Risk aversion also mediates, with individuals more willing to keep functionally valuable

content; (4) Anticipated regret and risk aversion jointly produce a serial mediation, where

regret increases risk-avoidance, intensifying hoarding of goal-oriented utilitarian content.

Key Contributions

Theoretically, this study (1) enriches digital hoarding research by applying the

hedonic–utilitarian framework to content and revealing the roles of anticipated regret and risk

aversion; (2) strengthens methodological rigor through combining secondary data analysis

with experiments; and (3) extends product-type research from physical goods to digital

content, broadening digital-age consumer decision-making theory. Practically, the findings

can help consumers make rational storage decisions, guide platforms to design prompts

discouraging unnecessary accumulation, and aid organizations in reducing inefficiencies and

costs from excessive data retention.
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Description: This systematic literature review provides a comprehensive synthesis of existing 

research on emotional eating within the context of food consumption. 

 

 

EXTENDED ABSTRACT 

 

Research Question 

Emotional eating is defined as consuming food – generally with sugar and fat – in response to 

emotions (Chang 2021; Debeuf et al. 2022). Previous research has primarily focused on negative 

emotions such as stress, anxiety, and anger as triggers for emotional eating (e.g., Aguiar-Bloemer 

and Diez-Garcia 2018; Munichor and Friedlander 2019). However, recent studies have also 

explored the connection between eating behavior and positive emotions such as hope, happiness, 

and food as a reward (Bongers et al. 2013; Chang 2021). This topic raises a significant discussion 
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about the influence of emotions on food consumption and its implications for health, self-control, 

and the role of food in daily life. Considering this context, we conducted a comprehensive 

systematic literature review to examine the antecedents, decisions, and outcomes investigated in 

emotions and food consumption studies. Our research illustrates how different emotional triggers 

activate mechanisms, which results in varied consumption patterns. By linking these triggers and 

decision-making processes to their short- and long-term consequences, we provide practical 

insights for developing targeted interventions and outlining a future research agenda to analyze 

unexplored nuances. 

 

Method and Data 

This study employs a systematic literature review to analyze the influence of emotional eating on 

food consumption behavior. This review is domain-based and follows the ADO framework, 

categorizing the studies according to the Antecedents, Decisions, and Outcomes hypothesized in 

the theoretical models (Paul, Khatri, and Kaur Duggal 2023). We searched for synonyms and 

related terms for emotional eating (e.g., Bongers et al. 2013; Cardi et al. 2019). Our search string 

included terms like “emotional eat*,” “comfort eating,” “hedonic eating,” and others relevant to 

food consumption. We specified the context with terms such as “consumer” or “customer” using 

“AND.” We utilized the Scopus database, focusing on peer-reviewed English articles in Business, 

Management, or Psychology, yielding 461 documents. After analyzing abstracts, we selected 154 

papers that directly addressed the impact of emotions on food consumption, excluding those 

centered on medical studies. From these, we selected 68 studies that employed experimental 

methodologies for understanding the causal relationships between the constructs. 
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Summary of Findings 

Emotional eating is influenced by a complex interplay of internal and external factors. Internally, 

emotions – both negative (e.g., sadness, stress) and positive (e.g., happiness) – affect food choices, 

often increasing the consumption of high-calorie foods. Cognitive factors like perceived control 

and busyness also shape decisions, with stress weakening dietary restraint and promoting 

indulgence. Externally, product-related elements (e.g., visual cues), environmental factors (e.g., 

music, payment methods), and social contexts (e.g., peer influence, shared meals) further impact 

eating behaviors. Emotional regulation and cognitive processing mechanisms, such as hedonic 

cues, influence how individuals respond to food stimuli. Behavioral responses, like cravings or 

uncontrolled eating, are often shaped by mood and individual traits such as emotional eating 

tendencies, dieting habits, and physiological states like hunger or body weight. Situational 

contexts, including family practices or food marketing, interact with internal states to influence 

behavior. Outcomes of emotional eating include increased food intake and preference for 

unhealthy foods, particularly under stress or low self-control. Positive emotions can also drive 

eating but may lead to better choices when paired with information. Emotional eating can serve 

both adaptive (e.g., stress relief) and maladaptive functions (e.g., weight gain), affecting broader 

domains like mental health, social interaction, and purchase intentions. 

 

Statement of Key Contributions 

By applying the Antecedents-Decisions-Outcomes (ADO) framework, we organize emotional 

eating considering its internal factors (emotional, cognitive, and physiological processes) and 

external influences (social settings, marketing cues, environmental triggers) that shape food 

choices. The paper also integrates cognitive mechanisms, such as perceptions of control and 
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attentional biases, with physiological responses like stress-induced cravings, providing a holistic 

view of why and how emotional eating occurs. By bridging literature from psychology, consumer 

behavior, and nutrition, this study offers a theoretically and practically overview to advance 

research on emotional eating and guide interventions toward healthier food consumption. As a 

future research agenda, we call for future studies on the role of positive emotions on food choices, 

situational factors (availability, time constraints, payment methods), and the adaptive (versus 

maladaptive) consequences of emotional eating. Importantly, the effects of emotional eating 

extend beyond diet, potentially influencing mental health, social connections, and financial 

stability, underscoring its wide-ranging impact on overall well-being. Finally, marketers and 

policymakers can use these insights to understand how emotions influence consumer decisions 

and design strategies that balance indulgence and well-being. 

 

 

References are available upon request. 
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ABSTRACT 

This investigation scrutinizes the escalating trend of problematic smartphone usage among 

young populations in India and China, elucidating its underlying factors and ramifications. 

Employing descriptive research methodologies and structural equation modeling (SEM), this 

study illuminates how cognitive distortions that perpetuate compulsive usage patterns. The 

outcomes offer critical insights into the behavioral dimensions of smartphone dependency, 

helpful to marketing professionals, policy architects, and educational practitioners.  

Keywords: Problematic Smartphone Usage, Cognitive Distortions, Youth Digital Conduct, 

Inflated Usage Patterns, Digital Well-being  

Description: This study investigates the rising issue of problematic smartphone use among 

youth in India and China, revealing how cognitive distortions drive compulsive behaviors 

equips stakeholders to effectively address marketing strategies, policy development, and 

educational interventions. 

INTRODUCTION 

The ubiquitous presence of smartphones has transformed the digital ecosystem, with China and 

India emerging as the foremost markets for user adoption. However, this widespread 

integration has been accompanied by an increase in smartphone dependence, notably among 

younger demographics. While previous studies have investigated the catalysts of smartphone 

addiction, a significant knowledge gap remains regarding the progression from addiction to 
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distorted perceptions, and ultimately to excessive use. Addressing this trajectory is crucial for 

tackling escalating societal challenges and enhancing the current body of research.  

The development of smartphone addiction can be conceptualized through a three-stage 

model. The initial phase involved frequent and habitual smartphone use. This behavior often 

progresses to a second stage, characterized by cognitive distortions, where individuals form 

perceptions centered on security, enjoyment, utility, and ease of use (Bacil et al., 2024). These 

beliefs subsequently reinforce compulsive behaviors, leading to the third stage of excessive 

smartphone usage. At this point, users recognize their dependence but struggle to reduce their 

usage despite negative consequences.  

This study aimed to examine these stages, specifically analyzing how perceived 

security, utility, usability, and enjoyment influence compulsive behavioral intentions and 

excessive smartphone use. By investigating this progression, this study seeks to elucidate the 

complex mechanisms underlying smartphone dependency and provide actionable insights. 

These findings not only address a pressing global issue but also establish a foundation for 

practical interventions aimed at mitigating the adverse effects of compulsive smartphone 

behaviors. 

THEORETICAL FOUNDATION AND INVESTIGATIVE FRAMEWORK 

This study utilizes the Theory of Planned Behavior (TPB) as its core theoretical underpinning to 

examine the correlations between smartphone addiction (SPA), perceived security (PS), perceived 

usefulness (PU), perceived enjoyment (PE), perceived ease of use (PEU), and compulsive behavioral 

usage intention (BUI) in the context of excessive smartphone use. TPB provides a well-established 

model for comprehending how individual attitudes, subjective norms, and perceived behavioral control 

shape behavioral intentions (Ajzen, 1991). Through the application of TPB, this study aimed to decipher 

the cognitive and social factors that drive compulsive smartphone behavior and illuminate the processes 

by which these behaviors escalate into problematic usage patterns.  

Examining Excessive Smartphone Use 
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The investigation identified excessive smartphone use as a critical phase in the development of 

smartphone dependence. During this stage, individuals exhibit compulsive behaviors rooted in distorted 

perceptions of their smartphone use. Despite acknowledging their excessive habits, users often struggle 

to reduce their dependence, highlighting the need for effective overuse management strategies (Olson 

et al., 2022). 

This study incorporates the extended Technology Acceptance Model (TAM) to evaluate how 

perceptions of security, enjoyment, usefulness, and ease of use contribute to compulsive behavioral 

intentions. TAM enhances our understanding of how technological and psychological factors interact 

to reinforce compulsive behaviors and lead to excessive use (Bernroider et al., 2014). TAM creates a 

comprehensive framework for analyzing the progression from smartphone addiction to excessive use 

driven by distorted beliefs. 

Empirical Support and Research Gaps 

The proposed framework is supported by various studies that have demonstrated key relationships. 

Addiction and Perceived Security:  

Research indicates a strong association between addiction and users' sense of security with 

smartphones, even when risks are recognized (Arpaci et al., 2015; Zhou et al., 2020; Zhang et al., 2022; 

Wang et al., 2024). 

Addiction and Perceived Usefulness:  

Addiction is often connected to users' perceptions of the productivity and task efficiency 

facilitated by smartphones (Lee et al., 2018; Kuem et al., 2020; Lin et al., 2021). 

Addiction and Perceived Ease of Use:  

The accessibility and user-friendliness of smartphone technology significantly contributes to 

addiction (Bernroider et al., 2014). 

Enjoyment as a Behavioral Driver:  

Entertainment and escapism function as key motivators for compulsive smartphone use, 

reinforcing distorted beliefs (Alhassan et al., 2018; Thomée, 2018; Chen et al., 2015). 

Behavioral Intentions and Excessive Use:  
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Behavioral intentions influenced by usefulness, ease of use, and enjoyment often lead to excessive 

smartphone use (Bernroider et al. 2014). 

Although existing research provides valuable insights into smartphone addiction, gaps remain 

in the understanding of how addiction evolves into distorted beliefs and compulsive behaviors, 

culminating in excessive use. These gaps are particularly evident in youth populations, where overuse 

has significant implications for mental health and social wellbeing. 

This study's framework establishes a structured approach for investigating the behavioral and 

cognitive dynamics underlying compulsive smartphone use. The findings aim to inform practical 

interventions to address the growing issue of smartphone overuse, thereby contributing to healthier 

digital habits and improved well-being. 

METHODS 

Data Collection 

This study utilized a descriptive research design to explore smartphone addiction among young 

adults in India and China, who were chosen for their substantial smartphone penetration and 

usage patterns. This study focused on individuals aged 18-25, a cohort deemed susceptible to 

excessive smartphone use. Data were collected using a structured questionnaire administered 

using a cross-sectional approach. The sample comprised 1,102 participants, 490 from India and 

612 from China. Convenience sampling was used based on age (18-25 years), country, and 

daily smartphone usage exceeding eight hours, enabling a thorough examination of smartphone 

addiction across both nations. 

This study sought to examine the interrelationships between Smartphone Addiction 

(SPA) and the following key variables within the context of excessive smartphone use: 

Perceived Security (PS), Perceived Usefulness (PU), Perceived Enjoyment (PE), Perceived 

Ease of Use (PEOU), and Behavioral Usage Intention (BUI). 

Measurement and scale 
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Responses were recorded on a five-point Likert type scale, and the data were subjected to 

comprehensive reliability and validity checks. The survey was conducted online, without 

participant incentives. Construct measurement utilizes established psychometric tools adapted 

to the smartphone context where necessary (Davis, 1989; Gefen et al., 2003; Johnston & 

Warkentin, 2010; Nysveen, 2005). The framework for evaluating smartphone addiction was 

based on Charlton's (2002) scale for online game addiction. Measures for Perceived Security 

were adapted from Ha and Stoel (2009) and Kim et al. (2010), whereas Perceived Enjoyment 

was assessed using scales from Davis et al. (1992) and Heijden (2004). 

Data Analysis 

Prior to the analysis, the dataset underwent preprocessing, including assessments for 

nonresponse bias and common method bias, both of which were determined to be statistically 

insignificant. Partial Least Squares Structural Equation Modeling (PLS-SEM) was employed 

for data analysis because of its efficacy in predictive and exploratory research and its capacity 

to handle complex models without stringent data assumptions (Hair et al., 2012).  

EMPIRICAL FINDINGS AND DATA INTERPRETATION 

The research methodology encompassed meticulous data processing and analysis protocol, 

leveraging a convenience sampling technique to acquire primary data from 1,102 respondents. 

The application of Structural Equation Modeling (SEM) facilitated the examination of six 

predictor variables and one criterion variable (see Figure 1). The observations from the 

Structural Equation Modeling (SEM) models illustrated that the posited framework provided 

an excellent fit to the data. The model's Chi-square to degrees of freedom ratio (χ²/df) resulted 

in a value of 1.89, which is below acceptable criteria, suggesting that the model is balanced if 

we think about it in terms of complexity versus explainability. The Comparative Fit Index (CFI) 

of 0.97 indicated an excellent fit relative to the null model. The Tucker-Lewis Index (TLI) was 

0.96, indicating an excellent fit while penalizing the simplicity of the model. The Parsimony 
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Normed Fit Index (PNFI) provided a model parsimony measurement of 0.72, which is above 

recommended minimum levels, and indicates efficiency of the model structure. These fit 

indices together suggest that the SEM framework appropriately models the relationships 

among constructs whilst providing acceptable levels of statistical and theoretical fit. Model fit 

indices corroborated the congruence between the empirical data and hypothesized theoretical 

framework, with all constructs demonstrating statistically significant outcomes (P < 0.001). 

The salient coefficient of determination values was recorded for the following key constructs: 

Inflated Smartphone Usage (0.679), Compulsive Behavioral Usage Intention (0.634), 

Perceived Enjoyment (0.667), Perceived Ease of Use (0.864), Perceived Security (0.594), and 

Perceived Usefulness (0.913). The investigation revealed partial mediation effects for several 

constructs, including Perceived Enjoyment, Perceived Ease of Use, Perceived Usefulness, and 

Compulsive Behavioral Usage Intention, exhibiting both direct and indirect influences. 

Furthermore, the analysis identified moderating relationships such as the impact of Perceived 

Security on Perceived Enjoyment and Perceived Ease of Use, the influence of perceived 

enjoyment and perceived ease of use, and the effect of Perceived Usefulness on Perceived Ease 

of Use and Compulsive Behavioral Usage Intention, thereby enhancing the overall model 

robustness. 

Path loadings elucidated the associations between constructs and their respective indicators. In 

the context of Smartphone Addiction, the most prominent factors were anxiety during 

smartphone separation (0.845), compulsive notification checking (0.826), and disorientation in 

the absence of the device (0.816). These behavioral manifestations were associated with 

irrational cognition, as reflected in dimensions such as Perceived Enjoyment, Perceived Ease 

of Use, Perceived Security, and Perceived Usefulness. . In case of  coefficient of determination 

(R²) for Perceived Security of 0.594, which suggests that about 59.4% of the variance in the 

dependent construct that is most closely associated (most likely behavioral intention or some 
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such related mediator) is explained by Perceived Security in the model. Therefore, this is a 

moderately strong effect. Although Perceived Security is not the strongest predictor compared 

to, for example, Perceived Usefulness, which had an R² of 0.913, it does remain an important 

component of user behavior to a certain extent, especially in more trust/risk/digital engagement 

contexts. 

A cross-cultural comparison between India and China conducted through multi-group analysis 

(See Table 1) revealed significant disparities in smartphone addiction dynamics. The results 

indicated a higher prevalence of Inflated Smartphone Usage in China (R² = 0.619) than in India 

(R² = 0.554). Within the Chinese cohort, Perceived Ease of Use and Perceived Usefulness 

emerged as more potent mediators, whereas Perceived Enjoyment assumed a more prominent 

role in the Indian context. These findings underscore the cultural variations in the manifestation 

of distorted beliefs and cognitive patterns that influence smartphone addiction across diverse 

national contexts. 

DISCUSSION AND CONCLUSION 

This investigation revealed a substantial reliance on smartphones among 

participants, with many experiencing discomfort and anxiety when separated from their 

devices. The persistent urge to check notifications appears to provide a sense of security, thus 

reinforcing this attachment. Despite awareness of the potential risks in online transactions, 

respondents continued to view smartphones as secure and enjoyed their use for activities such 

as online gaming, social media engagement, and messaging. Even when cognizant of excessive 

Internet use and prolonged engagement with gaming and social media platforms, respondents 

prioritized these digital interactions, indicating that satisfaction derived from virtual 

experiences often compensates for unmet offline needs. 

Multi-group analysis (MGA) highlighted regional distinctions between Chinese 

and Indian respondents. Chinese users demonstrated greater ease of use, potentially stemming 
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from the country's advanced digital infrastructure, wider availability of smartphone options, 

and widespread technological literacy among youth. Furthermore, Chinese users exhibited 

higher trust in government regulations to protect digital security, which likely contributed to 

their confidence in integrating smartphones into various aspects of their lives. However, Indian 

users displayed stronger cognitive biases toward perceived enjoyment, driven by the growing 

influence of entertainment applications that offer immediate gratification and stress relief. 

These cultural and technological differences underscore the unique ways in which smartphones 

shape user behavior in each region. 

These findings have significant implications for marketers, including smartphone 

manufacturers, application developers, and telecommunication providers. These stakeholders 

were responsible for addressing excessive smartphone use and promoting healthier 

consumption patterns. Encouraging balanced smartphone use not only benefits users, but also 

enhances brand reputation and customer loyalty. Public awareness initiatives could play a 

crucial role in this effort by educating users about the risks of overuse and promoting practices 

that support digital well-being. Social media campaigns, for example, can provide accessible 

strategies for moderating screen time. 

From a practical perspective, marketers can develop and implement tools to help 

users monitor and regulate their smartphone use. Built-in applications featuring time trackers, 

reminders to take breaks, and usage dashboards could empower users to self-manage their 

habits. Periodic alerts, such as pop-ups and prompting users to limit their screen time, could 

further encourage moderation. Additionally, health tips or "green alerts" promoting 

environmentally conscious behavior could be integrated into smartphone ecosystems to support 

both personal well-being and sustainable practices. 

The adverse consequences of excessive smartphone usage, including compromised 

mental well-being, diminished social interactions, and suboptimal academic performance, 
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necessitate proactive intervention from pertinent stakeholders. Implementing automated 

limitations on recreational applications following prolonged use and streamlining access to 

frequently used programs could mitigate unnecessary engagement. Encouraging the 

installation of updates and the adoption of responsible usage tools would contribute to the 

cultivation of salutary digital habits. Furthermore, integrated notification systems can assist 

users in regulating their screen-time consumption. 

Marketing professionals must recognize their role in corporate social responsibility 

by guiding consumers towards more balanced and productive digital behavior. The 

implementation of diverse alert mechanisms, such as push notifications, text messages, or in-

app reminders, can inform users of excessive usage patterns and promote moderation. Periodic 

prompts encouraging users to evaluate and adjust their digital consumption habits could 

facilitate the development of healthier, long-term practices. These initiatives would not only 

address smartphone dependency but also enhance brand loyalty and consumer trust. 

 

2025 AMA Summer Academic Conference

52



Figure 1: Path  Model (SEM) 

Table 1:  Results of Multigroup Analysis 

Pathway Path Coefficients 

(β) 

Standard Error 

(SE) 

t-value P 

 China India China India China India 

SPA -> PS 0.752 0.748 0.030 0.034 25.07 22.00 < 0.001 

SPA -> PE 0.79 0.848 0.032 0.038 24.69 22.32 < 0.001 

PS -> PU 0.713 0.803 0.029 0.036 24.59 22.31 < 0.001 

PE -> PEU 0.023 0.214 0.001 0.010 23.00 21.40 < 0.001 

PEU -> PU 0.136 0.0714 0.005 0.003 27.20 23.80 < 0.001 

PU -> CBUI 0.185 0.213 0.007 0.010 26.43 21.30 < 0.001 

PEU -> CBUI 0.757 0.788 0.031 0.036 24.42 21.89 < 0.001 

CBUI -> ISU 0.787 0.744 0.032 0.034 24.59 21.88 < 0.001 

SPA -> PU 0.087 0.020 0.004 0.001 21.75 20.00 < 0.001 

SPA -> PEU 0.9 0.953 0.036 0.043 25.00 22.16 < 0.001 

Path

way 

Path 

Coefficients 

(β) 

Standard 

Error (SE) 
t-value R2Value 

China India China India China India Construct China India 
SPA -

> PS 0.752 0.748 0.030 0.034 25.07 22.00 

Perceived 

Security 

(PS) 

0.566 0.560 

SPA -

> PE 0.79 0.848 0.032 0.038 24.69 22.32 

Perceived 

Enjoyment 

(PE) 

0.632 0.718 

SPA -

> PU 0.087 0.020 0.004 0.001 21.75 20.00 

Perceived 

Usefulness 

(PU) 

0.793 0.745 

SPA -

> PEU 0.9 0.953 0.036 0.043 25.00 22.16 

Perceived 

Ease of 

Use (PEU) 

0.852 0.607 

PS -> 

PU 
0.713 0.803 0.029 0.036 24.59 22.31 

Compulsiv

e 

Behaviour

al Usage 

Intention 

(CBUI) 

0.807 0.850 
PEU -

> PU 
0.136 0.071 0.005 0.003 27.20 23.80 

PE -> 

PEU 0.023 0.214 0.001 0.010 23.00 21.40 

PU -> 

CBUI 0.185 0.213 0.007 0.010 26.43 21.30 
Inflated 

Smartphon

e Usage 

(ISU) 

0.619 0.554 
PEU -

> 

CBUI 
0.757 0.788 0.031 0.036 24.42 21.89 

CBUI 

-> ISU 
0.787 0.744 0.032 0.034 24.59 21.88 
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In conclusion, mitigating the repercussions of excessive smartphone usage requires 

collaborative effort. Stakeholders across various sectors must cooperate to devise and 

implement innovative solutions to promote equilibrium and well-being. By fostering more 

judicious relationships with technology, marketers and service providers can contribute to a 

sustainable digital ecosystem, thereby yielding benefits for both individual users and society at 

large. 
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Research Question 

In India, non-profit organisations (NPOs) are defined as activities (donors vs. implementers) or 

countries of origin (Northern International Relief and Development Organizations or Western 

NPOs vs. Indian NPOs). The Western NPOs focus on environment, human rights, and consumer 

rights, as opposed to the Indian NPOs, which focus on welfare, modernization, and 

empowerment (Nanda, 2000; Panda, 2019). The technology adoption is relatively higher in the 

case of Western NPOs as they focus on capacity building of staff and leadership and technology 

use as opposed to Indian NPOs that focus on branding or reputation, cost of service delivery, 

speed of service delivery, and quantum of service delivery, having a relative lower level of 

technology adoption and use (Salm, 1999; Panda, 2019). A need exists to identify the key 

challenges facing Indian NPOs in adopting technologies such as Artificial Intelligence (AI). AI 

can support NPO marketing related to donor journey mapping, business simulations, marketing 

automation, prospect identification, content creation, action recommendations, and basic task 

automation (BWF, 2023). 

Thus, the research question this study addresses through the identified research gap is:  

What factors drive the adoption of AI-based NPO Marketing tools and technologies in India? 

Method and Data 

A study was conducted amongst the stakeholders of NPO marketing, i.e., sponsoring 

organizations (social marketing/Corporate Social Responsibility/nonprofit trust aligned with a 

Company) and NPOs, to identify the factors that would drive the adoption of AI in NPO 

marketing tools and technologies in India. 
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In this study, we contacted NPOs (n=10) and sponsoring organizations (n=5) through qualitative 

research through in-depth interviews. This study applies the Gioia methodology to analyze 

discussions with the sponsoring organizations and NPOs. A good data structure in the Gioia 

approach involves participant-based first-order codes, which the researcher then summarises as 

second-order themes and aggregated dimensions, i.e., factors for the adoption of AI-based NPO 

marketing tools and technologies (Gioia et al., 2013; Van Maanen, 1979).  

Summary of Findings  

In this study, we contextualize the TOE (technological, organizational, and environmental) based 

framework to identify the factors for adopting AI-based NPO Marketing tools and technologies 

in India. While technological, the relative advantage over existing technology-based solutions 

adopted for NPO marketing, compatibility with existing IT systems, and relatively less 

deployment complexity drive the adoption of AI-based NPO Marketing tools and technologies in 

India. The organizational factors for adoption relate to the availability of financial resources, the 

IT sophistication, benefits of AI-based NPO marketing tools and technologies for better post-

deployment business goal achievement, and the support of top management for effective 

deployment. The environmental factors relate to the competitive pressure from the NPO 

ecosystem to deploy AI-based NPO Marketing tools and technologies, better business, and 

digital aim for adoption. 

Statement of Key Contributions  

Due to a lack of technology knowledge and financial resources, NPO marketing in India has 

faced challenges in reaching out to the correct set of audiences using technology as a 

medium.  The performance of NPOs is severely hindered due to a lack of knowledge of business 
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processes and technology. The deployment of AI can provide solutions to many challenges 

plaguing the NPOs in India. Adopting technology may create better funding mechanisms, 

targeting, delivery, and impact assessment for program beneficiaries. This study identifies the 

factors driving the adoption of AI-based NPO marketing tools and technologies; this would aid 

NPOs and sponsoring organizations in effective deployment by addressing the challenges ahead 

of deployment. Using the study, the practitioners can identify and develop a techno-business case 

for internal approval to deploy AI-based NPO marketing tools and technologies. The NPO 

funding team can also use the findings of this study to enable better deployment of AI-based 

tools; the collaborative deployment in both NPO and sponsoring organizations can aid in greater 

efficiency in achieving program objectives through beneficiary targeting and delivery. 
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Research Questions 

Green Marketing Orientation (GMO) reflects a firm’s comprehensive commitment to integrating 

environmental sustainability into its operations. Although extensively studied in developed 

nations, GMO remains underexplored in developing countries like Ethiopia, where green 
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marketing is shaped by distinct socioeconomic, cultural, and legal factors. Much of the existing 

research relies on marketers' perceptions and lacks rigorous validation, raising concerns about 

the reliability of current measurement tools. Furthermore, the absence of a universally accepted, 

context-specific GMO scale in Africa limits both academic progress and practical application. In 

such settings, green marketing is often reduced to short-term promotional strategies, sometimes 

resulting in "green washing." In contrast, GMO promotes a long-term, organization-wide 

approach to sustainability. Ethiopia’s rising environmental commitments such as its updated 

climate pledges, the Green Legacy Initiative, and anti-pollution policies underscore the urgency 

for credible green marketing strategies. This study seeks to modify and revalidate an existing 

GMO scale for Ethiopia’s manufacturing sector, addressing its validity, contextual adaptability, 

and key dimensions. 

a) How valid and reliable is the existing GMO scale when applied to the Ethiopian 

manufacturing sector?  

b) What modifications are necessary to adapt the GMO scale to the Ethiopian context? 

c) What are the core dimensions of GMO in Ethiopia’s manufacturing industry? 

Method and Data 

The study employed a comprehensive methodology to develop and validate a context-specific 

Green Marketing Orientation (GMO) scale for Ethiopia. The process began with an extensive 

literature review and the generation of new items through interviews with marketing managers of 

environmentally recognized manufacturing firms. This approach ensured the inclusion of local 

cultural and contextual factors. A pool of 51 items was created, reflecting three GMO 

dimensions: strategic, tactical, and internal. A content adequacy assessment was conducted with 
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experts from academia and industry to refine the items. Using ANOVA, 40 items were retained 

for their alignment with the GMO dimensions. A pilot study with 130 managers followed, and 

exploratory factor analysis (EFA) led to the removal of items not meeting psychometric criteria. 

This resulted in 26 items across the three dimensions. 

Further EFA with new data and confirmatory factor analysis (CFA) validated the scale’s 

structure. Reliability was confirmed with Cronbach alpha values ranging from 0.85 to 0.91. 

Convergent and discriminant validity were also established. The finalized model showed strong 

internal consistency and a good fit with the observed data. This validated scale provides a 

reliable tool for measuring GMO in Ethiopia’s manufacturing sector, aligning green marketing 

practices with national sustainability goals. 

Summary of Findings 

The study introduces a newly developed 17-item Green Marketing Orientation (GMO) scale 

tailored to Ethiopia, offering a validated measure of firms’ environmental marketing practices. 

The scale comprises three key dimensions: strategic, tactical, and internal GMO. Strategic green 

marketing focuses on setting green policies, forming collaborative partnerships with 

stakeholders, and allocating resources to support environmentally sustainable initiatives. Tactical 

green marketing integrates green considerations into the traditional marketing mix product 

development, promotion, distribution, and pricing ensuring that environmental responsibility is 

embedded in operational activities. Internal green marketing highlights the importance of 

nurturing a green organizational culture by empowering employees with the knowledge and 

skills required to implement eco-friendly practices. 
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The findings underscore critical contextual differences between green marketing in Ethiopia and 

that in developed countries. By applying rigorous qualitative and quantitative methods, the study 

identified new, context-specific items that reflect Ethiopia’s unique environmental and 

institutional landscape. These distinctions emphasize the necessity for localized measurement 

tools rather than adopting generalized scales from advanced economies. Overall, the study makes 

a significant contribution to green marketing literature by offering a holistic and context-

sensitive GMO framework, and it provides practical guidance for Ethiopian firms to align their 

marketing strategies with broader sustainability goals and regulatory demands 

Key Contributions 

This study makes a significant theoretical contribution by being the first to conceptualize and 

empirically validate a comprehensive Green Marketing Orientation (GMO) framework in the 

African context, focusing on Ethiopia. It modifies and revalidates existing GMO scales to suit 

region-specific economic, cultural, and organizational conditions. Using both qualitative and 

quantitative methods, the study develops a reliable 17-item GMO scale encompassing three 

dimensions: strategic, tactical, and internal. The findings highlight notable differences from 

European models. Strategically, the Ethiopian scale emphasizes partnerships with stakeholders 

and reverse logistics, rather than market segmentation or digital engagement. Tactically, it 

prioritizes physical distribution networks over digital communication. These variations reflect 

local corporate culture, infrastructure, and institutional development, underlining the need for 

context-sensitive scale adaptation.  
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From a managerial perspective, the scale provides a structured roadmap for embedding 

sustainability at all organizational levels. Top-level managers can set strategic direction, middle 

managers can implement green marketing tactics, and lower-level managers can instill green 

values among employees. The validated scale not only aids compliance with environmental 

regulations but also enhances competitiveness and supports long-term sustainability goals. It 

serves as both a diagnostic and strategic tool for aligning green marketing practices with national 

and global environmental objectives in emerging markets. 
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Research Question 

In today’s society, sustainability has become an increasingly significant focus for 

policymakers, firms, and consumers. Many companies are incorporating green practices by using 

eco-friendly materials (e.g., LEGO bricks made of recycled plastics) and/or adopting sustainable 

manufacturing processes (e.g., LEGO bricks made through energy-efficient processes). From a 
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firm’s perspective, these green practices are aimed at benefiting the environment. However, how 

do consumers perceive products made from green materials and those produced through green 

processes? Despite the common belief that green manufacturing processes are more beneficial to 

the environment than green materials, our research across four studies reveals that consumers are 

more likely to appropriate environmental credit to themselves when purchasing products made 

with green materials compared to those made through green processes. 

 

Method And Data 

Across four lab studies, this research investigates how different types of green product 

components influence consumers’ appropriation of environmental credit. Study 1 establishes the 

initial evidence for the effect of green component (materials vs. processes) on credit 

appropriation. This effect is driven by the difference in perceived component ownership. 

Importantly, we rule out the perceived ownership of the green product itself, demonstrating that 

the type of green component shapes consumers’ credit appropriation independently of product 

ownership perceptions. In Study 2, we identify green materials as the driver of this effect, 

showing that they lead consumers to appropriate greater environmental credit to themselves. In 

addition, this study rules out accessibility as a potential confound. To dig deeper into the effect, 

Study 3 examines consumer heterogeneity. Results reveal the effect of green component on 

credit appropriation is more pronounced among consumers with a stronger need for ownership 

and those who perceive green products as having greater environmental efficacy. Study 4 

explores downstream consumer behaviors, demonstrating that the green component further 

influences the willingness to engage in word-of-mouth, to participate in brand communities, and 

to recommend products. 
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Summary of Findings 

To promote sustainability and to minimize environmental impact, firms increasingly 

make use of green materials (e.g., recycled plastics) and incorporate green manufacturing 

processes (e.g., energy-efficient processes). This research examines how consumers respond to 

these pro-environmental practices. Through four laboratory experiments, this research 

demonstrates that (1) consumers are more likely to appropriate environmental credit to 

themselves when purchasing products made from green materials compared to those produced 

using green processes; (2) such difference in credit appropriation is driven by the perceived 

component ownership in green materials rather than in green processes; and, (3) because 

consumers tend to appropriate environmental credit associated with green materials to 

themselves, they are more likely to share positive word-of-mouth and to join brand communities 

when purchasing products made from green materials as opposed to those made from green 

processes. These findings offer valuable insights into the difference in consumer responses to 

green materials and green processes, the underlying mechanisms, and the downstream marketing 

outcomes. 

 

Statement of Key Contributions 

Our research makes three key contributions. First, we identify a novel effect of green 

product components on credit appropriation. Although green processes are often viewed as more 

impactful for environmental sustainability, our findings reveal that consumers are more likely to 

appropriate environmental credit for themselves when purchasing products made with green 

2025 AMA Summer Academic Conference

67



materials. Empirical evidence shows that green materials, not green processes, are the primary 

driver of this effect.  

Second, we uncover a unique mechanism via perceived component ownership, such that 

consumers develop a greater sense of psychological ownership toward the components of 

products made of green materials compared to those created through green processes. Moreover, 

we rule out several potential confounding factors, including the perceived ownership of the 

overall product and the accessibility of the green component. 

Finally, we offer important managerial implications through downstream consequences. 

Because green materials prompt greater credit appropriation, they also encourage more 

supportive consumer behaviors, such as positive word-of-mouth and participation in brand 

communities. Our findings suggest that firms aiming to boost consumer advocacy and 

engagement should emphasize the use of sustainable materials in their products, while also 

communicating the broader scope of their sustainability efforts. 

 

References are available upon request. 
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HELPING THOSE WHO SUFFER: COMPASSION IN CAUSE-RELATED 

MARKETING 
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Contact Information: “For further information, please contact Andrea Tangari, Professor of 
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Donation behavior  

Description: Our findings suggest that using a consumer (vs. company)-focused message-

framing strategy in cause-related campaigns can increase feelings of compassion, which in turn 

positively affects brand attitude and donation intentions; particularly, for younger consumers.   

EXTENDED ABSTRACT 

Research Question  

Charities have long used emotional appeals in fundraising activities (Cockrill and Parsonage 

2016), using heart-tugging images and music to motivate donations to organizations like 

UNICEF. However, research related to cause-related marketing indicates that consumers also 

expect for-profit companies to contribute toward societal needs (e.g., Joireman et al. 2015). 

Consequently, companies frequently collaborate with charities using cause-related marketing 

that benefits both organizations. The current research proposes that compassionate individuals 

may be more likely to positively respond to cause-related marketing campaigns, and 

investigates whether compassion can be manipulated through message-framing techniques in 
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advertisements. Although compassion has been investigated in related fields (e.g., psychology), 

there has been little research in marketing. Particularly, compassion’s influence in cause-related 

marketing and its impact on consumer behavior broadly is not well understood. Thus, this 

research explores the role of compassion in cause-related marketing and examines how 

companies can use it to drive certain behaviors for specific outcomes that benefit both the 

company and the cause. Specifically, we investigate two research questions:   

RQ1: Can compassion be elicited among consumers through cause-related marketing 

campaigns? 

RQ2: Does compassion influence reactions to the framing of cause-related marketing 

campaigns?  

Method And Data  

In study 1, student participants (N = 253, Mage = 22, Male =51%) were randomly assigned 

between two message-framing conditions regarding who is showing compassion (company vs. 

consumer). All participants were shown an ad about Kia’s cause-related marketing initiative. 

The first sentence of the ad displayed a message about sea turtles and how they are critically 

endangered. In the second part of the ad, participants in the company (consumer) condition read 

the message about Kia’s collaboration with Sea Turtles Inc. as a consequence of the company’s 

care and support (consumer’s care and support) toward sea turtles. After viewing the ad, 

compassion, brand attitude, and donation intentions were measured. Study 2 used a general 

sample from Prolific (N = 300, Mage = 45, 49.7%=Male) and a dish soap was used instead of a 

car to investigate whether the effects hold for lower involvement purchase situations. In 

addition, a fictional brand was used to control brand category effects. All participants were 
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shown an ad for a fictional dish soap’s cause-related marketing initiative, which was similar to 

study 1.  

Summary of Findings 

Regression analysis (PROCESS model 7; Hayes 2018) for study 1 revealed that individuals in 

the consumer (vs. company) condition elicited greater feelings of compassion (p < .03), and 

compassion mediated the effect of message-framing with a consumer focus on brand attitude 

(95% CI = [.020,.394]) and donation intentions (95% CI = [.019,.397]). In study 2, we did not 

find the main effect of ad conditions on compassion (p > .10). Our first study used a younger 

sample, and this study used a general sample. Therefore, consistent with previous findings that 

younger generations are more critical of social responsibility initiatives (Chatzopoulou and de 

Kiewiet 2021), we expect that age might be influencing the effect of our ad conditions on 

compassion. We ran PROCESS model 7 (Hayes 2018) with age as a moderator, and found that 

there was an effect for younger participants (age ≤ 33; p = .02), such that the consumer (vs. 

company)-focused ad elicited more compassion (no effect for older participants, p > .10). 

Furthermore, compassion mediated the effect of consumer-focused ad on brand attitude (95% 

CI = [.019,.661]) and donation intentions (95% CI = [.010,.586]), for younger consumers.  

Statement of Key Contributions   

Increasingly, individuals are being asked to show compassion in the marketplace, whether 

through charitable donations or engaging in prosocial behaviors. However, there is little 

research regarding the effect of compassion on consumer behavior. Current research 

investigates how compassion can be elicited through message framing in cause-related 

campaigns, such that consumers’ support to the company and the cause is strengthened. Our 

research makes several important contributions to cause-related marketing and compassion 
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research. Importantly, we show that cause-related ads are more likely to elicit compassionate 

feelings in consumers by using consumer (vs. company)-focused messaging, which in turn 

increases brand attitude and donation intentions. Particularly if a cause-related marketing 

campaign is targeting younger consumers, ad campaigns can elicit more positive responses 

from younger consumers by focusing more on what the consumer does for a cause than what 

the company does for a cause. This is an important finding, as many cause-related marketing 

campaigns focus on what the company is doing for the cause. Based on our research, making 

the consumer feel that they are a part of the process to positively contribute to the cause may be 

a worthwhile strategy to help enhance attitude toward the brand and donation intentions. 
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Keywords: Visual cues, Attitudes, Habits, Intervention, Food choices 

 

Description: This study investigates the impact of aversive images on eating intentions and 

behaviour. 
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EXTENDED ABSTRACT 

 

RESEARCH QUESTION 

How does healthy and unhealthy food stimuli affect consumers’ eating intentions and food 

preferences? 

 

METHOD AND DATA  

An experimental study was conducted using a 2 × 2 between-subjects factorial design, where 

healthy food choice ads (with implications vs without implications) and snacks ads (without 

implications vs with implications) were manipulated. 735 respondents agreed to participate 

after being contacted by email, with 600 randomly selected and assigned to four groups. Each 

cohort comprised 150 participants. Participants were briefed initially about the reason for 

their participation. The four treatment conditions were: (i) snacks ads without implications, 

(ii) snacks ads with implications, (iii) healthy food ads with implications, and (iv) healthy 

food ads without implications. To conduct the experiment, respondents were exposed to their 

treatment condition before they completed the survey. Respondents who participated in the 

‘Without Implications’ group were shown only food ads. Those in the ‘with implications’ 

group saw food ads and implications of eating snacks/fruits in front of each food option. To 

maintain uniformity, each advertisement was kept identical in all respects, except for the 

inclusion (or exclusion) of different food options. ANOVA and multiple regression were 

performed to assess differences between key variables among those exposed to 

snacks/healthy food ads with or without implication and whether these variables predicted 

intentions and behaviour of eating fruits/snacks.  

 

SUMMARY OF FINDINGS  

The results suggest that explicit attitudes and affective attitudes exhibited a high level of 

statistical significance. Participants exposed to images of nutrient-rich foods accompanied by 

health benefits text messages developed significantly stronger favourable explicit attitudes 

towards consuming nutrient-rich foods than those who viewed only nutrient-rich food ads. 

Self-regulation was found to moderate the effect of eating intention on behaviours in the 

presence of nutrient-rich food visuals and health benefits messages. For those exposed to 

healthy food messages without implications, affective attitudes, habits and interaction effect 

of habits and normative beliefs predicted intentions. Exposure to snack messages without 

implications revealed that norms, self-regulation and habits statistically significantly 

predicted intentions. 

 

KEY CONTRIBUTIONS  
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The study makes important contribution to knowledge by shedding light on the effect of self-

regulation in explaining the intention-behaviour gap. The results revealed the moderating 

effect of self-regulation on the association between intentions and behaviour, in the presence 

of nutrient-rich food visuals with health benefits messages. Thus, an individual’s ability to 

self-regulate can strengthen his/her eating intention and positively predict healthy eating 

behaviour. Another important contribution is the findings that exposure to healthy and 

unhealthy visuals with implications can significantly enhance habits to the extent that these 

influences the association between normative beliefs and eating intentions of healthy and 

junk foods. The findings highlight the importance of considering multiple facets of 

individuals' habitual tendencies and normative beliefs when designing interventions aimed at 

promoting healthier food choices as well as those intended to discourage energy-dense food 

intake. It also demonstrates the importance of contextual cues in enhancing consumers’ 

ability to self-regulate in a manner that explains the intention-behaviour gap. Our results 

emphasize the need to consider the interplay between different components of messaging and 

visual cues when designing interventions aimed at influencing consumers' food choices in 

marketing contexts. 

 

References are available upon request. 

2025 AMA Summer Academic Conference

75



 
 

EXTENDED ABSTRACT  

HOW MINDSETS DRIVE THE DESIRE FOR EXPERIENCES OVER 

POSSESSIONS 

Yuri Martirosyan, University of Akron, USA 

Jaeeun Namkoong, University of Nevada, Reno 

Sunaina Chugani, University of Texas Rio Grande Valley 

Mustafa Raji, University of Texas Rio Grande Valley 

For further information, please contact Yuri Martirosyan, University of Akron, USA 

ymartiro@uakron.edu 

Abstract  

This study explores how consumer mindsets influence preferences for experiential 

versus material purchases. Specifically, it examines whether priming individuals with a growth 

mindset (the belief that personal traits are malleable) increases preference for experiential 

products and how this effect varies with financial security. Two experimental studies were 

conducted with participants from different income levels. Study 1 demonstrated that growth 

mindset priming significantly increased preference for experiential products among high-

income participants. Study 2 replicated these findings and further identified that the effect of 

growth mindset on experiential preferences is moderated by expected future financial security 

and current money management stress. The research contributes to the understanding of 

implicit theories in consumer behavior, linking growth mindset to the experiential advantage 

and highlighting the role of financial security in shaping these preferences. These findings 

provide valuable insights for marketers of experiential products and policymakers aiming to 

enhance consumer well-being by encouraging experiential consumption. 

Keywords: Material Consumption, Experiential consumption, growth mindset, fixed 

mindset 
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Research Question 

This study investigates whether consumer mindsets-specifically growth versus fixed 

mindsets-influence preferences for experiential versus material purchases. While prior research 

has established that experiential purchases generally lead to greater happiness than material 

ones, little is known about the psychological mechanisms that motivate consumers to choose 

experiences in the first place. We ask: Does priming individuals with a growth mindset increase 

their preference for experiential products, and if so, under what financial conditions does this 

effect hold? By integrating mindset theory with consumer research on the experiential 

advantage, we examine whether implicit beliefs about personal malleability translate into 

greater interest in experiences over possessions. 

Method and Data 

We conducted two online experiments with Prolific panel participants. In Study 1 

(N=231), participants were randomly primed with either a growth or fixed mindset and asked 

to choose between self-generated experiential and material products. Household income was 

measured to test income-based differences. In Study 2 (N=350), we replicated the design but 

incorporated additional measures of expected future financial security and current money 

management stress. Analyses included ANOVAs, regressions, and the Johnson–Neyman 

technique to examine interactions between mindset and financial security indicators. Together, 

the two studies provide robust causal evidence of mindset effects and boundary conditions. 

 Summary of Findings 

Across both studies, growth mindset priming increased consumer preference for 

experiential over material purchases. In Study 1, the effect was strongest among high-income 

participants, suggesting that financial resources facilitate the influence of mindset. Study 2 

replicated the effect and demonstrated that it is moderated by financial security: growth mindset 

increased preference for experiences when participants perceived high future financial security 
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and low current financial stress. Thus, the experiential advantage is not universal but contingent 

upon both psychological mindset and financial context. These findings extend research on 

implicit theories and consumer choice by linking mindset to experiential consumption. 

Key Contributions 

This research makes three key contributions. First, it introduces implicit theory (growth 

vs. fixed mindset) as a novel driver of the experiential advantage, advancing understanding of 

psychological mechanisms in consumer well-being. Second, it identifies financial security as a 

boundary condition, showing that mindset effects are amplified under conditions of resource 

stability. Third, it extends consumer research by offering causal, experimental evidence that 

mindsets can be situationally primed to influence purchase preferences. Practically, the findings 

highlight opportunities for policymakers and marketers to strategically foster growth mindsets, 

thereby promoting experiential consumption that enhances consumer happiness and life 

satisfaction. 
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Description: 

This research investigates how regulatory focus influences individuals’ preferences for different 

compensatory consumption strategies under self-threat. 

EXTENDED ABSTRACT 

Research Question 

This study examines whether individuals’ self-regulatory focus influences their preference for 

symbolic self-completion versus escapism strategies when facing self-threats. We propose a 
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regulatory fit framework where symbolic self-completion strategies align more effectively with 

promotion-focused messages, whereas escapism strategies align more closely with prevention-

focused messages when individuals experience self-threats. This work addresses the research gap 

on how different compensatory strategies are selected and matched with regulatory fit. 

Method and Data 

251 undergraduate students were recruited from an online panel and randomly assigned to one of 

two conditions (regulatory focus: promotion focus vs prevention focus). Firstly, participants were 

informed that they were participating in two unrelated experiments. Then, participants were 

asked to imagine a scenario where self-threat related to interpersonal rejection was manipulated. 

Next, they were asked to answer questions about their feelings as manipulation checks. 

Subsequently, participants were informed that they would proceed to another survey and were 

asked to choose their preferred box of chocolates from two identical options that differed only in 

the slogan displayed on the packaging. In the promotion-focus condition, participants were 

exposed to the slogan "Share delicious moments—every moment with loved ones", representing 

symbolic self-completion strategy and "Savor the flavor—every moment is relieving and 

healing", representing symbolic escapism strategy. In the prevention-focus condition, participants 

were exposed to the slogan "No more loneliness—every moment frees you from isolation", 
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representing symbolic self-completion strategy and " Forget your worries—every moment waves 

goodbye to sorrow", representing escapism strategy. Then, they indicated their attitude and 

purchase intention for the two chocolates. Manipulation checks for compensatory strategies and 

control variables (e.g., age, gender) were also collected. 

Summary of Findings 

The manipulation of self-threat and slogan manipulation were successful. Results support our 

hypotheses. The results of regression suggested that self-regulatory focus significantly 

influenced the strategy purchase intention index (F (1,249) =8.19; p-value = 0.005) and attitude 

index (F (1,249) =11.46; p-value = 0.0008). Specifically speaking, participants in promotion-

focused (vs. prevention-focused) conditions tended to report higher purchase intentions and 

attitudes for symbolic self-completion (vs. escapism) strategy. 

Key Contributions 

This research contributes to the literature and practical management of compensatory 

consumption. First, it is the first study examining regulatory focus as a crucial factor influencing 

preferences for different compensatory strategies. Previous research has predominantly focused 

on a singular strategy. Secondly, this research adds to the regulatory fit literature by 

demonstrating that self-regulatory focus can align individuals' goal orientation with various 
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compensatory strategies. Finally, our findings offer managerial implications to marketers. 

Marketing managers can utilize marketing stimuli to temporarily manipulate consumers' 

regulatory focus and provide congruent strategy-related products to increase their preferences. 

For instance, for products not dealing with threat (e.g., snacks), marketers can use ad slogans to 

induce a prevention-focused state. In contrast, for products addressing self-threats (such as status 

goods), marketers can evoke a promotion-focused state. When regulatory fit is achieved, 

consumers are more likely to develop more favorable attitudes and stronger purchase intentions 

toward products that align with their regulatory focus. 
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Description: This study applies the theory of planned behavior to examine how sustainable 

consumption behavior influences purchase intention for second-hand vs. fast-fashion clothing in 

online and offline settings, finding that all TPB components significantly predict vintage clothing 

purchase intention online and that sustainable consumption behavior more often moderates the 

effect for subjective norms than for attitudes or perceived ability. 

 

EXTENDED ABSTRACT 

Research Question 

Past research has examined second-hand shopping motivations (Guiot & Roux, 2010), attitudes 

toward fast fashion and second-hand clothing (Guiot & Roux, 2010; Shan et al., 2022; Shuai, 

2016), and purchase intentions for second-hand goods (Yan et al., 2024). Research has also 

examined the link between environmental concerns and sustainable consumption behavior (SCB) 

in the circular consumption model and attitudes toward fast fashion, as well as second-hand, or 

vintage, goods to understand purchase intentions in SCB (Padmavathy et al., 2019). However, no 

research has explored how SCB influences second-hand purchase intention across online and 

offline platforms, a key factor for NPOs relying on thrift store revenue. 
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This research seeks to answer: What can NPO marketers do to increase second-hand 

clothing purchase intention and sales in online and offline environments? Additional questions 

include: (1) Does SCB influence purchase intention for second-hand vs. fast-fashion clothing in 

online and offline settings? (2) Do consumers with various levels of SCB have varying purchase 

intentions for second-hand vs. fast-fashion clothes? (4) Do attitudes toward second-hand 

shopping influence purchase intention? (5) Do norms toward second-hand and fast-fashion 

shopping influence purchase intention? (6) Does perceived ability to purchase influence behavior 

toward buying second-hand and fast-fashion clothes? 

 

Method and Data 

A 54-item questionnaire was distributed online nationwide through a data collection firm. Four 

scenarios were created to measure purchase intention based on shopping environment and type 

of clothing in a 2 (Clothing: Fast Fashion vs. Vintage) × 2 (Environment: Online vs. Offline) 

experimental design. SCB was measured using 13 items covering quality of life and care for 

future generations from the 24-item scale developed by Quoquab et al. (2018). Participants were 

randomly assigned to one of the four scenarios that manipulated two control variables – type of 

store and the type of clothing. For example, scenario 1 said Imagine you are browsing a store 

online and see an attractive brand-new shirt that is what you’ve been looking for and it’s in your 

price range, and scenario 2 said: Imagine you are browsing a store online and see an 

attractive second-hand shirt that is what you’ve been looking for and it’s in your price range. 

After reading their assigned scenario, participants completed a five-item purchase intention scale 

(Baker & Churchill, 1977; Chen & Barnes, 2007), followed by three TPB constructs (Fishbein & 
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Ajzen, 2010). Two manipulation checks on 7-point Likert scales verified scenario 

comprehension. Finally, participants provided demographic data. 

 

Summary of Findings 

A final sample of 352 participants were analyzed, with all scales and manipulations successful 

(all alphas > 0.7; all p-values < .001). Scenario one (n = 94), found that perceived behavioral 

control significantly predicted purchase intention (p = .011) and interacted with SCB (p = .030), 

indicating that low SCB consumers were more likely to purchase fast fashion online, while SCB 

dampened this effect. Scenario two (n = 108), found all TPB components significantly predicted 

purchase intention of second-hand clothing online, with SCB moderating attitude (p = .027) and 

subjective norms (p = .003), suggesting that attitudes and social influences shaped second-hand 

purchase intention with sustainability orientation. Scenario three (n = 64) found that perceived 

behavioral control predicted purchase intention (p = .015) of fast-fashion offline, with SCB 

moderating attitude (p = .030) and subjective norms (p = .037), suggesting high-SCB consumers 

consider both personal attitudes and social pressures when purchasing fast fashion in stores. 

Scenario four (n = 86) found that attitude (p = .004) and subjective norms (p < .001) predicted 

offline second-hand purchase intention, with SCB moderating subjective norms (p = .007). Low-

SCB consumers were more influenced by social norms when buying second-hand clothing in 

stores. 

 

Key Contributions 

This research offers four primary conclusions. First, that subjective norms had a significant 

interaction with sustainable consumption behavior in three of the four scenarios – all but fast 
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fashion online. This may confirm that consumers are thinking about sustainability even when 

considering a purchase at a fast fashion store. However, when online, the fast fashion purchase is 

able to be made because no one is present to observe the behavior. Second, perceived behavioral 

control appears to have a dampening effect on making a fast fashion purchase by consumers low 

in SCB. It could be that while SCB is not a strong individual difference for these consumers, 

making a fast fashion purchase triggers thoughts of sustainability and makes them hesitate. 

Third, subjective norms interacted with SCB when consumers were shopping in a 

second-hand store. This was not expected, but could be a case of the desire to communicate what 

they perceive to be positive social behavior. Fourth, SCB moderated the relationship between 

TPB variables and purchase intention five out of six times between second-hand online and fast 

fashion offline purchases. These results may indicate that consumers are indeed considering the 

sustainability, no matter the style or location of the purchase. 
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Description: 

This study examines rural antenatal care as a multi-channel service journey, highlighting 

consumer trust as the primary driver of engagement and adherence. Using a qualitative 

longitudinal design grounded in service marketing and healthcare decision-making theory, it 

applies experience-based co-design (EBCD) and customer journey mapping (CJM) to identify 

touchpoints and trust points across the maternal care pathway. Data from 145 participants, 

including antenatal and postnatal mothers, ASHA workers, healthcare providers, and 

household influencers, reveal how frontline agents, family dynamics, and channel integration 

shape trust formation, service adoption, and defection in high-stakes, low-resource contexts. 

EXTENDED ABSTRACT 
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Research Questions 

This study examines how rural antenatal care can be conceptualized as a multi-channel service 

journey in which both touchpoints (formal service interactions) and trust points (moments 

influencing decision-making confidence) shape healthcare utilization. Drawing from Customer 

Journey Mapping (CJM), Experience-Based Co-Design (EBCD), and service marketing 

literature on trust-building, we explore how these elements interact within a complex, multi-

stakeholder ecosystem of healthcare providers, community influencers, and household 

decision-makers. 

 This study addresses three questions: 

1. What are the key touchpoints and trust points in rural antenatal care journeys? 

2. How do these trust points shape maternal decision-making at critical service 

junctures? 

3. How can healthcare service design leverage trust to improve maternal care adoption? 

By answering these questions, this study reframes rural maternal healthcare as a service 

experience design challenge, contributing to service marketing theory while offering 

actionable insights for healthcare managers and policymakers 

Methods and Data 

This qualitative longitudinal study employed experience-based co-design (EBCD) and 

customer journey mapping (CJM) to examine service touchpoints and trust points in rural 

antenatal care. The research was conducted in rural districts of West Bengal, India, between 

June 2023 and October 2024. Using purposive and snowball sampling, a total of 145 

participants were recruited: 50 antenatal mothers, 10 postnatal mothers, 30 ASHA workers, 10 

nurses, 5 doctors, and 40 family members. 
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Data collection involved semi-structured interviews, longitudinal ethnographic tracking of 30 

antenatal mothers from pregnancy confirmation to postnatal care, and stakeholder interviews 

with healthcare providers and household influencers. All interviews were transcribed and 

analyzed through manual thematic analysis, following a framework-based coding approach 

informed by service marketing literature on trust-building. 

Themes explored included the role of ASHAs, barriers to institutional care, trust points in 

decision-making, and family influence on care choices. A maternal journey map was developed 

to visualize touchpoints, trust points, and decision junctures across the antenatal period, 

enabling comparative analysis between mothers who accessed institutional care and those who 

faced barriers. 

Summary of Findings 

Rural antenatal care emerges as a multi-channel service journey in which consumer trust is the 

primary driver of engagement and adherence. ASHA workers function as frontline relationship 

managers, bridging institutional care and community norms by delivering both functional 

services (e.g., registration, check-ups) and relational value (empathy, reassurance).Trust points 

operate as decisive “moments of truth” — respectful treatment at PHCs, personalized 

counselling, and proactive follow-ups act as service quality inflection points that strengthen 

loyalty to formal care pathways. Household influencers, particularly husbands and mothers-in-

law, act as either co-creators or detractors of trust; their endorsement accelerates adoption, 

while resistance contributes to defection. 

Findings reveal that service access does not guarantee service utilization. Cultural norms, 

financial constraints, and logistical barriers parallel high-funnel traffic with low conversion in 

commercial service contexts. Digital reminders and mHealth tools enhance engagement only 
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when reinforced by trusted human agents, highlighting the interdependence of physical and 

digital channels in high-stakes health service journeys.Overall, the results position trust as a 

strategic service design lever, where aligning human and digital touchpoints around trust-rich 

interactions can systematically improve adoption, retention, and outcomes in maternal 

healthcare. 

Key Contributions 

This study integrates customer journey mapping with trust-centered service design in rural 

antenatal care, a high-stakes and life-critical service context. Drawing on service marketing, 

healthcare decision-making, and service equity theory, it advances theory by distinguishing 

between touchpoints—service interactions—and trust points—moments that shape decision-

making confidence—thus reframing maternal healthcare journeys as relational and iterative 

rather than linear. It positions trust as both an antecedent and moderator of service adoption in 

vulnerable contexts and demonstrates how relational trust, household influence, and frontline 

agent credibility jointly drive engagement. 

Empirically, the study shows that progression through the antenatal care journey depends on 

trust points, not service availability alone, paralleling conversion dynamics in commercial 

services. A multi-stakeholder maternal care map reveals how healthcare providers, community 

influencers, and household decision-makers co-create or erode trust. 

Managerially, the findings suggest aligning touchpoints to reinforce trust points and training 

ASHAs as relationship managers skilled in empathy, cultural negotiation, and digital 

endorsement. The trust-centered framework is scalable to other low-resource sectors such as 

financial inclusion and education. Socially, the research reframes maternal healthcare as a 

service experience challenge, offering actionable strategies to reduce service defection, 

improve maternal health equity, and strengthen community-based trust systems. 
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Description 

This study examines the specific tactics utilized by social media influencers to navigate online 

trolling and how that further helps them in managing their well-being. 
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EXTENDED ABSTRACT 

Research Question  

The aim of this study is to examine the challenges faced by social media influencers (SMIs) when 

they face online trolling, and the specific tactical manoeuvres utilised by them against online 

trolling, which can further help in maintaining their overall well-being in the contentious 

environment of social media platforms. 

Therefore, the research addresses two research questions that are interrelated to each other: 

1. What specific tactical maneuvres do SMIs employ to negotiate and/or resist online 

trolling? 

2. How do these tactical maneuvers contribute to helping SMIs manage their well-

being in a holistic fashion? 

The research addresses a significant gap in the present literature of online trolling, which often 

does not take into account the relational, cultural and social factors that influence the online 

presence of SMIs. This approach often reduces the problem of trolling to individual resilience 

(Beyer, 2022). Thus, the research addresses this specific gap by situating online trolling within the 

interconnected web of influencer, audience and platform interactions and offers a nuanced 

understanding of the coping strategies of SMIs. The study is grounded within the theoretical 

frameworks of Protection Motivation Theory (Rogers, 1975) and Self-Regulation Theory 
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(Baumeister et al., 2007), which offer a comprehensive understanding towards threat perception, 

emotional regulation and community mobilisation by SMIs to cope with online trolling.  

Method and Data 

The study adopts a qualitative research design informed by the interpretive paradigm, which was 

done to understand how SMIs negotiate and/or resist trolling to manage their overall well-being. 

The study deploys in-depth interviews to collect the data from 26 SMIs (16 women and 10 men) 

recruited through purposive and later snowball sampling. The interviews lasted for 90-150 minutes, 

were conducted in English and covered SMIs across a wide range of domains, including lifestyle, 

beauty, travel and fashion. The data collected resulted in 233 pages of transcripts. Throughout the 

data collection process, the researchers also maintained reflexive field notes and memos to maintain 

thick descriptions. The researchers then proceeded to analyse the data through thematic analysis 

(Braun & Clarke, 2006); which followed an iterative style of coding through open, axial and 

selective coding. The inter-coder reliability score of the coding process turned out to be 0.93, which 

ensured analytic consistency.  

The research maintained trustworthiness and reflexivity throughout its execution. Trustworthiness 

was maintained through the credibility (triangulation), dependability (audit trail), confirmability 

(memos) and transferability (thick description) of data. At the same time, reflexivity was 

maintained through maintaining a track of the positionality of the researcher and the researcher’s 

bias. Thus, this approach made sure that the study carried both rigour and depth.  
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Summary of Findings 

The findings of the study reveal that SMIs utilize four interconnected tactical strategies to navigate 

online trolling on social media platforms, which are:  

a. Platform Moderation: Platform moderation involves two tactics, namely, selective 

engagement (not responding directly to trolls) and Algorithmic resistance (hiding harmful 

remarks through comment restriction, keyword filters, etc.).  

b. Content Moderation: Content Moderation involves two tactics, namely, mindful 

community discourse (involving SMIs engaging in community interactions and exchanging 

meaningful values) and creative appropriation of trolls (which includes turning hate 

comments into humorous content to reframe negativity into entertainment).  

c. Participatory Activism: Participatory Activism involves co-creation of counter-narratives 

(SMIs reframing negative information into something of value with their followers) and 

intersectional advocacy (SMIs pushing back against any kind of identity-based harassment 

through their representation and shared narratives).  

d. Fan Moderation: Fan Moderation involves loyal followers of SMIs acting as digital 

shields (like mass-reporting hateful comments) and supporting through active solidarity 

with SMIs (through supportive and encouraging comments).  

These interconnected tactics lead to diverse and holistic well-being dimensions, which are: social 

well-being (digital solidarity), psychological well-being (emotional validation), cultural well-

being (collective identity), and hedonic well-being (humor as an act of resistance).  
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Key Contributions 

Theory: The study develops a holistic, interconnected model of coping strategies of SMIs, which 

integrates granular tactics that SMIs deploy to navigate against online trolling. The study also goes 

on to further understand how these tactics further help SMIs manage their well-being, which is 

multi-dimensional in nature. The study also extends the Self-Regulation Theory by coming up with 

the novel theoretical contribution of “community-led co-regulation” as a way for followers to 

facilitate the cultural well-being of SMIs through emotional regulation and the reclaiming of 

narratives. Further, the study extends the Protection Motivation Theory by looking at the ways in 

which SMIs perceive and control visible threats in the form of online trolling and then move further 

to preserve their overall well-being. 

Practice: The study can be useful for the industry in offering practical insights into developing 

efficient management policies to also involve trolling and harassment management for SMIs, 

which can help them create better audience engagement strategies. Furthermore, brands can also 

include a safety-first policy for SMIs to ensure that the threats can be countered on an institutional 

level. Additionally, added sensitivity and evidence-based recommendations can be embedded in 

platform moderation tools so that SMIs can manage trolling a lot more efficiently.  

*References are available upon request
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Description: This study examines how uncertainty reduces consumers’ moral behaviors by 

increasing self-focus—mediating this effect—and shows across three studies that individualist social 

norms mitigate this tendency in contexts including moral judgment, return fraud, and wardrobing
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EXTENDED ABSTRACT 

 
Research Question 
 

The past years have seen political uncertainty, lingering COVID-19 effects, double-digit 

inflation, labor shortages, climate change, and widespread layoffs, creating unprecedented 

disruption (Lefevre et al., 2023; Palmer, 2023; Bushard, 2023). Misinformation and conflicting 

narratives exacerbate difficulties in coping with threats to health, economy, and society 

(Campbell et al., 2020). Uncertainty, whether from distant events (e.g., AI’s impact on jobs) or 

immediate issues (e.g., traffic), significantly influences consumer decisions (Cutright, 2012; 

Faraji-Rad & Pham, 2017). 

We propose that uncertainty increases consumer immoral behavior by consuming cognitive 

resources (Hayes et al., 1999), prompting affect-driven decisions and reducing self-control 

(Schmeichel et al., 2003), and by making such behavior easier to justify (Gneezy et al., 2018). 

H1: Uncertainty is positively associated with consumer immoral behavior. 

We further posit that this effect operates through self-focus attention (Han et al., 2017), as 

uncertainty-induced cognitive load prompts individuals to prioritize their own needs over others’ 

(Lee & Winterich, 2022). 

H2: Self-focus mediates the uncertainty–immorality link. 

Finally, individualist social norms, which emphasize responsibility and justice concerns 

(Hofstede, 1980; Sinha & Lu, 2016), may weaken this effect. 

H3: Individualist norms weaken the uncertainty–self-focus association. 

Method And Data 

Three experiments tested our hypotheses. 

Study 1: Eighty-three MTurk participants (M age = 33.43; 79.5% male) were randomly assigned 
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to high vs. low uncertainty via a tsunami-prediction news article (Lembregts & Pandelaere, 

2019). They then rated the acceptability of an undesirable consumer behavior. 

Study 2: Three hundred thirty-four U.S. university students (M age = 23.73; 40.2% male) 

completed the same uncertainty manipulation, followed by a fraud refund scenario (Jiao & 

Wang, 2018) and a five-item self-focus scale (Han et al., 2017). 

Study 3: Two hundred nineteen MTurk participants (M age = 39.06; 50.9% male) took part in a 

2 (social norm: individualism vs. collectivism) × 2 (uncertainty: high vs. low) design. Social 

norms were manipulated via a game scenario (“Civilization” strategy article), uncertainty via a 

writing task (Ng et al., 2021). Participants indicated wardrobing intentions and completed the 

self-focus scale. All studies included manipulation checks, demographic questions, and 

debriefing. 

Summary of Findings 

Study 1 showed marginally successful manipulation (p = .07) and higher immoral 

acceptability under uncertainty (p < .05).  In Study 2, manipulation was successful (p < .05); 

uncertainty increased fraud intent (p < .05). PROCESS Model 4 showed self-focus mediated the 

effect (indirect = 0.05, CI [0.01, 0.16]). In Study 3, manipulations were successful. Wardrobing 

intent was higher under uncertainty only in the collectivist condition (p < .05). Self-focus showed 

the same pattern, with moderated mediation (PROCESS Model 7) significant (index = 0.18, CI 

[0.01, 0.53]). Across studies, H1–H3 were supported. 

Statement of Key Contributions 

This research makes several theoretical contributions. First, it identifies uncertainty as a key 

antecedent of consumer morality, extending literature on moral decision-making. Second, it adds 

to the limited research on the decision-making consequences of external uncertainty in consumer 

2025 AMA Summer Academic Conference

99



contexts (e.g., Ng, Faraji-Rad, & Batra, 2021; Lembregts & Pandelaere, 2019). Third, it 

advances self-focus research by examining its role in immoral consumer behavior—a topic less 

explored compared to its effects on product evaluation (Hung & Wyer, 2011), choice (Goukens, 

DeWitte, & Warlop, 2009), and satisfaction (Pham et al., 2010). 

The findings have practical implications for policymakers and charities, especially amid 

today’s uncertainty. Policies that enhance transparency, accountability, and ethical conduct may 

help mitigate immoral behaviors. Importantly, results show that individualist social norms can 

buffer uncertainty’s negative effects on morality. 

For retailers, the implications are tangible. The National Retail Federation estimates that 

return fraud scams such as wardrobing cost $12.6 billion annually. Our results suggest that 

highlighting individualist social norms—through website content or marketing—may reduce 

such unethical practices. By framing responsible consumption as part of personal identity, 

retailers can discourage immoral purchase behavior while fostering a culture of accountability. 
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Description: This research investigates how unit size and product virtue (healthfulness) influence 

consumer perceptions of quantity and consumption time, offering insights into packaging 

strategies for healthier marketing and contributing to social wellbeing discussions. 

 

EXTENDED ABSTRACT 

Research Question – The primary research question addresses how perceptions of quantity and 

consumption time are influenced by the unit size of packaged products and how this effect varies 

depending on the perceived healthfulness (virtue) of the product. Specifically, we explore whether 

consumers perceive larger portion sizes as leading to more consumption time and how this 

perception differs between virtuous products (e.g., water) and less virtuous products (e.g., soda). 

We hypothesize that consumers will associate larger unit sizes with greater consumption time for 

less virtuous products but not for more virtuous products. This study seeks to understand the 

psychological processes behind such perceptions and their implications for consumer behavior, 
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public health, and social wellbeing. 

Method and Data – We conducted an experiment with 236 participants (mean age = 38.1, 42% 

female) to test the impact of unit size and product virtue on perceptions of quantity and 

consumption time. A 2 (unit size: mini-sized vs. large-sized) × 2 (degree of virtue: less virtue vs. 

more virtue) ANOVA was used to analyze the data. The participants were asked to estimate the 

quantity and consumption time for each product type. Results showed that for the less virtuous 

product (soda), participants perceived a larger quantity and longer consumption time when 

presented with a larger unit size, while no significant difference was found for the more virtuous 

product (water). This suggests that product virtue moderates the impact of unit size on 

consumption perceptions. 

Summary of Findings – The findings reveal that for less virtuous products (like soda), larger unit 

sizes were perceived as leading to more consumption and longer consumption times. This aligns 

with the portion size effect, where consumers struggle to control consumption of less healthy 

products. However, for more virtuous products (like water), the unit size did not significantly 

influence perceptions of consumption time or quantity. This indicates that the healthfulness of a 

product may reduce the impact of packaging size on consumer behavior. These results provide 

evidence that perceptions of product virtue play a moderating role in how consumers respond to 

portion sizes, suggesting that healthier products may not be subject to the same portion size biases 

as less virtuous ones. This also contributes to the discussion of social problems related to 

overconsumption and social wellbeing. 

Key Contributions – This research contributes to the academic literature on food marketing by 

introducing the concept of “product virtue” as a moderating factor in shaping consumer 

perceptions of portion sizes and consumption time. It expands existing theories on unit size 
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heuristics by showing how the healthfulness of a product can mitigate the effects of larger 

packaging on consumption behavior. From a practical perspective, the findings suggest that 

marketers can influence consumer behavior by considering both the size of packaging and the 

perceived health benefits of the product. By offering smaller packages for less virtuous products 

or highlighting the health benefits of virtuous products, marketers can encourage healthier 

consumption patterns. These insights are valuable not only for businesses and marketers but also 

for public health organizations, policymakers, and researchers working to combat diet-related 

diseases. This research provides a basis for designing marketing strategies and policies that 

promote healthier eating habits, reduce the public health burden of overconsumption, and address 

broader social problems tied to food consumption and social wellbeing. 
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Description: This research develops a new 4-dimensional, 14-item scale tailored to 

Protestantism, and the scale is applied to assess the impact of Protestant religiosity on eight 

consumer ethical behaviors. 

 

EXTENDED ABSTRACT 

Research Question 

The study investigates the influence of religiosity on consumer decision-making, 

focusing on Protestant Christianity, and addresses the limitations of existing religiosity measures. 

Prior scales often fail to capture nuanced, religion-specific dimensions or predict consumer 

ethical behaviors effectively (Vitell 2009; Allport and Ross 1967; Wilkes et al. 1986). Traditional 

approaches either categorize individuals by affiliation, attendance, or subjective importance 

(Cohen et al. 2017; Huber and Huber 2012) or use self-assessments of beliefs and practices that 

lack specificity and validation (DeJong, Faulkner, and Warland 1976; Worthington et al. 2003; 

Büssing 2019; Hill and Hood 1999). These shortcomings lead to inconsistent findings in 

marketing contexts, as religiosity often does not significantly predict behaviors due to 

unidimensionality or generality (Flere et al. 2011; Mathras et al. 2016; Minton, Leary, and 

Upadhyaya 2018). The research question is: How can a multidimensional Protestant religiosity 
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scale be developed to accurately measure beliefs and practices, and how does it influence 

consumer ethical behaviors compared to existing scales? Grounded in Protestant theology, 

including the “Five Solas” (Beeke and Smalley 2021; Calvin 1989; Schreiner, VanDrunen, and 

Barrett 2017), the study proposes dimensions like salvation through Jesus Christ, Bible 

knowledge, rejection of worldly desires, and moral conduct. It aims to fill gaps in religion-

marketing literature (Agarwala, Mishra, and Singh 2019; Hunt and Vitell 1993; Maseeh et al. 

2022; Mokhlis 2006; Almutawaa 2023; Waller and Casidy 2021) by testing the scale’s impact on 

ethical behaviors like shopping-related ethical behaviors, purchase of luxury counterfeit 

products, and recycling. 

Method and Data 

The study developed a new Protestant religiosity scale using 97 items from Gardiner 

Spring’s (2009) work on Protestant beliefs and practices. An online survey collected responses 

from 1,631 U.S. adults (mean age 30.4, SD=13.2; 55.8% female, 44.2% male), with 15.6% 

Protestant, 28.6% Catholic, 5.7% Jewish, 29.0% other religions, and 21.1% non-religious. The 

survey assessed ethical behaviors on a 5-point scale, adjusted for consistent ethical values. It 

included Mokhlis’s (2006) general religiosity and De Jong and Faulkner’s (1967) Protestant 

religiosity scales for comparison, plus socio-demographics. Exploratory factor analysis (EFA) 

with orthogonal rotation refined the items, eliminating redundancies and weak loadings, resulting 

in four dimensions with 14 items. Confirmatory factor analysis (CFA) using LISREL 12 

confirmed the structure (χ²(df=71)=144.69; GFI=0.92; AGFI=0.89; CFI=0.97; IFI=0.97; 

SRMR=0.049; RMSEA=0.064), meeting fit thresholds (Hu and Bentler 1999). Factor loadings 

ranged 0.67-0.91 (t-values ≥14.19); composite reliabilities 0.77-0.95; AVEs >0.50 and squared 

inter-correlations, confirming validity (Fornell and Larcker 1981). Cronbach’s alphas were: 

Salvation through Jesus Christ (0.95), Bible knowledge (0.90), Rejection of worldly desires 
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(0.86), Moral conduct (0.77). Regression analyses tested predictive power on ethical behaviors, 

controlling for age, gender, and income. 

Summary of Findings 

The 14-item scale showed strong convergent validity, correlating 0.79 with Mokhlis 

(2006) and 0.77 with De Jong and Faulkner (1967), but outperformed them in 

multidimensionality and theology-specific focus. Regression analyses indicated it predicted 

ethical behaviors more effectively, with rejection of worldly desires and moral conduct 

significant in 7/8 regression models, salvation in 4/8, and Bible knowledge in 5/8. Existing scales 

were less consistent.  

Dimensions had distinct effects: Salvation through Jesus Christ and moral conduct 

positively influenced ethics (e.g., promoting generosity, societal good); Bible knowledge and 

rejection of worldly desires negatively (e.g., prioritizing biblical over secular values). This 

revealed dual influences within religiosity, explaining prior inconsistencies (Vitell 2009; Hunt 

and Vitell 1993). For rational actions (price consciousness, life satisfaction, store loyalty), moral 

conduct had the strongest positive impact. Ethically upright actions (impulsive shopping 

[negative], doing good, recycling) were positively affected by salvation/moral conduct, 

negatively by rejection of worldly desires. Ethically questionable actions (counterfeit purchases, 

legal but questionable) showed inconsistent impacts.  

Key Contribution 

This study introduces a validated, multidimensional Protestant religiosity scale, 

addressing shortcomings of general/unidimensional measures (Büssing 2019; Egbert, Mickley, 

and Coeling 2004; Hill and Hood 1999; Mathras et al. 2016). Grounded in Protestant theology 

(Beeke and Smalley 2021; Howard 2016; Murray 2015), it captures both intrinsic and extrinsic 

traits, resolving inconsistencies in consumer ethics research (Vitell 2009; Minton, Kaplan, and 
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Cabano 2022; Stolz 2009). It highlights dual influences – alignment (e.g., salvation) vs. conflict 

(e.g., Bible knowledge) – advocating context-specific, teaching-focused scales (Agarwala, 

Mishra, and Singh 2019; Maseeh et al. 2022; Roy et al. 2023). 

Practically, it enables marketers and policymakers to target Protestant consumers (13.2% 

global, 33% U.S.; Gordon-Conwell Theological Seminary 2024; Gallup 2024) by aligning 

campaigns with dimensions like moral conduct, enhancing segmentation, CSR, and ethics 

frameworks (Sood and Nasu 1995; Cleveland, Laroche, and Hallab 2013; Waller and Casidy 

2021). It supports refined strategies for faith-driven ethics, improving consumer relations. The 

scale facilitates future research across faiths/cultures, encouraging comparative/longitudinal 

studies and business ethics applications (Arli and Pekerti 2017; Lindridge 2005; Minton, Leary, 

and Upadhyaya 2018), bridging academia-practice gaps. 

 

References are available upon request. 
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The paper analyses which factors influence recycling behaviour in South African townships. 
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EXTENDED ABSTRACT 

 

Research Question 

This study investigates whether recycling habits influence the actual recycling 

behavior of township consumers in South Africa. Despite the urgent need to promote 

circular economy practices, recycling rates in South Africa remain low, particularly in 

townships where infrastructural challenges and socio-economic inequalities hinder 

waste management. Previous research has mainly focused on urban or developed 

contexts, leaving township consumer behavior underexplored. The study therefore 

addresses the gap by examining whether recycling habit mediates the relationship 

between factors such as past behavior, environmental concern, facilitating conditions, 

personal norms, and policy regulation with actual recycling behavior. The Theory of 

Interpersonal Behavior (TIB) provides the theoretical framework, extending existing 

literature beyond the commonly applied Theory of Planned Behavior. By testing the 

influence of habit on actual recycling practices, the research seeks to generate 

insights for both theory and practice in sustainability and consumer behavior. 

 

Method and Data 

A quantitative survey was conducted with a sample of 411 township consumers 

across South Africa. Respondents were recruited via an online panel, and data were 

collected in July 2023. The measurement items were adapted from established 

recycling behavior studies and applied to constructs including past behavior, 

environmental concerns, facilitating conditions, personal norms, policy regulation, 
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recycling habits, and actual recycling behavior. All items were measured using a 

seven-point Likert scale. Reliability and validity were assessed using Cronbach’s 

alpha, confirmatory factor analysis, and structural equation modeling (SEM). The 

model achieved satisfactory fit indices (e.g., CFI=0.93, RMSEA=0.059), supporting 

the robustness of the measurement and structural models. SEM analysis explained 

35% of variance in recycling engagement and 65% in actual recycling behavior, 

providing strong empirical support for the research framework. 

 

Summary of Findings 

The findings confirm that recycling habit significantly drives actual recycling 

behavior in township contexts. Past behavior, environmental concern, facilitating 

conditions, and personal norms were found to influence recycling habit. However, 

only facilitating conditions and personal norms directly affect actual recycling 

behavior. Policy regulation showed no significant direct effect but indirectly 

influenced behavior through recycling habit. Mediation analysis confirmed that habit 

plays a central role in linking past behavior, environmental concern, facilitating 

conditions, personal norms, and policy regulation with actual recycling outcomes. 

These results demonstrate that habit formation is critical for promoting sustainable 

waste management practices in disadvantaged communities. They further suggest that 

external enabling factors, such as accessible facilities, and internal moral obligations, 

such as personal norms, are essential drivers of recycling engagement. The study 

highlights the complexity of recycling behavior in township areas, where structural 

barriers intersect with behavioral and normative influences. 
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Key Contributions 

This research contributes to theory by applying the Theory of Interpersonal Behavior 

to township recycling, offering new insights into the role of habit in sustainability 

contexts often overlooked in existing studies. Unlike prior research in developed or 

urban settings, this study emphasizes the unique socio-economic and infrastructural 

barriers faced by township consumers. Empirically, it demonstrates that while 

personal norms and facilitating conditions directly foster recycling behavior, other 

determinants such as environmental concern and policy regulation rely on habit 

formation to exert influence. Practically, the study provides actionable guidance for 

policymakers and municipalities: improving facilitating conditions (e.g., access to 

bins, collection systems) and fostering personal responsibility can help cultivate 

recycling habits that ultimately drive sustained behavior. By focusing on township 

communities, the study sheds light on a neglected but critical area of environmental 

research and provides recommendations that align with South Africa’s transition 

towards a circular economy. 

 

References are available upon request. 

 

2025 AMA Summer Academic Conference

111



STRATEGIC DONATION TIMING:  

UNVEILING THE ROLE OF YEAR-START AND YEAR-END 

Hyunhee Woo 

Korea University Business School 

Contact Information: For further information, please contact Hyunhee Woo, Korea University 

Business School (whhbmm@korea.ac.kr). 

Keywords: Donation-Based Crowdfunding, Campaign Launch Timing, Temporal Effects, 

Beneficiary Type, Message Framing 

Descriptions: This study investigates how temporal cues in campaign launch timing interact with 

beneficiary type and message framing to shape fundraising performance in donation-based 

crowdfunding. 

 

EXTENDED ABSTRACT 

RESEARCH QUESTION  

Temporal factors play a crucial role in shaping individuals’ prosocial behaviors, including 

charitable giving. Among various temporal cues, the beginning and end of the year stand out as 

critical periods that evoke distinct psychological mechanisms. The beginning-of-year period is 

associated with the “fresh start effect,” motivating individuals to pursue aspirational goals, whereas 

the end-of-year period aligns with “seasonal altruism,” amplifying generosity during culturally 

significant times. While previous research has acknowledged these effects, empirical evidence on 
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their impact in donation-based crowdfunding contexts remains limited. This study addresses four 

core questions: whether campaigns launched at the beginning of the year achieve higher donation 

performance than those launched mid-year; whether campaigns launched at the end of the year 

achieve higher donation performance than those launched mid-year; whether the impact of launch 

timing differs according to beneficiary type; and whether the impact of launch timing differs 

according to content characteristics such as warmth or urgency. Donation performance is assessed 

using multiple indicators, including total funds raised, number of donors, and goal achievement 

rate. 

METHOD AND DATA   

This study uses data from a participation-based crowdfunding platform in South Korea that allows 

both individuals and organizations to initiate donation campaigns. The dataset contains 4,393 

campaigns launched between 2020 and 2024. For each campaign, information is available on 

fundraising outcomes (total amount raised, number of donors, goal achievement rate), fundraising 

goals, duration, and descriptive features such as word count and number of images. Beneficiary 

types are classified into elderly, children/youth, disabled, and others (including environmental 

causes, natural disasters, and animal welfare). Content characteristics capture whether a campaign 

emphasizes urgency or warmth in its messaging. Additional variables describe organizational and 

contextual factors, such as organization type, geographic location, online activity, and the number 

of projects launched in the same period. The analysis examines performance differences across 

campaigns launched at different times of the year, with particular attention to the interaction 

between timing, beneficiary types, and content characteristics. 
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SUMMARY OF FINDINGS  

The analysis shows that donation-based crowdfunding performance on the studied platform varies 

with campaign launch timing. Campaigns launched at the beginning and end of the year achieved 

significantly higher outcomes than those launched during other periods, across total funds raised, 

number of donors, and goal achievement rate. End-of-year campaigns recorded the strongest 

results, consistent with seasonal altruism, while beginning-of-year campaigns benefited from 

renewed motivation linked to the fresh start effect. Interaction effects between timing and 

beneficiary type were statistically significant, with campaigns for socially vulnerable groups, such 

as the elderly and children/youth, showing more pronounced performance gains at specific times 

of the year compared to other beneficiary categories. Content framing also played a role, as 

warmth-oriented messaging performed better at the beginning of the year, suggesting that 

emotional appeals may align well with fresh start motivations. These results indicate that both the 

timing of a campaign and its beneficiary and content characteristics jointly influence fundraising 

outcomes, offering practical insights for designing more effective campaigns in participation-

based crowdfunding environments. 

STATEMENT OF KEY CONTRIBUTIONS 

Although prior theoretical and experimental studies suggest that the beginning and end of the year 

are favorable periods for charitable giving, empirical evidence from real-world crowdfunding 

contexts remains scarce. Temporal effects, despite their strategic importance, have not been 

sufficiently examined in relation to campaign launch timing, a key strategic decision for organizers. 

This study extends the literature by moving beyond the main effects of timing to examine how it 

interacts with beneficiary type and content framing in shaping fundraising outcomes. By 
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identifying that the effectiveness of launch timing varies across beneficiary categories and message 

framing strategies, the research highlights the conditional nature of temporal influences in 

donation-based crowdfunding. These insights contribute to theory by integrating temporal cues 

with campaign design variables, offering a more contextualized understanding of prosocial 

behavior in digital environments. For practitioners, the findings underscore that launch timing 

should be considered in conjunction with beneficiary profiles and message framing, rather than as 

a stand-alone factor, when planning and executing campaigns. 
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SWEETHEARTING AND ITS COSTS 

  

Thinh Nguyen, Xiaojing Sheng, Reto Felix, University of Texas Rio Grande Valley 

For further information, please contact Thinh Nguyen, thinh.nguyen01@utrgv.edu 

Keywords: Service marketing, Illicit frontline behavior, Sweethearting, Bystander, Perceived 

fairness 

Description: This paper examines how witnessing sweethearting unauthorized preferential 

treatment by frontline employees affects uninvolved bystanders’ satisfaction, fairness 

perceptions, emotions, and behaviors, and identifies when and how these negative effects may be 

mitigated. 

 

EXTENDED ABSTRACT 

Research Question 

This research examines how witnessing sweethearting, defined as frontline employees giving 

unauthorized preferential treatment to certain favored customers, affects third-party bystanders in 

service encounters. While prior work has primarily considered the dyadic relationship between 

frontline employees and the favored customer, this study focuses on the overlooked 

consequences for uninvolved observers. It investigates whether such behavior lowers bystanders’ 

satisfaction, trust, and intentions to complain or spread negative word-of-mouth. The research 

further explores the mediating roles of perceived fairness and jealousy in explaining these 

effects. Two moderators are considered. One moderator is an apology issued by the frontline 

employee, which may influence review behavior. Another moderator is the number of bystanders 

present, which may affect responsibility to react, drawing on the bystander effect theory. Four 
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experimental studies are conducted to address these questions, systematically testing the main 

effects, mediating mechanisms, and boundary conditions. The goal is to provide a more 

comprehensive understanding of how sweethearting harms service evaluations, and to identify 

situational factors that may attenuate or exacerbate its impact. 

 

Method and Data 

Four experimental studies were conducted with participants recruited from Prolific and 

undergraduate student pools. In each study, participants read scenarios depicting service 

encounters in which they either witnessed a customer–employee interaction involving 

sweethearting behavior or an interaction without involving the sweethearting behavior. Study 1 

(285 participants recruited from a student subject pool; 60.4% female; MAge = 21.79) tested the 

main effect of observing sweethearting on bystander satisfaction and perceived fairness. Study 2 

(287 participants recruited from a student subject pool; 56.8% female; MAge = 21.32) examined a 

serial mediation model in which witnessing sweethearting reduced perceived fairness, which in 

turn elicited jealousy and led to negative evaluations. Study 3 (232 participants recruited from 

Prolific; 53.1% female; MAge = 42.83) expanded the outcome variables to include negative word-

of-mouth intentions, intent to complain to the manager, and evaluations of the employee, and 

tested the moderating effect of an apology on review responses. Study 4 (129 participants 

recruited from Prolific; 47.9% female; MAge = 39.19) introduced the number of bystanders as a 

moderator, assessing whether multiple bystanders reduced the intention to react, consistent with 

the bystander effect theory. Across studies, participants completed validated measures of 

satisfaction, fairness, jealousy, and intent to complain, while review behavior was coded by 

independent raters. 
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Summary of Findings 

The findings consistently demonstrate the detrimental effects of sweethearting on bystanders. 

Across four studies, witnessing sweethearting significantly reduced satisfaction with the 

employee and the service provider, lowered perceived fairness, and increased feelings of 

jealousy. Mediation analyses confirmed that perceived fairness and jealousy explain the 

relationship between sweethearting and reduced satisfaction. Study 3 revealed that the sincerity 

of an apology moderates review behavior. When apologies were perceived as sincere, 

participants left relatively less negative reviews, yet sincerity did not fully restore satisfaction, 

fairness, or trust, nor did it eliminate negative emotions or the intention to complain to the 

manager. Study 4 found that the presence of multiple bystanders reduced the intention to 

complain, consistent with diffusion of responsibility in the bystander effect. These results 

highlight the hidden costs of sweethearting, showing that its impact extends beyond immediate 

service recipients to uninvolved observers, creating lasting negative impressions and emotional 

responses. The effects persist across varying contexts. The presence of other bystanders can 

attenuate these reactions through diffusion of responsibility, but negative feelings persist beneath 

the surface, quietly eroding customer satisfaction. 

 

Statement of Key Contributions 

This research advances the literature on third-party effects in service encounters by extending the 

conceptualization of sweethearting beyond the dyadic employee–favored customer relationship 

to include uninvolved bystanders. It integrates justice theory, social comparison theory, and 

emotional appraisal frameworks to explain why bystanders respond negatively even when they 

are not directly harmed. By identifying perceived fairness and jealousy as mediators, it clarifies 
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the cognitive and emotional processes underlying these reactions. The study also introduces and 

tests important boundary conditions. It demonstrates that an apology sincerity influences review 

behavior, although even sincere apologies cannot fully reverse the harm caused by 

sweethearting. It further shows that the number of bystanders moderates intention to complain, 

providing empirical support for the bystander effect in a service context. These findings reveal 

that social dynamics can conceal underlying dissatisfaction, making the damage from 

sweethearting more difficult to detect. The research offers practical implications by highlighting 

that sweethearting erodes brand perception and customer satisfaction indirectly through 

bystander reactions, in addition to its direct ethical and financial risks. Managers should train 

frontline employees to maintain consistent service standards, act as fairness agents, and avoid 

illicit preferential treatment, as even subtle instances can have broad and lasting reputational 

consequences. 
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WITH DISABILITIES SHAPE CONSUMER PREFERENCES 
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Contact Information: For further information, please contact Jaeyoung Oh, PhD candidate, 
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Keywords: disability, lay perception, diversity, equity, inclusion 

Description: This study introduces the “disability persuasion effect,” where consumers are 

more receptive to marketing messages from individuals with disabilities. 

 

EXTENDED ABSTRACT 

Research Question 

Recently, growing attention to Diversity, Equity, and Inclusion (DEI) has spurred interest in 

the impact of employing individuals with disabilities on marketing effectiveness. However, 

existing studies typically view disability as a symbol of inclusivity and uniqueness, suggesting 

that incorporating disability into marketing enhances the brand’s positive image or signals the 
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uniqueness of firms using such strategies (Lee, Alwi, and Gambetti 2024; Wang and Wei 2024). 

For example, brands that feature individuals with disabilities as models in advertising are often 

viewed as “good” companies, resulting in favorable consumer responses. These findings reflect 

the impact of using disability in marketing itself on the brand’s overall image. However, little 

is known about how consumers’ specific personality perceptions of individuals with disabilities 

influence their responses to marketing messages delivered by them, thereby shaping marketing 

effectiveness. The present research introduces the “disability persuasion effect,” proposing that 

consumers are more inclined to accept marketing messages and claims when delivered by 

individuals with disabilities (vs. those without), driven by naïve perceptions about disability. 

 

Method And Data  

Across six studies, we tested and replicated this effect in diverse contexts, including crisis 

management, advertising, influencer marketing, and social media-driven popularity. 

 

Summary of Findings 

The present research examined how disability representation in marketing influences consumer 

responses to marketing activities. Unlike prior studies that focus on the symbolic advantage for 

brands employing disability representation in advertising, our findings highlight the crucial 
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role of lay perceptions associated with individuals with disabilities in driving marketing 

effectiveness across a variety of marketing contexts (crisis management, advertising, influencer 

marketing, and social media-driven popularity). 

 

Statement of Key Contributions 

A growing body of research has documented the positive effect of disability representation in 

advertising. We extend the literature by demonstrating that the effect can occur across a broader 

range of contexts. Specifically, whereas prior research has emphasized disability representation 

as a signal of a company’s moral virtue or “doing good,” the present research highlights its 

persuasive impact through trait-based inferences about the marketing actor.  

Practically, our research offers actionable insights for marketers aiming to build consumer trust. 

Incorporating individuals with disabilities into marketing communications not only enhances 

the brand’s image of inclusivity but also increases acceptance of its messages. In an era where 

consumers increasingly social responsibility, these findings offer meaningful guidance for 

designing marketing strategies that resonate with diverse audiences 

 

“References are available upon request.” 
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Description: This paper investigates how the performance of dyadic Inside Sales–

Outside Sales teams evolves over time, revealing an inverted-U relationship between 

collective tenure and effectiveness, and showing that strategically timed breaks and 

reunions can boost performance by refreshing knowledge and mitigating the effects of 

informational silos. 
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EXTENDED ABSTRACT 

1. Research Question 

This study examines how dyadic Inside Sales–Outside Sales (IS/OS) team effectiveness 

changes over time, addressing the gap in sales research that often adopts static 

perspectives (Li & van Knippenberg, 2021). Drawing on team cognition theory (Cooke 

et al., 2007; Salas & Fiore, 2004) and social network theory (Burt, 2005; Kilduff & 

Tsai, 2003), we investigate three questions: (1) Does collective team tenure exhibit an 

inverted-U relationship with performance (Katz, 1982)? (2) Should teams pause 

collaboration after reaching optimal performance to prevent knowledge redundancy and 

isolation (Weick, 1969; Rogers & Shoemaker, 1971)? (3) Do reuniting team members 

after a break perform better than during initial collaboration due to enriched knowledge 

and retained shared cognition (Zhang et al., 2017; Gorman & Cooke, 2011)? 

2. Method and Data 

We analyzed five years of archival sales data from a B2B industrial materials provider, 

comprising 159 IS/OS teams (91 outside salespeople, 83 inside salespeople) and 2,325 

monthly team-level observations. Performance was measured as monthly sales revenue, 

with tenure tracked pre- and post-break. Control variables included team composition, 

territory size, and average customer size (Claro et al., 2020). Discontinuous growth 

modeling (Bliese & Lang, 2016) was used to capture both linear and quadratic tenure 

effects, as well as performance shifts after breaks. A three-level cross-nested mixed-

effects model structure was adopted: time occasions (Level 1) nested within outside 

salespeople (Level 2), nested within inside salespeople (Level 3). 

3. Summary of Findings 

Results reveal that team performance improves with tenure initially (supporting H1) but 
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declines after ~21 months, indicating an inverted-U pattern (Katz, 1982; Gonzalez-Mulé 

et al., 2020). Breaks in collaboration significantly boost subsequent performance 

(supporting H2), as returning members bring new skills and experiences acquired 

elsewhere (Van de Vegt & Sparrowe, 2014; Schmitz, 2013) while retaining prior shared 

mental models (Gorman & Cooke, 2011). Post-break teams, however, reach peak 

performance faster but also experience a steeper decline (supporting H3), suggesting 

shorter optimal collaboration cycles post-reunion. These dynamics reflect the benefits of 

additive team tenure (Liang et al., 1995) and the drawbacks of prolonged knowledge 

redundancy (Burt, 2005; Gargiulo & Benassi, 2000). 

4. Key Contributions 

Theoretically, we advance sales team literature (Ahearne et al., 2010; Rapp & Rapp, 

2023) by integrating temporal dynamics into models of IS/OS team effectiveness, 

addressing natural discontinuities caused by turnover (Li & van Knippenberg, 2021). 

We show that tenure has dual effects: enhancing performance up to an optimal point, 

then reducing it via informational silos (Weick, 1969; Rogers & Shoemaker, 1971) and 

constrained innovation (Schmitz, 2013). Practically, our findings guide managers to 

strategically rotate members, implement structured breaks, and leverage reunions to 

boost performance (Zhang et al., 2017). We recommend designing training and 

knowledge-sharing mechanisms to prolong benefits and mitigate decline. This 

framework enables firms to sustain sales performance and reduce inefficiencies in high-

turnover environments (Claro et al., 2020). 

 

Note: References are available upon request. 
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For further information, please contact Thuy D.Nguyen, Clinical Associate Professor, University 
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Keywords: Religiosity, Ideological Betrayals, Brand Engagement, Brand Disengagement 
Descriptions: This study aims to empirically investigate the influence of religiosity on the 
consumer-ideological brand relationship both before and after instances of perceived betrayal. 
 

EXTENDED ABSTRACT 
 

Although religiosity has traditionally been recognized for its impact on shaping consumer 

political identity and political consumerism, there is a growing trend of businesses publicly 

expressing their positions on contentious social and political matters. These corporate stances 

may not always align with consumers' ideologies, resulting in sentiments of brand betrayal. This 

study aims to empirically investigate the influence of religiosity on the consumer-ideological 

brand relationship both before and after instances of perceived betrayal. Three studies 

demonstrate that the four cohorts of religiosity (i.e., nonbelievers, classifiers, transformers, and 

devotees) differ in ideological brand engagement pre-betrayal. The ideological betrayal brand is 

an important moderator in religiosity and brand relationships post-betrayal. The requirements for 

re-engagement are due to previous brand disengagement or reconciliation. The research 

highlights the importance of religiosity as a multidimensional construct and its effects on brands 

adopting ideological stances.   

 
Research Question: This study examined the impact of religiosity on consumer behavior toward 

ideological brands, both before and after brand betrayals. Specifically, it asks: 

1. How do different types of religiosity affect brand engagement with ideological brands? 

2. How does religiosity moderate brand disengagement following ideological betrayal? 
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3. How does religiosity affect consumers’ willingness to reconcile with and reengage with a 

brand after betrayal? 

4. What are the mechanisms (i.e., disengagement and reconciliation) through which 

religiosity impacts brand re-engagement after ideological betrayal? 

The research seeks to fill gaps in the literature by examining religiosity as a 

multidimensional construct across four cohorts, including nonbelievers, classifiers, 

transformers, and devotees, and by distinguishing between practical and ideological 

brand betrayals. 

 
Method and Data: The research employed a multi-method approach across three studies to 

examine how religiosity influences consumer responses to ideological brand betrayals. Study 1 

collected data from 730 college students who identified a favorite brand from social media, rated 

their engagement with it, and assessed the brand’s ideological alignment. Participants also 

completed a 12-item religiosity scale, classifying them into four cohorts: nonbelievers, 

classifiers, transformers, and devotees. Study 2 consisted of two parts. In Study 2A, 285 

participants identified brands they perceived as having committed ideological betrayals and rated 

the nature of these betrayals as practical or ideological. Study 2B surveyed 497 MTurk 

respondents to examine the moderating effects of ideological betrayal on brand disengagement 

and reconciliation. Participants rated their likelihood to disengage from the brand and their 

openness to reconciliation, followed by completing the religiosity scale. Study 3 expanded on 

these findings with 804 MTurk participants, examining the full pathway from ideological 

betrayal to brand disengagement, reconciliation, and eventual re-engagement. The study utilized 

validated scales for all key constructs and employed regression analyses, moderation testing, and 
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PROCESS macro modeling to assess the influence of religiosity and betrayal type on consumer-

brand relationships. 

 
Summary of Findings: The study revealed that religiosity significantly moderates brand 

behavior. Devotees remained engaged with brands regardless of ideology, while transformers 

showed higher engagement with ideological brands. Nonbelievers were more likely to disengage 

after ideological betrayal but were not open to reconciliation. Classifiers avoided ideological 

brands and were less inclined to reconcile. Reconciliation efforts led to re-engagement among 

devotees, transformers, and classifiers, but not nonbelievers. Across all three studies, ideological 

betrayal emerged as a strong moderator of brand disengagement and re-engagement, and 

religiosity was a key factor in how consumers perceive and react to these events. The findings 

offer practical strategies for managing brand relationships across different consumer religiosity 

profiles. 

 

Key Contributions: This study explored how the four distinct cohorts of religiosity, including 

devotees, classifiers, transformers, and nonbelievers, respond differently to ideological brand 

betrayals. It contributed to the field of brand engagement by showing that religiosity and politics 

are important ideological factors that influence consumer behavior. These factors affect how 

people engage with brands, disengage after perceived betrayals, reconcile their views, and 

eventually reengage. The research addressed a gap in the existing literature by demonstrating that 

religiosity is not a uniform concept but varies meaningfully across different consumer groups. It 

also introduced the idea that brand betrayals can be practical, such as service failures, or 

ideological, such as political advocacy by companies. Religiosity played a strategic role in 

shaping these responses. Devotees often remained loyal to a brand regardless of its ideology, 
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while the other groups responded more strongly when the brand’s ideology aligned with their 

own. Brand reconciliation strategies were effective in restoring engagement among devotees, 

classifiers, and transformers, but not among nonbelievers. Overall, the study provided useful 

strategies for managing consumer relationships based on religious orientation and offered new 

insights into how ideological tensions influence brand loyalty and consumer decision-making. 
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Description: An empirical study of the moderating role behavior consequence type on the 

effectiveness of help-self and help-others advertising appeals 

 

EXTENDED ABSTRACT 

 

Research Question  

Help-self and help-others appeals are two common advertising appeals in both consumer 

marketing and social marketing. In volunteerism advertising, a help-others appeal encourages 

viewers to reflect on the potential impact of their charitable actions on the recipients; in contrast, 

a help-self appeal focuses on the welfare of the donors themselves (e.g., to learn new knowledge 

and skills, gain favorable judgment from peers, network with others, reduce guilt, etc.).  

Prior research examining the persuasiveness of these two appeals produces mixed results. 

Earlier work applying a motivation approach seeks to align individuals’ motivation orientation 

(egoism vs. altruism) with ad appeals. Later research also examined the role of specific 

motivations (e.g., financial gains, impression management, value expression, etc.). To date, the 

question of whether individuals are mostly egoistically motivated or altruistically motivated is 

far from being resolved. Recent research starts to examine the boundary conditions for the 

relative persuasiveness of help-self versus help-others appeals. These boundary conditions 

examined typically relate to viewers’ characteristics such as age, gender, culture, personality, 

self-construal, moral emotion, empathy, etc. 
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In this research, we adopt a cognitive approach and examine the moderating role of 

helping consequences—a factor that pertains to the ad message per se rather than viewers’ 

characteristics. 

Method and Data 

We propose that exposure to help-self versus help-others ad appeals can activate 

contrasting social reference point in processing information. A help-self appeal activates a self 

reference point, whereas a help-others appeal activates an others reference point. Once a 

reference point is activated, it will influence subsequent information processing such that 

individuals will demonstration differential sensitivity to different kinds of behavior consequences 

and be persuaded differentially by such consequences highlighted in advertisements. 

Specifically, we hypothesize that help-self appeals are more persuasive than help-others appeals 

when an ad highlights how volunteering may help oneself attain various benefits; whereas help-

others appeals are more effective than help-self appeals when the ad highlights how volunteering 

may help other people by reducing their miseries (i.e., costs). 

We designed a series of 2 ad appeals (help-self vs. help-others) x 2 helping consequences 

(benefits vs. costs) between subject factorial experimental studies to test our hypotheses. Four 

versions of volunteering advertisements were created corresponding to the four experiment 

conditions. College student subjects were randomly assigned to one of the four experiment 

conditions. Subjects were shown one of the four ads and filled out a questionnaire containing 

main DVs, control measures, and manipulation check measures. 

Summary of Findings 

Main dependent variables include (1) likelihood to volunteer for a list of presented 

volunteering opportunities, (2) general intention to volunteer, and (3) intention to learn more 

2025 AMA Summer Academic Conference

131



 

3 

 

volunteering opportunities. A set of two-way ANOVA analyses on the data provide evidence 

supporting the hypothesis. Participants who read the self-benefit ad indicated a higher likelihood 

to sign up for volunteering (M = 66.86) than those who read the self-cost ad (M = 44.15, t = 3.67, 

p < .01), whereas participants who read the others-cost ad indicated a higher likelihood to sign up 

for volunteering (M = 66.98) than those who read the others-benefit ad (M = 53.05, t = 2.18, p 

< .05). Similar patterns of ANOVA analysis results were observed on other dependent measures 

as well. Manipulations were successful. In a set of ANCOVA analyses, demographics and 

volunteering experience were not found to influence the results significantly. 

Key Contributions 

Our research bears both theoretical and practical implications. We broadened and 

extended previous work on the effectiveness of volunteerism advertisement. We showed that the 

persuasiveness of a charity ad can be boosted by aligning the help-self vs. help-others appeal 

with a particular type of helping consequences (benefits vs. costs) highlighted in the ad. We took 

a cognitive approach (vs. motional approach, as in much previous research) and showed a factor 

that pertains to the message per se rather than viewers’ characteristics (e.g., gender, culture, 

motivation orientations, perspectives etc.) plays a critical role in understanding the effectiveness 

of help-self and help-others appeals in volunteerism advertising. 

In addition, our research also adds and extends previous research on the cognitive 

asymmetry between self versus others social reference points. Basic psychological research 

indicates that the self and others are the two main social reference points around which 

consumers organize their social cognitions. Social reference points can be  chronically accessible 

or temporarily primed and influence information processing. In this research, we showed that 

such contrasting social reference points (self vs. others) can be activated in exposure to different 

2025 AMA Summer Academic Conference

132



 

4 

 

ad appeals (help-self vs. help-others) and make individuals being sensitive to different behavior 

consequences. 
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Description: This study examines how corporate vs. public voter mobilization appeals impact 

perceived fit, consumers’ attitude, and voting intention. 

 

EXTENDED ABSTRACT 

Research Question 

The global decline in voter turnout has led political and educational institutions to launch 

information and voter mobilization campaigns. Recently, companies have also addressed the 

voter turnout issue through corporate sociopolitical activism (CSA). For example, Sony Music 

encouraged consumers to vote ahead of the 2024 U.S. presidential election, and the Lufthansa 

Group engaged during the 2024 European election. With that they respond to consumers’ 

expectations that brands should contribute to society and also try to avoid negative CSA 

consequences. While existing CSA literature focuses on partisan sociopolitical issues like 

sustainability or immigration, research on companies’ non-partisan efforts and especially on 

CSA to increase voter turnout is lacking. We therefore want to investigate how company non-
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partisan voter mobilization appeals are perceived compared to public institution appeals in terms 

of fit between message and sender and how the appeals affect consumer attitude and consumer 

intention to vote. We are also interested in how the appeals’ effects differ between consumers 

and companies and analyze how consumers’ general trust in companies and how companies’ past 

CSA influences fit perception and resulting attitude and behavioral intention. 

 

Method and Data 

To answer the research questions, we conduct four online experiments in Germany. Studies 1a, 

1b, and 2 are experiments that were conducted in the run-up to actual political elections in real-

world contexts and demonstrate the robustness of our studies (Study 1a/b: European elections; 

Study 2: state elections in Brandenburg). In Studies 1 and 2, we focus on the effect of 

mobilization appeals by companies compared to public institutions on perceived fit and the 

resulting effects on consumers’ attitude toward the appeal and their voting intention. We test the 

serial mediation of mobilization appeals by companies on consumers’ voting intentions via 

perceived fit and attitudes toward the appeal for international (Study 1a) and regional (Study 1b) 

senders. Study 2 tests this mediation in a different electoral context with different stimuli, 

thereby increasing the external validity of our results. Study 3 is an online scenario experiment in 

the context of a fictitious upcoming federal election in Germany. We investigate how the 

mediation path differs depending on consumers’ general trust in companies and how a 

company’s past CSA (i.e., activist companies vs. non-activist companies) affects fit perceptions 

and subsequent attitude toward the appeal and voting intention. 
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Summary of Findings 

Nonpartisan mobilization appeals from companies are perceived as less fitting than those from 

public institutions, which has a negative impact on consumers' attitudes toward the appeal and 

their voting intention. However, there is no general difference between companies and public 

senders in terms of the total impact on voting intentions, suggesting that both appeals have 

positive effects compared to no appeal at all. 

Consumer trust mitigates this effect: people with higher general trust in companies 

perceive a higher fit of message and sender for companies, leading to smaller differences in 

attitudes and resulting voting intentions. Furthermore, consumers perceive more fit between a 

company and its mobilization message if the company has previously engaged in CSA. This in 

turn leads to a more positive attitude toward the appeal and ultimately to higher voting 

intentions. Nevertheless, there is no general difference in voting intentions between companies 

that have previously been involved in sociopolitical issues (CSA) and those that have not. 

Overall, attitudes toward the appeal and perceived fit vary depending on trust and prior company 

CSA but these factors do not lead to large differences in consumers’ voting intention. 

 

Key Contributions 

With our research, we contribute to theory and practice by being one of the first studies to 

empirically examine the phenomenon of companies encouraging consumers to vote. This 

research contributes to the growing literature on CSA as it is one of the first to study companies’ 

engagement to increase voter turnout and therefore non-partisan CSA. We also study effects that 

go beyond consequences for the company but include consequences that are directly related to 

the issue addressed (i.e., voter turnout). We enhance understanding of companies’ potential 

2025 AMA Summer Academic Conference

136



 

4 
 

impact on voter turnout by identifying the role of perceived fit in consumers processing of 

companies’ voter mobilization appeals. We also identify factors under which the negative effect 

of a corporate sender on perceived fit is smaller. Our research provides helpful insights for 

practitioners that want to encourage their consumers to vote. For public institutions our results 

already show that companies can help them increase voter turnout and they can use support of 

corporate engagement in reaching their goal to strengthen voter participation. In general, our 

findings help research and practice to understand the effects of corporate voter mobilization 

appeals and manage the resulting perceptions, attitudes, and behavior. 
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RESPONSIBLE PRODUCTS 
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Contact Info: For further information, please contact Maria J. Ortiz, Assistant Professor, 
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Keywords: Socially responsible products; effort; specialness; consumption deferral 

Description: This research examines the impact of socially responsible product characteristics 

on consumption deferral. 
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EXTENDED ABSTRACT 

Research Question  

Imagine purchasing a notepad made of recycled materials and finding yourself 

unexpectedly postponing its usage. The purpose of this research is to expand the knowledge on 

the effects that socially responsible product characteristics, such as recycled content, have on the 

intentions to defer the consumption of such products. Using the results of four experimental 

studies, this research proposes that purchasing socially responsible products can increase the 

likelihood of forgoing the consumption of such products. People can defer consumption for 

reasons such as meaningful value (Belk et al., 1989), identity relevance (Sheehan and Dommer, 

2020), occasion matching (Shu and Sharif, 2018), and beauty preservation (Wu et al., 2017). 

Extending extant theorizing, the current research proposes that consumers are more likely 

to defer consumption of products with socially responsible characteristics than products without 

such attributes. The proposed effect occurs due to heightened effort inferences related to socially 

responsible products, resulting in higher perceptions of product specialness. The effect is 

expected to be attenuated by the consumption goal and the environmental benefit level 

associated with the socially responsible product characteristics. 

Method and Data 

Study 1 measured the effect through a naturalistic online field study using Facebook ads. 

It was a 2 (product type: SR, control) x 2 (consumption deferral: tonight, later) between-design 

experiment. The ads displayed a fictional bottle of wine with a CO2-neutral emissions logo (vs. 

no logo), ideal for tonight’s dinner plans (vs. future dinner plans).  

Study 2 tested the proposed effect using simulated purchase behavior and ruled out the 

effect of expensiveness on perceptions of product specialness using (n=219). It was a one-factor 
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(product type: SR, control) between-design experiment. Product type was manipulated with a SR 

logo. Participants purchased a notebook on a website and subsequently did a product evaluation 

to measure consumption deferral.  

Study 3 tested the moderating effect of consumption goal (n=262). It was a two-factor 

(product type: SR, control and goal: need, want) between-design experiment. Consumption goal 

was manipulated (adapted from Su et al., 2024) by informing consumers that they bought a 

product (bottle of wine) because it was either a “must have” (need condition) or a “nice to have” 

(want condition) product. Product type was manipulated by including a CO2 neutral label while 

consumption deferral was measured in days.  

Study 4 tested the moderating effect of environmental benefits (EB) and ruled out the 

effect of perceived scarcity (n=241). It was a two-factor (product type: SR, control, and EB: low, 

high) between-design experiment. EB was manipulated using an article (Tezer and Bodur, 2020) 

about the benefits of recycled materials, while product type (blanket) was manipulated with a 

recycled materials logo.   

Summary of Findings 

Research has examined how consumers decide about and purchase socially responsible 

products but less is known about what happens during the consumption process (Tezer and 

Bodur, 2020). The current research fills this gap by exploring the consumption stage of socially 

responsible products in terms of consumption timing. It specifically explores how the presence of 

socially responsible product characteristics encourages consumption deferral of products with 

such attributes. Across the four studies, this research demonstrates that socially responsible 

product characteristics lead to consumption deferral. This relationship is mediated by perceived 

effort associated with socially responsible products and product specialness derived from such 
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effort. The effect is attenuated by consumption goals of wanting (vs. needing) socially 

responsible products and in the presence of low (vs. high) environmental benefits of socially 

responsible attributes. Furthermore, the results rule out scarcity and perceived expensiveness as 

alternative mechanisms. 

Key Contributions  

From a managerial perspective, this research provides insights into an alternative attribute 

that makes a product special, enabling marketers to highlight socially responsible products for 

special occasions and explore changes in terms of pricing. It also reveals effects influencing 

repurchase and disposal: if consumers defer consumption of socially responsible products, they 

may increase use of conventional products. Similarly, regarding policy implications, this 

research provides evidence that while deferral can reduce consumption and benefit the 

environment, such benefits may be offset when conventional alternatives are chosen, 

underscoring the need for deeper understanding of socially responsible consumption. 

From a theoretical perspective, although vast research addresses purchase decisions, 

limited research examines the stage between purchase and disposal decisions. This research 

makes several theoretical contributions. First, it advances literature on inferences leading to 

consumption deferral (e.g., Rifkin and Berger, 2021; Sheehan and Dommer, 2020) by identifying 

socially responsible product characteristics as a novel driver. Second, it contributes to the 

literature on meaningful possessions (e.g., Belk et al., 1989; Shu and Sharif, 2018), showing that 

meaningful possessions are created through the association between socially responsible 

characteristics and effort. Third, it contributes to the socially responsible product consumption 

stages literature (Lin and Chang, 2012; Tezer and Bodur, 2020) by examining timing effects.  

References are available upon request 
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VALUE CO-CREATION IN EXCLUSIVE ONLINE COMMUNITIES: AN 
EXAMINATION OF ONLINE SALONS 

 
Kei Aoki, Konan University 
Sonjaya Singh Gaur, New York University 
For further information, please contact Kei Aoki, Professor, Konan University 
(aoki@konan-u.ac.jp).  
 
Keywords: Value Co-Creation, Knowledge Sharing, Community-Based Innovation, 
Well-being 
 
Description: This study investigates the process of value co-creation through 
collaborative knowledge exchange within exclusive digital communities. 
 

EXTENDED ABSTRACT 
Research Question  

The utilization of individual knowledge and experience has gained prominence 
in recent years; however, the full potential of personal expertise remains untapped. User 
innovation research has explored methods for extracting innovative ideas embedded 
within individuals (e.g., von Hippel, 2005). This study aims to elucidate the value co-
creation process that arises from the exchange of individual knowledge and experiences.  

This investigation centers on "online salons" in Japan as platforms where 
individuals with shared interests voluntarily gather. Each salon has a distinct purpose: 
facilitating dynamic participant interactions that are presumed to generate value co-
creation. In this context, online salons are considered closed communities, with "online 
salon" referring to the framework and "community" denoting the relationships formed 
within. We define "incremental value" as collective knowledge generated through the 
synthesis of individual knowledge rather than market novelty. "Realization of value co-
creation" is conceptualized as the production of outputs derived from this collective 
knowledge. 

Based on these definitions, we examine whether online salons can function 
effectively as co-creation communities. 
 
Method And Data (Not Applicable For Nonempirical Papers) – 200 Words 

To elucidate the value co-creation process, we conducted in-depth interviews 
with community participants by carefully observing the community dynamics. The 
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interviewees were selected based on their active involvement in online salons. Data 
collection was continued until theoretical saturation was achieved using snowball 
sampling. The final sample included 11 respondents (five males and six females; age 
distribution: four in their 20s, two in their 30s, three in their 40s, and two in their 50s). 
While business-oriented salons were predominant, other genres such as childcare were 
also represented. 

This investigation utilized Semi-structured interviews to explore the 
participants' involvement in online communities. The interviews delved into the context 
of their participation, the specifics of their activities, perceived benefits, the significance 
of these digital spaces in their lives, and their future intentions.  

The study employed a grounded theory approach (GTA) to inductively 
construct a theory from individual interview data. Following the procedure outlined by 
Strauss and Corbin (2014), the analysis was as follows: 

1) Conceptual labeling of transcribed interview data was applied iteratively to 
each dataset. 

2) Clustering related concepts to extract first-order categories. 
3) Second-order categories (including core categories) are derived by grouping 

the related first-order categories. 
4) Theoretical construction through analytical synthesis. 

 
Summary of Findings  

Research demonstrates that value co-creation is realized when three crucial 
actors—problem holders, salon proprietors, and contributors—fulfill their respective 
roles within the community. 

"Problem holders" are individuals seeking to address specific issues who 
engage in community participation. The integration of individual knowledge was not 
spontaneous; rather, problem-holders incorporated others' expertise to achieve 
personal goals and deepen their own understanding. Value co-creation stems from an 
individual’s strong motivation to resolve specific challenges. In a community without 
enforcement mechanisms and predicating on individual autonomy, the salon 
proprietor's philosophical approach serves as a unifying element, rendering their 
influence critical. However, as the community expands, the capacity of a single 
individual to manage all the aspects becomes limited. Consequently, the significance 
of "contributors” who are highly motivated to assist others increases. Contributors are 
driven by empathy toward the proprietor and attachment to the community, indicating 
that the community's core is embodied in the proprietor.  
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A significant finding demonstrated that participants derived life satisfaction 
from their community engagement. Analysis of community activities using the PERMA 
model (Seligman, 2011) revealed their contribution to enhanced well-being. 

These observations indicate that participation in co-creation enhances 
individuals’ well-being and creates societal value. 

 
Statement of Key Contributions  

This study advances the academic discourse on value co-creation by shifting 
the focus from firm-centered interactions to community-based individual engagements. 
It specifically explores how digital salons serve as platforms for collective knowledge-
sharing and innovation. Unlike previous research on peer communities with uniform 
interests, this study examined communities with diverse motivations, revealing their 
potential to address societal challenges while enhancing participant well-being. 

 
Academic Contributions: 
1. Develop a novel framework for understanding value co-creation among individuals 
with varied interests. 
2. Illuminating the essential roles of trust and autonomy in fostering collaborative 
environments. 
3. It expands the scope of value co-creation literature by integrating concepts from well-
being theory. 
 
Practical Contributions: 
1. It provides actionable strategies for project managers in the corporate, non-profit, and 
governmental sectors to leverage community-based innovation. 
2. This highlights the potential of digital salons in Web3 and decentralized 
organizational contexts to address complex societal issues. 
3. Practical approaches to improving participant well-being through structured 
community engagement. 
 
Non-Academic Implications:  
Organizations seeking to promote collaboration can apply these findings to enhance 
group dynamics, align individual goals with collective objectives, and ensure 
sustainability in co-creation activities. Policymakers can utilize these insights to design 
frameworks that support knowledge-sharing economies, while promoting societal well-
being. 
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VALUES, ASPIRATIONS, AND WELL-BEING FOR CHINESE AND AMERICAN 

MILLENNIALS 

Juan Meng, Minnesota State University, Mankato 

Kristin Scott, Minnesota State University, Mankato 

Ann Kuzma, Minnesota State University, Mankato 

Contact information: “For further information, please contact Juan Meng, Professor of 

Marketing, Minnesota State University, Mankato (juan.meng@mnsu.edu).”   

Keywords: Schwartz’s Values, Aspirational Index, Well-being, Millennials, Cross-cultural 

research 

Description: This research investigates the differences in values, aspirations, and well-being 

between Chinese and American Millennials.  

EXTENDED ABSTRACT 

Research Question 

China is one of the most important markets for consumer goods in the world (Zhou et al., 2010). 

China is one of the largest export markets for U.S. goods and services, while the United States is 

the top export market for China with China holding a critical position in the global supply chain 

(Siripurapu & Berman, 2024). Despite the significance of China and the importance of the 

Chinese consumer, more research is needed to understand the cultural influences that can impact 

consumer behavior, especially as they relate to the American culture. Thus, the main contribution 

of the current research is to understand the similarities and differences between the two cultures 

in terms of values, aspirations and well-being that could drive market and consumer behavior in 

each country. In the current research, we investigated three research questions (RQs):   

RQ1: How does Schwartz’s values differ between Chinese and Americans?   
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RQ2: How does the Aspiration Index differ between Chinese and Americans?  

RQ3: What aspects of the Aspiration Index predict well-being for Chinese and Americans? 

Method and Data 

An online survey was created through Qualtrics and took approximately 15 minutes to complete. 

Data were collected through a Qualtrics panel which specified for an age range of those born 

between 1992 – 1996 for 300 respondents for each culture. Respondents with significant missing 

data or those that did not include their specific age within the survey were removed, resulting in 

a final sample of 266 for the Chinese and 244 for the American sample. For the Chinese data, 

46.6% were female and 59.4% made below $30,000. For the American data, 79.9% were female 

and 53.3% made below $30,000. The short version of Schwartz’s List of Values (Lindeman & 

Verkasalo, 2005) was used to measure the 10 different values. The Aspirational Index, which 

consists of 23 items grouped into four subscales: self-acceptance, affiliation, community feeling, 

and financial success, was used to assess aspirational intentions (Kasser & Ryan, 1993). To 

measure well-being, we utilized the Rosenberg Self-Esteem Scale (Rosenberg, 1965) since self-

esteem is crucial for understanding a person’s well-being and success (Monteiro et al., 2022). 

Summary of Findings 

Of the 10 values, there were significant differences between the two samples on all dimensions 

except for achievement, hedonism, universalism and tradition. More specifically, American 

Millennials were higher in self-direction (t = 4.22, p < .001), benevolence (t = 2.43, p =.015), and 

stimulation (t = 2.41, p = .016) as compared to Chinese Millennials. The Chinese were higher on 

power (t = -6.81, p < .001), conformity (t = -2.26, p = .024), as well as security (t = -5.75, p < 

.001) as compared to Americans.  

2025 AMA Summer Academic Conference

146



For the Aspirational Index, American Millennials exhibited higher level of self-acceptance (t = 

4.34, p < .001) than Chinese Millennials, but Chinese scored higher than Americans on financial 

success (t = -8.97, p < .001). For well-being, the results show that American Millennials have a 

significantly higher level of self-esteem than Chinese Millennials (t = 3.05, p = .002). For 

American Millennials, only the self-acceptance dimension was significant (t = 3.52, p < .001) in 

predicting self-esteem. While for Chinese Millennials, only the community feeling dimension 

was significant (t = 4.82, p < .001) in predicting self-esteem.  

Statement of Key Contributions 

The current research makes several key contributions to the literature on generational cohorts 

and cultural differences between two divergent cultures – Americans and Chinese. Because 

generational cohorts embody the values during a specific period, they represent the cultural 

change that takes place over time (Egri & Ralston, 2004). Thus, the current research makes 

important contributions to the literature by investigating a new generational cohort – Millennials. 

This cohort experienced significant economic changes since China began its economic reform 

and open-door policies in 1978, moving to a market economy where consumers were given 

choice in the products they purchased (Li & Xiao, 1999). While some research has begun to 

explore the differences between American and Chinese Millennials on concepts such as luxury 

purchases (Mudel et al., 2021) and sustainable clothing (Su et al., 2019), more research is 

needed. Our research provides valuable insights into how the two different cultures differ in 

terms of values, aspirations, and well-being. Understanding these differences in concepts such as 

values and well-being is important as these two societies continue to have important cultural and 

economic impacts on the global economy. These results can be used by companies wishing to 
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appeal to the two different cultures and provide guidance to policy makers wishing to increase 

societal well-being.  

“References are available upon request.”   
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WHEN FRIENDS AND FAVORITES EVOLVE TOGETHER: UNDERSTANDING 

THE DUAL CAUSALITY BETWEEN PURCHASE INTENTIONS AND SOCIAL 

NETWORKS 

Akanksha Batra, Institute of Management Technology Ghaziabad; Moutusy Maity, Southeast 

Missouri State University; Dr. Israr Qureshi, Australian National University 

For further information, please contact Akanksha Batra, Assistant Professor, Institute of 

Management Technology Ghaziabad (akankshabatra17@gmail.com) 

Keywords: Social Selection, Social Influence, Similarity-attraction, Stochastic actor-oriented 

modelling, Purchase intentions 

The paper studies the simultaneous evolution of consumers’ purchase intentions and social 

network using panel network data. 

EXTENDED ABSTRACT 

Research Question 

In this study, we attempt to understand the underlying reasons behind the observed 

correlation between the consumption preferences of network members. To do so, we try to 

address the following research questions: a) Does a consumer’s purchase intention become 

similar to the purchase intention of their network member over time? (social influence) b) 

Does the consumer select network members based on how similar they are in terms of 

purchase intentions? (social selection) and c) Do these relationships change in the context of 

a high versus a low congruent product? 

Method and Data 

We collect panel network and attitudinal data to address the mentioned research questions. To 

collect data from a network with a clearly defined boundary and limited variation in the 
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members’ entry and exit, we collected data from all the first-year students enrolled in a 

residential MBA program. To define the social network of the individuals, we collected data 

on their close friends in the program. We also collected data on their purchase intention for a 

high self-congruent product–the student exchange program offered by the institute, and a low 

self-congruent product–a meal at a high-end restaurant. The categorization of products as 

high or low self-congruent was based on self-congruency scores provided by the participants. 

We collected two waves of data, four months apart, to capture the evolution of consumers’ 

social network and purchase intentions. We used stochastic actor-oriented modeling for the 

analysis. This method allows us to test for social selection and social influence while 

controlling for each other. For building the final model, we used forward selection. We 

controlled for individual-related factors and network-related factors that might impact close 

friend selection and purchase intention for the products. 

Summary of Findings 

This study analyses the dynamic relationship between consumers’ purchase intentions and 

social network for two distinct product categories: a high self-congruent product (student 

exchange program) and a low self-congruent product (a meal at a high-end restaurant). We 

conducted a panel network analysis using stochastic actor-oriented modeling. The findings 

reveal that in the case of the high self-congruent product, both effects – social selection and 

social influence are significant, however, in the case of the low self-congruent product, only 

the social influence effect is significant. This suggests the critical role product self-

congruence plays in determining the presence of social selection. 

Key Contributions 

This study adds to the similarity-attraction effect literature by testing for the effect using 

longitudinal data based on real interactions and allowing attitudes to change dynamically 
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along with social connections, thus addressing a methodological shortcoming of the previous 

studies. We also test for the effect in the context of two products differentiated by their level 

of self-congruence, which helps establish the boundary condition for the similarity-attraction 

effect. The study also adds to the co-evolution literature, which is majorly method-

dominated, by providing theoretical grounding. 

This study offers practical insights for marketers by highlighting the importance of creating a 

relevant brand image and elucidating the underlying process behind consumers’ identification 

with brands. Crafting a strong brand image that is reflective of the target group’s attitudes 

would facilitate consumer identification with the brand and the creation of a brand 

community. This would increase the social value derived by consumers, leading to greater 

satisfaction. The study also showcases that for low self-congruent products, such strategies 

would not be successful. Thus, for such products, marketers should try to leverage social 

influence to promote product adoption. 
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When Humans Face Limits: How Perceptions of God Affect Purchase Decision Avoidance 

Eunyoung Jang, Grand Valley State University 

Minjoo Kim, Washington State University 
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* For further information, please contact Eunyoung Jang, Assistant Professor of Marketing, 
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Keywords: Limit Situation, Religion, God Salience, Decision making, Decision Avoidance 

Description: The research investigates how limit situations and different views of God affects 

decision-avoidance tendencies.   

 

EXTENDED ABSTRACT 

Research Question  

Today, we face numerous challenges that remind us of our human limitations, from the 

outbreak of viruses and devastating fires like the Palisades fire to wars, death, diseases, and even 

advancements in technology that test the boundaries of human intellect. Karl Jaspers identified 

these challenges as limit situations – moments like death, suffering, the fragility of one’s own 

body, and uncertainty (Jaspers, 1971). How do these limit situations shape our decision-making, 

particularly decision avoidance tendency? The current research explores the question from a 

novel perspective – View of God – as people in limit situations tend to think of God. Importantly, 

people have diverse representations of God (Jang et al., 2018). Some people associate God with 

unconditional love while others associate it with authoritarian image. We thus question how 

decision avoidance tendencies would be affected by different views of God.   

Method and Data 

We expect that in limit situations, God salience will increase. However, decision 

avoidance will depend on individuals’ views of God. Individuals with an authoritarian view of 

God are more likely to avoid decisions, whereas those with a loving view of God are less likely.  

Study 1 manipulated limit situations through questionnaires prompting thoughts about 

human existential limits or thriving reality. We measured multiple variables, including financial 

decision avoidance. Limit situations increased God salience. Importantly, for individuals with an 

authoritarian view of God, greater salience increased financial decision avoidance, whereas for 

those with a loving view, salience did not increase avoidance. 

Study 2 aims to replicate the findings with a different limit situation manipulation (video 

manipulation). Also, we included different decision avoidance contexts - laptop purchase, dinner 

menu choice. We found consistent patterns of decision avoidance in both laptop purchases and 

dinner menu choices. 

Study 3 directly manipulated God salience and examined its impact on financial decision 

avoidance. In high-salience conditions, authoritarian views predicted greater avoidance, but in 

low-salience conditions, views of God had no effect. 
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Summary of Findings  

Across three studies, we find that limit situations heighten God salience. But the impact 

of salient God on decision avoidance depended on whether individuals viewed God as 

authoritarian or loving. When individuals perceived God as authoritarian, they exhibit a stronger 

tendency to avoid decisions. On the other hand, individuals who see God as loving do not show 

this increase in avoidance tendency. These results highlight the nuanced role of religious 

cognition in decision-making under existential constraints. 

 

Statement of Key Contributions  

Current research explores an important question – how do we make decisions when 

confronted with their limits as human beings? By using a novel lens – the view of God, we 

provide theoretical and practical contributions. Theoretically, we contribute to the decision 

literature by introducing the "limit situation" as a new antecedent of decision avoidance. While 

prior research has identified factors like choice overload, anticipated regret, and choice difficulty 

as triggers for decision avoidance, we demonstrate that existential thresholds and view of God 

also influence decision avoidance. Also, this research advances the literature on religion by 

addressing calls to better understand how religion influences consumer behavior (Mathras et al., 

2016). Beyond religiosity and religious affiliation, we offer insights into how view of God 

shapes human decision-making. Practically, this research provides valuable insights for 

marketers aiming to understand consumer decision-making during major events. Based on the 

findings, we recommend that companies use messages conveying empathetic and supportive help 

from God to reduce decision avoidance. Also, companies may adjust their marketing strategies 

by offering tailored decision support, such as recommendation systems or decision assistance by 

salesperson to encourage active decision-making for those who view God as authoritarian.  

 

* References are available upon request. 

2025 AMA Summer Academic Conference

153



Data-Driven Social Impact
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Markets
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A DOUBLE-EDGED SWORD: GEOGRAPHIC PROXIMITY EFFECTS OF

ENVIRONMENTAL, SOCIAL, AND GOVERNANCE DISCLOSURE

Caiyuan Ma, City University of Hong Kong

Zhilin Yang, City University of Hong Kong

Banggang Wu, Southwestern University of Finance and Economics

Contact Information: “For further information, please contact Caiyuan Ma, Mr., City

University of Hong Kong (caiyuanma2-c@my.cityu.edu.hk).”

Keywords: ESG disclosure; Geographic proximity; Legitimacy; Inverted U; Marketing

capability

Descr iption: This paper examines the relationship between the local firms’ Environmental,

Social, and Governance disclosure extent and focal firms’ ESG disclosure extent.

EXTENDED ABSTRACT

Research Question

The sustainability strategies of geographically proximate firms significantly shape those

of focal firms. While adopting these local practices can enhance focal firms’ institutional

legitimacy, the associated costs may jeopardize their efficiency. This situation presents a

critical trade-off. However, our understanding of how focal firms strategically navigate this

tension between legitimacy and efficiency remains limited. Drawing on institutional theory,

this study explores whether and how the Environmental, Social, and Governance (ESG)
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2

disclosure extent of local firms (LESGD) influences the ESG disclosure extent of focal firms

(FESGD).

Method and Data

We estimate the main and moderating effects using a two-way fixed effects model. To

address endogeneity concerns, we employ propensity score matching and instrumental

variable methods.

Firms’ ESG disclosure extent data comes from the Bloomberg ESG Database (Bellamy,

Dhanorkar & Subramanian, 2020; Gualandris et al. 2021). Corporate geographical locations

and financial characteristics are from the CSMAR (China Stock Market and Accounting

Research Database) (Li and Lu, 2020; Li, Li, & Liu, 2022).

We matched the data by firms’ stock code and year, excluded companies with

significant financial irregularities and poor financial health, and also excluded companies

missing ESG disclosure extent scores (Deng, Li & Ren, 2023; He et al. 2024). Our final

sample includes1085 unique Mainland Chinese listed companies, totaling 8908 observations

from 2011 to 2020.

Summary of Findings

The findings indicate that LESGD positively affects the FESGD, while beyond a certain

threshold, it turns in a negative direction, demonstrating an inverted U-shaped relationship.

Moreover, relative LESGD and relative local financial performance shift the turning point of

this inverted U-shaped curve to the right, mitigating the negative effects of LESGD.

Additionally, the focal firm’s marketing capability flattens the curve and shifts the turning
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point to the right, amplifying the positive effects of LESGD while reducing LESGD’s

negative effects.

Key Contr ibutions

This research advances marketing scholarship by investigating how organizations

navigate legitimacy pressures and efficiency (Baldini et al. 2018; Husted, Jamali & Saffar,

2016a). We theorize and empirically evidence that focal firms’ ESG disclosure extent follows

an inverted U-shaped pattern in response to neighboring firms’ disclosure extent. We also

uncover that both positive (mimetic isomorphism and knowledge spillover) and negative

(disclosure costs and free-riding) mechanisms jointly shape ESG disclosure outcomes. We

further introduce marketing capability as a critical moderator, showing how firms can buffer

or amplify local legitimacy pressures, thus highlighting a strategic pathway for marketers

aiming to align disclosure with firm-level resources and objectives.

Policymakers interested in fostering transparent business practices should be aware of

geographic spillover effects to avoid either overstimulating disclosures or inadvertently

encouraging free-riding. Companies and non-profit organizations aiming to promote

sustainability standards can benefit from recognizing how local clusters of high- or

low-disclosure firms can shape focal firms’ disclosure strategies. Moreover, executives

responsible for crafting sustainability and marketing strategies can leverage our insights to

calibrate ESG initiatives, especially by harnessing marketing capabilities that confer greater

agility in managing legitimacy pressures and stakeholder expectations.

2025 AMA Summer Academic Conference

157



A WISDOM-INSPIRED APPROACH TO PRODUCT DESIGN FOR THE 

CIRCULAR ECONOMY: DEVELOPMENT AND VALIDATION OF THE 5D-

PDS 

Tavleen Kaura, and Michael G. Luchsb 

aCarlos Alvarez College of Business, The University of Texas at San Antonio 

b Raymond A. Mason School of Business, William & Mary  
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Description: This research introduces and validates the Five-Dimensional Product 

Design Scale (5D-PDS), a novel instrument reflecting consumer perceptions of circular 

economy–aligned product design features and examining the moderating role of 

consumer wisdom. 

EXTENDED ABSTRACT 

Research Question 

As firms shift toward circular economy strategies, they face an urgent need to understand 

how consumers perceive product design features that align with sustainability and long-

term value. Traditional product design scales focus on aesthetics, functionality, and 

symbolic value, but fail to capture emerging dimensions like repairability, emotional 
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attachment, or environmental responsibility. This research addresses two primary 

questions: (1) What key dimensions define consumer perceptions of product design in the 

context of the circular economy? and (2) How does Consumer Wisdom—a psychological 

trait reflecting mindful, ethical, and future-oriented consumption—shape consumer 

evaluation of such design features and their behavioral outcomes? We introduce the 5D-

PDS scale, which captures five core product dimensions: reliable performance, affordable 

repair, feature innovativeness, environmental & social responsibility, and enduring 

aesthetic appeal. We further develop a conceptual model linking these dimensions to 

perceived utility, emotional attachment, purchase intention, and willingness to pay a 

premium—while testing the moderating role of Consumer Wisdom. In doing so, this 

work expands the scope of design measurement and identifies psychological mechanisms 

that influence consumer responses to innovation for the circular economy. This research 

addresses critical gaps at the intersection of marketing, design, and sustainability by 

developing a tool for firms to align design strategies with evolving consumer values. 

Method and Data 

We conducted two empirical studies using U.S.-based online samples to develop and 

validate the 5D-PDS. In Study 1 (N = 290), we generated 63 candidate items across six 

conceptual domains derived from literature on design, sustainability, and consumer value. 

Exploratory factor analysis revealed a five-factor structure, eliminating the 

cost/affordability dimension. The resulting 5D-PDS includes 20 items—four per 

dimension—with strong psychometric properties (α > .80 for all subscales). Study 2 (N = 

450) confirmed the factor structure using confirmatory factor analysis, demonstrating 

convergent and discriminant validity. The scale showed incremental predictive validity 

2025 AMA Summer Academic Conference

159



over existing scales (CEPQ, New Product Design Scale) in predicting perceived utility, 

emotional attachment, purchase intention, and willingness to pay a premium. We also 

measured Consumer Wisdom and tested a structural equation model linking consumer 

wisdom to the 5D-PDS dimensions, and then to psychological and behavioral outcomes. 

Multi-group SEM further examined whether these relationships differed across high- and 

low-wisdom consumers. Results confirmed that Consumer Wisdom predicts stronger 

endorsement of circular design features and amplifies their effects on psychological and 

behavioral outcomes. Together, these studies offer a validated measurement tool and 

theoretical framework that firms can use to design, assess, and market circular products 

more effectively and meaningfully. 

Summary of Findings 

We find that consumer perceptions of circular product design are best represented by five 

distinct dimensions: reliable performance, affordable repair, feature innovativeness, 

environmental & social responsibility, and enduring aesthetic appeal. The 5D-PDS 

demonstrates strong psychometric robustness across two studies, including high internal 

consistency, convergent and discriminant validity, and incremental predictive power over 

established design scales. The scale significantly predicts consumer outcomes such as 

perceived utility, emotional attachment, willingness to pay, and purchase intention. 

Importantly, emotional attachment emerged as an underappreciated pathway through 

which design features drive downstream behaviors, especially for dimensions like 

repairability and sustainability. We also show that Consumer Wisdom plays a dual role: it 

predicts stronger endorsement of circular design features and moderates their effects on 

value perceptions and behavioral outcomes. Structural equation modeling confirms that 
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the influence of Consumer Wisdom on purchase behavior is fully mediated through 

design perceptions and affective responses. High-wisdom consumers are more responsive 

to design features aligned with long-term value and economic & social responsibility, 

whereas low-wisdom consumers place more weight on performance. These results 

validate the 5D-PDS as a comprehensive tool for understanding consumer responses to 

circular design and highlight the importance of segmenting by psychological traits such 

as Consumer Wisdom. 

Statement of Key Contributions 

This research makes four key contributions to marketing and sustainable innovation. 

First, we develop and validate the Five-Dimensional Product Design Scale (5D-PDS)—a 

psychometrically robust, multidimensional tool that captures consumer perceptions of 

product design in the context of circular economy principles. Second, we introduce 

enduring aesthetic appeal, affordable repair, and environmental & social responsibility as 

essential, yet previously overlooked dimensions in product design measurement. Third, 

by integrating Consumer Wisdom into our conceptual framework, we advance theoretical 

understanding of how psychological traits influence consumer responses to sustainability-

oriented design features. This bridges design research with emerging literature on 

mindful and sustainable consumption. Fourth, we demonstrate that the 5D-PDS 

outperforms existing product design measures in predicting critical consumer outcomes 

such as emotional attachment, purchase intention, and willingness to pay a premium. 

From a managerial perspective, the scale offers actionable guidance for firms seeking to 

align product design and innovation strategies with evolving consumer expectations. It 

also supports segmentation strategies that account for consumers' values, enabling brands 
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to connect with the emerging segment of “wise” consumers. Ultimately, this research 

equips marketers and designers with a behavioral and psychological roadmap for 

advancing circular product strategies that are meaningful, measurable, and market-ready. 
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Description: 

This paper examines how consumers respond to absolute versus percentage discount framings for 

low-priced products offering small discounts, highlighting the role of perceived discount depth as 

a mediator. 
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EXTENDED ABSTRACT 

Research Question 

This research examines how consumers respond to absolute versus percentage discount frames in 

the context of low-priced products offering small discounts. While discount framing has been 

widely studied, most existing work focuses on either large price reductions or high-priced 

products. Prior recommendations, such as the “Rule of 100” (Berger, 2013), suggest percentage 

discounts are more effective for lower-priced products. However, these guidelines tend to overlook 

products in the sub-$10 range like in the grocery market where discounts typically amount to mere 

cents. Existing studies (e.g., González et al., 2016; DelVecchio et al., 2007) address discount 

framing but do not explicitly test the sub-dollar context or the psychological mechanisms 

influencing effectiveness. This paper addresses that gap by exploring whether absolute discounts 

(e.g., “50 cents off”) outperform percentage discounts (e.g., “10% off”) in increasing purchase 

intentions for low-priced items. We examine perceived discount depth as a mediator to understand 

which framing is most effective in retail price promotions and why. This insight helps retailers and 

marketers design better promotions in competitive, price-sensitive markets by revealing not just 

what works, but the underlying reasons for its effectiveness. 

 

Method and Data 

We conducted three experimental studies using U.S.-based participants recruited via Amazon 

Mechanical Turk. All studies used between-subjects designs. Study 1a compared purchase 

intentions across three discount frames (10% off, 50 cents off, and $0.50 off) for a product priced 

at $5.00 (18-pack of eggs). Study 1b replicated this using smaller discount amounts (5%, 25 cents, 
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and $0.25) for a gallon of milk, also priced at $5.00. These two studies tested the main effect of 

discount framing on purchase intention. Study 2 tested the mediating role of perceived discount 

depth (adapted from Grewal et al., 1996) using two conditions: 5% off and 45 cents off, applied to 

a $5.00 water bottle. In total, over 800 responses were collected across the studies, and 

manipulation checks ensured stimulus clarity. Cronbach’s alpha for the purchase intention scales 

was .75–.79 across studies. All studies controlled for potential demographic confounds. Data was 

analyzed using ANOVA and mediation analysis via Hayes PROCESS (Model 4). We also explored 

differences between cents and decimal framings (e.g., 50 cents vs. $0.50), controlling for numeric 

magnitude salience. This multi-study approach ensured internal validity and conceptual 

replication, adding robustness to our conclusions. 

 

Summary of Findings 

Across all three studies, absolute discounts in cents (e.g., “50 cents off”) led to significantly higher 

purchase intentions than equivalent percentage discounts (e.g., “10% off”), even when the 

monetary value was identical. In Study 1a, participants exposed to a “50 cents off” frame reported 

higher purchase intentions than those seeing either “10% off” or “$0.50 off.” Study 1b replicated 

this pattern using “25 cents” vs. “5%” vs. “$0.25.” Interestingly, cents-based framings 

outperformed even their decimal-form equivalents (e.g., 25 cents > $0.25), suggesting that numeric 

magnitude (25 > 0.25) may drive salience. Study 2 confirmed the underlying mechanism: 

perceived discount depth was significantly higher in the absolute discount condition, and it 

mediated the effect of framing on purchase intention. When perceived depth was included as a 

covariate, the framing effect became non-significant, confirming full mediation. These findings 

support the absolute number heuristic (Morwitz et al., 1998), whereby consumers perceive larger 
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numbers like 50 cents as more meaningful than smaller ones like 10%, even if both represent the 

same economic value. The effect is strongest with small, sub-dollar discounts on low-priced items, 

where consumers use intuitive heuristics instead of detailed calculations. 

 

Key Contributions 

This research makes several theoretical and practical contributions. First, it extends discount 

framing literature by isolating an underexplored pricing context: low-priced products (<$10) with 

small discounts (<$1). Prior studies offer guidance for moderate and large discounts but leave open 

the question of how consumers interpret very small promotions. More important, a recent report 

by McKinsey & Company (2023) suggests that  73% of consumers now place greater importance 

on grocery discounts than they did a year ago. It also notes that ongoing industry consolidation 

and persistent inflation will likely push grocers to offer more competitive prices. Second, by 

empirically demonstrating that absolute discounts enhance perceived discount depth and purchase 

intention through the absolute number heuristic, we contribute to a deeper understanding of 

consumer judgment under cognitive simplicity. Practically, our findings offer actionable guidance 

to retailers in grocery and price-sensitive markets: small discounts should be framed in absolute 

terms to boost consumer engagement. This insight holds especially for mature and emerging 

markets where price sensitivity is high and promotional clutter is common. This research urges 

marketers to tailor discount framing to consumer perception, enhancing campaign effectiveness 

and pricing transparency. Future studies could identify price thresholds where absolute framing’s 

advantage lessens or reverses across varied price ranges. 

References are available upon request. 
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Description: This paper examines how sentiment, topical framing, and user level

features jointly determine the retweets of BNPL-related messages on X during the

2024 U.S. holiday shopping season. Using transformer-based sentiment classification

(RoBERTa), Latent Dirichlet Allocation(LDA) topic modelling, and negative

binomial regressions with event and topic fixed effects, the study emphasizes event

contingent drivers of retweets and foregrounds regression evidence as the core

contribution.

EXTENDED ABSTRACT

Research Question

Prior research within the broader fintech domain demonstrates that linguistic

strategies and emotional elements in brand tweets influence user engagement via

dual-path information processing mechanisms (McShane et al., 2020; ShabbirHusain

et al., 2024). However, these studies have largely treated fintech as a homogeneous
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field, leaving unanswered questions about specific product innovations and

consumption cycles. BNPL as an emergent payment modality, has attracted growing

attention within both scholarship and public discourse, especially during major U.S.

retail events. The U.S. holiday shopping season, characterized by concentrated

consumer spending and elevated social media activity, therefore provides a distinctive

context in which to investigate drivers of retweet behavior. Despite this, the diffusion

dynamics of BNPL-related tweets during this period remain insufficiently explored,

particularly with respect to temporal heterogeneity across events and variation in

thematic content.

In light of these considerations, this study investigates the following research

questions:

1. How do sentiment and topics impact the retweetability of BNPL-related tweets

during major U.S. retail events?

2. Which characteristics of individual tweets and user profiles moderate the

effects of sentiment and thematic context on retweet behavior?

3. How do variations in event framing and topical focus shape the dynamics of

retweet engagement?

Method and Data

Our dataset comprises 14,887 BNPL-related tweets collected from X between

November and December of 2024. Each tweet was annotated with an emotion label

and a continuous sentiment score using a RoBERTa-based multi-class classifier (Liu
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et al., 2019). We extracted topic structure via LDA, yielding five interpretable topics:

promotional discounts and impulse purchases; FinTech industry discussion; consumer

credit and debt concerns; convenience and payment flexibility; and holiday spending

and management. Due to pronounced overdispersion in retweet counts, negative

binomial regressions with fixed effects for events (Christmas, Cyber Monday, Black

Friday, Thanksgiving, Election Day, and normal days) and topic-fixed-effects

specifications were used to assess topical heterogeneity. The explanatory variables

included the sentiment score and its polarity and intensity variants, the number of

hashtags and cashtags, whether or not a URL was included, user mentions, and user

attributes such as log followers and log friends. This modeling strategy allowed us to

determine how sentiment and posting tactics interacted with event contexts and

topical framings while accounting for temporal and thematic heterogeneity.

Summary of Findings

The impact of sentiment on retweet differs across event: higher emotion scores

significantly increase retweets during Christmas (p < 0.001), but significantly reduce

them on Cyber Monday and ordinary days (both p < 0.001). At the content level, the

effects of sentiment are topic-dependent. In discussions about consumer credit (Topic

3), negative sentiment is positively associated with retweet counts. This indicates that

critical or cautionary content attracts greater engagement. Conversely, in discount-

and fintech-related conversations (Topics 1 and 2), positive sentiment significantly

decreases the likelihood of being retweeted (both p < 0.001). Together, these results

underscore the importance of tailoring emotional framing strategies to topical context
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and event timing.

Regarding user attributes and tagging strategies, follower count (followers_log) is the

strongest and most consistent positive predictor of retweet volume. For instance, the

coefficients are 0.9740 on Cyber Monday, 0.3743 on Black Friday, and 0.3870 on

Christmas (all p < 0.001), which highlights the role of social reach in amplifying

content during major shopping events. Friend count (friends_log) exhibits

heterogeneous effects. It is positively associated with retweets in fintech topics (topic

2, p < 0.001) but negatively associated with retweets in discount-related discussions

(topic 1, p < 0.001). This reflects the context-dependent influence of social

connectivity.

Tagging strategies also yield nuanced effects. The number of hashtags and cashtags

significantly promote retweets in FinTech and promotional contexts (p < 0.001) but

have negative effects during Christmas and in discussions about consumer credit.

Similarly, URL inclusion and user mentions consistently have significant negative

coefficients across most event and topic models. On Cyber Monday, for instance, the

coefficients are −2.7619 (but have negative effects during Christmas and in

discussions about consumer credit. Similarly, URL inclusion and user mentions

consistently have significant negative coefficients across most event and topic models.

On Cyber Monday, for instance, the coefficients are −2.7619 (p < 0.001) and −3.2125

(p < 0.001), respectively, suggesting that the inclusion of URLs and user mentions

tends to negatively affect retweetability.

Model fit statistics also support these findings. Pseudo R² values range from 0.266 on
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Election Day to 0.810 on Cyber Monday, which indicates substantial explanatory

power. Both AICc and residual deviance both decrease markedly compared to null

models. Additionally, Likelihood ratio tests also confirm the superiority of negative

binomial regression with fixed effects for modeling over dispersed retweet counts.

Building on these findings, the study further reveals that hashtag and cashtag counts

influence the retweets of BNPL in a context-dependent manner. These counts boost

retweets during promotional events like Cyber Monday and Black Friday, but reduce

them at Christmas. URL inclusion and user mentions consistently decrease retweet

likelihood across most events, indicating the need for timing-sensitive social media

strategies. Furthermore, BNPL sentiment fluctuates based on the event. Specifically,

54.4% of tweets are neutral, positive sentiment peaks at Christmas, and negative

sentiment is highest on Cyber Monday. These findings reflect event-specific

consumer moods that influence retweet behavior.

Statement of Key Contributions

This paper has three major contributions. First, it shows that the drivers of

engagement in BNPL-related social media discourse depend on the event: tactics that

increase diffusion during promotional periods decrease it during celebratory periods.

This underscores the need to align social media strategies with specific temporal

contexts, such as Black Friday, Cyber Monday, or other event-driven periods. Second,

the paper identifies a context-emotion contingency in which emotional valence has

opposite effects depending on the framing of the topic or event. Positive sentiment

amplifies sharing during Christmas, while negative sentiment gains greater traction in
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credit-risk conversations. Third, the paper offers a concise, replicable methodological

framework integrating transformer-based sentiment analysis, LDA topic modeling,

and fixed-effects negative binomial regression. This provides researchers and

practitioners with a transferable approach to analyzing discourse and diffusion in

emerging fintech domains.
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Description: This study investigates consumers’ behavioral responses to eight types of corporate 

sustainability crises that vary regarding the level of damage potential, blame attributed to the 

company, and CSR relevance and considering the role of corporate reputation.  

 

 

EXTENDED ABSTRACT 

 

Research Question 

Consumers are increasingly expecting companies to take responsibility for sustainable 

development. However, empirical research comparing consumers’ behavioral responses to various 

types of corporate sustainability crises remains limited. This study addresses the following 

research questions: (1) How do consumers behaviorally respond to various corporate sustainability 

crises that differ in terms of damage potential, attribution of blame, and the relevance to Corporate 

Social Responsibility (CSR)? (2) How does a company’s pre-crisis reputation impact consumer 

behavioral responses across these different crisis types? 
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Method And Data 

We utilized a 2x2x2x2 full factorial vignette between-subject design, incorporating four factors—

CSR relevance, damage potential, attribution of blame, and company reputation—with two levels 

for each factor. The questionnaire included seventeen experimental vignettes (including one 

control vignette), multi-item measures for each experimental factor, and items assessing 

participants’ behavioral responses to the company depicted in the vignettes—a hypothetical cell 

phone service provider. All items were rated on a 5-point Likert scale. An online survey was 

conducted using a representative sample of U.S. participants (N=680). ANOVA was employed to 

examine the effects of manipulated factors on consumers’ behavioral responses towards the 

company experiencing the crisis. 

Summary of Findings  

The results indicate that when the company has a low reputation, consumers’ behavioral responses 

are not significantly influenced by the level of damage potential, CSR relevance, or attribution of 

blame. However, when the company has a high reputation, significant effects emerge, with both 

damage potential and attribution of blame influencing consumers’ behavioral responses, while the 

CSR relevance of the crisis does not have a significant effect. In addition, when a crisis is perceived 

as having high damage potential and is considered highly relevant to CSR, consumers evaluated 

the company more harshly, exhibiting stronger negative reactions compared to crises with lower 

CSR relevance. Conversely, when the perceived damage potential is low, consumer reactions 

remain muted regardless of the crisis’ CSR relevance. A significant three-way interaction was 

observed when attribution of blame was included in the model. Specifically, high levels of blame 

attribution intensified negative behavioral responses, overshadowing the effects of damage 

potential and CSR relevance. In contrast, when attribution of blame was minimal, consumers 
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responded more negatively only when the crisis was perceived as both highly damaging and highly 

relevant to CSR, and less negatively when the crisis was seen as minor or unrelated to CSR.  

Key Contributions 

This study addresses a gap in the literature by integrating crisis types that have been largely 

overlooked in prior research on corporate sustainability and CSR crises. It advances the 

understanding of corporate sustainability crises from the consumers’ perspective, thereby fostering 

more effective crisis management strategies. By explicitly examining behavioral responses such 

as boycotting, ‘buycotting’, and intention to mobilize other stakeholders, this study highlights the 

role of consumer social responsibility in the context of corporate sustainability crises.  

Furthermore, it provides insights into the dynamic development of different crisis types based on 

consumer behavioral responses.  
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Description: Customization significantly enhances firms’ abnormal stock returns, demonstrating 

that shareholders believe that the benefits of customization outweigh the costs. 

 

EXTENDED ABSTRACT 

Research Question 

Customization emerged in the late 1980s as a response to the intense competition among 

manufacturing firms brought about by large-scale production during the industrial economy era. 

Davis (1989) was the first to explicitly propose the concept of mass customization, defining it as 

a production strategy that delivers personalized products or services through modular product 

design, flexible processes, and integrated supply chains. With the intensification of market 

competition, an increasing number of firms have adopted customization as a strategic approach 

to enhancing customer value. Customization enables firms to provide personalized products or 

services tailored to customers’ heterogeneous preferences (Franke, Keinz, & Steger, 2009). 

2025 AMA Summer Academic Conference

176



Customization significantly enhances the differentiation of products or services offered by firms, 

enabling them to charge a premium for their uniqueness (Auh et al., 2019; Syam & Kumar, 

2006). Additionally, increased differentiation strengthens the firm’s competitive advantage 

within the industry (Bernhardt, Liu, & Serfes, 2007) Consequently, customization allows firms to 

charge higher prices for customized products or services, thereby achieving greater competitive 

advantages within the industry and ultimately improving their financial performance (Auh et al., 

2019). These combined effects significantly increase firms’ short-term profitability while making 

substantial contributions to improved customer satisfaction and revenue growth (Wang et al., 

2017; Hildebrand et al., 2014). However, while customization can enhance customer satisfaction, 

it also presents significant challenges for firms. For instance, customization often undermines 

economies of scale, increases design and manufacturing costs, and complicates communication 

and coordination with partners, thereby raising operational costs and potentially reducing firm 

performance (Bhaskarabhatla, 2016; Wang et al., 2017). This will raise the question: how do 

shareholders react to firm’s customization? 

Previous research has explored the impact of customization on customer-based metrics (e.g. 

satisfaction, customer purchase) and accounting-based metrics (e.g. revenue, cost and firm 

financial performance). The effect of customization on shareholder response has not been 

studied. If a firm wants to get support in the capital market, the reaction of shareholders is an 

outcome that they are very concerned about.  
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Based on an empirical analysis of data from Chinese A-share listed firms from 2007 to 2022, we 

investigate the impact of customization on abnormal stock returns. Furthermore, we examine 

whether this impact varies depending on internal factors, such as ownership structure, and 

external factors, such as market attention. This will be the first study on customization using 

natural language processing and a sample of listed firms.  

Method and Data 

We use a sample of A-share firms listed on the Shanghai and Shenzhen Stock Exchanges in 

China to test our hypotheses. We collect data from annual report, Wind database and the China 

Stock Market & Accounting Research (CSMAR) database. The initial sample was processed as 

follows: we excluded financial firms such as banks, securities companies, and insurance 

companies; excluded firms under special treatment (ST, *ST) or particular transferred (PT) and 

observations with significant missing data. The final sample covers the period from 2007 to 

2022, resulting in 12,779 firm-year observations. 

For the explanatory variable (i.e. customization), we use natural language processing. The steps 

are as follows: First, we develop a dictionary for customization. Keywords in the dictionary 

served as seed words, and we use a deep learning-based similar word generation system to 

expand the lexicon. This system, trained on large-scale Chinese financial text data, minimizes 

subjective biases and weak correlations in determining similar words. Afterward, the generated 

keywords were manually verified, and a final lexicon of customization terms was built. Second, 

we downloaded annual financial reports of A-share listed firms from the CNINFO website 
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(http://www.cninfo.com.cn/) and analysed the frequency of the keywords from the customization 

lexicon in these reports. Indicators such as total keyword frequency and keyword frequency as a 

proportion of total words in the annual report were calculated. For the dependent variable, 

following extant literature on marketing’s effect on firm value, we adopted a firm’s abnormal 

(i.e., unexpected) stock return as a proxy of shareholder value (e.g., Astvansh & Jindal, 2022; 

Mishra et al., 2013; Modi & Mishra, 2011). Abnormal stock return is the portion of a firm’s 

stock return that cannot be explained by market-wide risk factors. To calculate a firm’s abnormal 

stock return, we estimate the Fama-French and Carhart four-factor model (Carhart, 1997; Fama 

and French, 1993). 

Before hypothesis testing, the data were processed as follows: To reduce the impact of extreme 

outliers, key continuous variables were winsorized at the 1% and 99% levels. To avoid 

multicollinearity issues, continuous variables used in interaction terms were mean-centered, and 

variance inflation factor (VIF) test was performed on all explanatory variables. The results 

showed a maximum VIF of 1.19 and an average VIF of 1.05, well below the empirical threshold 

of 10, effectively ruling out multicollinearity concerns in the regression model. To address 

heteroskedasticity, robust standard errors were applied. To handle endogeneity issues, methods 

such as propensity score matching (PSM), instrumental variable (IV) techniques, and placebo 

tests were employed to reduce potential biases caused by reverse causality, omitted variables, 

and sample selection bias. Moreover, to ensure the reliability of our findings, a series of 

robustness checks were conducted, including controlling for additional fixed effects, using 
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alternative regression models, changing variable measurement methods, and excluding specific 

subsamples. 

Summary of Findings 

Customization significantly enhances firms’ abnormal stock returns, demonstrating that 

shareholders believe that the benefits of customization outweigh the costs. This result highlights 

the strategic importance of customization in driving superior financial outcomes for firms. 

The impact of customization on abnormal stock returns varies depending on the firm’s 

ownership structure. For state-owned enterprises (SOEs), customization has a significant positive 

effect, suggesting that these firms are better equipped to leverage customization strategies due to 

their scale and resource advantages. In contrast, for non-state-owned enterprises (Non-SOEs), the 

relationship between customization and abnormal stock returns is not significant, indicating that 

the effectiveness of customization may depend on ownership-related factors. 

Market attention also moderates the relationship between customization and abnormal stock 

returns. In firms with high analyst coverage, the positive impact of customization is not 

significant, likely due to increased visibility and the potential for competitors to replicate 

customization. However, in firms with low analyst coverage, customization has a significant 

positive impact on abnormal stock returns, suggesting that lower visibility may protect the 

competitive advantages derived from customization. 

Statement of Key Contributions 
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This study makes significant contributions to the literature on customization, corporate 

governance, and firm performance. First, it advances the understanding of customization by 

demonstrating its role as a strategic tool that enhances firm value through improved abnormal 

stock returns. The study extends existing research by highlighting that the value-enhancing 

effects of customization depend on both firm-specific and external contextual factors. Second, it 

contextualizes the role of ownership structure by showing that customization positively 

influences abnormal stock returns in state-owned enterprises (SOEs) but not in non-state-owned 

enterprises (non-SOEs). This suggests that SOEs, with their larger scale and resources, are better 

positioned to leverage customization strategies effectively. Additionally, the findings explore the 

role of market attention, emphasizing its dual-edged nature. While high analyst coverage 

increases visibility and transparency, it may also expose firms to competitive risks, thereby 

undermining the benefits of customization. 

This study also offers practical insights for managers and policymakers. For managers, it 

highlights the importance of matching customization strategies with their firm’s ownership 

structure and market conditions. Firms with lower market visibility or those in less transparent 

environments may achieve better outcomes from customization. For policymakers, the findings 

point to the need to consider ownership differences when encouraging strategic practices like 

customization in various types of firms. Finally, the study adds to the research on emerging 

markets by analyzing data from the Chinese A-share market. It explores the specific features of 
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emerging markets and shows how institutional factors, such as state ownership, interact with 

strategic choices, providing a clearer understanding of how these factors affect firm performance. 
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Description 

This research investigates the psychological mechanisms behind consumers’ willingness to 

share data for pro-environmental versus commercial purposes, revealing that sustainable 

framing lowers collective efficacy perceptions and evokes motivational conflicts between 

altruistic intentions and short-term personal benefits.  
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EXTENDED ABSTRACT 

Research Question  

Pro-environmental initiatives like climate projects rely on citizen data to analyze and address 

climate change. While consumers’ decision-making in commercial disclosure settings is widely 

explored, it remains unclear how consumers form their disclosure decisions in pro-

environmental settings. Thus, this research investigates how consumers decide to disclose data 

for pro-environmental versus commercial purposes.  

 

Method and Data  

This research followed a mixed-methods design across two studies. First, 11 in-depth semi-

structured interviews were conducted with German-speaking participants, selected through 

convenience sampling, thereby ensuring variation in age, employment status, as well as 

sustainability engagement and attitudes. In line with inductive research conventions (Glaser and 

Strauss 2006), sampling concluded at N = 11 (six self-identified as women, MAge = 39.45). The 

interview guide, validated by two external assessors, included open-ended questions on 

participants’ perceptions of sustainability, their experiences with sharing data for pro-

environmental purposes, perceived benefits and concerns, and preferences between sharing data 

for pro-environmental versus commercial self-benefits. Responses included both qualitative 

reflections and ratings. Second, a scenario-based online experiment was carried out with a 

sample of German university students. Participants were randomly assigned to one of two 

scenarios describing a new app for a city concept for their hometown. In the commercial 

condition, data sharing was linked to personal benefits (e.g., personalized offers, parking 

suggestions). In contrast, the sustainable condition emphasized pro-environmental benefits (e.g., 
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air quality and green space management). The sample consisted of N = 134 participants (69.4 % 

self-identified as women, MAge = 23.37). We used the PROCESS macro for SPSS to model the 

decision-making process in commercial vs. pro-environmental contexts in one customized, 

integrated mediation model (Hayes 2018).  

 

Summary of Findings 

First, the interviews shed light on consumers’ intrinsic motivations behind privacy decisions. 

Participants expressed altruistic intentions and a willingness to contribute to common goals. 

However, they often traded collective, long-term benefits for short-term or personal benefits, 

leaving them with an inner conflict as well as skepticism about the actual effect of collective 

efforts. 

In a scenario online experiment, we find that a sustainable (vs. commercial) setting triggers a 

negative perception of collective efficacy (b = -1.18, t(129) = -6.42, p < .000). Perceived 

collective efficacy, in turn, has a statistically significant positive effect on consumers’ 

perceptions of altruistic benefits (b = .291, t(128) = 2.99, p = .003). A direct effect of the 

sustainable (vs. commercial) data disclosure situations remained on altruistic benefit perception 

(b = .655, t(129) = 2.80, p = .006), indicating that there is no full mediation through collective 

efficacy perception. Altruistic benefit perception does not influence consumers’ final decision-

making to disclose the requested data (b = .021, t(125) = .215, p = .829). Surprisingly, we find 

that a sustainable (vs. commercial) setting has a marginally positive effect on utilitarian benefits 

(b = .148, t(128) = 1.74, p = .083), which directly increases intention to disclose (b = .351, t(125) 

= 3.31, p = .001).  
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Key Contributions  

This research contributes to the understanding of academic and non-academic stakeholders, as 

well as policymakers, by providing novel insights into the intersection of marketing, privacy, and 

sustainability. First, from an academic perspective, it extends the privacy calculus theory (Smith 

et al. 2011) by incorporating collective efficacy and altruistic benefit perceptions into the 

decision-making framework, thereby advancing the theoretical understanding of privacy in non-

commercial, pro-environmental contexts. Second, it contributes to pro-environmental behavior 

literature by revealing how perceived efficacy and risk-benefit trade-offs influence individual 

participation in collective environmental efforts (e.g., White et al. 2019). Third, by integrating 

qualitative insights with quantitative results, our mixed-methods design captures both 

psychological drivers behind data disclosure decisions and models a decision-making 

framework. 

From a practical perspective, this study highlights the challenge of leveraging data for pro-

environmental purposes. Our findings underscore the difficulty of promoting data sharing for 

pro-environmental purposes through altruistic messaging alone. Reframing sustainability 

messages to highlight concrete, personally relevant benefits is essential. These insights can guide 

organizations, policymakers, and firms in designing marketing communication strategies that 

address privacy concerns while aligning sustainability goals with tangible consumer incentives. 

 

 

 

References are available upon request. 
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