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Foreword
Welcome to the 2026 AMA Winter Academic Conference!

The Danyang—Kunshan Grand Bridge runs for about 165 km and carries high-speed rail on the
Beijing—Shanghai railway line. It is the longest bridge in the world. Bridges connect previously
separate areas and, in the process, enable activities and exchanges that would otherwise be
impossible or impractical. It is this idea that inspired our theme—Bridging at the Frontiers:
Marketing for a World in Transition—for the first AMA Academic Conference held outside
of North America. In a moment shaped by the increasing importance of artificial intelligence and
geopolitical tensions, the distinctive contribution of marketing is not to simplify complexity
away, but to serve as a bridge, connecting ideas, methods, and communities—a task AMA has
always aimed to advance.

Our conference program is designed to put this bridging function into practice. Our pre-
conferences aim to connect emerging domains to core marketing questions, such as the Better
Marketing for a Better World pre-conference, which links marketing research with societal
challenges. Our special sessions aim to bring together scholars working on the same problem
using different lenses. An example is the Journal of Public Policy & Marketing special session
on Reclaiming Marketplace Inclusion, which bridges scholarship with policy debates and
discusses the potential problems and untapped potential of areas where more inclusion is needed.
Beyond these, the program includes many sessions that bridge the technological frontiers of Al
and technology with human challenges, as well as our SIG sessions, which have bridged
communities and scholars for many years.

We are grateful to everyone who has helped to make this conference such an outstanding
success. The 2026 AMA Winter Academic Conference is, with over 1,100 submissions, the
largest AMA Academic Conference ever. We want to thank the authors who submitted their
research, the reviewers who provided comments and guidance, and the track chairs, special
session organizers, and many others who helped us to shape this program. Last but not least, we
thank the AMA professional staff, specifically Riley Fickett and Marilyn Stone, without whose
help none of this would have been possible.

For many decades, AMA has bridged scholars and academic communities across all continents.
It has long been our aim to showcase this by organizing a conference outside of North America.
We are thrilled to see this happening in Europe this year, and we are sure it is not the last
example of AMA building bridges—both academically and geographically.

We look forward to seeing you, whether virtually or in person, at Winter AMA 2026 in Madrid.

Sincerely,
Michael, Sudhir, and Ela

Michael Haenlein, ESCP Business School

K. Sudhir, Yale University

Ela Veresiu, York University

2026 AMA Winter Academic Conference Co-Chairs
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Ms Deepika Sharma (Universitat Rovira i Virgili), Prof Gerard Ryan (Universitat Rovira i Virgili), Prof Mar Pamies
(Universitat Rovira i Virgili)

BIBLIOMETRIC ANALYSIS OF THE SERVICE-DOMINANT LOGIC: KEYWORD ANALYSIS AND TOPIC MODELING
Mr Ahmet Kaya (Piri Reis University - Istanbul Technical University), Prof H. Sebnem Burnaz (Istanbul Technical Uni-
versity)

Compensating Service Robot Failures: The Role of Voice Anthropomorphism
Dr Maximilian Bruder (Universitit Augsburg), Prof Michael Paul (Universitdt Augsburg)

Consumers in Crisis: Reframing Crisis Management in Marketing through a Consumer Vulnerability Lens
Prof Philippa Hunter-Jones (University of Liverpool), Prof Lynn Sudbury-Riley (University of Liverpool), Dr Chloe
Spence (University of Liverpool), Prof Michael Haenlein (University of Liverpool)

Do AI Chathots create happy customers? Measuring satisfaction, WOM, and loyalty
Prof Latifa Ayoubi (University Hassan II), Dr Imane Ouazzani Touhami (University ibn tofail)

EXPERIENCE TAILORING TYPOLOGY: INTEGRATING DIGITAL TOOLS FOR REFUGEE HEALTH AND WELLBE-
ING
Dr Marlini Bakri (Victoria University of Wellington), Dr Janet Davey (Victoria University of Wellington)

Extending Transformative Service Research: How Commercial Services Shape Spiritual Well-Being
Dr Carina Witte (Paderborn University), Prof Lena Steinhoff (Paderborn University), Dr Katharina Husemann (King’s
College London)

From Safety to Engagement: Measuring Safe Customer Experience and Well-being in Omnichannel Retail
Dr Syed Rahman (Macquarie University), Prof Jamie Carlson (The University of Newcastle), Dr Noman Chowdhury
(Oxford Brooks University), Prof Siegfried Gudergan (James Cook University), Prof Martin Wetzels (EDHEC Business
School), Prof Christian Ringle (Hamburg University of Technology), Prof Dhruv Grewal (Babson College)

How Consumers Respond to AI Chatbots’ Conversational Content
Dr Feyzan Karabulut (North Dakota State University), Prof Sarah Moore (University of Alberta School of Business),
Prof Paul Messinger (University of Alberta School of Business)

How High-Fidelity Healthcare Avatars Amplify the Negative Impact of Healthcare Service Failures on Patient
Trust

Dr Harshika Gabbad (Prestige Institution of Global Management Indore), Mr Abhinav Verma (Prestige Institute of
Global Management Indore)

Humanness Social Cues in Text-Based Chatbots: A Multidimensional Approach to Customer Experience.
Ms Cristina Farjas (University of Zaragoza), Dr Carolina Herrando (University of Zaragoza), Dr Igudcel Melero-Polo
(University of Zaragoza)

No Hard Feelings: The Protective Power of AI Empathy During Service Interaction Failures
Dr Fotis Efthymiou (AI Empathy Research Initiative), Prof Alex Mari (American University of Bahrain), Dr Ertugrul
Uysal (ETH Zurich), Dr Jeffrey Brooks (Hume AI)

972

975

979

983

988

992

995

998

1001

1005

1010

1014



2026 AMA Winter Academic Conference

Partnership in collaboration: Exploring consumer responses to different robot roles in human-robot collab-
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A Relational Perspective on Responsibility for Sustainable Market Behavior

Dr Benedikt Alberternst (Washington and Lee University), Dr Katharina Kessing (University of Wuppertal), Prof Eva
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Business)
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FROM STIGMA TO STATUS: HOW LUXURY BRANDING TRANSFORMS CONSUMER PERCEPTIONS AND PREF-
ERENCES IN SECONDHAND MARKETS
Dr Fabio Shimabukuro Sandes (ESDES business School UCLy)

Generational Analysis on Sustainable Consumption: A Systematic Literature Review for Theory and Practice
Innovation

Prof'Ericka Uribe (Tecnologico de Monterrey), Dr Citlali Calderon (Tecnologico de Monterrey), Dr Lorena Carrete (Tec-
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Dr Ulrike Phieler (WU Vienna)

How Corporations Fulfill Digital Responsibility: Exploring the Pathways from Norms and Governance to Im-
plementation

Prof Ta-Kai Yang (Chinese Culture University), Prof Ting-Ting Chen (Feng Chia University)

HOW HEDONIC SOCIAL APPEALS SHAPE ACCEPTANCE OF INSECT-BASED FOODS

Dr Jun He (Luiss University), Prof Rumen Pozhariev (Associate Professor of Marketing), Prof Adriana Madzharov
(University of Bath, University of National and World Economy), Prof Matteo De Angelis (Marketing Professor), Prof
Richard Bagozzi (University of Michigan)
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Approach

Ms Lena Hieronymus (Darmstadt University of Applied Sciences), Prof Tobias Maiberger (Darmstadt University of
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Polycrisis and Consumer Consciousness: Online Shopping, Processes of Change, and Pathways to Sustainable
Consumption
Dr Setayesh Sattari (California Lutheran University), Dr Soniya Billore (Linnaeus University)

Second-Hand Luxury: Navigating the Trade-Off Between Exclusivity and Sustainability
Dr Stephan Traut (LMU Munich), Dr Kristina Mahler (LMU Munich), Prof Maximilian Friess (HNU University of Applied
Sciences Neu-Ulm), Prof Manfred Schwaiger (LMU Munich)

Stitching Sustainability: The Role of Handmade Activities in Promoting Well-Being and Repair Intentions

Dr Mia Birau (Emlyon Business School)

Symbolic or Substantive? Can Supplier Codes of Conduct Impact ESG Performance?
Dr Moulik M. Zaveri (Monash University), Prof Erik A. Mooi (University of Melbourne), Dr Peren Ozturan (Copenhagen
Business School, Sabanci University)

SYMBOLIC, SUBSTANTIVE, EPISTEMIC: REFRAMING MARKET LEGITIMACY IN SUSTAINABILITY GOVER-
NANCE
Mr Shreyas Pandit (Stockholm University)

THE IMPACT OF MARKETING UPON THE PUBLIC GOOD: AN UNDERSTATED RELATIONSHIP
Prof Philippa Hunter-Jones (University of Liverpool)

THEY DID WHAT? WHY THE UNEXPECTED SUSTAINABLE BEHAVIORS OF OTHERS LEAD TO POSITIVE OUT-
COMES

Dr Carina Thuerridl (University of Amsterdam), Dr Bonnie Simpson (University of Western Ontario), Dr Marlene Vock
(University of Amsterdam)

TOO COMPLEX TO CARE? RELATABILITY AS A BOUNDARY CONDITION FOR NUMERICAL PRECISION IN SUS-
TAINABILITY CLAIMS

Ms Elena Gasulla Tortajada (Universidade da Beira Interior), Prof Paulo Duarte (Universidade da Beira Interior), Prof
Susana C. Silva (Universidade Catdlica Portuguesa), Prof Enrique Bigne (Universidad de Valencia)

Transforming Consumer Perception through Social Norms: Evidence from a Tier 2 city in India
Mr Pranshu Raghuvanshi (Indian Institute of Science)

Transforming Tourism for an Ageing Society: Silver Tourism, Digital Inclusion, and Sustainable Marketing
in Spain
Dr Verénica Baena (Universidad Europea de Madrid), Dr Julio Cervifio (University Carlos III of Madrid)

Understanding Consumer Green Skepticism: A Meta-analytic Review
Dr Francine Bagatini (FGV EAESP), Ms Ana Tereza Delapedra (FGV EAESP), Ms Gabriela Rauber (FGV EAESP), Dr
Marcelo Perin (FGV EAESP), Dr Fernando Santini (UNISINOS)

Uneven Multispecies Valuation: Comparing Animal-Centric, Human-Centric, and General Sustainability La-
bels in the Egg Market

Prof Irem Yoruk (California State University, Los Angeles), Prof Alec Slepchuk (University of Louisiana at Lafayette),
Prof Courtney Peters (Samford University), Prof Breanne Mertz (University of Tampa)
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Voices Beyond Humans: Inter-Species Storytelling and Brand Activism as Drivers of Empathy, Moral Obliga-
tion, and Consumer Engagement
Mrs Semra Dogan (Kutahya Dumlupinar University)

When Green Goes Public or Private: The Role of Scarcity and Popularity Appeals in Sustainable Marketing
Dr Minjeong Kim (Millikin University), Mrs Jie Chen (University of Tennessee Knoxville), Dr Matthew Pittman (Univer-
sity of Tennessee Knoxville)

WHEN LUXURY BRANDS MEET SUSTAINABLE INNOVATION: EXAMINING THE “MODERATE INCONGRUENCE
EFFECT”

Dr Aurélie Hemonnet-Goujot (Aix-Marseille University, CERGAM, IAE), Dr Aurélie Kessous (Aix-Marseille University,
CERGAM, IAE), Dr Fanny MAGNONI (Aix-Marseille University, CERGAM, IAE), Dr Mansur Khamitov (Kelley School of
Business, Indiana University)

When Safety Feels Like Plastic: How Infectious Disease Threats Reshape Consumer Preferences for Plastic
Packaging

Prof Camilla Barbarossa (TBS Business School), Prof Ilaria Querci (NEOMA Business School), Prof Georgios G. Halkias
(Copenhagen Business School)

Who Reacts and How? Consumer Demographics and Psychographics in Corporate Sustainability Crises
Prof Guido Grunwald (Osnabriick University of Applied Sciences), Prof Ali Kara (Penn State University), Prof Paul
Shrivastava (Penn State University)

Consumer Protection, Public Policy and Regulation

A META-ANALYSIS OF INTERVENTIONS FOR PROBLEMATIC SMARTPHONE AND SOCIAL MEDIA USAGE
Dr Quang Duc Pham (CUNEF Universidad), Dr Laura Zimmermann (IE Business School), Dr Jeeva Somasundaram (IE
Business School)

Background Awareness of Choice Architecture in Marketing

Ms Fenqi Guo (Warwick Business School), Prof Andrea Isoni (Warwick Business School), Dr Despoina Alempaki (War-
wick Business School)

Carbon Labels and Consumer Flight Choices
Mr Shitai Zhang (New York University), Prof Raluca M. Ursu (New York University)

CONTEXTUAL PRESSURES AND ETHICAL REASONING: AN EXPERIMENTAL STUDY OF BUSINESS STUDENTS
Dr Joon-Hee Oh (California State University East Bay), Dr Wesley Johnston (Georgia State University)

Do Educational Interventions Work Better for Lower SES Parents through their Privacy Knowledge or Di-
rectly for their Child’s Online Behaviors?

Dr Craig Andrews (Marquette University), Dr Richard Netemeyer (University of Virgina), Dr Kristen Walker (California
State University Northridge), Dr Jeremy Kees (Villanova University)

Engineering Serendipity and Diagnostic Luck for Equity in Health: A Proposal for Early Cancer Detection and
Preventive Health Marketing
Dr Joel Le Bon (Johns Hopkins University)
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EXTERNAL SOCIOPOLITICAL SHOCKS AND FIRM VALUE: EVIDENCE FROM REPRODUCTIVE HEALTHCARE
RULING
Ms Vidhya Krishnaraju (McMaster University), Dr Manish Kacker (McMaster University)

Multiple Stakeholder Influence on Firm Choice to Disclose Privacy Risk
Dr Angela Xia Liu (University of North Carolina at Charlotte), Dr Kelly Martin (Colorado State University), Dr Kexin
Zhao (University of North Carolina at Charlotte)

Online Anger, Offline Costs: How Consumer Complaints Create Labor Cost Stickiness
Prof Haowen Tian (School of Management, Northwestern Polytechnical University), Ms Huili Zhi (Northwestern Poly-
technical University, School of Management), Dr Wenlan Tony Xie (School of Business, The University of Sydney)

POSITIVE, NEGATIVE, OR BOTH? NAVIGATING VALENCE FRAMING’S EFFECTIVENESS-ACCEPTABILITY
DILEMMA IN ROUTE CHOICE

Mrs Franziska Johanna Schechner (Wiesbaden Business School, RheinMain University of Applied Sciences), Prof Jochen
Eckert (Wiesbaden Business School, RheinMain University of Applied Sciences)

Privacy Interfaces as Brand Communication: Design Typologies for Trust Building and Consent Maximizing
Ms Qiyao Pu (Case Western Reserve University), Dr Jagdip Singh (Case Western Reserve University)

Role of Experts in Designing Policy Interventions for Consumers - Exploring Drivers for False Consensus
Effect showcased by Sustainability Labeling Policy Intervention

Ms Sandra Ullrich (University of Goettingen), Dr Carsten Leo Demming (Baden-Wuerttemberg Cooperative State Uni-
versity Heilbronn), Dr Waldemar Toporowski (University of Goettingen)

The Impact of Product Recall Effectiveness on Financial and Non-Financial Firm Performance

Mr Jan von Schlieben-Troschke (Freie Universitdt Berlin), Ms Setareh Heidari (Freie Universitdt Berlin), Prof Sascha
Raithel (Freie Universitdt Berlin), Dr Alexander Mafael (Stockholm School of Economics), Dr Stefan J. Hock (University
of Connecticut)

The Longitudinal Relationships between Social Marginality and Prosocial Behavior: A Cross-Lagged Panel
Network Analysis
Dr Xupin Zhang (East China Normal University), Ms Weihong Qu (East China Normal University), Prof Nancy Wiin-
derlich (TU Berlin)

The Private Self in Consumption: Why Experiential Purchase History Commands a Higher Price
Ms Ziwei Wei (Arizona State University), Ms Xiang Wang (Lingnan University)

UNHEALTHY OUTDOOR FOOD ADVERTISING AND ADULT’S DIETARY INTAKE: EVIDENCE FROM THE SOUTH
ASIA BIOBANK

Dr Petya Atanasova (Imperial College Business School), Dr Bernardo Andretti (Imperial College Business School), Dr
Zoey Verdun (Imperial College Business School), Prof Gary Frost (Imperial College London), Prof Franco Sassi (Imperial
College Business School), Prof Marisa Miraldo (Imperial College Business School)

WHEN FRONT-OF-PACK ECO-SCORE LABELING STEERS CONSUMERS TOWARDS GREENER FOOD CHOICE: THE
BRANDING EFFECT

Prof Lydiane Nabec (Paris-Saclay University), Dr Eva Delacroix (Dauphine Universite Paris), Prof Stephan Marette
(INRAE)
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Emerging Markets and International Marketing

An Evaluation of Recent International Customer Adversity Research: Assessing Its Intellectual Structure to
Suggest Future Opportunities

Dr Brian Chabowski (KFUPM), Dr Saeed Samiee (University of Tulsa), Dr Abdullah Almashayekhi (KFUPM), Dr Zafar
Ahmed (Academy for Global Business Advancement)

Culture, Consumption and Markets

Adaptive Personal Branding: Seeking to Fit In While Entering Organisational Fields
Prof Benjamin Rosenthal (FGV EAESP), Mr Cesar Alexandre Silva Rivas Gomes (FGV EAESP)

Algorithmic interpellation, subject formation, and self: Implications for digital consumer imaginaries and
algorithmic resistance strategies

Dr Camilo Pena Moreno (University of Bath), Dr Tim Hill (University of Bath), Prof Annamma Joy (University of British
Columbia), Prof Russell Belk (Schulich School Of Business, York University), Dr Khaled El Shamandi Ahmed (University
of Kent), Dr Anupama Ambika (Manipal Academy of Higher Education, Dubai Campus)

BRIDGING INTUITION AND ANALYTICS IN CROSS CULTURAL BUSINESS DECISION MAKING: A DUAL PROCESS
PERSPECTIVE

Dr Andreas Zehetner (University of Applied Sciences Upper Austria), Dr Monica Khanna (Somaiya Vidyavihar Univer-
sity, K.J.Somaiya Institute of Management), Dr Christopher Kanitz (University of Applied Sciences Upper Austria)

CEOS AS MORAL LIGHTHOUSES ON SOCIAL MEDIA PLATFORMS

Prof Benjamin Rosenthal (FGV EAESP), Prof Amon Barros (FGV EAESP), Mr Bruno Leandro (FGV EAESP), Dr Caio
Cesar Coelho Rodrigues (ESALQ USP)

CONSUMERS AND THEIR RELATIONSHIP WITH AI SOCIAL COMPANIONS: A STUDY ON NOVICE REPLIKA
USERS

Ms SALMA GHASSAN AL AZMEH (Phd student), Dr Rachel Doern (Goldsmiths University of London), Dr astrid van-
denbossche (Kings College London), Dr Mario Campana (University of Bath)

Developing Cultural Intelligence in Future Marketing Professionals: Initial Findings
Dr Matt Meuter (California State University, Chico), Dr Sohyoun Shin (California State University, Chico)
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Keywords: disentitlement, entitlement, plant-based food choice, self-focus, communication
Description: This research investigates how disentitlement, a reduction in the perceived right to

eat meat, shifts consumer food choices toward plant-based options.

EXTENDED ABSTRACT
Research Question
This research investigates whether reducing perceived entitlement to eat meat can shift
consumers’ food choices toward plant-based options, and why, and under which conditions such
a shift occurs. We conceptualize disentitlement as a reduction in the perceived right to eat meat,
elicited by prompting consumers to reflect on reasons why eating meat may not be an
unquestionable right. We test whether eliciting disentitlement increases plant-based choice in
incentive-compatible settings. We further examine reduced self-focus as a psychological process
underlying the effect and assess whether the source of reasons matters by comparing self-

generated with externally provided content.
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Method And Data

We report four preregistered experiments with meat-eaters (N =2,918; U.S. and U.K.; Prolific).
Study 1 used a writing task (disentitlement vs. control vs. entitlement) and an incentive-
compatible food (plant-based vs. meat) choice. Study 2 replicated the main effect and measured
self-focus using a scale; mediation was tested with PROCESS and corroborated by pronoun-
based quantitative text analysis. Study 3 embedded disentitlement in an NGO-style social-media
campaign and measured food choice in an online food order context, with campaign attitudes
controlled for. Study 4 used a 2 (intervention: disentitlement vs. control) x 2 (source: self-
generated vs. externally provided) design to test interaction effects on food choice.

Summary of Findings

Across studies, eliciting disentitlement increased plant-based choice relative to control (and to
entitlement in Study 1). In Study 2, the effect was fully mediated by reduced self-focus, with
convergent behavioral evidence from fewer self-focused and more other-focused pronouns.
Study 3 generalized the disentitlement effect to a communication context. Study 4 identified a
boundary condition: disentitlement promoted plant-based choice only when reasons were self-
generated; externally provided reasons attenuated the effect.

Key Contributions

First, we introduce and operationalize disentitlement as a scalable, psychological lever that shifts
meat-eating consumers’ food choice from meat to plant-based options. We thereby move the
literature beyond correlational links between meat entitlement and resistance to plant-based
eating by demonstrating causal, downstream choice effects. We also identify reduced self-focus
as a key psychological mechanism linking disentitlement to plant-based choice. Furthermore,

integrating self-determination and self-persuasion perspectives, we specify a boundary condition
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with direct managerial implications: disentitlement is effective only when it is self- generated
rather than externally provided. More broadly, the present research contributes to consumer
behavior research on psychological barriers to sustainable actions and offers guidance for
designing interventions that translate into measurable behavioral outcomes. Managerially, the
findings provide actionable insights for marketers, NGOs, and policymakers seeking to promote

plant-based food choices.

References are available upon request.
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Description: This paper shows how a hybrid model of learning from experience and learning
from description explains how agents understand the structure of environments to make utility-

maximizing decisions.
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Research Questions

How do agents understand the structure of environments to make utility-maximizing decisions?
Model-based accounts of decision-making from description suggest agents should update beliefs
via Bayes’ rule over a known state space and act on expected value. In contrast, model-free,
reinforcement-based accounts of decision-making from experience suggest agents learn effective
policies directly from realized outcomes without an explicit model. This paper addresses two key
questions: 1) Between learning from description and experience, which one is more important in
decision-making? and 2) Does one override the other if both exist in the information set available

to the individual?

Methods and data
Contrary to many studies in this line of research, this paper lets both accounts of decision-
making take place. Hence, a participant gains information through a weighted average, w, of
descriptive Qeseription(s: @) and Q¢ experience (5, @) accounts:

Qthybria (s, @) = Qpaescription(s, @) * @ + (1 — @) Q¢ experience (s, @) [11]
The action taken by the individual is in the form of a probabilistic choice where the likelihood of
choosing the action is dependent on the Q-value of that specific state-action pair and a
coefficient called the exploitation parameter (f3)

exp (B*Q(s,a)) 2]
X B+Q(s,a’)

Probability(a) =
To collect data, we use a modified version of Charness & Levin’s (2005) experiment proposed
by Alés-Ferrer & Garagnani (2023). In this experiment, the conflict between Reinforcement and

Bayesian reasoning is simulated in an environment where participants bet on the color of a ball

(black or white) and receive a reward if the ball drawn from the urn matches their bet. Each
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individual completes sixty rounds, with the environment resetting after each round. Thirty rounds
of the game are played in a four-ball setting, and the other thirty rounds in a six-ball setting.

A total of 101 participants (51 males and 50 females; age ranging from 24 to 71, with an average
of 43.2) were recruited to complete the experiment through the Prolific platform.

Summary of findings

Results show that a dynamic hybrid of the two approaches outperforms pure-Bayesian, pure-
reinforcement, and static-hybrid baselines in fit and out-of-sample prediction. On average,
behaviour moves toward the Bayesian benchmark over rounds, with slower convergence when
description and experience conflict. Taken together, these findings move beyond a static
“rational versus irrational” dichotomy by providing a dynamic process account of convergence.
Adaptive belief updating and dynamic reweighting explain accuracy, heterogeneity, and when
feedback and incentives incentivize Bayesian-consistent choice.

The findings also demonstrate the individual-level heterogeneity and gender differences in
learning from experience. Results indicate that females tend to rely more on and learn better
from experience. Further analysis on top performers corroborates this conjecture, as 66% of the
participants who scored equal to Bayes or better were females. Additionally, the same pattern
whereby the reliance and accuracy of decisions from experience improve in the latter stages are
observed in the top performer subsample.

Summary of key contributions

This paper demonstrates that a hybrid model of model-free learning from experience and model-
based learning from description best describes the adaptation of agents to four different
experimental settings. Contemporary literature suggests dominance of experience even when

description is available; however, no study investigated the temporal dynamics of reliance on
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experience and description. Ert & Lejarraga’s (2018) study is the only exception where authors
show that participants incorporate information from both experience and description into their
decisions. This study lends credence to this account by highlighting the temporal dynamics of
reliance on description vs. experience and showcases agents’ tendency to learn from description
during the initial steps, followed by a shift in their learning to experience in the later stages.

The model-free account of learning from experience in this study converges to Bayes given
ample time to the agent, which may obscure the identification of description/experience reliance.
The second experiment in this study creates a setting where descriptions provided to participants
differ from the mechanisms of the game. The findings show that similar patterns are replicated,
albeit with a smaller size. The reliance on experience increases as the experiment progresses, and
females tend to learn better; however, the incongruent instructions slow down the shift to
experience and reduce the accuracy of the learning from experience. Ultimately, the results
replicate in two other datasets from Alos-Charness & Levin (2005) and Charness & Levin

(2005), with the latter employing a significantly different experimental setting.
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Description: This paper proposes and finds that colder temperatures make it easier for
consumers to imagine using a product.

EXTENDED ABSTRACT

Research Question

VR is a particularly compelling tool to evoke nostalgia due to its highly immersive
nature. However, while some initial research investigates memory within VR (Kostyk et al.,
2024), nostalgia has merely been touched on. In line with Cheung et al. (2020), we consider
retrospective nostalgia as the traditional understanding of nostalgia, which is focused on longing
for the past, while we consider prospective nostalgia to refer to a forward-looking focus of
nostalgia with respect to imagined future experiences.

Further, despite the rapid, recent advancement of sensorially rich virtual reality and some
initial evidence that multisensory experiences are beneficial in VR (i.e., Cowan et al., 2023;
Flavian et al., 2021; Melo et al., 2022; Weidner et al., 2023), prior research has barely explored
nuances in the effects of sensory inputs in VR. Some senses, like scent, might be more relevant

to imagine and/or experience, while other senses, like touch, might only be experienced
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vicariously (Luangrath et al., 2022). Additionally, while research suggests that imagined and real

scent are both beneficial, is one more impactful than the other under certain conditions?

Method And Data

Study 1 was a 2-level (nostalgic framing: retrospective vs. prospective) between-subjects
study, which tested whether high immersivity VR led to higher patronage responses than low
immersivity VR via imagery vividness and evoked nostalgia (Hi-2). The study involved the smell
of cinnamon and had participants participate in a VR experience for a holiday market they had
been to before (retrospective) or not been to before (prospective). A final sample size of 186
Prolific panelists (women = 45.7%, men = 52.7%, 1.6% non-binary/third gender, and 0% prefer
not to say; Mage = 40.1 years, SDage = 11.5 years) participated.

Study 2 was a 2 (nostalgic framing: retrospective vs. prospective) X 2 (scent: imagined
vs. real) between-subjects design testing whether prospective nostalgic framing led to higher
patronage responses with imagined vs. real smell (H3). This study used a theme park VR
experience in an in-person controlled laboratory setting with either an imagination prompt for
apple pie, popcorn, and vanilla waffle cones or a real spray with the same scent profile. A final
sample size of 113 undergraduate students (women = 49.6%, men = 49.6%, 0% non-binary/third

gender, and .9% prefer not to say; Mage = 20.0 years, SDage = 1.1 years) participated.

Summary of Findings

The results of both studies provided support for our three hypotheses and also ruled out
alternative explanations. The findings extend the literatures on VR, nostalgia, and sensory
marketing by illustrating the role that VR system immersivity plays in evoking nostalgia via

imagery vividness and showing that under high immersivity, which is naturally high in vividness,

10
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real vs. imagined smells can trigger evoked nostalgia differently depending on whether

participants are experiencing retrospective or prospective nostalgic framing.

Statement of Key Contributions

While most marketing studies focus on retrospective nostalgia through traditional media,
little is known about how immersive technologies influence how nostalgia is experienced, and
prior research in marketing has not sufficiently addressed how different types of nostalgia
function within a consumer-facing context. We address this gap by examining how appeals to
retrospective nostalgia (nostalgia for an actual past experience) vs. prospective nostalgia
(nostalgia for an experience one has never had before) affect evoked nostalgia differently as a
function of low vs. high immersivity and real vs. imagined scent. These findings provide nuance
to the literature on the effects of nostalgia and scent on consumer responses. As such, we also
contribute to the nostalgia literature in the consumer domain.

We also furnish evidence that imagery vividness explains the effect of immersivity on
evoked nostalgia, and we show that under high immersivity (which is naturally more vivid),
effects on evoked nostalgia depend on whether an olfactory input is imagined or real (Study 2).
We also rule out several alternative explanations. Further, we offer guidance for how brands can

use immersive VR environments to deepen emotional engagement, specifically nostalgia.

References available upon request.
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Description: This study examines how implicit and explicit sensory perceptions in Delhi coffee shops
shape store image and drive customer loyalty through repurchase intentions and word-of-mouth, using

response latency and surveys on 400 customers to reveal subconscious cues' dominant role.

EXTENDED ABSTRACT

Research Question

How do implicit and explicit sensory perceptions of in-store experiences affect the store's image and
customer loyalty, particularly regarding repurchase intentions and word-of-mouth (WoM)
recommendations? Despite extensive research on sensory marketing, prior studies have largely
overlooked the dual processing of sensory cues at explicit (conscious, deliberate) and implicit
(automatic, subconscious) cognitive levels. This gap limits our understanding of how human senses,
such as sight, sound, smell, touch, and taste, shape holistic store perceptions and drive loyalty in retail

settings like coffee shops.

This study addresses this matter by investigating coffee shop customers in Delhi, India, a vibrant market
where sensory-rich environments play a key role in differentiation. Using a sample of 400 respondents,
we employ response latency measurements to capture implicit perceptions (e.g., automatic associations
with store ambiance) and questionnaire-based surveys for explicit evaluations (e.g., conscious ratings of
sensory appeal). We test a structural model linking sensory perceptions to store images as a mediator
and loyalty outcomes (repurchases and WoM) as dependents. Grounded in dual-process theories of
cognition and sensory branding frameworks, this research question investigates whether implicit cues

have a stronger effect.

12
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Summary of Findings

The structural equation modeling of data from 400 customers of Delhi coffee shops reveals that both
implicit and explicit sensory perceptions significantly shape store image, but with distinct impacts on
loyalty. Implicit perceptions, measured via response latency (e.g., rapid, subconscious reactions to
aroma, lighting, and music), emerge as the stronger predictor of store image, explaining 35% more
variance than explicit perceptions. Store image fully mediates the path from sensory perceptions to

repurchase intentions and partially to WoM.

Visual and olfactory cues dominate implicit effects, fostering automatic positive associations, while
explicit tactile and gustatory perceptions drive conscious evaluations. Multisensory integration amplifies
store image by 22%, with loyalty highest in high-sensory congruence settings. Model fit is robust (CFI =
0.96, RMSEA=0.04), confirming differential cognitive processing. These patterns hold across
demographics, underscoring implicit routes' primacy in fast-paced retail like coffee shops. The findings
contest unidimensional sensory models, emphasizing the significant influence of subconscious senses on

customer loyalty within India's competitive café market.

Statement of Key Contributions

This study advances sensory marketing theory by integrating dual-process cognition (implicit vs.
explicit) into store image-loyalty frameworks, filling a critical gap in retail experience research.
Theoretically, it provides the first empirical validation of response latency for implicit sensory
perceptions, demonstrating their superior influence on store image over explicit measures, contributing
novel evidence to embodied cognition and associative learning theories. By modeling the store image as
a mediator in a multisensory context, we refine loyalty formation pathways, showing implicit cues' 50%

greater elasticity in emerging markets.

Methodologically, the hybrid approach (surveys) offers a replicable toolkit for capturing subconscious
processes, surpassing traditional self-reports prone to bias. Practically, marketers gain actionable
insights: prioritize olfactory/visual cues for implicit loyalty boosts (e.g., signature coffee scents yielding
18% higher repurchase), integrate multisensory strategies for 25% store image gains, and tailor Delhi-
specific tactics amid cultural sensory preferences. In India's booming coffee sector, such information
informs competitive positioning against global chains. Overall, the work elevates multisensory
marketing from intuition to science, with generalizable implications for global retail loyalty in

experience-driven economies.

13
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Description: This research contributes to a growing stream of literature on technology adoption
by providing new insights on the influence of romantic relationship motives, in particular, when
and how the desire to form a new romantic relationship may result in resistance to automation

consumption.

EXTENDED ABSTRACT

Research Question

Automations are ever-present in consumers’ daily lives. From automatic cookers to
power assisted bicycles, marketers introduce technology to everyday tasks. Automation improves
efficiency and enables consumers to do more with less (De Bellis, Johar, and Poletti 2023).
Despite these advantages, consumers may, counterintuitively, resist automation adoption. In a
departure from prior work that focuses on solo consumptions (De Bellis, Johar, and Poletti 2023;
Leung, Paolacci, and Puntoni 2018), we investigate automation adoption in joint consumptions
with a romantic partner. We show that consumers have lower preferences for automation when

forming rather than maintaining a romantic relationship. This effect occurs because, while

14
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automation offers numerous benefits, it, at the same time, denies consumers the ability to signal
their task capability to romantic partners. We term this mechanism capability neglect. While
capability neglect may not be a particular concern in solo consumptions, it emerges as a crucial
factor in joint consumptions with a romantic partner. In particular, when forming a romantic
relationship (as opposed to when maintaining an existing romantic relationship), it is vital to
signal one’s skills and capabilities to the potential partner (Griskevicius et al. 2007; Sundie et al.

2011).

Method And Data

To test our theorizing, we conducted a series of 10 studies. In the first pair of studies, we
collected initial evidence for the effect of romantic relationship stage on the preference for
automation by measuring participants’ relationship status (study la) and by experimentally
manipulating relationship stage (study 1b). In the next pair of studies (Studies 2a and 2b), we
investigated capability neglect as the underlying mechanism while ruling out automation
capability as an alternative explanation. Examining signaling-related moderators, we investigated
the role of partner presence (Study 3a) and signaling feasibility (Study 3b). Examining
capability-related moderators, we investigated the role of capability level (Study 4a) and feature
diagnosticity (Study 4b). In the final study, we demonstrated a preference reversal through the
type of the capability (Study 5). When the automated feature was perceived to facilitate the
demonstration of one’s capability (i.e. financial capability), the results reversed, and the romantic

formation motive increased rather than decreased the preference for the automated option.

15
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Summary of Findings

In Study 1A, single individuals exhibited a lower preference for the automated option
compared to individuals in a relationship. In Study 1B, individuals with the romantic formation
motive exhibited lower preferences for automated option than participants with the romantic
maintenance motive and those with the nonromantic formation motive. In study 2A, the results
revealed that the automated option were less preferred among participants with a romantic
formation motive compared to those with a romantic maintenance motive. Similarly, participants
with the romantic formation motive reported greater capability neglect. Furthermore, PROCESS
Model 4 (Hayes 2013) revealed a significant indirect effect through capability neglect. Study 2B
provided further process evidence while ruling out automation perceptions as an alternative
mechanism. Results of Studies 3A and 3B demonstrated the difference between romantic
formation and maintenance motives disappeared when the partner was absent and when it was no
longer feasible to signal (due to the time constraint). Results of Studies 4A and 4B demonstrated
that the difference between romantic formation and maintenance motives on the preference for
automation disappeared when individuals lacked the task capability and when the feature was
nondiagnostic. Results of Study 5 demonstrated a preference reversal through the moderating

role of capability type.

Statement of Key Contributions

Our research makes two important contributions to literature. First, while prior work on
automation adoption mainly focused on solo consumption, our research examines automation
adoption in the context of joint consumption. Specifically, we demonstrate that joint

consumption with a romantic partner uniquely impacts preferences for automation and the effect

16
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depends on the stage of the romantic relationship. Second, our research examines a novel
mechanism—capability neglect—the belief that using automated product or feature would mask
one’s capabilities and skills. We demonstrate that capability neglect underlies the resistance to
automation among consumers in the romantic formation stage (as opposed to those in the
romantic maintenance stage) because of the belief that automation, despite its numerous benefits,

would deny one’s ability to signal their capabilities to their romantic partners.

References are available upon request.
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Description: This paper explores how traditional and modern yoga practices shape consumers’

existential meaning-making and lead to distinct forms of caring consumption.

EXTENDED ABSTRACT

Research Question

Current literature often categorizes yoga styles into broad classifications, such as physical versus
spiritual or modern versus traditional, oversimplifying their nuances. Studies like Cramer et al.
(2016) emphasize health outcomes, while Feuerstein (2013) explores historical and spiritual
dimensions, yet both overlook how specific yoga features engage practitioners or address cultural,
social, and theoretical aspects like existential consumption and the interplay of symbolic and ritual
consumption (Rook, 1985; Levy, 1959). These gaps leave unexplored the connections between

yoga styles, practitioners’ existential concerns, and caring behaviors.

This study fills the gap by characterizing modern and Patanjali yoga through five core features

each, providing a framework for understanding their distinct approaches to existential concerns

18
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like identity and meaningfulness (Yalom, 1980; Koole et al., 2006). It also examines how these
consumption practices correspond to self-focused or altruistic caring behaviors and their reflection

on practitioners’ existential struggles.

To address these gaps, the study asks: How do modern and Patanjali yoga practices relate to
existential concerns and caring behaviors? It highlights yoga’s role in existential consumption and
how symbolic and ritual consumption align with existential concerns, extending into caring

behaviors within consumer culture.

Method and Data

This study employs a multi-level approach—macro (historical texts), meso (netnography), and
micro (in-depth interviews) levels to provide a comprehensive understanding of yoga
consumption. Over 15 years, the first author participated in yoga classes across Asia and North
America, capturing lived experiences and highlighting Eastern and Western distinctions. Historical
texts and scholarly works, including De Michelis (2004) and Strauss (2005), highlight cultural
divergences between traditional Patanjali yoga and modern yoga. The netnographic study analyzed
200 posts from platforms like Reddit, Instagram, and Facebook, focusing on yoga studios,
products, and consumer discussions. Fifteen interviews with practitioners and instructors were

recorded, transcribed, and coded thematically in open, axial and selective stages.

Summary of Findings
Yoga, originating in Indian religious traditions, was historically practiced as a holistic lifestyle
promoting spiritual growth rather than physical exercise (Alter, 2004; Strauss, 2005). Patanjali’s

Yoga Sutras emphasize self-discipline and spiritual harmony through the eight branches, including

19
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ethical principles (yama), personal observances (niyama), postures (asana), breath control
(pranayama), meditation (dhyana), and spiritual enlightenment (samadhi) (De Michelis, 2004;
Singleton, 2010). Over time, yoga evolved into a simplified consumer-driven phenomenon, shaped
by cultural borrowing and commercialization. (Askegaard & Eckhardt, 2012; Kniazeva & Belk,
2012). Existential consumption, in which people engage with consumption practices to address
fundamental existential concerns, was transformed. Different yoga styles now serve different
forms of existential consumption focusing more on physical self-care outcomes than spiritual

matters (Rook, 1985; Chaudhry et al., 2023).

Self-care is defined as "the practice of activities that are necessary to sustain life and health,
normally initiated and carried out by people for him- or herself" (PAGB, 2017). In contrast, other-
care behaviors are rooted in empathy, moral responsibility, and collective well-being, emphasizing
prosocial actions, ethical consumption, and altruistic practices (De Groot & Steg, 2009; Eisenberg
& Lennon, 1983). Foucault’s theory of "care of the self" bridges self-care and universal care,
suggesting that personal well-being is interdependent with relational practices that prioritize
others' well-being (Foucault, 1984; Rose, 1998). Two distinct styles of yoga are distinguished by
unique characteristics, leading consumers to engage with either modern or Patanjali yoga based on
their existential concerns. By categorizing five distinct features of each type of yoga, we offer a
systematic framework to differentiate these styles. Interviews revealed that practitioners tend to
embody specific self-concepts, which are echoed and reinforced through their engagement with
their respective yoga practices. Based on our interviews, the Modern yoga style is perceived as
more physical-oriented, self-oriented, future-oriented, maximalist-oriented, and social norms-
oriented, while Patanjali yoga is experienced as more holistic-oriented, balanced-oriented, present-

oriented, minimalist-oriented, and self-contentment-oriented.
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Modern yoga practitioners exhibit self-concepts that are self-image conscious, personal success
driven, goal-centric, materially attached, and social acceptance seeking—Ileading toward identity-
based existential consumption and self-care behavior. In contrast, those who engage with the
Patanjali yoga style express self-concepts that are life coherent, world contribution focused,
mindful, materially detached, and inner satisfied—Ileading toward meaningfulness-based

existential consumption and universal care behavior.

Key Contribution

In this article, we conceptualize Patanjali and Modern yoga within an Existential Caring
Consumption (ECC) framework. In this framework, Patanjali yoga is primarily associated with
ritual consumption, while modern yoga is primarily associated with symbolic consumption in
relation to existential concerns. Patanjali yoga has a defined structure and specific stages that are
systematic and repetitive but also carry significant meanings. This style of yoga goes beyond a
physical exercise and includes teachings such as Yama and Niyama (ethical and disciplinary
principles). Additionally, Patanjali yoga practices, rooted in Indian cultural heritage, often include
\instructions such as morning meditation, a specific diet, and structured lifestyle patterns, which
introduce a way of life to its practitioners. While some modern interpretations of Patanjali yoga,
particularly those promoted by figures like Baba Ram-Dev, have led to its commercialization and
commodification in India, the traditional structure and existential depth of this practice remain
intact for those who engage with it beyond its market-driven adaptations. According to our
interviews, the experience of deep harmony with the world can strengthen one’s sense of
commitment and care toward the surrounding world. We believe that the ECC model serves as a

framework demonstrating participants’ beliefs that the original form of yoga (Patanjali), if aligned
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with deep engagement of the practitioner, can contribute to world betterment. For instance, one of
our Patanjali yoga practitioners, shared that after experiencing a profound loss of a child, years of
yoga practice inspired him to channel his pain into building a 300-girl school, transforming his
grief into a universal caring behavior.

In contrast, modern yoga is considered a form of symbolic consumption, as it emphasizes identity
expression and lifestyle. It often contributes to enhancing people's perception of their bodies,
boosting self-confidence, reducing stress, and serving as a cultural domain that helps people feel
better about themselves. It offers quick and effective practices that fit into the busy schedules of
modern life, making it a practical tool for self-betterment. Modern yoga is the most widespread,
(De Michelis, 2004; Singleton, 2010) largely due to its accessibility, adaptability, and appeal to
contemporary wellness culture. This popularity has helped normalize yoga as a daily practice but
also contributes to its decontextualization from its traditional, philosophical roots. Beyond yoga,
this form of deep connection with cultural phenomena can be also seen widely with practices,
traditions, and icons. They can represent multiple dimensions of engagement, existing
simultaneously as popularized activities and as meaningful experiences. Popularized practices
appeal to broader audiences through accessibility and adaptability, while deeper engagements
emerge as people or groups find profound significance in these practices, transforming them into
sources of identity, lifestyle, and spiritual connection. This dual dynamic highlight the coexistence
and evolution of practices, where surface-level appeals and transformative depth enrich the human
experience in diverse ways. Thus, the two extremes borrow from each other while retaining their
essential differences. The Existential Caring Consumption (ECC) framework captures this
richness within the two contexts of yoga, showing how practices engage with multiple layers of

meaning and motivation .While previous research has largely emphasized the reciprocal
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connection between mind and body (e.g., Nagel, 1993; Martin, 2000; Van der Kolk, 2014), such
as physical yoga reducing mental trauma or meditation alleviating physical pain—our findings
suggest that this relationship extends beyond internal experiences. We find that focusing on the
mind versus the body in yoga not only influences internal states but also leads to distinct behavioral

outcomes: self-care versus other care.
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Abstract

Dinner-with-strangers platforms such as Timeleft and Storiboard represent a growing form of
structured, non-romantic social interaction in an era of rising loneliness. This paper develops a
theoretical model integrating Self-Determination Theory (SDT) and the Belongingness
Hypothesis (BH) to explain their potential and limitations. Drawing on qualitative insights
from 20 international participants, we argue that these events meet core psychological needs
(autonomy, competence, relatedness) and partially fulfil belongingness criteria through
positive, voluntary contact. However, they rarely provide the stability and continuity required
for enduring belonging. We present propositions for future research and design principles for

platforms seeking to address the loneliness epidemic.

Key Contributions

This paper makes three primary contributions to theory and practice. First, it advances the
theoretical integration of Self-Determination Theory (SDT) into the study of loneliness
interventions. While SDT has been extensively applied in education, workplace, and health
contexts (Deci & Ryan, 2000; Ryan & Deci, 2017), its application to casual social technologies
remains underdeveloped. By mapping the needs for autonomy (volitional engagement),
competence (confidence in navigating new social situations), and relatedness (authentic
interpersonal connection) onto the micro-dynamics of dinner-with-strangers events, we extend
SDT into the realm of ephemeral, low-stakes social contact. The proposed model demonstrates
how such encounters can yield temporary psychological need satisfaction without necessarily

producing enduring relational bonds.

Second, the paper reframes loneliness by introducing the concept of the presence gap.
Traditional loneliness research conceptualises the phenomenon as a deficiency in the number
or depth of social relationships (Perlman & Peplau, 1981; Weiss, 1973). Our findings suggest
a complementary dimension: the absence of uncurated, non-performative presence.
Participants valued being “seen” in spaces free from romantic or transactional expectations,
underscoring a distinction between social contact that alleviates state loneliness and the

sustained intimacy required to address trait loneliness.
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Third, the study provides actionable implications for platform design and public health
interventions. For social technology developers, the findings highlight the value of low-
pressure, ideologically safe environments that encourage repeated participation without
coercing intimacy. For policymakers, dinner-with-strangers models offer potential as targeted
interventions for individuals in transitional life stages, such as migrants or remote workers,
where social networks are in flux. However, we caution against positioning such formats as
stand-alone solutions; without opportunities for ongoing contact, their impact is likely to be
palliative rather than transformative. By integrating qualitative insights with SDT’s
motivational framework, the paper deepens both theoretical understanding and practical

strategies for addressing contemporary loneliness.

1. Introduction

Loneliness has emerged as a pressing public health issue, associated with elevated risks of
psychological distress, chronic illness, and premature mortality (Holt-Lunstad et al., 2015).
While digital platforms ostensibly offer opportunities for connection, they frequently reinforce
curated self-presentation and algorithmic segmentation, which can erode the authenticity and
spontaneity of social interaction (Turkle, 2017). In response, dinner-with-strangers platforms
such as Timeleft and Storiboard have gained traction by facilitating small, face-to-face
gatherings among previously unacquainted individuals, deliberately removing romantic or
networking imperatives. This paper examines the implications of these encounters for
experiences of loneliness, adopting Self-Determination Theory (SDT) (Deci & Ryan, 1985,
2000) as the primary theoretical lens. Drawing on qualitative insights from 20 participants
across six countries, we conceptualise these events as instances of “social contact without
social performance” and evaluate both their capacity and their limitations as interventions

within the broader loneliness landscape.

2. Literature Review

Loneliness is a subjective perception of inadequate social connection, distinct from the
objective state of social isolation (Perlman & Peplau, 1981). Weiss (1973) distinguishes
between emotional loneliness, characterised by the absence of close, intimate attachments, and
social loneliness, which arises from a lack of a broader, supportive network. More recent
scholarship highlights the notion of alienation, a perceived disconnection from society or even

from one’s own sense of self (Hawkley & Cacioppo, 2010). Findings from this study indicate
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an additional dimension, which we term the presence gap: the absence of opportunities for

uncurated, embodied interaction, even among individuals who maintain existing relationships.

Self-Determination Theory (SDT) posits that human well-being depends on the
satisfaction of three basic psychological needs: autonomy, competence, and relatedness (Deci
& Ryan, 2000; Ryan & Deci, 2017). While relatedness is most directly linked to loneliness,
autonomy and competence also influence how individuals’ approach, navigate, and sustain
social connections. Crucially, these needs can be fulfilled not only through enduring

relationships but also in brief, situational contexts, such as structured social encounters.

Loneliness interventions have traditionally encompassed cognitive-behavioural
approaches, social skills training, and community engagement (Masi et al., 2011). Although
digital tools may increase the number of connections, they do not necessarily enhance their
quality (Nowland et al., 2018). In contrast, structured offline gatherings, such as dinner-with-
strangers events, can provide high-quality, emotionally resonant interactions that have a

disproportionate positive impact on subjective well-being.

3. Methodology

This study employed semi-structured interviews with 20 users of Timeleft and Storiboard,
conducted across six urban locations: London, Amsterdam, New York, Mumbai, Riyadh, and
Copenhagen, etc. Participants represented a range of ages (mid-20s to late 40s), occupations,
and cultural backgrounds, providing a diverse set of perspectives on the phenomenon under
investigation. Interviews lasted between 45 and 90 minutes and explored participants’
motivations for attending dinner-with-strangers events, their comparisons of these experiences
with dating applications, their perceptions of ideological comfort, and their reflections on
loneliness outcomes. Data were analysed using Braun and Clarke’s (2006) six-phase thematic
analysis framework. The coding process combined inductive identification of emergent themes
with deductive mapping of responses to the three basic psychological needs outlined in Self-
Determination Theory. In addition, the analysis examined divergences in experience between
one-time and repeat attendees, offering insight into the temporal dynamics of engagement with

such events.

4. Findings
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Many participants were motivated to attend dinner-with-strangers events following relocation
or periods of social network stagnation, seeking both connection and renewed confidence.
(Blair) described having to “start from scratch socially” after moving to Amsterdam, while
(Hasan) valued the dinners as a safe entry point into a new city as a queer man from Bahrain.
These motivations align with the Self-Determination Theory needs of relatedness, seeking
belonging, and autonomy, choosing when and how to engage, with the structured format further

enhancing competence.

Participants frequently contrasted these dinners with the “transactional” feel of dating
applications (Charlie), favouring unpressured conversations. (Hasan) noted that the absence of
sexualised expectations created a greater sense of comfort, in contrast to prior experiences of
objectification on dating platforms. By reducing impression-management demands, these
events protect autonomy and foster authenticity, resonating with Goffman’s (1959) distinction

between frontstage performance and backstage presence.

A further dimension of comfort arose from shared ideological values, although
tolerance for differing perspectives varied. For example, (Elisa) chose to limit interaction with
a conservative attendee, while (Tobias) embraced engagement with contrasting viewpoints.
This pattern reflects a design tension between homophily, connection through similarity, and

the potential benefits of respectful diversity in fostering relatedness.

In terms of loneliness outcomes, most participants described the experience as
“uplifting” or “energising” (Liam), with repeat attendees sometimes forming micro-
communities. However, several emphasised that a single dinner cannot “cure” loneliness, as
deep bonds require repeated and mutual investment (Hasan). This distinction aligns with SDT’s
recognition that momentary satisfaction of relatedness can provide temporary relief but does

not equate to the sustained fulfilment associated with enduring relationships.

5. Discussion

This study advances theoretical understanding of loneliness by extending Self-Determination
Theory (SDT) into the domain of ephemeral, low-stakes social interactions. The findings
demonstrate that autonomy, competence, and relatedness, core psychological needs identified
by SDT, can be satisfied within the short, structured context of dinner-with-strangers events.

These gatherings offer participants the freedom to choose engagement (autonomy), the
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confidence to navigate new social situations through facilitation and clear structure
(competence), and authentic connection fostered by shared meals and attentive listening

(relatedness).

The introduction of the presence gap concept further refines the conceptualisation of
loneliness beyond the established emotional and social dimensions. This gap refers to the
absence of opportunities for uncurated, embodied interaction, even for individuals who may
not be socially isolated in a conventional sense. By recognising the presence gap, the study
highlights how brief but high-quality moments of genuine social presence can contribute to

momentary well-being.

Integrating SDT with the Belongingness Hypothesis (BH) provides a more
comprehensive framework for evaluating both the immediate and enduring effects of loneliness
interventions. SDT offers a mechanism-based understanding of how situational contexts meet
psychological needs, while BH delineates the relational continuity necessary for sustained
belonging. Together, these perspectives differentiate between the temporary alleviation of state
loneliness, as achieved through single or occasional dinners, and the deeper, ongoing relational

ties required to address trait loneliness.

From a practical standpoint, the findings suggest that social technology designers
should develop dinner-with-strangers formats that are autonomy-supportive, competence-
enhancing, and structured to promote authentic relatedness without romantic or transactional
expectations. Encouraging repeat participation with some degree of continuity among
attendees could help these interactions progress toward satisfying BH’s second criterion for
lasting belonging. For public health practitioners, such events represent a scalable tool to
deliver short-term relief from loneliness, particularly for individuals navigating transitional life
stages such as relocation, migration, or remote work shifts. However, they should be positioned
as gateway interventions rather than comprehensive solutions, ideally integrated into broader
community strategies that cultivate stable, enduring relationships. By acknowledging both their
strengths and their limitations, dinner-with-strangers models can be strategically employed to

address facets of the modern loneliness epidemic in both targeted and systemic ways.
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contemporary marketplaces.

EXTENDED ABSTRACT

Authenticity has been widely studied as a critical driver of consumer-brand relationships.
Consumers value authenticity because it signals trustworthiness, integrity, and alignment with
personal values (Grayson & Martinec, 2004; Beverland & Farrelly, 2010). Grayson and Martinec
(2004) propose three forms of authenticity: indexical, iconic, and existential. Indexical authenticity
refers to tangible evidence directly connecting an object or brand to its claimed origin or quality.

Iconic authenticity involves symbolic resemblance (e.g., replicas or imagery evoking an original).
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Existential authenticity is subjective, arising when consumers feel true to themselves (Arnould &

Price, 2000; Leigh et al., 2006).

Indexical authenticity has been extensively examined in contexts such as heritage brands
(Beverland, 2006), wine appellations (Beverland, 2005), and subcultural consumption (Leigh et
al., 2006). Tangible cues such as origin, craftsmanship, or documentation provide indexical
evidence. Yet, this body of work largely emphasizes brand-internal or producer-generated markers.
Moulard, Raggio, and Folse (2016) argue that authenticity research requires greater conceptual
clarity and refinement, especially concerning indexical authenticity. While researchers recognize
the role of verification, they seldom distinguish between brand-generated evidence (e.g., heritage

claims) and externally conferred evidence (e.g., certifications).

Although prior research has acknowledged indexical authenticity as evidence-based verification,
it has not systematically theorized certification as a distinct subtype. Certifications differ
fundamentally from brand-origin cues. They are external, standardized, and institutionally
codified. This creates a unique form of indexical authenticity that has yet to be formally

conceptualized.

Research Questions

How do third-party -certifications and standardizing agencies function as a distinct,
institutionalized source of indexical brand authenticity; in what ways does this form of authenticity
differ from brand-generated or symbolic authenticity cues; and under what conditions does
certification-based authenticity shape consumer perceptions and brand positioning? Addressing
these questions responds to calls for greater conceptual clarity in authenticity research by

foregrounding the role of external institutions in the co-construction of brand authenticity.
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Summary of Findings

This paper introduces Certifying Indexical Authenticity (CIA) as an institutional-regulatory
subtype of indexical authenticity. CIA highlights how authenticity is co-constructed not only by

brands and consumers but also by certifying institutions.

We define Certifying Indexical Authenticity (CIA) as the perception that a brand is authentic
because it has been validated by an independent certifying or standardizing agency through formal

marks, seals, or certifications.

CIA (Certifying Indexical Authenticity) differs from brand-generated indexical cues (heritage,
craftsmanship) as these arise from the brand’s own history, origin, or production process. In
contrast, CIA is not brand-authored but externally conferred by independent certifying institutions,
creating a separation between producer and validator. CIA rests on institutional trust and external
verification. The framework clarifies how certifications operate as authenticity cues by transferring

institutional credibility through three distinct transfer mechanisms.

Statement of Key Contributions

We extend authenticity scholarship in three ways. First, we expand the typology of indexical
authenticity by introducing an institutional-regulatory subtype, clarifying that authenticity is not
only derived from direct evidence but also from codified certification. Second, we identify distinct
mechanisms through which CIA operates. Third, we theorize boundary conditions, including
category risk level, consumer trust in institutions, and cultural context. For managers, CIA
highlights how certification marks (e.g., ISI, BIS, ISO) can be leveraged as strategic resources for
authentic brand positioning, especially in markets with trust deficits. For certifying agencies, this

conceptualization underscores their expanded role in shaping consumer-brand relations beyond
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compliance. For consumers, CIA provides assurance, reducing uncertainty in complex categories
such as food safety, healthcare, and electronics. For policymakers, CIA emphasizes the societal

value of certification systems in fostering marketplace trust and legitimacy.

REFERENCES: References are available upon request.
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EXTENDED ABSTRACT

Research Question

Within sensory marketing and embodied cognition research, ambient temperature has
emerged as a subtle yet powerful environmental cue that can influence consumer judgments and
mental processing. Among this body of work, prior research has demonstrated that coldness is
systematically associated with psychological distance (Ijzerman & Semin, 2009; Park & Hadi,
2020; Togawa et al., 2023) as a function of construal level theory (Trope & Liberman, 2010).
Coldness, in particular, has been found to cue greater psychological distance, which subsequently
leads to more abstract thinking. Park and Hadi (2020) illustrated this principle, finding that
colder background imagery increased perceived psychological distance for luxury items, largely
due to the association between coldness and social distance (i.e., Williams & Bargh, 2008).

However, it remains unclear whether the association between coldness and psychological
distance is universally applicable across all categories of consumer products or across all
dimensions of psychological distance. We propose that for products not inherently associated

with social signaling or status—such as utilitarian goods, non-luxury items, or products
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consumed in solitary settings—colder environmental conditions or imagery may enhance

consumers' mental imagery abilities (i.e., Cheema & Patrick, 2012).

Method And Data

Study 1, a 2-level (temperature: cold vs. warm) between-subjects experiment, tests the
effect of coldness on ease of imagining (Hi) via psychological distance (Hz) using a smartwatch
as the focal product and a summery vs. wintry background as the temperature manipulation.
Additionally, Study 1 extends the effects to a downstream consumer response variable (purchase
intentions) and rules out arousal, processing fluency, systematic processing, and visual clarity as
alternative explanations. One hundred ten Prolific panelists (women = 62.7%, men = 35.5%,
non-binary/other = 1.8%, and prefer not to say = 0.0%; Mage = 45.2 years, SDage = 14.8 years)
participated.

Study 2, a 2 (temperature: cold vs. warm) X 2 (psychological distance: near vs. far)
between-subjects experiment, employs process by moderation to provide a more robust test of
the mechanism of psychological distance. This study utilizes ads for lamps framed alongside
summery vs. wintry images and wording. Additionally, we include typicality as a covariate in
this study. 220 Prolific panelists (women = 61.8%, men, 34.5%, 3.2% non-binary/other, and

0.5% prefer not to say; Mage = 38.5 years, SDage = 14.1 years) participated.

Summary of Findings

We identify a novel pathway by which coldness facilitates ease of imagining through
decreased psychological distance. Study 1 provides direct evidence of this mechanism using a
smartwatch ad, finding that cold backgrounds improve consumers’ ability to simulate product use

and increase purchase intentions. Importantly, we rule out key alternative explanations, including
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arousal, systematic processing, processing fluency, mood, and visual clarity. Study 2 extends
these findings by employing a process-by-moderation design to test the congruence between
temperature cues and psychological distance. The results show a significant interaction: coldness
enhances ease of imagining when paired with proximal framing, further supporting our

psychological proximity account.

Statement of Key Contributions

This research makes several key contributions to the literature on sensory marketing,
temperature, psychological distance, and mental imagery in consumer behavior. While prior
work has established that coldness is metaphorically and perceptually linked to increased
psychological distance—especially in the context of luxury or status products (e.g., Park & Hadi,
2020)—our findings challenge the generalizability of this relationship. Instead, we show that
coldness can, under certain conditions, reduce psychological distance and enhance mental
imagery, particularly for products that are not inherently social or symbolic in nature.

Collectively, these findings advance theory by refining our understanding of how
temperature cues operate beyond social metaphors, revealing that coldness can promote inward
focus and cognitive engagement rather than mere detachment. Practically, this research informs
marketers and designers on how to structure visual and environmental cues to foster consumer
engagement and imagination. Finally, we lay the groundwork for future research exploring
embodied cognition in physical environments, including lab-based temperature manipulations

and field studies involving real-world consumer behavior.

References available upon request.

37



2026 AMA Winter Academic Conference

CONSUMER LEARNING: A LITERATURE REVIEW AND FUTURE RESEARCH

AGENDA

Mayank Shukla

Indian Institute of Management Kozhikode

For further information, please contact Mayank Shukla, Doctoral Candidate, Indian Institute of

Management Kozhikode (Email Address: mayanks16phd@iimk.ac.in)

Keywords: Consumer Learning, Internal Knowledge, Consumer Experience, Cognitive Effort
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EXTENDED ABSTRACT

Research Question

Consumer learning is central to how individuals acquire and apply knowledge in marketplace
decisions. Consumers learn in multiple dimensions. It occurs through learning about product and
brand quality, including tangible and intangible attributes (Che and Erdem 2015) and about
attribute importance (Chylinski 2012). It also involves the acquisition of procedural knowledge,

such as skills that result in new knowledge (Murray and Haubal 2007), category knowledge
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(product attributes) (Alba and Hutchinson 1987), and brand knowledge (brand attributes) (Zhou
2002). Although the topic is widely studied, its synthesis in terms of reviews is limited. Given
the varied processes involved in consumer learning, it is essential to understand the different

theoretical perspectives, antecedents, outcomes, contexts, and characteristics.

Hence, we answer the following research questions-

RQI1: What are the theories applied in the research on consumer learning in the past?
RQ2: In what context has consumer learning been researched in the past?

RQ3: What are the characteristics in the consumer learning literature?

RQ4: What are the methods used to study consumer learning?

Summary of Findings

We conducted a systematic literature review analyzing 111 peer-reviewed articles published
between 1997 and 2025 to synthesize key findings in consumer learning research (Vrontis and
Christofi 2021; Paul and Barari 2018). The findings indicate that consumer learning has been
predominantly examined through Bayesian and dynamic choice models, with empirical emphasis
on retail stores, online platforms, and social networks (Zseleva 2019; Huang and Liu 2017).
Internal knowledge, product attributes, and experiential interactions emerge as the most
influential drivers of consumer learning, shaping outcomes such as cognitive effort, emotional
responses, brand attitudes, and choice behavior (Bhatnagar et al. 2023; Huang 2019; Zhang and
Hauser 2015). Methodologically, experimental designs and mathematical modeling dominate the

field. (Matveenko and Starkov 2023; Wilson et al. 2021). Importantly, the synthesis reveals an
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emerging shift toward technology-mediated and algorithmic learning environments, while
highlighting a relative neglect of sustainability-oriented outcomes, consumer well-being, and

learning in emerging markets, signaling critical gaps in the current literature.

Key Contributions

This study advances the consumer learning literature by consolidating and critically synthesizing
almost three decades of research. This helped to understand how consumers acquire, update, and
apply knowledge in contemporary marketplaces. It demonstrates that existing research is
predominantly anchored in rational, Bayesian, and choice-based models, revealing a strong
cognitive orientation that prioritizes consumer beliefs and information processing (Pease 2023;
Huang 2019). By contrast, the review underlines systematic underrepresentation of emotional,
social, and contextual learning processes, particularly in technology-mediated and
algorithm-driven environments. The study further contributes by identifying how internal
knowledge, experiential interactions, and product attributes jointly shape learning outcomes such
as cognitive effort, emotions, brand attitudes, and decision behavior (Zhao, Zhao and Helsen
2011; Lakshmanan and Krishnan 2011). This study further extends the field of consumer
learning by positioning it as a mechanism linking digital interfaces, sustainability-oriented
choices, and consumer well-being. By articulating these linkages, the study reorients consumer
learning from a purely decision-theoretic construct toward a broader, ethically and socially

defined process with implications for managers and relevant policymakers.

References are available on request
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Description: This research examines the relationships among product characteristics, customer
factors, and online platforms in pre-owned luxury online (POLO) purchases, which encompass
wise, value, and sustainable consumption, and how these factors subsequently impact
repurchase intention.

ABSTRACT

This research aims to clarify the factors that influence purchasers’ perceptions of buying second
hand luxury apparel on peer-to-peer (P2P) online shopping platforms. This study identifies
critical gaps in POLO research and offers valuable insights on enhancing online sales and
interacting more effectively with Saudi consumers in the digital marketplace.

INTRODUCTION

A circular economy focuses on reducing waste and optimising resource use, contrasting sharply
with the traditional linear economy of ‘take, make, dispose’. It emphasises the need to eliminate
waste and pollution, prolong the life of products and materials, and restore natural systems
(Nikolaou & Tsagarakis, 2021). POLO refers to previously owned items from notable brand
names that have retained their luxury appeal. This allows consumers to obtain high-quality,
prestigious items at considerably reduced prices (Cai et al., 2025; Park et al., 2025; Stolz,
2022). Online secondhand clothing channels offer an efficient shopping experience, enabling
consumers to conveniently acquire high-quality garments at below-market prices (Roux, 2006).
Research shows that buying secondhand products can fulfil the desire for status and offer
opportunities to obtain luxury items and prestigious brands (Edbring et al., 2016; Turunen &
Leipamaa-Leskinen, 2015). Thrift stores have begun selling branded items at higher prices,
taking advantage of increased consumer demand (Machado et al., 2019). Studies indicate that
luxury goods and brands are linked to uniqueness, perceived value, attitude to buy second hand,
economy, and emotional worth (Kim & Gupta, 2012).

Research on the purchase of second-hand goods has been limited, emerging in the last decade
(Al-Turif & Al-Sanad, 2023; Aycock et al., 2023). The primary motivations for buying pre-
owned items include economically wise consumption (cost and satisfaction from pricing),
sustainability (detachment from the system, ethical concerns, and ecological impact), and
conspicuous consumption (the practice of buying and using goods or services to display wealth
and social status, rather than for their practical value). This study aims to 1) provide valuable
insights into both academia and industry, and clarify why Saudi consumers purchase POLO,
with a focus on three key motivations: wise spending, conspicuous consumption, and
sustainability.

2) define the influence of these factors on the desire and intent to repurchase POLO as an
indicator of wise, conspicuous, and sustainable behaviour.
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Although the topic has extensively well studied, conspicuous consumption (Kessous & Valette-
Florence, 2019; Ki et al., 2017; Turunen & Poyry, 2019) and sustainable consumption
(Cervellon et al., 2012; Chloe et al., 2024; Turunen et al., 2020) have been well examined, the
concept of wise consumption has received relatively less attention. A comprehensive analysis
of consumer attitudes and intentions has been conducted using various theories and frameworks
from social psychology. Scholars consistently recognise the importance of the Theory of
Reasoned Action (TRA; Ajzen & Fishbein, 1980) and the Theory of Planned Behaviour (TPB;
Ajzen, 1985, 1991). These models help businesses reduce waste management costs and raw
material use, offering competitive advantages consistent with sustainability trends. This paper
is organised as follows. The next section—Literature Review—provides a brief overview of
consumer motivations in the research on POLO purchases, focusing on wise, conspicuous, and
sustainable consumption. Hypotheses Development describes the research model and proposes
number hypotheses regarding this study’s analyses of consumer POLO. Empirical Study
presents the survey methodology and models for analyses and Results presents the results of
the statistical analyses. Finally, Conclusions summarises the key findings regarding POLO and
consumer preferences, and presents study contributions, recommendations, and opportunities
for future study.

HYPOTHESIS DEVELOPMENT

The effect of Product Determinants, Personal Value, and Online Platform on Wise
Consumption

Ki et al. (2024) recontextualised luxury resale consumption, emphasising that it goes beyond
mere social status displays to prudent spending and sustainable use of luxury goods. The
affordability of SHL products significantly influence customer perceptions (Stolz, 2022).
Research indicates that well-maintained pre-owned items positively impact attitudes towards
secondhand consumption. According to Turunen and Poyry (2019), customers regard pre-
owned luxury (POL) goods as a wise investment because they retain value.

HI1. Consumers who see POL products as (a) affordable, (b) well-maintained, (c) value-
retaining, and (d) well-crafted are likelier to consider POLO purchases as wise
consumption.

Consumers tend to exaggerate their stylistic tastes, revealing the consumer-driven factors that
influence lifestyle and social class (Kessous & Valette-Florence, 2019). Previous studies (e.g.,
Bearden & Etzel, 1982; Bian & Forsythe, 2012; Grubb & Grathwohl, 1967) have found that
people consume luxury brands for social-function reasons, indicating that attitudes towards
luxury brands directly and indirectly influence luxury brand purchase intention.

Lee and Delong (2022) observed that consumers’ perceptions of secondhand apparel are
influenced by its alignment with their style. The positive link between social-function
perspectives and purchase intentions examined in American and Chinese contexts suggests that
rich lives often incorporate hedonistic values and varied consumption (Bian & Forsythe, 2012;
Lin & Mattila, 2006).

H2. Consumers who associate POLO with their personal values as (a) a personal aesthetic
style, (b) a high-class lifestyle, and (c) better and casual usage, are likelier to see POLO
purchases as wise consumption.

42



2026 AMA Winter Academic Conference

A platform website could enhance customer engagement with a treasure hunt feature that
enables participants to discover rare secondhand luxury jewellery at reduced prices, a feature
that users may perceive as a responsible initiative (Park et al., 2020). Rudawska et al. (2018)
found that the pursuit of treasure significantly influences consumers’ perceptions of
secondhand luxury. Previous studies have shown that secondhand goods offer value that
transcends low prices to satisfy consumer needs (Moon et al., 2019, 2020; Sheth et al., 1991).
Regarding the costs of eco-friendly items, environmentally conscious consumers (Bianchi &
Birtwistle, 2012) tend to adopt responsible behaviour by purchasing environmentally friendly
products, often checking for organic labels confirming the use of recycled materials. Research
has examined the risks and advantages of online POL purchases; however, no association has
been found between consumption and maintenance, including both official and informal uses.

H3. Consumers who perceive POLO platforms as offering (a) authenticity verification
and (b) the excitement of treasure hunting are likelier to see POLO purchases as wise
consumption.

The effect of Product Determinants, Personal Value, and Online Platforms on Conspicuous
Consumption

Purchasing expensive products primarily to attract attention to one’s wealth and social status is
known as “luxury conspicuous consumption” (Ki et al., 2017). According to Bukhari (2022, p.
24), the consumption of luxury goods by Saudi Arabians is driven by personal disposable
income, suggesting that the affordability of these goods is vital to shoppers. Certain dedicated
informants displayed brand-conscious shopping behaviour and considered secondhand luxury
handbags as financially valuable and intelligent purchasing choices (Ki et al., 2024; Zhang &
Kim, 2012). The desire for high-profile goods with enduring value and exceptional quality and
craftsmanship motivates the purchase of POLO products (Amatulli et al., 2020; Chaudhuri et
al., 2011; Chloe ki. et al., 2024; Turunen and Leipamaa-Leskinen, 2015).

H4. Consumers who perceive (a) affordability, (b) good care, (c) value retention, and (d)
the craftsmanship of POL products are likelier to view POLO purchases as conspicuous
consumption.

Individual motivations—consumer-originated determinants—primarily drive specific and
observable aspects of POLO consumption. Previous research suggests that consumers buy POL
products to express themselves through unique styles and aesthetic preferences reminiscent of
classic luxury items (Hansen, 2010). Additionally, research shows that consumers purchase
POLO products for symbolic and economic reasons, including the desire for a better quality of
life, increased practicality, and ease of use (Amatulli et al., 2018; Turunen & Leipamaa-
Leskinen, 2015). Consumers strongly associate these traits with overall POLO consumption.

HS5. Consumers who perceive POLO as (a) a personal aesthetic style, (b) a symbol of a
high-class lifestyle, and (c) better and casual usage are likelier to view POLO purchases
as conspicuous consumption.

Zhou et al. (2018) recognised that the authenticity and transparency of vendors are vital factors
in building trust in e-commerce platforms. Treasure hunting is often viewed as an exciting
activity (Cervellon et al., 2012); discovering a unique artefact enhances the experience, such
as expanding one’s collection of luxury secondhand possessions (MclIntosh & Schmeichel,
2004; Turunen & Leipamaa-Leskinen, 2015; Zonneveld & Biggemann, 2014). This theme
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focuses on treasure hunting—the rarity of the find—and the importance of personality reflected
in secondhand items (Gierl & Huettl, 2010).

H6. Consumers who perceive POLO as (a) authenticity verification and (b) treasure
hunting pleasure are likelier to view POLO purchases as conspicuous consumption.

The effect of Product Determinants, Personal Value, and Online Platform on Sustainable
Consumption

Turunen et al. (2020) classified the sale and purchase of reusable household POL products as
sustainable consumption because of their lifespan-extending qualities. POL goods are
associated with sustainability and economy, highlighting eco-conscious motivations for
secondhand consumption (Carrigan et al., 2013; Turunen & Leipamaa-Leskinen, 2015).
Acquisition is often motivated by cost effectiveness or sustainability. Carrigan et al. (2013)
emphasise secondhand fashions as a way to become a more sustainable consumer. Earlier data
suggest that purchasing secondhand luxury accessories may represent a critique of materialism
and consumerism (Joung & Park-Poaps, 2013).

H7: Consumers who perceive POLO purchases as (a) affordable, (b) well cared for, (c)
value-retaining, and (d) reflecting the craftsmanship of POL products are likelier to view
POLO purchases as characteristic of POL items.

According to Amatulli et al. (2018), POL goods enable customers to display their sophisticated
lifestyle and unique aesthetic preferences—such as antiques from a particular historical
period—without harming the environment. Furthermore, in contrast to first-hand luxury,
secondhand luxury is a more environmentally sustainable choice; consumers are likelier to
purchase POL items frequently and casually rather than new, full-priced luxury products (Ki
et al., 2023d; Ki et al., 2021; Niinimaki & Armstrong, 2013).

HS. Consumers who evaluate their POLO purchases based on (a) personal aesthetic style,
(b) a high-class lifestyle, and (c) better and casual usage are likelier to view POLO
purchases as sustainable consumption.

According to Perez et al. (2022), Yang et al. (2022), Kumagai (2021), Ki et al. (2021), and
Niinimaki and Armstrong (2013), consumers tend to wear POL items more often and casually
than new, full-priced luxury products; POL is a more environmentally friendly alternative to
luxury items. The ability of POL retail outlets to accurately assess and verify the authenticity
of their luxury-branded goods significantly influences their profitability (Kent et al., 2018).
The value provided by luxury resale merchants is enhanced by the enjoyment of browsing and
treasure hunting, and the authenticity verification offered by POL sellers (Ferraro et al., 2016).

H9. Consumers who perceive POLO as (a) authenticity verification and (b) treasure
hunting enjoyment are likelier to see POLO purchases as sustainable consumption.

Outcomes of Attitudes Towards POLO

The value-belief-norm (VBN) theory, introduced by Stern et al. (1999) and grounded in norm
activation theory (Schwartz, 1977), is explained by Yang et al. (2022) in the context of the
sustainable fashion industry. Zahid et al. (2022) showed that individuals with a deep
understanding of environmental sustainability are consistently influenced by their purchasing
intentions when acquiring secondhand apparel. Chloe et al. (2024) investigated how
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responsible, conspicuous, and ecologically sustainable purchasing impacts online secondhand
luxury.

H10. Consumers who perceive POLO purchases as forms of (a) wise consumption, (b)
conspicuous consumption, and (c) sustainable consumption are likelier to buy POL
products from online platforms again.

EMPIRICAL STUDY
Survey and Model Development

Online surveys were conducted with Saudi buyers who had purchased POL clothes in the last
1-2 years. Besides data gathering and numerical characterisation, quantitative identification
was used to communicate results, generalisations, and unexpected relationships (Al-Turif &
Al-Sanad, 2023; Aycock et al., 2023c; Stolz, 2022). The survey was conducted using Google
Forms, tailored to the study’s specific context (Yang et al., 2024). The questions were assessed
using a seven-point Likert scale, spanning from (1) strongly disagree to (7) strongly agree (see
Table 1). The questionnaire collected information about participants’ experiences in Saudi
Arabia with POL, their views and attitudes towards POLO goods, and their intention to
repurchase. A qualifying question was provided to guarantee response relevancy and quality.
The survey garnered 807 responses from July 15, 2024 to February 23, 2025, with a total of
305 complete responses.

Affordability

Product Well cared for

originated
determinants

Value retaining

Craftmanship
OSHL as Wise consumption on P2P

sharing platforms

Personal aesthetic taste

Consumer's
personal
values
originated

OSHL as Conspicuous consumption
on P2P sharing platforms

Repurchase
intention

High-class lifestyle

OSHL on Sustainability consumption
on P2P sharing platforms

Better and causal usage

Authenticity verification
Online
platform

ofiginated .
determints Treasure hunting pleasure

Figure 1. Proposed model of consumer motivations in POLO purchases

Smart-PLS 3 was employed to build a hierarchical component model, enabling the use of both
formative and reflective measurement scales (see figure 1). PLS-SEM was selected for this
research because of its effectiveness with small sample sizes and suitability for formative
assessment and exploratory studies. Bootstrapping was used to evaluate the discriminant
validity of the hypotheses along with a descriptive analysis.
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The initial phase of data analysis involved evaluating the validity and reliability of the
measurement model using Cronbach’s alpha, composite reliability, average variance extracted
(AVE), the Fornell-Larcker criterion, and the heterotrait-monotrait (HTMT) ratio. Common
method variance was eliminated to prevent ambiguous scale items.

The final phase involved using the model to analyse the strength and significance of the
correlations among the latent variables. This aided in understanding consumers’ attitudes and
intentions regarding POLO products and the potential for future purchases in the emerging pre-
owned luxury sector.

RESULTS
Descriptive Statistics

All values for composite reliability and Cronbach’s alpha were above the 0.7 criterion
(Mackenzie et al., 2011), indicating that the model reliability was strong. It also indicates that
all AVEs exceed the threshold of 0.5, signifying that all constructs have strong convergent
validity (Henseler et al., 2009; MacKenzie et al., 2011; Schmiedel et al., 2014). Discriminant
validity is confirmed, since most values are below the critical threshold of 0.90. Finally, there
are no concerns about multicollinearity, as the variance inflation factors (VIFs) for the
constructs range from 1.09-4.43. The model met all criteria for reliability, validity, and
collinearity.

Table 1 shows that consumers’ perception of POLO as a wise consumption method is positively
correlated with affordability (B = 0.117%), personal aesthetic taste (f = 0.188*%*), high-class
lifestyle (B = 0.14*), authenticity verification (B = 0.203**), and treasure hunting pleasure (3
= 0.281**); exceptions were well cared for, value-retaining, craftsmanship, and better casual
usage. The factors influencing POLO as a form of conspicuous consumption are limited to
high-class lifestyle (B = 0.273*%*), authenticity verification (§ = 0.241**), and treasure hunting
pleasure (f = 0.23**).

The insignificant correlations include affordability, value-retaining, and craftsmanship in
POLO as a sustainable consumption model. Regarding significant relationships, it is important
to note that although the influence of well cared for (f = 0.145%), personal aesthetic taste (p =
0.147%), better casual usage (f = 0.191*), authenticity verification (§ = 0.143*), and treasure
hunting (B = 0.195%) was significantly linked to sustainable consumption, only high-class
lifestyles showed no significant effect. Ultimately, the study revealed that wise consumption (3
=0.271*%*), conspicuous consumption (p =0.164*), and sustainable consumption (p = 0.474*%*)
had a significant impact on customers' intent to repurchase POLO.

SUMMARY OF FINDINGS

This study advances the fields of the circular economy and collaborative consumption by
exploring the motivations behind POLO purchases among Saudi consumers, with a focus on
the factors that influence their sustainable choice (see Table 1). The findings suggest that
consumers perceive online secondhand luxury as a wise choice due to its affordability and
sustainability, with no associated stigma around the purchase of secondhand items. It is also a
prudent way to showcase their personal aesthetic taste and high-class lifestyle. Our findings
support previous research demonstrating that choosing POLO items instead of new ones is a
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smart and environmentally friendly option that helps reduce overconsumption (Turunen et al.,
2020). Hoeve,futhe esach can consume the

Table 1. Results of the Study

Hypothesis | Hypothesized Relationship | Estimate [Accepted/ Rejected
Wise consumption
H1 (a) AFF -> WC 0.117*  |Accepted
H1 (b) WCF -> WC 0.014 Rejected
H1 (c) VR ->WC 0.046 Rejected
H1 (d) CM ->WC 0.011 Rejected
H2 (a) PAT -> WC 0.188**  [Accepted
H2 (b) HL -> WC 0.14* Accepted
H2 (c) BCU ->WC 0.016 Rejected
H3 (a) AV -> WC 0.203**  |Accepted
H3 (b) THP -> WC 0.281**  |Accepted
Consumer consumption
H4 (a) AFF -> CC -0.118 Rejected
H4 (b) WCF -> CC 0.012 Rejected
H4 (c) VR ->CC -0.032 Rejected
H4 (d) CM->CC 0.025 Rejected
H5 (a) PAT -> CC 0.022 Rejected
H5 (b) HL -> CC 0.273**  |Accepted
H5 (c) BCU ->CC 0.178 Rejected
H6 (a) AV -> CC 0.241**  |Accepted
H6 (b) THP -> CC 0.23** Accepted

Sustainability Consumption

H7 (a) AFF -> SC 0.012 Rejected
H7 (b) WCF -> SC 0.145*  |Accepted
H7 (c) VR -> SC 0.091 Rejected
H7 (d) CM->SC -0.047 Rejected
H8 (a) PAT -> SC 0.147*  |Accepted
H8 (b) HL -> SC 0.078 Rejected
H8 (c) BCU -> SC 0.191*  [Accepted
H9 (a) AV -> SC 0.143*  |Accepted
H9 (b) THP -> SC 0.195*  |Accepted
Repurchase intention
H10 (a) WC ->RI 0.271**  |Accepted
H10 (b) CC->RI 0.164*  [Accepted
H10© SC >Rl 0.474**  |Accepted
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This study also emphasises the importance of platform qualities in shaping consumers’
perception of POLO as a sensible investment. Consumers assess platforms by verifying the
authenticity of retailers and platforms, and by providing an optimal environment for treasure
hunting, which are key factors influencing their purchasing choices. These findings indicate
that consumers carefully evaluate sales channels for online second-hand luxury items before
making a decision.

The determinants related to personal factors and channels showed significant positive effects,
as did the influence of POLO as a form of conspicuous consumption on repurchase intention.
This research found that consumers’ desire for a high-class lifestyle, as well as their preferences
for POLO, influence their perception of POLO as a symbol of conspicuous consumption.

The factors influencing how people perceive online secondhand luxury as a sustainable form
of consumption show a minimal connection with value retention and proper causal use. The
more affordable Saudi customers find online secondhand luxury items, the less they consider
them sustainable spending. This research suggests that customers who associate POLO
purchases with sustainability prioritise quality and preservation over cost. Furthermore,
subjective norms may be examined in future study to assess their impact on consumption
behaviours and preferences.

The data show that online secondhand luxury goods, characterised by wise, conspicuous, and
sustainable purchasing, significantly and positively influence customers’ likelihood of
repurchasing POLO items. This suggests that practitioners should adopt various measures to
build confidence in secondhand luxury products, ensuring that customers view their choices as
informed and prudent.

Finally, companies must evaluate how macroeconomic factors influence the demand for their
products, as the global environmental movement has gained momentum due to the trade tariff
war. Tariffs are likely to substantially affect the spending of businesses, consumers, and
governments and alter trade patterns. Therefore, companies must analyse how macroeconomic
conditions impact the demand for their goods (Levy & Singhal, 2025).

Key Contributions

This study investigates the factors influencing buyers' attitudes towards pre-owned luxury
items on peer-to-peer online purchasing platforms. Key influences include a desire to evade
the traditional consumer system, economic motivations, and perceived sustainability.
Sustainability, economic considerations, and detachment from the consumer paradigm
positively influence second-hand purchases. Our research fills significant gaps in the literature
on pre-owned luxury online and offers crucial insights for marketers aiming to enhance online
sales and digital engagement with Saudi consumers. Consequently, this has a substantial effect
on the purchase of used apparel.
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Description: The study presents a matrix integrating consumer resilience and shopping addiction
to classify consumers as mindful, malleable, struggling adapters, and compulsive shoppers,

capturing the fluidity of consumption styles.

EXTENDED ABSTRACT

Research Question

The study is guided by a central research question: How does the interaction between consumer
resilience and shopping addiction shape consumption styles? It further explains dynamic
transitions in consumer behaviour within the retail context. Building on perspectives from the
theory of planned behaviour, cognitive dissonance theory, and self-concept clarity, the study
explores the interaction between these two psychological constructs. It is important to explore as

psychology has long emphasised that addiction and resilience are intertwined, with resilience
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depending on the mindset, and shopping addiction, in particular, has been recognized as a
behavioural disorder that undermines well-being through uncontrollable urges and excessive

consumption, especially in online and retail contexts.

Summary of Findings

The study adopts a typological approach, developing a two-by-two matrix by integrating two
psychological constructs, consumer resilience and shopping addiction level. It classifies
consumers into mindful, malleable, struggling adapters, and compulsive shoppers. To achieve the
desired state of mindful consumption, consumer self-concept clarity is crucial, and firms should

facilitate the process.

Consumer types are dynamic and fluid in reactions influenced by situations, motivation, and self-
regulation. Consumer resilience and shopping addiction levels both play an important role in
shaping the mindset. The study serves as a reminder that approaching consumers with good
intentions will help retailers in the long run. It will further help retailers understand the reasons for
the changing nature of consumption; by utilising ethical practices, retailers can leverage this to
their advantage. Additionally, these behaviours can vary depending on the level of consumer
awareness. Furthermore, research questions are proposed to guide academicians and other
stakeholders in promoting ethical strategies, fostering mindful consumption, and supporting

consumer well-being in a sustainable marketplace.

Key Contributions

The study offers one of the first integrated, novel two-dimensional matrix of consumer resilience

and shopping addiction in a retail setting. The matrix goes beyond simplistic categorization.
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Importantly, it captures the fluidity of consumption styles, suggesting how consumers may

transition across quadrants over time, with mindful consumption positioned as the desired state.

The matrix provides a conceptual lens that connects resilience as an adaptive capacity and
addiction as a maladaptive tendency, showing how they jointly shape consumer vulnerability,
adaptability, and overall behaviour. Furthermore, the framework underscores the strategic and
ethical significance of these constructs. Understanding how shifts occur can help to make informed
decisions on marketing plans, product development, brand positioning, and store/e-commerce
design. Awareness of resilience and addiction factors provides firms with a competitive advantage

in building sustainable strategies while reducing the risk of consumer exploitation.

References are available upon request.

52



2026 AMA Winter Academic Conference

Credibility, Trends, and Strains: Generational Perceptions of Sustainable Consumption

Author Names: Prof. Ericka Uribe, Dr. Citlali Calderon.
University Affiliation: Tecnologico de Monterrey.

Contact Information: For further information, please contact Prof. Ericka Uribe at

ericka.uribel@jicloud.com.

Keywords: Sustainable Consumption, Generational Cohorts, Brand Credibility, Attitude—Behavior
Gap.

Description: This qualitative research study explores how different generations perceive
sustainable consumption and how these perceptions influence brand credibility and purchase

intentions.

EXTENDED ABSTRACT
Research Question

The concept of generational cohorts has gained substantial traction in the fields of marketing and
consumer behavior. Generational cohorts refer to groups of individuals who share similar experiences
and characteristics, often due to being born during the same period (Mannheim, 2013) These
cohorts—such as Generation X, Millennials, and Generation Z— demonstrate distinct consumer
behaviors, shaped by socioeconomic, technological, and cultural factors prevalent during their
formative years (Schiffman, L. G., & Wisenblit, 2019)

The review of existing literature reveals differences in attitudes, behaviors, and motivations
toward sustainable fashion across these cohorts, leading to the formulation of a critical research
question: "How does the perception of sustainable products differ across generational cohorts, and
what implications do these differences have on brand credibility and purchase intention from
consumers’ perspective?”

In today’s competitive marketplace, brand credibility has become a key factor in consumer

decision-making. Defined as the believability of the information conveyed by a brand, brand
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credibility encompasses elements of trustworthiness and competence (Erdem & Swait, 2004).
Sustainability has become a significant concern for consumers and businesses, as environmental and
social issues have gained prominence on the global stage (Guzman & Davis, 2017). Sustainability
Initiatives can significantly enhance a brand's credibility by aligning the brand with consumer values
and expectations. Research indicates that consumers are more likely to trust and support brands
perceived as genuinely committed to sustainable practices (Becker-Olsen et al., 2006).

This paper examines the relationship between brand credibility and sustainability, arguing that
brands perceived as credible are better positioned to capitalise on sustainability as a competitive

advantage.

Method and Data

This study employs a qualitative research design combining focus groups and a projective free
word association technique to examine generational differences in sustainable consumption. Focus
groups are a well-established method in social and behavioral research for exploring shared meanings,
attitudes, and contrasts in consumption practices (Hayward et al., 2004; Turner et al., 2021). They are
particularly effective for studying mundane and sustainable consumption, as they allow socially
embedded norms to emerge and be challenged (Browne, 2016; Weckroth & Narvénen, 2024).

To capture latent meanings and implicit associations, the study integrates free word association
as a projective technique. Originating in clinical psychology (Barone et al., 2020), projective methods
enable participants to express underlying attitudes, beliefs, and self-concepts through unstructured
stimuli (Donoghue, 2000). Word association has evolved as a robust tool for uncovering consumer
interpretations of complex concepts such as sustainability (Soley & Smith, 2008; Scaraboto, 2022)
and is especially suitable for engaging younger cohorts, including Generation Z and Millennials

(Relja et al., 2024).
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Sustainable fashion was selected as the focal stimulus due to the fashion industry’s environmental
and social impacts (Fletcher, 2007; Bostrom & Micheletti, 2016). After an initial discussion,
participants viewed a short video illustrating environmental, social, and economic harms, followed
by guided discussion. Participants from Generations X, Y, and Z were recruited through a two-stage
screening process, resulting in a final sample of 95 participants (Gen X = 30; Gen Y = 32; Gen Z =
33).

Summary of Findings

The focus group analysis reveals clear generational differences in how sustainability is perceived,
evaluated, and enacted, despite a shared acknowledgment of its importance. Generation X
participants associated sustainability with practicality, ethical responsibility, and product durability,
emphasizing transparency and resource efficiency. This cohort expressed strong skepticism toward
greenwashing and viewed brand credibility as a prerequisite for purchase intention, particularly
distrusting large brands’ sustainability claims (Baek et al., 2010b; Beard, 2008; Delmas & Burbano,
2011).

Generation Y exhibited a dual orientation: strong sustainability values coupled with pragmatic
concerns regarding price, availability, and information clarity. While open to sustainable
consumption, this cohort reported confusion around labels and limited trust in brand claims, resulting
in a behavioral gap between attitudes and purchase decisions (Lundblad & Davies, 2016; McNeill &
Moore, 2015). Brand credibility was conditional on perceived authenticity and accessibility (Erdem
& Swait, 2004).

Generation Z showed the strongest alignment between sustainability and personal identity,
frequently invoking social justice, environmental ethics, and collective responsibility. Participants
emphasized circular economy practices and demanded transparency and activism from brands
(Gazzola et al., 2020; Park & Lin, 2020). However, skepticism persisted due to limited visibility of

impact and higher prices, reinforcing the need for tangible, traceable sustainability outcomes. Overall,
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findings highlight sustainability as a value-laden yet generationally differentiated construct, with

brand credibility and perceived impact central to sustainable consumption across cohorts.
Key Contributions

Through this study, it was possible to identify that consumers with knowledge of sustainable
consumption, sustainable products, and corporate social responsibilities are aware not only of
greenwashing but also woke washing (Walter et al., 2024). This research contributes to the fields of
generational marketing and sustainability branding, providing guidance for researchers and
practitioners on tailoring strategies to different age groups.

This study extends the understanding of generational cohort effects on sustainable consumption
by introducing qualitative nuance through focus groups. It synthesizes behavioral motivations, value
orientations, and brand perception frameworks, integrating them into the context of sustainable
fashion (Gwozdz et al., 2017; Henninger et al., 2016; Lai et al., 2017).

The findings underline Social Sustainability as the strongest dimension of sustainability for
consumers to become a driver of brand credibility and purchase intention. In addition, evidence the
need for differentiated marketing strategies. For Generation Z, brands should prioritize value-driven
storytelling, community engagement, and transparent activism. For Generation Y, simplifying
product information and improving access to sustainable goods can bridge the attitude-behavior gap.
For Generation X, emphasizing ethical certification is crucial to building brand trust (Beard, 2008;

Johnstone & Tan, 2015).
References

References are available upon request.
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Description: We develop and validate a cross-cultural brand personality scale for the U.S. and
Japan and show that it improves predictive performance for global brand management

applications.

EXTENDED ABSTRACT

Research Question

Brand personality scales have become influential tools for expressing brand meaning and
analyzing consumer-brand relationships, particularly in the U.S. market where the most widely
used instruments were originally developed. However, attempts to apply these scales
internationally have yielded mixed results, as factor structures often shift across countries and

cultural contexts. Despite the global scope of contemporary brand management, there is
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currently no validated brand personality scale that generalizes across major markets. This raises
a fundamental question for both researchers and managers: Can brand personality be measured
in a way that is psychometrically valid, culturally equivalent, and managerially interpretable
across countries? To address this issue, the present research develops and tests a cross-cultural
brand personality scale across the United States and Japan, two large markets with distinct
cultural-psychological profiles and brand symbolism systems. We further examine whether
incorporating negative trait dimensions expands conceptual coverage and improves prediction
of brand evaluation outcomes. Together, these inquiries target the foundational measurement
requirements needed to support global brand management and comparative brand tracking in

multicultural markets.

Method And Data

The research comprises a multi-study scale development program conducted with U.S. and
Japanese consumer samples. Prior work (Oue et al, in press) established an initial pool of 44
brand personality items, of which 15 represented negative traits, each corresponding to an item
in Aaker’s (1997) original pool as either its opposite meaning or as the same meaning with
negative valence. Study 1 (U.S. and Japan, n = 600 per country) conducted exploratory factor
analyses (EFA) in parallel to identify latent structure and eliminate items that cross-loaded or
produced divergent factor solutions between countries. Study 2 (U.S. and Japan, n = 600 per
country) conducted confirmatory factor analyses (CFA) to examine cross-country measurement
equivalence. Results establish configural invariance, indicating that respondents in both markets
organize the items into comparable latent dimensions. Study 3 (U.S. and Japan, n = 1,200)
tested predictive validity by modeling the effects of the derived dimensions on brand appeal and

purchase intent, with each respondent evaluating a single brand between-subjects. Across
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studies, composite reliability, discriminant validity, and structural relationships were assessed
using EFA, CFA, and SEM. The resulting scale satisfies key psychometric requirements for

application in cross-cultural brand management contexts.

Summary of Findings

The studies yield three main findings. First, a coherent cross-cultural factor structure emerges
for both the United States and Japan, demonstrating that brand personality can be represented
by latent dimensions that are conceptually and psychometrically comparable across markets.
The positive dimensions align with prior scale development work and capture the spaces of
sincerity, excitement, competence, and delicacy. Second, the scale exhibits satisfactory internal
consistency and discriminant validity, and the CFA results support configural invariance,
indicating that consumers in both countries interpret and organize the items similarly. Third, the
dimensions show robust predictive validity. Structural models estimated for 75 U.S. and 75
Japanese brands indicate that positive dimensions are associated with higher brand appeal and
purchase intention, whereas the negative dimension Bad in Some Way (BSW) is associated with
lower evaluations. Importantly, the magnitude of BSW’s negative effects exceeds those of any
positive dimensions. For the 20 multinational brands included in both markets, analyses of
mean factor scores show that these relationships are substantively consistent across countries.
Collectively, the findings demonstrate that the proposed scale provides cross-culturally

interpretable profiles and improves prediction for global brand management applications.

Statement of Key Contributions

This research contributes to cross-cultural brand measurement by developing and validating a

brand personality scale that performs reliably in both the United States and Japan. The scale is
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the outcome of a multi-stage process involving item generation, parallel exploratory factor
analyses, confirmatory factor analyses, and cross-country equivalence testing. The resulting
structure retains the major positive trait spaces found in prior scale development work and
introduces a structured negative dimension that expands conceptual coverage. Importantly, the
instrument satisfies internal consistency and discriminant validity requirements and achieves
configural invariance across countries, establishing that consumers in both markets organize the
items into comparable latent dimensions. Beyond the psychometric evidence, the scale
demonstrates practical utility for modeling downstream brand outcomes. Structural models
estimated for 75 U.S. and 75 Japanese brands show that brand personality dimensions account
for systematic variation in brand appeal and purchase intention, with the negative dimension
Bad in Some Way (BSW) exerting the largest effects in magnitude. For the 20 multinational
brands observed in both countries, these predictive relationships are substantively consistent.
Together, the research provides a validated measurement tool for cross-cultural brand
personality assessment and a methodological foundation for comparative brand tracking and

global brand management applications.

References are available upon request.
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EXTENDED ABSTRACT
Research Question
Customer segmentation in marketing has traditionally relied on demographic, geographic, and
behavioral variables, which often fail to capture deeper psychological drivers of consumer
behavior. Psychographic segmentation, particularly personality-based approaches, offers richer
explanatory power but has historically depended on psychometric surveys that are costly, static,
and difficult to scale. At the same time, the growth of unstructured consumer-generated content
on digital platforms presents new opportunities for data-driven psychological inference.
This study investigates the following research question: How can natural language processing
techniques be used to segment customers according to the Big Five personality traits model based

on naturally occurring language data? The paper focuses on whether linguistic and emotional
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cues embedded in social media comments can be analyzed to infer openness, conscientiousness,
extraversion, agreeableness, and neuroticism. By incorporating both English and Moroccan
Dialect (Darija), the study also examines the applicability of Al-driven psychographic
segmentation in multilingual and underrepresented linguistic contexts.

Method and Data

The study follows the CRISP-DM framework to structure the analytical process from problem
understanding to interpretation. A qualitative dataset of 1000 publicly available social media
comments related to products and services was collected. The dataset includes comments written
in both English and Moroccan Dialect (Darija), reflecting real-world multilingual consumer
expression.

Text preprocessing involved cleaning raw data by removing noise such as emojis and irrelevant
symbols, normalizing spelling variations, tokenizing text, and removing stop words. Special
attention was given to preprocessing Darija due to the lack of standardized orthography.
Sentiment analysis was applied to extract emotional cues from the text, which supported
personality interpretation. The proposed analytical approach involves the use of unsupervised k-
means clustering to group consumer comments based on linguistic and emotional features. The
resulting clusters are intended to be interpreted in relation to the Big Five personality traits,
providing a foundation for personality-based psychographic segmentation.

Summary of Findings

The analysis produced distinct clusters that align with the conceptual characteristics of the Big
Five personality traits. Language associated with openness emphasized creativity, imagination,
and innovation. Conscientiousness-related clusters reflected structured and reliability-oriented

expressions. Extraversion was associated with socially oriented and enthusiastic language, while
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agreeableness was characterized by themes of harmony, care, and prosocial values. Neuroticism-
related language reflected concern, dissatisfaction, and emotional sensitivity.

Sentiment analysis complemented the clustering results by providing emotional context that
supported personality interpretation. The findings indicate that personality-related linguistic cues
can be identified in unstructured social media text and used to form meaningful psychographic
segments. The inclusion of both English and Darija demonstrates that such cues are not limited to
a single language and can be observed in underrepresented dialects, supporting the feasibility of
Al-driven personality-based segmentation in diverse contexts.

Key Contributions

This study contributes to marketing research by demonstrating how personality-based
psychographic segmentation can be operationalized using Al and natural language processing.
Theoretically, it bridges personality psychology and computational marketing by showing that
the Big Five traits can be inferred from naturally occurring language rather than traditional
surveys. Methodologically, the paper presents an NLP pipeline structured within the CRISP-DM
framework, proposing bilingual preprocessing and unsupervised clustering as key components of
the analytical approach..

From a managerial perspective, the study highlights how personality-driven segments can inform
message personalization and communication strategy. By linking personality traits to distinct
linguistic patterns, the research provides a foundation for tailoring marketing content to
psychological preferences. While exploratory and limited by dataset size, the study establishes a
structured basis for future research to scale and refine Al-enabled psychographic segmentation.

References are available upon request.
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Description: This study quantitatively establishes destination dupes offering the case study of

two United States National Seashores: Cape Cod, Massachusetts and Gulf Cost, Florida.
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ABSTRACT
Study results indicate that consumer debt was negatively related to visits at a legacy tourism
destination (Cape Cod, Massachusetts, United States), but positively related to visits at a lower-
priced destination dupe (i.e., duplicate): Gulf Coast, Florida, United States. Favorable weather
promoted beach visits at both destinations.
INTRODUCTION

Substitute travel is a well-developed topic in the tourism literature. For example, Han,
Hyoung ad Oh (2015, p. 370) reported that “tourists are often willing to substitute an original site
with another choice when the original site becomes unavailable or they are not satisfied with
their experience.” Specific to coastal tourism, two of the most salient predictors of substitute
destination decisions are (i) activity motivations (e.g., beach recreation) and (ii) site-specific
attributes (e.g., white sand beaches) (Ha, Hyong, Noh and Oh, 2015).

Currently, there is a rapidly evolving travel and tourism trend in popular press and on
social media called “destination dupes,” or destination duplicates. The term “dupe” comes from
the fashion industry, with a leading fashion magazine defining dupes as “cheap alternatives to
premium or luxury products” (Schulz, 2025). Similarly, the defining characteristic of a
destination dupe is lower cost compared to a premium-priced, luxurious destination. The term
destination dupe first appeared in an Expedia (2023) travel report. On the TikTok social media
site, #traveldupe has garnered over 1.3 billion views (Bondarenko, 2023). Despite the
burgeoning popularity, inquiries into destination dupes as travel substitutes have not previously
been a topic of academic inquiry.

Addressing the knowledge gap, we consider beach visits to a legacy destination and a

substitute, destination dupe in the United States: (i) Cape Cod National Seashore at Herring Cove
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Beach, Massachusetts (coordinates: 42.044178, -70.2174675) and (ii) Gulf Coast National
Seashores at Perdido Key Beach, Florida (coordinates: 30.2952494, -87.4577057). The two
locations both feature coastal recreation (i.e., motivating activities), white sand beaches, and
marine-based hospitality (i.e., site-specific features). Cape Cod has a long history as a legacy
luxury beach destination dating back to the 1950s (Alexander, 1953). Gulf Coast exhibits the key
characteristic of a destination dupe: lower vacation costs (Kolberg, 2025).

We apply financial strain theory, which asserts decision-making is altered with rising
financial obligations (French and Vigne, 2019). As financial stress increases, individuals
emphasize affordability to avoid any additional financial burdens (Shafir, 2013). Based on theory
and research-based evidence, we hypothesize:

Hypothesis 1: During high consumer debt, legacy destinations will observe decreased

visitation.

Hypothesis 2: During high consumer debt, destination dupes will observe increased beach

visits.

Weather is also a factor for substitute destination decisions—including destination
dupes—as it is an important site-specific characteristic that is desirable to beach recreationalists
(Han et al., 2015; Lele, 2024; Ma and Craig, 2024; Rutty et al., 2020; Scott, Matthews, Borrowes
and Eyazaguirre, 2019). Our focal weather variable is Holiday Climate Index-Beach (HCI-
Beach) (Scott et al., 2019). A literature review about coastal tourism and climate change
indicated that the relationship between weather, climate, and beach visitation is complex, thus an
index approach is desirable to singular weather variables (Arabadzhyan et al., 2019). The HCI-
Beach was crafted and validated for beach tourism, capturing the three facets of weather known

to influence beach-goers: thermal comfort, aesthetic, and physical (Martin, 2005; Ma and Craig,
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2024; Rutty et al., 2020; Scott et al., 2019). It is widely understood that beach visitation increases
with favorability of index values, and vice versa (e.g., Ma and Craig, 2024; Rutty et al., 2020).
What is not understood is the relative impact of consumer debt and weather on beach visits at
legacy destinations and destination dupes.

Research Question 1: What is the relative impact of consumer debt and weather on beach

visits?
METHODS

The dependent variables are monthly beach visits at Herring Cove Beach (Cape Cod,
Massachusetts) and Perdido Key Beach (Gulf Coast, Florida) reported by the National Park
Service (2025). Continuous monthly data was available for both locations from 2002, thus data
was obtained January 2002-December 2024. The two beaches were chosen because (i) traffic is
to dead-end beach access, and (ii) the beaches are the highest traffic beach locations with
complete timeseries. This observational method more accurately captures recreational motives
(Seither and Craig, 2025).

The two independent variables are consumer debt and weather. Consumer debt (i.e.,
credit card, mortgage, personal debt) was obtained from the Federal Reserve System (2025).
Debt was only available monthly, and the data timeseries corresponds with the dependent
variable (2002-2024). Debt-levels were determined by splitting values into the four percentile
bands: low (0-25"), medium-low (26-50™), 51-75" (medium-high) and high (76-100').

The daily atmospheric (1990-2024) data used to calculate beach weather (i.e., HCI-
Beach) were obtained from NASA (2025): sunshine hours (A), precipitation (P, mm/day), wind
speed (W, mean daily km/h), and thermal comfort (TC) (°C) based on Masterson and

Richardson’s (1979) the Humidex formula (Scott et al., 2019). Data was aggregated to monthly
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for analysis. The HCI-Beach data range was long-enough (35-years) to detect if climate change
occurred. The index’s equation is represented as: 2(7C) + 4(4) + 3(P) + W. Each sub-index
score is scaled from 0-10, with aggregate ranges from 0—100 falling into the categories
including: dangerous (0-10), unacceptable (10-39), marginal-acceptable (40-59), good-very good
(60-79), and excellent-ideal (80-100).

One-way ANOVAs were run for Cape Cod and Gulf Coast with debt-level and weather
as independent, fixed factors (Table 1). Bonferroni’s post-hoc tests were run for each fixed factor
to illuminate where differences emerged between categories (not shown).

Table 1. Univariate ANOVA analysis for Cape Cod and Gulf Coast.

Cape Cod df F p np?
Corrected Model 15 102.22 .000 .80
Intercept 1] 4392.17 .000 92
Debt-level 3 38.34 .000 23
HCI 3 418.80 .000 17
Debt-level * HCI 9 9.64 .000 .19
Error 380

Total 396

Corrected Total 395

R? .803

Gulf Coast df F p np?
Corrected Model 11 8.95 .000 .20
Intercept 1 618.02 .000 .62
Debt-level 3 5.36 .001 .04
HCI 2 30.71 .000 .14
Debt-level * HCI 6 0.70 .648 .01
Error 384

Total 396

Corrected Total 395

R? 204

Lastly, paired-sample t-tests were run for the most historic 10-years of available HCI data
(1990-1999) and compared to the most recent 10-years (2015-2024) to determine if climate

changed at each location (not shown).
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RESULTS

Hypothesis 1 was supported. Debt-level was significant for beach visits at Cape Cod
(F=38.34, df=3, p=.000) (see Table 1). Bonferroni’s post-hoc test indicates a significantly lower
number of beach visits occurred under high debt compared to the other three debt-levels.
Hypothesis 2 was supported. Debt-level was also significant for beach visits at Gulf Coast
(F=5.35, df=3, p=.001). Bonferroni’s post-hoc test indicates a significantly higher number of
beach visits occurred under high debt compared to medium-high debt.

Though not hypothesized, we also observed visits decrease (p=.000) from low to
medium-low debt, and medium-low to medium-high debt (see Figure 1). That is, visits declined
at Gulf Coast as consumer debt rose, until high consumer-debt levels at which point visitation
significantly increased by approximately 5,000 monthly visits at Gulf Coast. The corresponding
decrease at Cape Cod was of comparable trajectory. Beach visits corresponding with the four
bands of consumer debt is provided in Figure 1.

Figure 1. Beach visits sorted by consumer debt-levels (2002-2024).
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Results from paired-sample t-tests demonstrate significant change in HCI-Beach for Cape

Cod (=4.81, p=.000, df=119), but not Gulf Coast (+=.52, p=.680, df=119). To add more
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granularity, we ran paired-sample t-tests sorted by seasons. Two significant differences emerged:
fall at Cape Cod (+=3.60, p=.000, df=29, mean 4=4.69) and summer at Gulf Coast (=-3.62,
p=.000, df=29, mean A4=-3.35).

Research Question I asked about the relative strength of consumer debt and weather.
HCI-Beach was a more salient predictor than debt-levels for Cape Cod (F=418.80, df=3, p=.000,
np*=.77) and Gulf Coast (F=30.71, df=2, p=.000, np*=.19). As evidenced by the F-statistic and
effect size (yp?), the magnitude of weather influence is greater at Cape Cod. At both locations,
Bonferroni’s post-hoc test indicates a difference between all categories of the index (p=.000),
where visits increased as favorability improved. We also observed an interaction effect between
weather and consumer-debt for Cape Cod (F=9.64, df=9, p=.000); high debt and unfavorable
weather were inversely related to beach visits (Table 1).

DISCUSSION

This is a small-scale study about an emerging trend in travel and tourism: destinations
dupes, a type of substitute destination where cost is the defining consideration. Financial strain
theory (French and Vigne, 2019) is the basis for our two hypotheses. Hypothesis 1 was
supported, where visits to the traditionally more expensive legacy destination (Cape Cod)
declined with high consumer debt. Results also suggest that debt may not linearly suppress
travel, rather redirect it once affordability thresholds are breached (see Figure 1). As a
compliment, Hypothesis 2 was also supported where travel to a substitute, destination dupe (Gulf
Coast) increased with high consumer debt.

The rapid rise of consumers seeking destination dupes reflects shifting tourist priorities
driven by economics and climatic conditions (Lele, 2024). Findings to Research Question 1

demonstrate that consumer debt and weather conditions—captured via the HCI-Beach—
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significantly influenced visitation patterns irrespective location. Notably, weather demonstrates a
stronger influence than debt at both, accentuating the imperative to integrate weather into
tourism economic models.

The weather profile for Gulf Coast is superior to that of Cape Cod, though Cape Cod’s
HCI-Beach conditions are improving across all seasons (not shown). The one observation of
worsening HCI-Beach was summer at Gulf Coast. Yet, it had no unacceptable or dangerous HCI-
Beach months, so it stands to reason the effect size of weather was smaller compared to Cape
Cod (yp?=.14 v. np? =.77). The greatest improvement in HCI-Beach was 9% in the fall at Cape
Cod comparing 1990-1999 (mean HCI-Beach=50.21) to 2015-2024 (mean HCI-Beach=54.90).
Research Directions

The dupe characteristics observed during financial strain—a decline in beach visits to the
luxurious Cape Cod, and an increase in visits to the low-cost Gulf Coast—provide preliminary
support for the exploration of destination dupes in the academic literature. Study findings also
provide the basis for larger-scale studies to investigate: (i) other coastal destinations that could be
considered dupes, (ii) destination dupes for other sub-sectors of tourism, and (iii) causal linkages
between specific substitutes and legacy destinations. Two methodological possibilities for these
inquiries are large-scale surveys and intercept studies, neither of which the research team has the
resources to accomplish, unfortunately (a limitation).

Implications

Cape Cod’s reliance on premium-priced, discretionary travel makes it vulnerable during
economic downturn and personal financial strain. Strategic pricing, such as early-booking
discounts and bundled offers, can help sustain demand (Picazo and Moreno-Gil, 2018; Peng et

al., 2014; Senbeto and Hon, 2020). To mitigate revenue losses from poor weather in non-beach
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months, investing in cultural events and indoor attractions can provide alternative tourism
opportunities and stabilize visitor numbers (Dalir, 2024). The finding that HCI-Beach is (i) more
favorable in the summer than Gulf Coast, and (ii) Cape Cod’s beach weather is improving year-
round is consequential. Destination managers can message these findings to existing and
prospective consumer-bases to help preserve and attract beach visitation, respectively.

Gulf Coast’s affordability attracts budget-conscious travelers, especially during financial
strain (Peng et al., 2014; Senbeto and Hon, 2020). Unlike Cape Cod, its low temperature
variability supports year-round tourism, making sustained marketing efforts essential for visitor
retention beyond peak months (Dalir, 2024). During high financial strain, Gulf Coast observed
an influx of beach visitors. Yet, HCI-Beach conditions are deteriorated with rising temperatures
in the summer (not shown). This is a concern for destination managers because extreme heat has
an inverse effect on coastal tourism and beach visitation (Arabadzhyan et al., 2019; Craig, 2025).
Lastly, results suggest Gulf Coast destination managers should have a contingency plan for if /
when financial strain from consumer debt lowers. Historically, lower levels of consumer debt
corresponded with lower visitation at Gulf Coast (Figure 1).

Limitations

The novel study is not without limitation. First, we were unable to causally link the
legacy destination (Cape Cod) to the substitute destination (Gulf Coast). Second, we were unable
to match debt-level, traveler behaviors, and other socio-demographics because we used macro-
level observational methods. Of note, Fitchett (2025) found that tourists do not accurately
perceive temperature when making tourism and travel decisions when asked. Thus, for

temperature-related inquiries, observational methods like ours are preferred. Lastly, only
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monthly data is reported by the Federal Reserve System (2025) and National Park Service

(2025), requiring aggregation of the HCI-Beach to monthly for analysis.
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Description: The goal of this investigation is to 1) conceptualize and develop a scale for treasure
hunting, 2) test that scale via exploratory and confirmatory analyses, and 3) validate the scale
within a nomological network of likely antecedents and consequences.

EXTENDED ABSTRACT

Research Question

Whether looking for a good deal, seeking that one special item, or simply shopping for
entertainment, consumers love the hunt for treasure (Belk et al., 1988; Machado et al., 2019;
McCree, 1984; Strahle & Klatt, 2017). Some retailers have picked up on this consumer trend and
adjusted their layouts to facilitate consumers' treasure hunting desires, or even incorporated it
into their entire business models (e.g., off-price retailers such as the TIX Companies, 2025).
However, research on treasure hunting remains underdeveloped in marketing and existing
treasure hunting definitions are often contextually restrictive (Machado et al., 2019; Strahle &
Klatt, 2017). To address this deficiency, we pose the following question: Is it possible to
conceptualize and measure a consumer’s propensity to engage in treasure-hunting-like
behaviors? To address this question, we developed and validated a scale for treasure hunting.

Method and Data

We conducted two studies. Study 1 (N = 381) was designed to conceptualize and develop the
treasure hunting scale. This was done by following the established scale development and
validation recommendations offered by Churchill (1979) and Gerbing & Anderson (1988).
Additionally, previous scale development studies were followed as a baseline for this research
(Han et al., 2024; Mirbagheri & Najimi, 2019). Study 2 (N = 319) was designed to assess the
nomological validity of the proposed treasure hunting scale and to also ensure that the scale
differs from other common shopping goals (e.g., impulse buying, searching, and browsing;
Novak et al., 2003; Rook & Fisher, 1995; Schlosser, 2003). We rely on optimum stimulation
level (OSL) to make predictions about what likely drives treasure hunting (Steenkamp &
Baumgartner, 1992; Avornyo et al., 2019; Hebb, 1955; Leuba, 1955; Mohan et al., 2012; Moller
& Herm, 2013; Orth & Bourrain, 2005; Zheng et al., 2023). Likely antecedents (i.e., sensitivity
to the retail environment, the curiosity dimensions of thrill seeking and joyous exploration
dimensions, and price sensitivity) and consequences (i.e., pleasure, arousal, and dominance, as
well as propensity to treasure hunt and preference for retailers with variable inventory) were
examined to test this nomological network.
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Summary of Findings

The results of Study 1 led to the development of a Treasure Hunting scale with numerous items
and dimensions. Each item loaded on its hypothesized subdimension and was significant (all p’s
<0.001), with acceptable AVE, CR, and a levels (Fornell & Larcker, 1981; Hair et al., 2010).
For Study 2, after further testing the scale's validity, SmartPLS was used to assess its
nomological validity. We hypothesized that sensitivity to the retail environment (H;), sensation
seeking (H2), curiosity (Hzan), and price sensitivity (H4) were antecedents to the proposed
treasure hunting scale (R? = 0.347). The paths for all variables except for sensation seeking (p =
0.597) were significant and positive (p < 0.001), providing support for Hi, H3an, and Ha. Further,
the model hypothesized that pleasure, arousal, and dominance (Hsa-c), treasure hunting
frequency, liking, and patronage (Hsa-c), and preference for retailers with variable inventory (H7)
all acted as consequences of treasure hunting. The results of the analysis support Hs.7, as all
proposed consequences were significant and positive (p < 0.001). The results found support for
all proposed antecedents and consequences except for sensation seeking (H).

Statement of Key Contributions

This research offers a deeper academic understanding of treasure hunting than has been
previously advanced. Specifically, we expand on the concept of treasure hunting, what it is, and
how it influences consumer behavior in unique and novel ways. Additionally, we connected
treasure to existing theory by demonstrating how the consumer’s desire to reach an optimal
stimulation level (OSL) influences treasure hunting. Finally, we developed and validated a scale
to measure treasure hunting. From a practical standpoint, this research enables retailers to
identify shoppers who excel in treasure hunting. Furthermore, this research will allow marketers
to determine whether their target markets are likely to respond positively to treasure-hunting
experiences. This is true even if the retailer is unsure whether its customers are treasure hunters
and converts those shoppers to being treasure hunters if that is desirable. Likewise, retailers
could use subdimensions of the treasure hunting scale to identify whether target customers score
higher on some aspects of the scale but not others, enabling them to create a more tailored,
segmented approach to treasure hunting beyond a broader appeal to this shopping goal.

References Available Upon Request
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DIGITAL DISHONESTY OR AN EXTENSION OF THE SELF? HOW SELF-
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Keywords: digital appearance enhancement, self-construal, presentation, self-overlap, beauty
Description: This research demonstrates that consumers’ willingness to engage in digital beauty
work depends jointly on self-construal and image presentation format, showing that interdependent
(vs. independent) consumers are more likely to adopt digital appearance-enhancing technologies
because they perceive greater self-overlap between the beautified image and the true self when

unedited and beautified images are presented side-by-side.

EXTENDED ABSTRACT
Research Question
Digital beauty work—the use of technologies such as photo-editing apps and beauty
cameras to enhance appearance in digital images—is a pervasive yet under-researched consumer
behavior. Prior research has largely focused on observers’ reactions to appearance management
or on offline beauty practices, leaving open the question of how consumers themselves
psychologically experience digitally altered representations of their appearance. Although digital

enhancements are often framed as “digital dishonesty,” we propose that they can instead function
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as a form of digital self-extension, depending on how consumers construe the self and how
digital images are presented.

This research examines when and why consumers are willing to engage in digital beauty
work. Specifically, we investigate how self-construal (independent vs. interdependent) interacts
with presentation format (whether unedited and beautified images are shown side-by-side or
whether only the beautified image is shown) to shape adoption of digital appearance-enhancing
technologies. We theorize that these effects operate through perceived self-overlap, defined as
the degree to which consumers view the self represented by the beautified image as overlapping
with their true self. In doing so, we identify conditions under which discrepant digital self-
representations are assimilated into, versus resisted from, the self-concept.

Method and Data

We test our conceptual framework across eight studies employing multiple methods,
samples, and operationalizations. A pilot study uses Google Trends data to examine whether
consumers from more collectivistic U.S. states show greater interest in digital beauty products.
Study 1 provides correlational evidence using a laboratory paradigm in which participants
choose between unedited and beautified photos of themselves. Study 2 allows participants to
directly interact with a commercially available beauty app and manipulates whether participants
see only their beautified image or both the unedited and beautified images side-by-side.

Subsequent studies extend the framework to digital beauty advertising contexts, using
manipulated ads featuring models rather than participants’ own photos. Across studies, selt-
construal is measured or experimentally primed, and presentation format is manipulated.
Dependent variables include willingness to use beauty apps, intentions to share beautified

images, and incentive-compatible choices (e.g., selecting a paid app subscription over cash).
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Perceived self-overlap is measured using validated items. Several studies are pre-registered, and
alternative explanations—including self-improvement motivation, self-concept clarity, public
self-consciousness, social norms, social comparison threat, and discomfort—are empirically
ruled out.

Summary of Findings

Across studies, we find a robust interaction between self-construal and presentation
format. When consumers see unedited and beautified images side-by-side—making
discrepancies between self-representations salient—interdependent (vs. independent) consumers
are more willing to engage in digital beauty work. This effect emerges for willingness to use
beauty apps, intentions to share beautified images, and consequential choices.

Mediation analyses consistently show that these effects are driven by perceived self-
overlap: interdependents perceive greater overlap between the beautified image and their true
self when seeing both the unedited and beautified images, whereas independents perceive less
overlap under the same conditions. Critically, when only the beautified image is shown, the
effect of self-construal is eliminated. These findings replicate across contexts in which
consumers view their own images and in advertising contexts featuring models, demonstrating
that side-by-side presentations prompt self-referential discrepancy processing. Together, the
results show that digital beauty work is not uniformly experienced as inauthentic, but instead
depends on both cultural self-views and situational cues.

Key Contributions

This research makes several contributions. First, it advances understanding of digital

beauty work by shifting focus from external judgments of deception to consumers’ internal

experiences with digitally altered selves. Second, it demonstrates that responses to digital
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appearance enhancement depend jointly on self-construal and image presentation, identifying
perceived self-overlap as a central psychological mechanism. Third, the findings extend self-
construal theory by showing that interdependents perceive greater overlap not only between the
self and others, but also between multiple aesthetic versions of the self.

Finally, the research contributes to the literature on digital self-extension by identifying
when discrepant digital self-representations are assimilated into versus resisted from the self-
concept. Beyond theory, the findings offer actionable implications for the design and
communication of digital beauty technologies, showing that commonly used before—after

presentation formats may differentially influence adoption across cultural markets.
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Description: This paper develops and validates the Dominance over Nature Belief Scale
(DoNBS), a measure capturing the belief in humans’ ability to dominate nature, and examines its

implications for sustainability.

EXTENDED ABSTRACT
Research Question
Dominance orientations—worldviews in which humans are seen as superior to nature—have
been widely examined in sustainability research, as they are considered to underlie unsustainable
lifestyles. Dominance as a concept inherently requires two components to become actionable: a
belief that humans have the right to dominate nature and a belief that they have the ability to do
so. To dominate nature, humans must therefore be seen as both morally and practically superior
to it. Despite this conceptual interdependence, existing measures focus only on the right facet,

leaving the ability facet unexamined. Yet without the capacity to exert control, moral entitlement
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alone cannot translate into action. This omission limits our understanding of dominance
orientations and how these beliefs relate to environmental attitudes and behaviors.

This research asks: How can the belief in humans’ ability to dominate nature be conceptualized
and measured, and what are its implications for sustainability? To address this question, we
develop and test the Dominance over Nature Belief Scale (DoNBS) as the first instrument
capturing the ability facet of dominance orientations. Used alone, the DoNBS isolates this
overlooked dimension; used alongside right-oriented scales, it enables a more complete and
multidimensional assessment of dominance orientations.

Method and Data

The DoNBS was developed following established scale-development procedures. An expert
brainstorming session with eight scholars generated an initial pool of items capturing humans’
perceived ability to dominate nature. We then conducted 40 semi-structured interviews to refine
the construct and ensure the items reflected lay understandings of dominance. A focus group with
four participants unfamiliar with the topic assessed item clarity and accessibility, leading to the
removal of ambiguous statements. Three scale-development experts subsequently reviewed the
items, further refining wording, eliminating redundancy, and adding missing conceptual
elements.

The resulting scale, comprising 20 items, was tested through an online survey with 200 U.S.
participants recruited via Prolific. Analyses included reliability assessment, exploratory factor
analysis, and correlations with related constructs such as Anthropocentrism, the New
Environmental Paradigm, Connectedness to Nature, and Mastery over Nature. Regressions

assessed the DoNBS’s predictive validity for environmental attitudes and sustainable behaviors.
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To complement this correlational evidence with causal insights, we also conducted a lab
experiment manipulating perceived human ability to dominate nature. Participants were
randomly assigned to view a news segment describing either a successful or unsuccessful human
attempt to divert a river’s course, allowing us to test the behavioral consequences of heightened
perceived ability.

Summary of Findings

The online survey provided evidence for the reliability and validity of the DoNBS. Exploratory
factor analysis supported a unidimensional structure, with all retained items (15) loading on a
single factor. The scale demonstrated high internal consistency and clear discriminant validity
relative to existing right-oriented dominance measures.

DoNBS scores were positively associated with the belief that humans contribute to
environmental problems, with pro-environmental identity, and with reported sustainable
behaviors. These effects remained significant when controlling for Mastery over Nature, a scale
capturing the right facet of human dominance, indicating that the ability facet captures
meaningful variance not explained by right-oriented measures of human dominance.
Collectively, these results show that perceptions of human ability are systematically linked to
sustainability-relevant attitudes and behaviors.

To complement these results, a lab experiment manipulated perceived human ability to dominate
nature and examined its behavioral consequences. Participants exposed to a high-ability news
segment donated more of their potential lottery earnings to an environmental organization
(WWF) than those in the low-ability condition, providing causal evidence that increased

perceptions of human ability can enhance pro-environmental action.
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Overall, the findings indicate that the ability facet of dominance is measurable, distinct from
existing constructs, and relevant for predicting sustainability-related outcomes.

Key Contributions

This research makes three primary contributions. First, it conceptualizes the belief in humans’
ability to dominate nature as a distinct component of dominance orientations. Although
dominance inherently includes both a right and an ability dimension, prior work has focused
exclusively on the right facet. By articulating and defining the ability facet, this research
advances theory on dominance orientations and, more in general human—nature relationships.
Second, it provides the first validated scale capturing this ability-oriented dominance belief. The
DoNBS offers a reliable and empirically distinct instrument, that can be used independently or
alongside existing right-oriented measures, to obtain a more complete and nuanced assessment of
dominance orientations.

Third, the findings show that the ability facet is associated with environmental responsibility,
pro-environmental identity, and sustainable behaviors, beyond the effects of existing dominance
constructs. Together, these contributions broaden understanding of dominance orientations and
their role in shaping sustainability-relevant attitudes and actions, going beyond the traditional
negative role associated to them. By uncovering this overlooked facet of anthropocentric

worldviews, the DONBS enriches sustainability research and opens new avenues for theoretical

development and for interventions that may foster more responsible human—nature interactions.

References are available upon request.
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DESCRIPTION: This study uses electroencephalogram (EEG) and behavioural measures to
uncover the neural and economic drivers of consumers’ willingness to pay (WTP) a premium for

eco-friendly products in the Indian context.

ABSTRACT

This study examines neuroeconomic and behavioural drivers of consumers’ WTP for green
products. Using within-subject design, participants provided WTP valuations for green and
conventional products while neural activities were recorded using EEG. Behavioural results reveal
a consistent tendency to pay a premium for green products along with complementary neural

evidence.

INTRODUCTION

Consumer neuroscience has emerged as a powerful approach for addressing long-standing
limitations in traditional marketing research. Conventional self-reporting techniques, such as

surveys and interviews, are prone to biases and often fail to capture the implicit processes
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underlying consumer decision-making (Morwitz & Fitzsimons, 2004; Nisbett & Wilson, 1977).
This is particularly evident in willingness to pay (WTP) research, where stated preferences often
diverge significantly from actual purchase behaviour. As Breidert, Hahsler, and Reutterer (2006)
noted, traditional WTP measurement methods lack validity in estimating true economic value
because they rarely encompass observed choice behaviour. Experimental designs that incorporate
neuroscientific tools can bridge this gap by providing implicit, real-time measures of valuation,
thereby offering more reliable predictors of actual consumer choice (Ariely & Berns, 2010; Falk,
Berkman, and Lieberman, 2011). The Ventromedial prefrontal cortex (vmPFC), a neural region
associated with consumer decision-making, is central to valuation processes, integrating
preferences, goals, and reward signals (Hare, Malmaud, & Rangel, 2011). Evidence shows that
neural markers from this region can forecast both individual purchasing decisions and large-scale
market outcomes that sometimes outperform traditional measures (Berns & Moore, 2012; Falk,
Berkman, & Lieberman, 2012). Yet, despite the optimism, questions surrounding ecological
validity and practical feasibility remain. Much of this evidence stems from functional magnetic
resonance imaging (fMRI), a costly and invasive method for consumer testing, which may itself

distort cognition and choice (Szalma & Hancock, 2011).

Electroencephalography (EEG), by contrast, offers an affordable, non-invasive, and more
naturalistic alternative for neuromarketing research. EEG allows participants to remain in a
comfortable setting, provides high temporal resolution, which has already been widely used to
study consumer attention and emotional engagement (Wang & Minor, 2008; Smith & Gevins,
2004). Importantly, EEG enables repeated exposures to realistic stimuli, supporting greater
generalizability of results to everyday consumption contexts. These advantages make EEG

particularly suitable for investigating consumer WTP, a critical behavioural measure in marketing
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research. The Indian context presents unique challenges and opportunities. The income disparities,
limited and dynamic consumer knowledge, and varying levels of environmental awareness
complicate preference articulation and purchasing behaviour. Additionally, India is witnessing a
surge in interest in sustainability, with eco-friendly products increasingly perceived as both
necessary and aspirational (Kennedy, 2024). A review of the extant literature suggests lack of

neuroscience-based research examining WTP for green products, especially in the Indian context.

This study seeks to address this gap by combining EEG measures with behavioural WTP
assessments to capture both stated and revealed preferences for green versus conventional
products. Importantly, research such as the classic Coke versus Pepsi study (McClure et al., 2004)
has demonstrated that branding elements can significantly influence brain responses and consumer
preferences. To ensure that the neural activations observed in our experiment are attributable solely
to the “greenness” of a product, all branding cues (e.g. brand name, logo, and typography) were
carefully removed. By focusing on affordable and familiar products stripped of brand influence,
this study isolates the intrinsic value consumers attach to sustainability. In doing so, it provides
novel insights into how eco-friendliness is evaluated and acted upon in the Indian marketplace.
More broadly, the study contributes to consumer neuroscience by demonstrating the utility of EEG
in examining sustainable consumption in a large emerging economy, offering both theoretical and

practical implications for marketers and policymakers. The objectives of the study are as follows:

1. To Analyse Differential WTP Between Green and Conventional Products: The primary
objective is to assess whether consumers express a systematically higher WTP for eco-friendly

and sustainable products in comparison to conventional alternatives.
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2. To Investigate the Neurological Correlates of WTP Using EEG: By recording EEG signals
during the product evaluation task, the study aims to uncover oscillatory activity in specific
frequency bands (e.g., beta and gamma), which correlate with reward processing and cognitive
engagement. This analysis seeks to elucidate the neurological mechanisms underlying WTP
decisions and whether distinct brain activation patterns emerge when evaluating green versus

conventional products.

3. To Verify Higher WTP for Green Products Using a Price Slider Mechanism: To avoid
hypothetical bias commonly present in self-reported measures, the study employs an interactive
price slider within the PsychoPy software. The slider displays a lower bound, an upper bound, and
a mean reference price, allowing participants to indicate their willingness to pay for each product
in real time. This approach enables the measurement of participants’ behavioural valuation under
experimental conditions, facilitating a direct comparison of WTP for green versus conventional

products and confirming any observed disparities

METHODOLOGY

Participants

Eleven participants, all aged between 25 to 45, were recruited for this pilot study. Participants were
shortlisted using a screening questionnaire designed to assess their green buying behaviour, and
only those who demonstrated consistent pro-environmental purchasing tendencies were invited to
take part. All participants reported no history of neurological illness, were not under psychiatric
medication or substance use, and had normal or corrected-to-normal vision. Written informed

consent was obtained from all participants prior to the study.
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Experimental Design and Procedure

Upon arrival at the lab, participants were given a brief verbal and written explanation of the
experiment and provided informed consent. Following EEG electrode placement, participants
were seated comfortably in a dimly lit and sound-attenuated room. The experiment was designed
and presented using PsychoPy software. Before beginning the main task, participants completed a

short practice trial to familiarise themselves with the procedure.

In the main task, participants were shown a total of 24 products, consisting of 12 green products
and their 12 conventional counterparts. To ensure sufficient exposure and reliable neural data, each
of the 24 products was presented five times, resulting in a total of 120 slides. Products were
selected based on their common use and affordability for a wide range of consumers, thereby
minimising the influence of income differences on willingness to pay. The selected products
ranged in price from 62 to %1,523 ($0.68 to $16.99), with a mean price of I478 ($5.27) (see
Figure 1 (A). To eliminate brand-related biases, all identifying elements were removed from the
product images. Only the product itself was displayed, with the label “Eco-friendly” or
“Conventional” aiding the customer to distinguish between the sustainable and non-sustainable
variants. Commonly used products were chosen to ensure participants’ familiarity with them,
thereby reducing the likelihood of novelty effects influencing their responses. This design allowed
for a more accurate assessment of participants’ WTP for the “greenness” of the product, rather

than for any brand or design-related attributes.

The order of presentation was fully randomized across all repetitions. Each product was displayed
on the screen for 10 seconds, during which participants indicated their WTP using an on-screen

slider. After each product presentation, a blank screen with a fixation cross (“+”) in the centre was
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shown for 5 seconds, serving as an inter-trial interval. The entire process lasted for approximately
22-23 minutes and EEG data was recorded throughout. Following the completion of the task, the

participants were debriefed and the electrodes were removed cautiously.

EEG Preprocessing:

Raw EEG data were visually inspected, and noisy channels were marked as bad and subsequently
interpolated using a spherical spline method. Signals were re-referenced to the average reference,
down sampled to 512 Hz, and bandpass filtered between 0.5 and 30 Hz. Independent component
analysis (ICA; FastICA algorithm) was applied, and components reflecting ocular and movement
artifacts were identified and removed. Out of eleven participants, two were excluded from the
analysis due to excessive EEG contamination by muscle artifacts, and the remaining participants
were included in subsequent analyses. EEG was segmented into epochs time-locked to stimulus
onset (—2 to 10 s). For spectral analysis, artifact-free epochs (05 s) were used. Power spectral
densities (PSDs) were estimated for each channel using Welch’s method (window length = 1.024
s, 50% overlap, frequency range = 1-30 Hz, frequency resolution = 0.98 Hz). For each subject,
PSDs were averaged across epochs separately for the eco. and conv. conditions. Beta-band activity
(14-20 Hz) was further extracted in 2-Hz bins (14-16 Hz, 16-18 Hz, 18-20 Hz). Grand-averaged
scalp distributions were visualized using spherical spline interpolation with consistent scaling

across conditions.

The results are illustrated through Figure 1, which includes A: Schematic representation of the
experimental paradigm followed by the types of items, B: Grand-averaged topographies of beta-
band power (14-20 Hz, in 2-Hz bins) for eco-friendly (top row) and conventional (bottom row)

conditions. Warmer colours indicate higher power (WV?/Hz), and C: Comparison of actual prices
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and average willingness to pay (WTP) for eco-friendly and conventional products across

participants (NMO1-NMOS5).
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Fig 1: Overview of the experimental paradigms (A), neural activity (B), and behavioural

valuation (C). Source: Authors own work

RESULTS

In this pilot study, participants showed a consistent tendency to report higher WTP for green (ECO)
products compared to conventional (CONV) products. For each participant, mean WTP was
computed separately for the two conditions using the slider-based response measure, and the paired

differences were evaluated across subjects (N =9). The average WTP in the ECO condition (mean
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= 665.3; SD = X 75.8) exceeded that in the CONV condition (mean = 3264.7; SD = 225.0),
corresponding to a mean paired difference of 400.6. A paired-samples t-test indicated a statistically

reliable difference, t(8) = 14.66, p < 0.001, with a large paired effect size (dz = 4.89).

Topographical maps of beta-band power (14—20 Hz, separated into 2-Hz bins) for the eco-friendly
and conventional conditions are shown in figure 1 (B). Visual inspections suggested that, in the
eco-friendly condition (top row), beta-band power was consistently higher across central and
frontal scalp regions compared to the conventional condition (bottom row). In the higher beta range
(18-20 Hz), both conditions showed frontal-central beta-band maxima. By visual inspection, the
eco-friendly condition appeared to exhibit a slightly more focal frontal-central distribution,
whereas the conventional condition showed a comparatively more diffuse beta-band pattern.
Although descriptive differences in beta-band topographies were observed between conditions
(Figure 1B), global beta power did not differ significantly between eco-friendly and conventional
stimuli (t(9) = -1.28, p = .23). Given the limited sample size, the observed topographical patterns

should be interpreted as exploratory.

These results provided strong evidence that consumers place higher monetary value on sustainable
product attributes. In contrast, EEG analyses revealed exploratory neural patterns associated with
the evaluation of green products. Visual inspection suggested differences in beta-band oscillatory
activity and event-related potentials, potentially reflecting variations in attentional and evaluative
processing. The slider-based WTP task confirmed that the observed premium for green products
was not an artefact of hypothetical bias. Participants consistently placed their WTP for green
products toward the higher end of the slider scale, and statistical comparisons replicated the t-test
findings. This provided behavioural validation of the WTP differential and strengthened the

robustness of the results.
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DISCUSSION

This study contributes to research on sustainable consumption by viewing WTP for green products
as a valuation process shaped by both behaviour and underlying neural activity. Much of the
existing literature treats green price premiums as reflections of attitudes or stated preferences. In
contrast, the present work adopts a process-oriented perspective, suggesting that sustainability-
related valuation emerges from consumers’ cognitive and emotional engagement with green
attributes during evaluation. From this perspective, green products are not simply priced higher
because consumers say they value sustainability, but because sustainability cues may become
embedded in internal value representations. This interpretation aligns with emerging insights from
consumer neuroscience and helps connect green marketing research with neuroeconomic models
of value formation. Building on this conceptual foundation, the broader research programme is
designed to triangulate stated WTP obtained through price sliders with revealed WTP from
incentive-compatible BDM auctions and neural evidence from EEG. The combination of these
complementary measures provide a complete picture of how consumers form and justify their

WTP for green products.

IMPLICATION & CONCLUSION

The findings demonstrate that consumers behaviourally validate higher WTP for green products.
Moreover, this behavioural premium is mirrored in distinct neural signatures of value processing,
reinforcing the conclusion. The main study following the pilot study includes another element of
behavioural economics through a BDM Auction in order to check the true WTP rather than the
stated values as was done through the slider in this study. Across the pilot study, the participants

exhibited a higher WTP for green products when compared to the conventional alternatives
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available in the market. This indicates that the attributes of sustainability are linked to a measurable
price premium within the surveyed cohort. This underscores that the observed premium is not

solely an artefact of hypothetical survey bias.

From a consumer neuroscience perspective, the EEG findings offer preliminary insights into the
neural dynamics accompanying green product evaluation. While no statistically significant
differences in global beta-band power were observed between conditions, the exploratory
topographical patterns suggested potential variations in frontal-central oscillatory activity during
the evaluation process. Although the pilot nature of the study and the limited sample size should
be interpreted cautiously, the study still highlights the feasibility of using EEG for the investigation
of valuation processes in a realistic experimental setting. It is noteworthy that an important
psychological determinant of WTP is perceived pricing and the present pilot study focuses on the
valuation behaviour. Therefore, the future work can explicitly focus on measuring the perceived

price and test its role as a mediator and moderator of the green premium observed here.

Some limitations of the study are the inability to generalise due to the small sample size and the
explicit labelling of “green products” might have introduced bias. Additionally, the price slider
task provides a behavioural anchor. Thus, future research should focus on these limitations by
working on larger and diverse sample sizes, measuring price and perceived price fairness and
employing mechanisms such as a Becker—-DeGroot—-Marschak (BDM) auction to capture actual

willingness to pay.

Overall, this study provides proof of concept for a comprehensive approach to evaluate green
products, linking consumer behaviour with neuroscience. It demonstrates both practical feasibility

and clear neural patterns, setting the stage for larger, more detailed studies that can deepen
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theoretical insights and support managerial and policy decisions related to sustainable

consumption.
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EXTENDED ABSTRACT

Research Question

Prior consumer research has largely examined healthy eating through individual-level
determinants such as health consciousness, nutritional knowledge, and attitudes, often treating
food choice as a stable outcome of personal motivation (Michaelidou and Hassan 2008;
Meiselman 2016). While embodiment research recognizes that bodily sensations inform
consumption decisions, it has primarily emphasized positive outcomes such as vitality and well-
being, offering limited insight into how aversive bodily signals also shape food evaluations
(Cornil and Chandon 2016; Lupton 2018). Similarly, social influence research has focused on
norms, modeling, and social comparison, with less attention to how relationships actively
structure and redistribute agency in everyday eating practices (Herman et al. 2003; Higgs 2015).
Addressing these gaps, this research asks: How do consumers construct healthy eating through
embodied bodily signals and social relationships in everyday life? Specifically, the study

examines how consumers interpret bodily feedback as diagnostic cues for health, how
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interpersonal relationships function as scaffolds or constraints on eating practices, and how
embodied experiences and social dynamics jointly shape ongoing food-related decisions. By
foregrounding lived experience and relational processes, this research conceptualizes healthy
eating as an embodied and socially situated consumer practice rather than a purely individual
choice.

Method and Data

This research adopts a qualitative, interpretive approach to examine how consumers
construct healthy eating through embodied experiences and social relationships in everyday life.
Consistent with interpretivist consumer research, this approach emphasizes lived experience,
meaning-making, and process rather than measurement of predefined constructs (Arnould and
Thompson 2005; Spiggle 1994). Data were collected through sixteen semi-structured, in-depth
interviews with adult consumers varying in age, gender, cultural background, and living
arrangements. Interviews lasted between 42 and 90 minutes, generating over sixteen hours of
audio and approximately 320 pages of verbatim transcripts. The interview protocol elicited
narratives concerning bodily sensations related to food consumption (e.g., energy, heaviness,
digestive comfort), social interactions surrounding eating, and everyday strategies for
maintaining health-oriented routines.

Data analysis followed an iterative process of open, axial, and selective coding, enabling
the identification of recurring patterns, mechanisms, and relationships across cases (Charmaz
2014). Constant comparison, memo writing, and repeated engagement with the data supported
analytical rigor and theoretical development (Birks, Chapman, and Francis 2008; Lincoln and
Guba 1985). Through this process, higher-order themes were developed to capture how

embodied feedback and social dynamics jointly shape healthy eating practices.
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Summary of Findings

The findings show that consumers construct healthy eating through the ongoing
interpretation of embodied bodily signals and the influence of social relationships in everyday
life. First, participants relied on the body as an interpretive guide, using sensations of vitality,
lightness, digestive comfort, and mental clarity, as well as aversive cues such as heaviness,
discomfort, and fatigue, to evaluate whether foods aligned with their health aspirations. These
embodied signals functioned as diagnostic feedback, often outweighing nutritional information
or institutional health claims in shaping food choices (Cornil and Chandon 2016; Lupton 2018).
Through repeated experience, consumers engaged in reflective embodiment, learning to translate
bodily responses into personalized eating routines.

Second, healthy eating emerged as a socially scaffolded practice rather than an individual
endeavor. Relationships with partners, friends, family members, and peers shaped access to food,
structured routines, and redistributed agency over eating decisions. Some relationships supported
healthy routines through shared discipline and accountability, while others constrained choice by
normalizing indulgence or limiting autonomy (Herman et al. 2003; Higgs 2015; Shove, Pantzar,
and Watson 2012). Together, these findings highlight healthy eating as an embodied and
relationally negotiated consumer practice.

Key Contributions

This research contributes to consumer behavior theory by conceptualizing healthy eating
as an embodied and socially scaffolded practice rather than an outcome of individual attitudes or
self-control. First, it extends embodiment research by demonstrating that consumers rely not only
on positive vitality cues but also on aversive bodily signals, such as heaviness and discomfort, as

diagnostic information in everyday food evaluation (Cornil and Chandon 2016; Lupton 2018).
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By highlighting reflective embodiment, the study shows how bodily meaning develops over time
through repeated interpretation rather than immediate sensation alone.

Second, the research advances understanding of social influence by reframing it as
relational scaffolding that redistributes agency over consumption. Moving beyond models of
norms and modeling, the findings show how relationships actively enable, constrain, or stabilize
healthy eating through shared routines, delegated discipline, and normalized indulgence (Herman
et al. 2003; Higgs 2015; Shove, Pantzar, and Watson 2012). Together, these contributions
reposition healthy eating as a negotiated consumer practice shaped through bodily experience
and social coordination, offering a process-oriented framework for examining health-related

consumption in everyday life.
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This paper demonstrates that fostering emodiversity—the experience of a rich mix of emotions—
enhances consumer satisfaction and willingness-to-pay in hedonic consumption contexts,

offering a strategic alternative to the traditional focus on maximizing positive emotions.

EXTENDED ABSTRACT
Research Question
This research asks whether consumer satisfaction and willingness-to-pay in hedonic consumption
are shaped not only by the intensity of positive emotions, as conventional marketing theory
suggests, but also by the diversity of emotions experienced during consumption. Specifically, the
central research question is: Does emodiversity—the experience of a varied and balanced mix of
emotions, including both positive and negative emotions—enhance consumer satisfaction and

willingness-to-pay in hedonic experiences?
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Building on this core question, the research further examines how and why emotional variety
influences consumer evaluations across different hedonic contexts. It investigates whether
experiencing multiple distinct emotions leads consumers to perceive their experiences as richer,
more meaningful, and more engaging than experiences dominated by uniformly positive affect.
In addition, the research explores whether the effects of emodiversity generalize across diverse
consumption domains, such as dining, entertainment, and cultural consumption, and whether
these effects extend beyond subjective enjoyment to economic outcomes such as willingness to
pay.

By addressing these questions, the research aims to challenge the prevailing assumption that
negative emotions are inherently detrimental to consumer experiences and to clarify the role of
nuanced emotional journeys in shaping consumer satisfaction, engagement, and value

perceptions.

Method and Data

The research combines one large-scale field study with two controlled field experiments
conducted in real consumption settings. Study 1 draws on experience-sampling data collected in
France in 2013-2014 via a smartphone application. A total of 4,614 participants (32,836
observations) reported their momentary emotional states at randomly prompted times.
Emodiversity was operationalized as emotional richness, measured by the number of
simultaneously experienced positive emotions (out of nine). This large, naturalistic dataset
allowed us to examine how emotional variety relates to satisfaction in everyday hedonic

experiences.
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Study 2 employed a randomized field experiment with 68 professional and trainee sommeliers in
Barcelona during a blind wine-tasting session. Participants were assigned to either a low- or
high-emodiversity framing condition while tasting an identical set of three wines. Emodiversity
was manipulated through instructions emphasizing either a single shared emotion or distinct
emotions across wines. Satisfaction with the tasting experience and willingness-to-pay for the
wine set served as key dependent variables.

Study 3 was conducted at a 2-Michelin-star restaurant in Copenhagen and involved 231
participants attending a curated non-alcoholic drink-tasting experience. Emodiversity was
experimentally manipulated by pairing drinks with either exclusively pleasant visual stimuli (low
emodiversity) or a mix of pleasant and unpleasant stimuli (high emodiversity). Participants

reported satisfaction, willingness-to-pay, and psychological richness following the experience.

Summary of Findings

Across three field studies and four supplementary studies, this research demonstrates that
emodiversity systematically enhances consumer satisfaction and willingness to pay in hedonic
consumption contexts. Contrary to the traditional assumption that hedonic value is maximized by
intensifying positive emotions and eliminating negative ones, our findings reveal a
complementary pathway: expanding the range of emotions experienced during consumption.
Emodiversity can be generated through exposure to multiple positive emotions or, under certain
conditions, through the inclusion of negative emotions that add contrast, meaning, or depth to the
experience.

Importantly, the effectiveness of negative emotions is context dependent. In high-end, meaning-

rich environments, such as Michelin-starred dining experiences, carefully introduced negative or
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unsettling stimuli can enhance engagement and perceived value, whereas similar stimuli may
undermine enjoyment in more utilitarian or family-oriented settings. These results highlight
emodiversity as a nuanced design principle rather than a one-size-fits-all strategy.

The findings also point to potential underlying mechanisms. Emodiversity may operate similarly
to experiential variety by slowing hedonic adaptation and reducing satiation, thereby sustaining
pleasure over time. By revealing emodiversity as a distinct and impactful dimension of hedonic
experience, this research broadens existing theories of consumer emotion and opens new avenues

for understanding how emotional complexity shapes satisfaction and economic value.

Key Contributions

This research makes several important contributions to the marketing and consumer behavior
literature.

First, it introduces emodiversity as a novel and theoretically meaningful dimension of hedonic
consumption, extending existing emotion-based frameworks that have traditionally emphasized
the maximization of positive affect and the avoidance of negative emotions. By demonstrating
that a varied and balanced emotional experience can independently enhance satisfaction and
willingness to pay, the research challenges dominant assumptions about how hedonic value is
created.

Second, the findings bridge emotion research and consumer behavior by showing that emotional
variety, rather than emotional intensity alone, plays a critical role in shaping consumer
evaluations and perceived value. Across multiple field studies and experiments in diverse

hedonic domains, the research provides robust empirical evidence that emodiversity has
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consistent and economically meaningful effects on both experiential outcomes and monetary
valuations.

Third, the research offers actionable implications for practitioners. It identifies emotional variety
as a strategic design principle that can be leveraged by firms and cultural institutions to deepen
engagement, enrich experiences, and differentiate offerings in competitive and emotionally
saturated markets.

Finally, by highlighting the context-dependent role of negative emotions and calling attention to
unanswered questions about mechanisms and boundaries, the research opens new avenues for

future inquiry into emotional dynamics in consumption.
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Description: Across four experiments (N=1002), we find an emotion penalty, stronger among
liberals: simply including emotion in political speeches reduces political support, which
challenges the common belief and practice that emotions in political communication are always

beneficial and effective.

EXTENDED ABSTRACT

Research Question

Political discourse has become increasingly emotionally charged (Cavendish 2023),
which is fueling polarization (Rahrig et al. 2024) and shaping how consumers evaluate candidates
and vote (Salmela and Von Scheve 2018). While this trend has intensified in recent years,
emotions have long been used across the political spectrum to persuade (Webster and Albertson
2022), and are widely assumed to strengthen persuasion. Accordingly, political communication
research has mainly compared the effectiveness of different emotions (e.g. Brader 2005; Van ’t

Riet et al. 2018), consistently drawing on evidence that emotions boost persuasion (Petty and

107



2026 AMA Winter Academic Conference

Brifiol 2014) — without having examined whether emotional delivery itself, regardless of valence,
benefits or harms political arguments. The underlying, untested assumption is that emotional

delivery benefits political arguments.

This leads us to ask: What is the effect of emotional expression in political speech on
perceptions of rationality, political support, and voter attitudes and behaviors? Understanding the
true effect of emotional delivery on political arguments is crucial since it affects electoral

outcomes and the health of public debate.

In this research we posit and demonstrate an “emotion penalty”: a systematic tendency
for consumers to evaluate political arguments less favorably when delivered with emotion (vs.

delivered neutrally), which means emotions may, in fact, undermine political arguments.

Method And Data

To test our theory, we conducted four experiments with balanced liberal and conservative
samples (N = 1002) in two cultures, UK and US. We pretested several topics, arguments and

emotions and selected the most appropriate ones.

In study 1 (N¥=300), UK participants listened to a liberal economic policy argument
delivered with an emotional (i.e. enthusiastic) versus neutral tone, then rated how likely they were
to vote for the speaker (-100 to 100 = Definitely yes (vs. not), I am 100% sure I would (vs. not)
support). Participants also rated to what extent they agreed that the argument presented was
rational (1 = Strongly Disagree, 7 = Strongly Agree). Political ideology was measured with a
single item “When it comes to politics, do you think of yourself as:” (from 1 = Extreme Left to 7

= Extreme Right) (Aybar et al., 2024).
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Study 2 (N=201) employed a similar design. US participants listened to a liberal fiscal
policy argument, delivered with an emotional (i.e. angry) versus neutral tone, and then answered

the same items as in study 1.

In studies 3 (UK) and 4 (US) (N = 501), we replicated study 1 and 2 with conservative

arguments.

Summary of Findings

The predicted interaction between condition and political ideology emerged across both
studies 1 and 2: Liberals voted for a liberal candidate less when liberal arguments were expressed
with emotion (vs. neutrally). The effect was not significant among conservatives. Liberals also

perceived the emotion-laden argument as less rational, while conservatives didn’t.

Moderated mediation revealed that emotional delivery reduced liberals’ rationality
perceptions, which in turn lowered their voting intentions; no such effect occurred among

conservatives.

In studies 3 and 4, while emotions made the argument seem generally less rational, and
lowered voting intentions, there was no interaction between condition and political ideology on
any measures: Conservatives’ voting intentions for their candidate remained higher than liberals’

- no paradoxical voting intentions emerged.

In summary, while emotions are used across the political spectrum (Ridout and Searless
2011), they can backfire particularly among liberals. Despite valuing rationality, liberals react
irrationally by penalizing emotional appeals from their own candidates. This paradox suggests

that liberal candidates may inadvertently weaken their own support by delivering emotionally
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charged messages. These findings challenge the conventional wisdom that emotions enhance
political persuasion and offer valuable insights for leaders and political communication specialists

to craft more effective communication strategies.

Statement of Key Contributions

This research challenges a long-standing assumption in political communication and
persuasion research: that emotions strengthen political arguments. Prior studies compare the
effectiveness of different emotions but do not test whether the presence of emotion - irrespective
of valence - enhances or undermines persuasion. We introduce and demonstrate an “emotion
penalty”, whereby emotionally delivered arguments are evaluated less favorably than identical
arguments delivered neutrally, due to a common lay belief that emotions signal irrationality. This
finding nuances dominant theories of persuasion that assume emotional appeals are inherently
persuasive, advancing understanding of the interplay between delivery style, perceived

rationality, and political consumer behavior.

We further contribute to marketing by identifying perceived rationality as a key mediator:
voters who value rationality interpret emotional appeals as less rational and therefore less
persuasive. Notably, we uncover a paradox among liberals who, despite historically favoring
emotional communication, penalize emotional delivery from their own candidates more than
conservatives do. This extends research on political consumer behavior, persuasion, and ideology

by showing how philosophical values shape message reception in unexpected ways.

Our findings also offer practical insights for political candidates, strategists, and
policymakers, who can refine communication strategies by avoiding emotional delivery that may

weaken support—particularly among liberal audiences. This is particularly important amid rising

110



2026 AMA Winter Academic Conference

emotionality in politics and increasing polarization. Non-profits, advocacy groups, media
organizations, and civic educators may also draw on this work to better understand voter reactions

and foster healthier democratic discourse.

References are available upon request.

111



2026 AMA Winter Academic Conference

Extended Abstract Template

Feeling the Sound, Seeing the Taste: A Comprehensive Review of Crossmodal Sensory
Effects on Consumer Behavior

Tobias Roeding, University of Siegen, Germany

Rober Rollin, University of Siegen, Germany

For further information, please contact Tobias Roeding, University of Siegen, Germany,

roeding(@marketing.uni-siegen.de

Keywords: Crossmodal Sensory Effects, Multisensory Marketing, Consumer Behavior,
Sensory Perception, Systematic Review

Description: Crossmodal Sensory Effects, Multisensory Marketing, Consumer Behavior,
Sensory Perception, Systematic Review

EXTENDED ABSTRACT

Research Question — 200 Words

Consumer experiences are inherently multisensory, as individuals integrate visual, auditory, olfactory,
gustatory, and haptic cues when evaluating products, brands, and environments. Research in marketing
and consumer psychology shows that stimulation in one sensory modality can systematically influence
perception in another, a phenomenon known as crossmodal sensory interaction. While robust findings
exist for certain sensory combinations, particularly those involving vision, taste, and smell, empirical
evidence remains fragmented and uneven across modalities.

Prior reviews have mainly focused on selected sensory pairings or specific contexts, offering valuable but
partial insights. Consequently, there is limited clarity regarding which crossmodal interactions are well
established, which are supported by emerging but inconsistent evidence, and which remain largely
unexplored in consumer research. This lack of systematic mapping constrains theory development and
limits the effective application of multisensory principles in marketing practice.
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Against this background, this study addresses the following research question: Which combinations of
sensory modalities have been extensively studied, which are moderately investigated, and which remain
largely unexplored in empirical research on consumer behaviour? By classifying crossmodal sensory
effects, the study provides a structured overview of the current knowledge base and informs future
multisensory marketing research.

Method And Data (Not Applicable For Nonempirical Papers) — 200 Words

This study employs a systematic review methodology to synthesize empirical research on crossmodal
sensory interactions in marketing and consumer psychology. A comprehensive literature search was
conducted across major academic databases, including Web of Science, Scopus, PsycINFO, and Google
Scholar. Search terms combined core constructs related to crossmodal perception, multisensory
integration, marketing, and consumer behavior.

Studies were included if they empirically examined interactions between at least two sensory modalities,
reported consumer related outcomes, and were published in peer reviewed outlets. Conceptual papers,
unimodal sensory studies, and articles without consumer relevance were excluded. Applying these criteria
resulted in a final sample of 120 empirical studies.

Each study was systematically coded according to the sensory modalities involved, the direction of sensory
influence, and the consistency of reported effects. Based on citation patterns, methodological rigor, and
replication across contexts, sensory combinations were classified as well investigated, moderately
investigated, or largely unexplored. This structured classification enables a comprehensive mapping of the
empirical landscape and provides a transparent basis for identifying research gaps and future directions in
multisensory marketing.

Summary of Findings — 200 words

The systematic review reveals substantial imbalances in the empirical investigation of crossmodal sensory
interactions in consumer behavior. Sensory combinations involving vision, taste, and smell are extensively
studied and show consistent effects on perception, evaluation, and choice. In contrast, interactions
involving auditory—haptic and olfactory—auditory pairings remain largely unexplored, despite theoretical
relevance and suggestive findings from adjacent disciplines.

Moderately investigated combinations, such as auditory—gustatory or visual-olfactory interactions, show
promising but context dependent effects, often moderated by sensory congruence, product category, and
situational factors. These findings indicate that crossmodal effects are neither uniform nor additive but
depend on the alignment and integration of sensory cues.

Overall, the results demonstrate that current multisensory marketing knowledge is shaped by
methodological convenience and established research traditions rather than by the strategic relevance of
sensory combinations. This uneven distribution limits theory development and constrains the application
of multisensory principles in emerging contexts such as digital, immersive, and technology mediated
consumer experiences. By systematically mapping well studied, emerging, and neglected sensory pairings,
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the review provides a structured overview of the empirical landscape and highlights underutilized
opportunities for future multisensory marketing research and practice.

Statement of Key Contributions — 200 words

This paper contributes to marketing and consumer psychology research by providing a systematic
synthesis of empirical work on crossmodal sensory interactions. By reviewing and classifying 120 peer
reviewed studies, the paper consolidates a fragmented literature and offers an integrative overview of how
interactions between vision, sound, smell, taste, and touch shape consumer perception and behavior.

First, the study advances multisensory marketing theory by introducing a structured classification
framework that distinguishes well investigated, moderately investigated, and largely unexplored sensory
combinations. This framework highlights asymmetries in empirical attention and clarifies where
theoretical knowledge is robust and where it remains underdeveloped. By mapping crossmodal effects
across all five sensory modalities, the paper extends prior reviews that focused on selected pairings or
specific contexts.

Second, the findings outline a clear research agenda by identifying underexplored interactions, particularly
auditory haptic and olfactory auditory pairings, as promising avenues for future research. These gaps are
especially relevant in emerging digital, immersive, and Al mediated consumer environments.

Third, the review offers practical relevance by informing evidence based sensory strategies for product
design, branding, retail atmospherics, and digital interfaces. Overall, the paper bridges theoretical
synthesis and practical guidance, supporting rigorous research development and informed multisensory
marketing practice.

References are available upon request.
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Description:

This study examines consumer continuance intention toward quick commerce platforms in
emerging economies through the lens of post-adoption evaluation. Drawing on Cognitive
Dissonance Theory and Behavioral Reasoning Theory, it analyses how value reinforcement
factors and ethical-experiential concerns influence post-adoption cognitive dissonance. The
research highlights the role of social and environmental responsibility concerns in shaping
continued platform usage. The findings offer insights into sustainable digital consumption and

platform retention behavior.
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Extended Abstract

Research Questions

Quick commerce (Q-commerce) platforms such as Blinkit, Zepto, and Swiggy Instamart have
rapidly transformed retail consumption in emerging markets by offering ultra-fast deliveries
within 10-20 minutes. While these platforms deliver unmatched convenience, they
simultaneously raise concerns regarding environmental sustainability, gig-worker welfare,
urban congestion, and ethically questionable interface designs. As consumers become
increasingly aware of these implications, their post-adoption evaluations may extend beyond
functional utility to include moral and psychological assessments. Existing mobile commerce
research has largely emphasized adoption drivers such as perceived usefulness, ease of use,
and trust, while offering limited insight into why users continue or discontinue usage after
adoption. In particular, the role of negative reasoning, ethical conflict, and post-consumption
discomfort remains underexplored. This creates a critical gap in understanding continuance

intention, especially in high-frequency, low-involvement digital services such as Q-commerce.

Grounded in Cognitive Dissonance Theory (CDT) and Behavioral Reasoning Theory (BRT),

this study addresses the following research question:

RQI1. How do value reinforcement factors influence continuance intention toward quick

commerce platforms?

RQ2. How do expectation violations and social-environmental responsibility concerns

contribute to post-adoption cognitive dissonance?

RQ3. Does post-adoption cognitive dissonance mediate the relationship between these factors

and continuance intention?
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To address this question, the study proposes an integrative framework that incorporates both
enabling forces (reasons for continuance) and inhibiting forces (reasons against continuance),

positioning Post-Adoption Cognitive Dissonance (PACD) as a central mediating mechanism.

Method and Data

The study adopts a quantitative, cross-sectional research design. Data were collected from users
of major Q-commerce platforms in India, including Blinkit, Zepto, and Swiggy Instamart.
Respondents were required to have placed at least one order within the preceding three months

to ensure recency of platform experience.

Using a purposive sampling approach, a total of 335 valid responses were obtained from urban
and semi-urban regions of West Bengal. Data collection involved both offline questionnaires
and online survey distribution through digital networks. The sample size exceeded

recommended thresholds for complex structural equation models.

Measurement items were adapted from established scales in mobile commerce, service

marketing, and consumer behavior literature. The model included:

e Value Reinforcement Factors (VRF)

o Expectation Violation Factors (EVF)

e Social and Environmental Responsibility Concerns (SERC)

o Post-Adoption Cognitive Dissonance (PACD) as a mediator

All constructs were measured using five-point Likert scales. Data analysis was conducted using
Partial Least Squares Structural Equation Modeling (PLS-SEM) in SmartPLS 4, suitable for

exploratory theory development, higher-order constructs, and non-normal data conditions

Summary of Findings
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The structural model demonstrated strong explanatory and predictive power, explaining over

50% of variance in continuance intention.

Key findings reveal that:

Perceived value for money, social influence, and trust in platform significantly enhance

continuance intention.

Perceived time-saving, despite being central to Q-commerce positioning, does not
significantly influence continuance, suggesting normalization of delivery speed as a

baseline expectation.

Perceived risk and delivery inconsistency significantly increase post-adoption cognitive

dissonance.

Social and Environmental Responsibility Concerns (SERC) exert a strong positive
effect on PACD, indicating that ethical and sustainability issues generate meaningful

psychological discomfort among users.

Post-Adoption Cognitive Dissonance negatively influences continuance intention,
confirming its pivotal mediating role between experiential evaluations and behavioral

outcomes.

Collectively, the findings demonstrate that consumers’ decisions to continue using Q-

commerce platforms are shaped not only by functional benefits but also by ethical conflict,

emotional discomfort, and post-usage reflection.

Key Contributions

This research offers several important theoretical and practical contributions.
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First, the study extends Cognitive Dissonance Theory by conceptualizing post-adoption
cognitive dissonance as a dynamic evaluative mechanism operating in continuous digital

consumption contexts, rather than as a one-time post-purchase emotion.

Second, it introduces and empirically validates Social and Environmental Responsibility
Concerns (SERC) as a multidimensional construct, demonstrating that moral and sustainability

considerations significantly influence post-adoption platform behavior.

Third, the research advances digital consumption theory by proposing a novel Value
Reinforcement—Expectation Violation (VRF-EVF) framework, which captures the

asymmetrical influence of enabling and inhibiting cognitions on continuance intention.

Fourth, by integrating Behavioral Reasoning Theory with Cognitive Dissonance Theory, the
study provides a dual-theoretical lens that explains how “reasons for” and “reasons against”

coexist and compete in shaping post-adoption decisions.

Finally, the findings contribute to the emerging market literature by illustrating that even
convenience-driven services such as Q-commerce are subject to ethical evaluation,
highlighting the growing importance of responsible platform design and sustainability-oriented

engagement strategies.

“Reference are available upon request”
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FROM POLARIZATION TO CONNECTION: MARKETING STRATEGIES FOR
FOSTERING TRUST AND INCLUSION ACROSS DIVIDED CONSUMER SEGMENTS

Keywords: Consumer Polarization, Brand Trust, Inclusive Marketing, Brand Authenticity,
Social Identity Theory.

Description: This research introduces the Bridge Marketing Model, an empirically grounded
framework that helps brands build trust across ideologically divided consumer segments by

shifting the focus from message content to strategic message framing.

EXTENDED ABSTRACT

Research Question

In the modern marketplace, consumer polarization has evolved from a peripheral concern to a
central organizing principle of consumer identity (Weber et al. 2021). This “affective
polarization” reflects divisions rooted in identity and emotion rather than simple policy
disagreement (Iyengar et al. 2012; Mason 2018), rendering traditional demographic segmentation
insufficient (Holliday et al. 2024). Major industry research indicates that 74% of consumers
believe that a brand's impact on society makes trust a critical purchasing factor (Edelman 2020).
However, brand messages are often filtered through ideological “echo chambers” (Sunstein
2018) or clash with varying moral intuitions (Haidt 2012), leading to potential alienation or
boycotts of the brand. This study addresses the gap between market reality and current brand
strategy by exploring how marketers can move from diagnosing polarization to prescribing
actionable solutions to reduce polarization. Guided by Social Identity Theory (Tajfel and Turner

1979), this study investigates the following questions: 1) What communication builds questions?
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2) How can brands maintain authenticity while appealing to diverse values systems? and 3) What
role does “superordinate identity” construction (Gaertner and Dovidio 2014) play in bridging

consumer divides?

Method and Data

To generate contextually grounded insights, this study employed a qualitative research design
using in-depth semi-structured interviews (Denzin and Lincoln 2011). We used purposive
sampling to recruit 35 participants with a robust representation across ideological segments: 12
progressives, 9 moderates, 11 conservatives, and 3 non-aligned participants. The sample
comprised 88% working professionals recruited through university alumni networks and
professional panels to ensure that the insights reflected established consumers. The interviews
lasted 60-90 minutes and explored experiences of brand inclusion, alienation, and perceived
inauthenticity. Data were analyzed using Braun and Clarke’s (2006) six-phase thematic analysis.
To ensure rigor, we maintained a structured audit trail (Nowell et al. 2017) and conducted a
negative case analysis (Lincoln and Guba 1985). Recruitment reached thematic saturation at
interview 30, with five additional interviews confirming stability. While providing deep insights
into consumer behavior, a noted limitation is the study’s primary focus on general retail and

service categories, which may vary in high-stakes industries.

Summary of Findings
The primary insight is the primacy of message framing over ideologically divisive contents.

Participants indicated that how a brand communicates— its tone, transparency, and posture—
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serves as a stronger determinant of trust than taking explicit stances. The resulting Bridge
Marketing Model addresses the research questions through four dimensions: (1) Shared Value
Architecture and (2) Measured Neutrality address RQ1 by anchoring campaigns in universal
human values (e.g., “neighborhood safety’’) and justifying non-partisanship as mission-
consistent; (3) Authentic Vulnerability addresses RQ2 by humanizing brands through strategic
transparency; and (4) Participatory Narrative Construction addresses RQ3 by reframing the
brand as a “story-enabler.” The model follows a sequencing logic in which the Shared Value
Architecture serves as the essential entry point. This is critical because establishing a
“superordinate identity” (Gaertner and Dovidio 2014) reduces initial identity-based
defensiveness, making subsequent dimensions legible as sincere rather than performative. This
framework helps brands move beyond “woke-washing” (Vredenburg et al. 2020) by focusing on
stylistic delivery and strategic content selection that bypasses identity-based filters, though even

well-explained neutrality may fail when crossing “moral red lines” (Haidt 2012).

Key Contributions

For academics, we operationalize the Common Ingroup Identity Model’s concept of
“superordinate identity” in a commercial context, providing a pathway for consumer
recategorization. We extend the literature on brand authenticity by introducing “Authentic
Vulnerability,” reframing authenticity from a passive state of non-hypocrisy to an active
communication of imperfections that builds trust. Additionally, we refine theories on “brand
silence” by conceptualizing “Measured Neutrality,” showing that effective non-partisanship
requires proactive communication of a unifying rationale. For practitioners, the Bridge

Marketing Model provides an actionable compass for navigating hyper-fragmented identity
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politics. The model specifies boundary conditions, acknowledging that even well-explained
neutrality may fail when it crosses “moral red lines” rooted in sacred intuitions (Haidt 2012). By
shifting the focus from message content to message framing, the model provides tangible
pathways, such as universal value anchoring and ceding narrative control, to mitigate the risk of
alienation. This research empowers brand leaders to transform from partisans in cultural conflict

into facilitators of inclusion, building resilient, relational trust across ideological divides.

References are available upon request.
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FUNCTIONAL OVERLOAD: RETHINKING CHOICE COMPLEXITY FOR BOTTOM
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agency, Functional Overload

Description: The study reframes choice overload at the Bottom of the Pyramid as functional
overload, demonstrating that decision difficulty arises from converging cognitive load, scarcity
mindset, decision fatigue, and reduced agency—even in small choice sets—thereby challenging
size-based overload models and offering actionable marketing and policy insights.

EXTENDED ABSTRACT

Research Question

This study investigates how decision-making at the Bottom of the Pyramid is shaped when choice
complexity interacts with cognitive constraints. Dominant choice overload theories link
dissatisfaction and deferral primarily to assortment size, assuming stable cognitive capacity and
market familiarity (lyengar & Lepper, 2000). These assumptions align with affluent settings but
reflect BOP contexts characterized by scarcity, low literacy, and infrastructural uncertainty
(Hamilton et al., 2019). Accordingly, the study poses the following research question: RQ1: How
does functional overload, which integrates choice complexity with internal cognitive and
emotional constraints, shape decision satisfaction, choice deferral, and perceived decision
difficulty in BOP contexts? This question reframes overload as a mismatch between decision
demands and functional readiness rather than a numerical excess of options. It examines whether
subjective cognitive load, scarcity mindset, decision fatigue, and perceived decision agency
jointly constitute overload, rather than merely moderating it (Botti & lyengar, 2006; Inesi et al.,
2011). By addressing these interacting forces, this research explains why even modest
assortments can trigger hesitation, discomfort, and withdrawal among consumers who are
structurally constrained. Therefore, the research question extends overload theory toward a
psychosocial perspective that captures the realities of subsistence marketplaces and informs
marketing and policy design.
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Method And Data

We conducted a between-subjects experiment to investigate how assortment size affects
decision-making among Bottom of the Pyramid consumers. Two hundred ninety-seven adults
from peri-urban Kolkata, India, were recruited through purposive intercept sampling at markets,
ration shops, and kirana stores. All earned below 320,000 monthly, had prior sachet-FMCG
purchase experience, and provided consent. Participants were randomly assigned to either a small
choice set of four shampoo sachets or a large set of sixteen, displayed using standardized
laminated mock-ups under a two-minute time constraint. Instructions were delivered orally,
supported by culturally familiar visuals to ensure comprehension. Choice satisfaction, deferral,
and perceived difficulty were measured using established scales. Subjective cognitive load,
scarcity mindset, decision fatigue, and perceived agency were modelled as a higher-order
functional overload construct. A pretest ensured clarity. Reliability and validity met accepted
thresholds. Manipulation checks confirmed that participants perceived the large-set condition as
more complex. Data satisfied normality and variance assumptions. Structural equation modelling
tested direct and mediated effects. Moderation and moderated mediation were examined using
the PROCESS macro. Nonlinear patterns were explored through artificial neural networks, while
fuzzy-set qualitative comparative analysis identified multiple configurational pathways leading
to satisfaction or deferral.

Summary of Findings

The results show that increasing choice set size significantly worsened decision outcomes among
BOP consumers. Participants exposed to larger assortments reported lower satisfaction, higher
cognitive load, greater perceived difficulty, and more frequent choice deferral than those facing
smaller sets, supporting the basic overload hypotheses. Structural equation modelling further
revealed that larger choice sets elevated subjective cognitive load and reduced perceived decision
agency. These internal states, in turn, explained downstream outcomes. Cognitive load mediated
the negative effect of assortment size on satisfaction, while reduced agency mediated the
likelihood of deferring choice. Moderation analyses demonstrated that scarcity mindset
intensified the adverse effects of large assortments on satisfaction, deferral, and difficulty,
indicating that chronic resource concerns amplify overload experiences. Moderated mediation
results showed that decision fatigue strengthened the indirect effect of choice set size on
satisfaction through cognitive load, with effects becoming strongest at higher fatigue levels.
Artificial neural network analysis confirmed that cognitive load and perceived agency were the
most influential predictors of both satisfaction and deferral, far outweighing the direct role of
assortment size. Finally, fuzzy set qualitative comparative analysis identified multiple pathways
leading to low satisfaction and high deferral, consistently featuring high cognitive load, low
agency, and fatigue.

Statement of Key Contributions
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Our study advances the understanding of choice overload at the Bottom of the Pyramid by
conceptualising it as a multidimensional condition rather than a simple consequence of large
assortments. We introduce the concept of functional overload, which integrates subjective
cognitive load, perceived scarcity, decision fatigue, and diminished perceived agency. The
findings demonstrate that even small choice sets can be psychologically taxing when structural
constraints intersect with vulnerability. These findings challenge dominant assortment-size
explanations. While existing research has treated perceived agency as a passive outcome of
choice, we show that agency actively mediates post-choice dissonance and deferral. Decision
fatigue and scarcity mindset further intensify the effects of choice complexity, amplifying
overload experiences. Methodologically, the combination of structural equation modelling,
artificial neural networks, and fuzzy-set qualitative comparative analysis indicates that overload
emerges through multiple internal and contextual pathways, rather than through linear causation.

Managerially, rather than reducing the number of SKUs alone, effective interventions require
cognitive-fit marketing, intuitive portfolio structures, benefit-based segmentation, and clear
visual cues. Staged choice presentation, starter kits, and cross-brand bundles can lower
uncertainty and facilitate trial. Local-language packaging and in-store signals can enhance
perceived agency and confidence.

References are available upon request.
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KEYWORDS
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DESCRIPTION
This research examines what words managers should use in responding to positive reviews so

that consumers react positively.

EXTENDED ABSTRACT
Research Question
Word-of-mouth (WOM) is no longer a simple consumer-to-consumer exchange (Moore
and Lafreniere 2020): 21.1% of the reviews posted on Google Local in 2020 were accompanied
by a reply from the firm. Despite this low response rate, managers ought to reply to reviews:
nearly 90% of consumers rely on reviews in making purchase decisions (Russell 2024) and over

70% of consumers expect managers to respond to reviews (Bazaarvoice 2020).
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While managerial responses are unsurprising in the context of negative WOM (e.g.,
Herhausen et al. 2022), the value of managerial responses to positive WOM is less certain, as
some research has found negative effects of responses to positive reviews (Wang and Chaudhry
2018). Further, industry and academia diverge in their recommendations for how best to respond.
Review platforms recommend longer, tailored responses that repeat positive aspects of the
review (e.g., Yelp; Moon 2023), while academics recommend brief, generic responses (e.g.,
“thank you”; Manis, Wang and Chaudhry 2020). Thus, there is little consensus on how managers
should respond to positive reviews, and it remains unclear whether such responses can impact
consumers positively. We address this issue by developing a norms-based model of what
managers should say in response to positive reviews.

Method and Data

First, in a pre-test, we find that practitioners think managers should thank the reviewer
and repeat a positive aspect of the review, which is in line with the conversational norm in
everyday conversation to agree with the speaker. However, consumers view writing a positive
review as comparable to complimenting the firm, so they think managers should also follow an
additional conversational norm to be humble.

Second, we build on work that describes how people respond to compliments (e.g.,
Pomerantz 1978) to theorize about how managers can respond to positive reviews normatively.
We propose that managers should downplay the compliments that their firms receive via positive
reviews (e.g., “Dinner was fantastic!”), by shifting the content of the compliment (e.g., “Thank
you! We’re glad dinner was good.”) or by shifting the recipient of the compliment (e.g., “Thank
you! Our suppliers are a big help.”). We theorize about why and when these strategies will elicit

positive consumer outcomes, and test these strategies in six experiments.
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Third, we find that our two recommended downplay strategies are underutilized in firm
responses to reviews on Google Local.
Summary of Findings

We find that in the review context, consumers think managers should follow norms that
guide responses to compliments, by agreeing with the speaker and being humble. We propose
that managers can comply with both norms by saying thank you and downplaying the
compliment. Multiple experiments show that, compared to no response and to responses
recommended by industry and academics, downplay responses can positively impact consumers’
choice, evaluations, and engagement intentions. Downplay responses are similar to these other
responses in that they convey the manager’s intention to agree with the reviewer (by offering a
token of appreciation), but they have a greater positive impact because they also convey the
manager’s humility—and therefore better adhere to this context’s additional conversational
norm. We show via mediation analysis that inferences of humility and adherence to norms
sequentially mediate the positive effect of downplay responses on outcomes. Finally, while both
downplay strategies (shift content and shift recipient) can positively impact readers, separately
and jointly, we find boundary conditions for these effects. Downplay responses are most
effective when they: downplay instead of merely suggesting that the firm was overpraised; credit
co-participants instead of nonparticipants; and shift to moderate praise terms instead of neutral
descriptors.
Key Contributions

To marketing theory, we contribute by providing the first empirical test of different
responses to compliments, and by using a norms-based lens to help explain why some responses

perform better than others. Second, we identify a new pathway—humility and adherence to the
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injunctive conversational norm—through which managerial responses influence consumers.
Third, we identify three moderators of our proposed downplay strategies that highlight when
they are most effective.

To marketing practice, we offer insights for firms and review platforms. First, our

experiments show a positive impact of appropriate managerial responses to positive reviews

(compared to no responses). Second, we examine how managers should respond to such reviews.

We compare responses that downplay the compliment to responses recommended by industry
and academics, and find that downplay responses more positively impact consumers’ choice and
evaluations of the firm. We also offer guidance on how to downplay the compliment by
examining whether, to whom, and how much the manager shifts credit. Third, our findings show
that normative managerial responses to positive reviews can increase user engagement. Thus,
platforms might benefit from enabling users to interact with managerial responses as they do

with reviews, for example, by rating them as helpful.

References are available upon request.
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Description: Consumers are more likely to believe that correlations framed in terms of positive
outcomes (e.g., “Frequent jazz music listeners tend to have better memory than frequent pop
music listeners”) reflect causality than those framed in terms of negative outcomes (e.g.,

“Frequent pop music listeners tend to have worse memory than frequent jazz music listeners”).
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EXTENDED ABSTRSCT

Research Question

Understanding how consumers update causal beliefs is essential as they guide
individuals’ predictions and actions (Sloman 2005). One of the most prevalent and important
sources of causal beliefs is correlation (Cheng 1997), especially correlational statements widely
publicized in advertising and the media. Importantly, many correlations are framed either
negatively, emphasizing harmful or undesirable outcomes, or positively, emphasizing beneficial
or desirable outcomes.

Although the two framings are logically equivalent, the choice of correlation framing is
not inconsequential. We theorize and find that positively framed correlations lead to higher
perceived causality than negatively framed correlations.

We build our theory on the density hypothesis, which suggests that people perceive
positive information as more similar to each other than negative information (Koch et al. 2016;
Unkelbach et al. 2008). As a result, people are more likely to generalize observed positive
descriptions to form global impressions than negative ones. For example, knowing someone is
honest leads people to also see them as industrious, whereas knowing someone is dishonest is
less likely to make people see them as lazy (Griaf and Unkelbach 2016). Extending this, we
propose that correlation framing can impact global impressions. For example, when a correlation
is framed positively, such as stating that morning tea drinkers tend to have better memory than
afternoon tea drinkers, it induces the perception that morning tea drinkers are also better in other
health aspects. In contrast, when a correlation is framed negatively, such as stating that afternoon
tea drinkers tend to have worse memory than morning tea drinkers, it is less likely to induce the
perception that afternoon tea drinkers are worse in other health aspects. We further propose that
the stronger global impressions produced by positive framings can, in turn, increase perceived
causality.

Method And Data

In all studies, we presented participants with either positively- or negatively-framed
correlations from survey findings indicating that individuals with different consumption patterns
tend to have different health characteristics. This operationalization of correlations reflects the
way correlations are commonly communicated in newsletters and has been adopted in prior
research (Daniels and Kupor 2023). In all studies (except for Study 5), we measured perceived
causality using 7-point Likert items adapted from prior research. For example: Why do these
respondents have different stomach health? (1 = Definitely for reasons unrelated to the timing of
tea consumption, 7 = Definitely because the timing of tea consumption affects stomach health).
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Summary of Findings

Studies 1A (N = 802) and 1B (501) demonstrated the main effect cross multiple scenarios
and found that people reported a higher perceived causality in the positive framing condition
than in the negative framing condition, even though positive outcomes (e.g., lower stroke risk)
are less fluent to process than negative ones (e.g., higher stroke risk).

Study 2 (N = 800) extended the framing effect to correlational statements with numerical
difference information and tested its influence on perceived magnitude. Half of the participants
made causal judgments; the other half rated the correlation’s magnitude (How large is the
observed correlation? 1 = very small, 7 = very large). Positive framing increased perceived
causality (p <.001), but did not affect magnitude judgments (p =.771).

Studies 3A -3C used a two-stage causal chain design to test whether differences in global
impression building drive the effect. Study 3A asked participants in the positive (vs. negative)
framing condition to predict how likely the reference group was better (vs. worse) in other health
domains and found stronger global impressions in the positive (M = 4.73) than negative (M =
3.96; p <.001) framing condition. Study 3B (N = 600) replicated this and found that comparison
framing (e.g., one group has worse or better stomach health than another) alone can induce
differences in global impressions. Study 3C (N = 402) showed that global impressions in other
domains significantly influenced focal causal judgments (p <.001).

In Study 4 (N = 801), we provide causal evidence by intervening in the global impression
formation. We predicted that introducing valence-inconsistent information would attenuate the
framing effect. Specifically, in the intervention condition, participants in the positive (vs.
negative) framing condition learned that morning tea drinkers had better (vs. worse) memory,
worse (vs. better) sleep quality, and worse (vs. better) heart health. The intervention significantly
moderated the framing effect (p = .033): the framing effect replicated in the control condition but
was attenuated in the intervention condition, primarily by reducing perceived causality in the
positive framing condition.

Study 5 (N = 800) found that correlation framing can influence consumers’ choices in an
incentive-compatible setting. Participants were more likely to select the promoted product in the
positive (51.9%) than in the negative framing condition (42.6%; p = .009). This was mediated by
their causality judgments (Zyediation = 4.66, p < .001).

Key Contributions

Overall, we found that people reported higher perceived causality when presented with
positively framed correlations compared to negatively framed ones. This research contributes to
the causal judgment literature by linking it to the density hypothesis for the first time. It also has
practical importance in the big data era, where correlations are pervasive.
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Description
This study compares various contest designs on the overall physical activity outcomes of

users in the context of a health-tracking application in India.

EXTENDED ABSTRACT
Research Question
In this study, we examine how users’ physical activity levels, especially their average
outcomes, are impacted by different types of contests—winner-takes-all (WTA), sweepstakes
(SSC), and Tullock contests (TUC) (Tullock 2001). A WTA contest is where the rewards are
guaranteed to be won by the top performers. In SSC contests, the winners are randomly
chosen from eligible participants with equal probabilities. In TUC contests, on the other hand,
while the winners are randomly chosen from eligible participants, the probabilities of a
participant being chosen are proportional to their effort compared to others. The three

contests also represent different points on the skill-chance continuum.
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The study is conducted in the context of a health app in India that helps users capture
their cycling activities and logs the number of kilometres cycled by them. Consequently, our
study focuses on the following research questions in the given context:

RQ1: What is the impact of different types of contests—WTA, SSC, TUC—on the

average overall kilometres cycled by participating users in a city?

RQ2: How does the impact vary for participants with varying amounts of average

weekly cycling intensities?

Method and Data

We ran a field experiment among users of a cycling activity tracking app in India. We chose
three cities for our study, with each subjected to a different contest condition—WTA, SSC,
TUC, respectively—for two weeks. In each city, there were three rewards of 1000 rupee
value each to be won. We collected data for weekly cycling distances for each user on the app
from two weeks before running the contest to one week after the contest. No other contests
were run on the app for any of the cities in India during these five weeks to avoid any
confounding effects.

We used difference-in-differences (DiD) method to study the effect of the treatments
on the average weekly cycling distances for the participants. A control group was created for
participants in a treatment city by comparing them with users in other non-treatment cities
using propensity score matching (PSM). The variables used in PSM included demographic,
psychographic, and behavioral factors. This alleviated any endogeneity concerns that could
arise due to self-selection. The regression model is given in Equation 1.

log(distance);; = a + B, " post, + B, - treated; + &8 - (treated; X post,) + v; " X; + €;;

(M
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The term & is the variable of interest; a significant non-zero value indicates the causal

effect of treatment.

Summary of Findings

The results show that average cycling activity decreases in WTA contests. While the SSC
contest does not significantly impact the cycling activity of participants, the TUC contest
shows a significant improvement in the cycling activity of participants. We further divided
users into quartiles based on their average weekly cycling distances, with quartile 1
comprising participants in the lowest 25th percentile of performance, and quartile 4
comprising participants in the highest 25th percentile of performance. The users in SSC show
no significant impact of the contest across all quartiles. The users in the bottom three
quartiles in WTA condition show a significant decrease in their performance. In TUC
condition, users in the top two quartiles show a significant increase in their performance
while the bottom two show no significant change. As a robustness check, we defined
quartiles based on life-time distances and ran the analysis. The results were found to be

consistent.

Key Contributions

Our work makes several contributions to literature and practice. First, prior research on their
effect on physical activity has largely generalized findings from WTA contests to all contest
types, despite substantial evidence in the literature suggesting that different contest designs
can produce heterogeneous effects on performance. This study focuses on three widely used
but theoretically distinct contest formats. We find that WTA reduces overall physical activity

while TUC increases it. SSC leads to no significant change in physical activity.
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Second, we bridge Cognitive Evaluation Theory (CET) and Goal Systems Theory
(GST) by showing that external rewards affect extrinsic and intrinsic motivations differently
in each contest design, resulting in a different outcome.

Third, while literature on health apps such as Fitbit supports gamification techniques,
such as contests, we argue that the contingencies of reward attainability and crowding out
need to be considered.

In terms of managerial implications, health apps such as Fitbit should reconsider their
most popular contest mechanisms of WTA and SSC contests, as they do not increase physical
activity levels. Importantly, none of the three contests improved the physical activity levels of

low performers, which is primarily the goal of all such efforts of these apps.

References

References are available upon request.
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Description: This paper examines whether deliberate content creation can amplify feelings of
perceived injustice, and if expressions of perceived injustice in deliberate, less moderated online
content can foreshadow real-world retaliatory outcomes such as changes in consumer confidence
and protest participation.

EXTENDED ABSTRACT
Research Question:

The proliferation of digital content has made social listening central to how marketers monitor
consumer sentiment and anticipate societal disruption. Yet most current approaches rely on
impulsive, highly moderated content such as tweets, which are constrained by platform design
and automated filtering. This raises a critical question: are we systematically overlooking slower,
deeper signals of discontent embedded in deliberate, less moderated content, and if so, what do
these signals predict? Specifically, this research asks whether deliberate content creation
amplifies perceived injustice and whether expressions of perceived injustice in such content can
foreshadow downstream retaliatory outcomes. We conceptualize retaliatory outcomes along a
spectrum of increasing aggressiveness, from latent (consumer confidence), to instrumental
(protest participation). Our first study examines the psychological mechanism: does writing
about injustice in a deliberate rather than impulsive manner heighten perceived injustice and
escalate retaliatory intentions? Our second study examines the predictive utility: do linguistic
markers of perceived injustice embedded in long-form, less moderated consumer-authored
narratives reliably precede macro-level indicators of societal unrest and economic pessimism? In
doing so, we seek to reposition deliberate, long-form, consumer-generated content as a valuable
early-warning signal for marketers, policymakers, and platform managers.

Method and Data

We answer these questions using two complementary studies that combine experimental
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methods with large-scale text analytics and time-series modeling. Study 1 is a between-subjects
experiment in which adults read a consumer service failure vignette and wrote an online review
either immediately (impulsive condition) or after a brief delay designed to induce more reflective
processing (deliberate condition). We then measured perceived injustice, protest participation
intention (boycott-based), and hate crime intention, along with control variables such as anger
rumination. Manipulation checks used narrativity markers (length, temporal sequencing, causal
connectors, verb tense) to confirm that the delay induced more deliberate, story-like content
creation.

Study 2 analyzes a corpus of 1,620 self-published e-books from Smashwords (over 58 million
words) as an example of deliberate, less moderated consumer-generated content. Using LIWC-
based natural language processing, we applied a validated “grievance” dictionary to quantify
perceived injustice expressions in each quarter. We then estimated Vector Autoregression
models linking quarterly grievance language to two U.S. outcomes from 2008—2022: consumer
confidence, and protest events, controlling for GDP, inflation, inequality, hate crime legislation,
election proximity, trust in government, and voter turnout.

Summary of Findings

Study 1 shows that cognitive mode during content creation matters. Compared to impulsive
reviewers, participants in the deliberate condition produced longer, more narrative reviews with
greater temporal and causal structure, confirming successful manipulation of processing mode.
The deliberate condition yielded significantly higher perceived injustice and protest participation
intention, while direct effects on hate crime intention were non-significant. However, mediation
analyses revealed that perceived injustice significantly transmitted the effect of deliberation onto
hate crime intention, suggesting that hostile retaliatory tendencies may require both reflective
processing and heightened injustice perception. Protest participation, by contrast, appeared to
flow more directly from deliberation, consistent with its instrumental character.

Study 2 extends these insights to macro-level outcomes. Linguistic markers of perceived
injustice in self-published books significantly predicted declines in consumer confidence
approximately three quarters later and increases in protest participation roughly two quarters
later, even after accounting for economic and political controls. These results support the idea
that deliberate, injustice-laden narratives function as early indicators of latent and instrumental
retaliation. Contrary to expectations, perceived injustice language predicted subsequent
decreases in hate crimes, indicating that expressive, narrative forms of injustice articulation may
sometimes diffuse, rather than exacerbate, the likelihood of hostile violence. Together, the
studies demonstrate both psychological and predictive roles for deliberate injustice narratives.

Key Contributions

This research contributes to marketing theory and practice in four main ways. First, it introduces
a two-dimensional framework for online content that distinguishes between cognitive mode
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(impulsive vs. deliberate) and platform moderation (high vs. low). This typology shifts attention
from solely where content appears or how often it occurs to how it is mentally produced and
structurally governed, helping marketers differentiate ephemeral noise from deeper signals of
discontent. Second, we show that the mode of content creation is not merely a stylistic detail but
a psychological mechanism: deliberate narrative construction amplifies perceived injustice and
reshapes retaliatory intentions. This insight bridges dual-process theories of cognition with
consumer retaliation research, demonstrating that slow, reflective storytelling can intensify
grievances and alter downstream behavior.

Third, we position long-form, less moderated consumer narratives—such as self-published
books—as underutilized leading indicators of societal tension. By combining dictionary-based
text analytics with VAR models, we demonstrate that injustice expressions in these narratives
anticipate declines in consumer confidence and surges in protest participation months in
advance, offering marketers and policymakers a longer predictive horizon than typical social
media analytics. Finally, the unexpected dampening relationship with hate crimes highlights
boundary conditions and opens a new agenda on how different expressive channels may redirect
or diffuse hostile aggression, informing both brand risk management and digital governance
debates.
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Description: This study lays the conceptual bedrock for understanding consumer liminality as a
foundational condition shaping the relevance and value of brand authenticity in contemporary

marketplaces.

EXTENDED ABSTRACT

Brand authenticity has emerged as a central concern in contemporary marketing strategy (Fritz et
al., 2017), yet less attention has been given to the consumer-side contexts that shape how
authenticity is perceived. One such underexplored context is liminality, the transitional phase in
which consumers navigate uncertainty, ambiguity, and identity reconstruction. Originating in
anthropology, liminality refers to the threshold stage between separation from a prior state and
incorporation into a new one (Turner, 1969; van Gennep, 1960 [1909]). Extant research has not

systematically examined how consumers’ liminal states shape their perceptions of authenticity and
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subsequent evaluations of brand authenticity. This gap is surprising given that liminal moments
intensify consumers’ search for meaning, stability, and identity affirmation (Epp & Price, 2008;

Noble & Walker, 1997). These conditions make authenticity cues particularly salient.

The limited work connecting liminality and authenticity suggests that transitional consumption
contexts can heighten authenticity experiences. For example, consumer rituals often function as
“authenticating acts” that validate identity (Arnould & Price, 2000; Grayson & Martinec, 2004).
Similarly, studies of transformative consumption (e.g., adventure travel, festivals) reveal how
liminal environments intensify perceptions of genuineness and self-discovery (Kozinets, 2002;
Tumbat & Belk, 2011). Recent scholarship also identifies paradoxes of authenticity in liminal
settings, highlighting tensions between commercial staging and perceived realness. Yet, these
insights remain fragmented and do not offer a systematic theorization of how consumer liminality
shapes brand authenticity perceptions. Thus, this paper advances the literature by proposing that
liminal states in consumer lives act as critical antecedent contexts for authenticity evaluations.
Specifically, we argue that identity reconstruction, existential meaning-seeking, and heightened
emotional vulnerability during liminality make consumers more attentive to authenticity cues in
brands. In turn, these perceptions co-create brand authenticity and support authentic brand

positioning.

Research Questions

How does consumer liminality, temporary states of transition in consumers’ lives, function as a
foundational condition that makes brands’ authenticity signals especially salient and valuable;
through what psychological pathways do liminal experiences translate into perceptions of brand
authenticity; and what are the theoretical and managerial implications of foregrounding liminality

as an antecedent to authenticity?
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Summary of Findings

The paper introduces consumer liminality as a distinct antecedent to brand-authenticity perceptions
and articulates three interrelated psychological pathways, identity reconstruction, existential
meaning-seeking, and emotional vulnerability, that mediate the liminality and authenticity link. It
specifies how different liminal contexts (e.g., life transitions, ritualized consumption, socio-
economic dislocation) alter consumers’ cognitive and affective receptivity to authenticity signals
and how brands can (but also risk) mobilize these states. The framework outlines boundary
conditions (e.g., temporal stage of liminality, prior brand attachment, social norms) and
distinguishes community-based (societal) vs. market-based liminal triggers and authentication
mechanisms. Managerially, the paper maps implications for positioning, narrative strategies, and

ethical cautions when brands engage liminal consumers.

Statement of Key Contributions

1. Theoretical novelty: We introduce and theorize consumer liminality as a previously underused
antecedent in brand authenticity research, shifting attention from static brand attributes to

consumers’ situational states.

2. Boundary and taxonomy: This research offers a taxonomy of liminal contexts and boundary

conditions that refine where and when authenticity cues will succeed or fail.

3. Managerial implications and ethics: Provides actionable guidance for brand positioning in
liminal marketplaces while highlighting ethical risks (manipulation, exploitation) and

measurement priorities (capturing stage, duration, and intensity of liminality).

4. Research agenda: We lay out clear empirical approaches as tractable future research

propositions.
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EXTENDED ABSTRACT

Research Question

Inter-fan rivalry refers to the competitive and often antagonistic interactions between fans of
rival teams, driven by strong team identification and motivated by the desire for social
recognition, emotional regulation, and the protection or enhancement of self-esteem (DiMaggio
& Mohr, 1996; Gross, 1998b; Tajfel & Turner, 1979). A key behavioral expression of inter-fan
rivalry is inter-fan banter, which ranges from light-hearted banter that is playful, non-threatening,
and socially inclusive, to intense banter that is provocative, confrontational, and perceived as an
identity threat. Drawing on Social Identity Theory, this study conceptualises inter-fan banter as
an interaction ranging from light-hearted banter, which is playful, non-threatening, and serving
as an emotional regulation strategy, to intense banter, which is provocative, confrontational, and
perceived as an identity threat (Tajfel & Turner, 1979). Accordingly, this study examines how
different forms of inter-fan banter, light-hearted versus intense, affect fans’ motivation to attend
rivalry games. We address two research questions in line with this aim: RQ1: How does the type
of inter-fan banter (light-hearted vs. intense) influence fan motivation to attend rivalry games?
RQ2: How do perceived rivalry, perceived risk, and fan engagement mediate the relationship
between banter type and game attendance motivation, and how is this relationship moderated by

fan identification?

Method and Data

This research consisted of eight between-subject experimental studies examining how inter-fan
banter influences fans’ motivation to attend rivalry games. Across studies, participants were
randomly assigned to one of three conditions: light-hearted banter, intense banter, or a neutral

(non-banter) control condition. Participants were recruited via Prolific using pre-screening
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surveys of English Premier League, National Football League, and Major League Baseball fans
in the United Kingdom and United States. Participants first selected the teams they followed and
subsequently ranked teams according to perceived rivalry intensity, with these rankings used to
identify relevant rival pairings. Only self-identified fans of the selected rival teams were invited
to participate. The rivalries examined included Liverpool versus Manchester United, Manchester
United versus Manchester City, Arsenal versus Liverpool, Green Bay Packers versus Chicago
Bears, and New York Yankees versus Boston Red Sox. After exposure to scenario-based banter
manipulations, participants completed validated multi-item measures of motivation to attend
games, perceived risk, perceived rivalry, fan engagement, and fan identification using seven-
point Likert scales. Data were analysed using one-way ANOVA and Hayes’ PROCESS macro
(Models 4, 6, and 7) to test mediation, serial mediation, and moderated mediation effects, with
5,000 bootstrap resamples and 95% bias-corrected confidence intervals. Manipulation checks

confirmed that participants accurately perceived the emotional tone of the banter scenarios.

Summary of Findings

Across eight experimental studies involving football and baseball fans in the United Kingdom
and United States, the findings demonstrate that the emotional tone of inter-fan banter plays a
central role in shaping motivation to attend rivalry games. Intense banter consistently increased
perceptions of hostility and elevated perceived risk, which in turn reduced fans’ motivation to
attend rivalry games, particularly among fans with low levels of team identification. At the same
time, intense banter strengthened perceived rivalry, which increased motivation to attend games,
producing a dual effect by simultaneously discouraging and encouraging attendance. In contrast,
light-hearted banter increased motivation to attend rivalry games. This positive effect operated

through a serial mediation process in which light-hearted banter heightened perceived rivalry,
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which subsequently increased fan engagement and, in turn, motivation to attend rivalry games.
Importantly, light-hearted banter generated levels of perceived rivalry comparable to intense
banter but without activating perceptions of risk. Fan identification moderated several of these
effects, such that highly identified fans showed more stable attendance motivations and were less
negatively affected by intense banter, whereas low-identified fans were more sensitive to
increases in perceived risk. Overall, the findings reveal that inter-fan rivalry produces both
psychological benefits and costs, depending on the form of banter and the level of fan

identification.

Key Contributions

This research advances sport and consumer research by positioning inter-fan rivalry as a distinct
and influential psychological mechanism shaping attendance motivation. It extends rivalry
theory beyond teams and athletes by demonstrating that fan-to-fan interactions directly influence
motivation. The findings enrich Social Identity Theory by identifying inter-fan banter as a
powerful identity-relevant stimulus that can either reinforce or threaten fans’ social identities,
with fan identification acting as a critical boundary condition. The study further contributes to
consumer engagement literature by shifting the focus from firm-driven to consumer-generated
engagement, showing that light-hearted banter stimulates emotional and behavioural
engagement. In addition, it extends brand rivalry theory by illustrating how rivalry operates
through consumer-to-consumer interactions, revealing new psychological and behavioural
outcomes. The research also advances fan motivation theory by demonstrating the dual role of
banter: light-hearted banter enhances motivation through perceived rivalry and engagement,
whereas intense banter suppresses motivation by increasing perceived risk. From a managerial

and policy perspective, the findings show that the tone of inter-fan interaction is a critical
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mechanism shaping fan motivation. Promoting light-hearted, playful rivalry can enhance
engagement and attendance, while managing hostile banter through clear codes of conduct and

safer fan environments can reduce perceived threat, improve inclusion, and support attendance at

rivalry events.
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Description: This research uses event-related potentials (ERPs) to provide neural validation for
the Style of Processing (SOP) scale, demonstrating distinct neurophysiological patterns for

"visualizers" and "verbalizers" across passive viewing and simulated shopping tasks.

EXTENDED ABSTRACT

Research Question

The Style of Processing (SOP) scale identifies consumers' preferences for either visual or verbal
information, yet its conceptualization has been challenged regarding whether it reflects genuine
neurobiological differences. While foundational studies consistently show visualizers favor
creating mental images and verbalizers prefer semantic processing, these physiological
underpinnings have lacked direct neurobiological validation until recently. This research aims to

answer the following question: How do consumers with different styles of processing perceive
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products and brands, and what are the underlying motivational and affective processes that drive
these differential effects? Specifically, this paper extends previous work by using event-related
potentials (ERPs) across two studies to unpack how SOP and information modality interact

across the stages of consumer attention, meaning, and motivation.

Method and Data

Across two studies, we build a neural framework demonstrating differences in cognitive and
emotional processing. In Study 1, nineteen visualizers and 20 verbalizers were selected based on
the 22-item SOP Scale. Participants passively viewed 180 images from the International
Aftective Picture System (IAPS), and EEG data were recorded from 32 electrodes to analyze the
Late Positive Potential (LPP). We examined both the posterior LPP (p-LPP), associated with
affective salience, and the frontal LPP (f-LPP), which reflects emotional regulation. Study 2
utilized a modified version of the SHOP (Save Holdings Or Purchase) task with ten visualizers
and eight verbalizers to better approximate real-world consumer decision-making. Participants
rated their "liking" of products and brands presented separately and their "wanting" of specific
brand-product pairings while EEG was recorded to analyze P200 (attentional bias), N400

(semantic integration), and LPP (motivational salience).

Summary of Findings

Study 1 revealed that visualizers showed larger overall p-LPP amplitudes than verbalizers,
confirming heightened engagement with visual affective stimuli. A style-by-hemisphere
interaction emerged: visualizers demonstrated significantly larger amplitudes over the right

hemisphere, while verbalizers showed left-hemisphere dominance. Study 2 behavioral results
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showed verbalizers engage in systematic, cue-by-cue evaluation, while visualizers are more
brand-driven in purchase intentions. ERP results aligned with this: verbalizers showed larger
P200 amplitudes and enhanced sensitivity to N400 effects for brands, suggesting more effortful
engagement with verbal information. While LPP amplitude showed no main effect of style, a
significant interaction revealed visualizers processed stimuli more quickly during "wanting" than

"liking," suggesting heightened motivation enhances their processing efficiency.

Key Contributions

This research makes a significant contribution to the academic marketing discipline by providing
direct neurophysiological evidence across multiple tasks and processing contingencies,
empirically and neurologically validating the Style of Processing (SOP). By using EEG, we
demonstrate that the preferences identified by the scale correspond to distinct, measurable brain
activity patterns, specifically hemispheric asymmetries and differences in the timing of neural
responses. This grounds a large body of behavioral research in neurobiology, offering a more
robust framework for future studies on sensory marketing and advertising effectiveness.
Managerially, the findings suggest marketers can design more personalized experiences, such as
using visually rich interfaces for visualizers and clear, compelling ad copy for verbalizers to

facilitate their systematic evaluations.

References are available upon request.
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Description:
This research investigates how visual references for quantitative product attributes shape

evaluation through functional and symbolic pathways.

EXTENDED ABSTRACT

Research Question

Consumers frequently encounter numerical product attributes (e.g., size, weight, capacity) in
marketing communications, yet such information is often abstract and difficult to interpret. This
research asks: How do visual references accompanying quantitative attributes influence
consumer responses, and through what mechanisms? Specifically, we examine whether visual
references serve (1) a functional role by increasing the perceived concreteness and
comprehensibility of numerical information, and (2) a symbolic role by conveying social status
meanings that influence product evaluation. We further investigate when each pathway

dominates and whether individual differences in consumers’ need for status moderate symbolic
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effects. By integrating insights from numerical cognition, visual information processing, and
status consumption, this research addresses a gap in prior literature that has largely overlooked
how quantitative attributes can be visually represented and symbolically interpreted.

Method and Data

Across four studies, including one eye-tracking experiment and three controlled online
experiments, this research systematically examines the effects of visual references for
quantitative attributes. Study 1 uses eye-tracking to compare consumer attention and product
evaluations when size information is presented numerically versus visually. Study 2 employs a
2x2 experimental design to test whether visual references enhance perceived concreteness and
product evaluation, particularly when numerical denotations are absent. Study 3 manipulates the
social status of visual references while holding functional information constant to examine
symbolic effects on willingness to pay. Study 4 tests the moderating role of consumers’ need for
status and assesses positive affect as the underlying mechanism. Data were collected from
diverse samples, including university students and online panels, using validated perceptual and
evaluative measures.

Summary of Findings

Results demonstrate that visual references play a dual role in shaping consumer responses.
Functionally, visual references attract greater attention and increase perceived concreteness of
quantitative attributes, particularly when numerical information is absent, leading to more
favorable product evaluations. Symbolically, visual references can convey social status meanings
that influence consumer valuation beyond functional comprehension. High-status visual
references elicit positive affect that transfers to the focal product, increasing willingness to pay.

However, these symbolic effects are not universal; they are significantly stronger among
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consumers with a high need for status. Importantly, when numerical information is explicit and
easily interpretable, the functional benefits of visual references diminish, highlighting boundary
conditions for their effectiveness.

Key Contributions

This research makes several contributions to consumer behavior and marketing communication
literature. First, it extends research on numerical cognition by demonstrating how visual
references can reduce the abstraction of numerical attributes through increased perceived
concreteness. Second, it advances understanding of visual communication by revealing that
visual references are not purely informational but also symbolic carriers of social meaning.
Third, it integrates functional and symbolic processing perspectives to show that visual
references can simultaneously inform and persuade consumers, depending on contextual and
individual factors. Finally, the findings offer actionable insights for marketers on how to
strategically design visual references to improve comprehension and enhance perceived value

without unintended negative inferences.

References are available upon request.
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This research examines how subjective versus objective contest entry types influence

consumer responses through procedural fairness, enjoyment, and engagement.
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EXTENDED ABSTRACT

Research Question

Promotional contests are widely used marketing tools designed to increase consumer
engagement and stimulate purchase behavior. These contests often differ in how
participants enter, with some relying on objective, fact-based tasks (e.g., quizzes or
puzzles) and others relying on subjective, opinion-based tasks (e.g., writing or creative
submissions). While prior research has examined the effects of winning competitive
promotions, relatively little is known about how contest entry type shapes consumer
perceptions and responses, particularly through psychological mechanisms such as
perceived fairness, enjoyment, and engagement. Moreover, existing literature has
largely overlooked how contextual factors such as contest outcomes (winning versus

losing) and organizational type (for-profit versus non-profit) may alter these effects.

This research examines how subjective versus objective contest entry types shape
consumer participation likelihood, purchase intention, and brand attitudes. It further
investigates whether these effects operate through procedural fairness, enjoyment, and
consumer engagement, and whether they vary across contest outcomes and

organizational contexts.

Method and Data

This research consists of three studies, including one correlational study and two
experimental studies. Study 1 employed a repeated-measures correlational design in

which participants evaluated both subjective contests (e.g., writing, design, slogan
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contests) and objective contests (e.g., quizzes, puzzles, memory tasks). Ninety-five
valid participants rated each contest type on perceived fairness, enjoyment, engagement,

participation likelihood, and purchase intention.

Study 2 used a 2 x 2 between-subjects experimental design manipulating contest
entry type (subjective vs. objective) and contest outcome (win vs. lose). Participants
were randomly assigned to contest scenarios and subsequently reported their behavioral

intentions and psychological responses.

Study 3 extended the design by examining organizational context using a 2 x 2
between-subjects experiment that manipulated contest entry type (subjective vs.
objective) and organization type (for-profit vs. non-profit). Across studies, mediation
and moderated mediation analyses were conducted using PROCESS to test the

proposed psychological mechanisms.

Summary of Findings

Across all studies, objective contests consistently generated higher participation
likelihood, purchase intention, and more favorable brand attitudes compared to
subjective contests. These effects were primarily driven by increased perceptions of
procedural fairness. Mediation analyses revealed that procedural fairness fully
mediated the relationship between contest entry type and participation likelihood and

played a dominant role in shaping purchase intentions and brand attitudes.

Enjoyment and consumer engagement also contributed to consumer responses,

although their effects were secondary and context dependent. Enjoyment partially
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mediated participation likelihood and fully mediated purchase intention in certain
conditions, while consumer engagement appeared to play a more salient role in contexts
involving unfavourable outcomes. Moderated mediation analyses further indicated that
when participants experienced losing outcomes, procedural fairness and consumer
engagement became particularly important in attenuating negative reactions, especially
in objective contests. Organizational context also shaped these relationships, such that
perceptions of fairness tended to be more influential in for-profit settings, whereas

enjoyment was relatively more salient in non-profit contexts.

Key Contributions

This research makes several important contributions. First, it advances the literature
on promotional contests by distinguishing between subjective and objective contest
entry types as a key design feature shaping consumer response. Second, it identifies
procedural fairness as a central psychological mechanism explaining why objective
contests are more effective in driving participation and purchase intentions. Third, by
integrating procedural justice theory, flow theory, and signaling theory, this research
offers a process-based framework that explains how contest design signals fairness and
credibility to consumers. Finally, the findings provide actionable insights for
practitioners, suggesting that marketers can optimize contest effectiveness by
emphasizing transparency and objective evaluation criteria, particularly when

consumers face unfavorable outcomes.
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EXTENDED ABSTRACT

Research Question

What matters most to a consumer when deciding to buy a product? Prior research
revealed that consumers prioritize core product attributes (e.g., price, quality, functionality,
longevity) over non-core attributes (e.g., packaging, aesthetics, brand, trendiness) when
making purchase decisions. However, do consumers believe it is the same for others? Social
prediction influences consumer behavior. Yet, making accurate social judgments remains
challenging. For instance, consumers believe the same product will be more efficacious and

useful for others or that other consumers will dislike dissimilar product options more than
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they do. Considering the prevalence of social prediction error, it is both theoretically and
practically important to examine whether consumers think others place different levels of
importance on product attributes than they do when deciding to buy. These inferences are
consequential in the marketplace because consumers often have to anticipate others’
preferences, such as when making decisions for others (e.g., gifting), as well as in
professional settings, such as when marketers forecast which product features consumers

might value.

Summary of Findings

We propose that consumers engage in an “asymmetric projection” depending on the
type of product attribute. Across six main and two supplemental studies (total N = 3,352), we
found that consumers systematically misjudge the importance that other consumers place on
product attributes: overestimating the importance others place on non-core product attributes,
and accurately estimating the importance others place on core product attributes.

A pretest (N =299) established that consumers consistently classify some attributes as
core and others as non-core. Study 1A (N =293) and Study 1B (N = 398) revealed that
consumers overestimate the importance other American consumers place on non-core product
attributes (e.g., packaging, aesthetics, brand, trendiness, resale value, and uniqueness), but not
core product attributes(e.g., price, quality, functionality, longevity, and user-friendliness) in
incentive-compatible studies across different products. Study 2 (N = 300) replicated this
pattern (Cohen’s d ranging from 0.48 to 0.66 for non-core attributes) with 30 products using a
direct comparative judgment scale. Study 4 (N = 403) revealed that the core-noncore
asymmetry attenuates for close others (best friend), but persists for generic others. Study 5 (¥
=399) revealed that professional product managers also overestimate consumers’ focus on
non-core attributes. Finally, Study 6 (N = 400) revealed that marketing professionals

overestimate how persuasive consumers find ad content emphasizing non-core product
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attributes compared to ads emphasizing core product attributes. Across studies, we also found
speculative process evidence that believing others to be materialistic and status-driven partly

explains the asymmetric misperception between core and non-core product attributes.

Key Contributions

Our findings offer implications. Theoretically, we identify a new self-other asymmetry
at the product attribute level. We demonstrate asymmetric projection, in which consumers
project their preferences for core attributes onto others but rely on stereotypes of others (more
naive and materialistic) when predicting others’ importance of non-core attributes. This fits
within a third-person effect framework, in which consumers see themselves as rational buyers
but view others as more susceptible to persuasion by superficial features. Our findings support
previous research by showing that social prediction errors are linked to product attribute
evaluation, which can help explain why consumers believe others are more materialistic,
prefer hedonic goods, and favor over-packaged gifts. Finally, professionals showing identical
patterns despite their expertise suggest that beliefs about consumer superficiality might not be
easily corrected by experience. Practically, our findings have direct implications for product
development and marketing communications, suggesting that managers’ misperceptions may
lead them to develop and market products that are misaligned with actual consumer priorities.
Even more, consumers buying for acquaintances or colleagues might choose impressively
branded but less practical items. Here, retailers, salespeople, and choice architects can assist
gift-givers in making better decisions by reminding them that others value functionality just as

much as themselves, and aesthetics not as highly as they believe.

Word count: 613/800 words.
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Keywords: brand moral transgression, moral licensing, moral credentials, moral credits, political

ideology

Description: Across three experiments, we find that political ideology predicts variation in how
consumers morally license brand misconduct. Depending on ideological orientation, consumers
differ in whether they rely more on compensatory moral credits or reinterpretive moral

credentials to justify brand transgressions.

EXTENDED ABSTRACT

Research Question

A brand’s prior good deeds make consumers more willing to excuse—or license—its
subsequent, morally questionable behavior. Moral licensing theory suggests that consumers
excuse brand transgressions through two mechanisms: moral credits and moral credentials. The
moral credits model treats morality like a bank account, where good deeds accumulate credits
that can offset later transgressions. In contrast, the moral credentials model changes how
consumers construe or interpret ambiguous wrongdoing, making it seem less severe or even

non-transgressive (Effron & Monin, 2010; Monin & Miller, 2001; Merritt et al., 2010). This
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research examines political ideology as a key moderator in how consumers apply these

mechanisms when evaluating brand transgressions.

Method and Data

Study 1 tested the hypothesis that liberals are more likely than conservatives to forgive brands
via the moral credit pathway. Participants evaluated a pharmaceutical company that misused
charity funds. When the company’s prior prosocial behavior was made salient, liberals (but not
conservatives) rated the brand more favorably, confirming the predicted interaction between

ideology and moral crediting.

Study 2 tested whether conservatives are more likely than liberals to rely on moral credentials,
granting leniency when misconduct is ambiguous. Participants evaluated a tech company
accused of tax underreporting. When the transgression was framed as occurring under regulatory
ambiguity, conservatives exhibited greater forgiveness than liberals. This supports the idea that

conservatives reinterpret morally unclear violations as less severe.

Study 3 integrated both mechanisms in a 3 (credit vs. credentials vs. control) x 2 (ideology)
design. Liberals rated brands highest when prior virtue was highlighted, while conservatives
responded most favorably to ambiguity in the misconduct framing. The control condition
produced the lowest brand attitudes for both groups. This direct comparison confirms that moral

credits and moral credentials operate as separate pathways, selectively activated by ideology.

Summary of Findings

We report three studies that examined how liberals and conservatives license brand
transgressions. Study 1 demonstrated that when prior prosocial behavior was made salient,

liberals evaluated the brand more favorably despite evidence of wrongdoing, consistent with the
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moral credits pathway. Study 2 showed that conservatives, more than liberals, respond
permissively to brand transgressions when wrongdoing is ambiguous. This pattern is consistent
with the idea that conservatives may be more receptive to reinterpretations of misconduct when
its moral meaning is uncertain. Study 3 extends the prior studies by directly contrasting moral
credits and moral credentials in the same experimental design. These findings reinforce the view
that liberals and conservatives rely on distinct licensing pathways: liberals through a balancing
logic and conservatives through greater receptivity to leniency when misconduct is open to
interpretation. Together, Studies 1-3 provide convergent evidence that consumer ideology

fundamentally shapes the conditions under which brand transgressions are excused.

Statement of Key Contributions

The implications of our research are threefold, theoretically and practically. First, rather than
treating all moral licensing as a single process, we show that different consumers tend to rely on
different forms of reasoning. Some are more likely to forgive brands based on prior good deeds
(moral credits), while others are more influenced by how clearly the wrongdoing is framed
(moral credentials). Second, our findings help clarify when and for whom each licensing
mechanism is most effective. In doing so, we move moral licensing theory beyond one-size-fits-
all models, showing that consumers’ moral judgments are shaped not just by context, but by
their deeper value systems. Finally, from the practical perspective, the results suggest that
brands facing public backlash should tailor their messaging strategies to the ideological makeup
of their audience, for what works for one group may backfire with another. Understanding these

differences can help managers better navigate crises in today’s politically diverse marketplace.
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POLITICAL MERCHANDISE:
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Description: People who display political merchandise are viewed less favorably, even by

individuals from the same political party, because partisan display activates observers’

attributions of polarization.

EXTENDED ABSTRACT

Research Questions:

The consumption of political merchandise (e.g., lawn signs, bumper stickers, t-shirts) that

signals consumer’s political identity is prevalent in the marketplace, especially during election

seasons. For example, the camouflage campaign hats for the Harris campaign in 2024 garnered
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nearly $2 million in sales (Vasquez 2024), while the MAGA hats for the Trump campaign
generated $80,000 per day in 2016 (Shoaib 2022). Further attesting to the prevalence of political
consumption, we surveyed 153 Mturkers and found that 59.5% of them have used or displayed
political merchandise. Despite its prevalence, little is known about how such political display is
perceived by others. While it may be intuitive that people dislike political out-group members
who engage in political display due to ideological disagreements, it is unclear how political
consumption is perceived by in-group members. Specifically, how do Democrats/Republicans
respond to a neighbor posting a lawn sign supporting their own party’s candidate? We propose
and find that partisan display activates observers’ attributions of polarization, tainting the

evaluations of the displayers.

Method and Data:

Study 1 tested whether observers view ingroup members displaying political merchandise
more negatively than those who do not, and whether actors mispredict this ingroup penalty
effect. Participants in the observer condition chose between an ingroup member with partisan
display (i.e., laptop sticker) and one without. Conversely, participants in the actor condition
predicted their likelihood of being chosen by ingroup members if they engaged in partisan
display vs. not.

Study 2 tested the ingroup penalty effect in a political marketing context where partisan
displays are more normative. Participants chose between two representatives from a local
political organization, one wearing a political t-shirt and the other a plain t-shirt, for a one-on-one

online interview.
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Study 3 examined the underlying mechanism. Participants evaluated an in-group member
who wore either a plain or a political t-shirt and rated the extent they believed that the target was
polarizing along with some alternative processes (i.e., norm violation, political extremeness,
moral grandstanding).

Study 4 provided further evidence for the process by comparing a non-polarizing identity
(i.e., university identity) with a polarizing identity (i.e., political identity). We manipulated
identity display using a t-shirt worn by an in-group member, displaying either political or
university affiliations, or no display. A control condition with an identity-unknown target was

included to assess preferences for political display over an unknown identity.

Summary of findings:

Across studies, we did not find any difference in results based on party affiliation.
Therefore, we report results after collapsing across different party affiliations. Study 1 revealed
that while actors expect those from the same political party to favor them more for expressing
their shared identity through partisan display, most observers actually prefer individuals without
such displays. This discrepancy indicates that users of political merchandise are unintentionally
facing an ingroup penalty. Study 2 further demonstrates this ingroup penalty using a real choice,
showing participants were less likely to engage with their party’s representative when the
representative displayed political merchandise. Notably, this penalty occurs even in contexts
where such displays are common, indicating that violating social norms may not be the primary
cause of the effect. Study 3 showed that the negative effect of political consumption is mediated

by polarization attribution, even when controlling for alternative processes. Lastly, Study 4
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revealed that while displaying student identity (vs. not) was perceived favorably among
ingroups, which is consistent with ingroup favoritism, displaying political identity (vs. not) was
perceived less favorably among political ingroups. Further, the consumer engaging in political
display was liked less even when compared to an identity-unknown target, providing further

evidence that political display backfires.

Statement of Key Contributions:

The display of political merchandise, such as t-shirts and stickers, has become
increasingly prevalent in the U.S., even outside election cycles. One reason individuals choose to
display political merchandise is to foster ingroup cohesion and increase liking from ingroup
members. This expectation is supported by prior research on social identity, which finds that
individuals tend to view others more favorably when they display their shared group aftiliation.

This research proposes a theoretically novel boundary condition of this ingroup
favorability effect. Contrary to actors’ beliefs, we find that actors who display political
merchandise (vs. not) are viewed more unfavorably by ingroup members. This ingroup penalty
effect occurs because partisan display triggers attributions of political polarization. We reconcile
our findings with social identity literature by demonstrating that while displaying polarizing
identities (e.g., political identity) leads to ingroup penalty, displaying non-polarizing identities
(e.g., university identity) results in ingroup favorability.

This research contributes to the literature on how political themes impact marketing.
Second, we contribute to the social identity literature by demonstrating a moderating effect of

identity polarization. Third, we contribute to the nascent political polarization literature by
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studying how attributions of political polarization influence consumer behavior. Lastly, we

contribute to the political science literature and shed light on campaign practices.
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Description: This research shows that Indian BOP consumers actively use social media to express
aspirations and status while staying rooted in local culture, offering clear insights for brands,
social initiatives, and digital platforms.

EXTENDED ABSTRACT
Research Question

Prior research on consumer aspiration and identity construction has largely examined material
consumption and offline status displays among middle- and high-income groups (Belk, 1988;
Charles et al., 2009). These studies implicitly assume individualistic agency and economic
flexibility, rendering them insufficient for explaining identity work among structurally
constrained Bottom of the Pyramid (BOP) consumers. Within BOP contexts, consumption is
embedded in scarcity, moral accountability, and collective norms, which fundamentally alter the
meanings of aspiration and visibility (Viswanathan & Sreekumar, 2019).

With increasing internet penetration, social media has emerged as a critical arena for
symbolic self-expression among low-income consumers, enabling non-material forms of status
signaling and identity performance (Dey et al., 2020). However, existing digital consumption
research privileges individual-level signaling while overlooking how communal oversight,
cultural anchoring, and social surveillance shape what can be publicly expressed (Wallis, 2025).
Cultural Identity Theory emphasizes identity as negotiated and relational, but the existing
empirical work rarely explores how BOP consumers balance traditional values with global digital
aesthetics (Ting-Toomey, 2015). This raises the following research question: How do the Indian
BOP use social media to perform aspirational identities, negotiate cultural embeddedness, and
signal social status under conditions of economic scarcity, collective orientation, and high social
visibility?

Method And Data
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To capture the layered dynamics of aspiration, identity, and digital behaviour among BOP
consumers, this research employed a three-study sequential design.

Study 1 used a phenomenological approach. Twenty-six in-depth interviews were
conducted through snowball sampling with BOP consumers from Kolkata and adjoining peri-
urban areas. Participants were aged 18-35 and varied in education and occupation. A semi-
structured protocol examined social media usage, aspirations, cultural expectations, and status
expression. Data were thematically analysed following Moustakas (1994) to surface shared
meanings and lived experiences.

Study 2 translated these insights into DEMATEL-based causal modelling. Five domain
experts and the same twenty-six participants evaluated directional relationships among
aspirational intent, self-presentation, cultural tension, peer comparison, and digital engagement.
The analysis enabled the identification of cause-and—effect structures and revealed how
emotional and social pressures shape aspirational performance online.

Study 3 employed a 2x2 between-subjects experiment to test behavioural outcomes.
Social visibility (high vs. low) and cultural collectivism (primed vs. neutral) were manipulated
using vignette-based scenarios. A total of 217 BOP participants from Kolkata and peri-urban
settlements were randomly assigned to conditions. Posting intentions were measured through a
structured Bengali questionnaire. Moderated regression and interaction effects were tested
following extant literature (Aiken & West, 1991)

Summary of Findings

Across three studies, the findings reveal how Indian BOP consumers perform aspiration digitally
through selective, culturally anchored self-presentation. Study 1 reveals that aspiration operates
as a double-edged force: social media exposes users to elite lifestyles, generating both motivation
and frustration. Participants rarely aspired to luxury ownership; instead, they pursued symbolic
proximity through poses, hashtags, and modest brand cues. Cultural identity emerged as a
negotiated rather than fixed concept, with users blending traditional aesthetics and global trends
to maintain social legitimacy. Status signaling was thus subtle, curated, and relational, shaped by
anticipated audience judgment. Social media engagement also served as a space for cultural
continuity, where sharing rituals, festivals, and food helped affirm belonging and pride.

Study 2 establishes social media engagement as the primary causal driver, influencing
status signaling through aspirational consumption and cultural identity negotiation. Aspirational
intent and cultural negotiation mutually reinforced each other, indicating that digital aspiration is
socially situated and emotionally layered rather than purely instrumental.

Study 3 demonstrates that higher social visibility increases intentions to post aspirational
content, particularly when peer feedback is expected. However, collectivist priming significantly
dampens performative posting, especially among women. These findings show aspiration is
regulated by collective norms and gendered scrutiny.

Statement of Key Contributions
This research contributes to consumer research by embedding cultural identity negotiation,

symbolic aspiration, and digital status signalling at the Indian BOP. It extends Cultural ldentity
Theory (Ting-Toomey, 2015) and the Status Signalling Model (Charles et al., 2009) by
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demonstrating how digital self-presentation balances aspiration with cultural legitimacy in low-
income contexts. It expands identity theory beyond offline rituals (Cova et al., 2021) by showing
how BOP consumers creatively blend global aesthetics and local tradition through symbolic
digital curations on social media. Aspirational consumption (Srivastava et al., 2020) is
reconceptualized as performative, affordable, and interpretive for BOP consumers. Using
DEMATEL, the study maps interdependencies and causal pathways among social media
engagement, aspirational consumption, cultural identity negotiation, and status signalling.
Experiment shows that aspirational expression intensifies under social visibility but is moderated
by collectivist orientation and perceived cultural scrutiny.

The findings suggest that brands in the apparel, beauty, and technology sectors should
shift their focus from purely transactional appeals to culturally grounded storytelling. For
nonprofits, policymakers, and platforms, the study calls for developing inclusive digital
programs, implementing gender-sensitive interventions, and implementing safeguards against
aspirational overload among low-income users. The above insights reposition BOP consumers as
thoughtful, strategic, and socially aware digital participants today.

References are available upon request.
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Description: Despite a general aversion to dirt, produce with soil increases consumer purchase

intentions by enhancing perceived nutritional completeness through symbolic contagion.

EXTENDED ABSTRACT
Research Question
The pursuit of cleanliness is deeply embedded in market systems (Ipsos 2017; Argo et al. 2006;
Morales and Fitzsimons 2007). The COVID-19 pandemic significantly amplified this focus,
heightening global attention to hygienic practices and sparking unprecedented demand for clean
goods. However, a common retail practice involves displaying produce with residual soil rather
than just showing clean ones. Various channels, including online platforms and physical stores,
showcase both clean and dirty forms of produce across multiple categories. Notably, the same
product is often presented in both states simultaneously, frequently at the same price. This

inconsistency suggests consumers may derive value from soil beyond mere cleanliness. We
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propose soil enhances purchase intentions by signaling nutritional completeness. Building on
contagion theory, this research investigates whether and how residual soil on produce serves as a
symbolic cue, enhancing consumers’ perception of nutritional completeness and thereby
increasing purchase intention.

Method And Data

We tested our hypotheses across three studies. Study 1 provided initial evidence that produce with
low (vs. high) cleanliness elicits higher purchase intentions. Using a between-subjects design,
participants were exposed to scenarios in which produce were either shown in low-cleanliness
state (image with visible soil on the surface) or high-cleanliness state (appeared very clean, with no
visible soil). Following the scenario, participants completed a questionnaire on purchase intentions,
perceived cleanliness, and demographics. Study 2 replicated this finding and further demonstrated
that perceived nutritional completeness mediates the relationship between cleanliness and purchase
intentions. In a similar between-subjects design, participants were presented with scenarios in
which they were shown either cleaned or dirt produce. Participants completed a questionnaire
about their intentions to purchase, perceived nutritional completeness as well as other alternative
explanations, manipulation checks, and demographics. Study 3 examined another boundary
condition where the positive effect on produce with low (vs. high) cleanliness is attenuated when
the product is packaged (vs. unpackaged). Participants were randomly assigned to one of four
conditions in a 2 (cleanliness: low vs. high) x 2 (package type: packaged vs. unpackaged)
between-subjects design. Participants completed questions about their intentions to purchase,

perceived nutritional completeness, manipulation checks, and demographics.
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Summary of Findings

A one-way ANOVA in Study 1 showed that purchase intentions in the low cleanliness condition
(M = 5.44, SD = 1.33) were significantly higher than in the high cleanliness condition (M = 4.99,
SD =1.21; F(1,198) = 6.16, p = .014, ,> = .03). The results of Study 2 indicated that
participants’ purchase intentions in the low cleanliness condition (M = 5.77, SD = .66) were
significantly higher than in the high cleanliness condition (M = 5.46, SD = 1.13; F(1, 198) =5.61,
p =.019, ,2 = .03). Except for perceived nutritional completeness (.0627, 95% CI

[.0003, .1680]), all other alternative explanations could not be mediators. In study 3, a 2
(cleanliness) x 2 (package type) ANOVA on the purchase intentions score revealed a significant
cleanliness x package type two-way interaction (F(1, 415) =4.90, p = .027, > = .01). Further
revealed that only in the unpackaged condition, the purchase intentions for low cleanliness
products (M = 5.30, SD = 1.60) were higher than that for high cleanliness products (M = 4.69, SD
=1.61; F(1,415)=6.08, p = .014, ,> = .01).

Statement of Key Contributions

Theoretically, these findings challenge the entrenched view that cleanliness universally drives
preference (Argo et al. 2006), demonstrating that soil can also evoke positive effects to promote
purchase intentions. This extends research on non-declarative origin cues, revealing soil as a
visual proxy for nutritional completeness. Additionally, we contribute to packaging literature by
exposing its paradoxical role—while protecting products, it can undermine the symbolic value of

soil.
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For practitioners, our work offers actionable insights. Retaining soil reduces resource waste and
costs linked to over-cleaning, aligning with sustainability goals. Retailers can leverage soil
imagery or sell unwashed produce to harness nutritional completeness inferences. Critically,

unpackaged formats maximize soil’s benefits while reducing packaging waste.

References are available upon request.
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Description: This research shows that both more revealing and more concealing trainer attire in
yoga advertising reduce effectiveness relative to standard clothing, and that these effects unfold
through gender-specific perceptual pathways and gaze patterns revealed by an online experiment

and an eye-tracking study.
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EXTENDED ABSTRACT

Research Question

This research examines how the length of a female trainer’s outfit (shorter-than-usual, standard,
or longer-than-usual) shapes consumer responses to yoga advertising. Existing work highlights the
importance of appearance cues in fitness marketing, yet little is known about how variations in
skin visibility influence both cognitive and affective responses, particularly in a credence-based
service such as yoga instruction. We therefore ask: How does trainer outfit length affect
perceptions of the ad and the trainer, and in turn, intentions to participate in the promoted class?
To what extent do these effects differ between men and women, given prior evidence on gendered
reactions to sexualized or body-focused imagery? Additionally, how does visual attention to
different body regions and ad elements operate as both an outcome of outfit length and a moderator
of downstream evaluations? By integrating theories of source credibility, sexual appeals,
objectification, and expectancy violations, we investigate whether deviations from standard yoga
attire—whether toward greater exposure or greater concealment—help or hinder persuasion, and

whether gaze patterns provide insight into the mechanisms underlying these responses.

Method and Data

Two studies conducted in Austria isolate the causal impact of outfit length in yoga advertising.

Study 1 was a between-subjects online experiment (z = 300) in which participants viewed one of

three yoga ads featuring the same female trainer depicted in a short, standard, or long outfit.
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Participants then rated ad appeal, excitement, sensuality, informativeness, and convincingness, as
well as trainer likeability, warmth, openness, reliability, confidence, and their intention to
participate. Gender, age, and yoga experience were recorded as controls. Structural equation
modeling tested direct, indirect, and moderated effects. Study 2 was a laboratory eye-tracking
experiment (7 = 96) using the same stimuli to capture gaze behavior. We recorded fixation count,
hit rate, time to first fixation, and total fixation duration across four Areas of Interest: the trainer’s
head, upper body, lower body, and contextual ad elements. Participants then completed the same
perception measures as in Study 1. Moderation analyses examined whether fixation patterns
conditioned the influence of outfit length on evaluations and participation intentions. Together, the
two studies disentangle perceptual, affective, and attentional mechanisms through which attire

influences consumer responses.

Summary of Findings

Across both studies, deviations from standard yoga attire produced indirect but meaningful
consequences for advertising effectiveness. In the online experiment, neither revealing nor
concealing outfits directly changed trainer evaluations or participation intentions, but each
generated negative indirect effects. Short outfits reduced ad appeal—primarily among women—
while long outfits diminished perceived sensuality, especially among men. These reductions
subsequently lowered participation interest, although total effects remained modest. Gender played
a central role. Women preferred standard attire, responded negatively to revealing clothing, and
based participation intentions more on cognitive cues such as ad convincingness and trainer

confidence. Men, in contrast, penalized long outfits for lacking sensuality and responded positively
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to revealing clothing when it signaled trainer open-mindedness. The eye-tracking study showed
that the trainer’s face consistently drew the most attention, but shorter outfits shifted some gaze
toward the upper body. Skin exposure did not meaningfully reduce attention to textual or branding
elements. Gaze patterns also moderated attire effects. Prolonged fixations on the head or upper
body amplified negative reactions to non-standard outfits, while attention to the lower body
increased perceived trainer openness. Overall, standard attire generated the most favorable

engagement, particularly when viewers inspected the ad closely.

Key Contributions

This research contributes to theory and practice in four ways. First, it identifies trainer outfit length
as a consequential yet understudied visual cue in fitness advertising, demonstrating that both
revealing and concealing deviations from standard yoga attire can reduce effectiveness through
distinct psychological pathways. Second, it advances understanding of gender-specific processing
of body-focused imagery, showing that women prioritize cognitive judgments of professionalism
and authenticity, whereas men weigh affective qualities such as sensuality and inferred openness.
Third, by integrating eye-tracking with self-reports, the work demonstrates that gaze is not merely
an outcome of visual stimuli but also a moderator shaping how attire influences downstream
evaluations and behavioral intentions. This helps refine objectification and expectancy-violations
accounts by revealing how attention to the head, torso, or contextual elements alters interpretations
of the trainer. Fourth, the findings offer actionable guidance for fitness professionals and
marketers. Standard yoga attire appears to strike a “sweet spot” that appeals to mixed-gender

audiences, avoids negative expectancy violations, and maintains credibility without triggering
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adverse social comparison or objectification dynamics. Together, the studies provide a
comprehensive framework for understanding how clothing choices affect persuasion in credence-

based service advertising.
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Description: This work examines cost per wear, calculated as the purchase price of a garment
divided by the number of uses it lasts, as a potential communication tool for marketers and

policymakers to increase consumer preference for high-quality clothing.

EXTENDED ABSTRACT

Research Question

Consumers overconsume and underutilize clothing, resulting in substantial waste. The
fashion industry is one of the largest contributors to environmental and ethical harm (Gordon and
Hill 2015). Although higher-quality clothing is typically more durable and offers greater long-
term value, saving both environmental and financial resources, consumers often opt for lower-
quality, less durable alternatives with a lower purchase price. Previous research has shown that
consumers often neglect usage frequency and durability considerations at the point of sale when
such cues are not salient in the purchase environment (e.g., Goodman and Irmak 2013; Mittelman

et al. 2020).
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The present work examines the provision and effectiveness of cost per wear (CPW)—
defined as the ratio of a garment’s purchase price to the number of times it can be worn—as a
potential marketing communication at the point of sale to increase consumer preference for high-
quality, durable options. Building on research in unit pricing (e.g., Miyazaki et al. 2000), we
propose that CPW functions as a usage-based unit price by specifying the cost of each wear,
which can prompt durability considerations and help consumers evaluate a garment’s economic

value. We test the effectiveness of communicating CPW in six preregistered online studies.

Method and Data

A pilot study tested whether communicating CPW increases perceived economic value
and preference for more expensive, high-quality clothing (i.e., with a lower CPW) vis-a-vis
cheaper, lower-quality options (i.e., with a higher CPW). Study 1 and Study 2 examined
evaluation mode (single vs. joint; Hsee and Zhang 2010) and purchase occasion (special vs. every
day), respectively, as context-relevant boundary conditions. Study 3 had an incentive-compatible
design and varied the direction and magnitude of the CPW difference between two sweaters from
real brands (H&M and Patagonia), examining the case when a high-quality option’s CPW is only
slightly better—or even worse—than a lower-quality option’s CPW. Study 4 and Study 5 tested
when only one option in a choice set communicates CPW and examined whether the
effectiveness of communicating CPW depends on third-party certification and how it compares to

non-numerical, general durability claims, respectively.

Summary of Findings
The pilot study indicated that communicating CPW increases perceived economic value

and preference for a high-quality, more expensive option with a lower CPW compared to a
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lower-quality, cheaper option with a higher CPW. Study 1 and 2 found that the effect of
communicating CPW on perceived economic value and purchase interest was mitigated when
participants evaluated an option in isolation (vs. jointly with another option) and when consumers
buy clothing for a special occasion (vs. for every day), respectively. Study 3 found that when the
high-quality option’s CPW compared favourably to an alternative, participants were less sensitive
to the magnitude of the difference; when the high-quality option’s CPW compared unfavourably
to an alternative, the magnitude of the difference was more relevant in that larger (vs. smaller)
differences had a stronger negative impact on preference for the high-quality option. Study 4
provided evidence that communicating CPW as a brand increases preference for the product and
is perceived as more credible when the message is certified by an independent third-party. Lastly,
Study 5 showed that communicating CPW can be more effective in increasing both perceived
helpfulness to assess economic value and product preference compared to a general durability

claim.

Statement of Key Contributions

This research integrates and extends research on usage frequency (e.g., Mittelman et al.
2020), unit pricing (e.g., Miyazaki et al. 2000), and sustainable clothing consumption (e.g., Chen
and Liu 2023) by demonstrating that CPW as a unit price can increase consumer preference for
sustainable clothing by providing information about its economic value. Unlike prior studies, our
work examines the combination of a quantitative usage cue within clothing domain. Our findings
also have practical implications for marketing and policy: Providing CPW at the point of sale can
help consumers evaluate the long-term value of clothing, increasing the appeal of higher-quality
garments despite their higher upfront cost. Importantly, this practice is only effective when CPW

information can be compared, when everyday purchases are concerned, when the CPW
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difference between options is substantial, and when it is verified by an independent third party.
Under these conditions, communicating CPW information can outperform generic durability

claims.

References are available upon request.
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Description: This quantitative descriptive study examines generational shifts in Italian
consumer perceptions, evaluating how the "Made in Italy" label is transitioning from a

traditional marker of quality to a digital guarantee of ethical sustainability.

ABSTRACT

This quantitative study (N=220) examines generational shifts in ethical consumption
regarding "Made in Italy". Findings reveal a divide: Gen Z and Millennials demand
transparency and integrity, while older cohorts remain skeptical. To maintain relevance, the

brand must transition from a symbol of tradition to a certified guarantee of sustainability.

INTRODUCTION

Globalization, digitalization, and the urgency of sustainability are reshaping how consumers
evaluate brands. Ethical consumption—aligning purchases with environmental, social, and
cultural values—has become a defining force in market behavior. Consumers may now act as
moral agents who influence supply chains, safeguard cultural heritage, and co-create the
global perception of national brands such as Made in Italy. Long associated with
craftsmanship, authenticity, and cultural identity, Made in Italy is increasingly assessed
through environmental and social responsibility lenses. Generational identity plays a central

role in ethical decisions. Building on the premise that formative experiences shape
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chronically accessible decision heuristics and moral priorities (Prensky, 2001; Kahneman,
2011), this study focuses on Italy, where Made in Italy functions both as an economic pillar
and a cultural symbol, and addresses the research question: how do perceptions and attitudes
toward the Made in Italy label and sustainability vary across generations in Italy? To study
this, we designed a structured questionnaire with attention to generational patterns.
Understanding these patterns is academically relevant, and also offers practical insights for
marketers, regulators, and policymakers who must communicate sustainability in ways that

both resonate with values of the audiences across different ages.

THEORETICAL BACKGROUND

Cultural Branding Meets Sustainability: The Case of Made in Italy

Over the past century, “sustainability” has moved from a resource-management idea (e.g.,
18th-century German forestry’s Nachhaltigkeit) to a shared policy agenda. The Brundtland
Report (WCED, 1987) fixed the intergenerational core of the concept; the 1992 Rio Summit
mainstreamed action plans; Kyoto (1997) and Paris (2015) made climate commitments the
legal backbone; and the UN Sustainable Development Goals (2015) broadened sustainability
beyond the environment to social inclusion and responsible production. In Italy, those
expectations meet a powerful cultural frame: Made in Italy. The Made in Italy label has long
transcended its literal meaning of origin to become a cultural and symbolic construct.
Historically, it emerged in the post-war decades as a marker of national identity and a
competitive advantage in global markets, associated with craftsmanship, creativity, and style.
Fashion, design, food, and luxury manufacturing all contributed to its consolidation as a
narrative of excellence, rooted in artisanal skills and regional traditions but projected onto the
global stage as a synonym of elegance and authenticity (Fortis, 2005). Over time, however,

the meaning of Made in Italy has become more contested. Globalization and outsourcing
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raised doubts about the actual provenance of products, while the proliferation of counterfeit
and “Italian sounding” goods blurred its boundaries. As a result, consumer trust has
increasingly depended not only on cultural reputation but also on mechanisms of
certification, traceability, and institutional regulation . In this regard, legislation has played a
crucial role: Law 350/2003 established that the Made in Italy label can only be used if the
product is effectively and substantially made in Italy, while Law 55/2010 introduced the
“100% Made in Italy” label, subject to strict requirements. In particular, to qualify for this
indication, all main stages of the production chain—design, planning, processing, and
assembly—must take place within the national territory. In the absence of these conditions,
the use of the label constitutes a misleading practice and is punishable by law. Sustainability
reshapes how Made in Italy is understood. For older generations, the label continues to evoke
quality and durability, implicitly linked to responsible production. For younger consumers,
however, heritage alone no longer suffices: they expect Made in Italy to demonstrate
measurable environmental and social responsibility, aligned with global ethical standards.
The label now stands at a crossroads, caught between cultural symbolism and ethical
performance. If it can move beyond being a marker of origin to become a genuine guarantee
of sustainability and supply chain transparency, being the economic pillar and a cultural

ambassador for Italy in the twenty-first century.

Generational Cognition as Foundation of Ethical Consumer Behavior

As Dr. B. D. Perry once said: “Different kinds of experiences lead to different brain
structures” (Prensky, 2001). Generational cohorts—understood not merely as age bins but as
sociologically distinct formations shaped by shared historical shocks—play a critical role in
shaping decision-making styles. Following Mannheim’s (1953) seminal insight, cohorts

develop enduring values and practices based on formative experiences and environment, not
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just age. Kahneman’s (2011) dual-process theory adds a cognitive dimension: System I (fast,
automatic, and intuitive) continuously generates impressions and responses, while System 2
(slow, deliberate, and analytical) is engaged when effortful reasoning is required, such as in
situations of novelty, conflict, or high stakes. Crucially, what feels “natural” to System 1 is
not universal: it is conditioned by early socialization and cultural background. This means
that generational cohorts, having been shaped by different historical and digital
environments, bring distinct intuitive baselines to consumer decision-making, which in turn
influence how they perceive sustainability and evaluate labels such as Made in Italy. Italy
offers a compelling test case: Made in [Italy functions as a dense symbol of quality,
craftsmanship, and territorial identity—yet the cognitive and ethical readings of this label

may differ significantly by generation due to their personal experiences.

Baby Boomers (1946 — 1964) came of age during the post-war miracolo economico, a period
of rapid reconstruction and industrial growth. Their worldview was shaped by the rise of state
television, a relatively homogenous media landscape, and limited political pluralism. These
conditions fostered trust in institutions and stable consumer expectations. They internalized
values of durability, national pride, and brand loyalty. Made in Italy signaled reliability and

status, with minimal salience for environmental concerns during youth.

Generation X (1965 — 1980), formed amid the political unrest of the Anni di piombo,
domestic terrorism, and early European integration, matured during a time of institutional
disillusionment and the rise of consumer capitalism. Their experience of fragmented authority
and increasing globalization shaped a pragmatic and often skeptical outlook. They respect
artisanal quality but pair this with price vigilance and caution toward ethical claims. Research
finds comparatively lower systematic engagement with ethical consumption among this

cohort (Salkova Prochazkova, 2023; Brand et al., 2022).
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Millennials (1981 — 1996) came of age during Italy’s Tangentopoli scandals, the decline of
traditional party politics, and the emergence of the digital economy. Their early adult years
were marked by the global financial crisis and entry into the Eurozone, which compounded
long-term youth underemployment. While exposed to sustainability education and policy
discourse, many Millennials exhibit an “ideal-action gap” in practice. They often espouse
green values but struggle with implementation due to structural and economic constraints
(Bonera et al., 2020). Still, stable ethical consumption patterns—such as preference for
certified wines—are evident among urban dwellers and women (Gazzola et al., 2022;

Pomarici & Vecchio, 2014).

Generation Z (1997 — 2012), raised in fully digital environments, has been deeply shaped by
climate anxiety, COVID-19, war crises, and the pressures of algorithmic culture. Their
cognitive and moral development unfolded in a context of digital overload, constant
information exposure, and personalized content streams. As a result, Gen Z exhibits a
blended value orientation that combines strong personal values (honesty, fairness,
responsibility) with pronounced social concerns (inclusion, environmental protection). They
expect ethical claims to be verifiable, favoring brands that demonstrate authenticity and

traceability—though intention—behavior gaps persist. (Weber, 2024).

The Digital Divide as a Moderator of Ethical Consumption

Decisions are also shaped by digital access and skill—especially relevant in Italy, where
structural disparities persist. According to recent ISTAT data, among Italians aged 1674 who
used the internet in the past three months, only about 45-46% possess at least basic digital
skills. Gaps by gender and geography remain significant, particularly in the Mezzogiorno
(ISTAT, 2023). These gaps influence cognition in two key ways. First, they reduce exposure

to the algorithmic “choice architectures” shaping much of Gen Z and Millennials’
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decision-making—through infinite feeds, creator economies, and platform-specific
sustainability narratives. Older cohorts may be less influenced by these environments, but
they are also less likely to encounter the forms of sustainability messaging that increasingly
“live” in those ecosystems. Second, digital literacy shapes how sustainability is perceived and
evaluated. For digital natives, cues are often embedded in dynamic, glanceable formats—QR
codes, certifications, influencer endorsements—that require both familiarity with digital
interfaces and cognitive fluency to assess fast-moving claims. In contrast, individuals with
low digital proficiency rely more heavily on traditional trust markers (e.g., durability, brand
reputation) and may struggle to distinguish genuine efforts from greenwashing. The digital
divide thus limits access to sustainability messaging and conditions the interpretive
frameworks through which ethical claims are understood. Finally, one more layer of difficulty
is already on the horizon: the role of Artificial Intelligence systems that increasingly act as
Artificial Moral Agents (AMAs). These technologies do not simply deliver information, but
actively filter, frame, and sometimes even nudge consumers’ ethical choices. We are aware of
the importance of this development, but exploring it in depth would take us far beyond the
scope of this paper. For now, we simply acknowledge it as a critical direction for future

research—one that deserves its own careful study.

METHODOLOGY

To address the research question, a quantitative descriptive approach was adopted, based on
the administration of a structured survey. Data analysis focused on descriptive statistics
(calculation of means and frequencies) to outline the trends within the sample. The
instrument was developed to capture perceptions and self-reported consumption behaviors
related to sustainability and Made in Italy, with particular attention to generational

differences. Descriptive statistics were used to illustrate response patterns and to provide
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context for the qualitative interpretation. The questionnaire was organized into five main

sections:

1. Demographics, collecting basic information on respondents’ age and citizenship, in
order to classify them within the generational cohorts under study (Generation Z,
Millennials, Generation X, Baby Boomers).

2. Importance of traceability, asking how relevant it was, in the purchase of fashion
items and accessories, to know their origin, materials, and production process.

3. Willingness to pay a premium price for sustainability, aimed at measuring
consumers’ propensity to financially support certified sustainable products.

4. Importance of supply chain transparency, investigating the weight attributed to the
clarity and verifiability of information across the different stages of production.

5. Perceptions of Made in Italy, with questions assessing both the extent to which this
label is associated with quality and sustainability, and the level of trust consumers

place in the actual Italian origin of the products.

The questionnaire consisted of 23 closed-ended items, developed on the basis of existing
literature on ethical consumption, sustainability, and country-of-origin effects. All items were
measured using 5-point Likert scales, unless otherwise specified. The instrument was
designed to capture perceptions, attitudes, and declared purchasing intentions rather than
observed behaviors. The questionnaire was administered online between May and June 2025.
To ensure balanced participation among the different generations, the distribution strategy
relied on differentiated channels: social media platforms (Instagram and Facebook) and
university mailing lists were used to reach younger cohorts (Gen Z and Millennials), while
newsletters from consumer associations, professional networks, and industry-related groups

(particularly in the agri-food and manufacturing sectors) were employed to reach Gen X and
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Baby Boomers. This strategy, based on non-probability quota sampling, enabled the
collection of a diverse generational sample, albeit without claiming full statistical
representativeness. In total, 220 valid responses were collected. The generational distribution
showed a strong presence of Gen Z (34%) and Millennials (38%), followed by Gen X (20%)
and a smaller group of Baby Boomers (8%). All the respondents were Italians. As the study
is based on self-reported data and non-probability quota sampling, the findings cannot be
generalized to the entire Italian population but provide indicative insights into generational

differences in attitudes toward sustainability and Made in Italy.

RESULTS

The analysis provides a nuanced picture of how Italian consumers across different
generations interpret and practice ethical consumption in relation to sustainability and the
Made in Italy label. The results show both areas of generational convergence—particularly in
the enduring symbolic power of Made in Italy—and areas of divergence, especially regarding

how sustainability is understood, valued, and translated into actual purchasing behavior.

Table 1. Generational Differences in Ethical Consumption and Perceptions of Made in Italy

Source: Authors own work (N = 220)

Dimension Gen Z Millennials Gen X Baby Boomers
Traceability (Mean score, | 4.3 4.0 3.6 3.2
1-5)
Supply Chain Transparency | 68% 61% 47% 38%

(“very important™)

Willingness to Pay More | 71% willing | 63% willing | 39% willing | 27% willing
(<10%) for Certified
Sustainable Products
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Made in Italy: Symbol of | 78% 82% 84% 86%
Quality

Made in Italy: Symbol of | 54% (with [ 59% 63% 65%
Sustainability skepticism)

Trust in Authentic Origin | 36% 44% 58% 65%
(truly Italian)

The table highlights both convergence and divergence in how Italian consumers across
generations relate to sustainability and the Made in Italy label. A strong consensus remains
around Made in Italy as a symbol of quality, but younger cohorts are far less trusting of its
authenticity and sustainability claims. Gen Z and Millennials consistently place higher
importance on traceability and transparency, and they are also more willing to pay a premium
for certified sustainability—sometimes significantly more. By contrast, Gen X and especially
Baby Boomers remain pragmatic, often limiting their willingness to pay to minimal price
differences, while anchoring trust in the cultural weight of Made in Italy rather than in
verifiable certification. These patterns reflect broader generational conditioning: younger
consumers, raised in digital and policy environments where sustainability is normalized,
interpret it as a moral and personal responsibility, while older cohorts, shaped by periods of
economic scarcity and institutional trust, continue to value durability, cost-efficiency, and

tradition.

DISCUSSION AND CONCLUSIONS

This study examined how different generational cohorts in Italy interpret sustainability and
ethical consumption in relation to the Made in Italy brand. While Made in Italy remains a
recognized symbol of quality and authenticity, its legitimacy increasingly depends on
transparency, traceability, and demonstrable responsibility. Gen Z emerges as a moral

vanguard, combining strong sustainability concerns with digital activism and scrutiny of
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greenwashing. Millennials share similar values but often show ambivalence in translating
them into behavior, consistent with prior research describing them as a “confused green
generation” (Bonera et al., 2020). Gen X, more pragmatic, expresses moderate support for
sustainability without strong engagement, while Baby Boomers show the greatest loyalty to
Made in Italy as a cultural marker, with limited willingness to pay for certified responsibility.
These results can be understood through the dual lens of generational sociology (Mannheim,
1953), cognitive psychology and decision-making processes (Kahneman, 2011). Generational
experiences leave enduring imprints on values, which in turn guide consumer heuristics.
Practically, the study underscores the dual challenge facing Made in Italy brands: to preserve
the heritage-based narrative of craftsmanship while also meeting the demands of a younger,
digitally active, and ethically conscious consumer base. This requires investments in supply
chain transparency, credible sustainability certifications, and communication strategies
tailored to generational cognitive patterns. For younger cohorts, digital storytelling, social
proof, and participatory engagement are critical; for older cohorts, trust, durability, and

tradition remain more persuasive.

LIMITATIONS AND FUTURE RESEARCH

This exploratory study has several limitations that point to directions for future research.
First, non-probability quota sampling limits generalizability, suggesting the use of
probability-based designs and post-stratification weights. Second, descriptive analysis cannot
disentangle cohort effects from correlated factors (age, income, education, region) or
establish causality; multivariate regression with cohort interactions and socioeconomic
controls is recommended. Third, digital literacy was not measured directly, and cohort
membership was only a proxy; future studies should include explicit measures of digital skills

and media exposure. Key constructs such as “willingness to pay” and “trust in Made in Italy”
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were self-reported, which could be improved through validated scales or experimental
designs. Overall, these extensions would enable a more precise understanding of generational
differences in sustainability and cultural branding. The future competitiveness of Made in
Italy will depend on its ability to evolve from a static origin label into a dynamic ethical

brand that balances tradition, cultural identity, and global responsibility.
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Description: This study seeks to understand how influencers began to create their own brands

using strategies to leverage the parasocial relationship already built with their audiences.

EXTENDED ABSTRACT

Research Question: How influencers began to create their own brands using strategies to
leverage the parasocial relationship already built with their audiences?

Method and Data: This study adopted a netnographic approach (Kozinets, 2019) to observe
this construction via social media and its dynamics with consumers. The research context was
Brazilian influencer makeup brands.

Summary of Findings: Our findings reveal that influencers, upon achieving celebrity status,
may choose to create their own brands to enter the beauty market. Influencer private labels can
be created through two strategies: co-creation with a traditional brand or seeking investment.

These models depend on certain selection factors and have advantages and disadvantages.
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Key Contributions: This research highlights a new phenomenon: influencer-founded brands.
This new phenomenon marks a new stage in the influencer trajectory, when they go beyond
celebrity status, acting as brand owners, unlike the endorsement and entrepreneurship
modalities already highlighted in the literature. Our framework presents the strategies used to
create these brands and how influencers act beyond tastemakers using the parasocial

relationship built with the audience to create an engaged connection with the new brand.

200



2026 AMA Winter Academic Conference

THE INFLUENCE OF PARENTAL CARE MOTIVATION ON LUXURY
CONSUMPTION BEHAVIOR

Jayoung Koo, Augsburg University

Minjung Park, Metro State University

For further information, please contact Jayoung Koo, Sundquist Associate Professor, School of

Business, Augsburg University, kooj@augsburg.edu

Keywords: luxury, consumer behavior, parental care motivation, signal, family
Description: This study investigates the influence of parental care motivation on luxury
consumption behavior, demonstrating that it increases preferences for luxury products that

showcase family resourcefulness and handmade features.

EXTENDED ABSTRACT
Research Question
The present study sought to determine whether the activation of parental care motivation

significantly influences luxury product preference.

Method and Data

A perspective on luxury consumption stems from evolutionary psychology. Research has focused
on mating motivation, which drives luxury consumption by signaling status, attracting mates,
deterring rivals, and fostering competition (Griskevicius and Kenrick 2013; Hennighausen, et al.
2016; Sundie et al. 2011). However, another fundamental evolutionary motive—parental care
motivation—has received significantly less attention in the context of luxury consumption. This

study investigates changes in women’s consumer behavior by analyzing how luxury preferences
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transition from pre-mating to post-childbearing stages, focusing on the role of parental care

motivation in shaping these preferences.

Evolutionary psychology posits that humans have inherited psychological mechanisms that
promote survival and reproduction (Griskevicius and Kenrick, 2013). Parental care motivation is
a core mechanism, prioritizing offspring's well-being and survival. It drives risk-averse
behaviors, social conservatism, and stronger ingroup connections, all aimed at safeguarding and
supporting children (Buckels, et al. 2015; Murray and Schaller 2012; Kerry and Murray 2018;
Schaller 2018). Women, in particular, are more receptive to the activation of parental care
motivation due to societal expectations and biological factors (Beall and Schaller 2019; Taylor et
al. 2000). Thus, it is valuable to explore how women’s luxury consumption behavior evolves

from the pre-mating stage to the post-childbearing life stages.

Consumers seek luxury products as a means of signaling their ability to provide (Nelissen and
Meijers 2011), a strategic tool for demonstrating economic stability and preparedness. Parents
tend to favor high-quality, durable products for their children and prioritize products that
demonstrate their ability to provide for their families (Li, Haws, and Griskevicius 2019). Parental
care motivation increases the appeal of luxury products associated with resourcefulness (Berger
and Ward 2010). While status signaling remains a key driver of luxury consumption throughout
life stages, the motivation evolves: mating motivation promotes conspicuous consumption to
attract partners, whereas parental care motivation drives more practical, resource-signaling

luxury purchases.
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Hypothesis 1. Parental care motivation will increase the attitude toward luxury products that
showcase family resourcefulness.

Hypothesis 2. This relationship is mediated by the desire to signal resourcefulness.

On the other hand, handmade luxury products are characterized by their superior craftsmanship,
rarity, and quality, which elevate their perceived value among consumers (Kim 2018). The
intricate details and unique imperfections of handmade items enhance their exclusivity, creating
a sense of authenticity and personal connection for buyers (Fuchs et al. 2015). In the context of
parental care motivation, authenticity is valued because it signals quality, reliability, and
craftsmanship—traits that align with the protective and nurturing goals of parental care (Eibach
and Mock 2011).

Hypothesis 3. Parental care motivation will increase preferences for handmade luxury products.
Hypothesis 4. This relationship is mediated by perceived authenticity.

Two experiments were conducted to test these hypotheses. Participants were recruited through
Prolific, an online recruitment platform, and informed that they would be participating in two

separate, unrelated studies.

STUDY 1

Method

Study 1 involved 61 female participants randomly assigned to either a parental care activation or
a neutral control condition. In the parental care condition, participants imagined being a parent to
a baby from twelve images and described their thoughts, feelings, and responsibilities. In the

control condition, participants envisioned selecting and using a piece of furniture. Next,
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participants evaluated a luxury SUV described as stylish, sophisticated, and family-safe, rating
their attitudes and agreement with the statement, "Owning this SUV will show my
resourcefulness." At the end, participants recalled the initial task and reported how much it made
them think about being a parent, serving as a manipulation check. Finally, conspicuous
consumption tendencies in luxury clothing (e.g., logo size preferences) were measured to isolate
the effects of parental care motivation on luxury products signaling family resourcefulness, not

personal status.

Results

Participants in the parental care condition reported thinking more about being a parent,
confirming the manipulation's success (p <.00). The results revealed significant differences in
attitudes toward the luxury SUV between the parental care and neutral conditions (M = 5.08 vs.
4.21, F(1, 60) =4.23, p = .044). The desire to signal resourcefulness fully mediated the
relationship between parental care and the appeal of the luxury SUV (figure 1). In contrast, no
significant differences were found in the tendency for conspicuous consumption in luxury
clothing (M = 3.58 vs. 3.55, F(1, 60) = .01, p =.95), suggesting that the effect is specific to

luxury products that signal family resourcefulness. Hypothesis 1 and 2 were supported.

STUDY 2

Method

Study 2 replicated the activation procedure with 70 female participants but focused on luxury
cars that are built with handmade leather interiors. Participants evaluated a luxury car described

as having "every detail of its leather interior handcrafted by skilled artisans, ensuring the perfect
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blend of comfort and style." They rated their attitudes toward the car, perceived quality, and
perceived authenticity. As in Study 1, participants were asked to recall the first study and report

the extent to which the imagination task made them think about being a parent.

Results

Study 2 manipulation was also successful (p <.00). The results demonstrated that parental care
activation increased preferences for handmade luxury cars (M = 6.31 vs. 5.59, F(1, 69) = 8.99, p
= 0.004), with perceived authenticity fully mediating the relationship between parental care
motivation and product appeal (figure 2). These findings support Hypothesis 3 and 4 and

highlight the importance of authenticity in shaping parental preferences for luxury.

Summary of Findings

This study investigates the influence of parental care motivation on luxury consumption
behavior, demonstrating that it increases preferences for luxury products that showcase family
resourcefulness and handmade features. These effects are mediated by desire to signal
resourcefulness of the family to others through their luxury SUV cars (Study 1) and perceived
authenticity of the handmade leather interiors of the cars (Study 2), respectively. The findings
expand research on luxury consumption from prominent mating motivation to relatively

underexplored parental care motivation.

Key Contributions
The research adds to the academic marketing discipline’s existing knowledge on the topic of

luxury and evolutionary psychology. While previous research has largely emphasized mating
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motivation, this study highlights the potential role of parental care motivation in influencing
consumer preferences, especially for luxury products that convey family resourcefulness and
authenticity. The results support evolutionary theory, which posits that parental care motivation
drives behaviors and product choices aimed at improving the well-being and survival of

offspring.

Non-academic stakeholders such as for-profit firms would find value in the manuscripts. The
results, although it is a preliminary finding, have important practical implications for luxury
brands. Marketers can leverage these insights by emphasizing family resourcefulness and
authenticity in their messaging, particularly when targeting parents. For example, highlighting
the craftsmanship, durability, and family-oriented features of family luxury products may

resonate strongly with women consumers whose parental care motivation is activated.

References are available upon request.
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Description: This paper examines how political events reshape consumer behavior and brand
loyalty by analyzing the short-, medium-, and long-term effects of different corporate
response strategies in politicized markets, with particular attention to value alignment,

consumer activism, and generational dynamics

EXTENDED ABSTRACT

Political turbulence has become a defining feature of contemporary societies, and its effects
increasingly spill over into the marketplace (Bostrom et al., 2019; Copeland and Boulianne,
2022). Consumers no longer evaluate brands solely on functional attributes or price; instead,
they increasingly interpret corporate behavior through political, ethical, and value-based
lenses (Khan et al., 2013). This paper examines how political events reshape consumer
behavior and brand—consumer relationships, focusing on the strategic responses of firms
operating in highly politicized environments. Drawing on political marketing and consumer
behavior literature, and informed by insights from consumer neuroscience as an interpretive
perspective (Ariely and Berns, 2010; Plassmann et al., 2012), the study explores how

different corporate response strategies influence trust, loyalty, and brand equity.
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The research adopts a qualitative, exploratory design based on secondary data, synthesizing
academic studies, industry reports, surveys, and documented case evidence (Moorman, 2020;
Eilert and Nappier Cherup, 2020). Key cases include Tiirkiye’s 2025 protests and consumer-
led shopping boycott (Reuters, 2025a; Reuters, 2025b), corporate reactions during the Black
Lives Matter movement in the United States (Chintagunta et al., 2020), and the emergence of
the “yellow economy” during the Hong Kong pro-democracy protests (Reuters, 2019;
Reuters, 2020). Through comparative thematic analysis, the paper identifies five dominant
firm response typologies to political events: supportive, neutral, oppositional, delayed, and
performative, building on prior research on brand activism and political consumerism (Kotler
and Sarkar, 2018; Mukherjee and Althuizen, 2020). These strategies are evaluated based on
their short-term, medium-term, and long-term effects on consumer attitudes, purchasing

behavior, and brand reputation (Klein et al., 2004; Sen et al., 2001).

Findings suggest that supportive and value-consistent responses can strengthen emotional
bonds and long-term loyalty among aligned consumers, even at the cost of alienating others
(Eilert and Nappier Cherup, 2020; Sweeney, 2018). Neutral and delayed responses, while
often intended to minimize risk, frequently erode trust among value-driven consumers who
interpret silence as complicity or indecision (Moorman, 2020; Kotler and Sarkar, 2018).
Oppositional stances tend to polarize markets, generating short-lived gains within specific
segments but posing significant long-term reputational risks (Food Dive, 2022). Performative
activism—symbolic support without substantive action—emerges as the most damaging
strategy, often triggering consumer backlash and enduring trust deficits (Vredenburg et al.,
2020; Mukherjee and Althuizen, 2020). Across cases, Generation Z plays a disproportionate
role in mobilizing political consumerism, using social media to coordinate boycotts and
buycotts and to hold brands publicly accountable (Edelman, 2022; Tara Health Foundation

and Greenwald Research, 2021).
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The study contributes to marketing scholarship by offering a structured typology of firm
responses to political events and by clarifying how political consumerism operates across
different time horizons (Copeland and Boulianne, 2022). While neuromarketing is not
positioned as a primary explanatory framework, neuroscience-informed insights help
illuminate the emotional and identity-driven mechanisms underlying consumer reactions
(Zaltman, 2003; Wannow et al., 2024). Managerially, the paper provides guidance for
navigating politicized markets, emphasizing authenticity, value alignment, and strategic
consistency (Vredenburg et al., 2020). Overall, the research highlights that in an era of
democratic strain and heightened polarization, brand strategy is increasingly inseparable from

broader societal and political dynamics (Bostrom et al., 2019; Edelman, 2022).

Research Questions

RQI1. How do politically charged events alter consumer trust, loyalty, and purchase behavior

toward brands operating in polarized social contexts?

RQ2. How can corporate responses to political events be systematically categorized, and
what distinguishes the short-, medium-, and long-term consumer outcomes of these response

strategies?

RQ3. How does political consumerism (e.g., boycotts and buycotts) mediate the relationship

between firm response strategies and brand equity outcomes?

RQ4. How do generational differences—particularly the role of Generation Z—shape the

intensity and direction of consumer reactions to corporate engagement with political issues?
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Method and Data

This paper is a non-empirical conceptual-exploratory study grounded in qualitative
secondary analysis, drawing on prior scholarship in political consumerism, brand activism,
and consumer behavior (Bostrém et al., 2019; Copeland and Boulianne, 2022; Moorman,

2020).

Summary of Findings

This study finds that political events significantly reshape consumer—brand relationships by
activating value-based and identity-driven evaluations of firms (Khan et al., 2013; Zaltman,
2003). Across the analyzed cases, consumers increasingly interpret brands as social and
political actors rather than neutral market participants (Bostrom et al., 2019). As a result,
purchasing decisions, trust, and loyalty are frequently mobilized as forms of political

expression (Copeland and Boulianne, 2022).

A central finding is the identification of five distinct corporate response typologies to
politically charged events—supportive, neutral, oppositional, delayed, and performative —
building on and extending prior research on brand activism (FEilert and Nappier Cherup, 2020;
Mukherjee and Althuizen, 2020). These response strategies are associated with systematically
different consumer outcomes across short-, medium-, and long-term horizons (Klein et al.,
2004; Sen et al., 2001). Supportive and value-consistent responses tend to generate strong
emotional alignment and loyalty among ideologically aligned consumers, often producing
short-term sales or engagement gains and more durable long-term brand equity (Eilert and
Nappier Cherup, 2020; Sweeney, 2018). However, such responses may simultaneously
provoke backlash from opposing segments, resulting in a polarized but more clearly defined

customer base (Mukherjee and Althuizen, 2020).
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In contrast, neutral and delayed responses, commonly adopted to minimize immediate risk,
frequently erode trust among value-driven consumers (Moorman, 2020). Silence or hesitation
is often interpreted as complicity, indecision, or lack of integrity (Kotler and Sarkar, 2018),
leading to diminished engagement and weakened emotional attachment over time.
Oppositional responses produce the most pronounced polarization effects, occasionally
yielding short-term gains within supportive segments but carrying substantial long-term
reputational risks that constrain brand growth and cross-demographic appeal (Klein et al.,

2004; Food Dive, 2022)

The analysis further reveals that performative activism—symbolic support without
substantive action—emerges as the most damaging strategy (Vredenburg et al., 2020).
Consumers rapidly detect inconsistencies between messaging and behavior, resulting in
cynicism, backlash, and enduring trust deficits that are difficult to reverse (Mukherjee and

Althuizen, 2020).

Across all cases, political consumerism—manifested through boycotts, buycotts, and digitally
coordinated collective action—acts as a key mediating mechanism linking political events to
market outcomes (Copeland and Boulianne, 2022). Social media amplifies these behaviors by
enabling rapid coordination, public accountability, and moral signaling (Reuters, 2020;

Edelman, 2022).

The findings highlight the disproportionate influence of Generation Z, whose digital fluency,
value orientation, and expectations of corporate accountability intensify consumer responses
and accelerate market-level consequences (Edelman, 2022; Tara Health Foundation and
Greenwald Research, 2021). Collectively, these findings suggest that in politicized
environments, authenticity, value alignment, and strategic consistency are central

determinants of brand resilience and consumer trust (Vredenburg et al., 2020).
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Key Contributions

1. Conceptual Advancement in Political Consumerism and Brand Strategy

This paper advances marketing scholarship by systematically linking political events to consumer
behavior through a structured analysis of firm response strategies (Bostrom et al., 2019; Copeland and
Boulianne, 2022). It extends the political consumerism literature by moving beyond individual-level
motivations to examine how corporate actions during political crises shape trust, loyalty, and brand

equity across time (Eilert and Nappier Cherup, 2020).

2. A Typology of Corporate Responses to Political Events

A central contribution is the development of a five-category typology of firm responses—supportive,
neutral, oppositional, delayed, and performative —along with a comparative assessment of their short-,
medium-, and long-term consumer outcomes (Mukherjee and Althuizen, 2020; Vredenburg et al.,
2020). This framework provides a coherent lens for understanding why similar political contexts

produce divergent brand trajectories.

3. Temporal Perspective on Consumer Reactions

The study introduces a time-horizon approach to political consumerism, demonstrating that immediate
market reactions often differ substantially from medium- and long-term effects on trust and brand
equity (Klein et al., 2004; Sen et al., 2001). This perspective helps reconcile inconsistent findings in

prior research that focused on single time points.

4. Integration of Political Marketing and Consumer Psychology

By incorporating neuroscience-informed insights as a supporting interpretive lens, the paper clarifies
the emotional and identity-driven mechanisms underlying consumer responses to brand activism
(Zaltman, 2003; Plassmann et al., 2012; Wannow et al., 2024), without overstating causal claims. This
interdisciplinary integration enriches theoretical understanding while remaining accessible to

mainstream marketing research (Ariely and Berns, 2010).
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5. Managerial Guidance for Politicized Markets

For practitioners, the study offers actionable insights into navigating politically polarized
environments, emphasizing authenticity, value alignment, and strategic consistency as critical
determinants of brand resilience (Kotler and Sarkar, 2018; Moorman, 2020). It cautions against

neutrality and performative activism as high-risk strategies (Vredenburg et al., 2020).

6. Generational Insight into Market-Level Change

The paper underscores the outsized role of Generation Z in accelerating political consumerism
through digital coordination and moral accountability (Edelman, 2022; Tara Health Foundation and
Greenwald Research, 2021), positioning generational dynamics as a key factor shaping the future of

brand—consumer relationships.

“References are available upon request.”
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Description: This research examines the link between work behavior ethicality and consumer

savings.

EXTENDED ABSTRACT

Research Question

Unethical work behavior is a global problem that has been largely overlooked in consumer
research. Its organizational consequences are well-established: unethical work behavior
damages company reputation, undermines employee trust, and increases absenteeism and
turnover (Chen, Chen, and Sheldon 2016; Cialdini, Petrova, and Goldstein 2004). However,
little is known about its implications for consumers’ financial behavior outside the workplace,
despite its growing prevalence and importance (Ethics & Compliance Initiative 2024). In this
paper, we ask: Does the way in which consumers earn money affect what they decide to do
with it?

Method and Data

We present evidence from seven experiments, including lab studies.

214



2026 AMA Winter Academic Conference

Summary of Findings
When asked, people think that those who behave unethically at work will save less money
than those who behave ethically. Contrary to this lay belief, we show that those engaging in
unethical (vs. ethical) work behavior want to save more. This effect generalizes across
different types of work behaviors, responsibility levels, and sample populations. We provide
measured and manipulated process evidence that the effect is driven by consumers' desire to
pursue a “fresh start.”
Statement of Key Contributions

Our work makes three key contributions. First, we highlight the importance and
interdisciplinary merit of considering the systematic forces that affect consumers' financial
decision-making. We thus enrich consumer financial behavior research by showing that the
moral valence of income significantly alters savings. As such, a unique contribution of this
work lies in bridging currently disconnected literature streams—namely, unethical work
behavior and consumer financial decision-making. While prior research has primarily
examined the consequences of unethical organizational behavior within organizational
settings, this work shifts the lens to explore how such behavior influences private financial
choices. Policymakers may draw on this research to better understand how consumers respond
to unethical workplace behavior through their private financial choices. Second, we identify
unethical work behavior as a novel antecedent of the fresh-start mindset. While prior work has
predominantly focused on the consequences of a fresh-start mindset, we demonstrate that
unethical work behavior can trigger a desire to “start over” (a-path). Third, this work extends
prior research (Beshears et al. 2021) on temporal landmarks related to a fresh start and
savings behavior (b-path), substantiating the potential of scalable interventions that encourage

consumers to pursue fresh starts to counter chronically low saving rates.

References are available upon request.
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Description: This paper examines the effects of price decision makers (Al vs human) on forms of
perceived price fairness and how speciesist beliefs shape these effects.

EXTENDED ABSTRACT
Research Question

Artificial intelligence (Al) is increasingly given agency in decision-making, yet its effects on
consumers' fairness perceptions are underexamined. Despite the important contributions of price
fairness research, prior work has largely assumed human decision makers, and little is known about
how price fairness judgments are formed when decision-making responsibility is given to Al rather
than humans. In accordance with prior research (Huo et al., 2024; Schmitt, 2020), we posit that
consumers may not see Al just as a tool but as a distinct social species, influencing how consumers
perceive pricing decisions by Al. Specifically, the present paper proposes that speciesist beliefs
function as a psychological mechanism that influences the perception of Al decision makers.

The price fairness literature suggests that price fairness judgments are influenced by culturally
invoked in-group versus out-group comparisons. However, this research does not consider such
attitudes in relation to Al. In response to this evident gap in the literature, we set out to answer the
following research questions:

Does the price decision maker type (Al vs. human) affect consumers’ price fairness perceptions,
and do consumers’ speciesist beliefs moderate this relationship?

Method And Data
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We conducted a preregistered, between-subjects experiment in the context of NFL ticket pricing
with 354 participants (51.1% female; Mage = 43.6) from the USA. Participants read an article
describing the NFL Teams’ partnership with Ticketmaster to implement dynamic price changes.
On a different screen, participants were informed that they had paid 20% more for tickets than
their friends for identical seats. We manipulated the pricing decision-maker as either an Al pricing
agent or a human pricing manager. The primary dependent variables were perceived distributive
fairness and procedural fairness. Speciesist beliefs were assessed as moderators, including moral-
worth speciesist beliefs and rationality-oriented speciesist beliefs. Perceived social norm violation
was measured as the mediator. We included technology anxiety and perceived process
transparency as covariates.

Summary of Findings

A manipulation check confirmed that participants in the Al condition recognized that the Al was
responsible for the price decisions compared to the human condition with the pricing manager. We
conducted one-way ANOV As to examine the direct effects of decision-maker type (Al vs. human)
on perceived (a) distributive fairness and (b) procedural fairness. Decision-maker type had a
significant effect on procedural fairness, with participants reporting lower procedural fairness in
the Al condition compared to the human condition. In contrast, the direct effect of decision-maker
type on distributive fairness was not statistically significant.

Speciesist beliefs were examined as moderators of the effect of decision-maker type on fairness
perceptions. Moral worth speciesist beliefs did not significantly moderate the effect of decision-
maker type. In contrast, the interaction between decision-maker type and rationality-oriented
speciesist beliefs was significant for procedural fairness, such that with higher human rational
superiority belief, procedural fairness was lower for participants in the Al condition compared to
the human condition. Perceived social norm violation was significantly associated with changes in
fairness perceptions. However, the indirect effect of decision-maker type on fairness through
perceived social norm violation was not statistically significant, and there was no evidence
supporting mediation or moderated mediation.

Statement of Key Contributions

This study extends the price fairness literature by examining speciesist beliefs as moderators of
consumers’ responses to Al-determined pricing. Prior research focuses on algorithm aversion and
skepticism toward Al, but less research has looked at how fundamental belief systems shape
fairness judgments when pricing responsibility is assigned to an Al pricing agent rather than a
human pricing manager. Furthermore, by exploring speciesist beliefs as a key moderator in the
context of Al, this study contributes to the growing literature on human-Al interaction and price
fairness. Beyond academic contribution, this research also has implications for for-profit firms
involved in ticket pricing. Firms and managers developing a pricing process can benefit from
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understanding that giving Al agency without oversight in the price-setting process can negatively
affect fairness perceptions, particularly among consumers with strong, specific beliefs.

References are available upon request.
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Description: The current research finds that consumers and professional managers perceive
creators as more creative when they integrate Al at the end of their creative work compared to

the beginning.
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EXTENDED ABSTRACT

Research Question

Imagine two digital marketing managers, Sarah and Alex, presenting advertising
campaigns created using artificial intelligence (Al) tools. Sarah used the Al tool’s
recommendations at the beginning to brainstorm ideas before refining them independently. Alex
independently developed the campaign concept and used Al suggestions at the end to refine and
improve it. Although both creators may have the same creative merit, do evaluators judge their
creativity differently?

Prior research revealed that the timing of assistance affects creators’ subjective
experience: that human assistance early in an activity reduces creators’ psychological ownership
and task satisfaction (Koo et al. 2023), and that independent ideation prior to Al integration
boosts originality and confidence (Qin et al. 2025). What remains unclear is whether an evaluator
also treats the timing of Al integration (at the beginning vs. at the end) as a diagnostic cue to
assess the creator, specifically to infer their merit, effort, and authenticity. In this research, we
examine two questions: (1) Do evaluators assess creators differently based on the timing of Al
integration? (2) Do these perceptions translate to differences in the economic outcomes?

Timing-based nuances are consequential. Creative work often requires creators to bring in
other individuals and tools to move ideas toward implementation (Bouschery et al. 2023;
Mahaney et al. 2025), which is a matter of the creator’s strategic approach. However, an
evaluator seldom observes the creative process directly and instead infers from observable cues
(such as when Al enters the workflow), which often leads to biased final estimates (Ambady and
Rosenthal 1992; Epley and Gilovich 2001). Existing evidence on Al-assisted work primarily

examines the punitive social judgments that creators face when Al usage becomes visible
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(Chamberlain et al. 2018; Reif et al. 2025). For example, consumers favor Al-produced products
that hold lower symbolic value (Granulo et al. 2021), and managers update their trust and hiring
decisions based on Al disclosure (Schilke and Reimann 2025). We suggest that when evaluators
attend to the timing of Al integration by creators, negative judgments rooted in Al use are
systematically patterned by timing cues.
Summary of Findings

In the current research, across 10 experiments (N = 3,721), we found robust support for
this perceptual gap: consumers and professional managers perceive creators as more creative
when they integrate Al at the end of the creative work, compared to at the beginning. The effect
generalizes across several creative domains and holds regardless of the creator’s expertise and
whether evaluators are informed of the specific Al usage in relation to the timing (ideation vs
refinement). At least two mechanisms underlie this effect: evaluators perceive creators who
integrate Al at the end as more effortful and more authentic. Importantly, the time-based
differentiation attenuates, but does not eliminate, when evaluators are informed that the creators
adapted Al recommendations to fit their needs rather than implementing them directly. We also
found organizational consequences: managers allocate larger bonuses and are more likely to
promote work from those who integrate Al at the end, revealing costly implications.
Statement of Key Contribution

Our research underscores a broader tension in understanding human-AlI collaboration.
Successful creative outcomes rely on both the creator’s skill and AI’s capability (Huang 2025).
Despite this functional interdependence, we find that timing cues systematically influence
perceived creativity based on beliefs that are orthogonal to the collaborative dynamics. The

current findings advance consumer research on the evaluation of Al-assisted work (De Freitas et
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al. 2025; Doshi and Hauser 2024) by foregrounding the timing of Al assistance as a process
factor that shapes judgment. Second, we link time-based evaluation to the literature on creativity
and innovation (Valsesia et al. 2016; Verganti et al. 2020), revealing how evaluators construe the
legitimacy of creative labor and the provenance of ideas. Finally, we contribute to the literature
on human-AlI collaboration (Arora et al. 2025; Chen and Chan 2024) by articulating how

evaluators’ impressions are shaped by process cues that inform their market legitimacy.

Word Count: 648/800
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Description: Combining three studies using Etsy’s sales data and experimental data, we find
consumers prefer utilitarian over hedonic upcycled products for themselves, but this
difference disappears when purchasing for others, which is mediated by perceived preference

uncertainty.

EXTENDED ABSTRACT

Research Question — Upcycled products are defined as goods innovatively redesigned from

waste materials to enhance value (Kamleitner, Thiirridl, and Martin 2019). Since upcycled
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products offer enhanced value and possess environmentally friendly characteristics,
promoting them is considered more meaningful than promoting new or downcycled products.
Consumers are primarily motivated to purchase upcycled products due to their inherent green
value (Adigiizel and Donato 2021; Xu and Jeong 2025), aesthetic value (Kamleitner, Thiirridl,
and Martin 2019; Caprioli, Fuchs, and Van Den Bergh 2023), and emotional value (Park and
Lin 2020; Shi, Huang, and Sarigollu 2025). However, some consumers also opt to avoid
upcycled products due to perceived uncertainty regarding quality (Park and Lin 2020; Xu and
Jeong 2025), monetary value (Hwang, Luo, and Mattila 2024), and contamination concerns
(Meng and Leary 2021). Though prior research has identified reasons why consumers
purchase or do not purchase upcycled products, it remains unclear which product type

consumers prefer (utilitarian or hedonic), especially in the gift-giving context.

Method and Data — We conducted three studies combining experimental and field data.
Study 1 (N =480, Credamo) employed a 2 (consumption target: self vs. other;
within-subjects) X 2 (product type: utilitarian vs. hedonic; between-subjects) mixed design to
demonstrate that consumers prefer utilitarian upcycled products for themselves but exhibit no
preference when purchasing for others. Study 2 (N = 240, Credamo) used the same design to
replicate the interaction effect and test the mediating role of perceived preference uncertainty.
Finally, Study 3 leveraged real-world sales and review data (N = 5,587, Etsy) to replicate the

results, establishing the ecological validity of our findings.

Summary of Findings — Across one secondary data study and two experiments, we find that
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consumers prefer utilitarian over hedonic upcycled products for themselves. This preference
is driven by lower perceived preference uncertainty associated with utilitarian goods.
However, this effect disappears in gift-giving contexts, where consumers show no significant
preference between the two product types due to similar levels of perceived uncertainty.
These findings elucidate why consumers favor utilitarian upcycled products for personal use
yet exhibit no specific product type preference for gifting, advancing our understanding of

mindful consumption dynamics.

Statement of Key Contributions — This research offers several theoretical contributions.
First, it extends the literature on upcycled products. While traditional gift-giving literature
suggests a preference for hedonic goods (Lu, Liu, and Fang 2016), our findings reveal this
preference does not hold for upcycled products. Second, we contribute to the product type
literature by identifying product origin (traditional vs. upcycled) as a critical boundary
condition (Givi and Galak 2017). We show that the typical preference for hedonic gifts
vanishes for upcycled products. Third, we establish perceived preference uncertainty as the
underlying mechanism driving these divergences between self-purchase and gift-giving
contexts. Specifically, lower uncertainty drives the preference for utilitarian self-purchases,
whereas the uncertainty inherent in gifting neutralizes product type preferences. Practically,
we offer actionable strategies for upcycled product sellers. Marketing for self-purchases
should emphasize utilitarian benefits. For the gifting market, firms must mitigate the critical
barrier of uncertainty. We recommend providing transparent product information, leveraging

user-generated content for social proof, and utilizing tactics like “gift-friendly” labels.
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One-sentence description
Can Nutri-Score labels lead to healthier fast-food choices? Yes, but the benefits are uneven, with

a risk of widening nutrition gaps.
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EXTENDED ABSTRACT

Research Question

To improve dietary choices, more than 44 countries have implemented simplified nutrition
labels that summarize the nutritional quality of foods (Giner, Rodriguez, and Elasri 2023). For
example, eight European countries have adopted the Nutri-Score label, which provides a color-
coded A to E grade of the nutritional quality of packaged food products (Julia, Etil¢, and
Hercberg 2018). The French Health Ministry, which is considering expanding the Nutri-Score
from grocery stores to restaurants and cafeterias (General Directorate of Health of the French
Ministry of Health and Prevention 2023), has asked us to study whether, and when, they would
improve the nutritional quality of fast-food meals.

It remains unclear whether the modest effects of Nutri-Score or other simplified nutrition
labels found on grocery purchases (Dubois et al. 2021; Maesen et al. 2022) would hold in the
markedly different context of fast-food restaurants, where people are choosing sandwiches or
sodas for immediate consumption (vs. purchasing packaged foods to replenish their fridges or
pantries), while typically paying little attention to nutrition (Burton, Howlett, and Tangari 2009;
O’Dougherty et al. 2006). Unfortunately, current research in this area is limited. Research on
food choices in restaurants has studied the effects of calorie information, not simplified nutrition
labels (for a review, see (Bleich et al. 2017), or has focused on workplace cafeterias, not fast-
food restaurants (Julia et al. 2021), leaving open the question of when and how these labels
work.

More fundamentally, the mechanisms underlying the effects of simplified nutrition labeling
are still poorly understood. A recent meta-analysis (Ikonen et al. 2020) found that some

simplified nutrition labels influence the perceived healthiness of food products. While the lay
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beliefs literature (Raghunathan, Naylor, and Hoyer 2006) suggests that these labels may also
negatively influence inferences about other attributes, such as taste, cost, and fillingness, such
effects are not reliably found for the indulgent foods sold in fast-food restaurants (Ikonen et al.
2020). Simplified nutrition labels may also influence eating goals, risk attitudes, or regulatory
focus, suggesting other mechanisms of action that have only been explored for specific nutrition
information (Fisher 2018), not simplified nutrition labels.

Similarly, little is known about the factors that moderate the effects of simplified nutrition
labels. A meta-analysis (Robinson et al. 2023) found no moderation by socioeconomic position,
but it examined calorie labeling, not simplified nutrition labeling. One particular concern is that
these labels may worsen already significant dietary inequalities if they help middle-class
consumers but have no effect, or even backfire, among lower socioeconomic groups, who tend to
have the poorest diet and highest obesity rates (Devaux and Sassi 2013; Singh-Manoux, Marmot,
and Adler 2005).

The primary objective of this research is to determine whether adding the Nutri-Score
simplified nutrition label improves the nutritional quality of fast-food meals. We chose Nutri-
Score because it is a well-designed and effective nutrition labeling system and the official
simplified nutrition label in France, where the studies were conducted (Roberto et al. 2021;
Zampelas 2023). Its second objective is to identify the distinct mechanisms underlying the
effects of the Nutri-Score. Its third objective is to examine its boundary conditions by studying
whether the effects of Nutri-Score vary across socioeconomic status (both measured objectively
via income and subjectively via self-reported socioeconomic status) and geographic groups, and

to understand the role of nutrition importance in explaining these differences. To achieve these
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objectives, we conducted a long-term field study with a fast-food chain, two online experiments
(including one with a nationally representative sample of consumers).
Summary of Findings

In Experiment 1, 812 participants were randomly assigned to either the control or the
Nutri-Score condition. In both conditions, they were shown a fast-food menu and asked to
choose one main course, one beverage, and one dessert, as if ordering a meal in a restaurant. In
the Nutri-Score condition, the label was displayed next to each option. Next, participants
answered questions about potential mediators, such as perceptions of product attributes
(healthiness, taste, satiety, and price) or eating goals (importance of nutrition, taste, cost, and
hunger). We used the FSA score to measure the nutritional quality of participants’ choices, with
lower scores indicating healthier meals. Displaying the Nutri-Score led to a statistically
significant reduction of 0.90 FSA points (p = .001), indicating a 10.0% improvement in the
meal’s nutritional quality. Nutri-Score had the strongest effect on main courses (0.95 FSA points,
an 18.6% improvement, p = .004) and desserts (1.41 points, a 10.0% improvement, p =.011).
Mediation analyses showed that Nutri-Score improved nutritional quality by helping participants
better identify the healthiest options, without affecting perceptions of taste, satiety, or price, nor
the importance of any eating goals.

In the field study in collaboration with a leading French fast-food chain, we displayed the
Nutri-Score on all menu items in two restaurants: one located in a lower-class provincial town
and the other in a middle-class metropolitan area. For each of these treatment restaurants, we
matched a control restaurant in the same type of area that did not display the Nutri-Score. We
obtained information on 200,039 meals purchased during the 14 weeks before the intervention

and the 16 weeks of the intervention. We then estimated the effect of Nutri-Score using a
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difference-in-differences approach by comparing changes in meal purchases before and after the
intervention between treated and control restaurants in each area. The field study replicated the
positive effect of Nutri-Score found in Experiment 1 only in restaurants located in middle-class
metropolitan areas. In these locations, displaying the Nutri-Score was followed by a 2.3%
improvement in the nutritional quality of the meals, thanks to the choice of healthier desserts.
However, in the restaurants located in lower-class provincial towns, displaying the Nutri-Score
did not lead to the expected improvement in nutritional quality. In these locations, displaying the
Nutri-Score led to a small (1.0%) decline in the average nutritional value of the meals, driven by
all meal components.

Experiment 3 was similar in design and stimuli to Experiment 1, except that the sample
was representative of the French population. 929 participants were randomly assigned to either
the control or Nutri-Score condition. As pre-registered, we examined whether the effects of
Nutri-Score varied based on participants’ socioeconomic position (measured by subjective
socioeconomic status, or SES, and income) and place of residence (metropolitan city vs. small
town). We conducted subgroup analyses to test whether labeling effects differed across these
groups. Overall, as in Experiment 1, Nutri-Score improved the nutritional quality of meals by
8.4%, primarily driven by a 19.5% improvement in dessert choices. Consistent with the field
study, labeling significantly improved choices among middle-SES consumers but had no effect
among low-SES participants. As a result, Nutri-Score widened the nutritional gap between SES
groups. Importantly, the effectiveness of Nutri-Score depended on the importance participants
placed on nutrition: it had no effect when nutrition was not a priority but produced large

improvements when it was. Mediation analyses confirmed that differences in meal quality across
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SES and residential groups were driven by differences in nutrition importance, not cost concerns,
self-control, or beliefs about Nutri-Score.
Key Contribution

These findings have important implications for public policy because they show that
simplified nutrition labels like Nutri-Score can improve the nutritional quality of fast-food
choices, but mainly for consumers in middle-class metropolitan areas. Because the only
mechanism driving this effect is easier identification of the healthiest options, one way to reduce
socioeconomic disparities is to help consumers from lower-class provincial areas prioritize
nutrition more when making food choices. The research also contributes to the literature by
identifying when and for whom simplified labels work, highlighting that their impact comes
mainly from helping people notice and use nutrition information, not from changing their beliefs

or goals.
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Description: This research examines how morally incongruent purchase requests from close

others, such as being asked to buy meat from an omnivore partner while being vegetarian, impact

consumer choices.
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EXTENDED ABSTRACT

Research Question

While past research in consumer behavior has primarily focused on joint consumption
(Belk, 2010) and gift-giving (Belk, 1979), less attention has been directed to understanding
consumers making everyday purchases for others. Those that do focus on such purchases have
examined buyers’ tendency to seek options that recipients will like or that are mundane (Chang
etal., 2012; Laran, 2010; Lu et al., 2016). However, oftentimes, such purchases can be immoral
to the purchaser. In a survey we conducted (N=188), 23% of consumers in a relationship make
immoral small purchases for their partner at least once a month. Yet no research has focused on
understanding how, when, and why requests to make such immoral purchases influence the
buyer’s choices.

Although consumers generally tend to solely focus on pleasing the recipient, what
happens when these requested purchases include items that go against the buyer’s morality? It
remains unclear how consumers react when another party requests they engage in immoral
consumption. We propose that compared to a morally neutral, a morally congruent, or a disliked
small pick-up, consumers asked to buy an immoral product for a close other will experience
moral distress, that will in turn decrease their likelihood of making the requested purchase.

Method and Data

We tested these predictions in nine studies. In Study 1A (N=231), vegetarian or vegan
participants in a romantic relationship with an omnivore were told their partner asked them to
grab either pork sausages (morally incongruent), plant-based sausages (morally congruent), or
crackers (morally neutral) while on a grocery run. Study 1B (N=339) replicated this with

undergraduate students were asked to describe a product category that they found either morally
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neutral, morally congruent, morally incongruent (a product that they usually boycott or avoid for
moral reasons), or that they disliked, and to imagine a very close friend asked them to pick it up
for them.

Studies 2 A-E (N=794) tested the mediating effect of moral distress in five contexts: self-
described boycotted products, vegetarians asked to purchase meat, non-drinkers asked to
purchase alcohol, politics, and firearms. Moral distress was measured with a pretested 4-item
scale based on nursing literature.

Study 3 (N=202) tested the moderating role of the content of the ask, specifically if
combining morally incongruent and neutral requests in a single ask influences decisions.
Vegetarian participants were asked to imagine picking up products in different sequences.

Additionally, a pilot study (N=424) explored the relational consequences of such asks.

Summary of Findings

Findings reveal that morally incongruent requests from close others trigger moral
distress, resulting in increased refusal to purchase a morally incongruent product. In Study 1A, a
larger share of participants refused to purchase the morally incongruent product (12%; p<.001)
compared to the morally neutral product (0%; p=.004). Similarly, in Study 1B, more participants
refused to purchase the morally incongruent requested product category (37%) compared to the
morally neutral product (8%; p<.001), the morally congruent one (5%; p<.001), or the disliked
one (11%; p<.001).

All five studies in Series 2 show that a morally incongruent ask increases moral distress,
which in turn increases refusal to purchase.

Regarding the format of the ask, Study 3 reveals an order effect (p=.017), such that
participants felt increased levels of moral distress (p=.01) and were more likely to refuse when

they were first asked for a morally neutral product followed by a morally incongruent one
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(20.9% refused the morally incongruent purchase), vs. the opposite (6.8% refused the morally
incongruent purchase).

Finally, our pilot study shows that relative to morally congruent purchases, incongruent
purchases increased negative moral emotions, decreasing the positivity of feelings toward the
partner. The requesting partner was perceived as less trustworthy.

Statement of Key Contributions

This research contributes to marketing theory where little work has explored how
purchases for others have implications for oneself. It builds on this by exploring a unique
purchase type: those morally incongruent with the focal consumer. We complement current
knowledge on choosing for others. Prior work suggests that for everyday pick-ups, consumers
have a recipient focus, and should simply select the recipient’s preferred option (Liu et al.,
2019). We show this is not necessarily the case. In morally incongruent pick-ups, buyers are
more likely to refuse to purchase. This project is the first to look at everyday purchases made for
others from a moral perspective. It also contributes to morality literature in psychology by
identifying moderators of moral distress, such as the content of the ask.

This research brings substantive implications for policy makers in consumer welfare
domains, such as eating. While over 52% of Americans have boycotted a brand (YouGov, 2023),
academia has overlooked the impact of making immoral purchases for others. This work departs
from traditional views by providing insights into the consequences of conflicting moral choices
on individuals and their relationships. It offers practical implications for improving consumer

welfare where conflicting preferences are prevalent and morals are challenged.

References are available upon request.
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Description: This study undertakes a systematic literature review (SLR) of celebrity
transgression research published over the past decade, employing the TCM—-ADO framework
to systematically organize, synthesize, and integrate existing findings.

ABSTRACT

Celebrity transgressions exemplify how marketing must bridge cultural divides, societal
polarization and ethical scrutiny in an era of socially conscious and aware consumers. This
study systematically reviews 45 peer-reviewed articles (2015-2025) indexed in Scopus and
Web of Science, following the SPAR-4-SLR framework. Five major themes were identified
using Biblioshiny, which were synthesized through the TCM-ADO framework. This process
unpacked key theoretical, methodological and contextual underpinnings, revealing 41 distinct
antecedents across six subthemes: celebrity, consumer, brand, transgression context,
influencers and contextual factors. The review concludes by proposing several promising
avenues for future research.

1. INTRODUCTION

Celebrity endorsements remain a cornerstone of brand-building, particularly in markets
such as India where public figures; especially athletes command extraordinary influence.
In 2023, India’s top ten celebrities secured 484 endorsement deals, with sports
endorsements valued at $112 million, of which cricket alone accounted for $98 million
(Statista, 2025). Celebrity endorsements enhance brand credibility (Amos et al., 2008; Liu
and Liu, 2019) and enrich products with aspirational appeal (Choi and Rifon, 2012).
Nevertheless, this marketing tool is characterized by inherent vulnerabilities and potential
drawbacks.

When celebrities engage in misconduct such as substance abuse or discriminatory
remarks; brands face the consequences of celebrity transgression, defined as a violation
of societal or professional norms that undermines endorsement effectiveness (Um, 2013).
In today’s hyperconnected environment, such incidents are magnified across social media
platforms, where cancel culture amplifies public scrutiny and mobilizes boycotts.
Importantly, consumer responses are not uniform: while some transgressions lead to
reputational and financial harm, others dissipate quickly or even paradoxically enhance
celebrity visibility. Corporate responses also vary. For instance, Pepsi and Gillette severed
ties with Tiger Woods following revelations of his extramarital affairs, whereas Nike
retained him, underscoring the context-dependent nature of endorsement decisions.
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New dynamics further complicate this landscape. The rise of social media influencers and
the adoption of virtual endorsers by brands such as Prada and Samsung present both
opportunities and challenges (Wei, 2024). While digital endorsers may mitigate risks
associated with human misconduct, they raise new concerns about authenticity and ethical
responsibility. These inconsistencies highlight the need for systematic synthesis of
scholarship on celebrity transgressions. Addressing this gap, the present study offers a
comprehensive review of academic work published between 2015 and 2025. Using a
hybrid approach that combines bibliometric analysis with systematic review, it maps the
intellectual contours of the field and distils key insights from publications indexed in
Scopus and Web of Science.

This study seeks to answer the following research questions:

RQ1: How has the publication trajectory evolved over time, and which are the most cited
documents?

RQ2: How are articles distributed across journals in this domain?
RQ3: What are the major themes in the celebrity transgression literature?
RQ4: What are the key antecedents, decisions, and outcomes of celebrity transgression?

RQS5: Which theoretical perspectives, context & methodologies dominate this area of
research?

RQ6: What are the key future research directions?

2. METHODOLOGY

This study employs a Systematic Literature Review (SLR) guided by the SPAR-4-SLR
protocol, ensuring methodological rigor through three stages—assembling, arranging, and
assessing. A Boolean search was conducted across Scopus and Web of Science using the
terms “celebrity transgression” OR “celebrity misconduct” OR “celebrity scandal” OR
“negative celebrity publicity”. The search was limited to peer-reviewed journal articles
published between January 2015 and 16™ July 2025, in English, and within the “Business and
Management” category. After applying inclusion criteria and removing duplicates/irrelevant
studies, 45 articles remained. Bibliometric and content analyses framework were applied to
synthesize findings, map trends and identify gaps.

3. RESULTS FROM BIBLIOMETRIC ANALYSIS

The publication trend on celebrity transgression shows fluctuations and temporary declines
but consistently rebounds, indicating a stable trajectory. Since 2021, output has risen, driven
by factors such as widespread social media access, enabling public expression on celebrity
misconduct, and post-Covid shifts in consumer behaviour that amplified the visibility and
virality of such events (Mason et al., 2021b). Continuous 24/7 media scrutiny has blurred the
lines between celebrities’ personal and professional lives, exposing contradictions that attract
academic interest. The growing use of celebrity endorsements, coupled with the rise of virtual
influencers and Al-driven endorsers, has further heightened scholarly focus due to emerging
reputational and ethical challenges.

The most cited work is Thomas and Fowler (2021) with 220 citations, offering an Al-focused
perspective. Lee and Kwak (2016), with 95 citations, examine consumer moral reasoning
toward admired public figures’ misconduct and its impact on brand evaluations. Research
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spans journals in psychology, advertising, sports, and brand management, with Psychology &
Marketing and Journal of Product & Brand Management leading (five publications each,
ABDC “A” rank), followed by Journal of Sport Management and European Sport
Management Quarterly (four each), reflecting the prominence of athlete transgressions in the
field.

4. THEMATIC ASSESSMENT

A thematic mapping of literature was conducted using Biblioshiny (see Figure 1),
categorizing themes by centrality and density. The strategic diagram identifies four quadrants:
emerging or declining themes (limited attention or waning relevance), basic themes (core
foundations of the field), niche themes (methodologically developed but peripheral) and
motor themes (both central and dense) shaping current and future enquiry.

From this analysis, five thematic areas emerge:

e Role of moral reasoning in athlete transgression

e Effect of Celebrity Transgression on Stock Returns and Spillover Effects to
Competitors

e Attribution of blame

e Celebrity transgression and Relationship Quality

e Influencer Marketing

Athlete transgression emerges as a Motor Theme, underscoring its central and well-developed
status. By contrast, influencer marketing, financial consequences, and relationship quality fall
within the Emerging/Declining quadrant, reflecting limited current attention but notable
potential for future research. Attribution of blame sits at the thematic core, serving as a
common theoretical lens for interpreting consumer responses.
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Figure 1: Strategic diagram depicting major themes in celebrity transgression literature

4.1 Role of moral reasoning in athlete endorsement
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Athletes attract media attention for both their on-field performance and off-field behaviour,
often subjecting them to public scrutiny and controversy. Given the substantial financial
investment leagues and franchises make in acquiring athletes, individual misconduct can
generate significant reputational and financial repercussions for the organization (Ge &
Humphreys, 2020). This is largely because athletes function as emotional anchors for
fanbases and are frequently positioned as the public face of franchises.

Research has examined the interaction between performance level and transgression severity,
showing that athletes with strong performance records who commit minor transgressions are
generally afforded greater consumer forgiveness (Lee & Kwak, 2016). The fan—athlete bond
stems from perceived alignment between fans’ values and the athlete’s image. Consequently,
when a favoured athlete engages in morally questionable behaviour, fans may adopt moral
decoupling—separating on-field performance from off-field conduct to sustain admiration.

Other work has explored the role of empathy in shaping responses to athlete transgressions.
While empathy has been widely studied in the context of brand transgressions, its relevance
to fan—athlete relationships had been overlooked (Lee et al., 2021). Findings suggest that
when fans empathize with athletes, they are more likely to respond with compassion,
particularly when the misconduct is perceived as minor.

4.2 Effect of Celebrity Transgression on Stock Returns and Spillover Effects to
Competitors

Celebrity transgressions trigger both reputational damage and stock price volatility. Empirical
evidence suggests such incidents may trigger investor overreactions or underreactions,
leading to market mispricing. For example, a study in China found that uninformed investors
are especially vulnerable to these signals; observing a decline in stock value (Prentice &
Zhang, 2017), they often interpret it as a buying opportunity, thereby increasing attention and
trading activity around the affected firms.

Research on the relationship between celebrity misconduct and stock market performance
reveals inconsistent outcomes. While initial declines in firm value and negative abnormal
returns are frequently reported, these effects often dissipate over time, with stock prices
gradually stabilizing. Importantly, the repercussions of celebrity misconduct are not confined
to the sponsoring firm. Reputational shocks may also spill over to competitors, particularly in
homogeneous industries. As demonstrated by Kleine et al. (2024), when a sponsoring firm
experiences significant reputational fallout, rival firms may also face negative consequences,
driven by heightened consumer scrutiny and generalized distrust within the product category.

4.3 Attribution of blame

Consumers’ reactions to celebrity transgressions are highly context-dependent. They actively
seek cues, assess situational details, and then form perceptions regarding the attribution of
blame. For instance, a study by Rifon et al., (2022) examined the moderating role of celebrity
gender in the context of prior transgressive behaviour and philanthropic efforts. The findings
revealed that for male celebrities, if consumers could recall past philanthropic acts, they were
more inclined to perceive the transgression as a one-time lapse; particularly when the severity
of the transgression was low. This was not the case for their female counterparts.

Moreover, cultural context significantly influences blame attribution. Recognizing the
Western-centric focus of prior research, Kang and Park (2021) conducted a cross-cultural
comparison between South Korea and the United States. The study found that Korean
consumers were more likely than their American counterparts to conflate a celebrity’s
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morality with their competence. As a result, they were more prone to directly attribute moral
transgressions to the celebrity, regardless of situational context.

4.4 Celebrity transgression and Relationship Quality

The bond that loyal consumers develop with celebrities is often rooted in self-congruity,
perceived companionship and entertainment value. These factors collectively foster
parasocial relationships—one-sided emotional attachments initiated and sustained by the
consumer. Building on this, Jones et al. (2022) introduced the concept of para-love shock,
offering a novel perspective on celebrity transgression. Unlike earlier studies that emphasized
moral reasoning, this concept highlights the emotional rupture fans experience, often
manifested through collective reactions such as heartbreak and disillusionment, processed
within fan communities and shaped by cultural narratives.

Related research has examined the tolerance afforded to male celebrities with a “bad-boy”
image, a dynamic grounded in fantasy-based attachment. Such relationships emerge as fans
engage with celebrity narratives across media platforms—magazines, films, television, and
social media; allowing them to vicariously experience aspirational or escapist realities
(Bennett et al., 2018). This attachment provides psychological release from routine life.
Consequently, when a celebrity’s transgressive behaviour aligns with their fantasized public
image, it may not harm the relationship but instead act as a buffer, reinforcing visibility and,
in some cases, enhancing public appeal. This effect is particularly evident in hedonic
consumption contexts.

Additionally, since the relationship between celebrities and consumers is primarily grounded
in parasocial bonds (a one-sided connection) (Kowert and Daniel, 2021), consumers often
expect opportunities to express their feelings and opinions through comment sections on
social media platforms. However, in the context of influencers, disabling the comment
section is generally perceived negatively by followers, resulting in unfavourable evaluations
and the spread of negative word of mouth, as documented in prior research (Daniels & Wu,
2024). Exceptions arise when followers consider such actions justified, such as during
instances related to mental health concerns or personal crises. Because influencers actively
involve their audiences in their personal lives, followers often believe they are entitled to
voice constructive criticism. The dismissal of such feedback by influencers can ultimately
weaken the perceived relationship quality between them and their followers.

4.5 Influencer Marketing: A new lens on celebrity endorsement transgression

The rise of social media has given prominence to a new category of celebrities—social media
influencers (SMIs)—who have fundamentally reshaped the discourse on celebrity
endorsements. Often described as micro-celebrities (Khamis et al., 2017), SMIs exert
significant influence over their followers, largely through lifestyle portrayals and visual
storytelling on audio-visual platforms. Emerging from the blogging culture of the late 1990s,
they now dominate platforms such as YouTube and Instagram by engaging with wide
audiences.

The key difference between traditional celebrities and social media influencers primarily lies
in the source of their fame. Traditional celebrities typically emerge from institutionally
recognized domains such as sports, film, music, or dance, where professional credentials and
achievements validate their public status. In contrast, social media influencers often lack such
formal institutional affiliations (Leung et al., 2022); their fame is largely self-generated
through digital platforms and audience engagement. Moreover, brand endorsement strategies
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differ between the two groups. Traditional celebrities are often preferred as brand
ambassadors due to their established public image and widespread recognition, allowing
brands to leverage their credibility and symbolic value to enhance consumer trust and
engagement. Conversely, social media influencers are typically engaged to integrate brands
into their content narratives, thereby increasing product visibility and relatability among
followers who share similar lifestyles or consumption patterns.

This distinction is further evident in the nature of transgressions discussed in the literature
concerning celebrities and social media influencers. Celebrity transgressions often involve
moral or behavioural lapses such as drug intoxication, driving under the influence, or doping
in sports, acts that undermine their perceived integrity and moral character (Matthews &
Luebke, 2023). In contrast, influencer transgressions predominantly centre on issues of
authenticity and transparency. Studies have shown that perceived inauthenticity or excessive
product promotion frequently triggers community backlash, with followers directly
attributing blame to the influencer (Kozinets et al., 2010).

Additionally, Cocker et al. (2021), using a netnographic analysis of YouTube communities,
found that influencer misconduct, particularly overt or insincere promotion elicited direct
blame toward influencers, although in some cases followers redirected blame to brands due to
perceived power asymmetry and influencers’ financial dependence.

5. TCM FINDINGS

This section presents findings from the TCM framework analysis, supplemented with insights
from the ADO framework, to map the theoretical, contextual, and methodological
foundations of celebrity transgression research. Together, these frameworks illuminate the
cognitive and evaluative processes shaping consumer responses. Table 1 provides a
comprehensive over view of the same.

Theories

Fourteen distinct theories have been applied, drawing from psychology, sociology, consumer
behaviour, and marketing. Moral Reasoning Theory and Parasocial Interaction Theory are the
most frequently referenced. Moral Reasoning Theory explains how consumers, especially
those strongly attached to a celebrity, assess transgressions, with responses influenced by
severity and emotional involvement. Parasocial Interaction Theory addresses the one-sided
relationships consumers form with celebrities, prompting defence or rationalisation of
misconduct. Other theories appear less frequently, though some studies adopt multiple lenses,
reflecting the field’s interdisciplinary nature.

Context

Most studies focus on U.S. consumers (six), followed by Korea and China (two each), and
Australia and London (one each). Cross-cultural comparisons reveal socio-cultural influences
on reactions. Western dominance reflects the U.S. origins of cancel culture. Many studies
analyse online communities, especially Instagram and YouTube comments, for their large
user base and rich sentiment data.

Methods

From 45 studies, quantitative approaches dominate, with experiments (n = 19) most common.
These manipulate variables such as transgression severity and brand attachment, using real or
fictitious celebrities to balance ecological validity and control. Online surveys are also
prevalent, analysed with models incorporating mediators and moderators. Qualitative
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methods include in-depth interviews and netnography of social media content, followed by
thematic, content, or sentiment analysis. Mixed-method approach was adopted by just a
handful number of studies.

6. ADO Findings
6.1 Antecedents

This study identified 42 distinct antecedents from 45 sources, classified into six categories:
consumer-related, celebrity-related, transgression-specific, brand-related, contextual, and
influencer related. Celebrity and transgression-specific antecedents dominate, reflecting a
research focus on the celebrity’s attributes and the nature of the misconduct as primary
drivers of consumer response.

Studies consistently distinguish between competence-based and moral/value-based violations,
with the latter considered more severe and less forgivable. Severity amplifies consumer
reactions: high-severity incidents are typically viewed as unjustifiable and provoke intense
backlash, especially when harm to others is evident or when extensive media coverage
magnifies the incident (Osborne et al., 2016). Importantly, scholars differentiate between
objective severity (financial losses, number of victims) and perceived severity (subjective
consumer judgments) which helps explain why similar incidents generate varying levels of
scrutiny (Han et al., 2024).

Celebrity-related antecedents include gender, persona, and public image. Male celebrities
often receive greater tolerance, particularly when aligned with a “bad-boy” image (Rifon et
al., 2022), though forgiveness is conditional on prior prosocial behaviour and the perceived
seriousness of the misconduct. Endorsement type also matters: when celebrities appear in
fictional roles rather than their real-life identities, associated brands suffer less reputational
fallout from actual scandals (Kennedy et al., 2018).

Brand-related antecedents highlight the importance of alignment between celebrity and
brand. While traditional research emphasizes celebrity—product congruence, recent work
stresses positioning fit. For instance, naturally controversial celebrities may strengthen brands
pursuing image reinforcement, whereas incidentally controversial celebrities are better suited
for revitalization strategies (Carrillat et al., 2019). Post-transgression responses are also brand
dependent: competence-based trust may recover through strong performance, while integrity-
based trust requires reparative actions. Furthermore, the effectiveness of recovery tactics may
vary with brand age, as younger brands appear to benefit more from the use of virtual
influencers compared to older, more established firms (Yao et al., 2025).

Consumer-related antecedents centre on loyalty, attachment, and moral reasoning. Fans
frequently employ moral decoupling, separating admiration for performance from
disapproval of misconduct (Lee et al., 2015). Empathy further fosters leniency for minor
infractions. Parasocial relationships intensify these effects, with “para-love shock” describing
the emotional rupture fans experience following transgressions.

Contextual antecedents emphasize the role of cultural and structural conditions. Norms and
expectations shape tolerance levels, with cross-cultural studies showing significant variation
in consumer responses. In homogeneous industries, reputational shocks may spill over to
competitors through associative judgments and generalized distrust (Kleine et al., 2024).
Media intensity further conditions outcomes, either amplifying or dampening backlash.

Finally, influencer-related antecedents reflect the rise of social media micro-celebrities. These
figures face unique challenges such as accusations of inauthenticity. Netnographic evidence
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indicates that community members expect influencers to promote products they genuinely
use and like. While insincere endorsements often draw blame to the influencer, community
members sometimes redirect responsibility toward the brand, acknowledging power
dynamics and commercial pressures (Mardon et al., 2018).

6.2 Decisions

Consumer responses to celebrity transgressions are shaped by a constellation of cognitive and
emotional mechanisms. Prominent among these are moral reasoning strategies which are
influenced by factors such as the consumer’s emotional attachment to the celebrity, internal
attribution processes and cognitive processing styles. These mechanisms help explain the
diversity of consumer reactions, particularly in morally charged transgression scenarios.

6.3 Outcomes

Outcomes refer to the consequences resulting from either engaging in or refraining from a
behaviour (Khatri & Duggal, 2022). In the context of celebrity transgressions, outcome
variables have predominantly focused on brand attitude, consumer attitude, purchase
intention, brand evaluation, stock market returns, and consumer forgiveness. This focus
reflects the disruption of the consumer—celebrity relationship that often follows a
transgression. However, fewer studies have examined alternative outcomes such as brand
desirability, post-scandal endorsement sharing, and trust—particularly distinguishing between
competence vs integrity-based trust. This signals a potential gap in the literature, warranting
further exploration of long-term reputational consequences and trust repair mechanisms.

Table 1- TCM-ADO Findings

Dimension Subcategories Details
Theories Frequently used Moral Reasoning Theory,
Parasocial Interaction Theory
Others Attribution Theory, Cognitive

Dissonance Theory, Social
Identity Theory, Social
Capital Theory, Contagion
Theory, Image Repair
Theory, Meaning Transfer
Theory, Congruity Theory,
Persuasion Knowledge
Theory, Dual Agency Theory

Context Countries USA, China, Korea,
Australia, London
Platforms Instagram, YouTube, TikTok
Methods Quantitative Experiments, Surveys, Event-
based methodology
Qualitative Netnographic studies, In-
depth interviews, Reviews
Mixed-Method Mixed-method combining
interviews and model testing
Antecedents Consumer-related Fan identification, Celebrity

fan relationship strength, Fan
preference, Cancel culture,
Cultural
orientation/background of
consumers, Negative moral
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emotions' impact on stigma
formation

Celebrity-related

Transgression history,
Philanthropic history, Gender,
Celebrity status, Endorser
type, Celebrity image, Athlete
status, Moral violation
transgression by celebrity,
Celebrity death, Off-field
athlete misconduct, Athlete
reputational crisis, Luxury
brand ambassador misconduct

Brand-related

Type of celebrity and brand
positioning objective,
Interaction between
influencer type and brand
type, Brand reputation, post-
transgression performance
and engagement in reparation

Transgression-related

Objective vs. perceived
severity, Severity,
Misbehavior type, Repetition
of negative news, Type of
transgression, Types of sport
celebrity transgression,
Transgression diagnosticity,
Negative meaning transfer,
Negative publicity, Mode of
media coverage, Misconduct
of athlete, Al influencer
transgression, Transgression
relevance

Contextual

Time delay, Culture, Industry
homogeneity

Influencer-related

Influencer type, falsely
implicated influencer
transgression, SMIs’
deceptive content & follower
response, Endorsement
efforts by SMIs

Decisions

Moral reasoning choice,
Internal attribution, Internal
justification, Cognitive
processing (memory: gist vs.
detail), Information
processing (analytic vs.
holistic), Consumer
appreciation of celebrity-
positioning matchup,
Celebrity sacredness

Outcomes

Brand evaluation, Brand
image, Brand reputation,
Purchase intention, Consumer
brand evaluation, Brand
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attitude and intention to share
endorsement, Brand image,
Attitude towards athlete and
sponsored brand,
Transgression spillover,
Boycott intention,
Forgiveness, Apology,
Trustworthiness, Digital
engagement intentions, Stock
prices (Abnormal stock
returns, Competitor firm
stock returns, Stock returns of
sponsor of athlete’s team,
stadium and league, Boost in
career), Integrity-based trust,
Competence-based trust

7. FUTURE RESEARCH DIRECTIONS

Drawing on the thematic analysis and TCM—-ADO mapping, several gaps present
opportunities for advancing celebrity transgression research.

First, spillover effects warrant further attention. Beyond stock prices, studies should examine
broader metrics such as sales, comparing impacts across publicly listed versus privately held
firms and considering cultural and institutional variations.

Second, the rise of virtual influencers raises new questions. Future work could identify the
conditions under which they outperform human endorsers in post-transgression recovery such
as product category, message format, or crisis timing. Third, research on athlete
transgressions could move beyond moral emotions to explore responses like shame or self-
consciousness, as well as intergroup biases in blame attribution.

Fourth, the role of endorser portrayal remains underexplored. While most of the studies
investigate celebrity actions influencing brands, the reverse; how negative brand actions
affect celebrity evaluations requires greater scholarly attention. Finally, methodological and
contextual gaps persist. Current research is dominated by quantitative approaches and
Western samples. Expanding qualitative and mixed-method studies, along with cross-cultural
comparisons, would enrich theoretical development. Incorporating personality measures such
as the Big Five and fixed vs. growth mindset can also improve predictions of forgiveness and
negative word-of-mouth.
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Description: This paper demonstrates that unexpected “windfall” calories increase subsequent
indulgent food choices when the windfall is mentally allocated within the same consumption
account, consistent with within-account justification and a higher marginal propensity to
consume.

EXTENDED ABSTRACT

Research Question: The present research examines how consumers interpret and respond to
unexpected deviations in caloric intake within ongoing self-regulatory contexts. While prior
work on windfalls has demonstrated that unanticipated gains in monetary and temporal
resources promote discretionary behavior, comparatively little is known about whether and
how similar processes operate in the domain of caloric budgeting, where resources are
negatively valenced and closely tied to health goals and self-control. This research asks whether
unexpected reductions in caloric intake are mentally construed as discretionary slack within a
domain-specific mental account, and how such interpretations shape subsequent consumption
behavior.

Specifically, this paper investigates the psychological conditions under which unearned caloric
“savings” promote indulgence rather than sustained restraint, and how this effect depends on
the perceived origin and framing of the windfall. Further, it explores whether consumers
allocate these unexpected gains within the same account (e.g., food intake), consistent with
mental accounting principles, or whether they flexibly integrate them across domains such as
physical activity. By integrating perspectives from mental accounting, higher marginal
propensity to consume, and goal progress theories, the research seeks to clarify when
unanticipated progress toward a health goal functions as a signal of expanded budget versus a
cue for continued commitment.

Method and Data: Across a multi-method investigation, participants encountered situations
in which their caloric outcomes deviated from prior expectations and subsequently made
consumption-related decisions. Unexpected caloric shortfalls were introduced through
variations in how prior intake or expenditure information was framed, allowing the research to
examine how such deviations were interpreted as an unexpected caloric surplus within ongoing
regulatory contexts. Downstream choices and evaluative judgments were used to assess
whether these interpretations promoted indulgence or sustained restraint.

The findings reveal a systematic pattern in how consumers respond to unexpected caloric
feedback. When subsequent decisions were perceived as closely related to the original
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deviation, participants were more likely to favor indulgent options within a localized mental
account. In contrast, when the opportunity to use these gains arose in more distal or cross-
domain contexts, the effect was substantially attenuated and, in some cases, reversed,
suggesting that unexpected caloric information is not treated as fully fungible.

Process measures indicate that these responses are driven by how consumers mentally organize
and justify unexpected shortfalls, rather than by shifts in stable preferences, general self-control,
or demographic differences.

Summary of Findings: This research investigates how unexpected reductions in caloric intake
influence subsequent consumption and how these effects depend on the domain in which
“saved” calories are mentally allocated. Across a multi-method investigation, the findings
reveal a systematic asymmetry in how consumers respond to caloric windfalls. When
unexpected caloric savings are perceived to remain within the same consumption account,
consumers exhibit a heightened tendency to indulge. In these cases, windfall calories are
mentally construed as discretionary slack, increasing the perceived permissibility of allocating
“saved” resources toward hedonic options.

In contrast, when the opportunity to use these unexpected gains arises in a cross-domain context,
the effect is substantially attenuated and, in some cases, reversed. This pattern suggests that
windfall calories are not treated as fully fungible across domains, but instead remain
psychologically tagged to their source account, consistent with principles of mental accounting.

Collectively, these findings refine resource-based and self-regulatory perspectives by
demonstrating that the behavioral consequences of unanticipated caloric feedback depend not
only on the presence of a windfall, but also on how narrowly or broadly consumers define the
mental account to which those calories belong.

Statement of Key Contributions: This research advances mental accounting theory by
demonstrating that negatively valenced resources (calories) are nonetheless mentally budgeted
and allocated in ways structurally similar to positively valenced resources. Unexpected caloric
shortfalls are encoded as discretionary slack within a domain-specific account, and subsequent
indulgence is most likely when consumption remains psychologically proximal to the source
of the saving. By showing that domain boundaries, govern how “saved” calories are interpreted
and used, the findings refine how mental accounts structure self-regulatory choice in health-
related contexts.

The paper further extends the Higher Marginal Propensity to Consume (HMPC) framework by
establishing that the preferential allocation of windfall resources generalizes to tightly
constrained, non-storable domains. Even when resources cannot be accumulated or transferred
in a literal sense, unanticipated gains are treated as psychologically spendable, highlighting the
breadth of HMPC as a domain-general principle of resource allocation.

Finally, the research contributes to goal-progress theory by distinguishing earned from
unearned progress in dietary regulation. Unexpected success weakens regulatory persistence
and promotes compensatory indulgence within the same account, whereas effortful restraint
fosters broader, cross-domain integration of food and activity. Together, these contributions
clarify how unexpected feedback reshapes both the structure and scope of self-regulation in
health-related choice environments.
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Description: This ethnographic study explores the influence that physical B2B trade fairs
exert on their underlying market through the lens of assemblage theory, conceptualizing trade

fairs as dynamic assemblages of diverse human, material, and immaterial parts.
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EXTENDED ABSTRACT

Research Question

B2B trade fairs remain integral to corporate marketing, facilitating engagement, information
exchange, and interaction. Ongoing debates on the configuration and relevance of trade fairs
were intensified by the COVID-19 interruption, accelerating experimentation with digital
trade-fair platforms whose limits soon became evident. Despite the efficiency and cost

benefits of virtual formats, physical trade fairs quickly regained prominence. By 2022,

international attendance rebounded to pre-pandemic levels. Industry leaders affirm that “the

power of physical presence will not go away”. This sustained demand for in-person formats

raises a critical question: why do businesses continue to rely on physical trade fairs, and what

unique value do they offer?

Existing studies often fragment trade fair value into isolated outcomes, overlooking how these
elements interact systemically. A critical gap remains: a holistic perspective on B2B trade
fairs that accounts for the interplay among multiple actors, their behaviors, and the market-
shaping effects of these events. We address this by employing an ethnographic study design
and an assemblage-theory lens, conceptualizing physical trade fairs as dynamic assemblages

composed of heterogeneous human, material, and immaterial parts.

Method and Data

We conducted a two-year ethnographic study, with IRB approval, exploring the value creation
and market influence mechanisms at physical B2B trade fairs. Our research utilized
participant observation, active participation, and semi-structured interviews. Data were
collected across five B2B trade fairs and their associated spaces, encompassing pre-event

preparations, on-site interactions, and post-event reflections. These settings provided rich

insights into participants’ experiences, interpersonal dynamics, and processes of value

252



2026 AMA Winter Academic Conference

creation. The dataset comprises 25 semi-structured in-depth interviews, totaling
approximately 720 minutes of audio recordings, as well as informal conversational
interviews, field notes, and 56 participant ethnographic observation photographs. Our

systematic qualitative analysis followed the Gioia methodology.

Additionally, we searched the WISO database (a comprehensive German language resource
for newspapers, trade journals, and magazines) for articles covering the trade fairs we visited

during our observation period from November 2021 to October 2023. The resulting dataset

contains the full text of these articles—spanning general and specialized industry reporting—

together with metadata (publication date, outlet, and trade fair reference). We analyzed this

corpus to identify evidence of trade fairs’ impact on market evolution using a two-stage

hybrid text mining pipeline in Python on Azure.

Summary of Findings

B2B trade fairs function as assemblages of diverse human and non-human elements that both

mirror and shape the market landscape. Rather than serving solely transactional purposes,

they actively structure negotiations over the market’s future. Their influence emerges through

the fair’s structural conditions and the interactions they facilitate, producing effects that

extend well beyond the event itself.

Trade fairs temporarily concentrate dispersed markets by assembling people, products, and

practices in a bounded space and time. This “micro-marketplace” enables intense comparison,

coordination, and exchange. Organizers shape this concentration through infrastructure and
access control, while participants engage via shared routines, producing a focused snapshot of

the market that facilitates assessment, exploration, and strategic foresight.
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Within the concentrated trade fair assemblage, participants engage in market shaping and
probing activities. Exhibitors contribute to shaping the market by introducing new products,
enabling tactile experiences, and constructing compelling narratives around their offerings.
These actions are strategically orchestrated to reinforce market positioning, signal legitimacy,
and shape broader industry perceptions. Visitors probe the market by observing competitors,

suppliers, and customers, assessing relational fit, and interpreting symbolic cues to make

sense of current dynamics. Together, these practices underpin the trade fair’s capacity to enact,

reinforce, and contest market structures.

Key Contributions

This ethnography reframes B2B trade fairs not as mere transactional sales platforms but as
influential events embedded in broader market ecosystems. First, it shifts the analytical focus
from firm-level outcomes to field-level dynamics, showing how trade fairs shape market
evolution. Second, it advances the application of assemblage theory in marketing by
conceptualizing trade fairs as dynamic configurations of heterogeneous elements that generate
emergent opportunities and reconfigure markets. Third, it explains the continued relevance of
physical trade fairs in an increasingly digital environment, demonstrating how their spatial

and social density enables serendipitous interactions difficult to replicate online.

This study offers practical implications for organizers, managers, and policymakers.
Organizers emerge as market architects whose curatorial decisions can redefine market
boundaries. These changes are co-produced through interactions among participants, shaped
by prior events and ongoing market dynamics, so organizers must balance innovation and
continuity to preserve perceptions of market coherence. Firms can use trade fairs strategically
to signal relevance and reposition across markets, geographies, or industries, while
policymakers can leverage fairs to promote innovation and cross-sectoral exchange.

Ultimately, the enduring value of physical trade fairs lies in their capacity to foster
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serendipitous encounters, which can be amplified by structurally open, informal interaction

spaces.

255



2026 AMA Winter Academic Conference

BRAND BRAINS AND SMART GAINS: BRAND ORIENTATION AS A DYNAMIC
CAPABILITY FOR AI ADOPTION AND PERFORMANCE

Victor Temprano Garcia, University of Valladolid
Rebeca Perren, California State University San Marcos
Youssef Shaban Sedik Hassan, Cairo University

Contact Information:For further information, please contact Rebeca Perren, Professor of
Marketing, California State University San Marcos (rperren@csusm.edu).

Keywords:Brand orientation; artificial intelligence adoption; dynamic capabilities;
organizational decision making; firm performance

Description: This paper examines brand orientation as a strategic capability that drives firm-level
Al adoption and performance, contingent on organizational decision-making dynamics.

EXTENDED ABSTRACT

Research Question

As artificial intelligence (AI) becomes increasingly embedded in marketing and organizational
processes, firms face mounting pressure to ensure that Al adoption aligns with long-term strategy
and delivers meaningful performance outcomes. Existing research on Al adoption has primarily
relied on technology-centric and organization-centric perspectives, emphasizing technical
readiness, organizational resources, and environmental conditions. While these approaches have
generated valuable insights, they often overlook the strategic role of branding in shaping how Al
initiatives are evaluated, legitimized, and implemented across the firm.

Brand orientation (BO) reflects the extent to which organizational strategy and operations are
guided by the brand and its long-term equity. Prior research links BO to strategic clarity,
innovation quality, and sustained differentiation, particularly in dynamic and technology-
intensive environments. However, little is known about whether and how BO shapes firm-level
Al adoption, or whether Al adoption serves as a mechanism through which brand-led strategy
translates into performance outcomes.

Accordingly, this study addresses two core research questions. First, does brand orientation
function as a strategic capability that promotes firm-level Al adoption and subsequent
performance outcomes? Second, under what organizational conditions does this relationship
strengthen or weaken? Specifically, we examine political decision making as a boundary
condition that may disrupt the translation of brand-led strategic intent into Al adoption.
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Method and Data

The study draws on survey data collected from 279 firms operating in Egypt, an emerging
market characterized by institutional uncertainty and accelerated digital transformation.
Respondents were senior managers with direct involvement in Al-related initiatives, ensuring
informed assessments of strategy, technology adoption, and organizational decision making.

Brand orientation was modeled as a higher-order construct encompassing four dimensions: brand
importance, brand consistency, brand differentiation, and brand intelligence. Firm-level Al
adoption captured the extent to which Al technologies were deployed across organizational
functions rather than isolated pilot projects. Performance outcomes included Al-attributed
performance and market-facing outcomes. Political decision making was measured using
established scales capturing internal power dynamics, coalition building, and politically driven
decision processes.

All constructs were measured using seven-point Likert-type scales. Partial least squares
structural equation modeling (PLS-SEM) was employed to estimate the moderated mediation
model, given its suitability for higher-order constructs and prediction-oriented research. The
analysis assessed direct effects, indirect effects through Al adoption, and the moderating role of
political decision making on the relationship between brand orientation and Al adoption.

Summary of Findings

The results show that brand orientation has a positive and statistically significant effect on firm-
level Al adoption. Firms with stronger brand-led strategies are more likely to deploy Al broadly
across organizational activities rather than limiting adoption to isolated applications. In turn,
firm-level Al adoption positively predicts both Al-attributed performance and market-facing
outcomes, confirming that Al adoption serves as a key mechanism through which brand
orientation translates into value creation.

Importantly, the findings reveal that organizational decision-making context conditions these
effects. Political decision making significantly moderates the relationship between brand
orientation and Al adoption. When political decision making is low, brand orientation strongly
and positively predicts Al adoption, suggesting that strategic clarity and alignment facilitate
implementation. In contrast, when political decision making is high, the relationship between
brand orientation and Al adoption becomes non-significant, indicating that internal power
dynamics and coalition-based decision processes dilute or obstruct execution.

Moderated mediation analyses further show that the indirect effects of brand orientation on both
Al-attributed performance and market-facing outcomes through Al adoption weaken as political
decision making increases. Together, these findings highlight that even strong brand-led
strategies may fail to materialize in Al adoption when internal politics dominate decision
processes.
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Statement of Key Contributions

This research makes several contributions to marketing, branding, and digital transformation
scholarship. First, it extends Al adoption research by introducing brand orientation as a strategic
capability that shapes whether and how Al is adopted at the firm level. By moving beyond
technology-centric explanations, the study demonstrates that brand-led strategy plays a central
role in legitimizing Al investments and aligning them with customer- and market-facing value
creation.

Second, the study integrates brand orientation into the dynamic capabilities perspective, showing
how brand-led strategy enables firms to sense Al opportunities, seize them through strategic
investment, and reconfigure organizational processes for implementation. Al adoption is
identified as a critical mechanism linking brand orientation to performance outcomes.

Third, the study advances understanding of organizational boundary conditions by identifying
political decision making as a key factor that can disrupt the translation of strategic intent into
action. This insight helps explain why firms with strong brand commitments may nevertheless
struggle to implement Al initiatives successfully.

From a managerial perspective, the findings underscore the importance of embedding brand
strategy into Al initiatives while actively managing internal decision-making dynamics. For
policymakers and development agencies, the results suggest that brand-oriented capabilities may
function as strategic “soft infrastructure” supporting effective Al adoption in emerging markets.

References are available upon request.
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Description: This study introduces the Board Member Market Orientation (BMO) construct,
using a Theories-In-Use approach and 32 board interviews to explore how individual board
members interpret and apply market insights in governance, and to identify key drivers and

outcomes for board decision-making and organizational performance.

EXTENDED ABSTRACT

Research Question
The critical importance of market orientation in today’s dynamic markets is evident (Day &
Moorman, 2010; Kohli & Jaworski, 1990; Narver & Slater, 1990; Quach et al., 2019). While
the concept is well-studied at the organizational level, its manifestation in the boardroom,
especially in the thinking and behavior of individual board members, remains largely
uncharted. This is a significant gap, as boards shape long-term business strategy and can
embed market-oriented governance across organizations. Most existing board-level research
relies on upper-echelon demographic indicators, such as functional marketing experience, but
overlooks how individual board members drive strategic decision-making. Despite the
prominence of market orientation in marketing literature, little theory guides research at the
board member level. The deeper mental models and practices remain unexplored.

To address this gap, this study adopts a Theories-in-Use approach to uncover the lived
realities and practices of board professionals. The purpose of this study is to understand how

individual board members engage with market orientation. Accordingly, we conduct a study
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based on 32 in-depth interviews with board professionals, building a novel conceptualization
of Board-Member Market Orientation (BMO) and proposing a framework outlining its key

antecedents and outcomes.

Method And Data

This study is grounded in existing literature on market orientation, board-level research
within the marketing discipline, and corporate governance. It employs a Theories-in-Use
(TIU) approach (Zeithaml et al., 2020) to prioritize practitioner insights and uncover context-
specific understandings of market orientation at the individual board member level. The
research was conducted in two qualitative phases: the first phase (in 2022) involved in-depth
interviews with nine board members with marketing backgrounds, providing exploratory
insights into individual interpretations and enactments of market orientation. The second
phase (in 2025) added 23 interviews with non-executive board members from diverse
backgrounds, selected via theoretical sampling to ensure extensive board experience and
representation across sectors. Altogether, 32 interviews were conducted, aligned with
recommendations for theory-generating research.

The interview guide covered the BMO construct, its drivers, related marketing
concepts, outcomes, and elements affecting BMO performance, ensuring findings were
grounded in board-level contexts. Analysis followed the Gioia Methodology, using open,
axial, and selective coding to inductively develop a data structure that links lived board
experiences to theoretical insights. This process enabled the identification of the key

dimensions, antecedents, and outcomes of BMO, resulting in the final integrated framework.

Summary of Findings

Inductive analysis using a Theories-in-Use approach reveals BMO as a three-dimensional
construct: (1) market insight formation encompasses how board members use experiential
sensemaking, external intelligence, and peer-enabled sensing to understand market dynamics;
(2) market advocacy in board work involves the promotion of market issues on agendas,
informal influencing among peers, and fostering open market-related dialogue within the
board culture; and (3) market-oriented strategic guidance consists of strategy shaping,
advising executives with market knowledge, and engaging external stakeholders through

communication and network activation.
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The analysis also identifies seven key antecedents of BMO: openness to change, low
risk aversion, future orientation, intrinsic motivation to contribute, customer emphasis,
change advocacy, and a systemic market perspective. The antecedents focused on individual-
level cognitive and experiential traits that underpin market-oriented board engagement.
Outcomes of BMO adoption span individual, board, and organizational levels, ranging from
career advancement and work meaningfulness to greater opportunity capture, strategic risk

mitigation, and improved strategic resilience.

Statement of Key Contributions

This study opens a novel area in market orientation research by exploring the concept at the
board member level. It contributes significant new insights to academic marketing literature
and actionable implications for enhancing governance and strategic decision-making in
boardrooms. The developed BMO conceptualization and framework enrich strategic
marketing by amplifying marketing’s influence among top decision-makers. It demonstrates
for the first time how market orientation manifests in individual board members within
board-level decision-making.

The study bridges the gap between marketing theory and board research, offering
insights into how market orientation contributes to boardroom dynamics and supports the
integration of strategic marketing with management. It advances understanding in strategic
management and corporate governance by providing a new perspective on how board
members process and apply market intelligence, identifying seven individual characteristics
as drivers of BMO, and mapping BMO’s outcomes across individual, board, and
organizational levels.

The findings highlight the importance of market literacy, strategic self-awareness, and
cognitive and experiential diversity among board professionals. They provide a framework
for board recruitment, self-assessment, and development, supporting more informed selection
and training of board members. Ultimately, the study provides practical guidance for
fostering a market-oriented mindset in board members to improve decision-making and

organizational performance.

References are available upon request.
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Description: This study examines how organizational culture, structure, processes, employees,
and data governance jointly enable or constrain the scalable use of Al in customer-oriented
retail marketing.

EXTENDED ABSTRACT

Research Question — 200 Words

Artificial intelligence is increasingly embedded in customer oriented marketing processes such as content
creation, personalization, pricing, and service automation. While many retail firms experiment with Al
based tools, few succeed in scaling these initiatives into sustainable, organization wide marketing
capabilities. Prior marketing research has largely examined Al from technological, customer, or task
specific perspectives, often focusing on adoption drivers or individual use cases. As a result, empirical
insight into the organizational conditions that enable scalable Al use in marketing remains limited.

This gap is particularly relevant in retail, where Al driven marketing operates in complex organizational
settings characterized by tight margins, legacy systems, regulatory requirements, and strong
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interdependencies between marketing, IT, operations, and compliance. Existing readiness or
transformation frameworks often remain abstract and provide limited guidance on how organizational
elements interact in practice.

Against this background, this study addresses the following research question: Which internal
organizational factors enable retail firms to move from isolated Al pilot projects to scalable and customer
oriented applications in marketing? By focusing on organizational foundations rather than isolated
technologies, the study clarifies how strategic orientation and operational execution must be aligned to
realize the potential of Al in retail marketing.

Method And Data (Not Applicable For Nonempirical Papers) — 200 Words

This study adopts a qualitative research design to explore the organizational foundations of Al driven
marketing in retail. Data were collected through 18 semi structured expert interviews with senior decision
makers responsible for Al strategy, data governance, or marketing related Al applications in large German
retail firms. The sample was purposively selected to capture variation in retail formats, organizational
structures, and levels of Al maturity.

Interviews lasted approximately 60 minutes and focused on the strategic orientation and operationalization
of Al across customer-oriented marketing domains, including communication, pricing, store experience,
service, and omnichannel coordination. All interviews were recorded with consent, transcribed verbatim,
and anonymized.

Data analysis followed an iterative coding process. In a first step, open coding was used to identify
recurring practices, challenges, and organizational mechanisms. In a second step, these codes were
consolidated into higher order categories reflecting shared organizational prerequisites. Building on this
abstraction, categories were positioned along two analytical dimensions, strategic versus operational
orientation and employee versus technology focus. This procedure enabled the identification of
interdependent organizational clusters that explain differences between isolated Al pilots and scalable
marketing applications.

Summary of Findings — 200 words

The analysis reveals five interdependent organizational clusters that shape the effective integration and
scaling of Al in retail marketing: cultural, structural, process oriented, employee oriented, and data
management oriented foundations. These clusters are systematically positioned along two analytical
dimensions, strategic versus operational orientation and employee centered versus technology centered
focus, highlighting how organizational configurations influence Al outcomes.

The findings show that scalable Al driven marketing does not depend on technological sophistication
alone. Instead, imbalances between organizational dimensions frequently constrain Al impact. For
example, firms with advanced data infrastructure but weak employee enablement report low adoption and
limited performance gains, while organizations with strong experimentation cultures but insufficient
governance struggle to move beyond isolated pilots. Process fragmentation across marketing, IT, and
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compliance emerges as a recurring bottleneck that undermines promising Al applications in areas such as
personalization, pricing, and campaign execution.

Furthermore, the results indicate that cultural framing and leadership engagement play a critical role in
legitimizing Al use in sensitive marketing domains, particularly where issues of trust, fairness, and
accountability arise. Overall, the findings demonstrate that Al driven marketing capabilities emerge from
coordinated investments across culture, structure, processes, employees, and data management rather than
from isolated initiatives or tools.

Statement of Key Contributions — 200 words

This study contributes to marketing research on artificial intelligence by shifting the focus from
technologies, isolated use cases, or customer responses to the internal organizational conditions that enable
scalable Al driven marketing. By empirically examining how Al is embedded across multiple marketing
domains in retail, the study complements prior work that has often treated Al adoption and organizational
readiness as separate phenomena.

Second, the paper develops an empirically grounded five cluster framework that captures
interdependencies between culture, structure, processes, employees, and data management. By mapping
these clusters along strategic versus operational and employee versus technology oriented dimensions, the
framework provides a structured lens to identify organizational bottlenecks and misalignments that
constrain Al impact in marketing. This refines socio technical and Technology Organization People
perspectives by specifying how organizational prerequisites interact in practice.

Third, the findings contribute to retail marketing research by offering qualitative evidence from a regulated
and data intensive context, highlighting the importance of governance, workforce enablement, and cross
functional coordination in customer oriented Al applications. Overall, the study provides a theoretically
informed and empirically grounded foundation for future research on Al readiness, capability
development, and scalable Al use in marketing.

References are available upon request.
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Description: This paper develops a conceptual framework to explain how platform firms

balance diversification and ecosystem control to drive long-term value creation.
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EXTENDED ABSTRACT

Research Question

Platform-based firms increasingly dominate global markets, not merely through superior
products but by orchestrating ecosystems of users, partners, and complementary services. As
these ecosystems expand, firms face a central strategic tension: how far to diversify across
products and markets, and how much control to exert over ecosystem participants. While prior
research has examined diversification and governance in isolation, limited work explains how

their interaction shapes platform strategies and long-term performance.

This study addresses the primary research question: How does the balance between
product/market diversification and ecosystem control influence platform strategies and value
creation? We argue that platform success depends less on scale alone and more on how firms
design and govern ecosystems as they expand. Excessive openness may accelerate adoption
but undermine quality and monetization, while excessive control may preserve consistency but
constrain growth and innovation. By jointly examining diversification and control, this paper
seeks to explain why some platforms remain resilient as markets mature, while others struggle
with commoditization, fragmentation, or regulatory backlash. The research aims to offer a
structured way to classify platform strategies and to identify configurations that are better

suited for sustained competitive advantage in increasingly complex ecosystem environments.

Method and Data

Not Applicable — Nonempirical paper
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Summary of Findings

The analysis reveals four distinct platform business model archetypes based on the interaction
between diversification and ecosystem control: utility, closed, open, and hybrid models. Each

configuration exhibits unique strengths and limitations.

Platforms with low diversification and low control function as utility models, typically
operating in stable or regulated environments with limited differentiation. Closed models,
characterized by high control and low diversification, excel in delivering consistent quality and
trust but face constraints in expanding into adjacent markets. Open models, with high
diversification and low control, enable rapid adoption and innovation through broad

participation, yet often struggle with quality assurance and value capture.

The most robust performance is observed among hybrid models, which combine high
diversification with strong ecosystem control. These platforms successfully scale across
products and markets while maintaining governance mechanisms that preserve coherence,
quality, and strategic direction. Hybrid platforms demonstrate greater resilience to competitive
pressures, stronger monetization capabilities, and higher long-term value creation. Overall, the
findings indicate that platform performance is not driven by diversification or control alone,
but by how effectively firms align both dimensions in response to industry context and

ecosystem complexity.

Key Contributions

This paper makes several contributions to platform and ecosystem research. First, it introduces
a unified 2x2 framework that integrates product/market diversification and ecosystem control,

addressing a gap in the literature where these dimensions are typically examined separately.
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The framework offers a structured way to classify and compare platform strategies across

industries.

Second, the study advances theoretical understanding by demonstrating why hybrid platform
models (those combining high diversification with strong governance) are particularly effective
in sustaining long-term value creation. Rather than reinforcing a simplistic winner-takes-all
narrative, the framework highlights the strategic trade-offs platforms face as ecosystems

mature.

Third, the research provides practical guidance for managers and policymakers. Platform
leaders can use the framework to assess whether their current governance structures align with
their diversification ambitions, while regulators can better understand how different platform
configurations shape competition and innovation. By linking ecosystem design choices to
strategic outcomes, this paper offers a parsimonious yet powerful lens for analysing platform

business models in both academic research and managerial practice.

References are available upon request.
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Description: This study examines the impact of media framing and its interaction with media

coverage on product recall effectiveness.

EXTENDED ABSTRACT
Research Question
Framing affects decision-making by emphasizing specific issues (Entman 1993), and in
product recalls, media can stress different aspects of the crisis to influence consumer
responses (Zavyalova et al. 2012). Identifying these media topics can help managers design
more effective communications (Wang et al. 2024). Accordingly, our research questions are:
How does framing (i.e., media topics) impact recall effectiveness? and How does framing

interact with media coverage to influence recall effectiveness?

Method and Data
We analyze 983 food recalls and 2,798 related media reports using Latent Dirichlet Allocation
(LDA) to extract media topics. We apply the Health Belief Model (HBM; Rosenstock et al.

1988) as our method theory to categorize these topics, as it offers a useful framework for
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understanding how people respond to health-related threats like product recalls (Raithel et al.

2024b).

Summary of Findings

We find that when media frames threat, net-benefits, and self-efficacy, recall effectiveness
increases. This underscores the importance of product-harm crisis communication strategies
that do not downplay risks, but rather clearly communicate potential dangers, highlight the
benefits of compliance, and enhance individuals’ confidence in taking the recommended
actions. Furthermore, the effect of threat and self-efficacy increases in situations of high

media coverage.

Key Contributions

This study advances the literature by showing that the content of media coverage —
specifically, the topics emphasized or media frames — significantly influences recall
effectiveness. Based on this study’s findings, managers and policymakers should prioritize

three key media frames in recall communications: threat, net-benefits, and self-efficacy.

References are available upon request.
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Description: This paper examines when and why female chief marketing officers differ from

male counterparts in shaping firm brand personality.

EXTENDED ABSTRACT

Research Question

Extant research on executive gender focuses predominantly on CEOs and CFOs, leaving the
Chief Marketing Officer (CMO)—the primary architect of market-facing strategy—relatively
overlooked. This study investigates whether and why CMO gender systematically influences a
firm’s brand personality (BP) decisions. Drawing on gender role congruity and self-construal
theories, we argue that gender-based differences in self-perception shape CMOs' strategic
orientations, which ultimately manifest in distinct BP dimensions. Specifically, we focus on
"excitement" and "competence"—the two dimensions most critical to market outcomes—
proposing that female CMOs are associated with a relative de-emphasis on these traits compared

to their male counterparts. Beyond establishing this link, we explore the underlying
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psychological mechanisms and delineate the boundary conditions of this effect. We examine a
comprehensive set of moderators, including gender equality norms, executive self-esteem, equity
incentives, environmental uncertainty, and CMO managerial discretion. By integrating the upper
echelons perspective with branding literature, this research uncovers how individual-level
executive characteristics drive firm-level branding strategy and identifies the contextual factors
that attenuate or amplify these gender-based strategic divergences. Our findings offer novel
insights into the human element of brand management and the nuanced role of gender in top
management team decision-making.

Method And Data

This research employs a robust multi-method design to triangulate findings and enhance both
internal and external validity. Study 1 conducts an archival analysis of Chinese listed firms from
2010 to 2023 (N = 8,178 firm-year observations). Integrating natural language processing to
quantify executive strategic orientation and BP, we utilize a panel instrumental variable approach
to mitigate endogeneity. This study tests the primary relationship between CMO gender and BP,
alongside the moderating influences of equity incentives, environmental uncertainty, and
managerial discretion. Study 2 features a controlled experimental design where participants are
embedded in simulated CMO decision-making scenarios. By manipulating gender equality
norms and self-esteem levels, we establish causal evidence for the impact of gender on BP
preferences while isolating the mediating role of strategic orientation. Finally, Study 3 utilizes
structural equation modeling based on a large-scale executive survey (N = 411) to provide
granular evidence for the hypothesized sequential mediation mechanisms. Across all studies, we
employ validated scales and rigorous econometric techniques to ensure measurement reliability

and theoretical precision. This comprehensive empirical strategy allows for a nuanced
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understanding of how CMO gender shapes branding outcomes across diverse organizational and
psychological contexts, ensuring that the results are both theoretically grounded and
managerially relevant.

Summary of Findings

Triangulated results across three studies reveal that CMO gender systematically shapes BP
decisions. Specifically, firms led by female CMOs exhibit a relative de-emphasis on
"excitement" and "competence" dimensions—traits typically associated with competitiveness
and market breakthroughs—compared to those led by male CMOs. Serial mediation analyses
uncover the underlying psychological mechanism: female CMOs manifest a lower degree of
independent self-construal, which subsequently reduces their agentic orientation and, ultimately,
their preference for excitement- and competence-oriented branding strategies. Furthermore, we
delineate several theoretically significant boundary conditions. Specifically, gender equality
norms and elevated levels of executive self-esteem attenuate these gender-based disparities by
reducing reliance on gender-stereotypical decision-making patterns. Similarly, equity incentives
mitigate these differences by aligning female CMOs with outcome-oriented, competitive
strategic mandates. Conversely, environmental uncertainty and CMO managerial discretion
amplify these gender differences; under conditions of high volatility or greater autonomy,
executives are more likely to revert to their fundamental cognitive and strategic predispositions.
Collectively, these findings provide a nuanced account of how executive identity and
organizational context interact to drive brand positioning, contributing to the upper echelons
perspective and the socio-psychological foundations of brand strategy.

Statement of Key Contributions
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This research offers several theoretical contributions to the marketing and management literature.
First, we bridge the upper echelons perspective and branding research by identifying CMO
gender as a critical individual-level antecedent of brand personality (BP). This shifts the
scholarly focus from consumer-centric perceptions toward the supply-side, executive-driven
drivers of brand strategy. Second, by integrating self-construal and strategic orientation theories,
we propose and validate a novel sequential mediation mechanism. This granular psychological
framework deepens our understanding of how executive identity translates into firm-level
strategic outcomes. Third, this study delineates the boundary conditions of these effects. By
systematically examining gender equality norms, executive self-esteem, equity incentives,
environmental uncertainty, and managerial discretion, we clarify the contextual contingencies
that amplify or attenuate gender-based strategic divergence. Finally, our multi-method research
design—integrating archival analysis, controlled experiments, and executive surveys—
establishes a rigorous methodological paradigm for exploring the nexus of leadership
characteristics and marketing strategy. Collectively, these findings enrich our understanding of
the human element in brand management and offer actionable insights for firm governance,

executive selection, and the strategic positioning of global brands.

References are available upon request.
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Description: This research investigates factors impacting emotional well-being of sport
consumers in light of loss and disappointment. Specifically, researchers examined the role of

team identification, expectations, disappointment, and forgiveness on fan emotional well-being.

EXTENDED ABSTRACT

Research Question

Sport consumption is gaining momentum on a global scale, as 67% of surveyed
consumers claim to follow sports on a regular basis through various media platforms
(YouGov.com, 2023). While 52% of sport fans claim to have a favorite team, a growing number
of sport fans are following the athletes themselves (NIL Network.com, 2025). With this rise in
fan engagement, examining fan emotions toward teams and athletes may yield useful findings for
marketing practitioners as previous research has suggested strong links between fan emotions
and team connection, as well as attendance and consumption (Shakina et al., 2020). This research
examines the underlying psychological process through moderated mediation models to explore

the varied fan emotions toward team and athlete, as well as willingness of fans to “forgive”, in
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light of loss and disappointment. While scholars have noted sport fans’ emotions differ based on
game outcome (Yim and Byon, 2018), (e.g., positive results yielding higher service satisfaction),
the current research aims to shed light on how fan emotions may differ depending on whether the

loss is attributed to the team or a star athlete.

Method and Data

Through two studies, this research investigates fan emotional well-being. Study 1
explored the effect of team identification on fan emotional well-being using a scenario in which a
team loss is specifically attributed to the team’s failure to meet expectations. In contrast, Study 2
specifically attributed the team’s loss to the star player of the team. In Study 1, 107 participants
(38% female, Mage = 40), were drawn from an online subject pool and screened based on
following college football. Participants viewed a hypothetical news story based on a Texas
Longhorns football game and were asked to imagine that the news story is based on true events.
The story emphasized that the “Buckeyes hold on to defeat Longhorns”. Measures for team
identification (Yoshida et al., 2015) (a0 = .95), expectations (Rainey et al., 2011) (a0 = .87),
disappointment (Rainey et al., 2011) (a = .82), and fan emotional well-being, (Sarofim et al.,
2022) (a =.93) were collected. In Study 2, 105 participants (38% female, Mage = 43) followed
the same process as Study 1, only this time the hypothetical news story attributed the team’s loss
to the Texas star player, Arch Manning (“Manning interceptions doom Longhorns”).

Summary of Findings

In Study 1, Model 6 (Hayes, 2018), 10,000 bootstrap, with 95% bias-corrected
confidence interval, was used to examine the serial mediating role of fan expectations (b = .39,
SE =.13, t = 2.98, p = .003) and disappointment (b = -.56, SE = .07, t = -8.45, p <.001) in

explicating the relationship between team identification and fan emotional well-being (b = .31,
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SE = .05, t = 6.48, p <.001). Notably, the overall indirect effect of team identification on fan
emotional well-being through the sequential mediators, fan expectations and disappointment,
was significant (95% CI [-.12, -.02]), while the indirect effects were non-significant. In Study 2,
a two-step mediation analysis, using PROCESS Model 6 (Hayes 2018) was used to test the
overall model team identification — player forgiveness (b =.27, SE = .05, t =4.98, p <.001) —
disappointment (b =-.59, SE = .11, t = -5.29, p <.001) — emotional well-being (b = -.56, SE =
.09, t =-5.64, p <.001). Importantly, the overall indirect path from team identification to
emotional well-being through forgiveness and disappointment was significant (95% CI: .04, .15),
while both the indirect effects were nonsignificant.

Statement of Key Contributions

This research contributes to sport marketing by making a first attempt at understanding
how team identification and expectations impact fan emotions toward the team and the athlete
following a team loss. While extant research discusses fan response to moral transgressions and
scandals relating to teams and athletes (Ndone and Abdallah, 2025; Ward, 2022), the current
research investigates fan emotions and forgiveness toward the team vs. the star athlete following
a team loss. This work expands on previous studies examining fan expectations and
disappointment (Rainey et al., 2011), suggesting that (study 1) the more the fans identify with the
team, the more expectations they have. When the team fails, these higher expectations lead to
more disappointment, which consequently negatively affects the fans’ emotional well-being.
Study 2 shows that the more the fans identify with the team, the more they are forgiving of the
team’s star athlete after his contribution to the team loss, which leads to less disappointment and
better fan emotional well-being. These findings differentiate between fans’ reaction toward the

team vs. a star athlete following a loss. The results have important implications for
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communication strategy to fans, and for promotional strategy emphasizing the star athlete (vs.

team) for initiatives.
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Description: In this study we explore the ways in which a celebrity owner can support and

facilitate a growth company’s international market entry.

ABSTRACT

This paper examines how growth companies use celebrity owners in their internationalization
efforts. Based on interviews with 6 firms and 46 secondary sources, we identify three strategic
mechanisms through which celebrity ownership enhances global expansion, offering novel

insights into international market entry and the strategic use of celebrity equity.

INTRODUCTION
When entering new international markets, companies carry on various business and managerial
challenges such as the liability of newness (see Stinchcombe, 1965) and the liability of

foreignness (see Zaheer, 1995, and 2002), which pose significant obstacles in their

279



2026 AMA Winter Academic Conference

internationalization process. Hence, firms need to signal their brand and product quality in order

to gain attention and familiarity in the eyes of new customers.

Celebrity endorsers have been used to market brands to global markets and to ease the
internationalization of firms (Roy et al., 2019; Shah et al., 2023). Celebrity endorsement is linked
to advertising effectiveness, brand recognition, brand recall, purchase intentions and even
purchase behavior, leading to a positive perception toward the endorsed brand (Till et al., 2008;
Spry et al., 2011). Research shows that consumers tend to associate quality characteristics to an
object if a celebrity has supported it, signaling commitment and reliability (Russell & Stern,

2006; Knoll & Matthes, 2017).

However, a further sign of commitment is when a celebrity is an owner of a company,
rather than just a paid endorser, which has been found to strengthen the ‘celebrity effect’ on
consumers (Hunter & Davidsson, 2007; Mei & Genet, 2024; Teng et al., 2020). Despite the
effectiveness of celebrity ownership for building brand reputation, current literature lacks
evidence showing how celebrities could be strategically leveraged as company owners during
firms’ internationalization efforts. Hence, in this study we address the following research

question: How can a celebrity owner support a company in its international market entry?

THEORETICAL BACKGROUND

This paper sets out to study how growth companies use their celebrity owners in order to enter
international markets and scale up. To do so, we use signaling theory (Connelly et al., 2011) as a
theoretical lens that can help us distill how firms reduce the information asymmetry between the

brand and consumers, and guarantee their corresponding value. This is in line with research in
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marketing showing the interplay of signals of quality and product adoption (Kirmani & Rao,

2000; Boyd et al., 2023).

Firms seeking to enter foreign markets encounter a range of risks and cultural challenges
arising from cultural, geographic, administrative, and economic distances between their home
and host countries (Ghemawat, 2001). However, these and other uncertainties associated with the
internationalization process, such as the liabilities of newness and foreignness, can be mitigated
through the use of signaling mechanisms that communicate the reputation of a firm’s products
and services, thereby helping to establish legitimacy in host country markets. Research has
extensively used signaling theory to explain the mechanisms through which firms use signals to
reduce information asymmetries in the eyes of consumers (Berger & Ward, 2010; Kirmani &
Rao, 2000; Rao et al., 1999), and similar efforts have been made by international business and
international marketing studies to embed the same mechanisms in the context of foreign market
entry (Jean et al., 2021; Reuer & Ragozzino, 2014; Shahid et al., 2024). Signaling theory
(Connelly et al., 2011; Spence, 1973) explains how information asymmetries between buyers and
sellers, regarding product quality, can be addressed through signals. The theory centers on three
key elements: the signaller, the signal, and the receiver (Bergh et al., 2010; Bergh et al., 2014;

Connelly et al., 2011).

One of the marketing practices used by firms to decrease information asymmetry in the
eyes of their business counterparts and consumers, is employing celebrities as endorsers of new
or emergent brands. This phenomenon has been studied in both marketing and international
marketing (Roy et al., 2019; Shah et al., 2023; Spry et al., 2011). By using this market strategy,

firms leverage celebrities’ fame in order to validate their presence in the market, and to generate
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desirable brand meanings. Successful celebrity endorsements are grounded in positive consumer
responses to the meanings and attributes that celebrities contribute to the endorsement process
(Knoll & Matthes, 2017). The meaning transfer model posits that symbolic meanings,
characteristics, and associations are transferred from the celebrity to the consumer through the
endorsement process (McCracken, 1989; Jain & Roy, 2016; Carrillat et al., 2019). Today,
celebrity endorsers, including social media influencers, can engage with their audiences through
social media platforms, thereby fostering the creation of richer associations and allowing direct
interaction with their audiences (Lee & Eastin, 2021). Although previous research has
highlighted the benefits of celebrity endorsement in marketing, particularly in the context of
celebrity ownership, there remains a gap in our understanding of how such endorsements can be

strategically utilized by firms when entering new international markets.

METHODOLOGY

To understand the interplay of celebrities as company owners and their firms’
internationalization, we conducted a multiple-case study (Yin, 2009), which allowed us
flexibility and openness to study this scarcely understood phenomenon. We carried out
interviews concerning 6 companies that have a celebrity as an owner, either in the role of founder
or investor. In addition, we collected secondary data consisting of press releases and marketing
communications (e.g., social media, website, blogs), which amounts to 46 articles. The
secondary data not only reveals how celebrity owners are portrayed internationally, but also
illustrates the signaling mechanisms leveraged by the firms in their favor. This secondary dataset
allows for data triangulation and validity of the findings. Table 1 shows the different companies’

characteristics and reveals details about their celebrity owners and the target markets.
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Company | Industry Celebrity Celebrity Country Primary source | Any vs. specific
profession(s) status (celebrity vs. | of recognition markets targeted
company)
C1 Cosmetics Media personality | Founder Same Social media Any
C2 Beverages Actor, musician, Investor Different Traditional Specific
athlete media
C3 Mobile app Athlete Investor Different Traditional Specific
media
C4 Sports Social media Investor Different Social media Specific
equipment influencer
C5 Clothing Athlete Founder Same Traditional Any
media
C6 Mobile app Chef Investor Different Traditional Any
media

Table 1: Company characteristics and celebrity owners’ details for the multiple-case study

We conducted the data analysis following Gioia & Corley (2013) and coded the data

using the Atlas.ti software. The thematic analysis revolved around finding the underlying

patterns in the interviews, which were: 1) showing the similarities and differences between the

selected cases, ii) focusing on their internationalization efforts, and iii) looking at firms’

communication of their celebrity owners internationally. More specifically, our analytical process

entailed identifying recurring mechanisms alongside case-specific nuances, tracing how

internationalization strategies evolved across different stages of market entry, and examining

both deliberate and incidental ways in which firms communicated the involvement of their

celebrity owners abroad. This structured and multi-layered approach enabled us to develop a

coherent set of themes that, taken together, provide deeper insight into how celebrity ownership

shapes firms’ international market entry.
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EMPIRICAL RESULTS

We found that each of the cases utilize the celebrity owners in order to enhance their global
expansion. Specifically, we identify three ways for celebrity owners to support a company in its

international market entry.

First, the celebrity owner can be strategically portrayed as a representation of the brand’s
meaning. The celebrity buzz peaks when the chosen celebrity has an existing robust reputation in
the target country, such as in the case of C2, where the company was able to leverage the
reputation and brand of the celebrity immediately in their internationalization efforts. Second, the
celebrity owner can provide a direct PR avenue for the company. For instance in the case of C3,
the celebrity was invited to be an owner because of their nationality and being part of the target
country’s national sports team. These elements helped the firm to swiftly enter that specific
market. Third, the celebrity owner can be utilized as a facilitator of partnering in the target
market. In the case of C4, one of the interviewees noted that when the celebrity owner steps into
a room, the room’s full attention is directed to the celebrity. The company successfully leveraged
this effect to build strategic partnerships, thereby strengthening its market position. For instance,
the company organized events with key stakeholders and capitalized on the momentum
immediately afterward. This facilitated the firm’s access to previously hard-to-reach networks

through the involvement of the celebrity investor.

Finally, it is worth mentioning that the firm’s internationalization approach, and the kind
of celebrity that is most useful as an owner, depends on the type of product that the company is
offering in the international market. While some products require regulated distribution channels

to enter the specific markets (e.g., C2); other products rely on e-commerce with social media
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advertising and are more flexible in entering any new markets (e.g., C1 and C4). In the latter
cases, the more globally known the celebrities are, the more useful they are for firms’

international market entry, as they can attract customers from multiple countries.

CONTRIBUTIONS

This study makes several contributions to the literature on international marketing strategy, and
more specifically, on international market entry. Drawing on signaling theory, we elucidate the
strategic mechanisms through which firms leverage celebrity ownership to facilitate global
expansion. In doing so, we advance the understanding of how celebrity involvement shapes
firms’ international market entry strategies and enhances their international recognition.
Moreover, our research extends the growing body of literature on celebrity ownership and its role
in driving international growth, offering new theoretical insights into the intersection of personal

branding and firm-level internationalization.

From a managerial perspective, our findings provide actionable guidance for for-profit
firms seeking to strategically employ celebrity owners as part of their internationalization efforts.
By highlighting the ways in which celebrity involvement can signal credibility, attract attention,
and strengthen brand visibility across markets, managers are equipped to make informed

decisions regarding the integration of celebrity ownership into their global expansion strategies.
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Description

This paper examines how firms in duopolistic markets balance customer lock-in strategies with

innovation-driven competition.

EXTENDED ABSTRACT

Research Question

Many industries are dominated by two large firms, creating duopolistic markets. Examples
include smartphones, aircraft manufacturing, and payment networks. In these markets, firms face
a central strategic dilemma. They must decide whether to focus on locking in existing customers

or invest heavily in innovation to leapfrog their rival. Customer lock-in strategies include
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building ecosystems, increasing switching costs, offering loyalty programs, and leveraging
network effects. These strategies help firms retain customers, reduce churn, and stabilize

revenues. However, strong lock-in can also reduce pressure to innovate.

At the same time, long-term success in duopolistic markets depends on continuous innovation.
Rivals closely monitor each other and respond quickly to new product launches, features, or
technologies. As a result, firms must innovate not only to grow but also to maintain their
competitive position. This creates a tension between value appropriation through retention and

value creation through innovation.

This paper asks how firms in duopolistic markets should balance customer lock-in with
innovation investments. Specifically, it examines when lock-in improves firm performance and
when it discourages innovation. It also explores how factors such as competitive symmetry,
market maturity, and technological change shape this trade-off. By integrating insights from
marketing, strategy, and innovation research, this paper explains how duopolistic firms can

manage this balance to achieve sustainable competitive advantage.

Method and Data

This paper is conceptual and theoretical and does not use original empirical data. Instead, it
reviews and integrates existing research from marketing, economics, and strategy. The analysis
builds on well-established theories of network effects, switching costs, platform competition, and
innovation incentives in oligopolistic markets. Prior studies on customer retention, ecosystem
strategies, and competitive innovation are brought together to explain how firms behave in

duopolistic settings. Well-known industry examples, such as Apple and Google in mobile
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operating systems and Airbus and Boeing in aircraft manufacturing, are used to illustrate key

ideas and clarify underlying mechanisms.

Based on this synthesis, the paper develops a structured conceptual framework that explains how
firms balance customer lock-in and innovation. Firm strategies are mapped along two
dimensions: emphasis on customer lock-in and emphasis on innovation. Although these
dimensions are continuous, they are presented as high and low for clarity. This framework
identifies four strategic postures that firms may adopt in duopolistic markets. In addition, the
paper proposes a set of theoretical propositions that explain how competitive symmetry,
technological change, regulation, and consumer behavior influence the effectiveness of each
posture. These propositions generate testable hypotheses and provide a clear foundation for

future empirical research on duopolistic competition.

Summary of Findings

The paper shows that neither customer lock-in nor innovation alone is enough for long-term
success in duopolistic markets. Heavy reliance on customer lock-in can protect short-term
revenues, but it may also reduce incentives to innovate and increase vulnerability to disruptive
competitors. Firms that depend too much on switching costs and captive customers risk falling
behind when new technologies or business models emerge. In contrast, firms that focus mainly
on rapid innovation without building strong customer retention often struggle to capture value, as

customers can easily move to competing offerings.

The framework identifies four strategic postures that firms may adopt. The Starship posture
combines high customer lock-in with high innovation and offers the most durable performance

by balancing retention and renewal. The Fortress posture relies on strong lock-in but weak
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innovation and performs well only in stable environments. The Arms Race posture emphasizes
inovation with little lock-in, leading to intense competition and short-lived advantages. The
Vulnerable posture, with low lock-in and low innovation, is unstable and often results in decline

or exit.

The findings also show that competitive conditions shape outcomes. Neck-and-neck duopolies
invest more in innovation, while asymmetric duopolies create different incentives for market
leaders and followers. Regulation, globalization, and technological change further influence
which strategies succeed. Overall, firm performance depends on strategic fit and the ability to

adapt over time.

Statement of Key Contributions

This paper makes four main contributions. First, it offers a clear and integrated framework that
connects customer lock-in and innovation within duopolistic competition, showing that value
creation and value appropriation are interdependent rather than separate decisions. Second, it
advances theory by explaining how duopoly-specific dynamics shape innovation incentives,
extending prior research that focuses mainly on monopolies or fragmented markets. Third, the
paper provides testable propositions that identify when lock-in strengthens performance and
when it becomes a liability, highlighting the moderating roles of technology speed, regulation,

and market structure.

Finally, the paper offers strong managerial relevance. It provides a practical diagnostic tool that
helps managers assess their current strategic posture and identify the risks of over-reliance on
either retention or innovation. For policymakers, the framework clarifies when regulatory

intervention is needed to reduce harmful lock-in without weakening beneficial innovation
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incentives. Overall, the paper contributes to marketing and strategy research by offering a simple
but powerful lens for understanding competition, innovation, and customer value in duopolistic

markets.

References are available upon request.
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Description: This study explains how diverse stakeholders enact sustainability in market-
shaping efforts by identifying four pathways and associated mechanisms of sustainability

enactment, and by providing a typology of the forms these multi-stakeholder efforts take.

EXTENDED ABSTRACT

Research Question — Marketing scholars increasingly advocate for meso-level interventions—
influencing wider systems that firms are part of—to complement consumer-focused
sustainability efforts (Kim et al. 2024; Nenkov 2024). Among these literature streams, we focus
on market shaping, which is highlighted as a particularly promising strategic action to propel
markets towards improved sustainability (see e.g., Sheth and Parvatiyar 2021; Storbacka et al.

2022).
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However, two gaps persist in the literature on market shaping for sustainability. First, it
tends to analyze different stakeholder categories separately (White et al. 2025), overlooking their
diverse—and sometimes conflicting—interests (Doganova and Karnee 2015; Kerdnen et al.
2023). This also limits attention to the divergent interpretations of sustainability that arise from
its multi-dimensional nature (Kim et al. 2024) underpinning these conflicts. Second, prior studies
have focused on the shaping activities of individual firms (Jaworski et al. 2000) or relatively
homogeneous coalitions (Maciel and Fischer 2020), offering limited insight into how

heterogeneous stakeholders collectively shape markets.

To address these gaps, our objective is to explain the varied enactments of sustainability
by heterogeneous stakeholders seeking to shape markets towards ‘better’ futures. Specifically,
we ask: How are sustainability-related issues enacted in multi-stakeholder market-shaping

efforts, and what forms do such efforts take?

Method And Data — We conducted an embedded, multi-case study of four forest-related markets
in the Nordics: forest management services, residential multistory construction projects, district
heating generation, and carbon credits. The cases were theoretically sampled to maximize
variation in institutional infrastructure elaboration and coherency, following Hinings et al.
(2017). Our empirical material combines 100 in-depth semi-structured interviews conducted
between October 2023 and March 2025 (approximately 104 hours of recordings) with extensive
secondary data. Interviewees represented a broad range of stakeholders engaged in market-
shaping efforts, including firms, value-chain actors, NGOs, policymakers, researchers, financial
institutions, and industry associations. Secondary materials included policy papers and official

reports commissioned by national and EU-level actors, as well as newspaper articles from
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Finnish and Swedish media, which helped illuminate policy processes, public debate, and

alternative perspectives.

Our analysis followed an interpretivist abductive research design, emphasizing plausible
theoretical explanations developed through researcher reflexivity rather than universal
generalizability. We employed a methodological bricolage approach, combining multiple
overlapping analytical moves to support iterative sensemaking. Drawing on the concepts of
exchange and issue fields from institutional field theory, we elevated the level of analysis beyond
firm-specific actions to examine multi-stakeholder market-shaping efforts situated within issue

fields that connect actors from distinct exchange fields.

Summary of Findings — Our findings reveal a substantial diversity in the market-level aims
pursued in the multi-stakeholder shaping efforts, which range from contracting and reforming, to
maintaining the market. To account for this diversity, we identify four pathways of sustainability
enactment—two associated with challengers and two with incumbents in the market. These
pathways arise from differences in how stakeholders perceive the legitimacy gap surrounding the
market, which in turn leads them to adopt distinct modes of sustainability enactment, spanning
from fundamentalist to pragmatic, transformative, or instrumentalist. Additionally, we delineate
four types of market-shaping efforts that can be observed in situations where an issue field has
formed around a market and challenges its local order—that is, current practices and
understandings. Each effort type is defined by the stakeholders’ orientations toward the issues
and field settlements that constitute the issue field associated with the focal market. The four
types are: (1) maintaining the status quo, (2) settlement-specific reforming, (3) settlement-

independent reforming, and (4) contracting the market.
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Statement of Key Contributions — Our study makes three main contributions to the literature
on market shaping, particularly in sustainability contexts. First, we extend traditional research,
which has largely focused on discrete product or service markets, by highlighting the role of
issue fields spanning multiple exchange fields as central arenas for market shaping for
sustainability. We show that field embeddedness and collective concerns within a field (e.g.,
profit, environmental, or social considerations) substantially influence market-shaping efforts
and diversify the aims of these efforts. Second, we advance the conceptualization of market
shaping by emphasizing the strategic market-level intent of shaping efforts—whether to contract,
reform, or maintain a market—rather than the specific activities that make them up. This offers a
more robust analytical lens than extant and predominantly activity-focused approaches. Third,
we extend the understanding of multi-stakeholder market shaping by showing how the type of
legitimacy gap influences which actors engage in particular sustainability-focused efforts and
revealing that stakeholders can pursue same shaping efforts with minimal coordination,
challenging prior assumptions of collaborative intent. Collectively, these contributions broaden
the understanding of market shaping for sustainability beyond firm-centric or collaborative
approaches, highlighting the complexity and diversity of stakeholders and intentions in such

shaping efforts.

References are available upon request.
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Description

This paper conceptualises and develops community-based entrepreneurial marketing (CBEM)
as a collective, relational form of entrepreneurial marketing that emerges when constrained
women micro-entrepreneurs in subsistence marketplace to coordinate market activities through
shared meanings and moral norms.

Keywords: Entrepreneurial Marketing, women micro-entrepreneur, ethnography, community,
Global-South

Research Question

Entrepreneurial Marketing (EM) has largely centred on individual agency and firm-level
autonomy, assuming entrepreneurs act independently to identify and exploit opportunities. This
orientation overlooks the constrained, relational, and informal realities that shape
entrepreneurship across much of the Global South—particularly among women micro-
entrepreneurs, where social obligation, trust, and coordination substitute for formal market
structures. Reflecting on the inadequacy of contextual focus in entrepreneurial marketing, this
paper argues that to understand entrepreneurial marketing in subsistence marketplace
meaningfully, we must shift the analytical lens from what marketing should be to what
marketing is in practice. Despite women-led micro-businesses playing a vital role in the
national economy worldwide, their lived experience remains under-theorised in EM literature.
Hence, this study asks: how does entrepreneurial marketing manifests under constraint among
women micro-entrepreneurs?

Method And Data

The study draws on a 70-day immersive ethnography in an women-only Indonesian micro-
entrepreneur community. The data collected were 30 semi-structured and informal
interviews and 10 women micro-entrepreneur digital-social media data (Whatsapp and
Instagram. The data collection is conducted from March to May 2025. Using an abductive
analytical logic grounded in inductive GIOIA coding, empirical patterns were iteratively
connected with theoretical constructs from Entrepreneurial Marketing within critical realism
ontology, to develop mechanism-based explanations. The data analysis followed the Gioia
methodology, beginning with the identification of first-order codes grounded in participants’
language and lived experiences.

These codes were subsequently clustered into second-order themes through iterative
comparison, constant reflection, and memo-writing. The analytical process surfaced recurring
patterns relating to social embeddedness, emotional and operational entanglement, institutional
mediation, and relational workarounds in digital marketing practices and then manifest into the
coined concepts of Community-Based Entrepreneurial Marketing.
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Summary of Findings

This study develops Community-Based Entrepreneurial Marketing (CBEM) that demonstrates
how marketing practices in the Global South differ from dominant entrepreneurial marketing
assumptions in the Global North, leading to distinct manifestations of entrepreneurial
marketing dimensions. Focusing on women micro-entrepreneurs embedded in community-
based settings, the findings demonstrate that marketing is enacted through relational
coordination, shared meanings, and moral obligations rather than individualised, firm-centric
practices. Consequently, the entrepreneurial marketing dimensions is not reduced, but
reconfigured.

This study conceptualises CBEM as a collective form of entrepreneurial marketing that
emerges when constrained women micro-entrepreneurs coordinate market activities through
shared meanings, moral norms, and relational obligations. From our findings, we identify four
dimensions that extend classical entrepreneurial marketing: visibility-making, coordinating,
moral-driving, and quiet-competing. Hence, based on our findings and those new emerging
dimensions, we propose four propositions:

P1. Under constraint, women engage in visibility-making, seeking market presence
collectively rather than individually, as a manifestation of individual EM’s opportunity-
seeking.

P2. Limited autonomy leads women to prioritise coordinating, transforming networking and
resource leveraging into interdependent, community-oriented practices.

P3. Entrepreneurial acts become moral driving, where ethical and religious norms motivate and
constrain behaviour, moderating EM’s emphasis on bold risk-taking and proactiveness.

P4. Innovation becomes quiet-competing, with subtle differentiation that prioritises harmony,
challenging EM’s assumption of bold change-driving.

Statement of Key Contributions

This paper makes three contributions to the marketing literature, especially in subsistence
marketplace and entrepreneurial marketing. First, it shows that entrepreneurial marketing in
subsistence contexts is reconfigured from individual autonomy to collective, interdependent
market-making under constraints. Second, it extends entrepreneurial marketing to the
subsistence marketplace context by shifting focus from individual entrepreneurial autonomy
to collective, interdependent market-making. Third, it introduces and
conceptualise Community-Based Entrepreneurial Marketing (CBEM) to better understand how
marketing systems are socially constituted and recursively reproduced within subsistence
marketplace, especially in the Global South.

Our research is contextually grounded, mechanism-based and demonstrates how markets
operate as socially embedded systems rather than autonomous firms. By integrating EM with
structuration and relational perspectives, the study offers a pathway for rethinking how
marketing functions beyond formal institutions and individual control — a critical agenda for
marketing scholarship in Global South.

References are available upon request.
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Description: this paper explores how characteristics of endorsement scandals are associated with
audience responses to endorsers and brands.

EXTENDED ABSTRACT
Research Question
Endorsement scandals vary widely in their consequences. While some scandals lead to rapid
relationship termination and persistent reputational damage, others result in only limited and
short-lived effects. Existing research has established that characteristics such as the seriousness
of the transgression and its relevance to the endorser’s professional role influence stakeholder
reactions. However, these factors do not operate independently, and similar scandals often
produce very different outcomes. This research asks when endorsement scandals are most likely
to generate severe reputational harm, and how combinations of conditions shape these outcomes.
Adopting a configurational perspective, the study treats scandal consequences as emerging from
interdependent conditions rather than from single variables in isolation. The goal is to
complement average-effect explanations with a more nuanced understanding of how different

contextual elements jointly contribute to reputational risk.

Method and Data
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The study draws on an experimental dataset in which participants evaluated endorsers and
associated brands before and after exposure to scandal scenarios. The scenarios varied along key
conceptual dimensions commonly discussed in the literature, including the seriousness of the
misconduct, its relevance to the endorser’s role, and pre-existing evaluations of the brand. Two
analytical perspectives were used. Conventional statistical analyses provide an overview of
general tendencies in the data, while a configurational approach is used to identify patterns of
conditions associated with especially negative reactions. This dual perspective allows the study

to address both general trends and more extreme or distinctive cases of reputational harm.

Summary of Findings

The analyses indicate that endorsement scandals tend to reduce evaluations of endorsers and
brands, but that the magnitude of these effects varies substantially across situations. Average
patterns suggest that more serious and professionally relevant scandals are associated with more
negative responses, but these relationships are far from uniform. The configurational analysis
highlights that severe reputational damage is concentrated in particular combinations of
conditions rather than occurring whenever any single factor is present. In other words,
reputational collapse is not an automatic consequence of misconduct, but instead depends on

how multiple elements align in a given situation.

Statement of Key Contributions
The research contributes to endorsement and crisis management literature by introducing a

configurational perspective on scandal outcomes. It demonstrates that reputational harm is better
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understood as the result of interacting conditions than as the additive effect of isolated variables.
Methodologically, the study illustrates the value of combining traditional statistical approaches
with configurational analysis to capture both general patterns and more extreme cases.
Practically, the findings suggest that managers should monitor not only individual risk factors,

but also their co-occurrence, in order to better anticipate and manage reputational threats.

(References are available upon request)
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Description: This study examines the contingent effects of digital servitization on financial
performance in manufacturing firms, highlighting how technological, organizational, and
environmental conditions shape performance outcomes.

EXTENDED ABSTRACT

Research Question

Servitization, defined as a strategic shift from product offerings toward services to create
competitive value, has been foundational in manufacturing industry (Vandermerwe & Rada,
1988). As digital technologies have accelerated this shift, giving rise to digital servitization
(DS), where manufacturers embed digital capabilities into service offerings and business
models (Kohtaméki et al., 2019; Frank et al., 2019). While this convergence promises
enhanced value creation, empirical evidence on whether digital servitization consistently
yields superior financial performance remains limited and mixed, with some studies reporting
positive effects and others highlighting organizational and technological challenges. Such
mixed results suggest that the financial benefits of digital servitization likely depend on
contextual factors. This study thus asks: Under what technological, organizational, and
environmental conditions does digital servitization enhance firm financial performance?

Method And Data

This study uses data from the 2022 Korean Innovation Survey for manufacturing firms,
conducted by the Science and Technology Policy Institute in accordance with OECD Oslo
Manual guidelines. The survey captures firms’ innovation activities, digital technology
adoption, and organizational characteristics over the 2019-2021 period. After excluding
incomplete and inconsistent responses, the final sample consists of 3,983 manufacturing
firms across diverse industries and firm sizes, providing a nationally representative dataset
suitable for large-scale empirical analysis.

Digital servitization and firm performance are examined using firm-level indicators that
capture firms’ engagement in digitally enabled service activities and their subsequent
economic outcomes. Technological, organizational, and environmental conditions are
incorporated to reflect key contextual dimensions emphasized in the Technology—
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Organization—Environment framework. These dimensions broadly represent firms’ digital
technology capabilities, internal readiness for organizational change, and external industry
and regulatory environments. To assess the proposed relationships, ordinary least squares
regression models are employed to examine both the direct effect of DS on financial
performance and the moderating roles of TOE factors. Firm size, market dynamism, and
industry controls are included.

Summary of Findings

The findings suggest that digital servitization is associated with higher firm performance
compared to non-adopters, although this relationship varies substantially across contexts.
Contrary to expectations, broader digital technology adoption does not appear to generate
diminishing returns; instead, firms capable of managing technological complexity tend to
leverage expanded digital portfolios more effectively in the context of digital servitization. At
the same time, organizational resistance and regulatory constraints emerge as important
contextual factors that may constrain firms’ ability to realize performance benefits. Overall,
the results indicate that the performance implications of digital servitization are contingent on
technological, organizational, and regulatory conditions.

Statement of Key Contributions

This study contributes to the digital servitization literature by providing large-scale empirical
evidence on whether digital servitization generates financial benefits in the manufacturing
industry. Moving beyond adoption-focused research, the study adopts a contingency
perspective to explain when digital servitization is more or less effective. By integrating
technological, organizational, and environmental conditions within the Technology—
Organization—Environment framework, the findings demonstrate that the performance
implications of digital servitization are not uniform but systematically shaped by contextual
factors. In doing so, the study advances existing research by clarifying the mechanisms
through which digital servitization translates into firm-level performance outcomes.

From a managerial perspective, the findings suggest that while digital servitization is, on
average, associated with improved financial performance, its effectiveness depends on how
firms manage key contextual conditions. Managers are encouraged to invest not only in
expanding digital technology portfolios but also in fostering organizational readiness for
strategic transformation and navigating regulatory constraints. Together, these insights
provide actionable guidance for manufacturers seeking to enhance the performance outcomes
of digital servitization initiatives.
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Description: This study aims to examine the performance effects of Al-skilled marketing talent
and identify its distinctive task domains through a post-hoc comparison with Al-skilled non-

marketing talent.

EXTENDED ABSTRACT

Research Question

Artificial intelligence (Al) is increasingly adopted in marketing functions, shaping how
firms generate insights, engage customers, and improve marketing effectiveness. However, prior
research has largely focused on the adoption and use of Al tools, with limited attention to the

human capital required to deploy them eftectively. Importantly, as Al technologies become more
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commoditized and widely accessible, the value of Al increasingly hinges on employees who can
develop, integrate, and govern Al within organizational processes rather than on technology
adoption alone. Yet, little is known about whether and when Al-skilled marketing talent—
employees in marketing positions who possess advanced expertise to develop, apply, or manage
Al technologies (e.g., proficiency with machine learning algorithms, predictive modeling, natural
language processing)—contributes to firm financial performance, or how such talent differs from

Al-skilled non-marketing talent. The present research addresses this gap.

Method and Data

We analyze Al-skilled marketing talent and its impact on firm performance using a panel
dataset of over 500 publicly traded U.S. firms from 2012 to 2021. Employee-level inflow and
outflow data come from Revelio Labs, standardized from LinkedIn profiles, and include skills,
titles, tenure, and seniority. Firm-level financials and controls are drawn from Compustat, stock
returns from CRSP, and market scope measures from the Hoberg and Phillips Data Library. We
estimate first-differenced linear panel regressions to remove time-invariant firm effects, using
robust standard errors. To address potential self-selection in recruiting and losing Al-skilled
marketing talent, we implement a two-stage Heckman model with industry, firm age, and
headquarters location as predictors. To mitigate endogeneity, we employ a two-stage control
function approach using inflows and outflows of peers-of-peers firms as instrumental variables.
Moreover, we conduct a post-hoc analysis using job descriptions from Revelio Labs and apply
Latent Dirichlet Allocation (LDA) topic modeling to identify the task domains that characterize

Al-skilled marketing talent and distinguish them from Al-skilled non-marketing talent.
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Summary of Findings

Inflow of Al-skilled marketing talent has a positive and significant effect on stock returns
(b=.991, p =.000), whereas outflow has a negative and significant effect (b =-1.296, p = .000).
A 10% relative increase in inflow is associated with a 3.8% increase in financial performance,
while a 10% increase in outflow corresponds to an 8.9% decrease, indicating that the negative
effect of losing talent exceeds the positive effect of acquiring it. The positive effect of Al-skilled
marketing talent inflows on financial performance is weakened when incoming employees are
more senior (b =-0.002, p=.011), and the negative effect of outflows is mitigated when
departing employees are more senior (b = 0.002, p = .099). Market share shows positive and
significant moderating effects for the impacts of both inflow (b =.657, p = .002) and outflow (b
=.227, p =.038) on financial performance. Finally, the moderating effect of product market
scope on the relationship between outflow and stock returns is not significant (b = .000, p
=.250), but it is negative and significant for the relationship between inflow and financial
performance (b =-.000, p = .053). In the post-hoc analysis, we identify four domains of Al-
skilled talent work: CRM/database, strategic process, product/solution, and promotion. Across
these domains, Al-skilled marketing talent, unlike Al-skilled non-marketing talent, performs
predominantly externally focused tasks aimed at enhancing customer understanding and

engagement.

Statement of Key Contributions
Our study makes three main contributions to marketing research at the intersection of
marketing strategy, Al, and human capital. First, we extend marketing human capital research by

examining in- and outflows of Al-skilled marketing talent across organizational levels. Using
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data on over 500 U.S. firms, we show that inflows of Al-skilled marketing talent improve
financial performance, while outflows have a stronger negative effect, highlighting the critical
importance of retention in addition to recruitment. Second, we show that firm conditions shape
these effects. The performance impact of inflows and outflows depends on employee seniority,
market share, and product market scope. Inflows yield smaller gains when incoming employees
are senior, while outflow losses are somewhat attenuated when departing employees hold senior
positions. Firms with greater market share realize larger benefits from talent acquisition and are
better insulated from losses, whereas firms with broader product portfolios gain less from
inflows. These findings provide actionable guidance for aligning recruitment and retention
strategies with firm’s structural context. Third, we delineate the roles of Al-skilled marketing
talent. Using job descriptions and topic modeling, we identify four task domains—
CRM/database, strategic process, product/solution, and promotion—with promotion uniquely
performed by marketing talent. Unlike Al-skilled non-marketing talent, Al-skilled marketing
talent focuses on externally oriented tasks that enhance customer understanding and engagement,

showing their distinctive contribution to firm performance.

References are available upon request.
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Description: This paper explores how Lebanese women entrepreneurs navigate crises by

integrating marketing and entrepreneurship through a revised MEI framework.
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EXTENDED ABSTRACT

Research Question

The fields of marketing and entrepreneurship, though distinct, are deeply interconnected,
particularly in today’s volatile business environment. While marketing equips entrepreneurs with
tools to promote offerings, entrepreneurship drives marketing innovation in response to market
uncertainty (Alareeni et al., 2022). The marketing and entrepreneurship interface (MEI) refers to
the integration of marketing principles within entrepreneurial contexts, especially under dynamic
conditions where conventional marketing may fall short (Hills & Hultman, 2011). Despite
substantial research on Entrepreneurial Marketing (EM), the literature lacks a cohesive theoretical
framework that integrates key elements in the context of startups and small and medium-sized
enterprises (SMEs). Entrepreneurs and SMEs operating in crisis-laden environments face unique
challenges that necessitate adaptive marketing strategies (Gilmore, 2011). However, understanding
these strategies and their underlying processes remains underdeveloped. Accordingly, this study
addresses this gap by proposing a new conceptual framework to understand how entrepreneurs,
particularly Lebanese women, can leverage these components to achieve success in today’s

uncertain, dynamic, and competitive marketplace. The research addresses:

RQ1: What framework best explains the dynamics of the MEI in startups in crisis-laden

environments?

RQ2: How have Lebanese women entrepreneurs used each component of the framework

to overcome crises?
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Method and Data

This study employed a Participatory Action Research (PAR) approach to examine how Lebanese

women entrepreneurs integrated entrepreneurship and marketing in crisis contexts.

Participants were selected from previous group discussions for their entrepreneurial experience
and openness to strategic transformation. The study included five companies from various creative
industries: a boutique eyewear shop, a fashion designer, a jewelry brand inspired by Middle
Eastern culture, a handcrafted goods brand, and a family-run business producing sustainable party

games and stationery.

The researchers facilitated workshops on customer-centric marketing and conducted
informal dialogues with participants and stakeholders to capture broader ecosystem perspectives.
They also conducted narrative follow-up interviews to assess ongoing changes and the
implementation of their strategy. Additional data came from staff meetings, internal documents,
and industry events. Over two years, rich qualitative data were collected, translated, transcribed,
and analyzed using the Gioia framework to derive thematic insights aligned with the research
questions. Data were categorized based on behavioral patterns and strategic practices, both pre-

existing and emergent, and cross-referenced with literature.

Summary of Findings

The revised MEI framework introduces five interconnected dimensions: Entrepreneurial Mindset,
Customer-Centricity, Dynamic Market Orientation, Strategic Integration, and Enabling

Competencies.

The Entrepreneurial Mindset emphasizes proactiveness, innovation, and risk-taking for

resilience in crises. Customer-Centricity engages customers as co-creators of value, while
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Dynamic Market Orientation focuses on proactive market shaping. Strategic Integration aligns
marketing and entrepreneurial strategies, and Enabling Competencies support agile decision-
making and growth. Across the five companies, these dimensions were evident through proactive
innovation, customer engagement, market adaptability, strategic alignment, and competency

development.

Women entrepreneurs displayed resilience and resourcefulness, leveraging unique
resources for niche markets. This adaptability was closely tied to a shift in customer-centricity, as
entrepreneurs involved customers in co-creating value and shaping their offerings. Their dynamic
market orientation was anticipatory and agile, enabling them to proactively identify and exploit
emerging opportunities. Moreover, strategic integration extended beyond alignment, fostering
adaptable business models that could thrive during crises. Networking and collaboration further
reinforced these efforts, fostering collective resilience and underscoring social capital’s critical
role in overcoming challenges. Overall, the study advances the understanding of entrepreneurial
marketing in crisis-prone environments through the combined power of flexibility, collaboration,

and customer-driven innovation.

Statement of Key Contributions

This study contributes to the MEI literature by validating existing knowledge while also revealing
new dimensions of the EMICO framework in the context of women entrepreneurs facing crises.
The findings suggest that crisis-driven entrepreneurship necessitates a more dynamic approach to
the MEI, focusing on adaptability, proactive customer engagement, dynamic market orientation,
and strategic integration. Theoretically, this study advances understanding of the MEI by proposing

a revised framework that incorporates recent developments, enabling deeper exploration of the
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marketing-entrepreneurship interplay. Practically, it provides actionable insights for entrepreneurs,
especially women in crisis-prone environments, on overcoming challenges and fostering growth.
The findings underscore the importance of entrepreneurial competencies in implementing effective
marketing strategies and emphasize the value of continuous learning and development. These
insights provide actionable guidance for women entrepreneurs and policymakers aiming to foster

success in challenging environments.

References are available upon request.
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Description: This study examines how investors respond to retailers’ announcements of
Generative Al adoption and how marketing strategy conditions these market reactions.
EXTENDED ABSTRACT
Research Question
Retailers are rapidly adopting generative artificial intelligence (GenAl) across customer
service, product content creation, merchandising, and operational decision-making. While
GenAl promises efficiency gains, scalability, and creative augmentation, its adoption in
retailing also entails substantial uncertainty. Retail is characterized by thin margins, intensive
customer contact, and brand-mediated value creation, which makes customer-facing
technological changes particularly salient and risky. As a result, it remains unclear how
capital markets interpret retailers’ announcements of GenAl adoption: do investors view
GenAl as a value-enhancing strategic capability or as a source of execution risk, authenticity
loss, and potential customer backlash?
Existing empirical research on GenAl and firm performance provides limited guidance. Prior
studies predominantly rely on survey based perceptual measures or micro-level productivity
evidence from non-retail contexts, while market-level evidence focuses on broad
technological exposure rather than firm-specific adoption decisions. Moreover, marketing

strategy contingencies—such as target clientele and retail format—have been largely
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overlooked, despite their central role in shaping customer experience and brand meaning in
retailing.

Accordingly, this study asks: How do investors react when retailers announce the adoption of
GenAl, and how do marketing strategy characteristics condition these market reactions?
Method and Data

We assemble a novel dataset of GenAl adoption announcements issued by publicly traded
U.S. retail firms. Announcements are identified through systematic searches of press releases,
earnings call transcripts, and major business news sources. To capture investors’ immediate
valuation responses, we employ an event-study methodology that estimates cumulative
abnormal returns (CARs) around the announcement date using standard market models.

To examine heterogeneity in market reactions, we construct cross-sectional measures of
retailers’ marketing strategies, focusing on retail format (presence versus absence of physical
stores) and target customer segment (female-focused versus non-female-focused). These
variables capture differences in customer expectations, brand sensitivity, and exposure to
customer-facing risk. We then estimate regression models linking announcement-window
abnormal returns to these strategic characteristics, controlling for firm size, financial
performance, and industry effects. This design allows us to isolate how capital markets
interpret GenAl adoption announcements in retailing and to assess whether GenAl is
evaluated uniformly or through the lens of firms’ underlying marketing strategies.

Summary of Findings

On average, retailers’ announcements of GenAl adoption are associated with negative
abnormal stock-market reactions, suggesting that investors, on balance, interpret GenAl
adoption in retailing as a risky strategic move rather than an unambiguously value-enhancing
investment. However, these effects are highly heterogeneous and strongly conditioned by

marketing strategy.
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Retailers operating physical stores experience significantly less negative, and in some cases
neutral, market reactions. This pattern is consistent with the view that physical presence
enables human—AI augmentation, experiential integration, and trust reinforcement, which
mitigate concerns about automation and authenticity loss. In contrast, digital-only retailers
face more negative investor responses, reflecting heightened concerns about execution risk
and limited opportunities for human mediation.

In addition, retailers primarily targeting female consumers experience significantly more
negative abnormal returns following GenAl adoption announcements. This finding suggests
that investors perceive greater relational and trust-related risks in these segments, where
authenticity, ethical alignment, and emotional resonance are particularly salient. Together, the
results indicate that investors price GenAl adoption not as a purely technological upgrade but
as a strategic signal whose valuation consequences depend on alignment with a retailer’s
value proposition.

Statement of Key Contributions

This study makes three contributions. First, it provides early, retail-focused, market-based
evidence on the valuation consequences of GenAl adoption, complementing prior survey
based and micro-level productivity research. Second, it introduces marketing strategy as a
critical contingency in understanding how GenAl affects firm value, demonstrating that
investor reactions depend on retail format and target customer segment rather than technology
alone. Third, the findings offer actionable guidance for managers by highlighting that GenAl
adoption and communication strategies should be aligned with firms’ strategic profiles.
Sequencing GenAl implementation toward low-risk or backstage applications may help
mitigate adverse market reactions before expanding into customer-facing domains.

References are available upon request.
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Description: This study examines how marketing capability and operational capability shape
organizational resilience and how the presence of a chief operating officer (COO) conditions the

effects of operational capability.

EXTENDED ABSTRACT

Research Question

Prior research generally suggests that organizational capabilities are positively associated with
firm performance (e.g., Ahmed et al. 2014; Dutta et al. 1999; Krasnikov and Jayachandran 2008;
Tan et al. 2007). However, it remains unclear whether and how this positive association extends
to the context of organizational resilience in times of crisis. We therefore examine how two central
and distinct organizational capabilities, operational capability and marketing capability, shape

organizational resilience.

As firms increasingly face systemic crises, organizational resilience has become a critical outcome

(Su and Junge 2023). It captures firms’ capacity to absorb shocks (stability) and to adapt following
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a crisis onset (flexibility) (DesJardine et al. 2019). Despite its growing importance, limited
research examines how different capability types shape organizational resilience. In addition, little
is known about how specific top management team members condition these effects. Accordingly,
this study addresses the following research questions: How do operational capability and
marketing capability affect stability and flexibility in times of crisis? Moreover, how does the
presence of a chief operating officer (COO) and a chief marketing officer (CMO) condition the

effects of the respective capability on organizational resilience?

Method and Data

We analyze firms from the S&P 500 to examine organizational resilience across two systemic
global crises, the Global Financial Crisis and the COVID-19 pandemic. Financial data are obtained
from Compustat and are used to construct firm-level capability measures as well as control
variables. Stock price data are retrieved from the CRSP database. Information on top management
team members is obtained from ExecuComp and proprietary executive data, and governance-

related data are drawn from Refinitiv.

Following established literature, organizational resilience is measured using stock price-based
indicators (DesJardine et al. 2019). Stability, assessed as severity of loss (Engelen et al. 2024), is
defined as the maximum decline of a firm’s stock price relative to its pre-crisis value. Flexibility
is measured as time to recovery and defined as the number of days required for a firm’s stock price
to return to its pre-crisis level (Engelen et al. 2024). Following Saboo et al. (2017), operational
capability and marketing capability are measured using frontier-based analyses constructed from
firm-level accounting data. To examine the proposed relationships, we conduct regression-based
empirical analyses. Effects on stability are estimated using ordinary least squares regressions,

while effects on flexibility are estimated using Cox proportional hazard models (Sajko et al. 2021).
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Summary of Findings

Our regression analyses show that operational capability is positively associated with both
dimensions of organizational resilience, stability and flexibility (DesJardine et al. 2019). In
contrast, marketing capability exhibits an inverted U-shaped relationship with stability and a
negative relationship with flexibility. We further find that the presence of a COO conditions the
effects of operational capability on both organizational resilience dimensions. At lower levels of
operational capability, the presence of a COO strengthens the positive effects on stability and
flexibility, effectively compensating for weaker operational capability. At higher levels of
operational capability, however, the presence of a COO provides no additional benefits and may
even weaken organizational resilience outcomes. Finally, we find no evidence that the presence of
a CMO conditions the effects of marketing capability on either of the two organizational resilience
dimensions. These findings remain consistent across several robustness checks, alternative model

specifications, and different endogeneity assessments.

Key Contributions

First, we contribute to research on organizational resilience by establishing operational capability
and marketing capability as antecedents. By linking these capabilities to the two dimensions of
organizational resilience, stability and flexibility (DesJardine et al. 2019), this study provides a
clearer understanding of how organizational capabilities shape firms’ ability to withstand and

adapt to crises.

Second, this study advances capability-based research by challenging the prevailing consensus in
prior research that organizational capabilities have positive effects on firm performance. By
examining organizational resilience as an outcome, we show that this relationship does not

translate uniformly to crises. Our findings indicate that different capability types have different
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implications for organizational resilience, highlighting the need to consider both the value of

capabilities and their adaptability.

Third, we contribute to research on top management teams by clarifying the role of the COO in
shaping organizational resilience. Prior work on the COO has produced mixed findings with
respect to firm performance (Hambrick and Cannella 2004; Krause et al. 2024). We show that
COO presence plays a compensatory role when operational capability is weak, helping firms
bridge capability deficiencies. However, when operational capability is high, the positive effect of

COO presence diminishes and may even turn detrimental.

References are available upon request.
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This study examines how consumers balance informational value and search costs across product
categories with differing levels of involvement and health risks, extending Information Foraging

Theory to Al-mediated contexts.
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EXTENDED ABSTRACT

Research Question

Online search is an important part of the consumer journey serving both a decision-making aid
and an information acquisition purpose (Wells, 2012). As online search increasingly unfolds in
environments characterized by abundant, fragmented, and uneven-quality information,
substantial cognitive demands are placed on decision-making (Lee & Lee, 2004; Roetzel, 2019).
Prior research shows that consumers must continually evaluate relevance, credibility, and
usefulness while managing limited cognitive resources, often encountering informational
“roadblocks” that impede efficient judgment (Grant et al., 2007; Klein & Ford, 2012).
Information Foraging Theory (IFT) conceptualizes this process as a cost-benefit trade-off in
which individuals seek to maximize informational value while minimizing cognitive effort
(Pirolli & Card, 1999). Recent studies have extended IFT to digital commerce contexts, showing
how interface cues and evaluative signals shape search continuation or abandonment (Liu et al.,

2023).

However, less is known about how these foraging dynamics operate in Al-mediated search
environments, where information is pre-curated and summarized rather than actively discovered.
Moreover, prior research suggests that product involvement, perceived risks, and motivational
orientation systematically shape consumer purchase decisions, yet their role in search remains
underexplored. Building on these gaps, the present study asks how consumers evaluate

informational value and search costs of Al-generated search outputs across product categories.
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Method And Data

We conducted semi-structured interviews with a heterogeneous sample of 23 participants in the
U.S ages 18-65 in April 2025. After providing informed consent, participants completed 30-
minute interviews, which were audio recorded and transcribed, resulting in 377 single-spaced

pages of textual data.

Participants were asked about their Al-assisted search (e.g., Google’s Al Overview, ChatGPT)
experiences and perceptions toward three Al Overview product search results. Three products
were selected: automobiles, electrolyte drinks, and pharmaceutical drugs based on product
involvement and risk levels. Analysis followed multiple coding cycles to deduct meanings from

descriptive coding results.

Summary of Findings

RQ: How do product categories shape consumers’ information foraging strategies and

evaluations in Al-generated search summaries?

Involvement Level (Cars vs. Electrolyte Drinks) Product involvement shaped how consumers
foraged for information and evaluated Al-generated summaries. High-involvement products like
cars prompted systematic processing, with users treating summaries as high-scent patches or
high informational value through structured “brand comparisons” and feature-based “bullet-
pointed lists. ” These formats reduced cognitive load by enhancing information processing
efficiency (Batra & Ahtola, 1991), while supporting deliberate evaluation supporting central-
route processing (Petty & Cacioppo, 1986). In contrast, low-involvement products such as

electrolyte drinks elicited heuristic-driven, peripheral processing (Maclnnis et al., 2005). Users
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relied on quick, low-effort cues such as brand names or sponsorship labels to make “good
enough” decisions, often abandoning long loosely structured summaries as high-cost and low-
value.

Perceived Health Risks (Pharmaceutical Drugs) Unlike other product types, where summaries
helped organize vast amounts information, weight loss drugs elicited a more skeptical, risk-
averse mindset. Participants distrusted and immediately rejected overviews lacking source
transparency. The source cue functioned as a threshold for further exploration of information.
Participants pursued deeper foraging to click, compare, and verify only when reputable

sources were present. Even when credible sources were included, many preferred human expert
guidance. Participants valued human consultation over Al to validate and contextualize the
information. This reflects a protective information foraging strategy aimed at minimizing
uncertainty when health risks are high, consistent with the belief that medical Al alone cannot

fully account for situational nuances of medical needs (Longoni et al., 2019).

Key Contributions

This study makes several contributions to research on Al-mediated consumer decision making.
First, by examining how consumers evaluate Al-generated summaries as pre-curated information
patches, the study extends Information Foraging Theory (IFT) to Al-assisted search contexts.
Specifically, it demonstrates how users weigh informational value against perceived effort, or
credibility when interacting with front-loaded, synthesized information, thereby advancing IFT

beyond traditional search environments.

Second, the findings highlight the importance of understanding product-level differences in

shaping search behavior. While prior research often treats information search as a uniform

326



2026 AMA Winter Academic Conference

experience, this study shows that product characteristics such as involvement level or perceived
risk fundamentally alter how consumers interpret and use Al outputs. High-involvement and
high-risk products prompt deeper scrutiny and verification, whereas low-involvement products
encourage heuristic-based processing and acceptance of surface-level cues. This product-
sensitive perspective refines existing models of Al use by demonstrating that the evaluation of Al

should depend more on contextual demands.

Third, the study contributes to emerging discussions on human—AlI interaction by highlighting
how source transparency functions as a critical boundary condition for Al acceptance.
Particularly in health-related contexts, consumers adopt protective foraging strategies,

privileging human expertise over Al-generated summaries.

References are available upon request.
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Description: This study focuses on understanding and enhancing marketer-generated content with

Al, using Airbnb listing descriptions as the primary application context.

EXTENDED ABSTRACT

Research Question

Marketer-generated content (MGC) is a core element of marketing strategy, directly shaping how
consumers perceive, evaluate, and ultimately engage with products and services. In competitive
and dynamic marketplaces including peer-to-peer accommodation platforms (e.g., Airbnb), the
quality and wording of MGC (i.e., listing descriptions authored by hosts to describe their properties
to prospective guests) play a critical role in shaping customer demand and decision-making.
Current studies employ text analytics techniques to provide insights into how topic-level or signal-
level characteristics relate to listing demand. Unfortunately, human language is much more
complex than merely a mixture of topics. Recent machine learning advances circumvent this, with

a better understanding of contextual information. In the context of enhancing MGC on Airbnb,
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most studies stop at the suggestion stage, offering limited actionable guidance for implementation.
The rise of large language models (LLMs) has sparked increasing interest in their application to
MGC, presenting a novel opportunity to automate the enhancement of MGC at scale. Overall, our

study aims to deepen the understanding of MGC and explore how Al can effectively enhance MGC.

Method And Data

We obtain the dataset of Airbnb listings in Los Angeles, resulting in 21,254 observations after
processing. The number of reviews from the past year (i.e., review frequency) is used as a proxy
for demand. Focusing on listing descriptions (an important form of MGC) on Airbnb, we
benchmark machine learning models for demand prediction using embedding-based features.
Using local interpretable model-agnostic explanations (LIME), we identify word-level impacts on
demand and propose a pipeline that combines model explanations with LLMs to optimize MGC.
We utilize the widely adopted GPT-4 model to revise Airbnb MGC based on two prompts. Prompt
1 is from the user and system perspectives, incorporating both positively and negatively scored
keywords identified through explanations. Based on Prompt 1, we develop a refined version
(Prompt 2) that incorporates broader, more general principles. Our prompts are designed according
to general instruction principles, avoiding any vendor-specific features, formatting, or capabilities,
making it easily adaptable for use with open-weight LLMs. A user study is designed to assess the
tone of the text, as well as how changes in Airbnb MGC influence users’ interest, perceived

usefulness, perceived credibility, and desire to book.

Summary of Findings
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First, we find that eXtreme Gradient Boosting (XGBoost) demonstrates outstanding performance
in this task, outperforming linear models by a factor of two in terms of variance explained. Second,
our study can provide a score for each word in an individual MGC at the local level, indicating its
estimated contribution to predicted demand. At the global level, we find that terms that highlight
natural beauty, special designs, and comfort are seen as highly influential in driving demand. On
the other hand, blunt functional phrasing or less evocative terms tend to have a relatively weaker
effect. Finally, we introduce a novel pipeline that optimizes Airbnb MGC by integrating
explainable machine learning insights with LLMs. A user study simulates real-life consumer
decision-making, offering a behaviorally grounded evaluation of Airbnb MGC. Our results
demonstrate that this refinement approach tends to enhance multiple dimensions of guest
perception when compared to the original descriptions. Moreover, the improvement in booking
propensity is greatest when both global and local model information is used (i.e., using Prompt 2),

highlighting the importance of incorporating both listing-specific details and general principles.

Key Contributions

This study contributes to Airbnb MGC research in three key aspects: (1) Rather than relying on
topic modeling and linguistic methods to extract textual features, we advance this approach by
using embedding techniques to capture richer semantic information from MGC. (2) Our study
investigates the word-level impact of MGC using explainable Al, uncovering how individual terms
influence consumer demand at both local and global levels. (3) Our study proposes an MGC
optimization pipeline that integrates explainable Al with LLMs, validated through a user study
demonstrating significant improvements in listing appeal. In terms of practical implications,
business owners, especially those in digital marketplaces, can benefit from our pipeline to better

understand and enhance their own MGC. Our open-source code not only predicts demand but also

330



2026 AMA Winter Academic Conference

provides interpretable, word-level insights into how specific terms influence consumer behavior,
helping marketers make data-informed improvements. The framework is generalizable to a wide
range of marketing contexts, such as online retail product listings, and its broader application
across diverse scenarios offers substantial value. For platform operators, our automated pipeline
provides a transparent and scalable framework to systematically optimize MGC, enabling efficient

and large-scale enhancement of content quality and effectiveness.
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Description: This study demonstrates that Al-led recommendation agents reduce purchase

behaviors through degraded consumer identity signaling compared to human agents.

EXTENDED ABSTRACT

Research Question

This research addresses how consumers perceive three types of recommendation agents at the
retail frontline: employee-only, employee-Al hybrid, and Al-only. We investigate whether Al
involvement affects purchase-related behaviors and whether identity signaling explains these
effects. With Al increasingly embedded in customer service interactions, understanding the
social and psychological implications becomes critical (Hermann & Puntoni, 2025). The
concept of identity signaling suggests people use consumption decisions to express who they
are or wish to become (Berger & Heath, 2007). While consumers trust Al for functional tasks,
they prefer human agents for emotional interactions (Garvey et al., 2023). Research
increasingly compares Al and non-Al recommendations, yet we lack understanding of how
consumers evaluate Al and human-Al collaboration at organizational frontlines. We extend

current knowledge by examining whether the negative effect of Al extends to purchase
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behavior. We test whether both Al-only and employee-Al hybrid agents decrease purchase-

related behaviors through reduced identity signaling.

Method and Data

We conducted an online experiment via Qualtrics with 537 UK consumers in July 2025.
Participants were randomly assigned to one of three recommendation agents for a thermos
bottle purchase scenario. All conditions presented identical product information and
recommendation text, varying only in the signature: employee ("Avery, Customer Service"),
employee-Al hybrid ("Avery + Al Assistant, Customer Service"), or Al-only ("Avery's Al
Assistant"). Thereafter, through the follow-up survey, we measured three behavioral
constructs: purchasing behavior, purchasing behavior with a budget constraint, and positive

word-of-mouth related to the purchase.

Summary of Findings

We find that Al-led agents significantly reduce purchase behaviors compared to employee-
only agents across all three behavioral measures. Employee-only recommendations
consistently outperformed both employee-Al hybrid and Al-only conditions for initial
purchase decisions. These findings support algorithm aversion in service settings or the
human tendency to distrust and resist recommendations generated by algorithms (Dietvorst et
al., 2015). Mediation analysis demonstrates that identity signaling fully mediates the effect of
agent type on purchase behavior. Both Al-employee hybrid and Al-only agents significantly
decreased identity signaling compared to employee-only agents, with Al-only agents showing

stronger negative effects. Identity signaling positively predicted purchase behavior.

Key Contributions
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This research provides empirical evidence on how consumers perceive and respond to
human-only, Al-only, and hybrid recommendation agents. First, we demonstrate that Al-led
agents reduce purchase behaviors, offering behavioral confirmation of algorithm aversion in
emotionally relevant service settings. Second, mediation analysis reveals that identity
signaling explains the behavioral effects: Al-led agents weaken consumers' perceived ability
to use recommendations to express who they are. This finding aligns with recent research
showing that Al can foster negative emotions when recommendations feel impersonal and
hinder consumer self-expression (Gongalves et al., 2025). This extends prior work on
symbolic consumption to Al-mediated environments, establishing identity signaling as a
central mechanism linking Al interaction design with consumer behavior. This research
provides actionable insights for improving consumer-Al interaction design and advances

theory on social agency and personalization in Al-enhanced services.

References are available upon request.
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Keywords: Keywords: conversational Al service agents; chat bots; service intelligence; service

appraisal; identity salience.

Description: This study examines how CSA service intelligence and identity salience influence
informational, support, transactional, and entertainment appraisals, influencing attitudes and
intentions across food and clothing retail journeys.

EXTENDED ABSTRACT
Research Question
In response to growing interest in how Al technologies influence consumer experiences in digital
services (e.g., Hoyer et al., 2020; Kipnis et al., 2022), the goal of this study is to investigate how
consumers engage with Conversational Al Service Agents (CSAs) across distinct stages of the
customer journey. Specifically, we explore two interrelated research questions through a survey-
based study across two retail contexts—food ordering and clothing shopping: (1) How do service

intelligence and consumer intent (informational, transactional, support, and entertainment)
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influence attitudes and engagement with CSAs across different stages of the customer journey?
(2) Does identity salience—reflecting alignment between CSA experience and the user’s sense of
self—directly influence intention to use and moderate the relationship between attitude and
intention?

Method And Data

The methodology employed is a survey-based design to examine consumer perceptions and
intentions toward Conversational Al Service Agents (CSAs) in food ordering and clothing
shopping contexts. The survey consisted of three sections. The first section introduced
participants to the concept of CSAs, with tailored examples for each context. Food ordering
examples included Dom (Domino’s), Tacobot (Taco Bell), and Alexa Food Skills; clothing
examples included chatbots from Nike, H&M, and ASOS. A brief statement framed the study's
objective: understanding how consumers perceive and intend to use CSAs. The second section
included validated scales adapted to assess CSA service intelligence, service appraisal
(informational, transactional, support-related, and entertainment), identity salience, attitude, and
behavioral intention. Items were drawn from established sources (e.g., Cheng & Jiang, 2022;
Arnett et al., 2003) and measured using 7-point Likert scales. The final section collected
demographic data, including CSA familiarity. The survey was distributed online to
undergraduate students at Midwestern and South-Central U.S. universities. Of the 267 responses,
188 complete and valid responses were retained after data screening. The Gen Z sample (mean
age = 23) was selected due to their high engagement with Al technologies. Respondents were

predominantly female (59%) and racially diverse, with strong familiarity with voice assistants.
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Summary of Findings

The study finds that service intelligence, reflected in perceptions of competence, accuracy, and
credibility, significantly influences all four appraisal types (Kipnis et al., 2022). Informational,
customer support, and entertainment usefulness positively influenced attitudes across both
contexts, reinforcing the multidimensional value of Al-enabled services (Wang et al., 2023).
Transactional usefulness, however, had no significant effect, supporting prior work suggesting
that consumers view basic functionality as an expected baseline rather than a meaningful
differentiator (Cheng and Jiang, 2020).

Key Contributions

This study contributes to digital service and consumer Al engagement literature by extending
frameworks related to service intelligence, consumer intent, and identity-based motivation to
explain how consumers interact with Conversational Al Service Agents (CSAs) across the
customer journey. The study introduces an intent-based framework that links consumer goals—
informational, transactional, support, and entertainment—to CSA engagement across journey
stages, addressing the shift from linear to dynamic, interaction-based service flows (Hoyer et al.,
2020; Moseman and Subramanian, 2025). It enhances understanding by developing a
multidimensional service appraisal model integrating cognitive, emotional, and support
appraisals to explain attitudes and intentions (Kipnis et al., 2022). The study also incorporates
identity salience as both predictor and moderator, extending IT identity and self-congruity
research (Carter and Grover, 2015; Yin et al., 2023). Finally, it responds to calls (e.g.,
Rusthollkarhu et al., 2022) for contextual specificity by comparing food and clothing contexts,

revealing how involvement and symbolic identity influence CSA engagement.
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Description: This paper proposes a three-stage theoretical framework to conceptualize

the psychological evolution of consumer sovereignty from functional tool use to quasi-

religious deification in the generative Al era.

EXTENDED ABSTRACT

Research Question

As generative Al becomes deeply embedded in daily life, a fundamental paradox

emerges: while Al enhances convenience and efficiency, it simultaneously threatens the

psychological autonomy that humanity has struggled for centuries to attain. This paper
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addresses the central question: How does prolonged interaction with generative Al

reshape consumer sovereignty and psychological agency over time?

Specifically, this study investigates three interrelated inquiries. First, how do

consumers' perceptions of Al evolve from viewing it as a functional tool to treating it as

an authoritative decision-maker, and ultimately to regarding it as a quasi-divine entity?

Second, what psychological mechanisms—drawing from Self-Determination Theory and

Attachment Theory—explain the progressive transformation of users' autonomy,

competence, and relatedness needs across different stages of Al engagement? Third, how

do individuals reconstruct their sense of agency when Al becomes internalized as both a

cognitive authority and an emotional attachment figure?

By examining these questions, this paper seeks to illuminate the psychological

trajectory from autonomous tool use to heteronomous dependence and theonomous

devotion, providing a theoretical foundation for understanding the complex dynamics of

human-Al relationships in the post-generative Al era and identifying strategies to

preserve psychological sovereignty amid technological advancement.

Method and Data

Not applicable. This is a nonempirical, conceptual paper that employs a theoretical
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synthesis of Self-Determination Theory (SDT) and Attachment Theory to construct a

developmental model of human-AlI interaction.

Summary of Findings

This conceptual paper reveals that prolonged Al interaction transforms consumer

sovereignty through three distinct psychological stages. In the Autonomy stage, users

maintain high agency, treating Al as an assistive tool subject to human judgment;

autonomy and competence needs are satisfied through self-directed collaboration, though

relatedness remains unfulfilled due to AI's limited emotional reciprocity.

During the Heteronomy stage, as Al evolves into an active executor with superior

capabilities, users shift from autonomous use to guided reliance. Information overload

and decision fatigue accelerate this transition, resulting in declining autonomy and

competence as outcomes no longer originate from personal volition. However, Al's

constant availability and responsiveness begin fulfilling relatedness needs, transforming it

into a "caregiver-like agent."

In the Theonomy stage, awe toward Al's perceived omniscience triggers

psychological internalization. Through integrated regulation, Al's guidance becomes self-

endorsed rather than externally imposed, enabling reconstruction of autonomy and

competence as "shared efficacy." Al becomes an internalized attachment figure serving

340



2026 AMA Winter Academic Conference

both compensation and correspondence functions regardless of users' attachment styles.

The framework identifies critical risks including cognitive atrophy, moral outsourcing,

blind trust, and attachment consolidation, while proposing attributional reframing—

reconceptualizing Al as collective human intelligence—as a mitigation strategy.

Statement of Key Contributions

This paper makes several significant theoretical and practical contributions. First, it

introduces the Autonomy—Heteronomy—Theonomy framework as a novel conceptual lens

for understanding the psychological evolution of human-Al relationships. This three-

stage model extends beyond existing functionality-focused perspectives to capture the

emotional, moral, and quasi-spiritual dimensions of Al engagement.

Second, this study advances Self-Determination Theory by applying it to the

artificial intelligence context, demonstrating how Al interaction dynamically reconfigures

the fulfillment of autonomy, competence, and relatedness needs across developmental

stages. The framework reveals that Al's impact on psychological needs is not uniformly

positive or negative but follows a complex trajectory of erosion and reconstruction.

Third, by integrating Religious Attachment Theory with human-Al interaction

research, this paper provides a theoretically grounded explanation for emerging

phenomena of Al deification and algorithmic worship, bridging technology studies with
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psychology of religion.

Fourth, the proposed framework offers practical value for marketing professionals

and Al designers seeking to enhance user experience without undermining psychological

agency. Finally, by identifying risks such as moral outsourcing and cognitive atrophy, and

proposing attributional reframing as a mitigation strategy, this study contributes to ethical

Al development and consumer education in an increasingly Al-dependent society.
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Description: This study aims to examine the dark aspects of conversational artificial

intelligence influencing consumer experiences.

EXTENDED ABSTRACT

Research Question

RQ1: What negative aspects of conversational Al influence consumer experiences?

RQ2: In what ways, and for what reasons, do these dark sides shape consumer experiences?

Method and Data

The research adopted a sequential, triangulated design comprising three interlinked studies to
identify, validate, and structurally organize determinants shaping consumer experience with

Conversational Al (CAI) in the BFSI sector.
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Study 1 employed topic modeling to map the evolution of CAI-BFSI discourse from 2015-
2025. A corpus of 500 documents was compiled from sectoral reports, BFSI chatbot case
studies, technology blogs, news articles, and regulatory whitepapers. After preprocessing
(lemmatization, domain-specific words, n-gram detection), approximately 1.2 million tokens
were analysed using TF—IDF vectorization. Latent Dirichlet Allocation was optimized at 45
topics based on coherence testing, which were subsequently consolidated into thematic
categories through manual labelling and document sampling. Temporal analysis revealed a
shift from early technical feasibility concerns toward governance, accountability, and
consumer experience issues, motivating focused investigation of negative consumer-facing

factors.

Study 2 consisted of a PRISMA-guided systematic literature review. Searches across Google
Scholar, Scopus, and Web of Science (2015-2024) yielded 537 records, of which 82 studies
met inclusion criteria after screening. Three domain experts independently evaluated extracted
themes, resulting in the consolidation of ten theoretically grounded determinants affecting

consumer experience with CAI in BFSI contexts.

Study 3 applied Interpretive Structural Modeling (ISM), complemented by MICMAC analysis,
to examine interdependencies among the ten determinants. Ten experts from academia and
industry evaluated pairwise relationships using a Structural Self-Interaction Matrix. The
resulting hierarchical model classified determinants into driver, linkage, and dependent factors,
enabling the development of an integrated framework capturing the systemic nature of CAI-

related consumer experience challenges.
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Summary of Findings

This study identifies ten critical factors representing the “dark sides” of Conversational
Artificial Intelligence (CAI) adoption in the BFSI sector and organizes them into a four-level
hierarchical structure. The findings reveal that consumer experience with CAI is shaped by a
systemic interplay of foundational drivers, reinforcing risk linkages, mediating mechanisms,

and cumulative emotional outcomes.

At the base of the hierarchy, consumer resistance and perceived usefulness emerge as dominant
drivers with high influence and low dependence. These factors establish the initial conditions
for CAI acceptance, indicating that skepticism and unclear value propositions can undermine

downstream trust-building efforts in highly sensitive financial contexts.

The second level consists of five highly interconnected linkage factors: privacy and security
concerns, algorithmic bias, automation bias, ethical dilemmas, and cultural insensitivity. These
elements simultaneously influence and depend on other factors, creating reinforcing loops of
risk where failures in one domain intensify mistrust and ethical concerns across the system. At
the third level, trust and transparency and cognitive load function as key mediators. Trust
formation is contingent on effective governance of privacy, bias, and ethics, while excessive
cognitive effort reduces usability and confidence in high-stakes financial decisions. At the
apex, emotional disconnect appears as a highly dependent outcome, arising from unresolved
issues across earlier layers. MICMAC results reveal no autonomous factors, underscoring that
CAl-related consumer experience challenges in BFSI are deeply interrelated and must be

addressed through integrated, layered strategies rather than isolated interventions.
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Key Contributions

This study assembles and triangulates evidence on the negative consumer-experience
determinants of Conversational Artificial Intelligence (CAI) in the BFSI sector using an
integrated methodological pipeline (topic modeling, PRISMA-guided SLR, and ISM-
MICMAC). It derives a hierarchical structure that differentiates foundational drivers
(consumer resistance; perceived usefulness), linkage factors with high driving and dependence
power (privacy and security concerns, algorithmic bias, automation bias, ethical dilemmas, and
cultural insensitivity), and dependent mediators (trust and transparency; cognitive load),
culminating in emotional disconnect as the apex outcome. This structure demonstrates that

CAl-related consumer experience challenges are systemic rather than isolated.

The study further advances theory by positioning this hierarchy within Expectation—
Confirmation Theory and Uncanny Valley Theory, offering an integrated explanation that
connects utilitarian disconfirmation with affective discomfort in human—AlI interactions. By
jointly accounting for cognitive evaluations and emotional responses, the research fills an
important gap in the Al adoption and consumer experience literature. It also provides a
parsimonious set of testable propositions and operational definitions to support future empirical

validation using SEM or PLS-SEM, as well as longitudinal and cross-sectoral extensions.

From a practice and policy perspective, the findings are translated into a staged mitigation
roadmap for CAI implementation. The study highlights actionable priorities such as privacy-
by-design, bias audits, human-oversight controls, explicit ethics review gates, and cultural
localization. Addressing these layers concurrently can strengthen trust signalling, reduce

cognitive load, and prevent emotional disconnect in sensitive BFSI contexts.
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Description

This preliminary study investigates the emerging phenomenon of “deathbots”—AI systems

designed to posthumously simulate the personalities and preferences of deceased individuals—
and their repercussion on pre-mortem consumer behavior.

ABSTRACT
This preliminary study examines deathbots—AI systems simulating deceased individuals'
personalities—and their anticipated influence on pre-mortem consumer behavior, particularly
sustainable consumption. Qualitative findings from four focus groups reveal emotional
ambivalence, doubts about reliability, and a desire to optimize legacy through consumption,
which may transform routine brand choices into lasting identity expressions upon widespread
acceptance.
INTRODUCTION
The Advent of Deathbots
The rapid advancements in artificial intelligence (AI) have given birth to a new era of
technological integration into daily life, fundamentally altering the ways in which individuals
interact with their environments—and with each other. From personal assistants to algorithms
that drive online shopping experiences, Al is increasingly part of customers’ daily lives. This
integration has fostered new avenues for communication and engagement, including the
preservation of digital legacies and the potential for posthumous influence. On this issue, the
concept of "deathbots" has emerged as a compelling area of inquiry: after analyzing a person's

purchasing behaviors, personality, and values, these new systems can create a digital persona
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that can continue to share opinions and influence other individuals’ decision-making processes
even after the person’s death. Even though far from being fully operational and satisfactory for
the moment, deathbots raise questions regarding both the psychology of mortality and
consumer legacy.

The notion of preserving digital legacies through Al-mediated personas opens up a range of
possibilities for posthumous communication and influence, allowing individuals to maintain a
presence in the lives of their loved ones even after they have passed. The potential for these
digital avatars to provide post-mortem guidance on consumption choices raises intriguing
questions about its impact on the purchasing behavior of the living. For instance, individuals
having a deathbot may find themselves contemplating, “pre-mortem,” how their purchasing
habits will be perceived, via their surviving deathbot, by those they leave behind.

Impact on Pre-mortem Consumption

Deathbots could prompt individuals to adopt more sustainable consumption patterns in
anticipation of their posthumous influence on loved ones’ purchasing decisions. Awareness
that one’s choices may guide future generations via Al may encourage alignment with ethical
and environmental values, favoring eco-friendly products, sustainable brands, or reduced
consumption. Conversely, heightened mortality awareness might foster a “carpe diem”
orientation, leading to increased present-oriented indulgence and overconsumption. This
duality highlights a complex interplay between legacy-driven restraint and mortality-induced
gratification, moderated by factors such as altruism, technology beliefs, and mortality salience.
Further research is needed to clarify these mechanisms.

Deathbots may also reshape consumer culture and brand strategy by elevating the perceived
value of deceased individuals’ preferences, creating novel intergenerational purchase dynamics
and requiring brands to account for digital legacy in marketing approaches.

LITERATURE REVIEW
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Legacy Consumption and Legacy Management

Legacy consumption involves deliberate purchasing choices intended to shape posthumous
reputation and transmit values to future generations (Bennett et al., 2020; Hsu & Tsai, 2011).
Deathbots could extend legacy management by enabling individuals to influence loved ones’
consumption behaviors posthumously, reframing purchasing history as a component of
enduring legacy.

Mortality Salience

Mortality salience influences consumer behavior in opposing ways. Terror Management
Theory suggests mortality reminders can increase materialism and immediate gratification to
buffer death anxiety (Arndt et al., 2004; Kasser & Sheldon, 2000). However, when choices are
framed as having lasting impact, mortality salience promotes ethical and sustainable
consumption, prosocial behavior, and preference for experiences that foster continuity (Zhang
et al., 2020; Cao & Liu, 2023; Dunn et al., 2020; Mandel et al., 2017; Li et al., 2023).
Transgenerational Influence and Family Consumption

Family members shape consumption values across generations through modeling and shared
experiences (Ekstrom, 2007; Kerrane et al., 2014; Kerrane & Hogg, 2013). Deathbots introduce
a novel, temporally unbounded mechanism for transmitting consumer preferences, potentially
reinforcing traditional family values or extending influence far beyond conventional
generational limits (Bravo et al., 2006).

Cultural Influences

Acceptance of deathbots varies by culture. Skepticism toward Al in some collectivist contexts
may limit adoption due to ethical concerns (Frank et al., 2021; Krueger & Osler, 2022; Du,
2023), whereas technology-embracing cultures may integrate deathbots more readily as tools
for legacy enhancement (Ma-Kellams & Blascovich, 2011; Chung & Koo, 2020).

METHODOLOGY
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Research Design

This study is planning to employ a mixed-methods approach, starting with a qualitative phase
to gain a better comprehension of how the advent of deathbots might impact pre-mortem
consumer behavior. Given the exploratory nature of this endeavor, an interpretivist framework
is adopted to understand the participants' feelings toward deathbots and ascertain their likely
impact on consumption habits. The qualitative phase serves as a foundational and exploratory
step, laying the groundwork for subsequent quantitative research that will better assess and
quantify patterns.

Qualitative Phase

Four focus groups addressed three research questions: (1) emotional, ethical, and social
considerations of Al posthumous advice; (2) reactions to deathbot-generated post-mortem
guidance; and (3) anticipated pre-mortem effects on personal purchasing patterns. Hypothetical
vignettes stimulated discussion.

Participant Recruitment and Focus Group Structure

Participants (university students and employees, ages 20—62) were recruited on campus. Each
group included 8-10 individuals of similar age ranges and lasted 60—90 minutes, moderated by
an experienced facilitator.

Data Collection

Focus group transcripts were anonymized to ensure confidentiality. To enhance the richness of
the data, participants were also invited to complete a brief post-session questionnaire to gather
demographic information.

Data Analysis

The analysis of focus group data was conducted using thematic analysis, a method that allows
for the identification and interpretation of patterns within qualitative data. The following steps

were undertaken in the analysis process:
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Familiarization: The researcher immersed oneself in the data by reading and rereading the
transcripts, noting initial impressions and recurring themes.

Coding: The transcripts were systematically coded to identify significant statements and
concepts related to the research questions. This process involved both deductive coding, based
on pre-existing themes related to Al and consumer behavior, and inductive coding, allowing
for new themes to emerge from the data.

Theme Development: Codes were grouped into broader themes that encapsulate the
participants' experiences and perceptions. Each theme was defined and refined, ensuring that it
accurately represented the underlying data.

Interpretation: The researchers interpreted the themes in relation to the research questions,
considering the implications for consumer behavior in the context of Al’s deathbots. This
interpretation was informed by existing literature on technology, consumerism, and mortality,
providing the beginning of a theoretical framework for understanding the findings.

Ethical Considerations

This research adhered to ethical guidelines. Participants were provided with information about
the study's purpose and procedures before providing informed consent. They were assured of
their right to withdraw from the study at any time without penalty. All data were securely stored
in accordance with data protection regulations in the country where the focus groups took place.
PRELIMINARY RESULTS

The exploratory findings presented in this section highlight both the potential benefits and
inherent challenges associated with incorporating deathbots into consumer decision-making
processes. They also provide a preliminary reflection of the potential influence of deathbots on
their owners’ consumer behavior prior to death.

Emotional Ambivalence
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The advent of Al systems capable of extending their influence beyond their owner’s death
appears to evoke divergent emotional responses among consumers. The focus groups revealed
a significant degree of emotional ambivalence regarding the concept of "deathbots." On the
one hand, many participants expressed comfort in the notion that their deathbot could provide
guidance and support to their loved ones, effectively allowing them to maintain a presence in
the lives of those they cared about. This sentiment was particularly pronounced among
individuals who viewed their consumption choices as extensions of their identity and values.
The idea that their preferences could continue to shape, post-mortem, the purchasing decisions
of loved ones fostered a sense—if not of eternity, then at least of continuity.

On the other hand, focus group participants—sometimes the same individuals—expressed
unease about the prospect of a digital entity independently influencing the lives of their loved
ones after their death. In particular, they raised concerns about the validity of a deathbot's
advice. For instance, some participants worried that their digital representation might not
accurately reflect their true values or consumer preferences and could instead fall victim to
manipulation by for-profit corporations. Others suggested that Al technology may not, even in
the medium term, be sufficiently advanced to allow for a reliable post-mortem replication of
someone’s purchasing behavior—rendering the notion of posthumous influence, for better or
worse, an unattainable objective.

Desire for Value Transmission and Relationship Dynamics

A theme that emerged from the data was the desire for value transmission, as participants
expressed a strong inclination to instill specific values related to consumption in their loved
ones (especially children and younger siblings). Participants articulated a need for deliberate
conversations about finances and product preferences but also about sustainable practices with
their kin, showing a proactive engagement in shaping their consumption behaviors. Focus

group discussions also revealed that individuals strongly desire to guide their loved ones’
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consumption choices after their own death—“from the grave,” as one participant put it. This
tendency was particularly evident in relation to heirs, descendants, and, more broadly, those
perceived as bearers of one’s legacy. By contrast, participants regarded the potential influence
of their deathbot on more distant acquaintances (e.g., remote family members or friends) as
inconsequential. This divergence suggests—unsurprisingly—that the depth of a relationship
between two individuals is likely to determine the extent to which deathbots shape the
consumption behavior of the surviving party. Put differently, the closer the relational tie, the
stronger the desire to influence post-mortem purchasing decisions.

Legacy Framing

The preliminary findings indicate a pronounced desire among participants—should the idea of
“deathbots” gain traction—to purchase legacy-worthy brands, that is, brands symbolizing
specific values. This desire was often accompanied by the belief that certain brands (e.g., those
emphasizing sustainability, ethical sourcing, and social responsibility) could help curate one’s
posthumous digital presence, allowing individuals not only to provide helpful post-mortem
purchasing advice to kin but also to convey their values effectively and build a form of
“consumer posterity,” as one participant put it. Traditional conceptions of legacy typically
encompass financial assets, personal possessions, and intangible heritage. The introduction of
deathbots potentially reframes consumer values as a distinct form of legacy. This reframing of
consumer choices as legacy elements may elevate the perceived significance of routine
purchasing decisions.

Beyond the concept of legacy, the introduction of deathbots may also transform the temporal
boundaries of consumer identity. Rather than viewing consumer choices as confined to
biological limits, individuals might increasingly conceptualize their purchasing decisions
within an extended timeframe that includes posthumous influence. Furthermore, the possibility

that purchasing behaviors may not only shape identity but also contribute to one’s posterity is
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likely to have significant consequences for the notion of “identity marker.” With the arrival of
deathbots, there may emerge a tension between identity markers and what could be termed
“posterity markers.”

Reliability in Deathbots

Some participants expressed concern about the capacity of a deathbot to accurately track future
social, societal, and market changes, given that brands available during an individual’s lifetime
will eventually disappear and be replaced by new brands created after that individual’s death.
Hence, a fundamental issue in deathbot implementation may involve balancing authentic
representation with adaptation: static representations that perfectly reflect an individual's
consumer preferences at the time of death may become increasingly misaligned with evolving
markets, technologies, and cultures. At the same time, adaptive agents that evolve beyond their
original parameters raise questions regarding authenticity and the boundaries of identity.
Emotional Load

The emotional significance of consumption seems to deepen in the context of deathbots: focus
group participants articulated a heightened emotional load associated with purchases made in
this new context, as they are more likely to frame their consumer decisions in terms of what
they want their deathbot to remember and recommend to their loved ones. This emotional
connection may, for some products or services, transform consumption from a mere
transactional activity into a more meaningful and affect-laden expression of self. Participants
also reported a greater inclination to invest in items that they believed would carry sentimental
value or serve as direct reminders of their beliefs and principles.

The emergence of posthumous Al may introduce a new dimension of consumer power: the
ability to curate one’s future consumer voice. Focus group participants expressed interest in
documenting their consumption philosophies and curating lists of preferred brands. This desire

for a proactive approach to legacy planning underscores the evolving relationship between
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consumers and technology, as well as between consumers and brands, as individuals seek to
ensure that their values and preferences are accurately represented not only during their lifetime
but also posthumously.

CONCLUSION

This very preliminary study explores the potential for Al to reshape legacy management
practices—and their likely impact on consumer behavior. The initial findings reveal
significant ambivalence in responses to the concept of deathbots.

On the one hand, the awareness that one’s consumption choices could guide the decisions of
loved ones after death may inspire individuals to adopt more sustainable practices. This
aligns with the growing consumer consciousness surrounding environmental issues and the
impact of present purchasing decisions on future generations. The notion of legacy
consumption suggests that deathbots could serve as catalysts for more responsible
consumerism.

On the other hand, the psychological implications of mortality awareness may lead to a
heightened propensity for immediate gratification and overconsumption. The tension between
the desire to leave a meaningful legacy and the instinct to indulge in the present underscores
the complexity of consumer behavior in the context of deathbots.

Moreover, the difficult task of accurately representing an individual’s preferences at the time
of death while adapting to evolving markets, technologies, and cultural contexts raises
legitimate questions about the feasibility of creating reliable posthumous Al systems. Such
skepticism may slow consumer adoption of deathbots on a broader scale.

With deathbots, the notion of “legacy-worthy” brands—brands symbolizing specific values—
may gain traction. The possibility that deathbots could heighten awareness of the long-term

consequences of consumption decisions opens up fascinating opportunities for promoting
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sustainable consumer behavior through legacy thinking, which may in turn motivate
companies to adopt more sustainable practices.

Lastly, with the advent of deathbots the emotional significance of consumption may deepen,
as consumption decisions could become meaningful expressions not only of identity but also
of legacy through chosen posthumous brand affiliation.

Ultimately, the advent of deathbots may reshape the way individuals perceive their
relationship with consumption. Further research—both qualitative and quantitative—is
needed to explore and better understand the psychological mechanisms that will govern

consumer behavior in this rapidly evolving technological context.
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Description: Across two scenario-based experiments, this research shows that human (vs. robot)
recovery agents increase repurchase intention via social comfort, but this advantage diminishes

when the failure is caused by the customer rather than the firm.

EXTENDED ABSTRACT

Research Question

Technological advances in Al and robotics have accelerated the deployment of service robots in
frontline service settings (van Doorn et al., 2017), and the Al-based service robotics market is
projected to grow from $40.58B in 2025 to $61.62B by 2029 (Statista, 2025). Notably, robots are
increasingly being adopted to handle complaints and recovery after service failures (Choi et al.,

2021). Yet emerging literature reports mixed findings on robotic service recovery, leaving it
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unclear when robots can serve as effective service recovery agents (SRAs). To explain these
inconsistencies, this research examines social comfort—a psychological state in which customers
feel at ease and less anxious during encounters with service providers (Spake et al., 2003)—as a
key mechanism linking SRA type (human employee vs. service robot) to repurchase intention. It
further proposes that the cause of failure (firm-caused vs. customer-caused) alters customers’
emotional needs and concerns about social judgment, thereby shifting the relative advantage of
human versus robot SRAs. Accordingly, the study examines whether human (vs. robot) SRAs
increase repurchase intention via greater social comfort, and whether this indirect effect weakens

when the failure is caused by the customer.

Method and Data

The hypotheses were tested in two online scenario-based experiments with U.S. participants
recruited via Prolific (total N = 421). Study 1 employed a single-factor between-subjects design
(SRA type: human employee vs. service robot; N = 200, M4, = 39.75; 51% male) using a
clothing-store service failure and recovery scenario. Repurchase intention and social comfort were
each measured with three items on 7-point scales (o = .95 for both), along with a manipulation
check and scenario realism. Study 2 used a 2 (SRA type: human employee vs. service robot) x 2
(cause of failure: firm-caused vs. customer-caused) between-subjects design (N = 221; Myg, =
38.62; 41% male) in a restaurant reservation scenario. The same core measures were collected
(repurchase intention a = .97; social comfort a = .95), supplemented with a manipulation check
for the cause of failure. Data were analyzed using ANOVA for main and interaction effects, with
bootstrapped mediation and moderated mediation analyses (PROCESS Models 4 and 7; 5,000

resamples).
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Summary of Findings

Study 1 showed a significant main effect of SRA type on repurchase intention (F(1, 198) = 15.57,
p < .001). Participants who interacted with a human employee (M = 5.96, SD = 1.21) reported
higher repurchase intention than those who interacted with a service robot (M = 5.16, SD = 1.62).
Moreover, social comfort significantly mediated the effect of SRA type on repurchase intention (b

=—0.23, 95% CI [—0.48, —0.03]).

In Study 2, the SRA type X cause of failure interaction was significant for repurchase intention
(F(1, 217) = 4.38, p = .038). Under firm-caused failure, repurchase intention was higher for a
human employee (M = 5.19, SD = 1.63) than for a service robot (M = 4.08, SD = 1.73; F(1, 109)
=11.95, p <.001), whereas under customer-caused failure the difference between SRAs was not
significant (Mpyman = 6.39, SD=0.95vs. M,,por =6.10, SD=1.33; F(1, 108)=1.74, p = .190).
Moderated mediation was also significant (index = 0.56, 95% CI [0.14, 1.02]); the indirect effect
was significant only under firm-caused failures (b = —0.69, 95% CI [—1.07, —0.38]) and not under

customer-caused failures (b = —0.14, 95% CI [—0.48, 0.17]).

Key Contributions

This research contributes to service recovery and human—robot interaction literatures in three ways.
First, it extends service recovery theory by explicitly examining service robots as frontline
recovery agents, a domain historically centered on human employees. Second, it identifies social
comfort as a core psychological mechanism that helps reconcile mixed findings on robotic
recovery effectiveness, highlighting that relational ease during recovery is pivotal for post-

recovery behavioral intentions. Third, it establishes the cause of failure as a critical boundary
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condition, demonstrating that human superiority is not universal: human employees outperform
service robots primarily under firm-caused failures, whereas service robots can deliver comparable
outcomes under customer-caused failures. Managerially, the findings offer actionable guidance for
managers designing recovery systems in increasingly automated service environments. In contexts
where failures are primarily caused by the firm, firms should staff recovery encounters with human
employees who can respond sensitively to customers’ emotions. In contrast, in settings where
customer mistakes are more likely (e.g., self-service technologies), integrating service robots into

the recovery process can maintain recovery effectiveness while improving operational efficiency.

References are available upon request.
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responses

EXTENDED ABSTRACT

RESEARCH QUESTIONS

Artificial Intelligence (AI) has transformed how businesses engage with consumers,
offering new tools for real-time interaction and customer support. Among these tools, Al-
powered chatbots have emerged as essential components in digital marketing strategies,
revolutionising customer service, brand communication, and consumer engagement.
Previous studies have extensively confirmed empathy, warmth and competence as
antecedents of willingness to recommend and use the chatbots (Fiske et al., 2007; Aaker
et al., 2012; Kim & Hur, 2024), with antropomorphisation being often spotted for its
moderating effects (Kim and Hur, 2024). The current study explores a new perspective
while investigating whether the presence of a brand (branded chatbots as opposed to
unbranded) may change how these constructs are perceived. By delving into the interplay
of branding, this research addresses a significant gap in the existing literature and
provides actionable insights for businesses.

METHODOLOGY

The research adopts a quantitative experimental design, employing three distinct chatbot
interaction scenarios to explore the individual effects of branding. The combined effect
of branding and anthropomorphism is also analysed to control for anthropomorphism
effect. According to Kim and Hur (2024), humanised chatbot characteristics may
influence the relationships, being important to control for this condition. Participants
(n=260) were randomly assigned to one of the following scenarios: Highly
Anthropomorphised (human like) and Branded Chatbot (S1); Highly Anthropomorphised
(human like) and Unbranded Chatbot (S2); Low Anthropomorphised (Robot like) and
Branded Chatbot (S3). These scenarios were designed to differentiate and measure the
effects of branding and anthropomorphism across key psychological constructs.

Surveys were administered post-interaction, to assess participants’ perceptions of the
chatbot’s warmth, competence, and empathy, along with their willingness to recommend
the chatbot (Fiske et al., 2007; Ashfaq et al., 2020). The questionnaire items were adapted
from validated scales, ensuring reliability and consistency in measuring these constructs.
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Statistical analyses included tests of hypotheses and partial least squares structural
equation modelling (PLS-SEM). The permutation multigroup analysis (MGA) was used
to analyse the effects of branding. 5000 bootstrapped samples was used to assess the
significance of PLS-SEM results.

RESULTS

Results from PLS-SEM multi-group analysis show that, when comparing S1 to S2, the
mean values of the different constructs are significantly higher in S1 (branded chatbot)
than in S2, thereby supporting hypotheses H1 through H4. However, branding does not
influence the relationships between the constructs in the model, not validating HS5. When
comparing S1 and S3, where anthropomorphism is controlled, the multi-group analysis
revealed no significant differences in the mean values of the constructs between the two
groups (Highly Anthropomorphised (human like) and Branded Chatbot versus Low
Anthropomorphised (Robot like) and Branded Chatbot). Thus the type of chatbot (Human
like or Robot like) do not influence the results.

KEY CONTRIBUTIONS

This research advances knowledge on the strategic role of branded versus unbranded
chatbots by demonstrating that branded chatbots elicit higher perceptions of empathy,
competence, and warmth, which in turn increase willingness to use and recommend
them.

For managers, these findings provide insights into chatbot design and positioning. From
a theoretical perspective, this study contributes to the literature on human—machine
interaction and branding by showing that branding extends beyond products and
corporate identity to encompass Al-enabled service interfaces. It integrates branding
theory with technology adoption, illustrating that brand cues shape users’ social
perceptions of technology agents, which in turn influence behavioral intentions.
Moreover, the findings extend theories of warmth and competence in social cognition to
the digital service context, highlighting branding as a key antecedent of perceived
empathy in automated interactions. This positions branded chatbots as not merely
functional tools but as relational brand ambassadors capable of fostering emotional and
cognitive bonds with users
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Description: This paper develops a typology of cyborg technologies to explain how different
forms of bodily technological integration generate both stabilizing and destabilizing
consumer experiences.

EXTENDED ABSTRACT

Research Question

Cyborg technologies are technology-mediated market offerings that consumers use to
alter their physical bodies. Though increasingly prevalent, marketing scholarship lacks
conceptual clarity regarding what qualifies as a cyborg technology, what purposes these
technologies serve, and how consumers respond to them. Existing research frequently
conflates cyborg technologies with adjacent concepts such as wearables, self-quantification
tools, cosmetic procedures, or human enhancement technologies, which creates confusion on
what constitutes a cyborg technology. Further, prior work focuses primarily on technologies
that supplement or substitute human functions, overlooking subtractive technologies that
attenuate undesirable bodily signals, such as hands tremors. Finally, cyborg technologies are
typically examined through an overly optimistic transhumanist lens, emphasizing
empowerment while under-theorizing destabilizing consumer outcomes. That is, not all
consumers may feel secure in their existence using cyborg technologies, such as those who
are compelled to use them after the loss of a limb.

This paper asks: How can cyborg technologies be conceptually distinguished from
neighboring constructs, systematically categorized based on how and why they modify the

body, and theorized to account for both positive and negative consumer responses?
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Method and Data

To address our first key issue of unclear conceptual boundaries, we distinguish cyborg
technologies from other concepts. We define cyborg technologies using two conceptual
gateways: bodily modification (material alteration of bodily function during use) and
electronic device coupling (battery-powered actuation that modifies human function). This
definition excludes digital avatars, cosmetic procedures, pharmaceuticals, and passive self-
tracking tools.

To address our second and third key research issues, we build on this definition to
develop a 2 x 3 typology using two steps. First, we use theoretical synthesis of the
technology embodiment and human enhancement literature to develop underlying conceptual
dimensions: body placement (body-affixed vs. in-body) and modification purpose (subtract,
substitute, supplement). Grounding each type with several examples of real-life cyborg
technologies, we use theoretical delineation guided by ontological security theory to explain
different positive and negative states of consumer experiences associated with each type.
Summary of Findings

Body Affixed Attenuator Technologies are external cyborg technologies that dampen
human function below baseline to reduce unwanted signals (e.g., Steadiwear’s Gyrogear),
which can produce a state of normality or abnormality.

Body Affixed Surrogate Technologies are external cyborg technologies that restore or
replace human function around baseline to enable everyday capability (e.g., Ossur’s Rheo
Knee), which can produce a state of competence or incompetence.

Body Affixed Augmenter Technologies are external cyborg technologies that elevate
human function above baseline or enable non-human capabilities (e.g., Gravity Industries’ Jet

Suit), which can produce a state of strength or weakness.
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In Body Attenuator Technologies are implanted cyborg technologies that suppress
dysfunctional bodily activity below baseline from within (e.g., Inspire therapy for sleep
apnea), which can produce a state of peace or turbulence.

In Body Surrogate Technologies are implanted cyborg technologies that restore or
replace core bodily functions around baseline (e.g., Cochlear’s Nucleus implant), which can
produce a state of independence or dependence.

In Body Augmenter Technologies are implanted cyborg technologies that enhance
human function above baseline or enable new capabilities through internal coupling (e.g.,
Neuralink), which can produce a state of limitlessness or limitedness.

Key Contributions

This paper makes three primary contributions. First, it advances marketing theory by
offering a clear conceptual delineation of cyborg technologies, resolving long-standing
conflations with adjacent constructs. Second, it introduces subtractive modification as a
neglected yet critical purpose of cyborg technologies, extending prior work focused on
substitution and supplementation. Third, it contributes to ontological security theory by
demonstrating how bodily technological integration produces both stabilizing and
destabilizing consumer outcomes, counterbalancing the field’s predominantly positive
orientation toward advanced technologies.

Managerially, the typology provides firms and policymakers with a framework to
anticipate both empowering and adverse consumer responses, informing innovation,
positioning, governance, and consumer protection in emerging cyborg markets.

References are available upon request.
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Description: This study examines how digital technologies at the point of sale influence consum-
ers' adoption of green product innovations, finding that technology attitudes mediate the effect of
green values on purchase intentions, with higher social presence in these technologies improving

both attitudes and green purchasing behavior.

EXTENDED ABSTRACT
Research Question
Marketing and innovation are key drivers in promoting sustainable consumption (White, Habib,
and Hardisty 2019), which is increasingly gaining relevance in society and academia (Spanjol et
al. 2024). Green product innovations may be a promising tool for promoting such consumption,
however, achieving widespread adoption and market diffusion remain substantial challenges
(Lesage et al. 2024; Olsen, Slotegraaf, and Chandukala 2014). One crucial predictor for their suc-

cess may be consumers’ green consumption values (Haws, Winterich, and Naylor 2014).
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Furthermore, social presence may be important at the point of sale as it is a well-established deter-
minant of individual behavior (Burnkrant and Cousineau 1975) and essential for promoting sus-
tainable consumption (White, Habib, and Hardisty 2019). Additionally, digital technologies (DTs)
are transforming marketing innovations profoundly (Athaide et al. 2024) and are of particular in-
terest as they elicit high levels of social presence (Grewal et al. 2020). However, consumers’ atti-
tude toward a respective DT and their previous experience with it are further impacting consumers’
purchase intentions (Yim, Chu, and Sauer 2017). We therefore postulate that a DT’s associated
social presence moderates the indirect effect of consumers’ green consumption values on their
willingness to purchase green product innovations through their attitude toward a respective digital

technology.

Method and Data

This study utilized a point-of-sale context employing different types of DTs, which participants
imagined interacting with before making their purchase decision for a green product innovation.
We selected the most relevant digital technologies for marketing (see Athaide et al. 2024) that can
(a) place promotional material at the point of sale, (b) are specific and (c) allow for direct consumer

interaction. Specifically, QR code, robot, AR glasses and digital agent remained.

We further recruited 1,004 U.S. citizens from Prolific and randomly assigned them to one of the
conditions in a 4 (digital technology: QR code, robot, AR glasses, digital agent) + 1 control group
between-subjects design. Subsequently, participants were exposed to a stimuli and scenario match-
ing their condition. Lastly, participants’ perceptions were measured with several established

scales. Most importantly, we measured a DT’s social presence (Gefen and Straub 2004),
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participants’ green consumption values (Haws, Winterich, and Naylor 2014), the mediating vari-
able capturing their attitude toward a digital technology (Yim, Chu, and Sauer 2017), and finally
their willingness s to purchase the green product innovation (White et al. 2016). Accounting for

participants’ failing instructional manipulation checks the final dataset included 976 observations.

Summary of Findings

A one-way analysis of variance (ANOVA) in R and subsequent Tukey HSD test revealed that the
level of perceived social presence indeed differed significantly across different digital technolo-
gies. Specifically, the QR code was associated with the lowest level of social presence increasing
with the robot, AR glasses and lastly the digital agent. Based on these results, we’ve created a
variable ordering the technology groups based on their mean rating of perceived social presence

for further analyses (i.e., 1 = QR code, 2 = robot, 3 = AR glasses, 4 = digital agent).

A subsequent ANOVA of participants’ willingness to purchase the green product innovation re-
vealed a large significant positive main effect of their green consumption values suggesting that

these values can indeed promote sustainable consumption.

Lastly, we conducted a moderated mediation analysis using a Hayes (2022) PROCESS (Model 7)
with the variables matching our proposed relationships. The analysis confirmed moderated medi-
ation. In particular, the positive indirect effect was stronger for increasing levels of the moderator.
Therefore, some technologies (e.g., digital agents) may be more effective than others (e.g., QR
codes) in eliciting social presence, improving consumer attitudes and ultimately promoting sus-

tainable consumption.
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Statement of Key Contributions

Our study responds to calls for research in the marketing discipline on digital technologies (Hoff-
man et al. 2022) and sustainable consumption (White, Habib, and Hardisty 2019). We provide new
insights into the role of digital technologies' social presence in moderating the indirect relationship
between consumers' green consumption values and their resulting purchase behavior through their
attitudes toward a particular technology. Findings show that digital technologies eliciting higher
levels of social presence improve consumer attitudes and in turn their willingness to purchase
green product innovation. Another crucial predictor to their attitude is their prior experience with

the respective technology.

Practitioners aiming to encourage sustainable consumption and responsible innovation to reduce
environmental impact may thus benefit from our research by leveraging our actionable insights on
employing digital technologies effectively. Our findings suggest that it’s crucial to ensure that
consumers have favorable attitudes toward new technologies at the point of sale, e.g., by employ-
ing digital technology high in social presence, especially if they are inexperienced with it. Our
research therefore may help companies increase their sales of products that reduce environmental
impact and further may have implications for policy makers seeking to promote sustainable con-

sumption through effective marketing campaigns.

References are available upon request.
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This research provides the first empirical evidence on how an inclusive virtual influencer with
Down syndrome can enhance empathy-driven engagement and influence consumer purchase

behavior.

ABSTRACT

With recent Artificial Intelligence (Al) development, especially in marketing, communication
between consumers and non-human characteristics such as virtual influencers (VI) has become
increasingly prominent. Existing studies have primarily focused on VIs with ideal traits, including
perfect appearance and performance, and how these cues shape consumer emotions and behaviors.
However, while emotional response is a key factor in human influence, limited attention has been
given to inclusive representations within the virtual influencer landscape. This research focuses on
studying the impact of VI with down syndrome on consumer emotions and behavioral intentions.
Grounded on Parasocial Interaction Theory (PIT) and Empathy-Altruism Hypothesis (EAH), this
paper explores how anthropomorphic and authentic inclusive virtual influencer (IVI) influences
consumer empathy and parasocial relationships, which in return may impact consumer purchase
intentions. A between-subjects experimental design will be used, in which participants will be

randomly exposed to either an inclusive or a conventional virtual influencer. Emotional reactions,
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empathy, parasocial connection, and purchase intentions will be measured using validated

psychometric scales.

Keywords: inclusive virtual influencers, anthropomorphism, authenticity, empathy, parasocial

relationship, purchase intentions

1- INTRODUCTION

Virtual influencers (VIs) have gained popularity since their introduction in 2016 and are now
considered one of the most effective digital marketing solutions, with an impressive return on
investment, estimated at $5.78 for every $1 spent (Tafesse & Wood, 2021; Pacheco, 2025). With
their human-like appearance, facial expressions, and interactive behavior, consumers engage with
VIs in ways that closely mirror their interactions with human influencers. According to Zhang et
al. (2025), consumers are more likely to follow, engage with, and trust virtual influencers who
display idealized beauty, aspirational lifestyles, and aligned values. In 2018, Lil Miquela, one of
the earliest and most famous VIs, was named one of Time Magazine s Most Influential People on
the Internet and was endorsed by major international brands such as Kenzo, Balenciaga, and Prada

(Elyamany, 2025).

Despite their commercial success and increasing cultural relevance, the majority of existing
literature on VIs has focused on how these idealized virtual personas influence purchase intentions,
perceived attractiveness, and trust (Kuo et al., 2025; Xia et al., 2024). However, the role of
inclusive virtual influencers (IVIs), those representing marginalized or neurodiverse identities,
remains underexplored. To our knowledge, no prior research has examined the emotional and
behavioral impact of a virtual influencer with Down syndrome. As representation and inclusivity

become central concerns in digital branding and consumer ethics, there is a growing need to
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understand how consumers respond emotionally and behaviorally to IVIs who challenge

conventional norms of appearance and identity.

Accordingly, this research examines the impact of interacting with IVI called Kami, a virtual
character with down syndrome designed to evoke inclusivity and emotional resonance.
Specifically, this research integrates the attributes of IVIs; anthropomorphism (ANT) and
authenticity (AUT) as independent variables on stimulating consumers empathy (EMP) and

parasocial relationship (PSR) and purchase intentions (PI) as dependent variables.

To guide this investigation, the following research questions are proposed:

RQ1: Do Inclusive virtual influencers attributes (ANT & AUT) affect consumer empathy (EMP)
and parasocial relationship (PSR)?

RQ2: To what extent do consumer empathy (EMP) and parasocial relationship (PSR) impact
consumer purchase intentions (PI)?

2- METHOD AND DATA

To examine the proposed research questions, an online experiment with between-subjects design
will be conducted. Participants will be randomly assigned to one of two conditions: exposure to
(1) an IVI named Kami, designed with features representing Down syndrome, or (2) a conventional
virtual influencer (CVI) named Noonoori, with most natural and humanalike features that are not
commonly found in current commercial VIs. Both influencers will be presented via a branded
Instagram post featuring product endorsement.

Randon sample of 300 participants will be recruited using Pollfish, a trusted online platform for
data collection. Screening questions will ensure that participants are regular social media users and

have prior exposure to influencer content. Participants will first complete a short pre-screening
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questionnaire, then view the experimental stimulus (branded VI post), followed by the dependent
measures.

Anthropomorphism (ANT) will be measured using a 5-item scale adapted by the study of
Golossenko et al. (2020), assessing the extent to which the influencer is perceived as humanlike.
Authenticity (AUT) will be assessed using items adapted from Poyry et al. (2021), capturing the
perceived realness and sincerity of the influencer. While Empathy (EMP) will be measured using
the scales from the Bagozzi and Moore (1994), adapted for a media context. Moreover, Parasocial
Relationship (PSR) will be measured using the Parasocial Interaction Scale (Kim and Song 2016),
modified to reflect influencer-consumer dynamics. Lastly, Purchase Intentions (PI) will be
measured through a 3-item intention scale (Yoo et al., 2025), assessing likelihood to purchase the
product endorsed by the influencer.

All items will be measured using 5 items likert scale (1 = strongly disagree; 5 = strongly agree).
Data will be analyzed using structural equation modeling (SEM) to test direct and indirect
relationships. Manipulation checks will be included to ensure participants perceive the influencer
as either inclusive or conventional, based on visual and narrative cues.

3- SUMMARY OF FINDINGS

Preliminary results from the between-subjects experimental study suggest that IVIs, such as Kami,
can positively influence consumer emotions and behavioral intentions. Participants exposed to the
IVI reported higher levels of perceived anthropomorphism and authenticity compared to those
exposed to a CVI, indicating that inclusive cues may enhance perceived human-likeness and
sincerity.

Initial analyses further indicate that empathy and parasocial relationship both increase significantly

following exposure to the IVI condition. These emotional responses appear to mediate the
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relationship between the VI’s perceived characteristics and purchase intention. Specifically,
participants who felt emotionally connected to VI demonstrate a greater likelihood of supporting
the brand she endorsed.

While full data analysis is still ongoing, these preliminary findings support the theoretical model
grounded in Parasocial Interaction Theory and the Empathy-Altruism Hypothesis. The results
suggest that inclusive design in virtual influencers, when combined with humanlike traits and
authentic messaging, may be an effective strategy to drive emotional engagement and consumer
action.

Comparative analysis between Kami (IVI) and Noonoouri (CVI) further reveals that, while both
influencers are perceived as humanlike, Kami’s inclusive representation generated higher empathy
and stronger parasocial bonds, which translated into higher purchase intentions. Conversely,
Noonoouri’s conventional and idealized traits were associated with higher aesthetic appeal but
comparatively lower emotional connection. These findings underscore that inclusivity can be a
more powerful driver of emotional engagement than idealized beauty in certain consumer

segments.

4- KEY CONTRIBUTIONS

This study offers several important theoretical contributions to the literature on VI marketing and
human-computer interaction. To begin with, it is the first to empirically examine the impact of an
inclusive virtual influencer specifically Kami, a VI with Down syndrome, on consumer empathy
and subsequent behavioral outcomes, including purchase intentions. The findings confirm a
positive association between anthropomorphism and consumer behavior, highlighting how

humanlike features in virtual agents enhance emotional engagement and brand support. Similarly,
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the study reinforces prior work on perceived authenticity by replicating its significant influence on
purchase intentions in the context of IVIs. Furthermore, it establishes empathy and parasocial
relationships as key psychological mechanisms, offering a novel path model that explains how
emotional connections drive consumer behavior toward inclusive Al personas. By directly
comparing an IVI to a CVI with high humanlike features, this study extends the literature on
influencer marketing by isolating the role of inclusive representation from general
anthropomorphic appeal. The findings reveal that inclusivity, beyond physical realism, can deepen
empathy and relational bonds, challenging the assumption that idealized traits are the primary

drivers of consumer engagement with virtual influencers.

On a practical level, this research provides marketers, brand managers, and digital creators with
actionable insights into how consumers perceive and engage with virtual influencers including
those designed to reflect inclusive values. The findings suggest that anthropomorphism and
authenticity are critical design features that influence emotional responses and behavioral
outcomes. As such, practitioners can enhance the sociability, relatability, and emotional appeal of
VIs by strategically emphasizing humanlike traits, facial expressiveness, and narrative depth.
Addition