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Description: Consumers systematically route high-priced purchases to their metal card and low-

priced purchases to their plastic card, and spend more overall when holding a metal card, even 

when the metal card offers no superior rewards or carries higher borrowing costs. 

 

EXTENDED ABSTRACT 

 

Research Question 

 

On average, American consumers own three credit cards. While past research documents 

how different factors influence consumer spending, we show that a credit card’s material—metal 

vs. plastic—can influence spending. 
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While plastic is the most common credit card material, use of metal is on the rise. Recent 

shifts in credit card offerings—such as the expansion of metal card options by firms like Chase 

and Amazon—have allowed 50% of US citizens to access cards made from non-plastic materials 

(e.g., platinum, steel) that have historically been associated with “premium” status or high net 

worth individuals (Experian 2023).  

We propose a matching effect, wherein consumers intuitively match expensive purchases with 

metal cards and cheaper ones with plastic. Across eight studies, we find that this effect holds 

regardless of purchase category, rewards, and costs. Just as consumers rely on labeling cues to 

guide which purchases they make with certain types of funds (Heath and Soll 1996; Kooreman 

2000; Reinholtz, Bartels, and Parker 2015), perceived match between product price and card 

material mediates the effect, and introducing low-quality product or material cues reduces the 

preference for metal cards.  

 

Method And Data 

 

Across nine studies, participants chose to pay for low- or high-priced products with metal 

or plastic credit cards, using images, physical cards, or semantic activation, across online and 

offline scenarios. Studies 1A–D (N = 1,540) showed the payment material effect held across 

products, price points, rewards/costs, and participants with/out metal card experience. In Study 

1C, experienced cardholders preferred metal cards more for high- than low-priced coffeemakers 

(67% vs. 46%), as did inexperienced participants (40% vs. 19%). Study 2 (within-subjects, N = 

515) found participants allocated 72% of total dollars but only 46% of items to metal cards, with 

allocation rising with price; price was the sole driver. Study 3 (N = 302) confirmed the 
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mechanism: perceived match between price and card material mediated metal card preference, 

with plastic matching low prices and metal matching high prices. Studies 4A and 4B (N = 881) 

showed the effect attenuated when card material or price signaled lower quality: cheap-looking 

metal cards and negative reviews on high-priced products both reduced metal card preference. 

Study 5 (N = 399) showed that when a metal card option was available, participants chose pricier 

products more often, and allocation of expensive purchases to that card increased significantly 

when it was metal rather than plastic. 

 

Summary of Findings 

 

Consumers associate price with card material in their credit card portfolios, which cannot be 

explained by prior payment mode literature. We extend price-quality theory to financial 

instruments by introducing the cue-matching payment material effect and clarifying how it 

operates. Metal is not merely aesthetic; it is a potent, low-cost cue that reallocates high-value 

transactions toward the issuing bank while elevating consumers' preferences toward more 

expensive products. 

 

Statement of Key Contributions 

 

Prior work on payment behavior assumes consumers choose cards based on functional factors 

(e.g., credit limits, rewards, budgeting habits, convenience). In contrast, we document a 

material–price matching effect: consumers prefer metal cards for higher-priced purchases and 

plastic cards for lower-priced ones, even though material is rarely a conscious decision criterion. 
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Across eight studies, the effect generalizes across categories and persists when material is only 

semantically activated, ruling out visual novelty and purchase context. Perceived match between 

purchase price and card material quality mediates the effect, extending the price–quality heuristic 

to financial instruments. Consistent with a cue-based account, the effect weakens when metal is 

framed as low quality or when negative reviews disrupt price–quality inferences. Overall, this 

work introduces a cue-matching framework for payment choice. Collectively, this work 

introduces a cue-matching framework for payments and expands theorizing on how product 

attributes and decision artifacts jointly shape consumer choice. 

 

References are available upon request. 
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Description: This research examines how AI versus human designers influence 

consumer evaluations of luxury products through moral lens. 
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EXTENDED ABSTRACT 

Research Question 

Luxury brands are increasingly incorporating AI into creative processes traditionally 

associated with human craftsmanship. While prior research shows that AI-designed 

luxury products are often evaluated less favorably, little is known about the psychological 

mechanism underlying these reactions. We propose that AI-generated luxury designs 

evoke moral anxiety because consumers perceive AI as challenging values of 

authenticity, craftsmanship, and human creativity that define luxury. We examine 

whether moral anxiety explains consumers’ negative responses toward AI-designed 

luxury products and whether this effect depends on consumers’ cognitive reappraisal 

ability and brand identity (heritage versus futuristic). 

Method and Data 

The research combines qualitative and experimental evidence. First, more than 2,200 

Reddit comments discussing AI- and human-designed luxury products were analyzed 

using a custom LIWC dictionary to identify expressions of moral anxiety. Two online 

experiments with CloudResearch participants then manipulated whether a luxury product 

was designed by AI or a human designer. Participants evaluated brand attitude, moral 

anxiety, purchase intention and related outcomes. Mediation analyses tested the role of 

moral anxiety while controlling for relevant covariates. 

Summary of Findings 

Reddit discussions revealed significantly greater moral anxiety toward AI-designed 

luxury products than human-designed products. Across both experiments, AI-designed 
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products generated less favorable brand attitudes and higher moral anxiety. Moral anxiety 

significantly mediated the relationship between design agent and consumer evaluations. 

AI-designed products also reduced purchase intention, willingness to pay, perceived 

creativity, and word-of-mouth intentions. The broader research further identifies 

cognitive reappraisal and futuristic brand identity as important boundary conditions that 

weaken consumers’ moral anxiety toward AI-designed luxury products. 

Key Contributions 

This research extends AI and luxury branding literature by identifying moral anxiety as a 

novel mechanism explaining resistance to AI-generated luxury products. It contributes to 

moral psychology by demonstrating how symbolic consumption activates moral 

evaluations of machine creativity. The findings further explain when resistance can be 

reduced by consumer emotion regulation and innovation-oriented brand identities. 

Managerially, the results suggest that luxury brands should position AI as a collaborative 

creative tool rather than a replacement for artisans, communicate the continuing role of 

human craftsmanship, and strategically leverage innovation-oriented branding when 

introducing AI-enabled design. 

 

References are available upon request. 
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Description: This research finds a positive association between angular logos and perceived 

brand innovativeness, with consumers favoring angular over circular logos for innovative brands, 

and such congruence enhances positive consumer responses. 
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EXTENDED ABSTRACT 

Research Question 

Brand innovativeness has become a core driving force behind corporate growth and 

profitability (Aaker 2007), and is an important factor that consumers value when purchasing 

products. However, how to effectively convey a brand’s innovativeness to consumers remains 

relatively unexplored. This research will examine a key element companies use to communicate 

innovativeness: their brand logo, which serves as an important channel of communication with 

consumers (Bettels and Wiedmann 2019), particularly through its shape.  

Drawing on shape symbolism and visual metaphor, angular shapes may be associated 

with innovativeness. For example, an idiom such as “think outside of the box” suggests that 

people equate innovation with actions that cross straight lines and edges, and “cutting-edge” 

means creative and breakthrough. Furthermore, research indicates that sharp and straight-edged 

shapes are associated with technology and analytical thinking (Aronoff et al. 1992; Fang and 

Mowen 2005).  

Based on the above arguments, an angular (vs. circular) shape is expected to be more 

closely associated with innovativeness. In the context of brand logo design, we hypothesize that 

consumers might perceive brands with angular (vs. circular) logos as more innovative, and 

consider an angular logo to be more suitable for an innovative brand or product than a circular 

one.  

 

Method and Data 

Seven studies were conducted to test our hypotheses. Using the Boston Consulting Group’s 

2023 top 50 most innovative brands, Study 1a analyzed the correlation between brands’ 
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innovation ranking and logo shape, with GPT-4o and human (n=179) rating brand logo shapes (r 

= 0.84, p < .001). Study 1b examined the relationship between logo shapes and perceived brand 

innovativeness by using a dataset of 628 brands’ brand characteristics. Study 2 conducted an 

Implicit Association Test and used participants’ (n=100) response times to assess the relative 

strength of associations between shape type (angular vs. circular) and “innovativeness” concepts. 

Study 3 (preregistered) employed a between-subjects design to test whether angular logos elicit 

higher perceived innovativeness than circular logos among 400 participants.  

Study 4 adopted a single-factor (logo shape: angular vs. circular) within-subjects choice 

task in which participants (n=201) were asked to choose a new logo for a technology brand. 

Study 5 (preregistered) was a real choice behavior task in which participants (n=38) selected 

three appropriate sub-brand logos for a technology company in a laboratory setting. Study 6 

(preregistered) was a between-subjects design with 400 participants to investigate whether 

pairing an innovative brand with different-shaped (angular vs. circular) logos influences 

consumers’ behavioral responses. 

 

Summary of Findings 

Study 1a showed a positive correlation between angular logo shapes and innovative brand 

rankings. Study 1b, using another dataset provided by Lovett et al. (2014), provided additional 

in-market evidence for the relationship between logo shape and perceived brand innovativeness. 

Using the well-established IAT procedure (Greenwald et al. 1998; Greenwald et al. 2003), study 

2 found that participants responded faster when pairing angular (vs. circular) images with 

innovativeness-related words, supporting the proposed “angular = innovativeness” association. 

The first three studies proved that angular (vs. circular) logos are positively associated with 
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perceived innovativeness. Study 3 confirmed that when a brand’s logo is angular, consumers 

perceive the brand as more innovative.  

Studies 4 and 5 further examined the effect of logo shape for innovative brands using logo-

choice tasks. Study 4 indicated that more participants selected an angular (vs. circular) logo and 

considered it more suitable for an innovative brand. By measuring actual logo-choice behavior 

repeatedly, Study 5 replicated this finding in a controlled behavioral experiment. Study 6 further 

tested how matching logo shape with an innovative brand influences consumer response. The 

result showed that pairing an innovative brand with an angular (vs. circular) logo led to higher 

product usage intention.  

 

Key Contributions 

This research extends logo shape literature by identifying its impact on brand innovativeness. 

While prior work demonstrates that circular logos convey friendliness (Jiang et al. 2016) and 

angular logos elicit confrontational associations (Zhang et al. 2006), we find angular logos better 

suit innovative brands and improve consumer responses. This work complements research on 

perceived brand innovativeness by identifying logo shape as a new factor, alongside logos’ color 

gradients (Wei et al. 2025), incompleteness (Hagtvedt 2011), and complexity (Mahmood et al. 

2019). Additionally, it deepens shape-related associations (e.g., Jiang et al. 2016). The sharp 

edges of angular shapes evoke a sense of transcending boundaries, which is associated with 

breakthrough innovativeness. Angular shapes also symbolically convey the concept of 

technological innovation, as they are cognitively linked to technology and rationality (Fang and 

Mowen 2005). 
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This research has practical implications for marketing practitioners: For innovation-

positioned brands, adopting angular-dominant logos may enhance brand image congruence and 

improve consumer responses such as purchase intention. Conversely, brands that avoid 

overemphasizing innovative associations may benefit from non-angular (e.g., circular) designs. 

And managers should not only prioritize brand symbol design but also align specific visual 

elements with the brand image (e.g., pairing an innovative positioning with angular logos). 
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Description: This research examines how self-service kiosks influence consumers' unsustainable 

behavior through convenience association and investigates the moderating roles of eco-labels 

and consumer rights. 

EXTENDED ABSTRACT 

Research Question 

Self-service kiosks have rapidly become a dominant service interface because they improve 

operational efficiency, reduce labor costs, and enhance perceived convenience. Although prior 
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research has primarily focused on technology adoption, service quality, and customer 

satisfaction, little is known about whether interacting with automated service technologies 

influences consumers’ subsequent environmentally relevant decisions. The present research 

examines whether ordering through a self-service kiosk, rather than interacting with counter 

personnel, increases consumers’ tendency to request environmentally harmful add-on items, such 

as disposable utensils, plastic bags, and paper receipts. We propose that this effect occurs 

because self-service kiosks activate a convenience association—a learned mental association 

linking automated interfaces with ease and effort reduction—which subsequently generalizes to 

downstream consumption decisions. Furthermore, we investigate two theoretically meaningful 

boundary conditions. Specifically, we examine whether eco-labels on disposable add-on items 

attenuate the influence of service mode by providing moral reassurance and whether 

emphasizing consumer rights strengthens convenience-driven consumption by legitimizing self-

focused decision making. Together, this research demonstrates how technology-enabled service 

encounters unintentionally shape consumer sustainability through psychologically meaningful 

mechanisms. 

Method and Data 

Three between-subjects experiments were conducted using U.S. participants recruited from 

Amazon Mechanical Turk to examine the proposed framework. Study 1 (N = 315) manipulated 

service mode (self-service kiosk vs. counter personnel) and tested the mediating role of 

convenience association while ruling out alternative explanations, including public self-

awareness and technology anxiety. Study 2 (N = 370) employed a 2 (service mode) × 2 (eco-

label: absent vs. present) design to investigate whether eco-labels moderate the effect of service 
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mode on consumers’ unsustainable behavior through convenience association. Study 3 (N = 366) 

adopted a 2 (service mode) × 2 (consumer rights: not emphasized vs. emphasized) design to 

examine whether consumer-rights framing strengthens the proposed mechanism. Across all 

studies, participants completed realistic restaurant-ordering scenarios in which they indicated 

their willingness to request disposable utensils, plastic bags, and paper receipts. Unsustainable 

behavior was operationalized as the combined tendency to request these environmentally 

harmful add-on items, with higher scores indicating greater unsustainable consumption. 

Summary of Findings 

Across three experiments, the findings consistently support the proposed conceptual framework. 

Study 1 demonstrates that consumers using self-service kiosks exhibit a significantly greater 

tendency to request environmentally harmful add-on items than consumers interacting with 

counter personnel. Mediation analyses further reveal that this effect is driven by convenience 

association, whereas alternative explanations, including public self-awareness and technology 

anxiety, are not supported. Study 2 shows that eco-labels significantly moderate the effect of 

service mode. Specifically, the behavioral difference between self-service kiosks and counter 

personnel is reduced when eco-labels are present because eco-labels provide moral reassurance 

that legitimizes requesting disposable items across both service modes. Study 3 further 

demonstrates that emphasizing consumer rights strengthens the positive effect of self-service 

kiosks on unsustainable behavior by increasing the influence of convenience association. 

Collectively, these findings indicate that automated service interfaces shape environmentally 

relevant decisions beyond the focal service encounter and that contextual cues can either 

attenuate or amplify this downstream spillover effect. 

2026 AMA Summer Academic Conference

16



Key Contributions 

This research makes four important contributions to the consumer behavior literature. First, it 

extends self-service technology research by shifting attention from technology adoption and 

service efficiency to the downstream behavioral consequences of interacting with automated 

service interfaces. Second, it identifies convenience association as a novel psychological 

mechanism explaining why self-service kiosks increase environmentally harmful consumption, 

thereby enriching the literature on technology-enabled decision making and sustainable 

consumption. Third, the findings demonstrate that eco-labels do not always encourage 

environmentally responsible behavior. Instead, eco-labels may serve as a form of moral 

reassurance that unintentionally legitimizes requests for disposable add-on items, offering a new 

perspective on the boundary conditions of eco-label effectiveness. Finally, this research shows 

that emphasizing consumer rights can strengthen convenience-driven consumption by 

legitimizing self-focused decision making, thereby extending consumer-rights research into the 

sustainability domain. From a managerial perspective, the findings suggest that firms should 

carefully design self-service interfaces, environmental cues, and service communications to 

achieve operational efficiency without unintentionally encouraging wasteful consumption. 

2026 AMA Summer Academic Conference

17



BEYOND RATIONALITY: NEW PERSPECTIVES ON THE ADOPTION OF 

IMMERSIVE TECHNOLOGIES 

Anja von Bosse, University of the Bundeswehr Munich  

Philipp A. Rauschnabel, University of the Bundeswehr Munich 

 

 

 

 

 

 

Contact Info: For further information, please contact Anja von Bosse, PhD student at the Chair 

of Digital Marketing and Media Innovation, University of the Bundeswehr Munich 

(anja.vonbosse@gmx.de). 

Keywords: intuitive fit, VR adoption, technology acceptance, experiential technology 

Description:  

This research challenges the assumption that technology adoption of new technologies, here: 

Virtual Reality headsets, is primarily driven by rational evaluations, as suggested by the 

technology acceptance literature. 
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EXTENDED ABSTRACT 

Research Question 

Despite substantial technological advances and increasing affordability, consumer adoption of 

virtual reality (VR) remains far below market expectations. Existing technology acceptance 

research has predominantly explained adoption through rational evaluations of perceived 

usefulness, ease of use, enjoyment, and other cognitive beliefs. However, these models struggle 

to explain why consumers frequently acknowledge the benefits of VR while still refraining from 

adoption. This limitation is particularly pronounced for immersive technologies, where users 

often lack prior experience and stable evaluation criteria. 

This research proposes that adoption decisions are not solely driven by reflective cost-benefit 

assessments but are also shaped by intuitive, affective judgments. We introduce intuitive fit, 

defined as the immediate feeling that a technology subjectively "feels right," and argue that this 

pre-reflective evaluation represents a key determinant of adoption decisions for experiential 

technologies. Drawing on dual-process theory, we investigate whether intuitive fit provides a 

stronger explanation of adoption intentions than established technology acceptance constructs. 

Specifically, we address the following research question: To what extent does intuitive fit 

outperform traditional cognitive acceptance beliefs in explaining consumers' adoption intentions 

for immersive technologies following direct product experience? 
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Method and Data 

The research employs a multi-stage empirical design consisting of qualitative and quantitative 

studies. In the quantitative studies, respondents used actual VR headsets. We measured our key 

target variables before and after the use to assess changes.  

 

Summary of Findings 

The qualitative findings show that many consumers struggle to articulate explicit reasons for 

adopting or rejecting VR, instead relying on diffuse affective impressions such as whether the 

technology "feels right." This suggests that evaluations of VR are often not grounded in explicit 

cost-benefit reasoning but instead reflect diffuse, affective impressions. 

Across the quantitative studies, intuitive fit consistently emerged as the strongest predictor of 

consumers' adoption intentions, outperforming established technology acceptance constructs.  

Overall, the results indicate that adoption decisions for immersive technologies are driven less by 

deliberate cognitive evaluations than by holistic, experience-based judgments that emerge during 

direct interaction with the technology. 

 

Key Contributions 

This research contributes to theory by advancing a new perspective on adoption of consumer 

technology that extends beyond the prevailing assumption of deliberate, cognitive-driven 

decision making. While established technology acceptance models conceptualize adoption as the 

outcome of cognitive evaluations, our findings demonstrate that intuitive fit is a more proximal 
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driver of adoption intentions following direct product experience. By integrating intuitive fit into 

technology adoption frameworks, this research broadens current understanding of how 

consumers evaluate unfamiliar, experiential technologies. 
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Description: This study evaluates the technology readiness of students and teachers in 

Finnish higher education and extends the Technology Readiness and Acceptance Model 

(TRAM) by incorporating attitude to better explain the factors influencing their intentions to 

adopt virtual reality (VR) in education. 

EXTENDED ABSTRACT 

Research question 

VR is considered as a promising complementary tool of university teaching practice. Indeed, 

virtual reality allows students to engage and be immersed through interactive learning 

environments (Coelho and Martins 2022; Dirksen et al. 2019). Despite increased investments 

in VR laboratories and pilot projects, its adoption in actual university courses remains limited 
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(Kosmas et al. 2021; Llanos-Ruiz et al. 2025). The majority of existing research has focused 

on the educational benefits or technical characteristics of VR, without considering human and 

psychological factors shaping students’ and teachers’ intentions to use VR (Conrad et al. 

2024; Lin et al. 2024; Llanos-Ruiz et al. 2025; Marougkas et al. 2023). The Technology 

Readiness and Acceptance Model (TRAM) (Lin et al. 2007) integrates technology readiness 

and technology acceptance constructs to explain technology adoption of consumers. To our 

knowledge, no prior research has examined the TRAM to VR adoption from both students’ 

and teachers’ perspectives. Based on these considerations, we formulated the following 

research question: What are the technology readiness levels of students and teachers, and how 

does this readiness influence their intention to use VR in education? To address this question, 

we extend TRAM by incorporating attitude and examining parallel serial mediation through 

perceived ease of use, perceived usefulness, and attitude. 

Method and Data 

Study participants were students and teachers from 12 universities in Finland. The data were 

collected from February 1 to May 30, 2025, using an online questionnaire, which was created 

with the Qualtrics XM survey tool. From 706 responses, 432 were students’ and 274 were 

teachers’ responses. We used a 7-point Likert scale (Guyatt et al. 1987) and a 7-point bipolar 

scale for questionnaire items. The following variables were measured: optimism, 

innovativeness, discomfort, insecurity (Illuminas & Parasuraman 2024; Parasuraman & Colby 

2015), perceived ease of use, perceived usefulness (Davis 1989), attitude, and intention 

(Ajzen 1991). Optimism, innovativeness, discomfort, and insecurity were measured at a 

general attitudinal level using original questionnaire items, but perceived ease of use, 

perceived usefulness, intention, and behavior were measured in a context-specific to VR. As 

the study involved both students and teachers, the wording of these items was adapted 

accordingly for each group. IBM SPSS Statistics 29 and IBM SPSS Amos 29 were utilized for 
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data analysis. To check model fit, variables’ reliability, and validity, we conducted 

confirmatory factor analysis and discriminant validity analysis. By performing structural 

equation analysis, we tested and evaluated the proposed hypothesis. 

Summary of Findings 

Students (M = 4.05, SD = 0.78) and teachers (M = 4.10, SD = 0.80) demonstrated moderate 

readiness for technology use. Confirmatory factor analysis indicated acceptable model fit for 

both groups and provided evidence of the reliability and validity of all constructs. All factor 

loadings exceeded the recommended threshold of 0.5, and composite reliability values were 

above 0.7. Discriminant validity was established using the Fornell-Larcker criterion (Fornell 

& Larcker 1981). Structural equation modeling revealed that technology readiness 

significantly and positively influenced perceived ease of use and perceived usefulness in both 

groups, but its effect on intention was negative and non-significant. In addition, perceived 

ease of use positively and significantly affected attitude, and perceived usefulness did 

likewise. Finally, attitude exhibited a strong positive and significant effect on intention. 

Mediation tests of the model confirmed that the technology readiness of both students and 

teachers influenced intention indirectly through two parallel serial mediation pathways: (1) 

perceived ease of use and attitude, (2) perceived usefulness and attitude. Comparing the 

extended TRAM with the original model indicated that incorporating attitude increased 

explained variance in intention by 6.1 percentage points among students and 7.4 percentage 

points among teachers.  

Key Contributions 

This research advances the field of consumer behavior by applying TRAM to the higher 

education context in Finland. We extend the model by adding attitude and test parallel serial 

mediation, which has not been explored in TRAM before. Comparison of the extended 

TRAM to the original TRAM demonstrates that inclusion of attitude increases the explanatory 
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power of the model. The results suggest that technology readiness influences the intention of 

VR use through cognitive (perceived usefulness, perceived ease of use) beliefs and affective 

(attitude) evaluations, instead of directly affecting it. Additionally, this is one of the first 

studies that incorporates both students’ and teachers’ perspectives. Findings have practical 

relevance. To increase awareness of, interest in, and adoption of VR technology,  universities 

should plan better ways to introduce VR to students and teachers, clearly communicate its 

value, and offer adequate support. Governmental institutions and policymakers responsible 

for digital education initiatives can also benefit from the insights for developing their 

digitalisation strategies. Although the context of this study is education, its contributions 

should not be limited to this field. The findings provide broad perspectives into technology 

implementation and consumer decision-making processes. Therefore, they are relevant for 

any organization aiming to introduce new technologies or increase user acceptance. 

References are available upon request 
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Description: Our findings suggest that carbon labels are more effective in strengthening 

product perceptions and in turn increasing purchase intentions when combined with external 

reference values that are higher (vs. lower) in magnitude OR with positively (vs. negatively) 

framed evaluative messages.   

EXTENDED ABSTRACT 

Research Question  

Several leading manufacturers are adopting carbon labels to increase transparency of their 

products’ environmental impact. However, researchers warn that carbon labels in their current 

form (i.e., displaying only the product’s carbon emissions value) are ineffective at promoting 

climate-conscious choices due to their lack of contextualization (Winterich, Reczek, and Makov 

2023). Relatedly, this paper proposes two interventions using numeric and evaluative cues to 

make carbon labels more effective. External reference values as a numeric cue (e.g., in 

equivalents of burning 952 grams of coal), and message-framing as an evaluative cue (e.g., in 

equivalents of emissions avoided by planting one tree) are recommended. Importantly, current 

research raises two questions: (1) will the magnitude of the external reference value (i.e., high 
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vs. low) and (2) valence of the evaluative message (i.e., positive vs. negative framing) impact 

the label’s effectiveness in shaping positive product perceptions? Consistent with the literature 

on unit effects (Pandelaere, Briers, and Lembregts 2011), we propose that external reference 

values that are higher (vs. lower) in magnitude strengthen product perceptions. Furthermore, 

anchored in findings that positive messages activate a problem-focused coping mechanism 

(Duhachek, Agrawal, and Han 2012), we propose that positively (vs. negatively) framed 

evaluative messages strengthen product perceptions.  

Method And Data  

In study 1, online panel participants located in the U.S. (N = 103) were shown two plant-based 

yogurt cups: (1) Silk and (2) Kitehill. The Silk cup displayed the label, “carbon footprint 4 lbs. 

CO2e” with a descriptive statement explaining the label; the Kitehill cup did not display any 

additional information, acting as the control (presentation order of the cups were randomized). 

Participants were randomly assigned between two conditions: 2 (high vs. low reference value). 

In the high (low) condition, the Silk cup also displayed a statement “consuming the Silk yogurt 

cup emits 4 lbs. CO2e = burning 952 grams (2.1 lbs.) of coal.” After viewing the products, 

purchase intentions and product perceptions were measured. In study 2, student participants (N 

= 388) were shown the ad for unisex jeans. The ad displayed the carbon label, “the carbon 

footprint of this denim jeans is 33 lbs. CO2e” with the descriptive statement, similar to study 1. 

A between-subjects design was used with three conditions: 3 (control versus positive versus 

negative message framing). In the positive (negative) condition, the ad also displayed the 

statement “equivalent to emissions avoided (caused) by planting (uprooting) one tree.” After 

viewing the ad, focal measures were obtained.  

Summary of Findings 
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Study 1 results revealed that product perceptions were stronger for Silk in the high versus low 

reference condition (Mhigh = 5.80, Mlow = 5.09; t(101) = 2.82, p = .01). A mediation analysis 

using PROCESS Model 4 (Hayes 2018) with the reference conditions as the predictor, product 

perception as the mediator, and purchase intention as the dependent variable (DV) affirmed that 

product perceptions mediated the effect of the high reference condition on purchase intentions 

(95% CI = [.13,.75]). In study 2, message conditions had a main effect on product perceptions 

(F(2,392) = 8.90, p < .001). There was no difference between the control versus positive 

condition (p = .45), and product perceptions were stronger in the control versus negative 

condition (Mcontrol = 4.06, Mnegative = 3.43; t(261) = 3.20, p < .01). Importantly, as predicted, 

product perceptions were stronger in the positive versus negative condition (Mpositive = 4.20, 

Mnegative = 3.43; t(261) = 4.04, p < .001). A mediation analysis, similar to study 1 was 

conducted, but the control condition was dropped for ease of interpretation. Results showed that 

product perceptions mediated the effect of the positively valanced message on purchase 

intentions (95% CI = [.19,.59]). 

Statement of Key Contributions   

Our findings extend the literature on number heuristics by showing that when attribute and 

reference values are expressed in different units, consumers anchor on familiar units and 

evaluate products more favorably when reference values are higher in magnitude. We also 

demonstrate that positively framed messages can enhance the effectiveness of carbon labels by 

possibly alleviating potential negative self-image concerns, thereby promoting more favorable 

product evaluations and sustainable choices. These findings offer actionable guidance for 

marketers and policymakers seeking to design more effective carbon labels. Our findings 

suggest that simply disclosing carbon footprint information is insufficient to influence 
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consumer behavior. Instead, firms should incorporate external reference values that facilitate 

interpretation and comparison, even in the absence of category-wide standardization. Presenting 

reference values using higher magnitude units or pairing carbon labels with positively framed 

messages can enhance product perceptions, and in turn increase purchase intentions. More 

broadly, this research informs regulatory and industry efforts aimed at improving the clarity, 

comparability, and utility of environmental labels, thereby supporting more informed and 

climate-conscious consumer decision making. 
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AUTHORSHIP GAPS ACROSS CO-CREATOR, EDITOR, AND AI-DOMINANT 
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Keywords: generative AI, authorship, creative agency, disclosure, practice-as-research

Description: This paper introduces the authorship gap in AI-assisted compositional work and 

demonstrates it through a staged theatre case in which the same scene was written in three modes 

of AI assistance.

EXTENDED ABSTRACT

Research Question

Generative AI is changing compositional work. When AI can quickly produce fluent material, 

the human role shifts toward directing, selecting, verifying, integrating, and defending what 

enters the final work. The creative act does not disappear; it is redistributed. The central problem 

is that AI involvement can be real while remaining difficult to see. A final text or scene may 

appear coherent and human-made even when AI shaped its structure, language, rhythm, or 

framing, which creates a provenance problem for evaluators and an authorship problem for 

creators. The issue is therefore wider than AI detection: how is AI-shaped work made, claimed, 

judged, and held accountable when the process behind it is partly hidden?
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This paper asks how generative AI reshapes creative agency, authorship, and responsibility as 

work moves from private creation to external judgment. Its central object is the authorship gap, 

formally the involvement-claim-judgment gap: the distance among the actual AI involvement in 

a work, the authorship the creator claims, and the authorship an evaluator grants. The guiding 

question is when that gap widens, and what widens it.

Method and Data

The study uses a Practice-as-Research showing at the aesthetic end of an evaluability spectrum, 

meaning how readily a result can be judged. Performance practice is the critical case, because it 

places the greatest pressure on authorship where there is no simple factual ground truth: quality 

is settled through voice, performability, and reception rather than against verifiable sources.

The same short two-hander, Too Late, Sir, was developed in three drafting modes and staged. In 

co-creator mode a human-authored outline and scene logic set the direction before AI generated 

variants. In editor mode AI generated a full draft that was then edited and rearranged. In AI-

dominant mode there was little or no human input. Evidence includes drafts and prompt logs, 

rehearsal notes, performer responses, staging documentation, and post-performance feedback on 

perceived artistic value, authorship, and the impact of disclosure. Two lenses organize the 

analysis: actants, or non-human agency within performance networks, and digital liveness, or 

mediation's effect on presence and spectatorship. Quality was assessed on two criteria: 

playability, whether dialogue lets actors act intentions rather than recite information, and voice 

presence, whether the scene holds a coherent dramatic voice.

Summary of Findings

The authorship gap opened and closed as a function of who set the structure first. In co-creator 

mode the text remained recoverable: because the structure was set before AI was introduced, a 

line that failed to land could be revised back while maintaining the logic of the scene, and AI 

acted as a supporting actant while the human retained control of the dramatic structure. In editor 
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mode AI produced longer drafts with symmetrical turns and motivations stated directly in the 

characters' mouths; human labour then went into curating the text so performers could resist 

literal interpretation, and pauses were harder to create because the text had already filled the 

silences. In AI-dominant mode explanatory density increased and the rhythm of turns became 

smoother and more symmetrical. The smoother the text sounded on the page, the more effort was 

required to stage it as conflict with stakes, and that repair labour is itself a form of liveness.

Disclosure functioned as dramaturgy. The label “AI-generated” operated as an actant of 

spectatorship, redistributing attention before judgment began.

Key Contributions

The authorship gap moves the study of AI-shaped work beyond detection toward how work 

becomes someone's work when the process is partly hidden and evaluation matters. The 

evaluability spectrum is a second contribution, showing how failure shifts from checkable error 

toward inauthenticity and voice drift, and how the basis of authorship judgment shifts from 

intellectual ownership toward voice and authenticity. Episode-level calibration names the 

mechanism: alignment between a creator's confidence and validated quality is updated across 

repeated episodes rather than set once at adoption.

The findings carry a design implication. The mainstream paradigm, type a prompt, receive a full 

draft, edit, bakes editor mode into the default workflow, precisely the mode where agency drifts 

to stylistic defaults. Because audiences penalise openly AI-authored work but accept AI-as-

editor, creators face concealment pressure to under-disclose exactly when AI involvement is 

heaviest, which raises real questions for credit and disclosure norms.

The artistic contribution is central rather than incidental: the comparative staging let an audience 

experience authorship as an aesthetic property, a visible quality, rather than a hidden claim.

References are available upon request.
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DEHUMANIZATION OF HUMAN WORKERS IN THE AI-DRIVEN ECONOMY 

Erica Ji Hyun Lee, University of Illinois Urbana-Champaign 

Aric Rindfleisch, University of Illinois Urbana-Champaign 

Contact Information: “For further information, please contact Erica Ji Hyun Lee, PhD Student, 

University of Illinois Urbana-Champaign (jlee603@illinois.edu).” 

Keywords: worldview; transhumanism; dehumanization; artificial intelligence; consumer beliefs 

Description: This research introduces the transhumanist worldview as a driver of how consumers 

evaluate human workers in an AI-driven marketplace, with downstream consequences for the 

firm. 

EXTENDED ABSTRACT 

Research Question 

As artificial intelligence (AI) encroaches on domains once considered uniquely human, it has 

sparked widespread concern about the future of human labor, identity, and interpersonal 

relations. As firms increasingly deploy AI in consumer-facing roles—automating, restructuring, 

and replacing work once performed by people—the relevance of human agents in the 

marketplace grows uncertain, raising a central question: How do consumers respond to the 

human workers who remain in an AI-driven marketplace, and which consumers are more likely 

to resist or embrace their replacement? Technological shifts that threaten human dominance tend 

to evoke deep anxieties about what it means to matter and to be uniquely human, and in response 

individuals fall back on their worldviews—deep-seated belief structures that organize cognition 
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and behavior during social disruption. Drawing on worldviews theory and the dehumanization 

literature, this research proposes that consumers rely on one worldview in particular—

transhumanism, the belief that human capacities can be enhanced, modified, or reproduced 

through technology—to interpret this disruption. We ask whether a stronger transhumanist 

worldview leads consumers to dehumanize human workers, thereby reducing the perceived value 

of human involvement and shaping downstream consequences for their attitudes toward the firm. 

Method And Data 

Study 1A (N = 303) and 1B (N = 254) developed and validated the Transhumanism Worldview 

Scale (TWS), establishing reliability and testing discriminant validity against adjacent constructs 

(e.g., technology optimism, attitudes toward AI, social dominance orientation). In Study 2 (N = 

233), participants completed the TWS measure and read a scenario involving a fictional national 

retail chain that announces an AI-based customer-service system that will progressively reduce 

human customer representatives. Participants reported dehumanization via mechanistic 

dehumanization and moral exclusion of the human worker, along with attitudes toward the firm 

and the human worker. All studies included controls such as age, gender, political orientation, 

religiosity, and social desirability, with attention and manipulation checks validating the scenario. 

Summary of Findings 

Studies 1A and 1B establish the transhumanist worldview as a psychometrically sound construct 

that is reliable across different samples, and empirically distinct from adjacent constructs. 

Together, they confirm that transhumanism is a distinct belief system about human nature rather 

than a proxy for general pro-technology sentiment. Study 2 findings demonstrate that consumers 

holding a stronger transhumanist worldview more readily dehumanized the affected human 
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worker—both mechanistically, construing the worker as an interchangeable, function-like part of 

the service system, and through moral exclusion, extending less fairness and moral concern to a 

worker whose role AI could absorb. In addition, a higher transhumanist worldview was 

associated with reduced support for the human worker and more favorable attitudes toward the 

AI-adopting firm. Together, the studies offer insight into how the transhumanist worldview 

shapes the way consumers evaluate human workers, with downstream consequences for their 

attitudes toward the firm in an increasingly AI-driven marketplace. 

Statement of Key Contributions 

This research makes three contributions. First, to the dehumanization literature in consumer 

behavior, we show that consumers’ dehumanization of workers can occur via a stable worldview 

commitment about the nature of human capacities. Second, we introduce the transhumanist 

worldview as a novel antecedent of how consumers evaluate human workers in the marketplace, 

extending consumer research on worldviews and belief systems to the question of how 

technological conceptions of human nature can shape everyday market interaction. Third, our 

findings speak to a downstream consequence of AI in the marketplace. In sum, this research 

provides insight into how an AI-driven marketplace reshapes the way consumers respond to the 

human workers who remain, and to the firms that employ them. 
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EXTENDED ABSTRACT 

Research Question 

Consumer misinformation often persists despite credible corrections, creating significant 

challenges for firms, consumers, and policymakers. Existing research attributes misinformation 

persistence to motivated reasoning, cognitive bias, and information diffusion, yet these 

perspectives do not adequately explain why some false beliefs remain correctable whereas others 

become socially defended and resistant to change (Ecker et al., 2020; Wood & Porter, 2019). 

This paper addresses this theoretical puzzle by asking when and how misinformation transitions 

from an individually held cognitive misbelief into a collectively reinforced identity commitment. 

We propose the Fissile–Fuzzle Cycle, a process-oriented framework that conceptualizes 

misinformation as a phase-dependent system rather than a linear process of reinforcement. 

During the fissile phase, misinformation functions primarily as an individual cognitive belief that 

remains susceptible to evidence-based correction through motivated reasoning and belief 

revision processes (Kunda, 1990; Ecker et al., 2011). As repeated social validation accumulates, 

however, misinformation undergoes a qualitative transition into the fuzzle phase, where beliefs 

become identity-relevant signals of group membership, loyalty, and moral commitment (Tajfel & 

Turner, 1979; Swann & Buhrmester, 2015). Once this transition occurs, the psychological 

mechanisms sustaining belief fundamentally change, explaining why corrective interventions 

that are effective early frequently lose effectiveness or even provoke resistance after 

misinformation becomes socially embedded (Nyhan & Reifler, 2010). 

Theoretical Framework  

The proposed framework conceptualizes misinformation as a phase-dependent system in 

which the dominant psychological mechanisms sustaining belief shift from cognitive evaluation 
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to identity protection. Drawing on consumer behavior, cognitive psychology, social identity 

theory, and network science, the Fissile–Fuzzle Cycle integrates individual-level motivated 

reasoning and belief persistence (Kunda, 1990; Ecker et al., 2013), group-level identity 

formation and social validation (Tajfel & Turner, 1979; Swann & Buhrmester, 2015), and 

structural dynamics associated with algorithmic curation and online communities (Pariser, 2011; 

Gillespie, 2014). 

Building on these complementary perspectives, the paper develops a phase-transition 

model in which the dominant mechanism sustaining misinformation shifts from cognitive 

evaluation to identity protection. The framework specifies the psychological conditions under 

which this transition occurs and develops six propositions concerning misinformation adoption, 

belief persistence, phase transition, correction effectiveness, intervention timing, and boundary 

conditions. The resulting theory provides a coherent conceptual foundation for future empirical 

research on misinformation in consumer markets. 

Theoretical Insights 

The proposed framework suggests that consumer misinformation evolves through two 

qualitatively distinct phases separated by a critical psychological transition. In the fissile phase, 

misinformation is accepted through motivated reasoning, emotional resonance, and perceived 

narrative coherence (Kunda, 1990; Taber & Lodge, 2006). Because beliefs remain primarily 

cognitive, timely and non-threatening corrective information can successfully revise or eliminate 

false beliefs (Ecker et al., 2011).  

As repeated social validation strengthens group consensus, misinformation undergoes a 

phase transition in which the basis for belief shifts from external evidence to internal social 
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affirmation (Moscovici, 1980). In the resulting fuzzle phase, misinformation functions less as a 

factual claim than as a marker of identity, belonging, and group loyalty. Identity fusion, 

epistemic closure, and affective polarization reinforce belief through mutually reinforcing 

feedback loops (Swann & Buhrmester, 2015; Nichols, 2017), making corrective information 

increasingly ineffective and, in some cases, counterproductive (Nyhan & Reifler, 2010; Wood & 

Porter, 2019). Accordingly, the framework predicts that intervention effectiveness is inherently 

phase dependent: evidence-based corrections are most effective during the fissile phase, whereas 

identity-sensitive interventions become necessary once misinformation enters the fuzzle phase. 

Key Contribution 

This paper makes four important contributions to marketing and consumer research. First, 

it introduces a novel phase-transition perspective that reconceptualizes misinformation 

persistence as a qualitative shift in the psychological mechanisms sustaining belief rather than as 

a continuous process of reinforcement. This perspective provides a theoretical explanation for the 

inconsistent effectiveness of debiasing and corrective interventions reported in prior research 

(Ecker et al., 2020). Second, the framework extends consumer identity theory by conceptualizing 

misinformation as a distinct identity object whose value derives from signaling group 

membership, loyalty, and moral alignment rather than factual accuracy (Tajfel & Turner, 1979; 

Kozinets, 2001). Third, it integrates cognitive, social, and structural explanations into a unified 

theoretical framework linking motivated reasoning, identity processes, and digital network 

dynamics to explain how misinformation emerges, persists, and becomes resistant to correction 

within consumer markets. Finally, the framework offers actionable implications for firms, 

advocacy organizations, regulators, and digital platforms by demonstrating that effective 

misinformation management requires phase-contingent interventions. Rather than relying on 
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universal correction strategies, organizations should match interventions to the psychological 

state of misinformation, emphasizing evidence-based correction during the fissile phase and 

identity-sensitive engagement once beliefs become socially entrenched (Pariser, 2011; Gillespie, 

2014). 
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References are available upon request. 
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Description: This paper demonstrates that perceived unfairness in negative online reviews can 

elicit empathy toward the brand, which reduces third party consumers’ intentions to spread 

negative eWOM 

  

EXTENDED ABSTRACT 

Research Question  

Unfair negative online reviews create a paradox for brands. Although negative reviews usually 

harm brand evaluations and stimulate negative electronic word of mouth (eWOM), an 

exaggerated or disproportionate negative review may instead lead third party observers to 

consider the brand as a victim. This research asks: when consumers perceive a negative online 

review as unfair, does that perception reduce their intention to spread negative eWOM, and 

does empathy toward the brand explain this effect? We further ask whether the brand’s public 

response strategy, either accommodative or defensive, strengthens or weakens the relationship 

between empathy and negative eWOM intention. Integrating fairness theory with cognitive 

appraisal theory, we conceptualize unfair negative reviews as moral appraisal events in which 

observers assign accountability, form empathic concern for the brand, and then decide whether 
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to amplify or withhold communication that damages the marketplace. The focal research 

question is therefore: How does perceived negative review unfairness shape third party 

observers’ intentions to spread negative eWOM through empathy toward the brand, and is this 

process contingent on brand response strategy? 

Method and Data  

We test the model across three randomized online experiments in a hospitality review context 

with English speaking adult participants recruited from Prolific. Study 1 (N=200) used a single 

factor between subjects design manipulating review fairness: fair versus unfair negative review. 

The fair review balanced criticism and praise, whereas the unfair review used more extreme 

language. Study 2 (N=300) replicated the fairness manipulation and added empathy toward the 

brand as the mediator, using validated item measures of empathic concern and negative eWOM 

intention. Study 3 (N=392) used a 2x2 between subjects design crossing review fairness, fair 

vs unfair, with brand response strategy, accommodative versus defensive. Across studies, 

participants read the assigned scenario and review materials, completed manipulation checks, 

empathy and negative eWOM measures, attention checks, and demographic items. Analyses 

included ANOVA, and bootstrapped conditional indirect effect using 5000 resamples.  

Summary of Findings 

Across the studies, the manipulations successfully shifted perceived review fairness. Study 1 

showed that participants exposed to the unfair review perceived it as significantly less fair than 

participants exposed to the fair review, but the direct effect of review fairness on negative 

eWOM intention was not significant. Study 2 revealed the psychological mechanism. Exposure 

to an unfair negative review increased empathy toward the brand, and empathy significantly 

reduced negative eWOM intention. Bootstrap mediation results showed a significant indirect 

effect, which indicates that unfair reviews reduce negative eWOM through empathy toward the 

brand. Study 3 replicated the central role of empathy. Empathy again significantly reduced 
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negative eWOM intention. However, brand response strategy did not significantly moderate 

the relationship between empathy and negative eWOM, and the conditional effects were not 

significant under either accommodative or defensive responses. Overall, the findings suggest 

that perceived review unfairness changes third party observers’ interpretation of the review, 

activates empathy toward the brand, and reduces the likelihood that observers will spread 

negative eWOM.  

Statement of Key Contributions  

This research makes three contributions. First, it extends the online review literature by shifting 

attention from review valence alone to perceived review fairness, showing that a negative 

review can backfire when consumers perceived it as unfair. Second, it integrates fairness theory 

and cognitive appraisal theory to explain how accountability judgments become discrete moral 

emotions and, ultimately, marketplace communication intentions. Rather than treating empathy 

as a general positive affect, the study identifies empathy toward the brand as the mechanism 

through which unfair review reduce negative eWOM. Third, it contributes to webcare research 

by showing that brand response strategy did not moderate this empathic pathway, and 

suggesting that once third-party observers feel empathy for a wronged brand, their willingness 

to spread negative eWOM may be relatively robust across accommodative and defensive 

strategies. Managerially, the findings suggest that brands should monitor not only negative 

review volume and valence, but also perceived fairness.  

References are available upon request.  
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Description: This paper examines when sustainability- and financial-framed recommendation 

pop-ups increase purchase intention across the online purchase journey. 

 

EXTENDED ABSTRACT 

 

Research Question 

Digital recommendation pop-ups are common in e-commerce, yet it remains unclear whether the 

value frame attached to an otherwise identical recommendation changes purchase intention and 

whether this effect depends on when the pop-up appears in the purchase journey. This paper asks 

whether sustainability-framed and financial-framed recommendation nudges outperform a gener-

ic/unframed recommendation nudge, and whether these effects vary across website, cart, and 

checkout stages. It also contrasts two recommendation logics: add-on recommendations that sug-

gest an additional product and substitute recommendations that suggest an alternative product. 

The central research question is therefore: when should online retailers use green versus savings-

based recommendation frames to increase purchase intention without changing the basic inter-

face structure or restricting consumer choice? A secondary, exploratory question examines 
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whether involvement and perceived cognitive resource demand help explain why framed rec-

ommendation nudges work in some contexts but not others. 

 

Method And Data  

We conducted two between-subjects online experiments in an e-commerce scenario setting. 

Study 1 examined add-on recommendations and included 328 participants; Study 2 examined 

substitute recommendations and included 299 participants. Each study used a 3 (nudge framing: 

generic/unframed vs. sustainability-framed vs. financial-framed) × 3 (funnel stage: website vs. 

cart vs. checkout) factorial design with random assignment. Participants encountered a standard-

ized recommendation pop-up at the assigned funnel stage; layout and call-to-action were held 

constant, while only the framing cue varied. Measures were collected after scenario exposure 

using established multi-item scales adapted to the e-commerce context, including purchase inten-

tion, involvement, perceived cognitive resource demand, and perceived ownership as a stage-

validation measure. Both datasets were cleaned before hypothesis testing, excluding speeders 

and patterned responses. Analyses used two-way ANOVAs with effect sizes and adjusted post-

hoc comparisons. Exploratory mechanisms were assessed through nonparametric bootstrap me-

diation, with multiplicity addressed using Holm and Benjamini-Hochberg procedures where ap-

propriate. 

 

Summary of Findings  

Perceived ownership increased across funnel stages in both studies, supporting the intended psy-

chological progression from browsing to checkout. In the substitute-recommendation study, 

nudge framing had a strong effect on purchase intention: sustainability-framed and financial-
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framed recommendations both outperformed the generic recommendation, and sustainability 

framing also exceeded financial framing. Funnel stage and the framing × stage interaction were 

not significant, indicating that substitute recommendations were primarily driven by framing 

rather than placement. In the add-on study, framing also increased purchase intention, but the 

effect depended on funnel stage. Both sustainability and financial frames outperformed the ge-

neric recommendation overall. However, the significant framing × stage interaction showed that 

financial framing was most effective earlier in the journey, particularly on the website and cart, 

whereas sustainability framing showed its clearest advantage at checkout. Exploratory mediation 

results suggested that, in the add-on context, the financial frame operated partly through higher 

involvement and higher perceived cognitive resource demand. These indirect effects were not 

robust for sustainability framing or in the substitute context. 

 

Statement of Key Contributions  

The paper contributes to marketing research by isolating value framing as a causal lever within 

an otherwise identical digital recommendation pop-up. By comparing generic, sustainability-

framed, and financial-framed recommendations across two scenario logics and three funnel stag-

es, it identifies when framed nudges improve purchase intention and when placement matters. 

The results show that framing effects are not uniform: add-on recommendations require stage-

sensitive design, whereas substitute recommendations are less dependent on funnel placement. 

This advances digital nudging theory by linking interface-level choice architecture to purchase-

journey dynamics and by showing that sustainability and financial appeals can operate as distinct 

motivational frames. The exploratory mediation evidence adds a mechanism-oriented perspec-

tive, suggesting that financial framing in add-on contexts can work through greater involvement 
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and effortful cognitive engagement. Managerially, the findings caution against treating recom-

mendation pop-ups as interchangeable. E-commerce teams, UX designers, and sustainability 

managers should match message framing to both recommendation logic and journey stage, using 

savings frames earlier for add-ons and sustainability frames more strategically near checkout. 

 

References are available upon request. 
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Keywords: ChatGPT; Generative Artificial Intelligence; Implicit Theories; Help-Seeking; Moral 
Conflict 

Description: This research examines how consumers’ implicit theories influence reliance on 
ChatGPT by showing that anticipated moral conflict reduces fixed-mindset individuals' 
willingness to delegate tasks to generative AI. 

Extended Abstract 

Research Question 

Generative artificial intelligence has transformed the way consumers perform everyday tasks 

(Boussioux et al. 2024). Unlike earlier AI systems that primarily automated routine activities, 

ChatGPT is capable of generating text, solving problems, and completing tasks that traditionally 

required human effort (Huang 2025). Although these capabilities offer substantial productivity 

benefits, consumers vary considerably in the extent to which they rely on ChatGPT. Many users 

readily delegate writing, brainstorming, and analytical tasks to the system, whereas others remain 

reluctant to rely on it extensively despite recognizing its usefulness. This variation suggests that 

productivity benefits alone are insufficient to explain reliance on ChatGPT. 

Drawing on implicit theories and help-seeking research, we propose that consumers’ beliefs 

about whether personal qualities are fixed or malleable shape their willingness to delegate tasks 

to ChatGPT. As interactions with ChatGPT increasingly resemble interactions with a social actor, 
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relying on the system may be psychologically construed as receiving help. Because individuals 

with fixed mindsets tend to view receiving help as signaling insufficient ability, relying on 

ChatGPT is expected to evoke anticipated moral conflict and reduce willingness to delegate 

tasks. In contrast, individuals with growth mindsets should perceive reliance on ChatGPT as a 

learning opportunity rather than a threat to competence. This research therefore examines 

whether implicit theories influence reliance on ChatGPT and whether anticipated moral conflict 

explains this relationship. 

Method and Data 

The proposed framework was tested across three complementary studies employing both 

measured and experimentally manipulated implicit theories. Collectively, the studies examine 

whether fixed versus growth mindsets influence consumers' willingness to rely on ChatGPT and 

identify the psychological process underlying this relationship. 

Study 1 provides an initial test of the proposed relationship by examining whether naturally 

occurring differences in consumers' mindsets predict willingness to rely on ChatGPT for task 

completion. Study 2 conceptually replicates the findings using an experimental manipulation of 

implicit theories, establishing the causal effect of mindset on reliance. Study 3 extends the 

investigation by examining anticipated moral conflict as the underlying psychological 

mechanism linking mindset to ChatGPT reliance. Across the studies, participants evaluated 

common task scenarios involving ChatGPT and reported their willingness to delegate task 

completion to the system. Together, these studies provide converging evidence for the proposed 

theoretical framework while demonstrating the robustness of the findings across multiple 

research designs. 
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Summary of Findings 

Across three studies, the findings consistently demonstrate that individuals with stronger fixed 

mindsets are less willing to rely on ChatGPT than individuals with stronger growth mindsets. 

Specifically, fixed-mindset individuals are more reluctant to delegate task completion to 

ChatGPT because doing so is psychologically interpreted as receiving help. This interpretation 

evokes anticipated moral conflict by increasing concerns that relying on ChatGPT violates norms 

of autonomy, competence, and self-reliance. In contrast, individuals with growth mindsets 

perceive reliance on ChatGPT as more compatible with learning and self-improvement, resulting 

in greater willingness to delegate tasks. The studies consistently support anticipated moral 

conflict as the psychological mechanism underlying these effects. Together, the findings 

demonstrate that consumers' willingness to rely on generative AI depends not only on the 

technology's capabilities but also on the psychological meaning individuals attach to receiving 

assistance from AI. 

Statement of Key Contributions 

This research makes three contributions to the emerging literature on generative AI and 

consumer behavior. First, it identifies implicit theories as an important psychological antecedent 

of reliance on ChatGPT, extending research on AI adoption beyond functional considerations to 

demonstrate the role of fundamental beliefs about human ability. Second, it reconceptualizes 

reliance on ChatGPT as a form of help-seeking behavior. By integrating help-seeking theory with 

research on human–AI interaction, the findings demonstrate that norms surrounding autonomy 

and self-reliance continue to influence behavior even when assistance comes from an AI system 

rather than another person. Third, this research identifies anticipated moral conflict as the 

psychological mechanism underlying resistance to extensive reliance on ChatGPT. These 
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findings provide a richer understanding of why consumers differ in their willingness to delegate 

tasks to generative AI and offer practical guidance for organizations, educators, and 

policymakers seeking to encourage effective and responsible AI use while minimizing 

psychological resistance. 

References are available upon request. 
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Matching Immersion with Newness: How Experiential Fit Enhances Consumer Evaluation

of New Products

Rong Chen, Tsinghua University

Tongtong Yan, Tsinghua University
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Tsinghua University (ytt25@mails.tsinghua.edu.cn).

Keywords: Immersion level; product newness; mental simulation; product benefit understanding;

temporal distance.

Description: This paper shows that consumer evaluations of new products improve when

immersion level fits the learning demands created by radical versus incremental product newness.

EXTENDED ABSTRACT

Research Question

Firms increasingly use VR, 360-degree video, and related immersive media to introduce new

products, but high immersion may not be uniformly beneficial. This research asks when

immersive product presentation improves consumer evaluations and when it creates unnecessary

cognitive burden. We distinguish radically new products (RNPs), which require consumers to

learn unfamiliar usage processes, from incrementally new products (INPs), which can be

understood by mapping improvements onto existing knowledge. We argue that these two forms

of newness impose different simulation demands. RNPs require process simulation: consumers

need to mentally rehearse usage steps, interaction rules, and procedural logic to reduce

uncertainty. INPs require outcome simulation: consumers mainly need to envision upgraded
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benefits without being distracted by redundant operational details. We therefore propose an

experiential fit framework in which high immersion fits RNPs by supporting embodied process

simulation, whereas low immersion fits INPs by focusing attention on outcome value. We further

examine product benefit understanding as the psychological mechanism and launch temporal

distance as a boundary condition.

Method And Data

The hypotheses were tested with one secondary data analysis and three online experiments.

Study 1 used a two-cell between-subjects design manipulating immersion level for an

incremental tile product (N = 112) and measured process simulation, outcome simulation,

product evaluation, perceived immersion, and perceived innovation. Study 2 analyzed secondary

marketplace data from Taobao's Good Products List. We scraped innovative product entries

using newness-related keywords and retained 216 products with immersive presentation features.

Four trained coders classified product newness (RNPs vs. INPs) and immersion level (high vs.

low), and product evaluation was operationalized as the ratio of positive reviews to total reviews,

with price controlled. Study 3 employed a 2 (product newness: RNPs vs. INPs) x 2 (immersion

level: high vs. low) between-subjects design using fictional automobile launch stimuli (N = 310).

It measured product evaluation, product benefit understanding, flow experience, cognitive load,

product familiarity, personal newness, and VR usage. Study 4 focused on an RNP, a smart

photography watch, and used a 2 (temporal distance: distant vs. proximate) x 2 (immersion level:

high vs. low) design (N = 398).

Summary of Findings

Across studies, the results support the proposed experiential fit framework. Study 1 showed that

high immersion significantly increased process simulation, whereas low immersion significantly
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increased outcome simulation; for the incremental tile product, low immersion produced higher

product evaluations than high immersion. Study 2 provided field evidence from Taobao reviews.

The interaction between product newness and immersion level was significant: for RNPs, high-

immersion presentations generated higher positive review ratios than low-immersion

presentations, whereas for INPs, low-immersion presentations outperformed high-immersion

presentations. Study 3 replicated this matching effect in a controlled 2 x 2 experiment. High

immersion improved evaluations for RNPs, while low immersion improved evaluations for INPs.

Mediation analysis showed that product benefit understanding carried the interaction effect,

while flow experience did not serve as an alternative mediator. Study 4 identified temporal

distance as a boundary condition for RNPs. When launch was proximate, high immersion led to

stronger evaluations than low immersion because it supported concrete understanding of usage

processes. When launch was distant, the advantage of high immersion disappeared, indicating

that consumers focused more on abstract desirability than immediate procedural learning.

Statement of Key Contributions

This research makes three contributions. First, it qualifies the common assumption that

immersion is inherently beneficial for new product communication. By integrating cognitive load

theory with immersive learning perspectives, we show that immersion creates value only when

its cognitive affordances fit the learning demands of the product. High immersion helps

consumers understand radical newness, but it can become redundant for incremental newness.

Second, the research advances new product adoption theory by distinguishing process-oriented

and outcome-oriented simulation as separate routes through which consumers learn about

innovation. This distinction clarifies why different types of newness require different

communication media. Third, the research identifies product benefit understanding as the key
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mechanism and temporal distance as a meaningful boundary condition, showing that the value of

high immersion is strongest when radical innovations are close to launch and consumers need

concrete procedural knowledge. Managerially, the findings provide a practical allocation rule for

immersive technology investment: use high-immersion, interactive formats for radically new

products near launch, but use simpler low-immersion formats for incremental upgrades or distant

announcements. This prevents costly over-engineering while improving consumers' ability to

understand and evaluate new products.

2026 AMA Summer Academic Conference

55
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Description: This research shows that consumers perceive mental wellness offerings as more 

luxurious than comparable physical wellness offerings, driven by the lay belief that mental 

wellness is desirable but comparatively non-essential, with downstream consequences for 

purchase intentions. 
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EXTENDED ABSTRACT 

Research Question 

Mental wellness has become a prominent theme in consumer marketing. While mental 

health offerings have historically centered on illness treatment, such as medications and therapy, 

many brands now position products and services as supporting consumers’ efforts to maintain or 

enhance cognitive and emotional well-being in everyday life, from meditation apps and calming 

teas to mood-enhancing product features and fitness programs emphasizing mental 

transformation. As mental wellness positioning becomes increasingly common across industries, 

this research examines whether, and why, consumers perceive offerings positioned as supporting 

mental wellness differently from comparable offerings positioned as supporting physical 

wellness. We propose that mental wellness offerings are perceived as more luxurious, 

prestigious, and status-enhancing than their physical wellness counterparts. We further propose 

that these luxury perceptions are driven by a lay belief that the pursuit of mental wellness is more 

of a luxury and less of a necessity than the pursuit of physical wellness—that is, mental wellness 

is viewed as desirable but comparatively non-essential. We further examine a boundary condition 

of this effect and its downstream consequences for purchase intentions. 

 

Method and Data  

 Across eight studies, including five pre-registered studies, we test the proposed lay belief, 

its effect on luxury perceptions of mental versus physical wellness offerings, and downstream 

purchase intentions. Study 1 establishes that consumers hold a lay belief that the pursuit of 

mental wellness is more of a luxury and less of a necessity than the pursuit of physical wellness. 
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Studies 2-5 examine how this lay belief translates into perceptions of marketplace offerings. 

Study 2 shows that consumers perceive mental wellness offerings as more luxurious than 

physical wellness offerings across a variety of products. Study 3 demonstrates that consumers 

view an identical product as more luxurious when it is framed as supporting mental (vs. physical) 

wellness. Studies 4A and 4B provide process evidence through moderation: heightened luxury 

perceptions of mental wellness offerings attenuate when their use is framed as restoring (vs. 

enhancing) wellness, rendering the underlying lay belief less applicable. Finally, Study 5 

demonstrates a downstream consequence: mental wellness framing increases purchase intentions, 

especially when consumers have a luxury consumption goal. Across studies, we draw from 

multiple participant pools and test alternative explanations, including halo effects, perceived 

product efficacy, added benefits, and inherent differences in mental versus physical wellness 

practices. 

 

Summary of Findings 

Together, the studies show that consumers perceive mental wellness offerings as more 

luxurious than physical wellness offerings, reflected in higher perceived product and brand 

luxuriousness, greater inferred user status, and higher price estimates. These luxury perceptions 

emerge across diverse product categories, when the product itself is held constant, and even 

when the offering is free but requires investments of time and energy. The studies further show 

that these elevated luxury perceptions are driven by a consumer lay belief that the pursuit of 

mental wellness is more of a luxury and less of a necessity—that is, more desirable but less 

essential—than the pursuit of physical wellness. Further supporting this lay belief account, 

luxury perceptions of mental wellness offerings dissipate when the lay belief is less applicable—
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for example, when the offerings are viewed as a means to restore baseline well-being rather than 

as opportunities to enhance it beyond the baseline. Finally, mental wellness framing has 

behavioral consequences: it increases purchase intentions, especially when consumers have a 

luxury consumption goal, such as a splurging goal. 

 

Statement of Key Contributions 

First, this research advances consumer health research by offering a more integrated 

perspective on health-related behavior, examining mental and physical wellness in tandem within 

the important yet underexplored domain of wellness pursuit. Prior marketing research has largely 

focused on physical health, while emerging work on mental health has often examined it in 

isolation and primarily in illness-treatment contexts. Moving beyond illness treatment to the 

broader pursuit of mental wellness, we identify a distinct consumer lay belief about mental (vs. 

physical) wellness pursuits and show how this belief shapes perceptions of everyday products 

(e.g., tea, body wash) positioned as enhancing well-being, rather than treating illness. Second, 

this research contributes to the consumer lay belief literature by identifying a novel health-

related belief tied to the wellness domain, thereby extending prior work beyond the traditional 

healthy–unhealthy dichotomy. Third, it contributes to the luxury perceptions literature by 

showing that wellness positioning—mental versus physical—can serve as a novel driver of 

perceived luxuriousness, status, and prestige, beyond previously studied visual and design 

elements. Finally, the findings offer managerial insights by showing that mental wellness 

positioning can enhance luxury appeal, support premium pricing, and inform product 

development, line extensions, and purchase-focused messaging. 
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Description: This study examines how women negotiate empowerment, privacy, and value 

within FemTech ecosystems characterised by intimate data collection and commercial data 

practices. 

 

Research question: FemTech has emerged as a rapidly growing sector encompassing 

menstrual tracking applications, fertility platforms and other digital technologies designed to 

support women’s health. Positioned as a corrective to the historical neglect of women’s 

healthcare, these technologies promise personalised insights, reproductive autonomy, and 

improved health outcomes. Such claims align closely with Value-Centred Marketing (VCM), 

which emphasises consumer empowerment, co-creation, and long-term stakeholder 

wellbeing. However, FemTech’s reliance on intimate reproductive data raises important 

ethical questions concerning privacy, consent, surveillance, and commercial exploitation. 

While existing research has predominantly focused on technological innovation, legal 

regulation, and organisational perspectives, comparatively little attention has been given to 

women’s own experiences and perceptions of these technologies. This absence is significant 

because consumer interpretations of empowerment, trust, and value fundamentally shape 

engagement with digital health platforms. This study therefore explores how do female 

consumers perceive FemTech and the marketing use of their personal reproductive data? 

More specifically, it explores how women negotiate the tensions between empowerment and 

surveillance, and how these perceptions influence their willingness to engage with FemTech 
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platforms. Integrating VCM Zuboff’s theory of surveillance capitalism, the research critically 

evaluates whether FemTech enhances autonomy or whether it reframes data extraction as 

empowerment within contemporary digital markets. 

 

Method and Data: The study adopts an interpretivist qualitative approach using semi-

structured, in-depth interviews to explore women’s lived experiences and perceptions of 

FemTech. This methodology was selected because it enables rich exploration of subjective 

meanings, personal experiences, and socially constructed understandings of health 

technologies and data practices. Twenty menstruating women aged between 18 and 55 

residing in the United Kingdom participated in the study. Participants were recruited through 

a combination of online and offline channels, including women’s health forums, social media 

platforms, community groups, and local noticeboards. Importantly, prior use of FemTech was 

not a prerequisite, enabling the inclusion of both users and non-users. Interviews lasted 

approximately 45 minutes and were audio-recorded, transcribed verbatim, and analysed using 

Braun and Clarke’s six-phase thematic analysis. Coding was conducted inductively using 

NVivo, allowing themes to emerge directly from participant narratives rather than being 

imposed through predetermined categories. This approach generated nuanced insights into 

how women understand empowerment, privacy, trust, commercialisation, and convenience 

within data-driven reproductive health ecosystems. 

 

Summary of findings: The analysis identified four interconnected themes: female 

empowerment and autonomy, privacy and trust, commercialisation of FemTech, and 

convenience. Participants frequently described FemTech as empowering because it increased 

awareness of reproductive health, facilitated self-monitoring, and enhanced confidence in 

managing menstrual cycles and related health concerns. Access to personalised health 
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information contributed to a sense of control and self-knowledge. However, empowerment 

was often experienced as conditional and contradictory. Participants reported growing 

reliance on applications to validate bodily experiences, creating forms of algorithmic 

dependency. Privacy concerns were widespread, yet many women continued using FemTech 

despite distrust regarding data handling practices. This reflects the personalisation–privacy 

paradox, whereby consumers exchange personal information for perceived benefits and 

convenience.  Commercialisation emerged as another significant concern. Participants 

expressed discomfort with firms profiting from intimate reproductive data and questioned 

whether current value exchanges were fair. While some accepted data sharing when framed 

as advancing women’s health or scientific research, they strongly distinguished between 

socially beneficial uses and profit-driven commercial exploitation. Finally, convenience 

played a central role in sustaining engagement. Participants routinely prioritised efficiency 

and functionality over privacy considerations, often accepting terms and conditions without 

scrutiny. The findings suggest that FemTech simultaneously empowers and constrains 

women, embedding them within data ecosystems characterised by unequal power relations 

and opaque value exchanges. 

 

Key contributions: This research makes several important theoretical, empirical, and 

practical contributions. First, it extends Value-Centred Marketing by demonstrating that 

consumer empowerment is not inherently beneficial when value creation depends upon the 

extraction and commercialisation of intimate reproductive data. By integrating surveillance 

capitalism with VCM, the study reveals how discourses of co-creation and empowerment can 

obscure unequal relationships between consumers and firms, where personal data functions as 

a source of commercial value. Second, the research contributes rare consumer-centred 

qualitative evidence within the FemTech literature, which has largely been dominated by 

2026 AMA Summer Academic Conference

62



  

technological, legal, and organisational perspectives. The findings highlight self-perception, 

trust, and contextual sensitivity as critical but underdeveloped mechanisms influencing how 

consumers assess value and empowerment. Women evaluated data practices differently 

depending on whether information was used for healthcare purposes or commercial gain. 

Third, the study offers practical implications for marketers, FemTech developers, healthcare 

organisations, and policymakers. The findings demonstrate that opaque data practices 

undermine trust and threaten long-term consumer engagement. Sustainable innovation within 

FemTech therefore requires greater transparency, meaningful consent, ethical governance, 

and consumer-centred design. Rather than treating empowerment as a marketing claim, 

organisations must ensure that women retain genuine control over their reproductive data. 

Ultimately, the research argues that successful value creation should be evaluated not only 

through personalisation and efficiency, but also through trust, legitimacy, and justice. 

 

References available on request.  
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Description: This research examines how status consumption and social dominance 

orientation shape consumers’ preferences for trading-down luxury products versus dupes 

under budget constraints. 

EXTENDED ABSTRACT 

Research Question 

As economic uncertainty reshapes luxury consumption, consumers increasingly face 

a strategic decision regarding which aspects of luxury they wish to preserve—brand 

symbolism or functional utility. Rather than abandoning discretionary purchases altogether, 

many consumers engage in downgrade consumption by choosing either trading-down 

luxury products (i.e., authentic entry-level or downsized luxury offerings) or dupes that 

provide similar aesthetics and functionality without the prestige brand. Unlike dupes, 
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trading-down luxury products retain institutionalized brand legitimacy and therefore 

continue to function as symbolic markers of social status. Although prior research has 

examined counterfeit consumption, luxury purchasing, and status signaling, little is known 

about the psychological mechanisms underlying consumers' preferences between these two 

distinct downgrade strategies. We argue that downgrade decisions are driven not only by 

economic constraints but also by consumers' desire to preserve symbolic status and social 

hierarchy. Specifically, this research investigates how status consumption and Social 

Dominance Orientation (SDO) jointly shape preferences for trading-down luxury products 

versus dupes. Furthermore, we examine whether product conspicuousness serves as a 

boundary condition by strengthening or weakening the symbolic value conveyed through 

luxury branding. 

Method and Data 

Two scenario-based experiments were conducted to examine the proposed framework. 

Study 1 recruited 162 participants who evaluated a purchase scenario involving a choice 

between a trading-down luxury handbag and a comparable dupe under budget constraints. 

Participants completed established multi-item measures of status consumption and Social 

Dominance Orientation, and their purchase preference served as the primary dependent 

variable. Building upon these findings, Study 2 recruited 260 participants and employed a 

2 (SDO: High vs. Low) × 2 (Product Conspicuousness: High vs. Low) between-subjects 

experimental design using business briefcases to examine the proposed boundary condition. 

Product conspicuousness was manipulated through the visibility of brand-identifying cues. 

Hypotheses were tested using ANCOVA while controlling for relevant covariates. 

Together, the two studies provide complementary evidence regarding both the 
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psychological mechanisms and boundary conditions underlying consumers' downgrade 

preferences. 

Summary of Findings 

Across both studies, consumers with stronger status consumption tendencies exhibited 

significantly greater preferences for trading-down luxury products over dupes (F(1, 159) = 

67.65, p < .001), supporting the proposition that status motives remain influential even 

under financial constraints. Consistent with our hypotheses, Social Dominance Orientation 

further strengthened consumers' preference for trading-down luxury products (p = .019), 

suggesting that individuals who endorse social hierarchy are more motivated to preserve 

symbolic status despite financial constraints. More importantly, Study 2 demonstrated that 

product conspicuousness represents a critical boundary condition, yielding a significant 

interaction effect (F(1, 255) = 5.43, p = .02). When luxury products displayed highly visible 

brand cues, high-SDO consumers showed a substantially stronger preference for trading-

down luxury products (Mhigh-SDO = 4.93 vs. Mlow-SDO = 3.25). However, this difference largely 

disappeared when conspicuous brand cues were minimized (Mhigh-SDO = 4.09 vs. Mlow-SDO = 

3.81, p = .55). Collectively, these findings demonstrate that downgrade consumption serves 

as a symbolic strategy for preserving social hierarchy rather than merely maximizing 

economic value. 

Statement of Key Contributions 

This research advances the marketing literature by reconceptualizing luxury 

downgrade consumption as a symbolic and ideological decision rather than a purely 

economic response to budget constraints. By distinguishing trading-down luxury products 

from dupes, we demonstrate that consumers evaluate these alternatives according to their 
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ability to preserve legitimate brand symbolism and social hierarchy rather than treating 

them as functionally equivalent budget options. Furthermore, this research extends status 

consumption theory by identifying Social Dominance Orientation as an important 

ideological mechanism underlying downgrade preferences and establishes product 

conspicuousness as a critical boundary condition that determines when symbolic status 

preservation becomes influential. These findings contribute to a deeper understanding of 

how consumers negotiate identity, hierarchy, and status under financial constraints. From 

a managerial perspective, the results suggest that luxury brands should preserve visible 

symbolic cues in entry-level products to maintain their appeal among hierarchy-oriented 

consumers. In contrast, masstige and dupe brands may benefit from emphasizing functional 

value and accessibility when targeting consumers who place less importance on 

hierarchical distinction. Together, these findings provide actionable insights for brand 

managers seeking to compete effectively in an increasingly polarized luxury marketplace. 
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Description: This paper shows that psychological ownership—rather than emotional message 

framing or brand usage—drives brand loyalty in environmental CSR communication, with 

consumers' sustainability orientations as the key underlying mechanism. 

STATEMENT OF KEY CONTRIBUTIONS 

This research advances marketing theory by examining how environmental CSR 

communication translates into brand loyalty through psychological ownership. Across two 

experimental studies, neither emotionally framed CSR messages nor brand usage cues directly 

enhance psychological ownership or brand loyalty; instead, psychological ownership toward 

sustainability initiatives consistently emerges as the key mechanism linking CSR efforts to loyalty 

outcomes, challenging the assumption that emotionally evocative CSR communication alone 

builds durable consumer–brand relationships. The study further extends psychological ownership 

theory into the environmental CSR domain by conceptualizing ownership at the initiative level 

rather than the brand level, clarifying why CSR communication may generate loyalty. 

Beyond academic contributions, the findings offer insights for marketing managers, 

sustainability professionals, and policymakers: they caution against overreliance on emotional 
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CSR messaging or brand usage cues to foster loyalty, indicating instead that CSR initiatives are 

most effective when they resonate with consumers' underlying sustainability beliefs and 

consumption orientations, and that durable support emerges from internalized value alignment 

rather than persuasive framing alone. 

ABSTRACT 

Drawing on psychological ownership theory, two experiments examine how CSR message 

framing and brand usage relate to brand loyalty. Psychological ownership consistently predicts 

loyalty, whereas emotional framing and usage cues show no direct effects, highlighting consumers' 

internalized sustainability connections over surface-level communication tactics. 

INTRODUCTION 

Environmental CSR has become a significant component of contemporary brand 

communication strategies, as firms increasingly invest in visible sustainability initiatives to 

strengthen consumer–brand relationships. An important question remains insufficiently 

understood: how and under what conditions do CSR communications translate into enduring 

consumer loyalty? CSR effectiveness depends not only on what firms do, but also on how these 

actions are communicated. Message framing and emotional appeals influence perceptions of CSR 

sincerity (Du, Bhattacharya, & Sen, 2010), and emotionally framed messages are often assumed 

to foster positive responses; however, emerging evidence questions such surface-level strategies, 

suggesting emotional framing may increase attention without generating deeper psychological 

bonds (Nyilasy, Gangadharbatla, & Paladino, 2014). The present research therefore adopts a 

psychological ownership perspective — a state in which individuals feel a sense of ownership 

toward a target, shown to shape attachment and loyalty (Pierce, Kostova, & Dirks, 2001) — to 
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examine how consumers internalize brands' sustainability initiatives, a role that remains 

underexplored in environmental CSR communication. 

Across two experimental studies, this research examines whether CSR communication 

fosters brand loyalty through psychological ownership. Study 1 investigates the effect of CSR 

message framing, while Study 2 examines brand usage, also considering individual sustainability 

orientations. The findings demonstrate that psychological ownership toward sustainability 

initiatives is a stronger predictor of brand loyalty than message framing or usage cues, highlighting 

individual-level sustainability orientations over tactical communication elements. 

2. THEORETICAL BACKGROUND AND HYPOTHESES 

Environmental CSR Communication and Message Framing 

Environmental CSR communication is a central mechanism through which firms translate 

sustainability initiatives into favorable consumer responses, shaping how consumers interpret 

firms' motives and sincerity (Du, Bhattacharya, & Sen, 2010; Nyilasy et al., 2014), and consumers 

actively evaluate whether initiatives reflect genuine concern or strategic impression management 

(Forehand & Grier, 2003). Message framing theory suggests emotionally framed messages are 

more vivid and engaging than neutral, informational messages, increasing affective processing and 

involvement (Escalas, 2004; Green & Brock, 2000), strengthening attitudes and consumer–brand 

connections (Bagozzi, Gopinath, & Nyer, 1999). Recent CSR research shows that emotionally 

framed environmental messages can enhance perceived sincerity and engagement relative to 

neutral, outcome-focused messages (Peloza, White, & Shang, 2013). However, emotional framing 

alone may not generate durable outcomes unless consumers internalize the underlying values 

(Antonetti & Maklan, 2016), suggesting framing influences responses through deeper 

psychological mechanisms rather than direct persuasion. 
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Psychological Ownership as a Mechanism in Environmental CSR 

Psychological ownership is a cognitive–affective state in which individuals feel a target is 

“theirs,” even absent legal possession, developing through perceived control, intimate knowledge, 

and self-investment (Pierce et al., 2001). Marketing research extends this construct to brands and 

brand-related activities (Peck & Shu, 2009), and ownership is especially likely when stimuli are 

symbolically meaningful and aligned with consumers' values. Environmental CSR initiatives are 

a fertile context for ownership formation because they emphasize collective responsibility and 

shared impact (Van Dyne & Pierce, 2004); when consumers find sustainability initiatives 

personally relevant, they may internalize them as part of their extended self. Here, psychological 

ownership refers specifically to ownership of the sustainability initiative rather than of the brand 

as a whole. Emotionally framed CSR messages are expected to heighten symbolic engagement 

and personal connection, facilitating ownership perceptions. 

H1: Emotionally framed environmental CSR messages lead to higher psychological ownership of 

a brand's sustainability initiatives than neutral CSR messages. 

Psychological Ownership and Brand Loyalty 

Brand loyalty reflects a consumer's enduring commitment to a brand, manifested through 

preference, repeated choice, and resistance to switching (Chaudhuri & Holbrook, 2001). 

Contemporary perspectives increasingly highlight emotional attachment and identity-based 

connections as antecedents of loyalty (Fournier, 1998; Escalas & Bettman, 2005), and 

psychological ownership strengthens these connections by integrating the brand into consumers' 

extended self-concept (Belk, 1988; Kirk, Peck, & Swain, 2018); consumers who feel ownership 

are more likely to protect and remain committed to a brand over time. This may be particularly 
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pronounced in CSR contexts, where sustainability initiatives often resonate with consumers' moral 

identities (Rather, Tehseen, & Parrey, 2018). 

H2: Psychological ownership of a brand's sustainability initiatives positively influences brand 

loyalty. 

Environmental Sustainability Beliefs and Psychological Ownership 

Consumers vary in their environmental sustainability beliefs — convictions about 

ecological balance and human responsibility toward nature (Dunlap, Van Liere, Mertig, & Jones, 

2000) — which shape how they interpret sustainability-related information (White, Habib, & 

Hardisty, 2019). Individuals with strong beliefs are more likely to perceive CSR initiatives as 

personally relevant and morally meaningful, increasing internalization and ownership, whereas 

those with weaker beliefs may view initiatives as peripheral regardless of message execution. 

H3: Environmental sustainability beliefs positively influence psychological ownership of a brand's 

sustainability initiatives. 

Brand Usage and Psychological Ownership 

Consumers' prior relationship with a brand is an important factor in CSR communication 

effectiveness. Existing users possess greater familiarity, which may facilitate ownership by 

increasing perceived closeness (Fournier, 1998), and CSR initiatives may resonate more with 

existing customers than non-users. However, brand usage alone may not generate deeper 

psychological connections: without meaningful engagement or value congruence, usage cues may 

remain superficial (Torelli, Monga, & Kaikati, 2012). Whether brand usage fosters ownership in 

environmental CSR contexts thus remains an open question. 

H4: Brand usage positively influences psychological ownership of a brand's sustainability 

initiatives. 
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3. METHOD 

This research employs a multi-study experimental design to examine how environmental 

CSR communication influences psychological ownership and brand loyalty, using two between-

subjects online experiments conducted in Turkey; experimental methods are appropriate for 

isolating causal effects of communication cues in consumer research (Kline, 2023). Study 1 

examined the effect of CSR message framing (neutral vs. emotionally positive). Participants (N = 

143) were randomly assigned to a framing condition and exposed to a visual CSR communication 

describing a brand's reforestation initiative, with the underlying activity held constant across 

conditions; a manipulation check confirmed correct perception of the framing, and all observations 

were retained. 

Study 2 employed a similar procedure with a separate sample, all exposed to a positively 

framed CSR message describing the same initiative. Brand usage was manipulated by describing 

the brand as one the participant currently uses or does not use, and a manipulation check confirmed 

successful perception of the usage scenario. 

Psychological ownership and brand loyalty were each measured with three-item scales 

(Chaudhuri & Holbrook, 2001); environmental sustainability beliefs used five items from the 

revised New Ecological Paradigm scale (Dunlap et al., 2000), and Study 2 also included a four-

item sustainable consumption orientation scale. All items used seven-point Likert scales and 

demonstrated satisfactory internal consistency; items are available from the authors upon request. 

Hypotheses were tested using structural equation modeling with bootstrap standard errors (5,000 

resamples) (Hayes, 2017), with CSR framing and brand usage coded as binary variables. Model 

fit was evaluated using the chi-square statistic, CFI, TLI, RMSEA, and SRMR (Hu & Bentler, 
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1999); in Study 2, additional models with sustainability beliefs and consumption orientation as 

covariates assessed robustness. 

4. FINDINGS 

4.1 Descriptive Statistics and Correlations 

All multi-item constructs demonstrate satisfactory internal consistency, with Cronbach's 

alpha coefficients exceeding .70. Across both studies, psychological ownership (BO) is positively 

correlated with brand loyalty (BL), providing preliminary support for the theorized association. 

Environmental sustainability beliefs (SB) are also positively related to psychological ownership in 

both studies, and in Study 2 sustainable consumption orientation (SC) is positively associated with 

both psychological ownership and brand loyalty (see Table 1). 

4.2 Study 1 

Manipulation Check and Model Fit. The majority of respondents correctly identified the 

message as neutral or emotionally positive as intended; all observations were retained, and the 

check was reported descriptively. The hypothesized structural model, estimated with bootstrap 

standard errors (5,000 resamples), demonstrated excellent fit, χ²(3) = 2.59, p = .459, CFI = 1.00, 

TLI = 1.01, RMSEA = .00, SRMR = .027 (Table 2, Study 1 column). 

Structural Model Results. CSR message framing did not significantly affect psychological 

ownership (BO ~ CSR framing), whereas environmental sustainability beliefs were positively 

related to it (BO ~ SB); the framing × SB interaction was not significant. Psychological ownership 

was positively associated with brand loyalty (BL ~ BO), and the direct effect of framing on loyalty 

(BL ~ CSR framing) was not significant; conclusions were unchanged when the interaction term 

was dropped or SB modeled solely as a control. 
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Indirect Effects and Summary. Consistent with the nonsignificant effect of framing on 

psychological ownership, the indirect effect of CSR framing on brand loyalty via psychological 

ownership was also nonsignificant, so ownership did not mediate this relationship in Study 1. 

Overall, Study 1 highlights the central role of psychological ownership in shaping brand loyalty 

and the importance of individual-level sustainability beliefs, while neither a direct nor indirect 

effect of CSR message framing emerged. 

4.3 Study 2 

Manipulation Check and Model Results. Participants assigned to the brand usage 

condition were more likely to indicate they had used the brand than those in the non-usage 

condition, confirming successful manipulation. A mediation model examined whether brand usage 

influences brand loyalty through psychological ownership; because the model was just-identified, 

interpretation focuses on the Study 2 column of Table 2. Brand usage did not significantly affect 

psychological ownership (BO ~ Brand usage); consistent with Study 1, psychological ownership 

was positively associated with brand loyalty (BL ~ BO), while the direct effect of brand usage on 

loyalty (BL ~ Brand usage) was not significant. 

Indirect Effects and Robustness. The indirect effect of brand usage on brand loyalty via 

psychological ownership was not significant, so ownership did not mediate this relationship. 

Controlling for environmental sustainability beliefs and sustainable consumption orientation 

(Table 2, robustness column) left brand usage unrelated to psychological ownership, while 

ownership remained strongly associated with loyalty; sustainable consumption orientation was 

positively associated with both, and sustainability beliefs were positively related to ownership. 

The substantive pattern of results was unchanged. 
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Summary of Study 2 Findings. Study 2 reinforces the central role of psychological 

ownership in shaping brand loyalty and indicates that brand usage cues do not directly translate 

into ownership or loyalty. Together with Study 1, these findings emphasize consumers' 

internalized psychological connections over surface-level message or usage cues. 

5. DISCUSSION 

Theoretical Contributions. This research contributes in several ways. It refines CSR 

communication theory by showing that emotionally framed CSR messages and brand usage cues 

alone are insufficient to foster psychological ownership or brand loyalty, nuancing prevailing 

assumptions about the persuasive power of CSR tactics (Du et al., 2010; Nyilasy et al., 2014). It 

also extends psychological ownership theory into the environmental CSR domain, an area with 

limited empirical attention; across two studies, ownership consistently emerged as a strong 

predictor of loyalty, underscoring its role as the key mechanism through which consumers 

internalize sustainability efforts (Pierce et al., 2001; Peck & Shu, 2009; Kirk et al., 2018). Finally, 

sustainability orientations explained psychological ownership more strongly than message framing 

or usage cues, shifting attention from communication tactics to value alignment and advancing a 

more consumer-centered view of CSR effectiveness. 

Managerial Implications. Psychological ownership emerged as a robust predictor of brand 

loyalty, whereas emotionally framed CSR messages and brand usage cues did not reliably enhance 

ownership, suggesting CSR effectiveness depends less on how initiatives are communicated and 

more on whether they resonate with consumers' values (Becker-Olsen, Cudmore, & Hill, 2006). 

Managers should be cautious about relying solely on emotional CSR messaging — such messages 

may raise awareness but appear insufficient for fostering ownership — and should instead design 

engagement-oriented programs and target consumers with strong sustainability beliefs and 
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consumption orientations. Brand usage alone does not deepen CSR engagement; loyalty emerges 

when initiatives become personally meaningful rather than merely communicated. 

Limitations and Future Research. The studies focused on a single environmental initiative 

(reforestation); future work could examine other domains, such as circular economy practices or 

carbon neutrality, and explore additional mechanisms such as moral identity or perceived sincerity. 

Future research could also incorporate behavioral or longitudinal data rather than self-reported 

loyalty measures, experimentally activate sustainability orientations, or examine cultural contexts 

that shape their influence. The sample size, while sufficient for medium-sized effects, may have 

limited power for smaller interaction effects; larger samples could further examine boundary 

conditions under which CSR framing or usage cues exert stronger effects. 

TABLES 

Table 1  Descriptive Statistics and Correlations (Study 1 and Study 2) 

Variable Mean SD 1 2 3 4 
Panel A: Study 1 
(1) BO 3.79 0.92 1.000 0.626 0.428 – 
(2) BL 3.58 0.87 0.626 1.000 0.337 – 
(3) SB 4.33 0.71 0.428 0.337 1.000 – 
Panel B: Study 2 
(1) BO 3.64 1.06 1.000 0.677 0.485 0.616 
(2) BL 3.61 0.92 0.677 1.000 0.476 0.617 
(3) SB 4.28 0.82 0.485 0.476 1.000 0.481 
(4) SC 3.94 0.89 0.616 0.617 0.481 1.000 

Notes. BO = Psychological ownership; BL = Brand loyalty; SB = Environmental sustainability 

beliefs; SC = Sustainable consumption orientation. Cronbach's alpha coefficients exceed .70 for 

all constructs. 

Table 2  Structural Model Results Across Studies 

Path Study 1 Study 2 
Study 2 (Robustness: 

+SB +SC) 
BO ~ CSR framing -0.04 (0.141)   
BO ~ SB 0.553 (0.107)***   
BO ~ CSR framing × SB -0.047 (0.219)   
BL ~ BO 0.592 (0.066)*** 0.59 (0.049)*** 0.388 (0.062)*** 
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BO ~ Brand usage  0.039 (0.15) 0.107 (0.116) 

BL ~ Brand usage  -0.16 (0.098) -0.12 (0.09) 

BO ~ SB   0.319 (0.084)*** 

BO ~ SC   0.594 (0.077)*** 

BL ~ SB   0.14 (0.073) 

BL ~ SC   0.288 (0.081)*** 

Notes. BO = Psychological ownership; BL = Brand loyalty; SB = Environmental sustainability 

beliefs; SC = Sustainable consumption orientation. Unstandardized coefficients are reported 

with standard errors in parentheses. ***, **, and * denote significance at the 1%, 5%, and 10% 

levels, respectively. 
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Description: This research examines how residential mobility influences new product 

adoption through the cognitive mechanism of holistic thinking, and identifies critical 

boundary conditions related to product innovativeness and mobility autonomy. 

EXTENDED ABSTRACT 

Research Question 

Residential mobility—the frequency of changing one's primary residence—has become 

a defining characteristic of modern global society, yet its influence on consumer 

innovation adoption remains theoretically contested. While some perspectives suggest 
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that the anxiety accompanying relocation drives consumers toward familiarity-seeking, 

others propose that navigating geographic transitions fosters a change-seeking mindset. 

This research addresses the fundamental question: Does residential mobility increase 

or decrease new product adoption, and through what mechanisms? We propose that the 

social restructuring inherent in residential mobility cultivates holistic thinking—an 

orientation toward context and relationships—which facilitates analogical reasoning 

that enables consumers to comprehend and embrace new products. However, we 

contend this effect is not uniform across all innovations or circumstances. Specifically, 

we investigate whether the mobility-adoption link is bounded by two critical factors: 

product innovativeness (incremental versus radical) and mobility autonomy (active 

versus passive). By integrating socio-ecological psychology with innovation diffusion 

theory, this research aims to resolve the theoretical tension in the literature and provide 

a nuanced understanding of when and why geographic flux shapes consumer receptivity 

to novelty. 

Method And Data 

This research employs a multi-method approach comprising one archival data analysis 

and three experimental studies. Study 1 utilizes secondary data from Sina Weibo during 

the launch of Xiaomi SU7, a radical electric vehicle innovation, collecting 14,731 

original posts. After rigorous filtering (excluding reposts, duplicates, and verified 

corporate accounts), the final sample comprised 1,246 users (143 mobile, 1,103 stable), 

with residential mobility operationalized through IP location changes over 365 days. 

New product attitude was measured using SnowNLP sentiment analysis. Study 2 
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(N=120) employs an experimental design examining the mediating role of holistic 

thinking using the Analysis-Holism Scale (AHS) and purchase intention measures for 

a smart thermos innovation. Study 3 (N=110) utilizes a mixed-design experiment with 

a within-subjects product type manipulation (incremental vs. radical washing machine 

innovations) to test moderation. Study 4 (N=240) employs a 2 (Mobility: Mobile vs. 

Stable) × 2 (Autonomy: Active vs. Passive) between-subjects scenario-based 

experimental design to establish causality and examine autonomy as a boundary 

condition. All experimental studies recruit participants through Credamo, a professional 

data platform. 

Summary of Findings 

Across four studies, we find convergent evidence that residential mobility positively 

influences new product adoption. Study 1 demonstrates that mobile consumers 

exhibited significantly more positive sentiment toward the Xiaomi SU7 electric vehicle 

(M=.75) compared to stable consumers (M=.67; t(1244)=2.63, p<.01), establishing 

ecological validity. Study 2 confirms that residential mobility predicts purchase 

intention (β=.43, p<.001), with holistic thinking partially mediating this relationship 

(Indirect Effect=.041, 95% CI:[.008,.091]). Study 3 reveals that this mediation is 

contingent upon product innovativeness: the indirect effect is significant for 

incremental innovations (Indirect Effect=.30, 95% CI:[.129,.506]) but nonsignificant 

for radical innovations (Indirect Effect=-.08, 95% CI:[-.347,.199]). Study 4 establishes 

that mobility autonomy critically moderates the pathway; the indirect effect is 

significant only for active mobility (Indirect Effect=.13, 95% CI:[.031,.287]) and 
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dissipates for passive mobility (Indirect Effect=-.04, 95% CI:[-.154,.062]). These 

findings collectively demonstrate that residential mobility fosters holistic thinking, 

which facilitates incremental innovation adoption, yet this advantage is circumscribed 

by product radicalness and depends fundamentally on relocation voluntariness. 

Statement of Key Contributions 

This research offers three primary contributions to marketing scholarship and practice. 

First, we reconcile conflicting literature on residential mobility and consumer 

preference by identifying holistic thinking as the cognitive mechanism that resolves the 

theoretical tension between stability-seeking and novelty-seeking perspectives. We 

demonstrate that social restructuring inherent in mobility fosters a holistic mindset that 

facilitates new product comprehension through analogical transfer—a mechanism 

previously unexplored in this context. Second, we contribute to innovation adoption 

literature by delineating critical boundary conditions: the mobility-adoption link holds 

for incremental innovations where continuity with existing categories enables relational 

processing, yet breaks down for radical innovations where analogical transfer is 

obstructed. This refinement enhances the predictive precision of socio-ecological 

models in innovation diffusion. Third, we integrate mobility autonomy into the socio-

ecological framework, demonstrating that voluntariness fundamentally alters 

downstream cognitive effects, thereby incorporating control theory into consumer 

behavior research. For practitioners, residential mobility (detectable through address 

changes or IP geolocation) offers a scalable segmentation variable for identifying early 

adopters of incremental innovations in consumer electronics and automotive sectors. 
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For policymakers, understanding that forced mobility stifles cognitive flexibility 

underscores the importance of supporting autonomy during relocation to maintain 

economic dynamism. 
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Description: This study develops and tests an interactional competence perspective to explain 

consumer engagement with AI hosts across different livestream commerce configurations. 

EXTENDED ABSTRACT 

Research Question 

Artificial intelligence (AI) is rapidly transforming livestream commerce (LSC), enabling AI-

powered hosts to undertake many of the communication, recommendation, and persuasion 

functions traditionally performed by human streamers (Chang et al., 2025; Xu et al., 2025). As 

organisations increasingly adopt AI hosts to improve scalability, operational efficiency, and 

customer engagement, understanding how consumers respond to different forms of AI-

mediated interaction has become an increasingly important marketing research priority (Ki et 

al., 2024; Gong & Sun, 2026). Existing literature has primarily adopted two perspectives. The 

first compares AI and human streamers, producing inconsistent findings regarding their relative 

effectiveness in influencing consumer engagement and purchase behaviour (Gao et al., 2025; 
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Yuan et al., 2025). The second focuses on anthropomorphism, suggesting that human-like 

appearance and behaviour enhance trust, social presence, emotional connection, and purchase 

intentions (Kim & Park, 2024; Sun & Tang, 2024; Barari et al., 2025). However, emerging 

evidence indicates that anthropomorphic realism alone cannot consistently explain consumer 

responses, particularly when AI behaviour fails to satisfy the expectations created by highly 

human-like appearances, resulting in reduced trust and engagement (Hu & Ma, 2023; Xie & 

Desouza, 2025). 

More recent research argues that consumers increasingly evaluate AI hosts according to the 

quality of interaction they provide, including responsiveness, adaptability, conversational 

consistency, and credibility rather than appearance alone (Khoi & Le, 2024; Liu et al., 2025; 

Qin & Liu, 2025; Moghddam et al., 2025). Despite these developments, two important 

theoretical gaps remain. First, existing studies generally conceptualise AI hosts as a 

homogeneous category despite substantial variation in their levels of human involvement and 

virtual representation. Second, limited theoretical attention has been devoted to explaining how 

multiple interactional attributes jointly shape consumer engagement across different AI-host 

configurations. Drawing on the Stimulus–Organism–Response (SOR) framework (Mehrabian 

& Russell, 1974), this study advances interactional competence as a unifying theoretical 

perspective, conceptualising it as an AI host's ability to respond effectively, adapt dynamically, 

establish credibility, and sustain meaningful real-time interactions that foster consumer 

engagement. Accordingly, this research examines AI-augmented, AI-humanistic, and AI-

animated hosts and addresses three research questions: (RQ1) How do interactivity, 

homogeneity, reputation, and anthropomorphism influence cognitive absorption and retention 

intention? (RQ2) Does cognitive absorption mediate these relationships? (RQ3) How do these 

relationships differ across AI-host configurations? By addressing these questions, the study 

extends research on AI-enabled marketing, livestream commerce, and technology-mediated 
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consumer behaviour beyond the dominant anthropomorphism perspective (Liu et al., 2025; Xu 

et al., 2025; Moghddam & Mortimer, 2026). 

Method and Data  

This study employed a scenario-based comparative research design to investigate consumer 

engagement across three distinct AI-host configurations. Scenario-based methods are 

increasingly recommended in AI-enabled commerce research because they balance 

experimental control with ecological validity while allowing researchers to examine realistic 

consumer decision-making contexts (Aguinis & Bradley, 2014; Hughes & Huby, 2004). 

Participants were first classified according to the AI-host format with which they possessed the 

greatest prior livestream shopping experience, ensuring that respondents evaluated familiar 

interaction environments rather than hypothetical situations. Three carefully developed 

shopping scenarios represented AI-augmented hosts (human livestreamers supported by AI 

technologies), AI-humanistic hosts (highly human-like virtual presenters), and AI-animated 

hosts (stylised virtual characters). 

Survey data were collected from Chinese consumers with previous livestream shopping 

experience, reflecting China’s position as the world's largest and most mature livestream 

commerce market. After data cleaning and screening for completeness and response quality, 

906 valid questionnaires were retained for analysis and allocated across the three AI-host 

configurations. All constructs were measured using previously validated multi-item scales, 

including interactivity (Joo & Yang, 2023), anthropomorphism (Kim & Park, 2024), 

homogeneity and reputation (Ladhari et al., 2020), cognitive absorption (Agarwal & 

Karahanna, 2000), and retention intention (Moghddam & Mortimer, 2026). Partial Least 

Squares Structural Equation Modelling (PLS-SEM) was employed to estimate the conceptual 

model because of its suitability for prediction-oriented research and complex theoretical 
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models involving multiple latent constructs (Hair et al., 2021; Sarstedt et al., 2022). Separate 

structural models were estimated for each AI-host configuration, followed by exploratory 

multi-group analyses to compare the relative importance of interactional competence 

dimensions across AI-host types and identify configuration-specific engagement mechanisms. 

Summary of Findings  

The findings demonstrate that interactional competence provides a substantially stronger 

explanation of consumer engagement than anthropomorphic appearance across all AI-host 

configurations. Interactivity consistently emerged as the strongest predictor of both cognitive 

absorption and retention intention, indicating that consumers place greater value on AI hosts 

capable of providing responsive, adaptive, and meaningful real-time interactions than on 

visually human-like designs. These findings reinforce recent research highlighting the central 

role of interactive experiences in creating engaging livestream commerce environments (Khoi 

& Le, 2024; Liu et al., 2025; Yu et al., 2025). Reputation also exerted consistently positive 

effects on consumer engagement, particularly within AI-humanistic environments, where 

perceptions of credibility became increasingly important as AI hosts more closely resembled 

human presenters (Qin & Liu, 2025). 

In contrast, anthropomorphism produced relatively weak and inconsistent effects across the 

three configurations and failed to significantly influence consumers’ retention intentions. These 

results challenge the dominant assumption that increasing human likeness necessarily enhances 

AI effectiveness, suggesting instead that consumers evaluate AI hosts primarily according to 

the quality of their interactions rather than their visual realism (Barari et al., 2025; Sun & Tang, 

2024). Homogeneity demonstrated configuration-specific effects, positively influencing 

engagement within AI-augmented and AI-animated environments while remaining 

insignificant among AI-humanistic hosts. Cognitive absorption consistently predicted retention 

2026 AMA Summer Academic Conference

88



intention, supporting prior engagement research (Balakrishnan & Dwivedi, 2021; Moghddam 

et al., 2025), although its mediating effects varied across configurations. Overall, the findings 

support a configurational understanding of AI-host effectiveness, demonstrating that different 

AI-host types operate through distinct engagement mechanisms rather than representing a 

single homogeneous technological category. 

Statement of Key Contributions  

This research makes several important theoretical and practical contributions to the growing 

literature on AI-enabled commerce and livestream marketing. First, it challenges the prevailing 

emphasis on anthropomorphism by demonstrating that interactional competence provides a 

more comprehensive and robust explanation of consumer engagement than human-like 

appearance alone. Rather than evaluating AI hosts primarily according to visual realism, 

consumers appear to prioritise responsiveness, adaptability, credibility, and meaningful 

interaction quality, thereby extending emerging research on AI-enabled engagement and virtual 

streamers (Xu et al., 2025; Liu et al., 2025). 

Second, the study introduces interactional competence as an overarching theoretical 

perspective that integrates previously fragmented constructs—including interactivity, 

anthropomorphism, reputation, and homogeneity—within the Stimulus–Organism–Response 

framework (Mehrabian & Russell, 1974). This integrated perspective provides a stronger 

theoretical explanation of consumer engagement and extends recent developments in 

livestream commerce and AI marketing research (Ki et al., 2024; Moghddam & Mortimer, 

2026). Third, the research develops and empirically validates a novel typology comprising AI-

augmented, AI-humanistic, and AI-animated hosts. By moving beyond the dominant binary 

comparison between AI and human streamers, this configurational perspective provides a more 

nuanced understanding of how different AI-host designs influence consumer responses (Gao et 
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al., 2025; Yuan et al., 2025). Finally, the findings provide actionable managerial implications 

by demonstrating that organisations should prioritise investments in interaction quality, 

responsiveness, and credibility rather than increasingly sophisticated anthropomorphic design. 

As AI becomes more deeply embedded within customer-facing environments, these findings 

offer evidence-based guidance for designing AI hosts capable of maximising consumer 

engagement, fostering long-term retention, and creating sustainable competitive advantage 

(Moghddam & Mortimer, 2026). 

 References are available upon request. 
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This research demonstrates that service robot can increase consumers’ intertemporal choice

by future temporal focus.

EXTENDED ABSTRACT

Previous studies have investigated the consumers’ acceptance of service robots and their

interaction experiences, but interactions with service robots influence subsequent decisions that

are unrelated to the robots (i.e., spillover effects), such as intertemporal choice, remains largely
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unknown. To address this gap, we conducted one pilot study and five studies to examine the

relationship between service robot and intertemporal choice. Our findings indicate that service

robot can increase consumers’ intertemporal choice, with future temporal focus mediating this

effect. Furthermore, this effect emerges only under a gain-framed condition, but not a

loss-framed condition. These findings enrich the service robot literature and advance

understanding of how different AI automated agents shape intertemporal choice while providing

valuable insights for marketers.

RESEARCH QUESTION

Service robots are increasingly being adopted across a wide range of service settings,

including restaurants, hotels, retail stores, and healthcare environments. Existing research has

primarily focused on consumers’ acceptance of service robots, the factors influencing

human–robot interactions, and the consequences of these interactions for customer experiences

and service outcomes. While prior studies have demonstrated that service robots can influence

consumers’ perceptions, emotions, and behaviors during service encounters, relatively little is

known about whether interactions with service robots generate spillover effects on subsequent

decisions that are unrelated to the service encounter itself. This research examines whether

service robots influence intertemporal choice, defined as decisions involving trade-offs between

immediate and delayed outcomes. Specifically, we investigate whether interacting with a service

robot, compared with a human service provider, increases consumers’ preference for larger

delayed rewards. Furthermore, we propose that future temporal focus serves as the underlying

2026 AMA Summer Academic Conference

92



psychological mechanism and examine whether decision framing (gain versus loss) moderates

this effect. By addressing these questions, this research seeks to advance understanding of how

service robots shape consumer decision making beyond the immediate service context.

METHOD AND DATA

A pretest examined the cognitive association between service robots and the future. Study 1

comprised four sub-studies. Study 1a demonstrated that, compared with a human server, a

service robot increased individuals’ preference for larger but delayed rewards. Study 1b

replicated this effect using a product-based rather than monetary intertemporal choice task. Study

1c employed the titration procedure as an alternative measure of intertemporal choice. Study 1d

used video-based stimuli and an incentive-compatible behavioral experiment involving real

rewards. Study 2 tested the mediating role of future temporal focus. Finally, Study 3 employed a

different robot image and examined the moderating role of decision framing.

SUMMARY OF FINDINGS

Across one pretest and six studies, we demonstrate that service robots increase consumers’

patience in intertemporal choice. This effect is driven by enhanced future temporal focus. We

further ruled out risk perception, trust, and perceived rationality as alternative explanations.

Furthermore, decision framing moderates this process, such that the effect occurs under

gain-framing conditions but not under loss-framing conditions.
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KEY CONTRIBUTIONS

First, by examining consumers’ downstream spillover behaviors following exposure to

service robots, this research further advances the service robot literature. In doing so, we extend

spillover effects from specific post-interaction behaviors to more fundamental, time-related

decision orientations, offering a new perspective on how service robots shape consumer decision

making. Second, this research contributes to the literature on AI automated agents. Whereas prior

work shows that AI agents such as chatbots can increase consumers’ preference for immediacy,

we identify an embodied AI agent—service robots—that reduces preferences for immediate

outcomes. Building on the distinction that AI agents differ in their mode of presence and

operating environments (Gelbrich et al., 2025), we argue that embodiment makes social

categorization cues more diagnostic, leading consumers to classify service robots as outgroup

members, thereby increasing psychological distance, heightening future temporal focus, and

ultimately enhancing patience for delayed options. In contrast, chatbots rely on disembodied,

symbolic online interactions, which weakens social categorization and promotes tool-like,

efficiency-oriented construals that favor rapid processing (Li et al., 2025). Together, these

findings discuss seemingly divergent effects and clarify when and why different AI automated

agents shape intertemporal choice in opposite directions. Finally, this research also contributes to

understanding how decision framing influences intertemporal choice.
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EXTENDED ABSTRACT 

 

 

Research Question  

 

The United Nations 2030 resolution states that global warming and climate action should be top 

priorities since Arctic Sea ice is receding, and extreme weather events are intensifying due to 

human activities (General Assembly, 2015). As global warming interferes with ecosystems, 

societies, and economies worldwide, luxury retailers face mounting pressure from shoppers to 

embrace sustainability and accept greater social responsibilities beyond profit-seeking (e.g., 

Chandy et al., 2021; Hennigs et al., 2013). In this sense, sustainability focuses on three pillars: 

environmental integrity, social equity, and economic prosperity (Elliott, 2005). However, some 

aspects of luxury selling and distribution are still incompatible with these pillars.  

Therefore, we investigate the following research questions:  

1. How do beliefs about the effects of global warming and organic fashion motivations shape 

hedonic and functional luxury values? 

2.  In what ways do hedonic and functional luxury values influence consumer adoption of 

new luxury practices on digital platforms such as shopping from flash sales, online luxury 

rentals, and secondhand websites? 

By addressing these issues, we aim to contribute to the broader field of luxury retailing, which is 

concerned with the pursuit of exclusive apparel–clothing, leather goods, jewelry, and accessories–

from esteemed fashion designers and stores. 

Method and Data 

An online survey was developed by adapting items from fashion and retail management literature. 

The independent variables were measured along a seven-point Likert scale (strong-disagree-

strongly agree). New Luxury Practices, however, were measured with single-item indicators on 
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five-point scales (never–always). Respondents reported how often they shopped for luxury fashion 

products from rental websites (e.g., BagBorrowSteal), consignment or secondhand websites (e.g., 

FashionPhile), and online flash sales (e.g., Gilt.com). 

Fashion consumers (n = 410) were recruited through an online panel from SurveyMonkey audience 

in the US. We sent respondents an email invitation, and they answered pre-screening questions 

about their fashion purchases, income, and perceptions of luxury. The screening criteria stipulated 

that they must have purchased at least one fashion product per month and earned more than USD 

75,000 annually. The researchers included a reverse-coded statement to perform an additional 

layer of screening and improve the validity of the dataset: “I am not interested in luxury goods” 

(Wiedmann et al., 2009). This statement allowed us to recruit higher-income fashion consumers 

with a stronger appreciation for luxury. If respondents answered “3” or greater on a seven-point 

Likert scale (strongly disagree–strongly agree), they were screened out and not allowed to 

complete the online survey.  

Summary of Findings  

An SEM path analysis was carried out to test the hypotheses. The regression results supported H1, 

meaning that beliefs about the effects of global warming were positively related to hedonic luxury 

values (β = .16**). Moreover, the results supported H2, showing that beliefs about the effects of 

global warming were positively related to functional luxury values (β =.16**). H3 was also 

supported, as organic fashion motivations were positively associated with hedonic luxury values 

(β = .15**), while H4 was supported in the negative direction, indicating a significant inverse 

relationship between organic fashion motivations and functional values (β = −.14**). Regarding 

the influence of intrinsic luxury values on new luxury practices, hedonic values were positively 

related to shopping via flash sales (H5a: β = .27***), rental websites (H5b: β = .18***), and 
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secondhand websites (H5c: β = .23***), supporting H5 in full. On the other hand, functional values 

showed mixed effects. While there was no significant relationship with shopping from online flash 

sales (H6a: β = –.07, n.s.), functional values were negatively related to the frequency of shopping 

through rental websites (H6b: β = −.27***) and secondhand websites (H6c: β = −.26***), supporting 

H6b and H6c. 

Key Contributions  

While social scientists have analyzed relationships between the effects of global warming, 

capitalism, and consumer aspirations (e.g., Dietz et al., 2020; Thøgersen, 2021), there is a lack of 

substantiative evidence for the impacts of global warming (GW) beliefs on luxury consumption. 

This study addressed this gap by examining how GW beliefs underscore intrinsic luxury values 

and new luxury practices. We found a significant association between global warming beliefs and 

functional luxury values which reinforce the notion that environmental issues can create an 

attractive state for product excellence. Functional luxury values are significantly and negatively 

associated with most new luxury practices except for online flash sales, which may reflect 

consumer skepticism towards preloved luxury goods. This finding suggests that global warming 

beliefs seem to increase hedonic luxury values. The results for organic fashion motivations tell a 

slightly different story, indicating a positive relationship with hedonic luxury values and negative 

relationship with functional luxury values.  

The managerial implication is that luxury brands can cultivate emotional experiences that signal a 

deep appreciation for sustainable materials and escapism from throwaway culture. For example, 

Prada produced a relevant streaming film for its Re-Nylon campaign that triggers hedonic values 

through the sights and sounds of upcycling.  

“References are available upon request.” 
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Description: This research demonstrates that irregular exercise increases consumers’ post-

exercise indulgent consumption by heightening perceived deservedness, an effect that is 

attenuated when consumers have specific exercise goals. 
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EXTENDED ABSTRACT 

Research Question 

Consumers often struggle to maintain regular exercise routines because of work demands, 

fragmented schedules, and competing responsibilities. As a result, exercise frequently occurs in 

irregular and episodic patterns. Although exercise is generally viewed as a health-promoting 

behavior, prior research has shown that it does not always lead to healthier subsequent 

consumption and may, under certain conditions, increase indulgent eating. However, existing 

research has largely focused on whether, how much, or how intensely consumers exercise, while 

paying limited attention to the temporal structure of exercise. 

This research examines whether irregular exercise, compared with regular exercise, 

increases consumers’ post-exercise indulgent consumption. It further investigates the 

psychological mechanism underlying this effect by asking whether irregular exercise is more 

likely to be perceived as an extra and completed positive investment, thereby increasing 

consumers’ perceived deservedness and licensing subsequent indulgence. Finally, this research 

examines goal specificity as a boundary condition, proposing that clear and specific exercise 

goals embed individual exercise episodes within an ongoing goal-pursuit process and therefore 

weaken the indulgent consequences of irregular exercise. 

 

Method and Data 
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We conducted one pretest and five studies to examine the effect of exercise regularity on 

post-exercise indulgent consumption. The pretest (N = 70) identified food items that were 

perceived as indulgent. Study 1 (N = 198) employed a correlational design and measured 

participants’ actual exercise schedule regularity and subsequent indulgent consumption 

intentions. Studies 2a and 2b (N = 300 each) used preregistered between-subjects experiments to 

manipulate exercise regularity through external situational constraints and personal exercise 

preferences, respectively, thereby establishing the robustness and causal validity of the effect. 

Study 3 (N = 300) tested perceived deservedness as the underlying psychological 

mechanism and examined perceived effort as an alternative explanation using parallel mediation 

analysis. Study 4 (N = 340) employed a 2 (exercise regularity: regular vs. irregular) × 2 (goal 

specificity: high vs. low) between-subjects design to test the proposed boundary condition and 

moderated mediation process. Across the five studies (N = 1438), participants were recruited 

through Credamo, and the data were analyzed using regression, analysis of variance, and 

PROCESS mediation and moderated mediation models. 

 

Summary of Findings 

Across five studies, the results consistently demonstrate that irregular exercise increases 

consumers’ post-exercise indulgent consumption compared with regular exercise. This effect 

emerged both when exercise patterns reflected consumers’ actual schedules and when exercise 
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regularity was experimentally manipulated through external constraints or personal preferences. 

Thus, the effect is not limited to a particular source of exercise irregularity. 

The findings further reveal that perceived deservedness explains this effect. Consumers are 

more likely to construe irregular exercise as an extra, discrete, and completed positive 

investment rather than as part of an ongoing routine. This interpretation heightens the belief that 

they deserve a reward, which subsequently increases their willingness to engage in indulgent 

consumption. In contrast, perceived effort did not account for the effect, suggesting that 

indulgence is driven by psychological entitlement rather than physical exertion. 

Finally, goal specificity moderates the effect. When exercise goals are vague, irregular 

exercise significantly increases perceived deservedness and indulgent consumption. However, 

when consumers have clear and specific exercise goals, the difference between irregular and 

regular exercise is attenuated because each exercise episode is viewed as part of an ongoing 

goal-pursuit process. 

 

Key Contributions 

This research makes three key contributions. First, it extends the literature on exercise and 

consumption by shifting attention from conventional dimensions such as exercise frequency, 

duration, and intensity to the temporal structure of exercise. By identifying irregular exercise as a 
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prevalent but overlooked behavioral pattern, the research shows that even health-promoting 

behavior can generate unintended indulgent consumption consequences when it occurs 

episodically. 

Second, this research advances moral licensing theory by demonstrating that the licensing 

effect of exercise depends on how the behavior is psychologically construed. Irregular exercise is 

more likely to be perceived as an extra, discrete, and completed positive investment, which 

heightens perceived deservedness and relaxes subsequent self-restraint. This mechanism differs 

from explanations based on physical effort or resource depletion. 

Third, the research identifies goal specificity as an important boundary condition. Specific 

goals embed individual exercise episodes within an ongoing goal-pursuit process, thereby 

reducing perceived completion and weakening deservedness-based licensing. Practically, these 

findings suggest that fitness platforms, policymakers, and consumers can reduce post-exercise 

indulgence by using concrete short-term goals, progress tracking, and process-oriented feedback 

to frame irregular workouts as part of a continuous journey. 
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Description: This research aims to investigate whether the effects of streamer 

communication styles (task-oriented vs. social-oriented) on consumer purchase 

intention vary depending on streamer gender and product type, and identify the 

underlying mechanisms from a perceived value perspective. 
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EXTENDED ABSTRACT 

Research Question 

In the livestreaming e-commerce, streamers serve as a critical bridge connecting 

consumers and products, playing a pivotal role in facilitating product sales and shaping 

consumer purchase decisions. Given that streamers primarily rely on verbal 

communication to present products and persuade consumers, the communication style 

they adopt becomes a crucial factor influencing sales outcomes. This work addresses 

the following research questions: 

RQ1: Do communication styles, streamer gender, and product type jointly produce 

matching effects that shape consumer purchase intention? 

RQ2: What are the value-based psychological mechanisms through which 

streamers’ communication styles influence consumer purchase intention? 

Method and Data 

This paper relied on three experiments to empirically validate the research framework. 

Study 1 (N=310) focused on streamer gender as a boundary condition, exploring its 

interactive effect with communication styles on purchase intention. Study 2 (N=316) 

shifted the focus to product characteristics, investigating how product type shapes the 

effectiveness of different communication styles. Study 3 (N=450) unpacked the 

underlying mechanisms by testing utilitarian and hedonic value as mediators, while also 

examining whether streamer gender and product type moderate these indirect pathways. 
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Summary of Findings 

The findings demonstrate that task-oriented communication exerts a stronger influence 

on consumer purchase intention when delivered by male streamers and when promoting 

search products, whereas social-oriented communication is more effective when 

delivered by female streamers and when promoting experience products. Furthermore, 

the results reveal distinct mediating pathways: task-oriented communication primarily 

influences consumer purchase intention through utilitarian value, while social-oriented 

communication mainly operates through hedonic value. These findings contribute to 

the livestreaming e-commerce literature by revealing the matching effects between 

communication styles, streamer gender, and product type, and by identifying the value-

based mechanisms underlying the persuasion process. 

Key Contributions 

First, it develops a gender-contingent perspective to explain when streamers’ 

communication styles are most effective in stimulating consumers’ purchase intention. 

By theorizing streamer gender as a pivotal boundary condition, this study clarifies the 

conditions under which task-oriented versus social-oriented communication can better 

activate consumers’ motivational responses, thereby enriching the conceptualization of 

communication effectiveness in livestreaming e-commerce. Second, this study 

explicates the underlying psychological mechanism through which streamers’ 

communication styles shape consumers’ purchase intention. By identifying distinct 

mediating pathways, it demonstrates that different communication styles exert their 
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effects through differentiated motivational processes rather than a single uniform route. 

This mechanism-based explanation deepens theoretical understanding of how 

livestreaming communication translates into consumers’ purchase intention. 
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Description: This paper examines how price framing shapes consumers’ responses to ethical 

disclosures about AI products by activating different psychological mechanisms that influence 

purchase intentions. 

ABSTRACT 

We propose that low prices license consumption of unethical AI products, whereas high prices 

increase ethical scrutiny. A 2×2 experiment showed that ethical concerns had little effect on 

purchase intent at low prices but substantially reduced intent at high prices. These findings 

extend theories of moral licensing and regulatory focus.  

INTRODUCTION 

Artificial intelligence (AI) has become a popular add-on feature for consumer products, 

offering superior efficiency, personalization, and convenience compared to non-AI alternatives 

(Huang and Rust 2021). However, these technological improvements are accompanied by hidden 
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costs. Beneath the surface, AI development often involves exploitative labor practices for data 

labeling, significant energy and water use for model training, and extensive surveillance of 

personal data for algorithmic refinement (Morley et al. 2021).  

Existing marketing literature indicates that such violations of corporate social 

responsibility can negatively impact consumers’ purchase intent (Kitzmueller and Shimshack 

2012; Sudbury-Riley and Kohlbacher 2016). However, a clear attitude-behavior gap persists in 

this domain: consumers often report high levels of ethical concern yet continue to patronize firms 

with questionable records (Carrington, Neville, and Whitwell 2010; White, Habib, and Hardisty 

2019). Prior research has primarily attributed this gap to individual-level traits such as green 

consumption values (Haws, Winterich, and Naylor 2014), as well as product-level considerations 

such as category relevance (Luchs et al. 2010). What this literature has largely overlooked, 

however, is the role of pricing strategy as a contextual cue that shapes how consumers evaluate 

ethical implications.  

We argue that a product’s price tag serves not merely as an economic indicator but as a 

“moral switch” that can activate or suppress ethical scrutiny. Integrating Regulatory Focus 

Theory, Motivated Reasoning, and Moral Licensing, we propose that low prices dampen the 

negative influence of ethical concerns on purchase intent, while high prices amplify their impact. 

THEORETICAL BACKGROUND 

Regulatory Focus Theory 

Regulatory Focus Theory (Higgins 1997) posits that consumers approach decisions in 

one of two motivational states: the “Promotion Focus” or the “Prevention Focus.” When 

consumers encounter a product priced below the market reference point, they adopt a 
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promotion-focused mindset (Crowe and Higgins 1997) oriented toward the maximization of 

“hits” (positive outcomes). In this state, consumers become eager to secure the deal and therefore 

emphasize benefits over risks, which can lead them to overlook stated ethical concerns. 

In contrast, when consumers see a product priced above the market reference point, they 

adopt a prevention-focused mindset (Crowe and Higgins 1997) oriented toward the minimization 

of “misses” (negative outcomes). In this state, individuals become more vigilant of risks and 

therefore highly sensitive to ethical violations. 

The domain of AI provides a particularly compelling context for this investigation. AI 

tools are often framed as categorically superior to non-AI alternatives, creating a strong baseline 

cue for promotion-focus priming. Additionally, unlike physical goods where defects are visible 

(e.g., poor stitching on clothing), the ethical externalities of AI are largely abstract, remote, and 

opaque (Martin and Murphy 2017). We propose that this combination of high perceived utility 

and concealed costs makes consumers more likely to overlook ethical concerns.  

Motivated Reasoning 

Motivated Reasoning (Kunda 1990) suggests that consumers selectively process 

information to justify desired conclusions. When a consumer sees a low-priced product but then 

encounters information indicating it is unethical, they do not simply abandon their values. 

Instead, they engage in a specific form of motivated reasoning known as Strategic Ignorance to 

secure the deal while minimizing cognitive dissonance. They may skim over ethical risk 

disclosures, tell themselves that “all companies do this,” or reason that “it’s not my responsibility 

to police corporate supply chains.”  

On the other hand, when a consumer sees a high-priced product and then learns it is 

unethical, they follow a different pathway. Without the pull of a bargain, they are no longer 
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motivated to suppress negative information. Instead, they may become motivated to find reasons 

to reject the expensive item. We propose that this results in the “Scrutiny Effect,” which makes 

consumers highly sensitive to ethical violations. 

Moral Licensing 

Moral Licensing (Merritt, Effron, and Monin 2010) explains how consumers reconcile 

ethical compromise with a positive moral self-image. Traditionally, this theory presents a 

temporal sequence: consumers complete a good deed and subsequently feel licensed to perform a 

bad deed. The initial act fills a “moral bank account,” providing credits that can be spent later. 

We propose an extension of this theory to “Thrift-Driven Moral Licensing”: when the purchase 

decision itself is framed as an act of thrift, it produces the moral credit concurrently with the 

transgression. The consumer does not need a prior good deed, as the “good deed” is the prudent 

financial decision happening right now.  

 This idea relies on a deeper insight: thrift is not merely a utilitarian preference but a 

deeply encoded moral virtue. Prior research has found that thrift is a distinct virtue associated 

with traits like gratitude, generosity, and prudence (Ratchford, Schnitker, and Reppas 2021). In 

consumer behavior, this virtue manifests as “Smart Shopper Feelings.” Consumers perceive 

themselves as expert navigators of the marketplace, capable of extracting value where others fail. 

When purchasing low-priced AI products with ethical concerns, this experience of virtue 

(I am smart/prudent) competes with the experience of vice (this product is unethical). Because 

the “Smart Shopper Feelings” are immediate, personal, and concrete while the ethical concerns 

remain distant, impersonal, and abstract, the virtue often overrides the vice. The consumer can 

then balance their moral equation and justify the transaction: “I am being responsible with my 

money, so I can be slightly irresponsible with the product’s ethics.”  

2026 AMA Summer Academic Conference

111



In contrast, when purchasing high-priced AI products that have ethical concerns, this 

moral licensing mechanism breaks down. Paying a premium generates no virtue signal and may 

even feel wasteful or irresponsible. Without the moral credit from thrift, ethical violations stand 

alone as pure vice with no redemptive element, resulting in maximum moral scrutiny.  

HYPOTHESES 

These three theoretical perspectives converge to explain the central phenomenon we 

investigate, leading us to three hypotheses that test how price framing shapes consumers’ 

responses to ethical risk disclosures in AI products. 

H1 (The Moral Licensing Effect): In the presence of disclosed ethical risks, a low price 

will license consumption, resulting in higher purchase intent compared to a high price. This will 

represent a reversal of the standard price-quality signal. 

H2 (Strategic Ignorance): In the Low Price condition, participants will engage in 

motivated suppression of ethical concerns. This will be evidenced by (a) purchase intent failing 

to decrease significantly from baseline despite ethical risk disclosures and (b) self-reported 

ethical concern failing to increase significantly despite explicit risk warnings. 

H3 (The Scrutiny Effect): In the High Price condition, participants will subject the 

product to strict moral scrutiny. This will be evidenced by purchase intent decreasing 

significantly from baseline upon the introduction of ethical risks. 

METHODS 

Participants and Design 
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We recruited 189 adults via Prolific (N = 189; 122 male, 62 female, 5 other). The study 

employed a 2 (Price: Low vs. High) × 4 (Ethical Concern: Baseline, Labor, Environmental, Data 

Security) between-subjects experimental design. Preliminary analysis indicated that the three 

ethical concern conditions produced very similar effects. Therefore, we collapsed the design into 

a 2 (Price) × 2 (Concern: Baseline vs. Concern) factorial for the final analysis. 

Procedure 

Participants completed an anonymous online survey. After providing informed consent 

and demographic information, participants evaluated a marketing flyer for “Lumen Assistant,” a 

hypothetical AI productivity tool designed to appear commercially realistic.  

Price Manipulation: We manipulated the product price relative to a stated market price 

of $19.99/month. In the Low Price condition, the product was offered at $9.99/month. In the 

High Price condition, the product was offered at $29.99/month. 

Concern Manipulation: The product description varied by condition. In the Baseline 

condition, participants saw a standard description highlighting productivity features. In the 

Concern conditions, we added text disclosing one of three ethical risks: labor exploitation 

(overseas contractors paid below living wages), environmental harm (energy-intensive data 

centers), or data privacy risks (continuous collection of user data). 

Measures 

Purchase Intent: We measured purchase intent using two items on a 7-point Likert scale 

(Spears and Singh 2004): “How likely would you be to choose this product over similar 

alternatives?” and “How likely would you be to recommend this product to friends and/or 

family?” 
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Overall Attitude: We assessed overall product attitude using a four-item, 7-point 

semantic differential scale (Spears and Singh 2004) with anchors: very unappealing/appealing, 

very bad/good, very unpleasant/pleasant, and very unfavorable/favorable. 

Explicit Ethical Concern: To test for strategic ignorance (H3), we asked all participants 

to rate their concern regarding ethical issues with the product on a 7-point Likert scale (e.g., “I 

am concerned about how workers involved in creating this product may have been treated”). 

Analytic Approach 

To account for potential demographic influences on technology adoption and ethical 

sensitivity, we conducted 2 (Price) × 2 (Concern) Analyses of Covariance (ANCOVA) on the 

primary outcomes, including Age and Gender as covariates. We examined simple main effects to 

decompose significant interactions. 

RESULTS 

Purchase Intent 

An ANCOVA on Purchase Intent revealed a significant crossover interaction between 

Price and Ethical Concern (F (1, 179) = 7.55, p = .007, ηp²= .040). Among the covariates, 

Gender was a significant predictor (F (1, 179) = 11.32, p < .001, ηp²= .059), while Age was not 

(p = .14). We decomposed the interaction to test the specific hypotheses.  

H1 (The Moral Licensing Effect): Consistent with H1, ethical disclosures reversed the 

standard price effect. Participants in the Low Price/Concern condition reported marginally higher 

purchase intent (M = 5.51) than those in the High Price/Concern condition (M = 5.08), t (142) = 

-1.77, p = .080, d = -0.29.
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H2 (Strategic Ignorance): Consistent with H2, ethical disclosures failed to reduce 

purchase intent in the Low Price condition. In fact, purchase intent was marginally higher in the 

Low Price/Concern condition (M = 5.51) than in the Low Price/Baseline condition (M = 4.82), 

t(28.4) = -1.81, p = .081, d = 0.50. Likewise, ethical disclosures did not significantly influence 

reported ethical concern between conditions (ps = .118–.394).  

H3 (The Scrutiny Effect): Consistent with H3, ethical disclosures significantly reduced 

purchase intent in the High Price Condition. Participants in the High Price/Concern condition 

reported lower purchase intent (M = 5.08) than those in the High Price/Baseline condition (M = 

6.15), t (43) = 3.26, p = .002, d = 0.97.  

Overall Attitude  

The ANCOVA on Overall Attitude similarly revealed a significant Price × Concern 

interaction (F (1, 179) = 11.69, p < .001, ηp² = .061). Neither Age nor Gender were significant 

covariates (p > .15). In the Baseline condition, High Price led to more positive attitudes (M = 

5.65) than Low Price (M = 4.62), t (43) = 2.40, p = .021, reflecting the standard price-quality 

heuristic. However, this pattern reversed in the Concern condition: High Price led to significantly 

less positive attitudes (M = 4.89) than Low Price (M = 5.37), t (142) = -2.01, p = .046. 

DISCUSSION 

Integrating the Theoretical Framework 

The findings support our proposed framework by demonstrating that the same ethical 

disclosure produces different responses depending on price.  

In the Low Price condition, ethical disclosures not only failed to decrease purchase intent 

but marginally increased it. Moreover, consumers did not report increased ethical concern despite 
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explicit risk warnings. These results suggest that consumers remained focused on securing the 

bargain rather than evaluating its ethical implications. We propose that this pattern reflects the 

combined influence of Promotion Focus, Strategic Ignorance, and Thrift-Driven Moral 

Licensing. Promotion Focus motivates consumers to prioritize gains, Strategic Ignorance enables 

them to discount conflicting ethical information, and the Thrift-Driven Moral Licensing provides 

a perceived justification for the purchase. 

In contrast, the High Price condition produced the opposite pattern, with ethical 

disclosures significantly reducing purchase intent. We propose that this reflects the combined 

influence of Prevention Focus, which heightens sensitivity to risks, and the Scrutiny Effect, 

which leads consumers to evaluate ethical shortcomings more critically.  

Together, these findings suggest that price functions as a moral switch, shaping whether 

ethical information is discounted or scrutinized and ultimately determining its influence on 

purchase decisions. 

Market Dynamics 

These findings have crucial implications for market dynamics. If low prices 

systematically disable moral vigilance, a harmful equilibrium emerges. Unethical firms cut 

corners to lower costs, lower costs allow for lower prices, and lower prices trigger thrift-driven 

licensing, motivating consumers to overlook the unethical practices that enabled those prices.  

Conversely, if high prices result in heightened vigilance, ethical firms charging higher 

prices face more consumer scrutiny than their unethical, low-cost competitors. We call this the 

“Premium Ethics Paradox”: the more you charge to be ethical, the more your ethics are 

questioned.  

Practical Implications 
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Since the market cannot self-correct these feedback loops, the responsibility falls to 

stakeholders. For policymakers, transparent disclosure is insufficient in low-price contexts 

because consumers selectively process ethical information. We suggest that policymakers move 

beyond disclosure to establish minimum standards for data labor and privacy that prevent firms 

from competing through unethical cost reductions.  

For firms selling ethical AI products, marketing “Responsible AI” at a premium price 

presents a daunting challenge due to the Premium Ethics Paradox. To overcome this challenge, 

we suggest that these firms sell performance, security, or accuracy as the primary value 

proposition instead of ethics alone. If consumers believe that the premium price is justified by 

these functional gains, the ethical attribute becomes a “bonus” rather than a target for suspicion.​

CONCLUSION​

This research examines a central paradox: consumers express concern about AI ethics yet 

continue to purchase the cheapest options. Our findings offer an integrated framework that helps 

explain this disconnect within consumer behavior. Future research can further examine the 

mechanisms underlying these effects using moderated mediation and behavioral measures of 

ethical concern. As AI development accelerates, a deeper understanding of these psychological 

processes will be essential for designing interventions that encourage more ethical consumer 

decision-making.  
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Description: Communicating an incentive as originating from customers' past behavior (e.g., 

store patronage, tax payments) makes customers more likely to engage with it, compared to 

presenting the incentive without explicit source attribution or as a firm's offering. 

 

EXTENDED ABSTRACT 

Research Question 

Firms distribute billions of incentives each year, yet most go unredeemed. In the United 

States alone, 176 billion coupons were distributed in 2021, roughly 1.5 per person per day, but 

fewer than one percent were redeemed. The gap between what firms invest in incentives and 

what customers do with them is one of the most persistent puzzles in marketing practice, and it 

has generated a substantial research literature. What remains unexamined is something firms 

decide every time they communicate an incentive: how to describe where it comes from. 
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Consider the range of choices a firm actually faces. A firm offering $10 off a future visit 

can present that offer without any explanation of its origin, attribute it to the firm's generosity, or 

describe it as something originating from customers' past behavior. These three approaches are 

not equivalent in what they imply about the customer's relationship to the incentive, yet firms 

rarely treat the choice as consequential. The vast majority of incentives are presented without 

explicit source attribution or as a firm's offering. The question we raise is whether that default 

choice leaves value on the table.  

We propose that it does. Specifically, we propose a customer-funded effect: 

communicating an incentive as originating from customers' past behavior (e.g., store patronage, 

tax payments) makes customers more likely to engage with it, compared to presenting the 

incentive without explicit source attribution or as a firm's offering. We refer to this 

communication approach as customer-funded framing. 

 

Method and Data 

Eight preregistered studies (N > 150,000), including two field experiments, tested the 

robustness, external validity, mechanism, and boundary conditions of the customer-funded effect.  

Study 1 tested the customer-funded effect in a controlled laboratory setting. The study 

employed a one-factor (funding source of the incentive: customers vs. restaurant owners vs. not 

specified) between-subjects design. Study 2 (field experiment) replicated the customer-funded 

effect on flu shot uptake among college students. The study employed a 2 (funding source of the 

incentive: customers vs. not specified) × 2 (incentivized behavior: initiation vs. completion) 

mixed design. Stage 1 incentivized scheduling flu shot appointments; Stage 2 incentivized 

receiving flu shots. Study 3 (field experiment) further replicated the customer-funded effect by 
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comparing click-through rates of three versions of a Facebook advertisement that promoted Well 

Wisconsin, a real wellness incentive program. The study employed a one-factor (funding source 

of the incentive: customers vs. state government vs. not specified) between-subjects design. 

Study 4 measured feelings of being appreciated and psychological ownership of the incentive 

and tested the underlying mechanism of the customer-funded effect via mediation analyses. 

Studies 5-8 provided further evidence of the underlying mechanism of the effect by showing 

boundary conditions of the effect in controlled laboratory settings.  

 

Summary of Findings 

Across eight preregistered studies, including two field experiments, we find consistent 

evidence that communicating an incentive as originating from customers' past behavior (e.g., 

store patronage, or tax payments) increases customer engagement relative to presenting the same 

incentive without explicit source attribution or as a firm's offering. This effect holds regardless of 

whether the incentive is attributed to customers' collective behavior (e.g., contributions to the 

state tax revenue in Study 3) or to customers' personal behavior (e.g., individual purchases made 

at a home improvement store in Study 4).  

Mediation analyses show that the customer-funded effect operates through two 

complementary mechanisms: feelings of being appreciated as well as enhanced psychological 

ownership of the incentive; the mediation through psychological ownership remains significant 

after controlling for feelings of being appreciated (Study 4).  

The customer-funded effect arises when target customers have meaningful prior 

contributions to acknowledge (Study 5), customers’ psychological ownership of the incentive has 

not been elevated by other means before the customer-funded framing is applied (Study 6), the 
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incentive requires customers to take the promoted action to obtain value (Study 7), and 

customers are satisfied with past exchanges with the incentive provider (Study 8). 

 

Key Contributions 

Firms distribute billions of incentives each year, yet a very consequential decision in this 

process — how to describe where the incentive comes from — has been largely overlooked. 

Communicating an incentive as customer-funded is not novel: it is the logic underlying cashback 

rewards, credit union dividends, and government benefit communications. What the present 

research establishes is that this logic can be extended to a broad range of incentives, at no cost, 

without deception, and with meaningful effects on customer engagement. While the effect is 

likely multiply determined, the present research identifies psychological ownership as a focal 

mechanism that parsimoniously accounts for when the effect emerges (targeting customers who 

have contributed to the firm’s revenue) and when it attenuates (when baseline psychological 

ownership is already elevated). While early-stage startups may draw on debt or investor capital, 

the connection between customers’ contributions and the firm’s ability to offer incentives is 

almost always economically grounded for established businesses. For practitioners, the 

implication is immediate: how firms describe the source of an incentive is not merely a 

packaging decision, but a substantive driver of customer engagement. 

 

References available upon request. 
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EXTENDED ABSTRACT 

RESEARCH QUESTION 

Gift-giving is a central mechanism through which people build and maintain interpersonal 

relationships (Givi et al. 2022). The emotional value of a gift, its ability to convey affection, 

care, and relational closeness, depends heavily on the symbolic effort a giver invests 

(Weinberger, Baskin, and Gunasti 2025). With the rise of generative artificial intelligence (AI), 

givers can now create personalized gifts such as custom images, songs, or texts with minimal 

time investment. While this facilitates personalization, it may simultaneously undermine the 

perceived effort and authenticity that make gifts emotionally meaningful. Prior research has 

established consumer skepticism toward AI in functional and service contexts (Rai 2020), but 

AI-generated products as gifts remain unexplored. This paper addresses this gap by asking: How 

do consumers evaluate AI-generated gifts compared to self-made or store-bought gifts? What 

psychological mechanisms drive these evaluations? And under what conditions does the AI-

devaluation bias persist or attenuate? Understanding these questions has direct implications for 

both gifting behavior theory and for marketers promoting AI-powered personalization tools in 

emotionally significant consumer contexts. 

METHOD AND DATA 

This research employs one exploratory study, six online experiments, and one field study. Study 

1 (N = 535) explored participants' experiences with and openness to AI-generated gifts. Study 2 

(N = 250) used a 2×2 between-subjects design (role: giver vs. receiver × gift type: self-made vs. 

AI-generated) to test a giver-receiver asymmetry using a recipe book scenario. Studies 3a (N = 

196) and 3b (N = 303) extended findings to multiple product categories (photo book, birthday 
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card, artwork, socks, song) using within- and between-subjects designs. Studies 4a (N = 199) and 

4b (N = 215) varied the degree of AI involvement (self-made, partially AI-generated, fully AI-

generated, no information) using a photo book scenario. Study 5 (N = 214) experimentally held 

quality and time investment constant to isolate the pure effect of AI-generated gifts. Study 6 (N = 

39) used a real-world field setting at a German university Christmas market where participants 

created AI-generated snow globes using Mistral's leChat system. All key dependent variables are 

the thoughtfulness, appreciation, offensiveness, and emotional value that the gift conveys, with 

perceived gift effort and quality as well as AI attitudes and AI Knowledge as controls. 

SUMMARY OF FINDINGS 

Across all studies, a consistent AI-devaluation emerges: consumers rate AI-generated gifts as 

less emotionally valuable, less appreciative, less thoughtful, and more offensive than both self-

made and store-bought gifts. This bias is traced to lower perceived effort and quality attributions 

for AI-generated gifts (Study 3a), even when objective quality and time investment are held 

constant (Study 5). The devaluation generalizes across gift types, gifting occasions, and both 

giver and receiver perspectives, though receivers judge AI-generated gifts slightly more 

favorably than givers do, indicating a weak giver-receiver asymmetry (Study 2). Partial AI 

involvement attenuates but does not eliminate the bias for some dimensions (Study 4a). Study 4b 

identifies symbolic value, visible effort, and personalization as the strongest predictors of 

emotional gift value. The field study (Study 6) reveals that AI gift creation occurs naturally in 

real-world settings, with the majority of participants (76.9%) intending to give their AI-generated 

snow globe as a gift, primarily to close family members and those who incorporated explicit 

personalization cues showing even higher gifting intention (88.9% vs. 73.3%). 
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STATEMENT OF KEY CONTRIBUTIONS 

This paper makes two key contributions. First, we contribute to the growing literature on 

consumer responses to AI by introducing the AI-devaluation bias to explain why consumers are 

skeptical toward AI-generated gifts. We connect established concepts like perceived effort and 

emotional value in the context of AI gift-giving. Second, we contribute to the gift-giving 

literature by being one of the first projects to examine AI gifts across multiple contexts, 

identifying both the general devaluation of AI gifts and boundary conditions, such as the 

different levels of AI usage in gift creation.  

References are available upon request. 
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Description: Based on controlled experiments and real-world data, we found that consumers are 

more likely to be persuaded by past-focused (vs. future-focused) reviews, and this effect is 

explained by perceived expertise. 

 

 

EXTENDED ABSTRACT 

 

Research Question 

 

With the popularity of digital platforms, users have more chances to share their product 

experiences. Previous research figured out a number of motivators of sharing word of mouth 

(WOM), such as acquiring information, regulating emotions, managing impressions, etc. 

(Packard and Berger, 2017). Following this trend, consumers increasingly rely on reviews from 
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other users to inform their decisions (Forbes, 2024; Marketing Dive, 2023). Extensive research 

has examined factors that influence review persuasiveness, such as valence (Chevalier and 

Mayzlin, 2006) and source trustworthiness (Hovland and Weiss, 1951). 

 

However, there is one largely overlooked antecedent of review persuasiveness: temporal 

location. For example, to convey product quality, a consumer might say, “The product is great—

I have been using it in the past” (past-focused) or “The product is great—I will continue to use it 

in the future” (future-focused). It remains unclear which of these temporal framings is more 

persuasive to consumers. This research aims to explore the following question: How does 

temporal location impact persuasiveness? To the best of our knowledge, few studies have 

directly investigated the role of temporal location in persuasiveness. This research aims to 

contribute to the literature on word-of-mouth (WOM), expertise, and temporal location. 

 

Method And Data 

 

We conducted six controlled experiments and provided real-world data to examine the proposed 

research question. Study 1 was designed to test the main hypotheses. Study 1 adopted a one-

factor (temporal location: past-focused vs. future-focused) between-subject design. Participants 

in the past-focused (vs. future-focused) condition were instructed to read a few paragraphs of 

past-focused (vs. future-focused) product reviews of a Bluetooth speaker. Then, participants 

answered the dependent variable questions. In Study 2, we examined the main effects in another 

product category. In Studies 3A, 3B, and 3C, we replicated the findings across multiple product 

categories using different dependent variable measurements. In Study 4, we tested the main 
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effects in another setting and examined the proposed process. Specifically, the participants rated 

the perceived helpfulness and usefulness of a social media post. Next, as mediator measurement, 

participants indicated the perceived expertise of the reviewer (Rocklage et al., 2021). 

 

In Studies 5A and 5B, we provided evidence from the real business world. We retrieved a 

publicly available data set that covers a series of features of Amazon reviews, including textual 

reviews and “helpful” votes. The dependent variable was measured by the number of “helpful” 

votes the reviews received. 

 

Summary of Findings 

 

The studies and the real-world data provided convergent supporting evidence for the hypotheses. 

In study 1, we found that participants were more likely to try and purchase the products if the 

reviews were past-focused. In Study 2, we found that the effects can be generalized to another 

product category. Across Studies 3A, 3B, and 3C, we tested the hypotheses across multiple 

product categories. Apart from replicating the patterns from the first 2 studies, we found that the 

past-focused (vs. future-focused) reviews were rated as more helpful and useful. In Study 4, we 

tested the proposed process, and the results revealed that the effects are mediated by perceived 

expertise. In Studies 5A and 5B, we conducted an analysis of textual reviews from Amazon. The 

results showed that past-focused reviews received more “helpful” votes than the future-focused 

reviews. 

 

Statement of Key Contributions  
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This study will make several theoretical contributions. First, this research will contribute to 

word-of-mouth research by adding a new antecedent --- temporal location. Previous research 

identified several antecedents of persuasiveness, such as source credibility (Hovland and Weiss, 

1951). But the role of temporal location is relatively understudied.  

 

Second, this work contributes to research on past and future asymmetry. Prior literature 

examined how temporal location influences whether people share WOM (Weingarten and 

Berger, 2017), but the research on how consumers make inferences of temporal location is 

relatively scant.  

 

Third, this work also contributes to consumer expertise research. Expertise is intensively studied 

in marketing literature (Alba and Hutchinson, 1987). Existing research explored how consumers 

make inferences about expertise (McGinnies and Ward, 1980), the impact of expertise on 

persuasiveness (McGinnies and Ward, 1980), information search behavior (Brucks, 1985), and 

hedonic experience (Rocklage et al., 2021). This research examined how consumers make 

inferences about expertise based on temporal location. 

 

This research also has practical implications. For example, business managers may encourage 

consumers to focus on past experiences when sharing WOM, rather than on long-term 

commitments. Moreover, this research also has implications for individual consumers in 

decision-making.  
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Description: This research examines how nostalgia influences consumers’ intention to purchase 

extended service contracts by uncovering the serial mediating roles of gratitude and optimism 

and identifying sustainable product framing and shared-use context as key boundary conditions. 

EXTENDED ABSTRACT 

Research Question 

Extended service contracts (ESCs), including extended warranties and service plans, constitute a 

major source of retailer profitability and play an important role in consumers’ post-purchase 
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decisions. Existing research has primarily explained ESC purchase from economic and cognitive 

perspectives, emphasizing perceived risk, product characteristics, and pricing. In contrast, 

relatively little attention has been devoted to the role of emotions in shaping consumers’ 

willingness to purchase post-purchase protection. This research addresses this gap by examining 

whether nostalgia influences consumers’ intention to purchase ESCs. We propose that nostalgia 

evokes gratitude, which subsequently fosters optimism, reducing consumers’ perceived 

vulnerability to future product failure and, consequently, lowering their intention to purchase 

ESCs. Furthermore, we investigate two boundary conditions that may attenuate this effect. 

Specifically, sustainable product framing may increase concerns about product durability, 

whereas shared-use contexts may enhance feelings of stewardship and responsibility toward 

others. Together, these factors help explain when nostalgia decreases, weakens, or no longer 

reduces consumers’ willingness to purchase post-purchase protection. 

Method and Data 

Three empirical studies were conducted to test the proposed hypotheses. Study 1 employed a 

two-condition between-subjects experiment (nostalgia vs. non-nostalgia; N = 140) to examine 

the effect of nostalgia on ESC purchase intention and willingness to pay, while testing the serial 

mediating roles of gratitude and optimism. Study 2 adopted a 2 (nostalgia: present vs. absent) × 2 

(product framing: sustainable vs. non-sustainable) between-subjects design (N = 280) to 

investigate whether sustainable product framing moderates the effect of nostalgia on ESC 

purchase intention. Study 3 employed a 2 (nostalgia: present vs. absent) × 2 (shared-use context: 

present vs. absent) between-subjects design (N = 280) to examine whether shared-use context 

attenuates nostalgia’s influence on ESC purchase intention. Across all studies, validated 
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manipulation checks and established multi-item measures were employed, and the proposed 

hypotheses were tested using ANCOVA and PROCESS mediation analyses. 

Summary of Findings 

The findings consistently supported the proposed framework across the three studies. Study 1 

demonstrated that participants experiencing nostalgia reported lower ESC purchase intention and 

lower willingness to pay than those in the non-nostalgic condition. Serial mediation analyses 

further revealed that nostalgia reduced ESC demand through sequential increases in gratitude and 

optimism. Study 2 showed that sustainable product framing significantly attenuated nostalgia’s 

negative effect on ESC purchase intention, suggesting that sustainability cues increase 

consumers’ concern for product durability and long-term maintenance. Study 3 further 

demonstrated that shared-use context weakened the negative influence of nostalgia. When 

products were framed for shared use, the difference in ESC purchase intention between nostalgic 

and non-nostalgic consumers disappeared. Overall, the findings indicate that nostalgia reduces 

consumers’ motivation to purchase post-purchase protection through positive emotional 

processes, while sustainable product framing and shared-use context qualify this effect by 

redirecting attention toward responsibility and long-term product care. 

Key Contributions 

This research contributes to the literature by demonstrating a previously overlooked consequence 

of nostalgia in post-purchase decision making. While prior research has primarily documented 

nostalgia’s positive influence on brand evaluations and consumption, the present findings show 

that nostalgia can paradoxically reduce consumers’ willingness to purchase extended service 
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contracts. The research further identifies a serial emotional mechanism through which nostalgia 

increases gratitude and optimism, thereby lowering perceived vulnerability and reducing demand 

for post-purchase protection. In addition, the findings identify sustainable product framing and 

shared-use context as important boundary conditions that attenuate nostalgia’s suppressive effect 

on ESC purchase intention by increasing consumers’ concern for product maintenance and 

collective responsibility. From a managerial perspective, the results suggest that marketers 

should carefully consider when nostalgic appeals are appropriate and how product framing 

strategies can mitigate nostalgia’s unintended influence on consumers’ willingness to purchase 

service contracts. 
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Description: A platform’s exclusivity ceiling shapes the equilibrium distribution of consumer

identity choices, and a norm–congestion complementarity can make stronger norms increase rather

than reduce polarization.

EXTENDED ABSTRACT

Research Question

Recent identity markets raise a puzzle about access, scarcity, and social norms. Fortnite’s re-release

of rare cosmetics renewed attention to rare skins and new rarity tiers; Supreme’s retail expansion

coincided with weaker mid-tier resale values but stronger limited collaborations; and relaxed pro-

fessional dress codes coincided with demand for ultra-premium bespoke tailoring. These cases are

difficult to reconcile with existing theory. Conformity models predict that stronger social norms

should produce more conformity, while snob-and-follower models explain upward-sloping demand

for status goods but not why the middle erodes. Fashion-cycle models address temporal dynamics

rather than the platform’s product-line decision. This paper asks three questions. Q1: When do
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stronger norms hollow out the middle rather than induce uniform conformity? Q2: What is the

platform’s optimal exclusivity breadth? Q3: How does the answer depend on the link between

norms and congestion? We address these questions by modeling consumers who choose identity

positions under both social-norm pressure and symbolic congestion.

Method and Data

This is a nonempirical theoretical paper. We develop a tractable model of consumer sorting in an

identity market. Consumers are distributed along an identity space, where x indexes the intrinsic

preference for differentiation. A monopolist platform offers three positions: the mainstream posi-

tion, an interior position, and the exclusive fringe. The platform chooses an exclusivity ceiling d̄,

which determines the maximum degree of differentiation available to consumers.

A consumer choosing position d trades off identity fit against the norm cost of differentiation, price

terms, and symbolic congestion from the equilibrium mass Nd at that position. Norm strength and

congestion sensitivity are not independent: when norms make a symbol more publicly salient, the

loss of distinctiveness from sharing it with others is amplified. The platform first chooses d̄, then

sets prices, and consumers subsequently sort across the three positions. We solve the model by

backward induction and characterize the equilibrium through indifferent-consumer cutoffs. The

analysis derives comparative statics for polarization and for the platform’s optimal exclusivity

breadth.

Summary of Findings

The model shows that stronger social norms operate through two opposing channels. The first is a

norm channel: stronger norms raise the norm cost of differentiation and therefore push consumers

toward less differentiated positions. The second is a congestion channel: when norms make iden-

tity symbols more publicly salient, consumers become more sensitive to sharing the same symbol

with others, making the densely populated interior more costly relative to the sparse extremes.

When the norm–congestion complementarity is weak, the standard conformity prediction holds

and polarization falls. When it is strong, the congestion channel dominates: consumers exit the
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interior toward both the mainstream and the fringe, hollowing the middle. This produces the polar-

ization paradox, in which stronger norms increase rather than reduce polarization. The model also

shows that the platform’s optimal exclusivity breadth can widen with norm strength. Although

stronger norms might seem to call for a narrower rarity space, high complementarity makes the

exclusive fringe more valuable to serve. The managerial implication is that identity platforms

may benefit from combining broad access with ultra-exclusive offerings rather than targeting the

middle.

Key Contributions

This paper contributes to research on identity markets, conspicuous consumption, and platform

strategy in three ways. First, it introduces an operationally meaningful platform decision: the

exclusivity breadth, or the maximum degree of differentiation the platform makes available to

consumers. This links identity-market polarization to a concrete product-line decision. Second, it

models consumers as responding jointly to two forces that are usually treated separately: social-

norm pressure against differentiation and symbolic congestion from others occupying the same

position. Third, it shows that these two forces can move together. When norms make a symbol

more publicly salient, the loss of distinctiveness from sharing that symbol with others is amplified.

This norm–congestion complementarity generates the paper’s central result: stronger norms can

increase rather than reduce polarization, hollowing out the middle of the identity market. The

framework helps explain why platforms and brands may combine broad access with ultra-exclusive

offerings rather than concentrating on the middle.
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This research demonstrates that social jetlag increases consumers’ preference for AI

evaluations by heightening social anxiety.

EXTENDED ABSTRACT

With the growing prevalence of AI, understanding how consumers choose between AI and

human evaluations has become increasingly important. Drawing on social evaluation, this

research examines how social jetlag shapes preferences for AI. Across four interrelated studies,

we show that greater social jetlag—reflecting circadian misalignment—heightens social anxiety,

which in turn increases individuals’ preference for AI in social evaluation, as a way to reduce the
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psychological pressure of potentially biased human judgments. This effect is moderated by lay

beliefs about AI: when AI is perceived as objective, social jetlag significantly amplifies

preference for AI; however, when AI is viewed as subjective, the effect weakens. These findings

highlight the psychological mechanisms linking circadian differences to AI preference and offer

practical implications for designing AI-based service experiences that alleviate social anxiety in

social evaluation.

RESEARCH QUESTION

Recent advances in artificial intelligence (AI) have enabled AI systems to increasingly

participate in social evaluation contexts. As AI becomes a viable alternative to human evaluators,

understanding the factors that shape consumers’ preferences for AI versus human evaluation has

become an important research question. Prior research has primarily focused on technological

characteristics, perceived fairness, and algorithmic attributes that influence AI acceptance.

However, relatively little attention has been paid to how consumers’ temporary psychological

states and circadian-related experiences may affect these preferences. This research examines

whether social jetlag—the misalignment between biological and social clocks—influences

individuals’ preferences for AI versus human evaluation. We propose that social jetlag increases

social anxiety, thereby motivating individuals to avoid potentially judgmental human evaluators

and favor AI-based evaluations instead. Furthermore, we investigate whether this effect depends

on lay beliefs regarding the objectivity of AI. By examining the intersection of circadian rhythms,
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social anxiety, and AI preference, this research seeks to advance understanding of when and why

consumers prefer AI over humans in social evaluation.

METHOD AND DATA

This research adopts a multi-study design in which four interrelated studies provide

cumulative and convergent evidence for the proposed hypotheses, thereby strengthening the

generalizability of the findings. Study 1 aims to test H1, which proposes that social jetlag leads

to a greater preference for AI. In this study, social jetlag is manipulated using a two-stage survey

design. Study 2 examines H2, focusing on the mediating role of social anxiety. In addition, to

enhance the internal validity of the research, Study 2 employs a different operationalization of

social jetlag by measuring participants’ mid-sleep time to calculate temporal misalignment.

Although operationalized differently, both approaches capture the same underlying construct of

circadian misalignment (e.g., Lau et al., 2013; Roenneberg et al., 2012). Moreover, whereas

previous studies provided descriptive information about AI and human evaluations based on their

respective characteristics in social evaluation, Study 3 removes such descriptions and directly

asks participants to choose between AI and human evaluators, which serves as the dependent

variable. Study 4 further examines the moderating role of lay beliefs about AI.

SUMMARY OF FINDINGS

Across four interrelated studies, we demonstrate that social jetlag—a common form of

circadian misalignment—increases consumers’ preference for AI in social evaluation. Rather
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than reflecting a general avoidance of interpersonal interaction, this effect is driven by

heightened social anxiety. Moreover, this effect is moderated by lay beliefs about AI: the

preference emerges primarily when AI is perceived as objective and consistent, but disappears

when AI is perceived as subjective.

KEY CONTRIBUTIONS

This research contributes to work on circadian rhythms in marketing. Prior research on

social jetlag has primarily focused on sleep science and medical domains (Tamura & Okamura,

2024), with limited attention on consumer behavior. Consumer research has offered only initial

evidence of its behavioral consequences and has not addressed emerging-technology preferences

or underlying mechanisms (Yin & Huang, 2022; Janakiraman et al., 2024). We also extend the

AI-preference literature by identifying a circadian antecedent of AI adoption. Previous research

on AI preference has largely focused on task characteristics, AI identity and attributes, ethical

and moral considerations, human–AI relationships, consumer cognition, and consumer emotions.

However, few studies consider circadian factors. Finally, this work contributes to social-anxiety

research by linking it to circadian misalignment through social evaluation. Existing accounts

largely focus on interpersonal situations (e.g., anticipated mishaps, interactions, embarrassment)

(Fay & Maner, 2014; Savitsky et al., 2001; Tei et al., 2020), and although sleep research suggests

anxiety-related consequences of poor sleep, circadian misalignment has rarely been examined as

a trigger of social anxiety.
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on typographic congruence and explains this relationship through processing fluency. 
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EXTENDED ABSTRACT 

Research Question 

Wordmark logos (logos comprising only text) are among the most widely used forms of brand 

identity, relying heavily on logo colour to communicate symbolic meanings and shape consumer 

perceptions. Among different colours, blue has become one of the most frequently used choices 

for brands seeking to communicate trust, competence, and reliability. Consequently, prior research 

has consistently examined the positive influence of blue on consumer trust and brand evaluations. 

However, this stream of research implicitly assumes that the symbolic meaning of blue remains 

stable across different visual contexts. In practice, consumers perceive logo colour together with 

other visual elements, particularly typography, suggesting that the effectiveness of blue may 

depend on its accompanying typographic context rather than on colour alone. Although typography 

has been shown to convey symbolic meanings through characteristics such as structure, precision, 

and naturalness, its role in shaping the effectiveness of logo colour remains underexplored. 

Furthermore, while congruent visual designs are generally associated with more favourable 

evaluations, the cognitive mechanism through which such congruence influences consumer 

judgments remains unclear. Drawing on Processing Fluency Theory, Congruity Theory, and 

Gestalt principles, this research examines whether the trust-enhancing effect of brand logo colour 

depends on font type in wordmark logos and whether processing fluency explains how congruent 

logo colour-typography combinations translate into favourable consumer evaluations. 
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Method and Data 

To examine the proposed relationships, a 2 × 2 between-subjects experiment was conducted in a 

banking service context, manipulating brand logo colour (red versus blue) and font type (organic 

versus geometric). A fictitious bank was used to minimize the influence of prior brand knowledge 

and familiarity, thereby isolating the effects of the experimental manipulations. A total of 156 

participants were randomly assigned to one of the four experimental conditions. Participants 

viewed the wordmark logo while their visual attention was recorded using a Tobii Pro Fusion eye 

tracker (250 Hz). Following stimulus exposure, participants completed validated measures of 

processing fluency, perceived brand trustworthiness, and brand attitude. Visual attention, 

operationalized as average fixation duration, was examined as a dependent variable and included 

as a covariate, together with gender, in subsequent analyses to account for potential differences in 

attentional allocation during evaluative processing. Hayes' PROCESS Model 85 was employed to 

examine whether the effect of brand logo colour on consumer responses depended on font type 

and whether processing fluency and perceived brand trustworthiness sequentially mediated these 

effects. 

Summary of Findings 

The findings demonstrate that the influence of brand logo colour on consumer evaluations is 

contingent upon its accompanying typographic context rather than operating independently. 

Specifically, blue logos paired with geometric typefaces generated significantly higher levels of 

perceived brand trustworthiness and brand attitude than other colour-typography combinations, 

whereas red combined with organic typography attracted greater visual attention but did not 

produce equally favourable evaluations. These results suggest that the symbolic meanings 

conveyed by colour are strengthened when reinforced by congruent typographic cues. The analyses 
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further reveal that processing fluency serves as the underlying cognitive mechanism through which 

colour-typography congruence influences consumer responses. Congruent visual combinations 

were processed more fluently, resulting in higher perceived brand trustworthiness, which 

subsequently translated into more favourable brand attitudes. Importantly, the eye-tracking 

findings indicate that greater visual attention did not consistently correspond with more positive 

evaluations, highlighting a dissociation between attentional allocation and evaluative judgment. 

Collectively, the results suggest that perceptual coherence and ease of processing, rather than 

visual salience alone, drive favourable consumer responses to wordmark logos, providing 

empirical support for the role of processing fluency in visual branding. 

Statement of Key Contributions 

This research contributes to the branding and visual communication literature in several important 

ways.   

First, it challenges the prevailing assumption that the effects of brand logo colour are stable 

and independent by demonstrating that the effectiveness of logo colour depends on its congruence 

with accompanying typography. In doing so, the study shifts the focus from isolated visual cues to 

a holistic perspective in which colour and typography operate as an integrated visual system within 

wordmark logos. 

Second, the research advances understanding of visual branding by identifying processing 

fluency as the cognitive mechanism through which congruent colour-typography combinations 

translate into favourable consumer evaluations. By demonstrating a sequential process linking 

processing fluency, perceived brand trustworthiness, and brand attitude, the findings provide a 

process-based explanation for how visual design influences consumer judgment.  Astra 

Third, integrating eye-tracking with self-reported evaluations demonstrates that greater 
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visual attention does not necessarily result in more favourable brand evaluations. Instead, 

perceptual coherence and ease of processing are more influential than visual salience in shaping 

consumer responses.   

Collectively, these contributions extend theories of visual branding, processing fluency, 

Gestalt perception, and congruity while offering practical guidance for designing effective 

wordmark logos in trust-sensitive contexts. 
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Description: Including product-irrelevant posts on brand social media enhances perceived 

relationship strength, which increases perceived brand warmth and ultimately drives purchase 

intentions. 

 

EXTENDED ABSTRACT 

 

Research Question 

Brands increasingly use social media to communicate with consumers, yet the content strategies 

that best drive consumers’ positive reactions remain underexplored. Drawing on consumer-brand 

relationship literature (Fournier 1998; Khamitov, Wang, and Thomson 2019), this research 

examines how the product relevance of a brand’s social media posts influences brand perceptions 

and behavioral intentions. Specifically, we examine how including product-irrelevant posts 

alongside product-relevant posts lead to more favorable brand outcomes than posting only 
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product-relevant content. We theorize that product-irrelevant posts signal relational intent—

mimicking the breadth of conversations in human relationships and conveying authenticity as a 

social partner—thereby strengthening consumers’ perceived relationship with the brand. 

Drawing on the stereotype content model (Cuddy, Fiske, and Glick 2008; Fiske, Cuddy, and 

Glick 2007), we further propose that increased perceived relationship strength elevates brand 

warmth perceptions, which in turn drives engagement and purchase intentions. This effect is 

particularly pronounced when consumers do not have a strong pre-existing relationship with the 

brand, suggesting a powerful strategy for strengthening consumer-brand relationships and 

improving brand outcomes. This research underscores the importance of balancing product-

relevant and product-irrelevant posts to humanize brands and encourage a consumer-brand 

connection.  

 

Method and Data 

Study 1 employed web scraping of 11,119 tweets from 96 coffee brands on X/Twitter (April 

2020–March 2021), using ANCOVAs to examine the effect of post product relevance on likes, 

comments, and retweets. Studies 2–5 used online experiments. Study 2 (N = 257 students) 

manipulated a local bakery’s Instagram posts (product-irrelevant-including vs. relevant-only) and 

measured perceived relationship strength and warmth. Study 3 (N = 204 MTurk participants) 

used a smartwatch brand and measured intention to follow the brand’s account. Study 4 (N = 107 

students) tested serial mediation (PROCESS Model 6; 5,000 bootstraps, Hayes 2018) of 

perceived relationship strength and warmth on purchase intentions. Study 5 (N = 279 students) 

used a 3 (relationship strength: high vs. low vs. control) × 2 (post product relevance: irrelevant-

including vs. relevant-only) between-subjects design with a sunglasses brand. We tested a 
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moderated mediation model (PROCESS Model 7; 5,000 bootstraps, Hayes 2018) examining 

whether the indirect effect of post product relevance on brand interest through perceived brand 

warmth was moderated by relationship strength. Product categories, post ratios, and dependent 

variables were varied across studies to assess robustness and generalizability of the findings. 

 

Summary of Findings 

Study 1 showed that product-irrelevant tweets received significantly more likes, comments, and 

retweets than product-relevant tweets across 96 real brands, providing initial real-world 

evidence. Study 2 confirmed that participants perceived stronger relationship strength and greater 

brand warmth when exposed to a mix of product-irrelevant and relevant posts versus relevant-

only posts. Participants also rated the brand which included product-irrelevant posts as more 

customer-focused and less sales-oriented. Study 3 found marginally greater intention to follow 

the brand’s social media account when some posts were product-irrelevant compared to when all 

posts were strictly product-relevant. Study 4 demonstrated that product-irrelevant posts increased 

purchase intentions, and that this effect was serially mediated by perceived relationship strength 

and brand warmth. Study 5 revealed a moderated mediation: the warmth-enhancing effect of 

product-irrelevant posts and its downstream impact on brand interest emerged only when 

consumers perceived a neutral (neither strong nor weak) prior relationship with the brand, and 

disappeared under high or low prior relationship strength. Together, these findings support a 

serial mediation framework wherein product-irrelevant posts enhance relationship strength, 

elevate warmth, and ultimately drive engagement and purchase intentions. 
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Key Contributions 

First, this research extends the stereotype content model (Cuddy, Fiske, and Glick 2008; Fiske, 

Cuddy, and Glick 2007) by identifying perceived relationship strength as a novel antecedent to 

warmth perceptions in a brand communication context, revealing a relational pathway activated 

through social media content. Second, this research contributes to consumer-brand relationship 

literature by showing that social media content can play a formative role in early brand 

relationship development, particularly for new or less familiar brands, by conveying relational 

intent and warmth through product-irrelevant posts. Third, we advance the social media 

engagement literature (Hollebeek, Glynn, and Brodie 2014; Kumar and Mirchandani 2012; Lee, 

Hosanagar, and Nair 2018) by identifying a specific, actionable message feature (the inclusion of 

product-irrelevant content within a post series) that reliably enhances consumer engagement. 

Finally, the present work offers important managerial implications. Our findings challenge the 

prevailing industry norm of over-emphasizing product-centric content and recommend that 

marketers strategically balance promotional messaging with non-product posts to humanize the 

brand and encourage stronger consumer-brand connections—especially early in the relationship 

lifecycle. 

 

References are available upon request. 
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Description: This research examines how disease type (acute vs. chronic) shapes consumers’ 

preference for anthropomorphic medication styles (cool vs. cute), and explores the underlying 

mechanism of consumers’ differential need for potency and safety in acute (vs. chronic) 

treatments.

EXTENDED ABSTRACT

Research Question

With the development of e-pharmacy and the increasing prevalence of direct over-the-counter 

(OTC) purchases, consumers are gaining greater autonomy over their medication choices. In 

response, pharmaceutical companies have begun shifting their primary marketing focus from 

medical professionals to lay consumers. However, unlike experts, most consumers lack 

medical expertise, making their perceptions and choices of medications more susceptible to 

contextual factors. Consequently, pharmaceutical companies are relying ever more heavily on 

product design to communicate key attributes and attract consumers. One popular strategy is 

medication anthropomorphism, often in cool or cute styles. However, little research has
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examined how such anthropomorphism can be effectively implemented. This research 

classifies anthropomorphism based on anthropomorphic styles (cute vs. cool), and explore 

how and why consumers’ preference for medications with different anthropomorphic styles 

vary across disease types (chronic vs. acute) in the OTC context. Building on Goal Shielding 

Theory, we propose that consumers prefer medications with cool (vs. cute) styles more when 

treating acute (vs. chronic) diseases. This is because consumers hold a greater need for 

potency but a lower need for safety in acute (vs. chronic) treatments, and they perceive cool 

medications as more potent but less safe than their cute counterparts.

Method and Data

A series of six studies (two preregistered), including a large-scale survey and a field 

experiment, were conducted to test the hypotheses. Study 1 was a large-scale nationwide 

survey aiming to validate the premise that people have a higher need for potency but lower 

need for safety when treating acute (vs. chronic) diseases. Studies 2-3 examined the main 

effect of disease type on anthropomorphic style preference. Study 2 first tested this effect in a 

controlled setting, examining whether consumers prefer cool (vs. cute) medications more 

strongly when treating acute (vs. chronic) diseases. Study 3 further measured consumers’ 

real-life product choices and replicated the main effect in a field setting. Study 4 delved into 

the underlying mechanism and validated that this effect is mediated by consumers’ 

heightened need for potency over safety in acute (vs. chronic) treatments. Study 5 

investigated the consumers’ safety and potency perceptions of cool and cute anthropomorphic 

medications, and examined the proposed matching effect between disease type and 

anthropomorphic style. Finally, Study 6 explored the moderating role of symptom visibility, 

demonstrating that the effect is attenuated when symptom visibility is high (vs. low).
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Summary of Findings

In this research, we propose and establish that consumer preference for medications with cool 

versus cute anthropomorphic styles is influenced by the disease type they intend to treat. 

Specifically, consumers hold a stronger preference for, and are more likely to choose cool (vs. 

cute) anthropomorphic medications when they intend to treat acute (vs. chronic) diseases. 

This effect is robust across oral medications (e.g., capsule, oral solution) and topical 

medications (e.g., ointment, nasal patch). We further show that this effect is driven by 

differences in consumers’ underlying treatment needs: acute (vs. chronic) diseases elicit a 

higher need for medication potency but a lower need for medication safety. Moreover, 

consumers perceive cool (vs. cute) anthropomorphic medications as more potent but less safe, 

leading to a matching effect between anthropomorphic style and disease type. In line with the 

proposed mechanism, we identify symptom visibility as a disease-related boundary condition, 

such that the effect of disease type on consumer preference for cool (vs. cute) 

anthropomorphic style is attenuated when the disease is associated with high (vs. low) 

symptom visibility.

Key contributions

This research contributes to the literature on medical decision-making and anthropomorphism. 

First, prior research on medical decision-making has largely explored consumer behavior 

from either a disease-centered perspective, focusing on how disease characteristics shape 

consumers’ behavior, or a marketing design perspective, investigating how different design 

cues influence consumers’ evaluations. Our research extends the literature by integrating 

these two perspectives, and shows that condition type (chronic vs. acute) systematically 

shapes consumers’ preferences for medication with cool (vs. cute) anthropomorphic styles.
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Second, despite the rich knowledge on anthropomorphism, relatively little research has

examined its role in the medical context, or investigated the differential effects of distinct

forms of anthropomorphism on consumer behavior. This research is among the first to

classify anthropomorphism based on anthropomorphic style, and examine its effects in the

medical domain.

This research also provides meaningful implications. We suggest that pharmaceutical

companies tailor anthropomorphic styles to medications’ target diseases: cool styles are more

effective for medications target acute diseases, whereas cute styles are better suited for those

cope with chronic diseases. More broadly, cute styles may be preferred when medications try

to emphasize gentleness and safety, while cool styles are more effective when the intention is

to highlight potency.

2026 AMA Summer Academic Conference

156



WHEN PRODUCTIVITY IS AN ILLUSION: THE EFFECT OF GOAL- VERSUS 

LEISURE-ORIENTED USER-GENERATED CONTENT ON VIEWERS 

Seong Joo Lee, University of Utah 

Alisa Wu, University of Utah 

For further information, please contact Seong Joo Lee, Ph.D. Student, David Eccles School of 

Business, University of Utah (seongjoo.lee@eccles.utah.edu). 

Keywords: user-generated content, vicarious goal fulfillment, goal progress, procrastination 

Description: This research examines how observing goal-oriented versus leisure-oriented user-

generated content shapes viewers’ psychological experiences related to their own goal pursuit. 

EXTENDED ABSTRACT 

Research Question 

Consumers increasingly spend time watching others perform everyday activities through user-

generated content on digital platforms such as YouTube. Although prior research has examined 

how characteristics of user-generated content (e.g., valence, emotionality, and objectivity) 

influence consumer responses, little is known about how the nature of the observed activity itself 

shapes viewers’ psychological experiences. We introduce a novel distinction between goal-

oriented content, which depicts visible progress toward a desired outcome (e.g., studying, 

cooking, exercising, and cleaning), and leisure-oriented content, which primarily emphasizes 

entertainment and enjoyment (e.g., mukbang, gaming, and lifestyle vlogs). Building on research 

on observational learning and goal progress, we propose that watching goal-oriented content 
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increases vicarious goal fulfillment, a psychological state in which viewers experience a sense of 

goal accomplishment despite not performing the activity themselves. We further propose that 

this effect occurs because observing another person's goal pursuit creates a subjective sense of 

perceived goal progress, and that procrastination weakens this process by reducing the extent to 

which viewers internalize observed goal progress. 

Method and Data 

We conducted two pilot studies and four empirical studies. Pilot Study A (N = 999) examined 

consumers’ naturally occurring YouTube viewing habits and identified commonly consumed 

categories of user-generated content. Pilot Study B (N = 105) validated the proposed 

classification of video categories as goal-oriented or leisure-oriented through independent human 

coding. Study 1 (N = 246) experimentally manipulated exposure to goal-oriented versus leisure-

oriented videos to establish the causal effect on vicarious goal fulfillment. Study 2 (N = 1,011) 

replicated this effect while refining the measurement of the key constructs. Study 3 (N = 1,008) 

expanded the stimuli to nine categories of user-generated content and tested the proposed 

mediation through perceived goal progress while examining procrastination as a boundary 

condition. Finally, Study 4 (N = 504) provided a more controlled replication by comparing food 

preparation and mukbang videos created by the same content creator, thereby isolating the effect 

of goal orientation while minimizing stimulus differences. 

Summary of Findings 

Across studies, goal-oriented content consistently generated greater vicarious goal fulfillment 

than leisure-oriented content. The results further demonstrated that observing goal-oriented 
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activities increased viewers’ perceived goal progress, which subsequently mediated the effect of 

content type on vicarious goal fulfillment. This pattern remained robust after accounting for 

confounds, including emotional responses and psychological detachment. In addition, 

procrastination moderated viewers' responses to content. Specifically, when procrastination was 

low, goal-oriented content generated significantly greater vicarious goal fulfillment than leisure-

oriented content. When procrastination was high, this difference became significantly weaker. 

Study 4 further replicated the proposed process using highly controlled stimuli within the same 

content domain, providing additional evidence that the observed effects are attributable to goal 

orientation rather than differences in content creators or video characteristics. Together, the 

findings demonstrate that consumers can experience vicarious goal fulfillment simply by 

observing others' goal pursuit, even without directly engaging in the activity themselves. 

Key Contributions 

This research makes three contributions. First, it introduces goal-oriented versus leisure-oriented 

content as a new conceptual framework for understanding user-generated content, extending 

existing classifications that primarily focus on message characteristics such as valence or 

emotionality. Second, it identifies perceived goal progress as the psychological mechanism 

through which observing others’ goal pursuit produces vicarious goal fulfillment, extending 

theories of observational learning and goal pursuit to digital content consumption. Third, it 

identifies procrastination as an important boundary condition by demonstrating that the 

psychological benefits of observing goal-oriented content diminish when viewers perceive that 

consuming the content delays their own goal-directed activities. These findings contribute to the 

growing literature on digital consumption by showing that user-generated content influences not 
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only consumers’ judgments and behaviors but also their subjective experiences of goal pursuit. 

They also offer practical implications for digital platforms and content creators seeking to design 

content that promotes greater psychological engagement while minimizing perceptions of 

procrastination. 
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Description: In this work, we examine the mediating role of cultural capital in the relationship 

between word of mouth (WOM) about status products and status inferences about consumers 

who share such WOM. 

EXTENDED ABSTRACT 

Research Question 

WOM serves many social functions, including impression management. In the context of status 

consumption, consumers often share WOM about their status products in the hope of elevating 

their social standing (Berger 2014; Dichter 1966). However, it is not clear whether talking about 

their status products indeed increases consumers’ perceived status in the eyes of others or 

whether it might, paradoxically, decrease it. Our work aims to address this research gap and 

uncover the underlying mechanism behind the effect of WOM on status inferences about 

consumers who share it. 

Method and Data 

We conducted nine experimental studies to disentangle the psychological mechanism underlying 

the effect of WOM on inferences about one’s status. 
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Summary of Findings 

Our experimental studies revealed a fundamental prediction error. Study participants erroneously 

believed that sharing WOM about status products would increase their status, but doing so 

produced the opposite effect of reducing their status in the eyes of others. We demonstrated the 

mediating role of the WOM sharer’s perceived cultural capital, defined as a collection of a 

person’s social assets, including intellectual ability, taste, connoisseurship, and knowledge of 

high culture (Bourdieu 1984, 1986; Bourdieu and Passeron 1979). We also ruled out competing 

mechanisms and explored additional social and marketing consequences of our effect. 

Key Contributions 

While consumers are often eager to spread WOM about their status products (Berger 2014; 

Dichter 1966; Lovett et al. 2013), our findings suggest that doing so might backfire. Results of 

nine experimental studies reveal that WOM about one’s status products lowers perceived status, 

suggesting that consumers’ actions are often counterproductive and may, paradoxically, lead to 

outcomes opposite to those they anticipate. We show that WOM about status products backfires 

because such WOM reduces the sharer’s perceived cultural capital (Bourdieu 1984, 1986; 

Bourdieu and Passeron 1979), revealing an underlying mechanism that has been largely 

overlooked in the WOM literature. 

 

References are available upon request. 
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Description: This research examines how AI tool use spills over to influence subsequent dupe 

purchase through perceived tech-savviness and a materialistic mindset. 

EXTENDED ABSTRACT 

Research Question 

Artificial intelligence (AI) has become deeply embedded in consumers’ daily lives through 

generative AI, voice assistants, and algorithmic services. Although prior research has primarily 

examined consumers’ evaluations of AI systems and their responses to algorithmic 
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recommendations within specific usage contexts, relatively little is known about whether AI use 

influences subsequent consumer behavior in unrelated domains. Addressing this gap, the present 

research investigates whether interacting with AI-based tools, compared with conventional 

computer tools, shapes consumers’ subsequent preference for purchasing dupes (i.e., legal 

imitations of branded products). Drawing on spillover theory, we propose that AI use enhances 

consumers’ perceived tech-savviness, which subsequently activates a materialistic mindset 

rooted in modern instrumental rationality and efficiency-oriented valuation. This psychological 

process increases consumers’ preference for dupes as rational and value-maximizing 

consumption choices. Furthermore, we examine goal framing as an important boundary 

condition, proposing that productivity goals strengthen this spillover effect, whereas creativity 

goals attenuate or reverse it. Together, this research explains how AI use reshapes consumers’ 

self-perceptions and downstream consumption decisions beyond the original technology-use 

context. 

Method and Data 

Three studies were conducted to test the proposed framework. Study 1 analyzed secondary state-

level data from the United States (N = 51) by combining Google Trends search indices for AI-

related and dupe-related keywords with Zillow smart-home listings. Multiple regression analyses 

examined whether AI-related interest predicted dupe-related search behavior after controlling for 

state-level economic indicators. Study 2 employed a two-condition between-subjects experiment 

(AI-based tool: ChatGPT vs. conventional computer tool: Microsoft Office; N = 335) to test the 

causal effect of AI tool use on dupe purchase intention and the serial mediating roles of 

perceived tech-savviness and materialistic mindset. Study 3 adopted a 2 (tool type: AI image 
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generator vs. painting software) × 2 (goal type: productivity vs. creativity) between-subjects 

design (N = 836) to examine goal framing as a moderator of the proposed serial mediation 

process. Across studies, hypotheses were tested using regression analyses, ANCOVA, and 

PROCESS mediation and moderated mediation analyses. 

Summary of Findings 

The findings consistently supported the proposed conceptual framework. Study 1 demonstrated 

that U.S. states with greater AI-related interest and higher levels of AI-related technology 

adoption exhibited significantly stronger interest in dupes. Study 2 established a causal 

relationship, showing that participants using AI-based tools reported higher purchase intentions 

for dupes than those using conventional computer tools. Serial mediation analyses further 

revealed that AI tool use increased perceived tech-savviness, which activated a materialistic 

mindset and subsequently increased dupe purchase intention. Study 3 identified goal framing as a 

significant boundary condition. Under productivity goals, AI tool use strengthened consumers’ 

preference for dupes, whereas under creativity goals the effect was attenuated or reversed for 

most product categories. Moderated mediation analyses further confirmed that the indirect effect 

of AI tool use through perceived tech-savviness and materialistic mindset differed significantly 

across goal conditions. Collectively, the findings demonstrate that AI use produces meaningful 

psychological spillover effects that influence downstream consumption decisions beyond the 

immediate technology-use context. 

Key Contributions 
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This research contributes to the consumer behavior literature by demonstrating that AI use has 

systematic downstream consequences beyond consumers’ immediate interactions with AI 

systems. First, it extends AI research by shifting attention from contextual evaluations of AI to 

the spillover effects of AI use on subsequent consumer judgment and behavior. Second, it 

identifies perceived tech-savviness as a novel self-perception mechanism through which AI use 

shapes later consumption decisions and demonstrates that this self-perception activates a 

materialistic mindset emphasizing instrumental rationality and efficiency-oriented valuation. 

Third, the research extends theories of spillover and liquid modernity by showing that 

materialistic orientations can be situationally activated through everyday interactions with AI 

technologies, thereby increasing consumers’ preference for dupes as rational consumption 

choices. Finally, by identifying goal framing as a boundary condition, the findings demonstrate 

that the psychological consequences of AI use depend on whether consumers pursue productivity 

or creativity goals. These findings offer important theoretical insights into AI-enabled consumer 

behavior and practical implications for the design of AI-assisted consumer experiences. 
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Description: This study conceptualizes sustainability as an emergent property of system design 

and offers a structural perspective for international marketing. 

 

EXTENDED ABSTRACT 

 

Research Question 

 

Sustainability has been pursued as a firm-level optimization exercise through energy efficiency 

operations, waste minimization, supply chain optimization, and eco-design (Porter and van der 
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Linde 1995). These efforts are incremental but siloed within organizations and can be easily 

reversed, making outcomes elusive (Montabon, Pagell and Wu 2016). The outcomes remain 

particularly challenging in markets where firms, consumers, and resources move across national 

and cultural boundaries. 

 

Prior research has largely examined the field of sustainability in optimizing operations, product 

innovations, ESG initiatives, and consumer attitudes towards sustainable consumption (White, 

Habib, and Hardisty 2019). While these approaches make significant contributions, they largely 

treat sustainability as a discretionary organizational attribute. Hence, sustainability outcomes 

remain focused on managerial intent, local compliance, or consumer willingness, making them 

fragile (Thomas and Lamm 2012).  

 

This paper focuses on the insufficiently theorized phenomenon of market architecture in 

sustainability.  

 

In this study, we answer the following research questions: 

 

RQ 1: How do different sustainability architectures in cross-cultural market systems shape 

sustainability outcomes in global mobility? 

RQ 2: What forms of global mobility are affected under different sustainability architectures, and 

how does this affect the market systems? 
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Summary of Findings 

 

We distinguish sustainability interventions along two dimensions: the level of action (process vs 

system) and the mode of engagement (thinking vs design). This yields a 2×2 typology that 

explains the structural limitations of existing approaches and identifies the conditions under 

which sustainability becomes durable and scalable in international markets. The typology lists 

each quadrant as a different type of global mobility factor and explains the sustainability 

outcome for each quadrant. The study shows that durable sustainability arises not from 

optimizing individual firms but from redesigning market architectures through shared standards, 

interoperability, accountability mechanisms, and resource infrastructures. By reframing 

sustainability as an emergent property of system design, the study offers a structural perspective 

for international marketing and identifies research avenues for scaling sustainability across 

diverse institutional contexts.  

 

Key Contributions 

 

The research advances the field of sustainable marketing by reconceptualizing sustainability as a 

property of market architecture. Prior research on sustainability marketing has generated 

valuable insights on sustainable processes, behavior, products, and consumption practices. 

However, it has offered a limited explanation of divergent outcomes across cross-cultural and 

global mobile markets. In this paper, we develop a typology of sustainable architectures that 

compares process and system dimensions. This research offers direct value to policymakers and 

regulatory bodies seeking to design sustainability initiatives that remain effective in globally 
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mobile and culturally diverse markets. By identifying architectural sustainability as a distinct 

approach, the study highlights the importance of embedding sustainability into market rules, 

standards, and infrastructures rather than relying solely on persuasion or incentives. This insight 

can inform the design of cross-border sustainability regulations, international standards, and 

public-private initiatives that reduce dependence on local enforcement and individual adaptation. 

 

References are available on request 
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This paper investigates whether a firm’s misconduct in the commercial market spill over to harm 

its ability to acquire and retain federal government customers. 
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EXTENDED ABSTRACT 

Research Questions 

Unlike customers  in commercial markets (e.g., B2C, B2B), the federal government must 

focus on both economic efficiency and societal impact (Grewal and Dharwadkar 2002). This 

makes evaluating potential suppliers more complex and raises the standards in business-to-

government (B2G) markets (Chase and Murtha 2019). In this context, governments rely not only 

on pricing and technical capabilities but also on indicators as a trusted long-term partner. One 

useful piece of information they can consider is a history of commercial misconduct, which 

refers to violations of regulations and laws in non-B2G markets and, more broadly, to publicly 

disclosed ethical failures (Chen et al. 2025; Karpoff et al. 1999). For instance, when Enron's 

fraudulent activities were exposed, the General Services Administration suspended the company 

from engaging in federal contracts (Lunney 2002; Meeks 2003). Although WorldCom’s fraud 

was even more substantial, it remained the government's primary telecommunications provider 

and continued to secure contracts (GAO 2004). This contrast suggests that the B2G 

consequences of commercial misconduct are neither purely automatic nor proportional to the 

severity of the violation. Therefore, this raises the question: how does commercial misconduct 

affect B2G relationship performance, and does this differ across the acquisition and retention 

stages? 

Method and Data 

We collected data from COMPUSTAT, USA Spending, Violation Tracker, and the 

Center of Responsive Politics. Our analysis began by identifying more than 2,000 publicly traded 

firms that received at least one federal prime contract, using Violation Tracker data (2000-2024). 

We identified approximately 95,000 cases of commercial misconduct. By reclassifying these 
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cases by parent company, we narrowed the analysis to more than 33,000 cases linked to more 

than 1,000 firms. When we limited our focus to federal cases, we identified over 32,000 

instances of corporate misconduct. We defined variables using publicly available datasets to 

examine how commercial misconduct affects a firm’s performance in the B2G market. We 

divided a firm’s relationship performance in the B2G market into two variables: acquisition 

performance, a firm’s performance with a government procurement office that has not engaged 

in prior, and retention performance, a firm’s performance with a government procurement office 

that has engaged in prior. To examine how commercial misconduct affects a firm’s B2G 

relationship performance, we estimated firm-level panel regression models that distinguish 

between acquisition and retention performance.  

Summary of Findings 

The model shows a negative effect of commercial misconduct on acquisition 

performance (b = −0.045, p < .01; Model 1), which remains significant with moderators (b = 

−0.050, p < .01). This suggests that commercial misconduct reduces success in acquiring new 

government contracts. Conversely, misconduct's effect on retention performance is statistically 

insignificant (b = 0.005, p >.10; b = 0.001, p >.10), indicating it doesn't consistently affect 

existing contract retention. The interaction between federal agencies' fixed-pricing preference 

and commercial misconduct in acquisition is insignificant (b = 0.077, p > .10). Still, it shows a 

marginally positive effect on retention (b = 0.131, p < .01). This implies that agencies try to 

reduce uncertainty from misconduct by imposing stricter contract requirements. Market 

competition negatively moderates misconduct's impact on acquisitions (b = −0.081, p < .05), but 

this effect is not significant for retentions (b = 0.028, p > .10). In retentions, procurement 

competition negatively moderates misconduct and is significant (b = −0.015, p < .01). 
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Key Contributions 

This study advances the relationship lifecycle and stage literature by demonstrating that 

the effect of commercial misconduct on B2G relationship performance is asymmetric across 

relationship phases. Prior research has examined the consequences of misconduct within the 

same market domain, focusing on consumer and investor reactions, with little attention to how 

public-sector clients respond to such behavior. By distinguishing between acquisition and 

retention performance, we show that commercial misconduct erects a significant barrier to new 

relationship formation while leaving existing relationships largely intact. It also proposes a 

framework showing how misconduct influences B2G acquisition and retention, based on 

procurement characteristics. Agencies favor fixed-price contracts and tend to cut ties with firms 

involved in misconduct due to costs and the need for continuity. Market competition worsens the 

impact of misconduct on acquisition, but procurement discipline exists within established 

relationships. Agencies prefer vendors with clean records when selecting among incumbents. 

The paper recommends addressing misconduct during the contract phase, as competition allows 

better screening. Existing relationships often rely on fixed prices, which mitigate the effects of 

misconduct. Still, agencies should reassess screening processes to support long-term growth, as 

misconduct hampers future expansion more than current revenues. 
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Description: This conceptual paper explains how boycott participation may vary depending on 

whether consumers interpret wrongdoing as firm-specific culpability or as symbolic association 

with a broader societal conflict. 

EXTENDED ABSTRACT 

Research Question 

Consumer boycotts are a recurring form of marketplace activism in politically polarized and 

digitally mediated environments (Neureiter and Bhattacharya 2021; Mady et al. 2025; Mulyono 

and Rolando 2025). Prior marketing research has mainly explained boycotts as punishment-

oriented responses to firm-specific wrongdoing, emphasizing moral judgment and responsibility 

attribution toward a culpable firm (Friedman 1999; Sen, Gürhan-Canli, and Morwitz 2001; John 

and Klein 2003; Klein, Smith, and John 2004). Yet many contemporary campaigns target brands 
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through symbolic associations with broader political, national, or ideological conflicts (Klein, 

Ettenson, and Morris 1998; Kozinets and Handelman 2004; Russell and Russell 2010). Existing 

theory offers limited explanation for how these interpretations shape participation intensity 

across contexts. This paper asks how the perceived locus of moral transgression shapes boycott 

participation and how moral outrage, identity-based solidarity, and cultural orientation influence 

that relationship. It develops a framework distinguishing direct firm responsibility from 

contextual attribution to broader conflicts for which the firm becomes a symbolic proxy (Folkes 

1984; Weiner 1985). In symbolic-association cases, the firm may not be viewed as directly 

culpable; rather, it becomes a proxy for expressing opposition to a broader conflict. This 

distinction explains why similar boycott triggers generate different forms of participation and 

collective response. 

Method and Data 

Not applicable. This paper is conceptual and theory-building in nature. 

Summary of Findings 

The paper proposes two distinct but potentially interacting pathways of boycott participation. 

These pathways are not mutually exclusive; moral outrage and identity-based solidarity may 

operate simultaneously. When consumers attribute moral transgressions directly to firm actions, 

they are more likely to experience moral outrage—anger and condemnation directed toward the 

perceived wrongdoer (Folkes 1984; Weiner 1985; Haidt 2003; Batson, Chao, and Givens 2007). 

In this pathway, boycotts function mainly as punishment-oriented responses that signal 

accountability and public moral disapproval (Sen, Gürhan-Canli, and Morwitz 2001), consistent 
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with the first and third propositions. When transgressions are interpreted as contextual or 

symbolic, consumers are more likely to boycott as an expression of identity-based solidarity. 

Here, participation expresses group loyalty, collective identity, and resistance to perceived out-

group threats rather than only firm culpability (Klein, Ettenson, and Morris 1998; Russell and 

Russell 2010), consistent with the second and fourth propositions. Finally, individualism–

collectivism serves as a boundary condition shaping pathway salience (Hofstede 1980; Markus 

and Kitayama 1991; Triandis 1995). Individualist orientations may make outrage-based 

interpretations more salient, whereas collectivist orientations may make solidarity-based 

interpretations more salient (Triandis and Gelfand 1998), as stated in the fifth proposition. 

Key Contributions 

This paper makes three contributions to research on consumer boycotts and marketplace 

activism. First, it introduces the locus of moral transgression as an organizing construct, 

distinguishing direct firm culpability from symbolic association as alternative bases for 

perceived wrongdoing (Folkes 1984; Klein, Ettenson, and Morris 1998). This shifts attention 

from boycott outcomes and motivations (John and Klein 2003; Klein, Smith, and John 2004) to 

moral attribution processes that initiate participation and structure mobilization. Second, it 

integrates moral outrage and identity-based solidarity into a unified explanation of boycott 

participation. Although these mechanisms are established in moral psychology and collective 

action research (Haidt 2003; Batson, Chao, and Givens 2007; Leach et al. 2008; Van Zomeren, 

Postmes, and Spears 2008), they have rarely been combined within marketing theory. Third, it 

advances cross-cultural research by proposing individualism–collectivism as a boundary 

condition shaping how consumers interpret moral responsibility and translate those 
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interpretations into collective action (Hofstede 1980; Markus and Kitayama 1991; Triandis 

1995). It also notes that richer cultural explanations may require attention to nationalism, 

religion, ideology, and historical memory. Together, these contributions provide a framework for 

future conceptual and empirical research across boycott contexts. 

References are available upon request. 
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Description: This study examines how different corporate remedial strategies influence 

consumer trust recovery following suspected greenwashing by reducing various forms of 

negative consumer reactions. 

 

EXTENDED ABSTRACT 

Research Question 

Greenwashing allegations frequently undermine consumer trust, yet firms often respond with 

2026 AMA Summer Academic Conference

180



various remedial strategies whose effectiveness remains unclear. Existing research has 

primarily examined the consequences of greenwashing rather than the process through which 

trust can be restored. Moreover, little is known about whether different remedial strategies 

reduce distinct forms of consumer negative reactions that ultimately influence trust recovery. 

Accordingly, this study asks: Which remedial strategy is most effective in restoring consumer 

trust after suspected greenwashing, and through what psychological mechanisms does trust 

recovery occur? 

 

Method and Data 

This study employs a between-subjects scenario-based experiment. Participants are randomly 

assigned to one of three remedial strategy conditions following a suspected greenwashing 

incident: economic compensation, apology, or transparency. After reading the scenario, 

respondents complete manipulation checks, attribution measures, consumer negative reaction 

scales, and trust recovery measures using validated multi-item instruments. Analysis of 

variance (ANOVA/ANCOVA) is conducted to compare the effectiveness of the three remedial 

strategies, while mediation analyses examine whether distinct negative consumer reactions 

mediate the relationship between remedial strategies and trust recovery. 
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Summary of Findings 

We expect transparency to be the most effective strategy for restoring consumer trust because 

it directly addresses consumers' information needs and reduces uncertainty regarding corporate 

responsibility. An apology is expected to generate moderate improvements by expressing 

sincerity and accountability, whereas economic compensation is anticipated to yield 

comparatively weaker trust recovery because it primarily offsets losses without resolving 

concerns about organizational integrity. Furthermore, reductions in consumer negative 

reactions are expected to mediate the relationship between remedial strategies and trust 

recovery, demonstrating that trust is restored through alleviating consumers' adverse 

psychological and behavioral responses. 

 

Key Contributions 

This study makes four contributions. First, it extends the greenwashing literature by shifting 

the focus from the consequences of greenwashing to mechanisms of trust recovery. Second, it 

integrates Attribution Theory and Social Exchange Theory to explain how responsibility 

attribution and reciprocity jointly shape post-crisis consumer responses. Third, it differentiates 

multiple dimensions of consumer negative reactions rather than treating them as a single 

construct, thereby providing a more comprehensive explanation of trust restoration. Finally, 
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the findings offer practical guidance for managers by identifying the most effective remedial 

strategies for rebuilding consumer trust after suspected greenwashing incidents.  
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Description: This study examines how sustainability governance in global palm oil markets 

emerges, stabilizes, and consolidates through multi-actor discursive legitimation. 

 

 

EXTENDED ABSTRACT 

 

Research Question 
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Sustainability governance in global supply chains increasingly relies on non-state and mixed 

governance arrangements, yet it remains unclear how such systems become accepted in 

contested industries. Palm oil provides an important context because it is economically 

significant but strongly contested due to concerns over deforestation, biodiversity loss, 

greenhouse gas emissions, land conflicts, and labor rights. This study examines how NGOs, 

producer corporations, and consumer-facing corporations construct, contest, and stabilize 

legitimacy in global palm oil governance. Specifically, we ask: How do discursive struggles over 

legitimacy among NGOs, producer corporations, and consumer-facing corporations shape the 

evolution of sustainability governance in the global palm oil sector over time? By addressing this 

question, the study explains how competing claims about sustainability move from moral 

critique toward shared standards, organizational routines, and rule-based governance 

arrangements. 

 

Method and Data 

We use a longitudinal grounded critical discourse analysis to examine how legitimacy is 

constructed and institutionalized in global palm oil governance. The dataset includes 526 

documents from 13 major actors between 2004 and 2025. These documents include NGO reports 

and campaign materials, corporate sustainability reports and policy statements, certification and 

governance documents, press releases, and public statements. Documents were included if they 

explicitly referenced palm oil and sustainability, governance, certification, or regulation; were 

publicly accessible; were attributable to one of the targeted organizations; and contained 

substantive discursive content. The analysis proceeded through open, axial, and selective coding. 

We coded discursive strategies, actor interactions, legitimacy forms, and institutional outcomes. 
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Selective coding then integrated these patterns into a process model explaining how 

sustainability governance evolved over time. 

 

Summary of Findings 

The analysis identifies four sequential stages in the emergence of palm oil sustainability 

governance. First, in the moral disruption stage, NGOs challenged palm oil production by using 

moral evaluation and cautionary narratives to frame existing practices as ethically and 

environmentally unacceptable. Second, in the governance emergence stage, moral contestation 

shifted toward scientific rationalization, expert authorization, and shared definitions, enabling 

partial coordination around sustainability standards. Third, in the institutional stabilization stage, 

producer and consumer-facing corporations routinized sustainability through reporting, sourcing 

commitments, certification language, and managerial procedures. Finally, in the regulatory 

consolidation stage, sustainability governance became embedded in formal rules, compliance 

systems, and certification frameworks. Across these stages, legitimacy shifted from moral to 

cognitive, pragmatic, and regulatory forms, showing how contested sustainability claims became 

institutionalized over time. 

 

Key Contributions 

This study makes three contributions. First, it conceptualizes legitimacy as a dynamic, multi-

actor process rather than a static organizational attribute. Legitimacy in palm oil governance 

emerges through interaction among NGOs, producer corporations, and consumer-facing 

corporations. Second, the study explains how different forms of legitimacy—moral, cognitive, 
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pragmatic, and regulatory—evolve across stages of governance development and produce 

different institutional outcomes, including disruption, creation, maintenance, and consolidation. 

Third, the study shows how discursive struggles over meaning and justification help move 

sustainability governance from advocacy-driven critique toward rule-based regulatory 

consolidation. By tracing these dynamics in the global palm oil sector, the study provides insight 

into how transnational sustainability governance systems become stabilized in highly contested 

global industries. 

 

References are available upon request. 
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Description: This paper theorizes marketing as a moral interface by introducing the Ethical 

Dualism Loop, explaining how Digital Necessity Entrepreneurs in Lebanon enact, monitor, and 

adapt ethical practices through digital platforms to build trust and sustain legitimacy in crisis 

contexts. 
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EXTENDED ABSTRACT 

 

Research Question  

Within Lebanon’s post-2019 crisis, Digital Necessity Entrepreneurs (DNEs) emerged as survival-

driven actors leveraging social platforms and basic web tools to secure livelihoods amid pervasive 

scarcity (Campos, 2024). While entrepreneurial marketing research has examined adaptation under 

uncertainty through effectuation, bricolage, and agility (Read et al., 2009), less attention has been 

paid to marketing as an ethical practice that actively confronts trust deficits and social fragility in 

crisis. To advance this agenda, this paper theorizes marketing as a moral interface wherein 

entrepreneurs articulate ethical commitments and respond to real-time consequences through 

digital channels. Building on marketing ethics frameworks (Hunt & Vitell, 1986) and 

macromarketing’s societal orientation (Bartels & Jenkins, 1977), we conceptualize the Ethical 

Dualism Loop, defined as the continuous cycle of framing moral intent, observing consequences, 

and ethically adapting. This loop integrates prospective responsibility (ethical anticipation) and 

retrospective responsibility (ethical accountability), operationalized through transparent 

storytelling, positioning statements, pricing rationales, and feedback-based adjustments (Leitch, 

2017). Three research questions guide this paper: 

1. How do DNEs enact marketing as a moral interface in crisis contexts? 

2. How does the Ethical Dualism Loop shape trust and legitimacy under institutional 

fragility? 

3. How do digital feedback mechanisms function as ethical audit systems guiding adaptation? 
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Method And Data  

An abductive theory development was applied, iterating between surprising observations and 

theoretical constructs to generate refined explanations (Sætre & Van de Ven, 2021). Our design 

integrated Participatory Action Research (PAR), collaborative cycles of planning, acting, 

observing, and reflecting, with Narrative Inquiry accessing lived ethical sensemaking (Lewin, 

1947; Pasmore et al., 2008; Toledano & Anderson, 2020). 

A purposive sample of 13 DNEs was selected based on: (1) primary digital platform 

dependence; (2) necessity-driven resource constraints; (3) active ethical tension navigation. 

Sectoral diversity spanned food to wellness, enabling cross-case pattern identification while 

preventing sector-specific distortions. 

Data sources included social media content (posts, stories, captions capturing ethical intent 

signaling), semi-structured narrative interviews (exploring dilemmas and decision processes), 

platform analytics (engagement metrics, sentiment indicators evidencing feedback responses), and 

reflexive memos (supporting researcher reflexivity and audit trails) (Brannick & Coghlan, 2006; 

Lincoln & Guba, 1985). 

Analysis followed abductive thematic procedures, iteratively comparing narrative 

categories with theoretical constructs. Open coding identified recurring practices; focused coding 

grouped them temporally around prospective responsibility, consequence observation, and 

retrospective responsibility. PAR cycles enabled iterative validation through member checking. 

Cross-case comparison revealed the Ethical Dualism Loop as trans-sectoral dynamic capability 

(Sætre & Van de Ven, 2021). 
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Summary of Findings 

The findings demonstrate that Digital Necessity Entrepreneurs (DNEs) operationalize marketing 

as a dynamic ethical practice through the iterative enactment of the Ethical Dualism Loop, 

encompassing the stages of framing moral intent, observing consequences, and ethically adapting. 

First, DNEs proactively signal prospective responsibility by embedding transparency, fairness, and 

societal value into their digital communications, particularly through pricing rationales, sourcing 

disclosures, and culturally grounded storytelling. These practices position ethical clarity as a 

strategic resource for trust-building in contexts of institutional erosion. Second, digital platforms 

function as real-time ethical audit systems, where engagement metrics, comment patterns, and 

direct messages are interpreted as indicators of moral alignment or misalignment. Entrepreneurs 

develop nuanced feedback literacy, treating both explicit and subtle signals as guidance for 

evaluating fairness perceptions and societal resonance. Third, retrospective responsibility is 

enacted through visible and responsive adaptations, including pricing adjustments, product 

reframing, enhanced transparency, and community-oriented initiatives. These adaptations are 

explicitly communicated as ethical corrections, reinforcing accountability and strengthening 

legitimacy. Collectively, the loop operates as a continuous and self-reinforcing process in which 

each adaptation informs future intent, transforming marketing from a unidirectional transactional 

activity into a bidirectional moral interface that fosters trust, community cohesion, and micro-level 

social stability under crisis conditions. 

 

Statement of Key Contributions  
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This research reframes marketing from a transactional instrument to a moral interface in crisis 

entrepreneurship, offering three key theoretical contributions. First, it introduces the Ethical 

Dualism Loop, a framework integrating prospective responsibility (moral intent) with 

retrospective responsibility (real-time accountability), extending marketing ethics theory into 

dynamic digital contexts. Second, it positions ethics as a dynamic capability embedded in 

entrepreneurial marketing, where sensing, interpreting, and adapting are enabled through digital 

feedback systems, advancing work on marketing under uncertainty. Third, it identifies 

transparency, fairness, and societal value as a triadic ethical framework for digital environments, 

contributing to debates on responsible marketing and platform governance.  

Practically, the findings provide actionable guidance for entrepreneurs in crisis contexts: 

clearly communicate ethical intent through transparent storytelling and pricing, interpret digital 

interactions as ethical audit signals, and adapt visibly to restore alignment when misalignment 

occurs. Non-profit organizations and social enterprises can apply the Ethical Dualism Loop to 

strengthen trust and legitimacy within vulnerable communities. Policymakers gain insights into 

supporting ethical entrepreneurial ecosystems through digital trust infrastructures and fairness 

auditing tools, while platform providers can design governance mechanisms and analytics features 

that enable ethical agility and responsible marketing practices. 

 

References are available upon request. 
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MORAL GRANDSTANDING IN CONSUMER ACTIVISM: PRESTIGE AND 

DOMINANCE PATHWAYS TO BUYCOTTING, BOYCOTTING, AND CANCELING 

 

Sahel Zaboli, New York Institute of Technology. Hesam Teymouri Athar, University of New 

Haven. Steven Shepherd, Oklahoma State University 

For further information, please contact Sahel Zaboli, Dr., New York Institute of Technology. 

(szaboli@nyit.edu)  

 

Keywords: moral grandstanding, consumer activism, boycotting, buycotting, canceling 

Description: This research introduces moral grandstanding as a status-seeking motivational 

framework that explains why consumers engage in distinct forms of activism in response to 

brand moral transgressions. 

 

 

EXTENDED ABSTRACT 

Research Question 

Brands today operate in a morally visible environment. Corporate actions related to social 

justice, labor practices, environmental responsibility, and political engagement are routinely 

scrutinized by consumers who increasingly view marketplace behavior as a moral domain 

(Morhart et al. 2015; Webb and Mohr 1998). Consumers respond to perceived moral 

transgressions by engaging in a variety of moralized marketplace actions, such as boycotting, 

buycotting, and canceling. Prior research has offered important insights into why consumers care 

about corporate morality, showing that moral conviction, ethical concern, political identity, and 

perceived efficacy motivate consumers to reward or punish firms (Friedman 1996; Hoffmann et 
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al. 2018; Klein, Smith, and John 2004; Neilson 2010). However, most of this literature focuses 

on whether consumers act rather than how they act, treating consumer activism as a unified 

response to moral transgressions, and provides limited insight into why consumers choose 

among distinct forms of moralized marketplace behavior that differ meaningfully in tone, intent, 

and social meaning. We argue that moral grandstanding, defined as the use of moral expression 

to seek social status, offers a unifying framework for understanding these divergent responses, 

and we ask how prestige-based and dominance-based grandstanding predict boycotting, 

buycotting, and canceling. 

 

Method and Data 

Across three experimental studies, we examine how prestige-based and dominance-based moral 

grandstanding shape distinct forms of consumer activism in response to brand moral 

transgressions. Study 1 (N = 300; Prolific, USA; Mage = 40.53) establishes the basic relationship 

between moral grandstanding orientations and attitudes toward boycotting and buycotting, with 

participants completing established scales for prestige and dominance grandstanding (Grubbs et 

al. 2019) and then rating their attitudes toward boycotting and buycotting behaviors. Study 2 (N 

= 300; Mage = 40.12) extends these findings by incorporating canceling behavior and testing 

self-image motives as a mediating mechanism, with participants completing self-image motives 

items for each behavior after being presented with a description of boycotting, buycotting, or 

canceling. Study 3 (N = 300; Mage = 43.46) examines a key boundary condition using a 

between-subjects design, in which participants were randomly assigned to read a description of 

boycotting framed as either improvement-oriented or punitive, testing whether this framing alters 

when dominance grandstanding becomes relevant. 
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Summary of Findings 

Prestige grandstanding consistently predicts favorable attitudes toward both boycotting and 

buycotting while dominance grandstanding predicted canceling and, in some cases, lower 

buycotting (Study 1: β = .33 and β = .47, p < .001; Study 2: β = .21 and β = .42, p < .001). 

Dominance grandstanding negatively predicted buycotting (β = -.14, p = .009; β = -.12, p = .024) 

and, in Study 2, positively predicted canceling (β = .19, p = .001). We further demonstrate that 

these effects are mediated by self-image motives, with the effect of prestige grandstanding on 

buycotting (indirect effect = .22, 95% CI [.14, .32]) and the effect of dominance grandstanding 

on canceling (indirect effect = .24, 95% CI [.15, .35]) both operating through this mechanism. 

Finally, we show that punitive (vs. improvement-oriented) boycott framing increases the 

relevance of dominance grandstanding for boycotting: the framing X dominance grandstanding 

interaction was significant (b = .19, p = .01), such that dominance grandstanding was significant 

and positive in the punishment condition (b = .12, p = .03) but not in the improvement condition 

(b = -.07, p = .22), while prestige grandstanding positively predicted boycotting favorability 

regardless of condition (β = .30, p < .001). 

 

Statement of Key Contributions  

This research advances marketing literature by introducing moral grandstanding as a 

theoretically grounded psychological driver of consumer activism. Prior work on boycotting and 

buycotting has primarily focused on moral conviction, perceived efficacy, political identity, and 

ethical concern (Friedman 1996; Hoffmann et al. 2018; Klein, Smith, and John 2004; Neilson 

2010), offering limited insight into how consumers choose among distinct forms of public moral 

action. Drawing on moral grandstanding theory (Grubbs et al. 2019; Tosi and Warmke 2016), 
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this research demonstrates that consumer activism can serve as a status-seeking behavior, driven 

by either prestige or dominance, explaining why buycotting, boycotting, and canceling represent 

different psychological processes. This research demonstrates that these effects are mediated by 

self-image motives and that framing alters when dominance motivations become relevant for 

boycotting. Together, these contributions integrate status-seeking and moral psychology into 

consumer activism research and extend work on brand moral transgressions by identifying 

heterogeneity in consumer moral responses. This work provides non-academic stakeholders with 

practical insights: brand managers can use these findings to predict whether ethical controversies 

will result in punitive backlash or supportive engagement, and policymakers and platform 

regulators can better evaluate the social impacts of online moralization and public shaming in the 

marketplace. 

 

References are available upon request. 
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PHILANTHROPY OR FUNCTIONALITY? HOW PRODUCT DESCRIPTION 
ORIENTATION INFLUENCES PURCHASING IN SOCIAL VENTURES 
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Contact Information: For further information, please contact Emma Gibbons, Assistant 
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Keywords: Social ventures; product descriptions; marketing communications; consumer identity 

Description: For social venture product descriptions, we demonstrate that a cause-focused 
orientation, compared to a product-focused orientation, is most effective in driving sales due to 
increased perceived purchase efficacy and moral identity expression potential. 

 

EXTENDED ABSTRACT 

Research Question 

In the current research, we explore how a social venture’s choice of product description 

orientation – cause-focused or product-focused – impacts consumer purchasing. Existing 

marketing literature and our partnership with real social enterprises have emphasized the 

confusion that many managers face when choosing the wording of their product descriptions. On 

one hand, a strong focus on the cause supported by the organization might crowd out product 

information, increasing uncertainty about product or service quality. However, a cause-focused 

orientation might also signal moral meaning to potential consumers through its ability to promote 

a purchase’s benefit to others, increasing purchase likelihood. With these competing theories in 

mind, managers of social ventures must decide how to balance their own product descriptions 

and whether to more heavily employee a cause-focused orientation (communication focused on 

the cause the organization is supporting and how a purchase would benefit this cause) or a 

product-focused orientation (communication focused on the functional benefits of the product or 
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service being sold and how a purchase would benefit the end user). We predict that a cause-

focused orientation will be most effective at driving purchasing for social ventures, specifically 

due to the increase in perceived purchase efficacy and moral identity expression potential it 

generates.  

 

Method and Data 

We use both secondary and primary data to explore product description orientation choices for 

social ventures. Our first study utilizes a Shopify dataset provided by Her Future Coalition, a real 

social venture, which contains the number of purchases of each of their products over a period of 

time. In total, the dataset included the number of purchases made for 173 products including 

jewelry, accessories, and paper products (e.g., photographs, books). The unique value of this 

dataset comes in its inclusion of the language used in each online product description. The 

language varies heavily from product to product, giving us the opportunity to evaluate how the 

content of the descriptions, and specifically the degree to which the description is cause-focused, 

impacts purchases. Studies 2 and 3 take an experimental approach, using Cloud Research and 

student samples (combined n = 995) to directly compare a cause-focused to a product-focused 

orientation for fictional social ventures and determine which is most effective at driving purchase 

intention. Additionally, both studies examine perceived purchase efficacy and moral identity 

expression potential as mediators of the positive effect of a cause-focused orientation 

hypothesized. Study 2 does this directly, while Study 3 uses a process-through moderation 

approach. 
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Summary of Findings 

Across our three studies, we consistently find evidence that a cause-focused orientation in 

product descriptions positively impacts purchases for social ventures. In Study 1, a regression 

model indicated that, when controlling for price and product type, an increase in cause-focused 

language within a product description led to an increase in the number of products sold for a real 

social venture (β = 1.143, p = .004). This finding provides initial support for our prediction that a 

cause-focused orientation is more effective than a product-focused orientation. Study 2 replicates 

this finding experimentally, showing that consumers who viewed a cause-focused product 

description from a social venture were more likely to purchase a product (Mcause = 5.29) than 

those who viewed either a product-focused (Mproduct = 4.84; t(600) = 3.82, p = .005) or neutral 

(control) description (Mcontrol = 4.35, t(600) = 5.84, p < .001). Additionally, a significant indirect 

effect through perceived purchase efficacy and moral identity expression was found (β = .05, SE 

= .02, 95% CI = [.02, .09]). Using a process-through-moderation approach, Study 3 shows that 

this effect only occurs when existing purchase efficacy is uninflated, highlighting that the 

positive effect of a cause-focused orientation is truly due to an increase in the perceived impact 

of the purchase. 

 

Statement of Key Contributions 

The current research makes several important contributions. First, it reconceptualizes marketing 

communication in the context of social ventures as a mechanism for constructing the moral 

meaning of market exchange. In other words, rather than viewing marketing information solely 

as a vehicle for conveying functional information or persuasion, we show that a social venture’s 

framing of its offering can determine whether consumers interpret a purchase primarily as a 
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commercial transaction or as a moral action. This is something that can’t be easily done by for-

profit firms, which traditionally rely on creating and communicating functional value to 

consumers. We also show that this moral value does not need large-scale marketing campaigns 

but can be created even through simple language choices within product descriptions. Our 

findings demonstrate that in hybrid market contexts, moral meaning can substitute for functional 

information in shaping consumer demand, challenging the assumption that persuasive 

effectiveness depends primarily on the communication of product attributes. Additionally, we 

show that marketing messages can activate perceived purchase efficacy and moral identity 

expression at the point of sale. In doing so, we extend these constructs from stable consumer 

characteristics often considered in charitable giving literature to malleable, message-driven 

drivers of demand in commercial exchange.  
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Keywords: Regulation, Safety, Consumption, Public Policy 

 

Description: Utah’s reduction of the legal blood alcohol concentration limit for drivers from 

.08% to .05% reduced alcohol-related driving fatalities by 23 deaths annually, had a stronger 

effect on white drivers and young adult drivers, and contributed to total annual safety benefits 

that exceeded $233 million. 
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EXTENDED ABSTRACT 

Research Question 

This study examines Utah’s attempt to increase safety on the road through its H.B. 155: 

the first law by a U.S. state limiting the legal BAC for drivers from the national standard of .08 

grams per deciliter (i.e., .08%) to .05 grams per deciliter (i.e., .05%) (Utah State Legislature 

2017). The implementation of Utah’s BAC law provides an exogenous shock in which we can 

examine whether a system-wide tightening of an operational compliance threshold for consumer 

consumption before driving can serve as an effective mechanism to improve safety. 

Method and Data 

To examine the main effect of Utah’s BAC law, we employ a difference-in-differences 

(DiD) approach that compares the weekly change in the number of alcohol-related driving 

fatalities (ARDF) in Utah before and after the implementation of the law with the weekly change 

in ARDF in the control group. We include fixed effects for states and weeks. We identify control 

states by using propensity score matching to determine the probability of a state adopting a 

stricter BAC law and nearest neighbor matching to match units in the treatment group with units 

in the control group based on propensity scores. 

We gather data on each fatal automobile accident in the U.S. from January 1, 2018 

through January 31, 2020 that involved a driver with a positive blood alcohol concentration 

level. To examine the main effect of the law, we aggregate daily accident data using the 

NHTSA’s FARS database to the U.S. state-week level for 50 U.S. states and the District of 

Columbia over 108 weeks: 52 weeks before and 56 weeks after the BAC law’s implementation, 

yielding 5,508 state-week-year observations. The analyses used to examine heterogeneous 

effects of the law utilize 12,426 observations of disaggregated accident-level data. 
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Summary of Findings 

 The coefficient for “Utah x Post-Treatment” is -.45 (p = .000), showing that the law 

reduced the number of ARDF by .45 per week, or 23.4 annually. To examine the plausibility that 

the law increased drivers’ perceived vulnerability to arrest, we examine whether the effect was 

stronger during nighttime hours when there is a greater perceived vulnerability to arrest. The 

coefficient “Utah x Post-Treatment x Night” is negative (-.13, p = .000), indicating that Utah’s 

BAC law had an even stronger impact on reducing ARDF during nights. 

We also examine boundary conditions for the BAC law’s effect on individuals who 

demonstrated low compliance with the previous law. The coefficients for “Utah x Post-

Treatment x Young Adult Driver” (-.21, p = .000) and “Utah x Post-Treatment x White Drivers 

(-.06, p = .000) are both negative, indicating that the law’s reduction of ARDF was stronger on 

alcohol-related fatal crashes involving young adult and White drivers. 

Using “Tourism Volume” as the dependent variable, we find that the law led to 4% 

reduction in weekly visitors to Utah. While statistically significant, when compared to the 

prevention of over 23 deaths annually, the law’s annual safety benefits ranged from $233.3 

million to $268.9 million. 

Statement of Key Contributions 

First, this study provides the first rigorous evidence that further tightening a BAC 

consumption threshold without increases in monitoring or enforcement positively impacts safety. 

Second, the study offers theoretical insights into how a more stringent consumption standard can 

exert its effects. Using protection motivation theory as a lens, we find evidence that the reduction 

in ARDF is attributable to the law increasing drivers’ perceived vulnerability to arrest. We test 

this possibility by examining heterogeneity in the law’s effects at night, a period associated with 
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a greater perceived vulnerability (Goodwin et al. 2015). Third, we find that Utah’s law had a 

greater effect on lowering ARDF among young adult and White drivers, both of whom are 

among the least compliant with consumption-regulating laws on the road (Barry, Schumacher, 

and Sauber-Schatz 2022; Romano, Voas, and Lacey 2010). Fourth, we assess concerns that the 

law deterred visitors, finding a 4% decline in local tourism post-implementation that is far 

outweighed by its estimated $233.3 million to $268.9 million annual safety benefit. Our findings 

suggest that fears of economic consequences from stricter consumption standards may have been 

overstated compared to their societal benefits. 
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SEEING ETHICS ON THE SHELF: MORAL EMOTIONS AND CONSUMER

RESPONSES TO ETHICAL PACKAGING
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Keywords: Ethical packaging; corporate social responsibility; purchase intention; moral

emotions; consumer behavior

Description: This paper shows that ethical packaging operates as a CSR signal that increases

consumer responses by activating self-accountability, anticipated guilt, and pride, with pride

becoming especially influential in public contexts.

EXTENDED ABSTRACT

Research Question

Firms increasingly communicate corporate social responsibility (CSR) through product-level

design, yet most CSR research emphasizes advertising, corporate statements, or brand campaigns

rather than packaging at the point of choice. This research asks how moral cues embedded in

packaging influence consumer responses and why they do so. Specifically, we examine whether

ethical packaging increases purchase intention, perceived CSR, brand loyalty, and willingness to

pay a premium. We also investigate whether these effects operate through moral self-regulation.

Drawing on moral emotion theory, we propose that ethical packaging activates self-

accountability, which can elicit anticipated guilt, and that it also evokes pride as a positive moral

emotion. Finally, we examine whether the social visibility of consumption strengthens these
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mechanisms by comparing public and private decision contexts. This research therefore clarifies

when consumers see ethics on the shelf and how such visibility translates CSR communication

into market-relevant responses.

Method And Data

We conducted five online experiments across multiple product categories and ethical-cue types.

Studies 1 and 2 used one-factor between-subjects designs to test direct effects. Study 1 compared

facial cleanser packages with versus without Braille design, and Study 2 compared an

environmentally friendly PETG bank card with a conventional PVC card. Study 3 used yogurt

packaging with versus without a climate-footprint label to test the sequential mediation of self-

accountability and anticipated guilt. Study 4 used cat-food packaging with versus without a

coral-restoration cue to test pride as a mediator. Study 5 used a 2 x 2 design crossing packaging

type with public versus private consumption context, using cause-related potato-chip packaging.

Participants completed seven-point scale measures of manipulation checks, purchase intention,

perceived CSR, brand loyalty, willingness to pay, self-accountability, anticipated guilt, and pride.

Analyses included t-tests, ANOVA, and PROCESS mediation and moderated-mediation models.

Summary of Findings

Across Studies 1 and 2, ethical packaging significantly increased purchase intention, perceived

CSR, brand loyalty, and willingness to pay a premium, demonstrating both attitudinal and

economic value. Study 3 showed that ethical packaging increased self-accountability, which

positively predicted anticipated guilt. The sequential indirect pathway from packaging to self-

accountability to anticipated guilt to purchase intention was significant. Study 4 showed that

ethical packaging increased pride, and pride significantly mediated the effect of ethical

packaging on purchase intention. In Studies 3 and 4, suppression patterns emerged: although the
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direct effect of ethical packaging became negative after accounting for mediators, the positive

indirect effects through moral emotions increased purchase intention. Study 5 showed that

ethical packaging increased purchase intention overall. Self-accountability and anticipated guilt

pathways operated consistently in both public and private contexts. However, the pride-based

pathway was stronger in public contexts, indicating that social visibility amplifies the

motivational effect of positive moral emotion.

Statement of Key Contributions

This research makes four contributions. First, it positions packaging as a direct CSR

communication channel at the moment of consumer choice, extending CSR research beyond

advertising and corporate-level messaging. Second, it provides convergent experimental

evidence across inclusive design, sustainable materials, carbon-transparency labels, and cause-

related packaging, showing that ethical cues can shape consumer behavior across product

categories. Third, it integrates self-accountability, anticipated guilt, and pride into a unified

moral-emotion framework. Rather than treating guilt and pride separately, the findings show that

ethical packaging activates both avoidance-based and approach-based pathways. The observed

suppression effects also reveal that ethical cues may initially create skepticism or burden, yet

moral emotions can convert these reactions into stronger purchase motivation. Fourth, the study

identifies social visibility as a boundary condition: public contexts especially strengthen the

pride-to-purchase pathway. Practically, the findings suggest that firms should design ethical

packaging cues that are clear, credible, and socially meaningful.

References are available upon request.
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Description: 

This conceptual paper develops the LESS framework to explain how consumers gradually 

transition toward and sustain minimalist lifestyles through evolving meanings, practices, social 

relations, and structural conditions. 

EXTENDED ABSTRACT 

Research Question 

Contemporary consumer societies remain organised around material acquisition, economic 

growth, and continual consumption, positioning purchasing as central to identity, social 

belonging, and personal well-being. Although research on voluntary simplicity, anti-

consumption, and consumer minimalism has expanded considerably, existing scholarship 

largely conceptualises minimalism as a psychological orientation, personality trait, or lifestyle 

category. Consequently, little theoretical attention has been devoted to understanding how 

consumers gradually transition toward and sustain reduced-consumption lifestyles over time. 

This conceptual limitation restricts marketing theory's ability to explain long-term behavioural 

change and alternative forms of value creation beyond market expansion. This paper addresses: 

how do consumers transition toward and sustain minimalist lifestyles through dynamic 

interactions among meanings, practices, social relationships, and structural conditions? 
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Rather than treating minimalism as a stable consumer identity, this paper conceptualises 

reduced consumption as an evolving lifestyle transformation embedded within everyday life. 

Drawing on Consumer Culture Theory, practice theory, and sustainable consumption literature, 

the paper develops the LESS framework, comprising four interrelated dimensions; Lived 

Meanings, Everyday Practices, Social Relations, and Structural Conditions. Together, these 

dimensions explain how consumers progressively redefine consumption, reorganise daily 

routines, negotiate social expectations, and respond to institutional environments, ultimately 

stabilising minimalist lifestyles as an ongoing process rather than a fixed end state. 

Summary of Findings 

The paper argues that minimalist consumption is better understood as a continuous process of 

lifestyle transformation than as a fixed consumer identity or psychological disposition. The 

proposed LESS framework demonstrates that transitions toward reduced consumption occur 

through the dynamic interaction of four interdependent dimensions. 

First, Lived Meanings explain how consumers reinterpret material possessions, redefining 

"having enough" as a desirable source of autonomy, well-being, and authenticity rather than 

deprivation. Second, these revised meanings become embedded through Everyday Practices, 

including intentional purchasing, repairing, sharing, maintaining, and decluttering, which 

gradually become normalised routines. Third, Social Relations shape the legitimacy of 

minimalist lifestyles by either supporting or challenging alternative consumption choices 

through family, friends, and broader social expectations. Finally, Structural Conditions, 

including market infrastructures, repair services, second-hand markets, policy environments, 

and institutional arrangements, determine whether reduced-consumption lifestyles remain 

practically achievable and socially legitimate. 
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The framework proposes that these four dimensions continuously reinforce one another 

through recursive feedback mechanisms. As meanings reshape practices, practices alter 

relationships, relationships influence institutional legitimacy, and supportive structures further 

reinforce minimalist behaviours. Consequently, minimalist lifestyles emerge not through 

isolated behavioural decisions but through ongoing social and material reconfiguration, 

producing durable changes in consumption practices that challenge dominant assumptions 

linking consumer value exclusively to acquisition and market growth. 

Statement of Key Contributions 

This paper makes four principal contributions to marketing and consumer research. 

First, it reconceptualises consumer minimalism as a dynamic process theory rather than a stable 

psychological trait, consumer identity, or lifestyle category. By shifting analytical attention 

from who minimalist consumers are to how minimalist lifestyles develop and endure, the paper 

advances theoretical understanding of long-term consumption change. 

Second, the LESS framework integrates previously fragmented perspectives from Consumer 

Culture Theory, practice theory, and sustainable consumption into a unified explanatory model. 

This integration demonstrates that reduced consumption cannot be adequately understood 

through individual motivations alone but must be explained through the interaction of 

meanings, practices, social relationships, and institutional structures. 

Third, the paper extends marketing theory by reframing reduced consumption as a legitimate 

process of value creation rather than deprivation or sacrifice. It challenges dominant growth-

oriented assumptions by demonstrating that consumer value may emerge through sufficiency, 

longevity, care, and meaningful use rather than continual acquisition. 

2026 AMA Summer Academic Conference

210



Finally, the paper contributes to broader debates surrounding sustainable consumption and 

post-growth marketing by offering a theoretically grounded framework capable of informing 

future empirical research, marketing practice, and public policy. The LESS framework 

provides scholars with a foundation for examining consumption transitions longitudinally 

while offering practitioners and policymakers actionable insights for designing interventions 

that normalise and support sustainable lifestyles centred on "having enough" rather than 

perpetual consumption. 

References are available upon request. 
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Description: This study examines how the gender of the beneficiary impacts donation behaviors. 

 

Research Question: 

Some authors (e.g., Chapman et al. 2022; Erlandsson et al. 2024) have proposed, but not 

empirically tested, that women should receive more donations relative to men due to normative 

associations with women needing help more often than men. However, work on perceived 

warmth and competence demonstrates that these judgements are context dependent and 

perceptions of gender in specific contexts highly influence stereotype beliefs. For example, while 

women are generally perceived as warmer than men, they are also more likely to lose perceived 

warmth when engaging in activities more highly associated with men. In contrast, as men are 

traditionally perceived as more agentic, asking for help may boost their communal traits, leading 

to higher perceptions of warmth for the recipient. We test this against multiple studies and 

secondary data from GoFundMe. 
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Method and Data 

 Using secondary data from GoFundMe, we provide initial evidence that when the 

beneficiary is female, there is a significant negative effect on number of donors either with the 

full sample (b=-.075, p < .05) or with the subsample (b=-.093, p < .01). In addition, the 

beneficiary being female has a significant negative effect on contributed amount either with the 

full sample (b=-.035, p < .05) or with the subsample (b=-.056, p < .01). We further test this 

finding across give laboratory-controlled experiments and replicate the main effect, 

demonstrating that consumers are more willing, and give higher donation amounts, when the 

recipient of the fundraiser is male compared to female. We replicate this across an incentivized 

setting, multiple donation requests, with images of the recipients and even without images. We 

also differentiate from other request contexts (i.e., Kickstarter) to show that the effect is specific 

to an altruistic request for help as opposed to one that more closely mimics an investment or 

includes a reward. Finally, we establish conditions to mitigate biased donation behavior by 

increasing the warmth of the fundraiser description, therefore leveling the perceived warmth 

applied to the recipients and increasing donations for both men and women. 

 

Summary of Findings 

Prior work has established that gender stereotypes influence giving behaviors. However, 

much past research examines the influence of the gender of the donor and not the gender of the 

recipient. This research advances understanding of gender bias in charitable giving by showing 

that male recipients are given more donations (both higher willingness to donate and higher 

amounts) compared to female recipients. This occurs because the donation context represents an 

asymmetrical warmth environment in which men are perceived as warmer than women, 
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deviating from the traditional stereotype judgement that women are warmer than men. We 

propose asking for help increase vulnerability of the recipient, increasing warmth by default 

irrespective of recipient gender. However, as men are perceived as more agentic and therefore 

not expected to ask for help, this increases their perceived warmth. On the other hand, asking for 

help aligns with communal expectations for women, thus not incrementally increasing the 

perceived warmth as shown for men. This suggests that rather than reflecting a fixed stereotype 

in which women are always perceived as warmer than men, warmth perceptions are context 

dependent and the donation environment is such a context in where male recipients are perceived 

as warmer than women. 

 

Statement of Key Contributions 

Our work makes three key contributions. First, to the crowdfunding and prosocial 

behavior literature, we shift the focus from the characteristics of fundraisers and campaigns to 

those of beneficiaries, a perspective that has received scant attention despite its centrality to 

donor decision-making. Using a combination of large-scale field data and controlled laboratory 

experiments, we document a robust gender disparity in donation outcomes, establishing 

beneficiary gender as a consequential determinant of prosocial support. Second, to the stereotype 

literature, we reveal that stereotype judgements are context dependent and demonstrate an 

environment in which a warmth asymmetry exists—asking for help. This challenges the 

prevailing assumption that warmth uniformly benefits women in communal domains. Thus, we 

offer a more nuanced account of how stereotypes influence consumer judgments. Finally, for 

practice, our findings highlight a hidden form of bias embedded in digital platforms. By 

demonstrating when and how women are disadvantaged, we suggest interventions such as 
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anonymizing beneficiary information, adjusting message framing, or designing platform nudges 

that mitigate stereotype penalties. In doing so, this research contributes to the broader goal of 

fostering equity and inclusivity in digital marketplaces for prosocial giving. 
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Description: This research examines how discrepancies between a brand’s implied and actual 
origin influence consumer responses to foreign-branding strategies. 

EXTENDED ABSTRACT 

Research Question 
 
Brand names are often consumers' first point of contact with a brand, shaping initial impressions 

and expectations (Aaker and Keller 1990). To cultivate favorable brand perceptions, firms 

sometimes adopt a foreign-branding strategy by creating a brand name that implies an origin 

different from its actual origin (Leclerc et al. 1994). Although this strategy has long been used by 

firms from developed markets, it has become increasingly attractive to emerging-market firms 

seeking to overcome unfavorable country-of-origin associations and enhance perceptions of 

quality and prestige. Because consumers frequently infer brand origin from the linguistic 

properties of brand names (Samiee et al. 2005), foreign branding offers firms a relatively 

inexpensive means of influencing these perceptions. However, growing access to brand-origin 
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information has made discrepancies between implied and actual origin increasingly transparent, 

raising questions about how consumers respond when such inconsistencies become apparent. 

While prior research has primarily examined the benefits of foreign branding, little is known 

about its potential downside, particularly for emerging-market firms. Drawing on country 

stereotypes, confirmation bias, and brand origin literature, this research examines how 

incongruence between implied and actual brand origin influences consumer responses. 

Specifically, we investigate perceived deception as the underlying mechanism and examine 

whether offering type (product versus service) and logo design (full-form versus abbreviated) 

serve as important boundary conditions. 

Method and Data 

The proposed framework was tested across five complementary experiments involving multiple 

product categories, research designs, and consumer markets. Collectively, the studies examine 

how consumers respond to discrepancies between implied and actual brand origin while 

identifying the underlying psychological mechanism and relevant boundary conditions. Study 1 

tests the main effect of foreign branding by comparing emerging- and developed-market firms 

using foreign and local branding strategies. Study 2 replicates these findings across consumers 

from the United States, Mexico, and China. Study 3 examines perceived deception as the 

underlying mechanism while accounting for alternative explanations, including country image 

and country-related affect. Study 4 investigates whether the nature of the offering (product 

versus service) moderates the proposed effect, whereas Study 5 examines whether abbreviated 

versus full-form brand logos reduce the salience of implied origin cues and improve consumer 

responses. Across the five studies, data were collected using controlled experimental designs, 
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providing a comprehensive test of the proposed framework across multiple consumer markets, 

product categories, and branding contexts. 

Summary of Findings 

Across five studies, the findings consistently demonstrate that foreign-branding strategies are 

most likely to backfire when employed by emerging-market firms to imply a developed-market 

origin. Compared with identical strategies used by developed-market firms, foreign branding by 

emerging-market firms evokes stronger perceptions of deception, resulting in less favorable 

brand attitudes, lower perceived quality, and reduced consumer engagement. The studies further 

establish perceived deception as the primary mechanism underlying these effects. Consumers are 

more likely to interpret foreign branding by emerging-market firms as an attempt to mislead 

them regarding the brand's true origin, which subsequently undermines brand evaluations. The 

research also identifies important boundary conditions. Specifically, the negative effects are 

attenuated for service offerings, where consumers rely less on origin cues, and when abbreviated 

brand logos reduce the salience of implied foreign origin. Together, these findings demonstrate 

that the effectiveness of foreign-branding strategies depends not only on discrepancies between 

implied and actual brand origin but also on the context in which those strategies are 

implemented. 

Statement of Key Contributions 

This research makes three contributions to the international marketing and branding literature. 

First, it advances research on foreign branding by shifting attention from country of manufacture 

to brand origin, a more appropriate lens for understanding how consumers form country 

associations in an increasingly globalized marketplace. By distinguishing between implied and 
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actual brand origin, this research demonstrates that discrepancies between the two have 

important consequences for consumer evaluations. 

Second, this research identifies perceived deception as the primary psychological mechanism 

through which foreign-branding strategies backfire. Specifically, it shows that foreign branding 

employed by emerging-market firms is more likely to evoke perceptions of deception than 

identical strategies employed by developed-market firms, thereby reducing perceived quality, 

brand attitudes, and consumer engagement. In doing so, the findings provide a deeper 

understanding of how consumers interpret brand-origin incongruence. 

Finally, this research identifies important boundary conditions that influence the effectiveness of 

foreign-branding strategies. The findings demonstrate that service offerings and abbreviated 

brand logos reduce the salience of implied origin cues, thereby weakening perceptions of 

deception and improving consumer responses. Together, these findings offer a more nuanced 

understanding of when foreign-branding strategies are likely to succeed or fail and provide 

actionable guidance for firms competing in increasingly transparent international markets. 

References are available upon request. 
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Description: This research examines how AI design disclosure shapes consumers’ 

perceptions of emerging-market brands’ globalness by altering perceived cultural 

capital. 

EXTENDED ABSTRACT 

Research Question 

Artificial intelligence is increasingly incorporated into product design, allowing brands 

to update creative processes, improve design efficiency, and signal technological 

sophistication. For emerging-market brands seeking greater global recognition, AI 

design may appear particularly appealing because it offers a way to compensate for 

resource constraints and project an image of innovation. Yet the value of culturally 

expressive products is not derived solely from novelty, efficiency, or technological 

advancement. Such products also embody symbolic meanings, aesthetic judgment, 

cultural heritage, and accumulated cultural resources. This creates a critical tension for 

emerging-market brands: although AI design may modernize the craft, it may also 

discount the brand by weakening consumers’ perceptions that the brand possesses 

meaningful cultural capital. 

This research examines how AI design disclosure influences perceived brand 

globalness for emerging-market brands. We propose that, compared with human-

designed products, AI-designed products reduce perceived brand globalness because 

consumers infer lower levels of perceived cultural capital. We further argue that this 
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effect depends on brand–design cultural origin congruence. When the cultural origin of 

the design elements is congruent with the brand’s country of origin, AI design is more 

likely to be interpreted as lacking human cultural understanding and aesthetic judgment, 

thereby reducing perceived brand globalness. By contrast, when the cultural origin of 

the design elements is incongruent with the brand’s country of origin, this negative 

effect should be attenuated because the design is less likely to be viewed as a direct 

expression of the brand’s own cultural heritage. 

Method And Data 

We test the proposed framework across five experiments using multiple emerging-

market brand contexts and product categories. A pilot experiment first examines 

whether the negative effect of AI design is specific to emerging-market brands. 

Participants evaluated a lamp attributed either to an emerging-market brand from India 

or to a developed-market brand from the United States. The pilot provides initial 

evidence that the AI design effect is more pronounced for emerging-market brands. 

Two main-effect experiments then test whether human-designed products generate 

higher perceived brand globalness than AI-designed products. These studies use 

different product categories and country contexts, including an Vietnam handbag and a 

Philippine perfume. A subsequent mediation experiment uses a Bangladeshi T-shirt to 

examine whether perceived cultural capital explains the effect of design source on 

perceived brand globalness. Finally, a moderation experiment uses an Indian tote bag 

to test the role of brand–design cultural origin congruence. In this experiment, design 

source is manipulated as AI design versus human design, and cultural congruence is 

manipulated by presenting design elements that are either congruent or incongruent 

with the brand’s country of origin. Across studies, perceived brand globalness serves as 

the primary dependent variable. 

Summary of Findings 

Across five experiments, we find consistent evidence that AI design disclosure can 

undermine perceived brand globalness for emerging-market brands. Products described 

2026 AMA Summer Academic Conference

222



as human-designed are perceived as higher in brand globalness than otherwise 

comparable products described as AI-designed. This effect emerges across multiple 

emerging-market country contexts and product categories, indicating that consumers 

do not merely evaluate AI design as a technological cue, but also use it to infer whether 

an emerging-market brand possesses the symbolic and cultural resources needed to be 

recognized globally. 

The findings further reveal the psychological process underlying this effect. AI design 

reduces perceived brand cultural capital: consumers infer that AI-designed products 

reflect less cultural accumulation, weaker aesthetic refinement, and a lower capacity to 

express cultural meaning through design. This diminished perception of cultural capital 

subsequently lowers perceived brand globalness. In addition, the negative effect of AI 

design depends on brand–design cultural origin congruence. When design elements are 

culturally congruent with the brand’s country of origin, AI design is especially 

detrimental because consumers expect the design to embody the brand’s own cultural 

heritage and aesthetic knowledge. However, when the design elements are culturally 

incongruent with the brand’s country of origin, the negative effect of AI design is 

attenuated, as the design is less likely to be interpreted as a direct expression of the 

brand’s own cultural capital. 

Statement of Key Contributions 

This research makes three contributions. First, it contributes to the perceived brand 

globalness literature by identifying AI design disclosure as a novel antecedent of 

perceived brand globalness for emerging-market brands. Prior research has primarily 

examined globalness cues such as brand names, advertising appeals, spokespersons, 

country-of-origin cues, and global/local cultural positioning. This research extends this 

literature by showing that the perceived source of product design can also shape 

consumers’ judgments of whether an emerging-market brand appears globally 

competitive and internationally recognized. 
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Second, this research contributes to the literature on AI in marketing and product design 

by revealing a tension between the technological and cultural meanings of AI design. 

Although AI design may signal modernity, novelty, and technological advancement, it 

can also weaken the symbolic and cultural meanings that consumers expect from 

culturally expressive products. In doing so, this research clarifies why AI design 

disclosure may not always benefit brands, especially when consumers evaluate 

products whose value depends on cultural understanding, aesthetic judgment, and 

human creative interpretation. 

Third, this research introduces perceived cultural capital as a mechanism linking AI 

design disclosure to perceived brand globalness. By showing that AI design lowers 

perceived cultural capital, which in turn reduces perceived brand globalness, this 

research explains why design source is especially consequential for cultural products 

from emerging markets. Finally, the moderating role of brand–design cultural origin 

congruence further specifies when this process is most pronounced: AI design is 

particularly damaging when the product’s design elements are culturally congruent with 

the brand’s country of origin and are therefore expected to represent the brand’s own 

cultural heritage and aesthetic resources. 
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Description: This study investigates the nonlinear and outcome-specific effects of different 

types of virtual influencers (human-like, anime-like, cartoon-like) and prior AI knowledge on 

artificial empathy and brand evangelism. 

 

EXTENDED ABSTRACT 

Research Question 

While virtual influencers (VIs) increasingly compete with human influencers (HIs) for 

consumer attention, extant literature presents inconsistent findings regarding their persuasive 

effectiveness. This inconsistency largely stems from prior studies employing binary human-

versus-AI comparisons or limited typologies, which fail to capture the full design spectrum of 

VIs. Furthermore, although artificial empathy is critical for human-computer interaction, 

existing research treats it as a uniform construct, neglecting the theoretical distinction between 
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cognitive and affective empathy pathways within digital environments. Consequently, this 

study addresses three primary research questions:  

(1) Do VIs evoke artificial empathy through mechanisms distinct from interpersonal empathy 

experienced with HIs?  

(2) Under what conditions do cognitive versus affective empathy pathways differentially 

predict brand evangelism?  

(3) To what extent does prior knowledge of AI affect these relationships? 

Method and Data 

This study utilized a 4 (human-AI collaboration paradigm: human vs. human-like vs. anime-

like vs. cartoon-like) × 2 (prior knowledge of AI: high vs. low) between-subjects online 

experimental design. Following the exclusion of invalid responses, the final sample comprised 

601 participants. The experimental stimuli consisted of promotional Instagram posts for 

UNIQLO’s Autumn/Winter 2025 collection, endorsed by four systematically selected 

influencers corresponding to the manipulated conditions (H'Hen Nie, LilMiquela, Kizuna AI, 

and Apoki). Data analysis was conducted using Partial Least Squares Structural Equation 

Modeling (PLS-SEM) via SmartPLS 4 to test the structural model, while SPSS was utilized for 

ANOVA to assess mean differences across experimental groups. 

Summary of Findings  

The empirical results demonstrate that the degree of human-likeness in VIs exerts a nonlinear 

effect on artificial empathy. Contrary to expectations, cartoon-like VIs elicited the highest 

overall artificial empathy, significantly outperforming human-like VIs, which produced the 

weakest empathic responses. Despite their lower empathy scores, human-like VIs generated 

strong brand evangelism, comparable to HIs and cartoon-like VIs, whereas anime-like VIs 

exhibited significantly weaker effects on brand advocacy. Mediation analysis revealed that 

perspective-taking (cognitive empathy), empathic concern, and emotional contagion (affective 

empathy) operate as independent, complementary pathways driving brand evangelism. 

Notably, cognitive empathy demonstrated a constant and robust impact across all VI types. 

Finally, moderation analysis indicated that a high level of AI knowledge enhanced consumers' 
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overall receptivity to VIs, while a lack of AI literacy led to more critical evaluations, 

particularly hindering the effectiveness of anime-like VIs. 

Statement of Key Contributions 

This research provides twofold contributions to digital marketing and human-computer 

interaction by challenging conventional binary assumptions about artificial agents. 

Theoretically, it extends the Computers-Are-Social-Actors theory by evaluating a 

comprehensive spectrum of anthropomorphism. The study unveils a nonlinear relationship 

between visual realism and consumer responses to resolve prevailing contradictions in extant 

literature. Paradoxically, human-like virtual influencers (VIs) elicit the least artificial empathy 

yet remain highly formidable in driving brand evangelism. 

Furthermore, this study introduces theoretical novelty by isolating the underlying mechanisms 

of artificial empathy. It provides pioneering empirical evidence that cognitive and affective 

empathy operate through independent pathways in human-AI collaborations. Notably, the 

cognitive route demonstrates greater persuasive strength across all VI typologies. The research 

also uncovers a fascinating paradox regarding consumers' AI literacy. While a high level of 

prior AI knowledge enhances overall receptivity to VIs, it simultaneously reverses aesthetic 

preferences, prompting technologically savvy consumers to favor human-like VIs over 

cartoon-like alternatives. 

Managerially, this study translates these empirical insights into an actionable strategic 

framework for VI selection. Marketers should align VI design characteristics with specific 

campaign objectives. For instance, brands can deploy cartoon-like VIs to cultivate empathy-

driven engagement and utilize human-like VIs for conversion-focused initiatives. By 

identifying AI literacy as a critical segmentation variable, the research equips practitioners to 

tailor their communication strategies. This targeted approach ensures that brands can 

effectively mitigate consumer skepticism and maximize campaign efficacy among audiences 

exhibiting lower technological familiarity. 

References are available on request. 
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Description: Drawing on Motivation–Opportunity–Ability (MOA) theory and proprietary hourly 

campaign data from a major retail media platform, this study examines how advertising timing, 

format, and repetition jointly drive sales effectiveness in high-intent digital purchase 

environments. 

EXTENDED ABSTRACT 

Research Question 

Retail Media (RM) has emerged as a dominant force in digital advertising, surpassing $140 billion 

globally in 2024 by embedding brand messages directly within consumers' purchase journeys. 

Unlike traditional media, RM platforms simultaneously control ad delivery and the point of sale, 

creating a high-intent purchase context in which consumers are structurally primed to respond to 

advertising stimuli. Yet, despite this commercial relevance, the drivers of RM effectiveness remain 
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theoretically underdeveloped. This study addresses that gap by asking: How do advertising timing, 

format, and repetition influence sales effectiveness in high-intent digital retail environments? 

Drawing on the Motivation–Opportunity–Ability (MOA) theory, we map three classical 

advertising levers onto the RM context: ad timing captures temporal fluctuations in consumer 

Motivation across hours and days; ad format—encompassing funnel stage and ad product type—

reflects the degree of situational Opportunity at the moment of exposure; and ad repetition—

measured through exposure frequency and campaign duration—shapes consumer Ability by 

building decision fluency. We develop six hypotheses predicting that evening and early-week 

exposures outperform other time windows (H1–H2), lower-funnel and brand-oriented formats 

generate higher sales than attention and display formats (H3–H4), exposure intensity follows an 

inverted-U pattern (H5), and campaign duration produces monotonic sales decay (H6). 

Method and Data 

We analyze a proprietary dataset from a major RM platform covering three leading consumer 

goods brands across four product categories—oral care, personal care, electric toothbrushes, and 

home care—over a 12-month period (April 2024–March 2025). The dataset comprises 412 distinct 

product-level campaigns and 217,815 campaign–time observations, collectively generating 

approximately $73 million in attributed revenue from 15 million units sold. Each observation 

records hourly campaign metrics including attributed sales revenue, ad impressions, and unique 

users reached. To estimate the effects of timing, format, and repetition on log-transformed sales 

revenue while controlling for persistent, unobserved campaign heterogeneity, we employ a 

Correlated Random Effects (CRE) panel model with Mundlak corrections. Cluster-robust standard 

errors are computed at the campaign level. We estimate two complementary models: Model 1 

identifies funnel stage effects; Model 2 substitutes ad product type. Robustness checks include 
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fixed effects benchmarking, lagged dependent variable specifications, Oster coefficient stability 

tests, and placebo tests with lead indicators. Post hoc analyses examine daypart × day-of-week and 

ad format × daypart interactions. 

Summary of Findings 

All six hypotheses were supported. For ad timing (H1–H2), evening exposure increases sales by 

+12% and early morning reduces them by −44% relative to the morning baseline; Tuesday is the 

strongest weekday (+15%) while Saturday is the weakest (−6%). For ad format (H3–H4), 

consideration and purchase funnel stages outperform the attention baseline by +143% and +161%, 

respectively; brand ads and product ads exceed display ads by +102% and +66%. Notably, brand 

ads outperform product ads even at the point of purchase, contradicting traditional item-level 

conversion assumptions. For ad repetition (H5–H6), exposure frequency follows an inverted-U 

pattern peaking at approximately 90 impressions per buyer—far above classical benchmarks of 3–

10—while the observed campaign mean of approximately 11 suggests widespread 

underinvestment. Campaign duration produces a compounding decay of approximately −20% in 

sales over 30 days, substantially slower than the hours-long dissipation documented in television. 

Post hoc analyses reveal non-additive temporal effects: the evening–early-week window (peaking 

Monday–Wednesday evenings) delivers the strongest joint lift, and ad format effectiveness varies 

systematically across dayparts. 

Key Contributions 

This study advances advertising theory and practice along three dimensions. First, it establishes 

motivational synchronization as a platform-specific lever of RM effectiveness, showing that 

circadian and weekly rhythms shape advertising responsiveness differently in transaction-

integrated environments than in television or in-store digital signage—with evening and early-
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week exposures outperforming patterns documented in prior media research. Second, it 

reconceptualizes Opportunity in RM as a continuous alignment construct rather than a binary 

condition: the closer the funnel stage and ad format are to the transaction moment, the more 

directly consumer purchase intent converts to sales. Third, it extends classical wear-in/wear-out 

theory by demonstrating that high-intent environments substantially elevate the optimal exposure 

threshold and slow temporal decay—evidence that technology determines how exposures are 

delivered, but psychology determines when and why they work. Managerially, findings translate 

into four actionable principles: concentrate delivery in evening and early-week windows; align 

format to funnel stage; raise exposure toward the impression optimum; and implement scheduled 

creative refreshes to counteract the monthly decay. References are available upon request. 
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Description: This study examines how visual perspective and goal stage jointly shape

consumers' responses to restraint and reward product advertisements in online video contexts.

EXTENDED ABSTRACT

Research Question

Online video platforms increasingly integrate advertising into video-viewing experiences, yet

less is known about how the goal-related content of a video shapes responses to subsequent

advertisements. Drawing on goal contagion, vicarious goal satiation, and vicarious depletion,

this research asks how viewers respond to advertisements inserted during different stages of a

character's goal process. Specifically, we examine whether advertisements for restraint

products, which require self-control and facilitate goal pursuit, are more effective during goal

pursuit, whereas advertisements for reward products, which are hedonic and goal-irrelevant,

are more effective after goal achievement. We further ask whether these effects depend on the

visual perspective of the video. First-person perspective may intensify mental simulation and

transfer the character's self-control effort to the viewer, thereby producing greater resource

depletion than third-person perspective. As a result, the typical effects of goal contagion and

vicarious goal satiation may be weakened or altered in first-person video contexts.
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Method and Data

Two laboratory experiments were conducted using a YouTube-like online video context. Study

1 examined whether first-person perspective induces greater self-control resource depletion

than third-person perspective during goal-pursuit videos. A 2 x 3 between-subjects design

manipulated visual perspective and video duration, with 180 participants randomly assigned to

one of six conditions. The character's goal was achieving a good physique, and self-control

depletion was measured using a 10-point Brief Mood Introspection Scale. Study 2 tested the

advertising effects of visual perspective, goal stage, and product type. A 2 x 2 x 2

between-subjects design manipulated visual perspective, goal stage, and product type, with

242 participants randomly assigned to eight conditions. The restraint product was unsweetened

cereal, and the reward product was chocolate cookies. A fictitious brand was used to avoid

prior brand bias. Advertising effectiveness was assessed using eye-tracking measures of visual

attention, a brand memory recognition task, and ad attitude ratings.

Summary of Findings

Study 1 showed that first-person perspective produced significantly greater self-control

resource depletion than third-person perspective when viewers watched goal-pursuit videos,

particularly at the 6-minute and 9-minute durations. Study 2 revealed a significant three-way

interaction among visual perspective, goal stage, and product type. In third-person videos,

restraint product advertisements were more effective when inserted during goal pursuit than

after goal achievement, producing higher visual attention, better brand memory, and more

favorable ad attitudes. In contrast, reward product advertisements were more effective after

goal achievement, particularly for brand memory and ad attitudes. However, these patterns

changed in first-person videos. Because first-person perspective induced stronger vicarious

depletion, restraint product advertisements showed consistently limited effectiveness across

both goal stages. Reward product advertisements, meanwhile, attracted relatively strong

responses regardless of whether they appeared during goal pursuit or after goal achievement.
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These findings suggest that the influence of goal contagion and vicarious goal satiation

depends critically on visual perspective.

Key Contributions

This research contributes to marketing and consumer behavior literature in three ways. First, it

extends goal contagion and vicarious goal satiation research to an online video advertising

context, showing how the goal stage of media content can influence responses to embedded

advertisements. Second, it identifies visual perspective as an important boundary condition.

Whereas third-person videos allow goal pursuit and goal achievement to guide responses to

restraint and reward products, first-person videos intensify mental simulation and produce

vicarious depletion, thereby weakening the typical goal-stage effects. Third, this research

advances understanding of product-ad placement strategy by distinguishing between restraint

and reward products. Practically, the findings suggest that restraint products are best inserted

during goal-pursuit scenes in third-person videos, while reward products are more effective

after goal achievement. In first-person videos, however, reward products may outperform

restraint products across goal stages. These insights can help advertisers, platforms, and

content creators optimize ad timing and improve advertising effectiveness.

References are available upon request.
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Description: We demonstrate that brands can create perceived shared reality with their target 

consumers by using socially validating marketing messages.   

 

EXTENDED ABSTRACT 

 

Research Question: 

 Consumers possess an innate drive to share experiences with others. Shared reality posits 

that individuals are motivated to seek alignment of their inner states (i.e., beliefs, feelings, 

concerns) with others to fulfill these epistemic and relational needs. When one’s worldview is 

shared it can produce meaningful outcomes including the feeling that the “right” decision was 

made. However, marketing research on shared reality has largely focused on consumer-to-
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consumer interactions, lacking consideration for if and how firms can create a perception of 

shared reality. This research demonstrates one such type of marketing strategy: using brand 

messaging to elicit what we term marketplace shared reality. We propose that using marketplace 

shared reality allows brands to strengthen their connections with consumers by helping them feel 

understood, included, and confident in their worldview, driven by a united inner state with a 

marketer, service provider, or brand. 

 

Method and Data: 

 Across four experiments and a field study, we aimed to test our theory of marketplace 

shared reality messaging. Study 1 tests this phenomenon in the field by partnering with a local, 

small business. The findings of the field study increase external validity and provide evidence 

that a marketplace shared reality message is more effective at increasing consumer engagement 

compared to a neutral advertising message. We replicate this effect in multiple laboratory-

controlled settings, including varying message copy or keeping copy the same and varying target 

audience. We further increase internal validity by replicating the main effect using 

advertisements that closely mimics real advertisements in multiple studies. We provide strong 

causal evidence of self-brand connection as the driver by manipulating self-brand connection 

directly and show that marketplace shared reality messaging can increase feelings of connections 

with brands that have low baseline connection with their consumers, similar to those that have 

higher baseline connections with their consumers. Finally, we show that brand motivation is a 

boundary in which marketplace shared reality messaging will not be as effective if the brand 

motivation appears opportunistic as opposed to sincere.  
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Summary of Findings: 

Marketplace shared reality is unique in that it is rooted in a commercial exchange, 

shifting the dynamic from purely relational to transactional. Thus, this research offers several key 

contributions. First, we introduce and formally define marketplace shared reality. To this end, we 

conceptualize marketplace shared reality as consumers’ perception that a brand genuinely 

understands and shares their inner states, including beliefs, concerns, and lived experiences. 

Second, we provide empirical evidence that marketplace shared reality emerges as a distinct 

outcome of thoughtfully designed brand communications and yields important positive 

consequences for brand-related responses. Across studies, we demonstrate that marketplace 

shared reality enhances consumer outcomes by increasing self–brand connection, thereby 

clarifying the psychological mechanism underlying its effects. Collectively, this research offers 

the first systematic examination of marketplace shared reality, establishing it as a theoretically 

distinct and practically relevant construct that advances understanding of how brands can foster 

deeper consumer relationships through communication. 

 

 

Statement of Key Contributions  

 These findings offer several theoretical and managerial implications. First, this research 

extends shared reality theory beyond its traditional grounding in psychology literature to the 

domain of marketplace communication. In doing so, we identify a framework for how marketers 

can foster feelings of connection and understanding between brands and consumers. Importantly, 

this work broadens shared reality theory by demonstrating how shared reality processes operate 

within exchange-based consumer-brand relationships. Second, we demonstrate that the effects of 
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MSR emerge through self-brand connection. The findings here extend self-brand connection 

theory by identifying MSR as an antecedent of self-brand connection, suggesting that shared 

reality can serve as an epistemic and relational pathway through which brands connect with 

consumers. In studying the role of self-brand connection, we introduce a novel approach to 

manipulate, rather than measure, self-brand connection. Managerially, the findings suggest that 

brands can strengthen consumer relationships by strategically crafting marketing 

communications that signal the understanding and validation of consumers’ inner states. When 

executed well, this strategy allows marketers to move beyond transactional persuasion and 

toward the cultivation of a consumer-brand relationship. 
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MORE RECENCY RULES: EXPERIMENTALLY INVESTIGATING EFFECTS OF 

SERIAL AD POSITION, AD TYPE, AND ENGAGEMENT ON PODCAST AD 

EFFECTIVENESS 

Nate S. Fisher and Doyle Yoon, Gaylord College of Journalism and Mass Communication, 

The University of Oklahoma 

Contact Information: For further information, please contact Nate S. Fisher, Ph.D., Assistant 

Professor, Gaylord College of Journalism and Mass Communication, The University of 

Oklahoma (natefisher@ou.edu). 

Keywords: podcast advertising, serial ad placement, media vehicle engagement, Social 

Cognitive Theory of Internet Uses and Gratifications, recency effect 

Description: This 2×2 experiment tests how ad type (host-read vs. conventional) and serial 

placement (pre-roll vs. mid-roll) affect podcast advertising outcomes, moderated by media 

vehicle engagement, within a Social Cognitive Theory of Internet Uses-and-Gratifications 

framework. 

EXTENDED ABSTRACT 

Research Question -- Podcast advertising revenue is growing rapidly, yet experimental research 

on managerially relevant outcomes remains limited compared to qualitative- and survey-based 

literature. Prior studies show mixed or equivocal results for host-read versus conventional ads 

and for serial ad placement (pre-roll/”primacy effect” vs. mid-roll/”recency effect”), with little 

experimental examination of longer-form conversational podcasts or hedonic products with 

regard to common advertising-related dependent variables. Engagement is frequently cited as 

both a feature of podcast audiences and positive driver of ad-related outcomes in other media, 

but it has not been tested experimentally as a moderator (or potential primary antecedent) in this 
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context. Drawing on the Social Cognitive Theory of Internet Uses and Gratifications (LaRose 

and Eastin 2004) and Calder and Malthouse’s motivation-based engagement framework, this 

study asks: How do ad type and serial ad placement affect purchase intention, attitude toward the 

ad, attitude toward the brand, and information seeking intention? Does podcast engagement 

moderate these relationships, and how does it function conceptually? 

Method and Data -- A 2×2 between-subjects experiment manipulated ad type (host-read vs. 

conventional/non-host-read; AI-generated voice clone for the host-read condition using a popular 

long-form conversational podcast) and serial placement (pre-roll vs. mid-roll) within a 2.5-

minute Joe Rogan Experience clip featuring a fictitious hedonic apparel brand. Participants (final 

N = 193 after attention/manipulation checks and cleaning per best practices) first completed 

established engagement measures (Calder et al.’s [2016] sub-factors summed into a second-order 

construct, α = .952), listened to the stimulus, then completed validated multi-item scales for the 

dependent variables (purchase intention, attitude toward the ad, attitude toward the brand, 

information seeking intention; all α > .72). Data were analyzed via ANCOVA (with relevant 

covariates) for main and interaction effects, and Hayes’ PROCESS Model 3 for moderated 

moderation. 

Summary of Findings -- Mid-roll placement produced significantly higher purchase intention, 

attitude toward the ad, and information seeking intention than pre-roll (small but meaningful 

effect sizes, ηp² ≈ .02–.03), supporting a recency advantage in this longer-form context. A 

significant interaction emerged on attitude toward the brand: among pre-roll exposures, host-read 

ads outperformed conventional ads. Motivation-based engagement positively predicted all 

outcomes and significantly moderated effects on purchase intention, attitude toward the brand, 

and information seeking intention. Patterns indicated that host-read ads rely less on high 
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engagement levels to drive outcomes relative to conventional ads (i.e., engagement acts partly as 

an equalizer), while also functioning as a strong overall predictor—consistent with positioning it 

as a primary antecedent/driver rather than solely a moderator. 

Statement of Key Contributions -- This study advances marketing knowledge by providing 

causal experimental evidence on podcast advertising in an underexplored longer-form 

conversational format combined with a hedonic product category, extending prior 

survey/qualitative work. Theoretically, it integrates and extends the Social Cognitive Theory of 

Internet Uses and Gratifications with motivation-based engagement frameworks to podcasts, 

offering refined understanding of engagement as both moderator and primary driver/antecedent 

that amplifies ad outcomes while reducing reliance on executional factors like host-read delivery 

at high engagement levels. It also nuances host-read advertising effects via interaction with 

placement and potential parasocial mechanisms. Managerially, findings recommend prioritizing 

mid-roll inventory, using host-read executions to mitigate pre-roll drawbacks (especially when 

engagement cannot be assured), and targeting or selecting podcast vehicles/hosts with high levels 

of engagement—potentially yielding 5–10% lifts in purchase intention based on adjusted means. 

These insights help practitioners optimize limited podcast ad budgets while guiding future 

research on engagement, parasocial relationships, and value co-creation in audio advertising. 

References are available upon request. 
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UNDERSTANDING INFLUENCE IN DIGITAL ADVERTISING: A MULTIMODAL 

PROCESS MODEL OF PROBLEMATIC ADVERTISING 

Khalandar Badrulla Kammur (University of Wisconsin-Milwaukee), Ensieh Alidadiani 

(University of Wisconsin-Milwaukee), Baba Nagireddypalli (University of Wisconsin-

Milwaukee), Praneeth Inturi (University of Wisconsin-Milwaukee)  

Contact Information: For further information, please contact Khalandar Badrulla Kammur, 

PhD Candidate, University of Wisconsin-Milwaukee (kkammur@uwm.edu). 

Keywords: Problematic Advertising, Persuasion Knowledge, Multimodal Analysis, Dark 

Patterns, Consumer Perception 

Description: This research develops and tests a multimodal process model explaining how 

textual and visual cues jointly shape the deployment, recognition, and evaluation of problematic 

advertising. 

EXTENDED ABSTRACT 

Research Question 

Problematic advertising often relies on subtle combinations of language and visual design that 

shape consumer responses without overt persuasion. Prior research has examined deception and 

persuasion but typically treats problematic advertising as a binary phenomenon or focuses on 

isolated tactics. This overlooks two critical gaps: (1) the distinction between how influence is 

deployed by advertisers and how it is recognized by consumers, and (2) the inherently 

multimodal nature of digital advertising, where textual and visual cues jointly shape 

interpretation. 

2026 AMA Summer Academic Conference

243



Grounded in persuasion knowledge theory, this research conceptualizes problematic advertising 

as a multistage process linking textual influence cues to influence tactics (manipulation, 

coercion, and deception), their cognitive registration as perceived manipulation, and downstream 

ad evaluations. We further examine the role of visual design as a contextual moderator that 

conditions how influence tactics translate into evaluative outcomes. 

The central research question is: How do textual and visual cues jointly shape the deployment, 

recognition, and evaluation of influence tactics in digital advertising? 

Method and Data 

We analyze a publicly available dataset of 500 online display advertisements collected from top 

U.S. websites, each evaluated by at least ten participants, yielding over 5000 consumer 

responses. Textual influence cues are extracted using optical character recognition (OCR) and 

operationalized as theory-driven linguistic features, including urgency, exaggeration, directive 

language, deceptive wording, and interface-mimicking text. Visual design cues are extracted 

using computer vision techniques and summarized via principal components capturing key 

dimensions such as contrast, saliency, and color structure. Influence tactics (manipulation, 

coercion, and deception) are measured using multimodal large language model–based classifiers, 

validated against independent human coding (ICC = .90–.97; r > .95). 

We estimate a three-stage empirical model: (1) OLS models linking textual cues to influence 

tactic deployment, (2) fractional logit models examining whether tactics are recognized as 

perceived manipulation, and (3) moderated models testing how influence tactics and perceived 

manipulation affect ad evaluations, conditional on visual design. 

Summary of Findings 

2026 AMA Summer Academic Conference

244



Results reveal a structured and asymmetric influence process. First, textual cues map onto 

distinct influence tactics rather than a single persuasion dimension. Manipulation is driven by 

urgency and exaggeration, coercion by directive language, and deception by deceptive wording 

and interface mimicry. Second, consumers selectively recognize these tactics. Manipulation and 

deception significantly increase perceived manipulation, whereas coercion is not recognized, 

indicating a gap between influence deployment and recognition. Third, visual design conditions 

evaluation effects. Manipulation and deception reduce trust and design quality, while perceived 

manipulation strongly suppresses evaluations. Visual context moderates these effects: high 

contrast amplifies negative responses, whereas visually balanced designs attenuate them. 

These findings support a multistage, multimodal account of problematic advertising. 

Key Contributions 

This research makes three contributions. First, it extends persuasion knowledge theory by 

empirically distinguishing between influence deployment and influence recognition, 

demonstrating that influence can affect consumers even when it is not consciously identified as 

manipulative. Second, it advances persuasion research by disaggregating influence into 

manipulation, coercion, and deception, and showing that each is constructed through distinct 

linguistic strategies rather than reflecting a unitary persuasion dimension. Third, it contributes to 

multimodal advertising theory by repositioning visual design as a contextual moderator that 

shapes how influence tactics are interpreted and evaluated, rather than as a direct driver of 

influence. 

Methodologically, the study demonstrates the validity of combining large language model–based 

measurement with human benchmarking to analyze persuasion at scale. Managerially and from a 
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policy perspective, the findings show that textual choices deploy influence, while visual design 

determines its evaluative cost, highlighting the need for influence-aware advertising and 

multimodal regulation. 
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AGENCY IN THE ALGORITHM: CAN EMOTIONAL MESSAGING RESTORE 

THE PERCEIVED BEHAVIORAL REALISM OF VIRTUAL INFLUENCERS? 

Jasper Aniket, Department of Business Administration, National Institute of Technology, 

Kurukshetra - 136119, Haryana, India 

Neeraj Kaushik, Department of Business Administration, National Institute of Technology, 

Kurukshetra - 136119, Haryana, India 

For further information, please contact Jasper Aniket, Doctoral Student, Department of 

Business Administration, National Institute of Technology, Kurukshetra 

(62300002@nitkkr.ac.in). 

Keywords: Virtual Influencers, Perceived Agency, Perceived Behavioral Realism, Mind 

Perception Theory, Expectancy Violation Theory 

Description: This research investigates the psychological mechanisms behind the agency 

deficit of virtual influencers and demonstrates how emotional messaging can effectively 

restore their perceived behavioral realism. 

EXTENDED ABSTRACT 

Research Questions 

While there has been much focus on virtual influencers partnering with global brands, they 

are plagued by a key ontological problem related to their agency deficit. Many consumers 

view them as corporate algorithms or just puppets, thus reducing the effectiveness of their 

endorsements. Based on the theoretical foundations of Mind Perception Theory (MPT) and 

Expectancy Violation Theory (EVT), this study seeks to explore the reasons behind this 

problem of agency deficit as well as how to counteract them through strategic 

communication. The following are the two central research questions this study attempts to 
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answer: (1) Does perceived behavioral realism mediate the relationship between the 

influencer's ontological type (virtual vs. human) and perceived agency? (2) How does the 

type of message (rational vs. emotional) moderate the relationship between perceived 

behavioral realism and perceived agency, and does this moderation differ for virtual versus 

human influencers? Our hypothesis is that labeling influencers as “virtual” creates a visual 

prime reducing behavioral realism, yet emotional messaging helps overcome this problem. 

Method and Data 

Data for three experimental studies were collected from Gen-Z social media users in India via 

a mixed-mode strategy, yielding a total sample of 1,015 participants. To ensure rigorous 

internal validity and rule out visual confounding variables, all studies strictly employed the 

principle of local control. For each study, the exact same visual stimulus (image or video) 

was shown across conditions, with only the ontological label (Virtual vs. Human) and 

message type manipulated. Study 1 (N = 328) utilized a single-factor between-subjects design 

to test the baseline agency deficit using identical static images. Study 2 (N = 382) replicated 

this design to test the mediating role of behavioral realism using bootstrapping procedures. 

Study 3 (N = 305) employed a 2 (Influencer Type: VI vs. HI) × 2 (Message Type: Rational vs. 

Emotional) factorial design using identical video posts. Data were analyzed using Partial 

Least Squares Structural Equation Modeling (PLS-SEM) and Multi-Group Analysis (PLS-

MGA). 

Summary of Findings 

The results support the hypothesized theoretical model. In Study 1, a statistically significant 

baseline deficit is found. Just the virtual label, by itself, significantly lowers agency 

perception compared to the human label (β = 0.642, p < .001) regardless of visual fidelity. 

Study 2 shows that the relationship between virtuality and agency perception is partially 
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mediated by the perception of behavioral realism. The virtual ontological prime decreases the 

perception of behavioral realism (β = 0.266, p = 0.01), which in turn leads to less agency 

perception (β = 0.190, p < 0.001). Importantly, Study 3 finds that emotional messaging serves 

as a powerful boundary condition. The PLS-MGA difference test reveals a statistically 

significant interaction effect for the VI group (β = 0.972, p < .001) compared to the HI group. 

Whereas rational messaging reinforces the machine stereotype and keeps the realism deficit 

for VIs intact, emotional messaging violates expectancies positively. Emotional messaging 

for VIs were rated as showing significantly higher behavioral realism and agency perception 

than the VIs using rational messaging, thereby restoring VIs’ perception of agency to near-

human levels. 

Key Contributions 

The current research makes substantial theoretical and practical contributions. Theoretically, 

it contributes to Mind Perception Theory by defining perceived behavioral realism as a 

subjective state determined by the ontological category, rather than a technological 

characteristic alone. This research shows that even the highly realistic VIs experience the gap 

between the actual and perceived realism, which happens when the VI is categorized as 

nonhuman. In addition, it helps integrate Expectancy Violation Theory with MPT to address 

the competence vs. warmth dilemma for artificial agents. Contrary to literature, which claims 

that machines need to stay strictly rational in order to meet consumers' expectations, our 

study proves that emotive messages work effectively as a humanizing signal, making VIs 

more trustworthy and credible than ever before. Managerially, the research outlines steps for 

overcoming the “puppet syndrome.” It cautions practitioners that it is not enough to achieve 

visual hyper-realism if VI behavior is predictable. On the contrary, we find that an emotional 

solution is a must, as VIs should be programmed to feel vulnerable, joyful, and passionate. 
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References are available upon request. 
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