AMA Winter Academic
Conference 2021

The Human Side of Marketing in an
Age of Digital Transformation

AMA Educators Proceedings Volume 32

Online
17-19 February 2021

Volume 1 of 2

Editors:

Alan Malter
Stacey Menzel Baker
Subin Im

ISBN: 978-1-7138-2518-0



Printed from e-media with permission by:

Curran Associates, Inc.
57 Morehouse Lane
Red Hook, NY 12571

proceedings

Some format issues inherent in the e-media version may also appear in this print version.

Copyright© (2021) by American Marketing Association
All rights reserved.

Printed with permission by Curran Associates, Inc. (2021)

For permission requests, please contact American Marketing Association
at the address below.

American Marketing Association
130 E. Randolph St.

22nd Floor

Chicago, IL 60601

USA

Phone: (800)AMA-1150 or (312)542-9000
Fax:  (312)542-9001

WWW.ama.org

Additional copies of this publication are available from:

Curran Associates, Inc.

57 Morehouse Lane

Red Hook, NY 12571 USA
Phone: 845-758-0400

Fax:  845-758-2633

Email: curran@proceedings.com
Web: www.proceedings.com



2021 AMA Winter Academic Conference

Table of Contents

Marketplace Diversity

Branding of Software Products: Should we Specialize or Diversify?
Mr. Ashish Kakar (Texas Tech University)

The Challenge of Privilege: Unpacking Advantage
Dr. Marie Yeh (Loyola University Maryland), Dr. Stacey Menzel Baker (Creighton University), Dr. Judy Davis
(Eastern Michigan University)

The Dynamics of Repatriate Consumer Acculturation
Ms. Sonja Kralj (University of Augsburg), Mr. Michael Paul (University of Augsburg)

The Effects of Multiple Identity Attributes of Minority Endorsers in Advertising
Ms. Anna RofSner (European University Viadrina)

Sustainability and Social Responsibility

Are Collaborative Consumers Ethical Consumers? Abstract Moral Stages in Sharing Markets
Mr. Nils Christian Hoffmann (Kiel University), Mr. Sebastian Miiller (University of Cologne), Prof. Stefan Hoffmann
(Kiel University), Prof. Ludger Heidbrink (Kiel University)

Climate Change, Social Traps, and Marketing Strategy: An Exploration of Leading Firms in the Fashion
Industry
Mr. Siavash Rashidi Sabet (Doctoral Student in Marketing), Dr. Sreedhar Madhavaram (Texas Tech University)

Consumer reactions to climate policy instruments: The impact of different motives for climate protection
on the effectiveness of a city toll

Ms. Hanna Reimers (Kiel University), Ms. Amelie Griesoph (Kiel University), Mr. Nils Christian Hoffmann (Kiel
University)

Consumer Solidarity: A Social-System Perspective on the Glue that Holds Society Together
Mr. Benedikt Alberternst (Freie Universitdt Berlin), Prof. Lena Steinhoff (University of Rostock), Prof. Andreas
Eggert (Freie Universitdt Berlin), Prof. Markus Giesler (York University)

HOW SOCIALLY- AND ENVIRONMENTALLY-SUSTAINABLE PRODUCTS IMPACT ONLINE CUSTOMER BE-
HAVIOR: EVIDENCE FROM A LARGE-SCALE FIELD EXPERIMENT

Ms. Katharina Glaen (RWTH Aachen University), Mr. Sebastian Kruse (RWTH Aachen University), Prof. Malte
Brettel (RWTH Aachen)

I Will Follow You into the Dark: How Unethical Corporations Make Consumers Lie.
Mr. Nils Christian Hoffmann (Kiel University)

Luxury Goods Disposition: A Sustainability Perspective
Dr. Jennifer Stoner (University of North Dakota), Dr. Navdeep Athwal (University of Leicester)

XV

N/A

16

19

24

28

33

36

40

44

47



2021 AMA Winter Academic Conference

Sustainability in Marketing: Review of Literature and A New Marketing-Centered Definition
Ms. Xiaoxu Wu (Michigan State University), Mr. Udit Sharma (Michigan State University), Mr. Sean McGrath
(Michigan State University), Dr. G. Tomas M. Hult (Michigan State University)

Sustainable Fashion: A Systematic Review
Ms. Ariele Parker (University of British Columbia (Okanagan Campus) ), Dr. Eric Li (University of British
Columbia (Okanagan Campus) )

The Effect of Green Acquisitions on Firm Value
Ms. Yuyan WEI (McMaster University), Prof. Devashish Pujari (McMaster University)

THE ROLE OF CAPTIONS IN THE CONTEXT OF SUSTAINABILITY ADVERTISING AND THEIR IMPACT ON
SOCIAL MEDIA ENGAGEMENT.

Ms. Nuzhat Nuery (Newcastle University), Prof. Natalia Yannopoulou (Newcastle University), Prof. Danae Manika
(Brunel University), Dr. Eleftherios Alamanos (Newcastle University)

This is Not Mine Anymore: The Effect of Sharing in Collaborative Consumption
Ms. Anshu Suri (HEC MONTREAL), Mr. Bo Huang (HEC MONTREAL), Dr. Sylvain Senecal (HEC MONTREAL), Dr.
Ali Tezer (HEC MONTREAL)

Public Policy, Macromarketing and Ethics

Consumer Response to Gender-Based Price Discrimination
Dr. Delphine Caruelle (Kristiania University College)

How and why the COVID-19 pandemic and media affect us differently across space and time
Dr. Gavin Wu (Fayetteville State University)

Mapping consumer perception on price fairness and intention to report suspected price-fixing activities
in Hong Kong

Dr. Phoebe Wong (The Hong Kong Polytechnic University (SPEED)), Dr. Markus Vanharanta (University College
Dublin), Prof. Kimmy Chan (Hong Kong Baptist University)

Marketing Vice: The Influences and Impacts of Vice Platforms, Products, and Services

Dr. Keith Smith (Northeastern University), Dr. Felipe Thomaz (University of Oxford), Dr. Jennifer Yule (The Uni-
versity of Edinburgh), Dr. Matthew D. Meng (Utah State University), Dr. Gregory Clark (University of Oxford), Dr.
Amir Grinstein (Northeastern University), Dr. John Hulland (University of Georgia), Dr. Brett Leary (University of
Nevada, Reno), Dr. Daniele Mathras (Northeastern University), Dr. Mitchell Olsen (University of Notre Dame), Dr.
Alexander Wiedemann (Davidson College)

Trust and Marketing System: Evidence from a bazaar in India
Mr. Kumar Shreshtha (IIM), Dr. Himadri Roychaudhary (Xavier School of Business, Jamshdhpur), Dr. Prashant
Mishra (IIM Calcutta)

Sales Management and Personal Selling

Digital Selling Readiness: An Interfunctional Framework
Dr. Ryan Mullins (Clemson University), Dr. Raj Agnihotri (Iowa State University)

How Informal Competition Drives the Sales of New Products
Dr. Sadrac Cénophat (Justus-Liebig University), Prof. Alexander Haas (Justus-Liebig University)

XVi

49

52

60

64

66

69

72

75

78

85

88

92



2021 AMA Winter Academic Conference

Internal marketing under the platform era: the influence of gamification app design on mobile service
providers’ performance

Mr. Changxu Li (Peking University HSBC Business School), Prof. WeiMing Ye (Peking University HSBC Business
School), Dr. Shubin Yu (Peking University HSBC Business School)

Rethinking Direct Selling
Mrs. Carissa Kim (University of Nebraska-Lincoln), Dr. Les Carlson (University of Nebraska-Lincoln)

ROLE CONFLICT, JOB SATISFACTION, AND PERFORMANCE: ASSESSING THE CONTINGENT ROLE OF
SALESPERSON SELFMONITORING AND TRUST IN MANAGER

Dr. Ashish Kalra (La Salle University), Dr. Omar Itani (Lebanese American University), Dr. Sijie Sun (University
of Hawaii at Hilo)

The Harmful Effect of Babyface on Sales Performance
Ms. Alexis Yim (West Virginia University), Dr. Annie Cui (West Virginia University), Dr. Brad Price (West Virginia
University), Dr. Xiaolong Xu (Shanghai University of Finance and Economics)

THE HUMAN SIDE OF SELLING DIGITAL INNOVATIONS: UNDERSTANDING THE ROLE OF SALESPEOPLE’S
FEAR OF LOSING FACE

Mr. Julian Schmalstieg (Paderborn University), Mrs. Bianca Schmitz (ESMT Berlin), Prof. Andreas Eggert (Pader-
born University), Prof. Olaf Ploetner (ESMT Berlin), Prof. Johannes Habel (Warwick Buiness School)

Advertising, Promotion and Marketing Communications

Alexa, Should I Trust You? Exploring the Role of Trust in Branded Messages via In-Home AI Devices
Dr. Christine Kowalczyk (East Carolina University), Dr. Brian Taillon (East Carolina University), Dr. Seth Ketron
(University of North Texas)

Brand or Blemish? - How Anthropomorphization and Tailored Communication Enhance Consumers’ Lik-
ing of Visually Imperfect Produce
Ms. Svenja Hiinies (RWTH Aachen University), Prof. Daniel Wentzel (RWTH Aachen University)

Destination-Based Advertising: Altering Planned Behaviors
Mr. Hamid Shirdastian (Concordia University), Dr. Boris Bartikowski (Kedge), Dr. Michel Laroche (Concordia
University), Dr. Marie-Odile Richard (State University of New York Polytechnic Institute)

Display Ad Classifier: Quantifying Annoying Ad Practices and its Effect on Website Popularity
Ms. Seoyeon Hong (Yonsei University), Prof. Keeheon Lee (Yonsei University)

DOES AFFECT-RICH ADVERTISING WORK FOR BEAUTY-RELATED DIETARY SUPPLEMENTS?
Ms. Lin Lin (Central University of Finance and Economics), Dr. Travis Tae Oh (Yeshiva University)

From Satisfaction of Consumers to Satisfaction with Consumers: Reverse Rating in Digital Two-Sided
Markets

Ms. Jie(Doreen) Shen (University of Illinois at Urbana-Champaign), Prof. Aric Rindfleisch (University of Illinois at
Urbana-Champaign)

How Do Gamers’ Motivations Influence Their Attitude, Purchase Intention, and Word-of-Mouth Re-
sponses Toward In-Game Advertisements?

Dr. Gina Tran (Florida Gulf Coast University), Dr. Atefeh Yazdanparast (Clark University), Dr. David Strutton
(University of North Texas)

Xvii

97

101

103

106

109

128

130

134

137

142

147

151



2021 AMA Winter Academic Conference

Laughter is the best medicine: Exploring how humor resolves advertising incongruity for absurd adver-
tisements 154
Mr. John Matis (Texas Tech University), Dr. KT Manis (Texas Tech University)

MARKETING MAN: AN ASSESSMENT OF MASCULINITY ADVERTISING APPEALS 158
Dr. Nina Krey (Rowan University), Dr. Shuang Wu (Rowan University), Dr. Ryan E. Cruz (Thomas Jefferson Uni-
versity)

The Effect of Advertising on Online Reviews during New Product Releases 161

Dr. Minghui Ma (York College of Pennsylvania), Dr. Jian Huang (Towson University), Dr. Kay (Kyung-Ah) Byun
(The University of Texas at Tyler)

This is Awesome so I’ll Have the Regular: Feeling Awe Decreases Preferences for Limited Edition Products164
Ms. Aysu Senyuz (University of Central Florida), Dr. Jonathan Hasford (University of Tennessee, Knoxville), Dr. Ze
Wang (University of Central Florida)

Traditional Celebrities Vs Social Media Influencers: Exploring endorser effects on African American Mil-
lennials’ purchase decisions 167
Ms. Talalah Khan (Florida State University), Dr. Sindy Chapa (Florida State University)

Understanding the ad video’s characteristics that boost its performance 179
Mrs. Andressa Melo (Insper), Dr. Giuliana Isabella (Insper)

“A Soda a Day” - When Candidate Comparisons Help or Hurt in Pennies-a-Day Pricing 182
Ms. Yuxiao Tan (The Chinese University of Hong Kong), Dr. Travis Tae Oh (Yeshiva University)

Marketing Strategy

Al-enabled top- and mid-level marketers: Integrating systematic review and topic modeling approaches
for theory development in marketing 188
Dr. KT Manis (Texas Tech University), Dr. Sreedhar Madhavaram (Texas Tech University)

Bringing digital innovations to industrial markets: A research agenda on manufacturers’ emerging focus

on software systems 192
Mr. Viktor Jarotschkin (ESMT Berlin), Prof. Johannes Habel (C.T. Bauer College of Business), Prof. Andreas Eggert
(Freie Universitdt Berlin), Mrs. Bianca Schmitz (ESMT Berlin), Prof. Olaf Ploetner (ESMT Berlin)

Chief Marketing Officer Political Skill and Marketing Department’s Influence 195
Mr. Victor Chernetsky (Michigan State University), Dr. Ahmet Kirca (Michigan State University)

Creating Customer Engagement Value by Winning Back Lost Customers 197
Dr. Robin-Christopher Ruhnau (University of Mannheim)

DEMYSTIFYING DISRUPTION, MYSTIFYING MANAGEMENT: TOP EXECUTIVES’ PRIVATE NARRATIVES OF
DIGITAL TRANSFORMATION 200
Mr. Alexander Hemker (WHU - Otto Beisheim School of Management), Mr. Marcel Hering (WHU - Otto Beisheim
School of Management), Mr. Ove Jensen (WHU - Otto Beisheim School of Management)

Designing the Job of the CMO in a Financially Accountable Manner: A Firm Value Perspective 204
Mr. ashutosh singh (University of Central Florida), Mr. D. Eric Boyd (University of Central Florida), Mr. Pradeep
Bhardwaj (University of Central Florida)

Xviii



2021 AMA Winter Academic Conference

Exploring Shopper Psychological Safety in post-COVID-19 era
Mr. Ashish Kakar (Texas Tech University), Dr. Adarsh Kumar Kakar (Alabama State University)

Exploring the paths towards service growth in manufacturing companies

Ms. Lisa Harrmann (Freie Universitdt Berlin), Prof. Eva Bohm (Technical University of Dortmund), Prof. Andreas

Eggert (Freie Universitdt Berlin)

Going Digital to Conform and to Perform: Learning Mechanisms Underpinning the Budgetary Decision

on Digital Advertising
Ms. Seoyoung Kim (University of Georgia), Dr. Sundar Bharadwaj (University of Georgia)

Personal Value - How CMO Experience influences Value Creation and Value Appropriation
Ms. Johanna Alfs (University of Muenster)

Pricing Cues and Retail Competition

Dr. Preethika Sainam (Thunderbird School of Global Management), Dr. Anand Krishnamoorthy (University of

Central Florida)

Refining Retail Mobile Commerce Activities for an Enhanced Firm Performance

Dr. Lanlan CAO (NEOMA Business School), Dr. Xin Liu (California State Polytechnic University, Pomona), Dr.

Laura Trinchera (NEOMA Business School), Dr. Mourad Touzani (NEOMA Business School)

Towards Designing a Raison D’étre of Marketing in the Age of AI

Prof. Qeis Kamran (International School of Management), Prof. Marcus Becker (International School of Manage-

ment), Mr. Ard Reshani (International School of Management)

What BlaBlaCar makes different from Uber? - A Literature-based Investigation of Peer-to-Peer Sharing

in Mobility Markets

Mr. Maximilian Schwing (TSM-Research, University of Toulouse 1 Capitole, CNRS), Prof. Marc Kuhn (Baden-

Wuerttemberg Cooperative State University Stuttgart), Prof. Lars Meyer-Waarden (TSM-Research, University of

Toulouse 1 Capitole, CNRS)

Channels and Supply Chain Management

ADDING BRICKS TO BRICKS: UNDERSTANDING REVENUE IMPACT OF PHYSICAL MANUFACTURER EN-

CROACHMENT ON ENTRENCHED BRICK AND MORTAR RETAILERS

Mr. Karthikeyan Balakumar (Indian Institute of Management- Calcutta), Dr. Prafulla Agnihotri (IIM Calcutta), Dr.

Ritu Mehta (IIM Calcutta), Dr. Debabrata Ghosh (Malaysia Institute for Supply Chain Innovation)

Case Studies on Low-Cost Technological Innovations for Small Retailers

Mr. Vikram Choudhary (Indian Institute of Management Lucknow), Prof. Rajesh Aithal (Indian Institute of Man-

agement Lucknow)

Effects of Green Product Demands in Industrial Channels
Dr. Steven Dahlquist (Grand Valley State University)

How Interorganizational Strategic Behavior Impacts the Likelihood of a Product Recall
Mr. Julian Schulte (WWU Miinster), Prof. David Bendig (WWU Miinster)

Managing Product Assortment Differentiation across Online and Offline Marketing Channels

Ms. Meng Wang (The Hong Kong Polytechnic University), Dr. Flora Gu (The Hong Kong Polytechnic University),

Dr. Danny Wang (Hong Kong Baptist University)

Xix

206

214

217

219

222

224

226

267

271

275

278

281

314



2021 AMA Winter Academic Conference

Consumer Psychology

Affective States, Cognition, Message Appeals, Country-of-Origin and Quality Perceptions: Research
Propositions

Ms. Archana Mannem (Wayne State University), Ms. Lu Yu (Wayne State University), Prof. Attila Yaprak (Wayne
State University)

An Affective Route to Product Evaluation under Ordered Presentation of Product Information
Dr. Priya Narayanan (Indian Institute of Management Kozhikode), Prof. Arvind Sahay (Indian Institute of Man-
agement Ahmedabad)

ATTRIBUTIONS AND CONSEQUENCES OF ANTHROPOMORPHISM IN AI-DRIVEN TECHNOLOGY
Ms. Rumela Sengupta: (University of Illinois at Chicago), Dr. Lagnajita Chatterjee (Worcester State University),
Ms. Na Kyong Hyun (Georgia Institute of Technology), Dr. Yegyu Han (IE University)

Beware! Smartphone Overuse Might Change Your Thinking Styles
Dr. Ying Zhu (The University of British Columbia -(Okanagan Campus) ), Dr. Jingjing Ma (Peking University), Ms.
Jiajia Liu (Peking University), Ms. Jingjing Wang (Peking University)

Chickens versus Eggs: Do Brand Community Members Evolve into Product Category Community Mem-
bers?
Ms. Lauren Drury (Saint Louis University), Prof. Scott Thompson (Saint Louis University)

Consumed With Sleep? The Effects of Sleep Deprivation on Consumers’ Indulgent Choices
Ms. Nuket Serin (Florida International University), Prof. Shailendra Jain (University of Washington), Prof. Jayati
Sinha (Florida International University)

Cure or Curse? Exploring the Dark Side of Social Media Amidst the COVID-19 Pandemic (and Beyond) and
How Consumers’ Resilience Can Mitigate Its Effects
Ms. Alena Bermes (Heinrich Heine University Diisseldorf)

Don’t Tell Me How Much to Tip: The Influence of Gratuity Guidelines on Consumers’ Favorability of the
Brand
Dr. Frank Cabano (University of Texas at El Paso), Dr. Amin Attari (NEOMA Business School)

Fear of Missing Out under Lockdown: A Self-Concept Perspective
Dr. Fernando Jimenez (University of Texas at El Paso), Dr. Zhoufan Zhang (Texas AM University), Ms. Jessica Felix
(THE UNIVERSITY OF TEXAS AT EL PASO)

Form Follows Function: How Relationship Motives Impact Preferences for Utilitarian Consumption
Ms. Aysu Senyuz (University of Central Florida), Dr. Jonathan Hasford (University of Tennessee, Knoxville)

How Mere Manager Response Influences Consumer Decision Making
Ms. Vincentia Yuen (University of Miami), Prof. Michael Tsiros (University of Miami)

In Tech We Trust: Examining the effect of Technology Dependence on Consumers Susceptibility to Decep-
tion

Dr. Kristin Jehiah Stewart (California State University San Marcos), Mr. Charles Chambers (California State Uni-
versity San Marcos), Mr. Ryley Zuluf (California State University San Marcos), Dr. Rebeca Perren (California State
University San Marcos)

318

321

N/A

338

342

346

349

352

354

357

360

363



2021 AMA Winter Academic Conference

Information Privacy and Consumers’ Willingness to Share Personal Information: Toward a Conceptual
Framework
Mr. Christopher Schumacher (University of St. Gallen)

INVESTIGATING ACTUAL TIPPING BEHAVIOR: INTEGRATING EXPECTATION DISCONFIRMATION, ZONE
OF TOLERANCE AND CONSUMPTION GOALS

Dr. Manoj Agarwal (Binghamton University School of Management), Ms. Pubali Mukherjee (Binghamton Univer-
sity School of Management)

Mouse Tracking in E-Commerce: Predicting Product Returns and Psychological Ownership via Con-
sumer’s Hand Movements
Mr. Patrick Neef (Universitct Innsbruck)

Partner or Servant? The Effect of Relationship Role on Consumer Interaction with Artificial Intelligence
Mr. Bo Huang (HEC MONTREAL), Dr. Sandra laporte (Toulouse School of Management), Dr. Sylvain Senecal (HEC
MONTREAL), Dr. Kamila Sobol (concordia univeristy)

Rohbie, Clean My Kitchen! How Nicknaming Drives Consumer Perceptions and Use of Autonomous Prod-
ucts

Ms. Jenny Zimmermann (University of St. Gallen), Prof. Emanuel de Bellis (University of Lausanne), Prof. Reto
Hofstetter (University of Lucerne)

Social Influence, Self-Concept and Consumer Aspirations
Ms. Petra Paasonen (Aalto University, School of Business), Prof. Sanna Sundqvist (Aalto University, School of
Business)

SOCIAL VIRTUAL WORLD MEMBERSHIP REDUCES STRESS ABOUT CONTRACTING COVID-19
Dr. Iman Paul (Clarkson University), Ms. Rumela Sengupta: (University of Illinois at Chicago), Ms. Smaraki
Mohanty (Binghamton University)

Stop Talking! When Word of Mouth about Status Products Backfires
Dr. Sona Klucarova (Montpellier Business School and University of Montpellier), Dr. Xin He (University of Central
Florida)

The Effect of Uncertainty in the Purchase Situation on Choice Deferral
Ms. Marie-Josefien Schneider (RWTH Aachen), Dr. Jan Kemper (RWTH Aachen)

The influence of the purchase situation on bundle purchases - an empirical analysis in e-commerce
Ms. Marie-Therese von Buttlar (RWTH Aachen University)

The role of implicit theories and stereotypes on evaluation of negative marketing events
Prof. Terence Motsi (Earlham College), Ms. Juana Serna (Earlham College), Ms. Hephzibah Okorie (Earlham
College)

THE SAME PROCEDURE AS EVERY YEAR: TIME PRESSURE AFFECTING CHRISTMAS GIFT SHOPPING BE-
HAVIOR

Mr. Alexander Jagdhuber (RWTH Aachen University), Dr. Jan Kemper (RWTH Aachen University), Prof. Malte
Brettel (RWTH Aachen University)

THE VALUE OF THE UNKNOWN: A FRAMEWORK AND RESEARCH AGENDA FOR STRATEGIC SURPRISE
MARKETING

Dr. Aleksandra Kovacheva (University of Albany, SUNY), Dr. Cait Lamberton (University of Pennsylvania), Dr.
Hristina Nikolova (Boston College)

370

373

378

382

385

388

391

396

398

401

404

406

409



2021 AMA Winter Academic Conference

WHEN BEATING OTHERS IS MORE ENJOYABLE: THE ROLE OF SELF-ESTEEM IN PRICE COMPARISONS
Prof. Lina Xu (New Mexico State University), Dr. Mihai Niculescu (New Mexico State University)

When COVID-19 Made You Switch Brands, Will You Stick to it?
Ms. Smaraki Mohanty (Binghamton University, State University of New York), Mr. Savisesh Malampallayil (Bing-
hamton University, State University of New York)

Which type of users are more addicted to Computer games?
Mr. Ashish Kakar (Texas Tech University)

Why More Toilet Paper Makes My Life Feel Stable: Religiosity’s Influence on Pandemic Stability-Seeking
Consumption
Dr. Elizabeth Minton (University of Wyoming), Dr. Frank Cabano (University of Texas at El Paso)

WHY WE FOLLOW A RETAILER RECOMMENDATION?
Prof. Lina Xu (New Mexico State University), Dr. Mihai Niculescu (New Mexico State University)

Yay or Nay? Investigating Surprise Across Consumer Self-Gifting Motivations
Dr. Aditya Gupta (Illinois State University), Dr. Ganga Hewage (Bryant University)

“I hope everything is OK”: investigating the mitigating effect of being warm in interaction failures with
voice assistants

Mr. Bo Huang (HEC MONTREAL), Dr. Sandra laporte (Toulouse School of Management), Dr. Sylvain Senecal (HEC
MONTREAL), Dr. Kamila Sobol (concordia univeristy), Dr. Pierre-majorique Leger (HEC MONTREAL)

Consumption, Markets and Culture

Anti-Consumption at the Nexus of Culture and Religion
Dr. Ateeq Rauf (Information Technology University), Dr. Ajnesh Prasad (Royal Roads University; Tecnologico de
Monterrey)

Assessing the Mediating Role of Compulsive Internet Use in the Purchase of Luxury Counterfeit Products:
A Study Based on Social Commerce (Taobao.com)

Dr. tahir islam (Tongji University), Dr. Hameed Pitafi (Hefei University of Technology), Dr. Liang Xiaobei (Tongji
University), Dr. Ying Wang (Youngstown State University)

Blue or black: mask colors and trustworthiness
Dr. Shubin Yu (Peking University HSBC Business School), Mr. Changxu Li (Peking University HSBC Business School)

Follow the Memes: Exploring Covid-19 uncertainties in user generated content in India
Dr. Sarita Ray Chaudhury (Humboldt State University), Dr. Lubna Nafees (Appalachian State University)

Panic Buying in the COVID-19 Pandemic: A Multi-Country Examination

Dr. tahir islam (Tongji University), Dr. Hameed Pitafi (Hefei University of Technoloy), Dr. Ying Wang (Youngstown
State University), Dr. Vikas arya (Rajalakshmi School of Business), Dr. Naeem Akhatr (School of Tourism Manage-
ment, Sun Yat-Sun University, Guangzhou,), Prof. Shujaat Mubarik (Institute of Business Management), Dr. Liang
Xiaobei (Tongji University)

Reactance, Empathy, and Social Trust: Examining Consumer Behavior in Response to the COVID-19 Pan-
demic
Dr. Stephanie Schartel Dunn (Missouri Southern State University)

xXxii

412

415

418

430

432

435

438

442

446

447

451

453

468



2021 AMA Winter Academic Conference

Super-Heroes at Your Service: How Business Communities Inspire Creativity to Mitigate Crisis
Ms. Kelley Cours Anderson (Texas Tech University), Ms. Ashley Hass (Texas Tech University)

The Intention to Purchase Vintage Apparel Among Gen Y and Gen Z Across Ethnicities

Mrs. Qijia Zang (Florida State University), Ms. Hajrah Hammad (Florida State University), Ms. Carolina Perez
(Florida State University), Dr. Sindy Chapa (Florida State University), Mr. Christopher Routzong (Florida State

University)

Unpacking Connected Identity, Diaspora and Music Consumption: An Interpretive Approach

Dr. Tanvir Ahmed (La Trobe University), Dr. Jean Marie Ip Soo Ching (La Trobe University), Prof. Gillian Sullivan

Mort (Yunus Social Business Centre - La Trobe University)
Branding and Brand Management

Brand addiction: an in-depth study of Lush’s community of addicts
Dr. Amélie Guévremont (ESG UQAM), Mrs. Valentine Hainneville (ESG UQAM)

BRAND CAUSE PROXIMITY AND BRAND CREDIBILITY: WHY DOES BRAND CAUSE PROXIMITY AFFECT

BRAND CREDIBILITY?
Mr. Fayez Ahmad (University of North Texas)

Brand Protection Actions: A Systematic Literature Review

Ms. Xiaoyun Zheng (Michigan State University), Dr. Ahmet Kirca (Michigan State University), Dr. Jeremy Wilson

(Michigan State University)

Building Brand Attachment through Anthropomorphic Brand Design
Ms. Ying Ying Li (Oklahoma State University), Dr. Kevin Voss (Oklahoma State University)

Consumer Brand Trust in a Brand Crisis: A Comparison between Accidental and Preventable Product-

Harm Crises

Ms. Hanna-Kaisa Kolehmainen (University of Eastern Finland), Prof. Tommi Laukkanen (University of Eastern

Finland)

CSR Authenticity for Brand Building through Brand Value Co-creation

Dr. Fernanda Muniz (California State University San Marcos), Dr. Francisco Guzmdn (University of North Texas)

DIVERGENCE IN BRAND COMMUNITY MEMBERSHIP: THE MULTIPLE ROLES OF SOCIAL DISTANCE &

COMMITMENT

Dr. Brittney Bauer (Loyola University New Orleans), Dr. Brad Carlson (Saint Louis University), Dr. Mark Arnold

(Saint Louis University), Dr. Clark Johnson (Pepperdine University)

HOW HAVE ONLINE CUSTOMER REVIEWS TRANSFORMED THE ROLE OF BRANDS AS SIGNALS OF INTAN-

GIBLE ATTRIBUTES?
Mrs. Giulia Crestini (Univeristy of Zurich)

MINDFUL BRAND

Ms. Ellen Campos Sousa (Florida International University), Prof. Jayati Sinha (Florida International University)

Network Embedding for Online Brand Extensions
Ms. Yanting He (JD Digits), Mr. Di Wang (JD Digits)

Novel Partnership between Brands and “Extreme” Customers

Dr. Kei Aoki (Konan University, Hirao School of Management), Dr. Chikako Ishizuka (Niigata University)

xXxiii

471

473

477

480

484

488

491

495

498

501

519

522

526

530



2021 AMA Winter Academic Conference

Predicting the Relationships between Narrative Transportation, Consumer Brand Experience, Love, and
Loyalty in Video Storytelling Advertising

Dr. KENNETH C. C. YANG (THE UNIVERSITY OF TEXAS AT EL PASO), Dr. YOWEI KANG (NATIONAL TAIWAN
OCEAN UNIVERSITY)

TERROIR CO-BRAND INFLUENCE ON THE MARKETING VALUE OF OAKVILLE LUXURY WINES: A MIXED
METHODS STUDY
Dr. Michael Carrillo (University of Florida)

That Brand Is No Good Unless I Forgive It: Mindset Effect on Post Brand Transgression Response
Ms. Minjoo Kim (Oklahoma State University), Dr. Kevin Voss (Oklahoma State University)

The Commercialization of Personal Brands: Athletes’ Experiences with Personal Brand Development and
Monetization on Social Media

Ms. Nataliya Bredikhina (Temple University), Dr. Thilo Kunkel (Temple University), Dr. Ravi Kudesia (Temple
University)

The consequences of a ‘people before profits’ strategy on the consumer brand relationship: Evidence
from the Covid-19 crisis

Ms. Abbie Iveson (University of Leeds), Dr. Magnus Hultman (University of Leeds), Dr. Vasileios Davvetas (Uni-
versity of Leeds)

The implications of brand ethereality on luxury brand relationship management
Dr. Saleh Bazi (Yarmouk University), Prof. Raffaele Filieri (Audencia University), Prof. Matthew Gorton (Newcastle
University)

The Interactive Effect of Boundaries and Political Ideology on Logo Evaluation
Dr. Laura Boman (Mercer University), Dr. Sarah Lefebvre (Murray State University), Dr. Ganga Hewage (Bryant
University)

International and Cross-cultural Marketing

Complex Choice Situations and Choice Deferral: The Role of National Culture
Ms. Marie-Josefien Schneider (RWTH Aachen), Dr. Jan Kemper (RWTH Aachen)

Customer Attitudes Towards Foreign-Accented Employees: Consequences for Voluntary, Replaceable,
and Mandatory Customer Participation in Services

Mr. David Bourdin (FHWien der WKW University of Applied Sciences), Dr. Christina Sichtmann (University of
Vienna)

DO INTERNATIONALIZATION AND INNOVATION REDUCE FIRM-IDIOSYNCRATIC RISK? EVIDENCE FROM
CHINA

Mr. Jun Li (Shanghai University of Finance and Economics), Prof. Ruby Lee (Florida State University), Dr. Abdullah
Almashayekhi (King Fahd University of Petroleum and Minerals)

DOES THE PANDEMIC INFLUENCE THE COUNTRY OF ORIGIN EFFECT? HIGHER PURCHASE INTENTIONS
TOWARD FACE MASKS FROM DEVELOPING COUNTRIES
Ms. Mansi Gupta (Rochester Institute of Technology), Prof. Sorim Chung (Rochester Institute of Technology)

DRIVERS OF MUSLIMS’ PURCHASES OF LUXURY BRANDS: A CROSS-COUNTRY COMPARISON
Ms. Nermain AL-Issa (American University of the Middle East), Prof. Nathalie Dens (University of Antwerp)

XXiv

534

538

542

545

548

552

554

558

561

564

569

573



2021 AMA Winter Academic Conference

Extending the animosity model in times of the COVID-19 pandemic: A cross-national validation of the
health animosity scale

Ms. Tinka Kriiger (Kiel University), Dr. Wassili Lasarov (Kiel University), Ms. Ipek Nibat (Grenoble Ecole de
Management), Prof. Robert Mai (Grenoble Ecole de Management), Prof. Olivier Trendel (Grenoble Ecole de Man-
agement), Prof. Stefan Hoffmann (Kiel University)

LOCAL AND GLOBAL ELECTRONIC WORD OF MOUTH: THE CASE OF EUROPEAN PROFESSIONAL SOCCER
Mr. Brandon Holle (Michigan State University)

Product Portfolio Characteristics And Firm Performance: The Moderating Role Of Internationalization
Ms. Xiaoxu Wu (Michigan State University), Mr. Michael Wu (Michigan State University), Mr. Udit Sharma (Michi-
gan State University), Dr. Ahmet Kirca (Michigan State University)

The Information Paradox: Can ignorance ever be bliss? Evidence from emerging market, SME managers
Dr. Magnus Hultman (University of Leeds), Ms. Abbie Iveson (University of Leeds), Prof. Pejvak Oghazi (Sodertdrn
University), Dr. Aristeidis Theotokis (University of Leeds)

What Does it Mean to Be Satisfied with Life?: Measurement and Meaning Across Cultures
Dr. Anil Mathur (Hofstra University), Dr. Benny Barak (Hofstra University), Dr. Yong Zhang (Hofstra University),
Dr. Keun S. Lee (Hofstra University)

What Drives Royalty Rates in International Franchising?

Ms. Jennifer Zeifsler (University of Hamburg), Prof. Timo Mandler (Toulouse Business School), Prof. Jeeyeon Kim
(National Sun Yat-Sen University)

Services, Retailing and Entertainment

A CONCEPTUAL FRAMEWORK FOR ANALYZING CUSTOMER EXPERIENCE IN ACCESS-BASED SERVICES
Ms. Dhrithi Mahadevan (Indian Institute of Management Bangalore (IIMB))

A MULTI-LAYER MODEL OF CONSUMER PERCEPTIONS DURING COVID-19: MARKET RECOVERY STRATE-
GIES FOR CRUISE BUSINESSES

Ms. Tianyu Pan (University of Florida), Prof. Fang Shu (Florida International University), Dr. Miranda Kitterlin-
Lynch (Florida International University), Dr. Eric Beckman (Florida International University)

AUGMENTED-REALITY INTERACTIVE SERVICE TECHNOLOGY USAGE: THE EFFECTS OF TECHNOLOGY
QUALITY AND TECHNOSTRESS ON POST-USAGE RESPONSES

Dr. Shuling Liao (Yuan Ze University), Dr. Scott Murphy (Yuan Ze University), Dr. Tseng-lung Huang (Yuan Ze
University)

Carsharing: A review, synthesis and marketing research agenda
Ms. Brenda Nansubuga (Linkoping University), Prof. Christian Kowalkowski (Linkoping University)

Die Another Day? A Study of the US Clothing Industry
Dr. Si Chen (Louisiana State University Shreveport), Dr. Charles Ingene (University of Oklahoma)

Discounted Price Parity: Role of Affect in Comparative Evaluations of E-tailer Prices
Dr. Sunny Arora (S P Jain Institute of Management and Research, Mumbai, India), Mr. Jaswantsingh Pardeshi
(Sardar Patel Institute of Technology, Mumbai)
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Does unemployment improve customer satisfaction? Evidence from the field
Dr. Michael Ahearne (Univeristy of Houston), Mr. Victor Nogueira (University of Houston), Mr. Phillip Wiseman
(University of Houston)

Feeling Watched: How Visibility Impacts Tip Amounts and Engagement Intentions
Mr. Nathan Warren (University of Oregon), Dr. Sara Hanson (University of Richmond), Dr. Hong Yuan (Univeristy
of Oregon)

How to effectively drive word of mouth with pop-up stores: The roles of store ephemerality and con-
sumers’ need for uniqueness

Ms. Laura Henkel (University of Goettingen), Prof. Waldemar Toporowski (University of Goettingen)

Investigating the influence of bundle purchases on customers’ post-purchase behavior
Ms. Marie-Therese von Buttlar (RWTH Aachen University), Dr. Andrea Greven (RWTH Aachen University)

Only brand matters? Pricing strategy analysis for retail category management
Prof. Marina Bicudo de Almeida Muradian (Insper), Prof. Danny Claro (Insper)

OUTDOOR ATMOSPHERICS EFFECTS ON BEHAVIOURAL INTENTION: The role of aesthetic appeal
Dr. Sheena Karangi (University of Surrey), Prof. Ben Lowe (University of Kent)

SAME SAME BUT DIFFERENT: INVESTIGATING THE EFFECTS OF MARKETING INSTRUMENTS ON DEMAND
FOR PRIVATE LABELS IN MULTICHANNEL RETAILING

Ms. Svetlana Kolesova (Center for Retailing, Stockholm School of Economics), Prof. Sara Rosengren (Center for
Retailing, Stockholm School of Economics), Dr. Rickard Sandberg (Center for Data Analytics, Stockholm School of
Economics)

Sanctioning Subscription Mooching: An Experimental Investigation of Its Intended and Unintended Ef-
fects

Mr. Benedikt Alberternst (Freie Universitdt Berlin), Ms. Lisa Harrmann (Freie Universitdt Berlin), Ms. Anna
Gehring (Paderborn University), Prof. Andreas Eggert (Freie Universitct Berlin)

Service Robot’s Anthropomorphism Levels and the Attribution effect in Service Failure

Mr. Li-Keng Cheng (Tatung University), Mr. Hong-Wei Liao (Tatung University), Ms. Pei-Yu Chen (Tatung Univer-
sity)

THE EFFECTS OF AI CHATBOTS’ LEVEL OF ANTHROPOMORPHISM ON CUSTOMERS’ EXPERIENTIAL
VALUE AND BEHAVIORAL INTENTIONS IN THE PRE-TRANSACTION STAGE OF A SERVICE ENCOUNTER

Ms. Tina Hormann (University of Twente), Dr. Carolina Herrando (University of Twente)

Vertical Repositioning: Additional Strategies to Survive Retail Bankruptcy
Dr. Manoj Agarwal (Binghamton University, State University of New York), Dr. Guy H Gessner (Canisius College,
Buffalo, NY), Mr. Savisesh Malampallayil (Binghamton University, State University of New York)

Product Development and Innovation

DOES PRODUCT QUALITY MATTER? IF SO, WHY DO PRODUCT ATTRIBUTE ENHANCEMENTS OFTEN FAIL
TO HAVE THE INTENDED IMPACT ON USER SATISFACTION?
Mr. Ashish Kakar (Texas Tech University)
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IS IT WORTH THE BUZZ? AN EXPLORATION OF THE IMPACT OF NEW PRODUCT DEMONSTRATIONS ON
CONSUMERS’ ONLINE SEARCH AND PURCHASE BEHAVIOR
Dr. Amir Javadinia (Florida Atlantic University), Dr. Melanie Lorenz (Florida Atlantic University)

Microfoundations in Coopetition: The role of the individual
Mrs. Margareta Merke (RWTH Aachen University)

Motivation is Everything — The influence of rewards on the balance of individual coopetition
Mrs. Margareta Merke (RWTH Aachen University), Dr. Andrea Greven (RWTH Aachen University)

Relative Strategic Emphasis on Value Appropriation: Its Role in the New Product Development Process
Mr. Udit Sharma (Michigan State University), Dr. Roger J. Calantone (Michigan State University)

Role of Transformations Expectation, Perceived Control and Desire for Control on Adoption of Au-
tonomous Intelligent Products
Ms. Mehrnoosh Reshadi (Texas Tech University), Prof. Mayukh Dass (Texas Tech University)

Digital and Social Media Marketing

#AD, #SPONSORED: THE ROLE OF DISCLOSURE AND PARTNERSHIP FIT ON AUTHENTICITY AND ATTI-
TUDE TOWARD THE INFLUENCER.

Dr. Cassandra Ditt (McNeese State University), Dr. Julie Moulard (Louisiana Tech University), Dr. Kathrynn
Pounders (The University of Texas at Austin), Mr. Louis Zmich (Louisiana Tech University)

Answering the Billion Dollar Question, Was this Review Helpful to You?
Ms. SooHyun Kim (Ewha Womans University), Prof. Sunghoon Kim (Arizona State University), Prof. Jongkuk Lee
(Ewha Womans University)

Competition versus Collaboration in Online Communities of Wearable Technologies
Dr. Duygu Akdevelioglu (Rochester Institute of Technology), Dr. Selcan Kara (University of Massachusettes, Dart-
mouth)

Effectiveness of Social Media Platform: A perspective of Customer Purchase Intention through Social
Networking in the Pakistani context

Ms. Irsa Mehboob (Institute of Business Administration, University of the Punjab, Lahore, Pakistan), Prof. Dr
Mubbsher Munawar Khan (Hailey College of Banking and Finance, University of the Punjab, Lahore, Pakistan),
Mr. Hafiz Fawad Ali (Department of Management Sciences, University of Okara)

Exploring Brand Co-Creation in Branded Mobile Apps
Dr. Trang Tran (East Carolina University), Dr. Qin Sun (California State University Northridge), Dr. Anh Dang
(Northern Kentucky University)

Governance and Trust in the Sharing Economy: Issues and Solutions along the Social-Economic Exchange
Continuum

Mr. Michael Moorhouse (Ivey Business School, Western University), Dr. June Cotte (Ivey Business School, Western
University), Ms. MengQi Ding (Ivey Business School, Western University), Dr. Xin Wang (Ivey Business School,
Western University)

How Can Social Media Influencers Be More Influential? An Examination of the Roles of Authenticity and
Relatability

Dr. Gina Tran (Florida Gulf Coast University), Dr. Atefeh Yazdanparast (Clark University), Dr. David Strutton
(University of North Texas)
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Impact of Celebrity Endorsement on Online Reviews
Prof. Arpita Agnihotri (Penn State Harrisburg), Dr. Saurabh Bhattacharya (Newcastle University)

Leveraging Reviewer Purchase Information for Product Sales: The Effects of Verified Purchase Reviews
Ms. Yi Yin (University of Texas at San Antonio), Dr. Shantanu Mullick (Conventry University), Dr. Ashwin Malshe
(University of Texas at San Antonio), Dr. Suman Basuroy (University of Texas at San Antonio)

Mind Our Online Social Identity: Understanding the Formation of Customer Expectations for Responsive-
ness in Digital Environments
Dr. Sadrac Cénophat (Justus-Liebig University)

Rejecting potential product testers - Boon or bane?
Prof. Ina Garnefeld (university of wuppertal), Ms. Kira Kiipper (university of wuppertal)

Social Adaptation Theory - Does it Adapt to Social Influencer Marketing?
Mr. Walter von Mettenheim (Institute for Marketing and Management, Leibniz University of Hannover), Prof.
Klaus-Peter Wiedmann (Institute for Marketing and Management, Leibniz University of Hannover)

The Asymmetric Impacts of Product Performance and Consumer Experiences on eWOM
Dr. Ying Zhu (The University of British Columbia (Okanagan Campus) ), Mr. Muye Han (China University of
Geosciences), Mr. Yang Li (China University of Geosciences)

The era of fake news: How truthfulness and animosity interact

Ms. Tinka Kriiger (Kiel University), Ms. Ipek Nibat (Grenoble Ecole de Management), Prof. Robert Mai (Grenoble
Ecole de Management), Prof. Olivier Trendel (Grenoble Ecole de Management), Dr. Wassili Lasarov (Kiel Univer-
sity), Prof. Stefan Hoffmann (Kiel University)

The Impact of Brands’ Ongoing Facebook Activities on Facebook User Segmentation
Dr. Youngtae Choi (University of North Florida), Dr. MICHAEL KROFF (Southern Utah University), Dr. Gabriel
Ignacio Penagos (Pontificia Universidad Javeriana), Dr. Felipe Ruiz (University of Alicante)

THE IMPACT OF INFLUENCER MARKETING ON PURCHASE BEHAVIOUR: THE ROLE OF CONGRUENCE
Dr. Dominyka Venciute (ISM University of Management and Economics), Mr. Marius Kuslys (ISM University of
Management and Economics), Mrs. Ieva Mackeviciene (ISM University of Management and Economics)

THE ROLE OF TRUST AND PERCEIVED RISK IN THE ACCEPTANCE OF DIGITAL VOICE ASSISTANTS - A
COMPARISON SHOPPING PERSPECTIVE
Dr. Carsten D. Schultz (University of Hagen)

Trust If It’s Just: The Effects of Customer Ratings in Platform Markets
Mr. Sebastian Starke (University of Mannheim), Prof. Sabine Kuester (University of Mannheim), Dr. Sergej von
Janda (University of Mannheim)

TWEETING DOOMSDAY SCENARIOS: ENGAGING CONSUMERS ONLINE DURING THE CORONAVIRUS PAN-
DEMIC

Dr. Begum Kaplan (Florida International University), Dr. Elizabeth G. Miller (University of Massachusetts
Ambherst)

User-generated content, service failure and recovery strategies in the fashion industry: the need for a
hybrid approach

Prof. Wilson Ozuem (University of Cumbria), Prof. Silvia RANFAGNI (University of Florence), Ms. Michelle Willis
(University of Cumbr), Prof. Serena Rovai (La Rochelle Business School, Excelia University)
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User-Generated Service Engagement Volume in Online Communities: The Moderating Role of Firm In-
volvement
Dr. Sotires Pagiavlas (The Pennsylvania State University), Dr. Felipe Thomaz (University of Oxford)

Voice Apps in Voice Commerce: The Impact of Humanness on Parasocial Interaction and Relationship
Quality
Mr. Fabian Reinkemeier (University of Goettingen), Prof. Waldemar Toporowski (University of Goettingen)

Voter Engagement: Instagram Content Strategy and the 2020 Presidential Primary Election
Dr. Caroline Munoz (University of North Georgia), Dr. Terri Towner (Oakland University), Ms. Christina Walker
(Oakland University)

When Gamification Backfires: How the Vividness will Affect the Perceived Playfulness and Consumer
Attitude without Encouraging Information Exploration

Prof. Kuan-Chou Ko (National Taiwan University), Ms. Shian-ko Liu (National Taiwan University)
Customer Insights from Data Analytics, Al and Machine Learning

AN ANALYSIS OF THE IMPACT OF BUSINESS ANALYTICS ON INNOVATION

Dr. Rai Shahbaz Hussain (Department of Management Sciences, University of Okara), Mr. Sarmad Ejaz (Depart-
ment of Management Sciences, University of Okara), Mr. Sohail Aslam (University of Okara), Ms. Aneeqa Ijaz
(Department of Economics, University of Okara), Mr. Sohail Magbool Dola (University of Okara)

Machine Learning in Marketing: A Systematic Literature and Text Mining Research
Prof. Alexander Rossmann (Reutlingen University), Mr. Yusuf Bozkurt (Reutlingen University), Mr. Alexander
Heinz (Reutlingen University)

Retaining Customers: How Artificial Intelligence Can Reduce Customer Churn

Dr. Su Yun Bae (Bowling Green State University), Dr. Blair Kidwell (University of North Texas), Mr. Nick Meyer
(Keyence Corporation of America), Mr. Evan Wendell (Keyence Corporation of America), Mr. Brian Neely (Keyence
Corporation of America), Dr. Deborah Wooldridge (Bowling Green State University)

The Design of an Artificial General Marketing Intelligence (AGMI)
Prof. Qeis Kamran (International School of Management), Mr. Ard Reshani (International School of Management)

The Design of Artificial General Marketing Intelligence (AGMI) as a Ubiquitous Control System

Prof. Qeis Kamran (International School of Management), Mr. Ard Reshani (International School of Management)

The Effects of Investors’ Sense of Control and Perceived Humanization on the Adherence to Robo-
Advisors.

Prof. Kuan-Chou Ko (National Taiwan University), Ms. Shino Uchikata (National Taiwan University), Ms. Shian-ko
Liu (National Taiwan University)

Turning a pile of bricks into a true edifice: An innovative method for exhaustive reviews
Ms. Kathleen Desveaud (Toulouse School of Management)
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