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Dr Gry Knudsen (UCL Business Academy and University College), Dr Lars Pynt Andersen (University of Aalborg)

How is the future of nascent technology created? The case of Non-Fungible Tokens (NFTSs)
Mr Steve Assoé (Concordia Universityy), Dr Pierre-Yann Dolbec (Concordia University)

Market-Mediated Wellness: How Markets Enable and Inhibit Consumer Wellness

Ms Rachel Hochstein (Florida State University), Ms Ashley Hass (Texas Tech University), Dr Ela Veresiu (York
University), Dr Colleen Harmeling (Florida State University), Dr Thomas Robinson (City University of London), Dr
Jessica Chelekis (Brunel University London), Dr Debra Laverie (Texas Tech University)

Trusting Closed Communities? The Implications of Online Social Relating for Belief Systems During the
Pandemic

Dr Ateeq Rauf (Information Technology University)
Digital & Social Media Marketing

A Literature Review in the Area of Voice Marketing

Ms Hannah Kraemer (University of Applied Sciences Mainz), Prof Isabelle Hillebrandt (University of Applied Sci-
ences Mainz), Prof Bjoern Ivens (University of Bamberg)

Advertisement Engagement on Social Media: The Effect of Information Overload, Belonging, and Nega-
tive Emotions

Dr Eda Anlamlier (University of Nevada, Las Vegas), Prof Anjala Krishen (University of Nevada, Las Vegas), Prof
My (Myla) Bui (Loyola Marymount University)

Brand-Influencer Collaborations and Change in Content Strategy
Dr Anwesha De (Universita Commerciale Luigi Bocconi and SDA Bocconi School of Management), Dr Beth Fossen
(Indiana University)

Can’t wait for Christmas? Exploring consumer motives for watching unboxing videos
Prof Ina Garnefeld (University of Wuppertal), Ms Lisa Auerbach (University of Wuppertal)
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Changing Evaluation of Influencers as They Move into Broadcast Media
Ms Aimi Oishi (Kansai University), Ms Nastuki Umemoto (Kansai University), Mr Sousuke Tani (Kansai University),
Prof Takahiro Chiba (Kansai University)

Crossing the (Property) Line: In-Stream Advertising on Smartphones and Consumers’ Territorial Re-
sponses

Dr David Schindler (Friedrich-Alexander-University Erlangen-Niirnberg), Dr Tobias Maiberger (Friedrich-
Alexander-University Erlangen-Niirnberg), Prof Nicole Koschate-Fischer (Friedrich-Alexander-University
Erlangen-Niirnberg)

Determinants of customers’ responses to online service failure and recovery strategies during Covid-19
pandemic: the difficulties of transition

Prof Wilson Ozuem (University of Cumbria), Prof Silvia Ranfagni (University of Florence), Ms Michelle Willis (Uni-
versity of Cumbria), Prof Kerry Howell (University of Northumbria), Prof Serena Rovai (Excelia Business School)

Does Engagement Matter on Peer-to-peer platforms?
Ms Minjung Kong (Chonnam National University)

DYNAMICS OF ONLINE WOM AND PERFORMANCE: THE DIFFERENTIAL ROLE OF SOCIAL MEDIA PLAT-
FORMS

Ms Hannah Kim (Hankuk University of Foreign Studies), Ms Suhyeon Lee (Hankuk University of Foreign Studies),
Ms Heewon Choi (Hankuk University of Foreign Studies), Ms Sein Kim (Hankuk University of Foreign Studies), Dr
Wonjoo Yun (Hankuk University of Foreign Studies)

Hey, ’'m Taking Over this Account! Leveraging Social Media Takeover in Brand Communications
Mrs Valeria Penttinen (Hanken School of Economics)

How do I tell them? Analyzing companies’ provision of rejection reasons in product testing programs
ProfIna Garnefeld (University of Wuppertal), Prof Lena Steinhoff (University of Rostock), Ms Kira Kiipper (Univer-
sity of Wuppertal)

HOW ONLINE PRODUCT DISPLAY INFLUENCES PURCHASE INTENTION AND PRODUCT LIKING
Dr Luke Liska (Radford University), Dr Matthew Lunde (Pittsburg State University)

How Privacy Transgression Undermines Consumer Moral Intuitions
Dr Nour Alrabie (IDRAC Business School), Dr Fellah-Dehiri Nawel (Université Paris 1 Panthéon-Sorbonne), Dr Julien
Cloarec (iaelyon School of Management, Université Jean Moulin Lyon 3, Magellan)

Impact of online firestorms on network polarization
Mr SAYAN GUPTA (University of Pittsburgh), Dr Vanitha Swaminathan (University of Pittsburgh)

Influencer Authenticity
Ms Angela Yi GAO (The Hong Kong Polytechnic University), Dr Flora Fang GU (The Hong Kong Polytechnic Univer-
sity), Dr Fine Leung (The Hong Kong Polytechnic University)

Influencer Marketing: How Artificial Intelligence Influencers Affect Consumers’ Response to Brands?
Dr Fernanda Muniz (California State University San Marcos), Dr Kristin Jehiah Stewart (California State University
San Marcos), Mrs Livia Magalhdes (Pontifical Catholic University of Minas Gerais)

Linking Personal Branding Activities on Social Media and Company Performance
Dr Dominyka Venciute (ISM University of Management and Economics), Prof Vilte Auruskeviciene (ISM University
of Management and Economics), Prof Vida Skudiene (ISM University of Management and Economics)
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Mitigating the Risk of Brand Activism on Social Media 585
Ms Seoyoung Kim (University of Georgia), Prof Sundar Bharadwaj (University of Georgia)

Navigating Marketing Analytics Governance: Scope and Boundary Conditions of Data Protection Officers’
Self-Accountability 587
Mrs Christelle Aubert-Hassouni (ESCP Business School), Dr Julien Cloarec (iaelyon School of Management, Univer-

sité Jean Moulin Lyon 3, Magellan)

Overlooked Benefits of Online Reviews: An Examination of Spending Shifts Following Online Engagement 590
Dr Jonathan Beck (University of Kansas), Dr Clay Voorhees (The University of Alabama), Dr Alexander Pratt (Texas
A&M University)

PICTURES AS CUES FOR ONLINE REVIEW CREDIBILITY: MODERATING ROLE OF VALENCE AND STYLE OF
PROCESSING 591
Dr Vartika Srivastava (DoMS, Indian Institute of Technology Madras), Dr Arti Kalro (SJMSOM, IIT Bombay), Mr
Arihant Krishna (Shiv Nadar University)

The Effects of Viral Video Ads on Brand-Related Outcomes 595
Ms Charlotte Heyder (University of Applied Sciences Mainz), Prof Isabelle Hillebrandt (University of Applied Sci-
ences Mainz)

The Role of Social Media Influencers in Tourism Marketing Research: Derivation of a Processual-Model
of Influencing, Influencer Characteristics, and Research Operationalisations 598
Mr Florian Gasser (University of St. Gallen)

What Do Hair Products Have To Do With A Waterfall? The Role of Remoteness, Social Comparison, and
Envy in Sponsored Social Media Content Effectiveness. 602

Mr Louis Zmich (Louisiana Tech University)

What Drivers of Customer-Agent Interactions in Online Store Chat Predict Sales Outcomes? 606
Dr Valter Afonso Vieira (State University of Maringa), Dr Juliano Domingues da Silva (State University of Maringa),
Dr Valter Faia (State University of Maringa)

What Drives Viewers to Click on YouTube Recommended Videos? The Moderating Effect of Algorithm
Appreciation and its Link with Addiction 610
Mr Pei-Chiang Wu (National Cheng Kung University), Dr Ya-Hui Kuo (National Cheng Kung University)

What’s up doc? Revisiting the personalization-privacy paradox through the transparency-control frame-
work 614

Dr Julien Cloarec (iaelyon School of Management, Université Jean Moulin Lyon 3, Magellan), Ms Charlotte Cadieu
(iaelyon School of Management, Université Jean Moulin Lyon 3, Magellan), Dr Nour Alrabie (IDRAC Business
School)

When CGI Meets Influencer Marketing: The Effects of CGI Influencers on Consumer Trust and Consump-
tion Choices 617
Dr Michelle Van Solt (Valparaiso University), Dr Tessa Garcia-Collart (University of Missouri-St Louis)

Global & International Marketing

Brand Positioning in International Markets: Topic modelling of Emerging market brands 620
Ms Yeonjung Choi (Korea University), Prof Insik Jeong (Korea University), Mr Jinwan Cho (Korea University), Ms
Hyoeun Cho (Korea University)
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Drivers of Firm Customer Centricity: A Meta-Analytic Review of the Role of National Culture
Prof Ahmet H. Kirca (Michigan State University), Mr Victor V. Chernetsky (Michigan State University)

Global SIG Session: Culture and the Global Challenges: the Good, the Bad and the Ugly

Dr Annie Cui (West Virginia University), Dr Jody Crosno (West Virginia University), Dr Stacey Fitzsimmons (Univer-
sity of Victoria), Mr Liguo Liu (West Virginia University), Dr Linda Shi (University of Victoria), Dr Xinchun Wang
(West Virginia University), Dr Chang Yu (Northwestern Polytechnical University)

How to successfully manage the collaboration with independent export intermediaries - Empirical in-
sights from German small and medium-sized enterprises
Ms Fabienne Ruoss (TU Dortmund University)

Parallel Imports of Status Goods: A Strategic Analysis of Aesthetic Design
Dr Krista Li (Indiana University), Dr Jianqiang Zhang (Jiangsu Normal University), Dr Richard Schaefer (Rutgers
University)

Reverse Knowledge Transfer and Product Innovation in Emerging Market MNEs: Evidence from China
Dr Yiwen Chen (Texas A&M University-Central Texas), Dr Li Chen (Suffolk University)

Should I Stay or Should I Go: Exploring the Consequences of Exiting International Markets
Mr Philip Mohrle (University of Passauw), Prof Dirk Totzek (University of Passaw)

THE RELATIONSHIP BETWEEN CONSUMER ANIMOSITY AND PRODUCT JUDGMENT - A META-ANALYSIS
Ms Tinka Kriiger (Kiel University), Prof Thomas Niemand (TU Clausthal), Ms Ipek Nibat (Grenoble Ecole de Man-
agement), Prof Jill G. Klein (Melbourne Business School), Prof Robert Mai (Grenoble Ecole de Management), Prof
Olivier Trendel (Grenoble Ecole de Management), Dr Wassili Lasarov (Kiel University), Prof Stefan Hoffmann (Kiel
University)

Market Strategy and Dynamics

Artificial Intelligence in Managerial Decisions: Understanding Perceived Responsibility and Willingness
to Accept Recommendations
Ms Gioia Volkmar (University of St. Gallen)

Determinants and Financial Implications of Business Model Innovation: Evidence from Initial Public Of-
ferings
Ms Priya Rangaswamy (Texas A&M university), Dr Alina Sorescu (Texas A&M University)

Effect of Government-to-Contractor Revolving Door Appointments on Customer Relationship Perfor-
mance

Mr Shuai Yan (Iowa State University), Prof Ju-Yeon Lee (Iowa State University), Prof Hui Feng (Iowa State Univer-
sity)

Effects of Market Orientation on Service-Sales Ambidexterity in the Age of Al
Mr William Shiue (King’s College London), Dr Aybars Tuncdogan (King’s College London), Prof Stuart Barnes
(King’s College London)

How do base of pyramid firms shape markets? Market shaping in resource-constrained environments
Mr Sandeep Rawat (Ulster University Business School), Prof Ramendra Singh (IIM Calcutta)
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How E-commerce Assurance Mechanisms Affect Corporate Reputation
Dr Xuhui Wang (Dongbei University of Finance and Economics), Dr Wenkai Zhou (University of Central Oklahoma),
Mr Dongming Wang (Dongbei University of Finance and Economics)

Identifying the dimensions of user value of software products: A grounded theory approach
Dr Adarsh Kumar Kakar (Alabama State University), Mr Ashish Kakar (Texas Tec University)

Innovation, Antecedents and Firm Value: A Resource Based View Approach
Mr Tohid Ghanbarpour (BI Norwegian Business School), Prof Anders Gustafsson (BI Norwegian Business School),
Dr Lawrence Crosby (L.A. Crosby & Associates)

RE-INSTITUTIONALIZING MARKETING

Dr martin Key (University of Colorado Colorado Springs), Dr Terry Clark (Southern Illinois University), Dr OC
Ferrell (Auburn University), Dr David W Stewart (Loyola Marymount University), Dr Leyland Pitt (Simon Fraser),
Dr Astrid Keel (University of La Verne)

SHOULD I STAY OR SHOULD I GO: THE IMPACT OF MERGER AND ACQUISITION (M&A) ACTIVITIES ON
BRAND COMMUNITIES
Mr Muhammad Mollah (Saint Louis University), Dr Scott A. Thompson (Saint Louis University)

Talk or Not Talk? Role of Firm’s Social Media Communication in Recall Completion
Prof Anindita Charkravarty (University of Georgia), Prof Elham Yazdani (University of Georgia), Dr Kaushik Ja-
yaram (University of Georgia)

The role of marketing agents and assets in building and sustaining firm resilience in a turbulent environ-
ment

Dr Raghu Bommaraju (Indian School of Business), Dr Nita Umashankar (San Diego State University), Dr Alex Yao
(San Diego State University), Dr Jeffrey Parker (University of Illinois Chicago), Prof Sundar Bharadwaj (University
of Georgia), Ms Rajita Varma (Indian School of Business), Dr Siddharth Singh (Indian School of Business), Ms
Anusha Gondi (Indian School of Business)

THE V.A.R.I.LE.D. USES OF THE CUSTOMER ASSETS APPROACH
Prof Neil Bendle (University of Georgia), Prof Xin (Shane) Wang (Ivey Business School, Western University)

Unpacking the Net Promoter Score: New Insights Into How and When NPS Drives Firm Performance
Mr Ross Johnson (The University of Alabama), Dr Clay Voorhees (University of Alabama), Dr Abhi Bhattacharya
(The University of Alabama)

Marketing in Times of Uncertainty & Renewal

A new era in art consumption: Consumers’ perceptions of trust, value, and purchase intention in the
context of online art intermediaries.

Ms Marianna Croce (King’s College London), Dr Ilia Protopapa (King’s College London)
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Ethical consumption amid the global pandemic: A moderated moderation model of consumers’ fate belief
across cultures 755
Dr Junjun Cheng (SILC Business School, Shanghai University), Dr Bo Chen (Sungkyunkwan University), Dr Yimin
Huang (Macquarie University)

Generation COVID: Augmented Reality and the New Digital Consumer 758
Ms Sandra Habil (German university in Cairo), Dr Sara El-Deeb (German university in Cairo), Prof Noha El-
bassiouny (German university in Cairo)

Integrating digital platform dynamics into the next wave of customer orientation research 780
Ms Jasmin Sofie Kiefer (University of Passau), Ms Carolin Castell (University of Passau), Prof Jan Hendrik Schu-
mann (University of Passau), Prof Andreas Koenig (University of Passau), Dr Sebastian Schubach (University of
Passau), Prof Lorenz Graf-Vlachy (TU Dortmund University)

Rational or Emotional? Prosocial Data Disclosure in Covid-19 Contact Tracing Apps N/A
Ms Klara Greinwald (University of Passaw), Ms Eileen Dauti (University of Passau), Ms Alisa Keller (University of
Passau), Dr Eva Pieringer (University of Passaw), Prof Dirk Totzek (University of Passau)

THE EFFECTS OF RACIALLY-THEMED CONTROVERSIAL STORYTELLING ADVERTISING ON BRANDING
OUTCOMES?: A NARRATIVE TRANSPORTATION PERSPECTIVE 783
Dr YOWEI KANG (NATIONAL CHUNG HSING UNIVERSITY), Dr KENNETH C. C. YANG (University of Texas at El
Paso)

The Impact of IT- and Lifestyle-related Influences on Customers’ Intention to Provide Digitally Trans-
ferred Access Permission in Last Mile Delivery 788
Mr Tobias Roeding (University of Siegen), Prof Hanna Schramm-Klein (University of Siegen), Mrs Anne Fota (Uni-
versity of Siegen), Ms Katja Wagner (University of Siegen), Dr Gerhard Wagner (University of Siegen)

Retailing & Service Interactions

A Risky Sense of Comfort? How Device Type Affects Decision Quality and Product Returns in E-Commerce N/A
Ms Alisa Keller (University of Passauw), Prof Dirk Totzek (University of Passau), Dr Alexander Keller (University of
Passau), Prof André Marchand (Leipzig University)

An Experimental Investigation of the Use of Artificial Intelligence in the Context of Complaint Manage-
ment 792
Mrs Anne Fota (University of Siegen), Ms Katja Wagner (University of Siegen), Mr Tobias Roeding (University of
Siegen), Prof Hanna Schramm-Klein (University of Siegen)

An Integrated Model of Retail Brand Equity 795
Dr Chi Zhang (Butler University), Dr Wenkai Zhou (University of Central Oklahoma)

Augmented reality generalizations: A meta-analytical review on consumer-related outcomes and the me-
diating role of hedonic and utilitarian values 799
Dr Valter Afonso Vieira (State University of Maringa), Dr Diego Rafael (Nove de Julho University), Dr Raj Agnihotri
(Iowa State University)

COPING WITH THREATS DURING HEALTH SERVICE VALUE CO-CREATION 803
Dr Benedetta Crisafulli (Birkbeck, University of London), Prof Jaywant Singh (University of Southampton), Prof
Sabine Benoit (University of Surrey)
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Dumb Smiles: How Positive Emotions Negatively Influence Purchase Intentions in Live Shopping
Dr Gianluca Scheidegger (University of St. Gallen), Dr Marc Linzmajer (University of St. Gallen), Mr Matthias
Eggenschwiler (University of St. Gallen)

How does Virtual Reality affect Consumers’ Willingness to Pay?
Dr Dennis Schendzielarz (Ruhr-University Bochum), Prof Sascha Alavi (Ruhr-University Bochum)

Increasing Short- and Long-Term Blood Donations: A Longitudinal Field Comparison of Public and Private
Events

Dr Riley T. Krotz (Texas Tech University), Dr Carl-Philip Ahlbom (University of Bath), Dr Stephanie M. Noble (Uni-
versity of Tennessee), Dr Dhruv Grewal (Babson College)

Less Is Sometimes More - How Effective Customer Journey Designs Impact Willingness to Pay a Price
Premium
Dr Bernd Reitsamer (Department of Strategic Management, Marketing and Tourism, University of Innsbruck),
Ms Janina S. Kuhnle (Department of Strategic Management, Marketing and Tourism, University of Innsbruck),
Prof Nicola E. Stokburger-Sauer (Department of Strategic Management, Marketing and Tourism, University of
Innsbruck)

Moderating Effects of Likelihood to Use Instore Technology in Grocery Stores: Perceived Value of Post-
COVID-19 Retailtainment

Dr adesegun oyedele (university of the incarnate word), Prof Fuat Firat (University of Texas Rio Grande Valley), Dr
Monica Hernandez (St. Edward’s University), Ms Emily Goenner (Saint cloud state university)

Narrative Elicitation for Improved Adherence to Healthcare Advice
Dr David A. Gilliam (University of Arkansas at Little Rock)

Predicting Retail Mobility during Early Stages of the COVID-19 Pandemic using Limited Data
Dr Michael Lash (University of Kansas), Dr Sajeesh Sajeesh (University of Nebraska - Lincoln), Dr Ozgur Araz
(University of Nebraska—Lincoln)

Psychopathy in professional services
Dr Regina Cordes (IU International University), Prof Dirk Totzek (University of Passau)

Reconceiving customer experience: The case of Amazon Explore
Dr Zahy Ramadan (Lebanese American University), Dr Maya Farah (Lebanese American University), Ms Norma Al
Rahbany (Lebanese American University)

Small Price Changes over Business Cycles
Dr Xiao Ling (Northeastern University), Dr Sourav Ray (McMaster University)

The effect of network externality and autonomy on experience quality and customer engagement
through augmented reality on individual and shared consumption purchases: the moderating role of
co-creation intentions.

Dr Saifeddin Alimamy (Zayed University), Prof Amjad Abu El Samen (Zayed University)

The Impact of Online Shoppers’ Gender and Spatial Needs on Purchase Decisions
Dr Sorim Chung (Rochester Institute of Technology), Dr Deborah Colton (Rochester Institute of Technology)

The Influence of Augmented Reality Across the Customer Decision Journey

Mr Garrett Shipley (University of Tennessee, Knoxville), Dr Carl-Philip Ahlbom (University of Bath), Dr Stephanie
M. Noble (University of Tennessee, Knoxville), Dr Riley T. Krotz (Texas Tech University), Dr Dhruv Grewal (Babson
College)
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The Role of the Frontline Employee in Technology-Based Service Encounters

Mr Tobias Roeding (University of Siegen), Mr Jan-Lukas Selter (University of Siegen), Mr Julian Schmitz (University
of Siegen), Ms Katja Wagner (University of Siegen), Mrs Anne Fota (University of Siegen), Prof Hanna Schramm-
Klein (University of Siegen)

THE ROLE OF THE HEDONIST, THE INFLUENCER AND THE LOCAL CHAMPION IN THE RESURRECTION OF
THE REGIONAL MALL

Dr Thomas Hickman (Washburn University), Dr Michael Stoica (Washburn University), Dr David Price (Washburn
University)

The Unemployment Rate and Customer Satisfaction
Mr Victor Nogueira (University of Houston), Dr Michael Ahearne (University of Houston), Dr Jeffrey Boichuk (Uni-
versity of Virginia), Prof Johannes Habel (University of Houston), Mr Phillip Wiseman (University of Houston)

The Voices We Hear - Gender and Voice in Technology Acceptance of Digital Voice Assistants
Dr Carsten D. Schultz (University of Hagen), Prof Rancati Gaia (Allegheny College)

What About Relational Models? The Effect of Relational Model Appeals on Showrooming Intentions.
Mrs Janina Kleine (University of Augsburg), Mr Michael Paul (University of Augsburg)

Sales Management and Personal Selling

A CONCEPTUAL FRAMEWORK FOR SALESPERSON SOCIALIZATION
Mrs Plavini Punyatoya (University of Nebraska-Lincoln), Prof Ravipreet S. Sohi (University of Nebraska-Lincoln)

A longitudinal examination of salesperson burnout: Understanding the within-person burnout process
and how it can be managed

Dr Dayle Childs (Bournemouth University), Prof Nick Lee (University of Warwick), Prof John Cadogan (LOUGH-
BOROUGH UNIVERSITY), Dr Belinda Dewsnap (LOUGHBOROUGH UNIVERSITY)

Analyzing Sales Proposal Rejections via Machine Learning
Dr Peter Nguyen (Miami University), Dr Scott Friend (Miami University), Dr Kevin Chase (Washington State Uni-
versity), Dr Jeff Johnson (University of Missouri-Kansas City)

Bridging and Bolding Social Capital and Salespeople’s Performance Growth Trajectories: Explorations of
the Ambidextrous Internal Network (AIN)

Dr Juliano Domingues da Silva (State University of Maringa), Dr Christopher Plouffe (The University of Tennessee
- Chattanooga), Dr Valter Afonso Vieira (State University of Maringa)

Conflict Management at the Marketing-Sales Interface
Mr Victor V. Chernetsky (Michigan State University), Prof Douglas E. Hughes (University of South Florida), Prof
Doug Walker (Kansas State University)

Data-driven Sales Prospecting for the Internationalization of B2B Companies
Dr Jaakko Metsola (LUT University)

Developing a Direct-to-Consumer (D2C) Strategy Phase Model for Incumbent Manufacturers
Mr Severin Lienhard (University of St. Gallen)

Does IoT Adoption Lead to Value Creation in B2B Relationships?
Dr Bert Paesbrugghe (IESE), Ms Fadeela Toofany (Ghent University), Mrs Karina Burgdorff (Aalborg University
Business School)
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Evolving Sales Capabilities in Digital Landscape
Dr Kshitij Bhoumik (Leeds University Business School, University of Leeds), Dr Reika Igarashi (University of leeds),
Dr MERVE VARDARSUYU (Dumlupinar University)

Exploring Salesperson Vulnerability in Digital Work Environments

Dr Julia Rétzmeier-Keuper (Technical University Berlin), Prof Nancy V. Wiinderlich (Technical University Berlin)

Give Me Your Genes and I Tell You Your Sales Success?
Mr Christian Winter (Martin Luther University Halle-Wittenberg), Prof Nicolas Zacharias (Martin Luther Univer-
sity Halle-Wittenberg), Prof Ad de Jong (Copenhagen Business School), Prof Johannes Habel (University of Houston)

Influence of Self-Enhancement Bias on Intention to sell after sales loss/ failure: A conservation of re-
sources theory approach

Ms Aditi Sharma (Indian Institute of Management Kozhikode), Prof Sridhar Guda (Indian Institute of Management
Kozhikode)

Managing Salesperson Turnover: The Role of Salesperson’s Occupational Employment Level and Organi-
zational Justice Perceptions
Mr Jan Altenscheidt (Ruhr-University Bochum), Prof Christian Schmitz (Ruhr-University Bochum)

POST-PANDEMIC SALES & MARKETING CHALLENGES AND STRATEGIES
Dr Shahriar Gias (Slippery Rock University of Pennsylvania)

Sales Strategies for Creating Multilevel Value within Key Accounts
Dr Scott Friend (Miami University), Dr Kumar Rakesh Ranjan (EDHEC Business School), Dr Avinash Malshe (Uni-
versity of St. Thomas — Minnesota), Dr Jeff Johnson (University of Missouri-Kansas City)

Sales team reward diversity in B2B solution selling: Ambivalent effects on relational and operational
team sales performance

Mr Sebastian Springer (Ruhr-Universitidt Bochum, Sales Management Department), Mr Martin Krdmer (Ruhr-
Universitdt Bochum, Sales Management Department), Prof Sascha Alavi (Ruhr-Universitidt Bochum, Sales Man-
agement Department), Dr Jan Helge Guba (Ruhr-Universitdit Bochum, Sales Management Department)

SALESPERSON RESILIENCE IN CRISES
Dr Valerie Good (Grand Valley State University), Dr Amy Greiner Fehl (Georgia Gwinnett College), Dr Alexander
LaBrecque (University of New Hampshire), Dr Clay Voorhees (University of Alabama)

Should Salespeople Disclose Their Sales Incentives? The Effect of Incentive Transparency on Sales Per-
formance.

Ms ITIR BOZKURT (University of Luzern), Prof Leif Brandes (University of Luzern), Prof Sascha Alavi (Ruhr-
Universitdt Bochum)

Social Media Adoption and B2B buying behavior: The mediating role of Knowledge capital and interfirm
communication

Prof Priyavrat Sanyal (IIM Bodh Gaya), Dr Rakesh Singh (Institute of Management Technology, Ghaziabad), Prof
Ramendra Singh (IIM Calcutta)

The Effects of the Use of Different Sales Technologies on Techno-stressors and their Effects on Engage-
ment and Emotional Exhaustion

Dr Reika Igarashi (Leeds University Business School, University of Leeds), Dr MERVE VARDARSUYU (Dumlupinar
University), Dr Kshitij Bhoumik (Leeds University Business School, University of Leeds), Dr James Adeniji (Individ-
ual)
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Trust Repair After a Sales Manager Error

Dr Christopher Nelson (Elon University), Dr Annie Cui (West Virginia University), Dr Michael Walsh (West Virginia
University)

Using Salespeople to Transition B2B Customers to Online Channels: Theory and Field Evidence

Dr Vamsi Kanuri (University of Notre Dame), Dr Johannes Habel (University of Houston), Dr Nawar Chaker
(Louisiana State University), Dr Deva Rangarajan (IESEG School of Management), Dr Paolo Guenzi (Universita
Commerciale Luigi Bocconi and SDA Bocconi School of Management)

VALUE IN SALES INTERACTIONS - A STUDY FROM THE BUYER’S PERSPECTIVE

Dr Kenneth Le Meunier-FitzHugh (University of East Anglia), Mrs Leslie Caroline Le Meunier-FitzHugh (Institute
of Continuing Education, University of Cambridge)

When Do Sales Representatives Truly Resign? Unveiling and Understanding Performance Dips Before
Departure

Mr Jan Altenscheidt (Ruhr-University Bochum), Dr Maximilian Friess (Ludwig-Maximilians-University Munich),
Prof Christian Schmitz (Ruhr-University Bochum)

WHEN HUMOR USAGE IN THE SELLING PROCESS BACKFIRES: ASSESSING THE EFFECTS OF HUMOR ON
INFERENCES OF MANIPULATIVE INTENT AND RELATIONAL OUTCOMES

Dr Renaud Lunardo (Kedge Business School), Dr Laurent Bompar (Kedge Business School), Dr Camille Saintives
(Inseec Grande Ecole)

Winning the War for Sales Talent: How to Dispel Lay Beliefs, Fight the Stigma, and Create a Profession of
Choice

Ms Aline Lanzrath (University of Manheim), Prof Christian Homburg (University of Mannheim), Dr Robin-
Christopher Ruhnau (University of Mannheim)

Social Responsibility, Sustainability & Well-Being

A TEMPORAL PERSPECTIVE OF FOOD WASTE REDUCTION BEHAVIOR
Prof Marwa Gad Mohsen (University of Buckingham), Dr Lubna Nafees (Appalachian State University)

Closing the attitude-behavior gap: A Novel Measure to Predict Ethical Consumption
Dr Brandon Reich (Portland State Univeristy), Prof Hong Yuan (University of Oregon), Prof Lamberto Zollo (Uni-
versity of Milan), Dr Riccardo Rialti (University of Florence)

Conspicuous Self-Control: Why Status Motives Lead Consumers to Virtue Signal

Dr Aziza Jones (University of Wisconsin), Dr Aparna Labroo (Northwestern University), Dr Kristina Durante (Rut-
gers University)

Consumer perspective for the dynamic process model of long-term corporate survival: from perceived
ethicality to brands that consumers trust and identify with

Mrs Mila Zecevic (School of Economics and Business University of Ljubljana), Mr Petar Gidakovic (School of Eco-
nomics and Business University of Ljubljana), Prof Mateja Kos Koklic (School of Economics and Business), Prof
Vesna Zabkar (School of Economics and Business University of Ljubljana)

Corporate Digital Responsibility - A qualitative assessment of antecedents and effects

Dr Melanie Bowen (Justus-Liebig-University Giessen), Ms Annika Venohr (Justus-Liebig-University Giessen), Prof
Alexander Haas (Justus-Liebig-University Giessen)
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Crossing the diffusion chasm: The adoption of online food benefit ordering among the participants of the
Special Nutrition Assistance Program for Women, Infants, and Children

Dr Chuanyi Tang (Old Dominion University), Dr Qi Zhang (Old Dominion University), Dr Junzhou Zhang (Montclair
State University), Ms Emily Fisher (Old Dominion University), Dr Kayoung Park (Old Dominion University)

DYING TO COMMUNICATE: HOW ALTRUISM INFLUENCES JOINT PURCHASE DECISIONS
Ms Stephanie Villers (University of Guelph), Dr Ruhai Wu (McMaster University), Ms Lan Yu (McMaster University)

Ethical or Utilitarian? The Antecedents of Attitude Ambivalence Regarding Online Meal Delivery Service
During a Pandemic

Prof Shu-Fang Liu (National Kaohsiung University of Science and Technology), Prof Zhao-Hong Cheng (National
Kaohsiung University of Science and Technology)

Firm Age: Does it Matter for Environmental Sustainability and Social Responsibility Performance?
Ms HeaJeong Han (Yonsei University), Dr Youngchan Kim (Yonsei University)

Green, competitive and resilient in times of uncertainty.
Dr Karolos Papadas (University of York), Dr Lamprini Piha (National and Kapodistrian University of Athens), Dr
Vasileios Davvetas (University of leeds), Prof Constantinos Leonidou (Open University of Cyprus)

Guilt and Sustainable Consumption: The Chicken-or-Egg Causality Dilemma
Dr Sadrac Cénophat (Justus-Liebig-University Giessen)

Harder, Better, Faster, Stronger: The Adoption and Use of Al-based mHealth Applications

Mr Vincent FAVARIN (TSM-Research, Université Toulouse Capitole, CNRS), Prof Lars Meyer-Waarden (TSM-
Research, Université Toulouse Capitole, CNRS), Dr Julien Cloarec (iaelyon School of Management, Université de
Lyon)

How Can Marketers Use Sustainability and Craftsmanship to Improve Consumer Well-Being: An Exami-
nation of Perceived Brand Authenticity in Luxury Goods
Mr Chu-Yen Pai (Texas Tech University), Dr Debra Laverie (Texas Tech University)

HOW CONSUMERS AND INVESTORS REACT TO NEGATIVE SOCIAL AND ENVIRONMENTAL INCIDENTS?
Ms Nathalia Ramajo Esteves (Insper), Dr Danny Pimentel Claro (Insper)

I DON’T GIVE A PENNY: PRICE LEVEL AND COMMUNICATION FORMAT EFFECTS ON CONSUMER REAC-
TIONS TO VOLUNTARY CARBON OFFSET PROGRAMS
Ms Hanna Reimers (Department of Marketing, Kiel University), Dr Nils Christian Hoffmann (Kiel University)

IMPACT OF GLOBAL BRAND CMOS’ CSR AND SOCIO-POLITICAL ACTIVISM COMMUNICATION ON TWIT-
TER

Dr Peren Ozturan (Ozyegin University), Dr Amir Grinstein (Northeastern University)

Improving Environmental Protection: One Imagined Touch at a Time
Dr Luke Liska (Radford University), Dr Sajeev Varki (University of South Florida)

Income Effect of Food Subsidy in Improving Well-being
Mr Ankit Singh (Indian Institute of Management Udaipur), Prof Vedha Ponnappan (Indian Institute of Management
Udaipur), Prof Prakash Satyavageeswaran (Indian Institute of Management Udaipur)

Influence of alternative consumer networks on sustainable development
Ms Birgit Teufer (IMC University of Applied Sciences Krems), Prof Sonja Grabner-Krduter (University of Klagenfurt),
Mrs Christine Bachner (IMC University of Applied Sciences Krems)
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NEGATIVE MORAL STEREOTYPES OF MANAGERS: ANTECEDENTS AND CONSEQUENCES
Ms Jacqueline Baudach (Ruhr University of Bochum), Prof Sascha Alavi (Ruhr University of Bochum), Prof Johannes
Habel (University of Houston), Prof Jan Wieseke (Ruhr University of Bochum)

NONCONFORMITY BEHAVIOURS OF CEOS OF EMERGING MARKET FIRMS IN CORPORATE PHILAN-
THROPY
Dr Yansong Hu (University of Warwick), Prof Damien McLoughlin (University College Dublin)

Pricing in the Gig Economy: Investigating Pricing Strategies for Male and Female Gig Workers
Dr Mark Gleim (Auburn University), Dr Alexander Davidson (Wayne State University), Dr Christopher Hopkins
(Auburn University)

Resolving the Climate Change Social Dilemma and Brand Value: Conceptualizing a Framework Involving
Social Responsibility Practices and Public Policy
Mr Siavash Rashidi-Sabet (Texas Tech University), Dr Sreedhar Madhavaram (Texas Tech University)

SHOULD BRANDS MAKE SUSTAINABLE CLAIMS? THE ROLE OF GREEN IDENTITY AND LOCUS OF CON-
TROL

Ms Saray Garcia (California State University Monterey Bay), Ms Angelica May Amita (California State University
Monterey Bay), Dr Meng Hsien (Jenny) Lin (California State University Monterey Bay), Dr Angeline Nariswari (Cal-
ifornia State University Monterey Bay)

Social responsibility and outcomes of inclusionary zoning policies on homelessness
Ms Sheen Kachen (University of Illinois at Chicago), Dr Maria Petrescu (Embry-Ridle Aeronautical University)

Surprise gift-giving services: understanding influences on wellbeing of both senders and receivers
Dr Rachael Millard (University of Westminster), Dr Tana Licsandru (Queen Mary University of London), Prof Danae
Manika (Brunel University London), Dr Diana Gregory-Smith (Newcastle University)

Sustainability orientation: a bibliographic coupling analysis
Mr Matheus Tardin (FGV / EAESP), Dr Marcelo Perin (FGV / EAESP), Dr Cldaudia Simdes (University of Minho)

Sustainable Design Toward Consumer Well-Being
Mrs Yating Tian (University of Twente), Prof Qeis Kamran (ISM International School of Management GmbH)

The Role of Perceived Risk and Device Type in Online Crowdfunding Decisions
Dr Sorim Chung (Rochester Institute of Technology), Dr Maria Karampela (University of Strathclyde)

Theorizing Social Resilience in Service Communities - A Molecular Biology Perspective
Dr Elina Tang (Northern Illinois University), Dr Chris Blocker (Colorado State University)

Trojan Horse or Useful Helper? A Relationship Perspective on Artificial Intelligence Assistants with Hu-
manlike Features

Mr Ertugrul Uysal (Université de Neuchdtel), Prof Sascha Alavi (Ruhr-Universitdt Bochum), Prof Valéry Bezengon
(Université de Neuchatel)
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Understanding Financial Decision-making and Financial Services

Dr Wendy De La Rosa (Wharton University of Pennsylvania), Dr Broderick Turner (Virginia Tech), Dr Jennifer
Aaker (Stanford University), Mr Prashant Mishra (SVKM’s Narsee Monjee Institute of Management Studies), Mr
Tito Grillo (The University of Texas at Austin), Dr Ty Henderson (The University of Texas at Austin), Dr Adrian Ward
(The University of Texas at Austin), Ms Valentina Ortiz Ubal (Florida State University), Dr Martin Mende (Florida
State University), Dr Maura Scott (Florida State University), Dr Sterling Bone (Utah State University), Dr Glenn
Christensen (Brigham Young University), Ms Anneliese Lederer (National Community Reinvestment Coalition), Mr
Brandon Christensen (University of Colorado), Dr Patricia Torres (University of Detroit Mercy)

When would people be willing to speak out online? The roles of incivility, direct reply, and online flow.

Prof Kuan-chou Ko (National Taiwan University), Ms Shian-ko Liu (National Taiwan University)
SIG Programming

#SocialMediaWellness: Exploring a Research Agenda for Healthy Social Media Consumption
Mrs Breanne Mertz (Louisiana Tech University), Ms Ashley Hass (Texas Tech University), Dr Kelley Cours Anderson
(College of Charleston), Dr Timothy Kaskela (Oregon State University), Mr Louis Zmich (Louisiana Tech University)

A Conceptual Model of Gender Identity in Consumer Behavior: A Self-Categorization and Identity Signal-
ing Approach

Ms Natalia Rogova (Catholic University of Eichstdtt-Ingolstadt), Prof Shashi Matta (Catholic University of
Eichstdtt-Ingolstadt, Germany)

Anxious or Free: Ambivalence towards Digital Disconnection in Consumption
Ms Yiwei Zhang (University of Edinburgh), Dr Kirsten Cowan (University of Edinburgh), Dr Ben Marder (University
of Edinburgh)

BRAND RESURRECTION: THE ROLE OF CONSUMERS’ PSYCHOLOGICAL REACTANCE IN SOCIAL MEDIA
ACTIVISM

Mr Fadi Almazyad (Worcester Polytechnic Institute), Dr Purvi Shah (Worcester Polytechnic Institute), Dr Eleanor
T. Loiacono (The College of William and Mary)

Comparing the needs profile of users of Social Media in pre-COVID and post-COVID eras
Mr Ashish Kakar (TexasTech University), Dr Adarsh Kumar Kakar (Texas Tech University)

Digital Business Models from a Service Research Perspective

Prof Jan Hendrik Schumann (University of Passau), Prof Anna Salonen (University of Turku), Prof Christian
Kowalkowski (Linkoping University), Dr Julia Fehrer (University of Auckland), Prof Wolfgang Ulaga (INSEAD),
Mrs Maren Purrmann (University of Paderborn), Prof Nancy V. Wiinderlich (Technical University Berlin), Prof
Anja Iseke (Ostwestfalen-Lippe University of Applied Sciences and Arts), Dr Sebastian Schubach (University of Pas-
sau), Dr Nicole Jasmin Hefs (University of South Florida), Prof Eva Anderl (University of Applied Sciences Munich),
Dr Armin Mdrz (University of Passau), Prof Tobias Schaefers (Copenhagen Business School), Dr Marina Leban
(Copenhagen Business School)

EMERGING PERSPECTIVES IN B2B RELATIONSHIP MANAGEMENT

Mr RaviAgarwal (University of Nebraska—Lincoln), Dr Alok Kumar (University of Nebraska—Lincoln), Mr Masato
Abe (UNESCAP), Dr Joe Cannon (Colorado State University), Prof Kersi Antia (Western University), Dr Moeen Butt
(Sungkyunkwan University), Dr Kenneth Wathne (University of Stavanger Business School & BI Norwegian Busi-
ness School), Dr Mrinal Ghosh (University of Arizona), Dr George John (University of Minnesota - Twin Cities),
Dr Sourav Ray (McMaster University), Ms Yuerong Liu (West Virginia University), Dr Jody Crosno (West Virginia
University), Dr Annie Cui (West Virginia University), Dr Lisa Scheer (University of Missouri)

1128

1145

1150

1154

1157

1160

1164

1177

1196



2022 AMA Winter Academic Conference

Factors influencing purchase intention towards online private label
Mr Sher Singh Yadav (Rajiv Gandhi Institute of Petroleum Technology), Dr Sanjay Kumar Kar (JAIS)

How Psychological and Financial Vulnerability Affect Financial Planning in a Post Crisis: The Case of
COVID-19 Pandemic

Ms Khulood Allanjawi (Ajman University), Dr Atefeh Yazdanparast (Clark University), Dr Yasser Alhenawi (Ajman
University)

Play Your Cards Right: On Theory Development & Paradigm Shifts in Selling & Sales Management Re-
search - Lessons from Our Sales SIG Lifetime Leaders

Dr Ellen Pullins (University of Toledo), Dr Stephanie Mangus (Baylor University), Dr Wes Johnston (Georgia State
University), Dr Jagdip Singh (Case Western Reserve), Dr Eli Jones (Professor of Marketing, Lowry and Peggy Mays
Eminent Scholar, Mays Business School, Texas A&M), Dr Jim Boles (University of North Carolina Greensboro), Dr
Bill Cron (Texas Christian University)

Special Session Proposal: Doctoral Student Research on The Future Trends in Consumer Behavior
Dr Prachi Gala (Kennesaw State University), Dr Brian Taillon (East Carolina University)

THE DARK TRIAD AND INTENTIONS FOR RESPONSIBLE CONSUMPTION: A PROSPECT THEORY PERSPEC-
TIVE
Ms Kate Nicewicz (Kennesaw State University), Dr Prachi Gala (Kennesaw State University)

Journals Programming

JPPM Distinguished Scholar Workshop: Contributions to Marketing and Public Policy from Notable Schol-
ars across the Field

Dr Maura Scott (Florida State University), Dr Kelly Martin (Colorado State University), Dr Stacey Menzel Baker
(Creighton University), Prof Frank Germann (University of Notre Dame), Dr Martin Mende (Florida State Univer-
sity), Dr Clifford Shultz (Loyola University Chicago), Dr Dipayan Biswas (University of South Florida)
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