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Prof Takumi Kato (Meiji University), Ms Chisato Yuasa (CCC MK HOLDINGS Co.,Ltd.), Ms Nozomi Takita (CCC MK
HOLDINGS Co.,Ltd.)

Numbers vs. Words: Investigating the Impact of Information Format on Supporting Environmental Public
Policies 1071

Dr Hajar Fatemi (University of Windsor), Dr Zeinab Rezvani (Orebro university)
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Pay Now, Get Later? How to encourage sustainable shopping behavior in online e- commerce 1075

Dr Barbara Duffek (Georgia State University), Prof Andreas Eisingerich (Imperial College London)

Process and Outcome Framing in Brand Messages about Environmental Sustainability and Consumer Social
Media Engagement 1076

Dr Hai-Anh Tran (The University of Manchester), Dr Yuliya Strizhakova (Rutgers University), Dr Huy Tran (Bi Nor-
wegian Business School), Mr Guowei Huang (The University of Manchester), Prof Anders Gustafsson (Bi Norwegian
Business School)

Second-Degree Price Discrimination for Time-Sensitive Electricity Consumers 1080

Dr Yeji Lim (California State University Fullerton), Dr Kyungsik Nam (Hankuk University of Foreign Studies), Dr Steven
Chen (California State University Fullerton)

The ineffectiveness of threat appeals in green CSR communication among luxury cruise travelers: Insights
from theory of hedonic moral hypocrisy 1083

MsKai-Yi Young (King’s College London), Prof ShintaroOkazaki (King’s College London), Prof JörgHenseler (University
of Twente)

The Power of Caring: How Appeals to ‘Care for Others’ vs. ‘Care for Self’ Shape Sustainable Advertising 1088

Ms Mona Safizadeh (The University of Texas Rio Grande Valley), Dr Peter Magnusson (The University of Texas Rio
Grande Valley), Mr Khondoker Hossain (The University of Texas Rio Grande Valley)

The role of contracting officers on procurement diversity and performance 1092

Ms Luqian Sun (University of Minnesota), Prof Byungyeon Kim (University of Minnesota)

THEROLEOFONLINECOMMUNITIESANDPERCEIVEDENVIRONMENTBASEDCSR INDRIVINGSUSTAINABLE
CONSUMPTION, BUYCOTT AND BRAND LOYALTY 1095

Dr Ania Rynarzewska (Georgia College and State University), Dr Lubna Nafees (Appalachian State University), Ms
Eliza Hetrick (Actatalent), Dr Stephen LeMay (University of Western Florida), Dr Marilyn Helms (Dalton State College)

Vegan Cosmetics Purchase Intentions: The Influence of Ad Claims and Connectedness to Future Self 1099

Ms Mona Safizadeh (The University of Texas Rio Grande Valley)

Vulnerability and Consumer Well-being

(Dis)Empowering Feminist Technologies: Tensions in Consumption of Reusable Menstrual Products 1105

DrMycahHarrold (Regis University), MsAnabella Donnadieu Borquez (Washington State University), Dr AimeeDinnin
Huff (Oregon State University)

An analysis of food system challenges to serve disadvantaged populations and possible solutions 1110

Dr Crina Tarasi (Central Michigan University), Dr Claudia Dumitrescu (Central Washington University)

Consumer Tensions & Struggles to Rest as Threats to Wellbeing: A Collaborative Ethnographic Study of Rest
in the Achievement Society 1112

Prof Katja Brunk (European University Viadrina), Dr Mario Campana (University of Bath), Dr Marlon Dalmoro (Nova
Information Management School), Dr Marcia Christina Ferreira (University of Essex), Dr Bernardo Figueiredo (RMIT),
Dr Aimee Dinnin Huff (Oregon State University), Dr Daiane Scaraboto (University of Melbourne), Dr Olivier Sibai (Birk-
beck, University of London), Dr Andrew Smith (Suffolk University), Dr Myriam Brouard (University of Ottawa)
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Consumer Vulnerability, Improvisation, and Resilience in the Context of Marketplace Failures: An Ex-
ploratory Study in Wildfire Country 1115

Dr Pia A. Albinsson (Appalachian State University), Dr Merlyn Griffiths (University of North Carolina - Greensboro),
Dr B. Yasanthi Perera (Brock University), Dr Sarity Ray Chaudhury (Cal Poly - Humboldt)

Decoding the Digital Health Journey Patient-Centric Insights and Challenges 1118

Mrs Esha Sharma (Management Development Institute), Dr Kirti Sharma (Management Development Institute)

Enhancing the understanding of consumer well-being in Urban and Rural Environments: A Transformative
Service Research Perspective 1122

DrMuhammad Junaid ShahidHasni (University of Trento), DrMariaDella Lucia (University of Trento), Dr Erica Santini
(University of Trento)

EXPLORING A NOVEL PERSPECTIVE: VALUE CO-CREATION AND WELL-BEING OF SMALL-TIME RETAILERS
(STRs) IN THE BOP CONTEXT 1125

Mr Fairuz Chowdhury (Drexel University), Prof Srinivasan Swaminathan (Drexel University)

How Fatal School Shootings Impact a Community’s Consumption 1128

Dr Muzeeb Shaik (Indiana University), Dr John Costello (University of Notre Dame), Dr Mike Palazzolo (University of
California, Davis), Dr Adithya Pattabhiramaiah (Georgia Tech), Dr Shrihari Sridhar (Texas A&M University)

Influential voices of Antenatal Care Services in Rural Landscapes 1132

Mrs Smita Poi (Indian Institute of Technology, Kharagpur & International School of Business and Media, Pune), Dr
Biplab Datta (IIT Kharagpur)

Investigating the Effect of AI Influencer-Generated Content on the Consumers’ Psychological Wellbeing 1135

Dr Sher Singh Yadav (MICA, India), Prof Varsha Jain (MICA)

LATERAL SERVICE PROVIDER VULNERABILITY AND CUSTOMER MISBEHAVIOR IN COLLABORATIVE CON-
SUMPTION SERVICES 1138

Ms Aiswarya Nair (Indian Institute of Management Indore), Prof K.R. Jayasimha (Indian Institute of Management
Indore), Prof K Sivakumar (Lehigh University)

SEEKING INCLUSIVITY THROUGH RESEARCH DESIGN 1140

Prof Philippa Hunter-Jones (University of Liverpool)

SERVICE PROVIDER RESPONSES WHEN SYSTEMS HEIGHTEN VULNERABILITY 1144

Prof Philippa Hunter-Jones (University of Liverpool), Prof Lynn Sudbury-Riley (University of Liverpool)

SPORTSBETTINGWEBSITES: THE IMPACTSOFENDORSEMENTONCONSUMPTIONOFASTIGMATIZEDPROD-
UCT 1148

Dr Christian Munaier (Tecnológico de Monterrey), Dr Alexandre Las Casas (PUC-SP), Dr José Afonso Mazzon (Univer-
sity of Sao Paulo)

THE ROLE OF FAMILY STRUCTURE AND FOOD RETAILING ENVIRONMENT IN CHILDHOOD OBESITY 1151

Dr Chen Li (The University of Wisconsin Oshkosh), Prof Srinivasan Swaminathan (Drexel University), Dr Junhee Kim
(California State University Stanislaus)
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Special Interest Group (SIG) Programming

A Systematic Literature Review of Virtual Influencers: Insights and Directions for Consumer Behavior Re-
search 1155

Prof Brittany Beck (Appalachian State University), Dr Pia A. Albinsson (Appalachian State University), Prof Stephen
France (Mississippi State University)

Mapping the current landscape and future research needs of CX in the Age of Chatbots 1159

Ms Cristina Farjas (University of Zaragoza), Dr Carolina Herrando (University of Zaragoza), Prof Iguácel Melero-Polo
(University of Zaragoza)

Oops! I Did It Again. Online Personal Data Disclosure Regret: A Literature Review, Nomological Network and
Research Agenda 1160

Mr Mike Berry (University of Twente), Dr Carolina Herrando (University of Zaragoza), Prof Jörg Henseler (University
of Twente)

The Predominance of Content Quality: An Examination of Determinants Affecting Consumer Perception and
Intentions towards Over-the-Top Platforms 1166

Mr Amitabh Avinash (Central University of Jharkhand)

What Drives Mindful Consumption? Systematic Literature Review and Total Interpretive Structural Mod-
elling (TISM) Approach 1170

MxKALIDAS KAMAN (Institute of Management Studies), Dr Arun Kumar Deshmukh (Institute of Management Studies,
Banaras Hindu University Varanasi)
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