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THE IMPACT OF RELATIONAL CAPABILITIES ON THE TECHNOLOGICAL AND MARKET RADICALNESS OF NEW
PRODUCTS

Dr Kyriakos Kyriakopoulos (ALBA GBS, The American College of Greece), Dr Paul Hughes (Lancaster University Man-
agement School)

UNFOLD THE POTENTIAL: A WORKSHOP CONCEPT FOR AI-ENABLED BUSINESS MODEL INNOVATION
Ms Lisa Skrzyppek (Ruhr-University Bochum), Ms Kathrin Nauth (Ruhr-University Bochum), Ms Marie-Christin Barton
(Ruhr University Bochum)

Unpacking Food Packaging: A Thematic Review of Design Elements and Consumer Responses
Ms Ru Wei (Technical University of Munich)
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ProfJaywant Singh (University of Southampton), Prof Paurav Shukla (University of Southampton), Ms Sara Narimanfar
(University of Southampton), Mr Zhilin Cai (University of Southampton)

”When Social Media Turns Divisive: How Polarization Impacts Brand Reputation and Abnormal Rate of re-
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Mr Junaid Ahmed (Kozminski University), Dr Dariusz Jemielniak (Kozminski University), Dr Leon Ciechanowski
(Kozminski University)
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Ms Jungmin Seo (University of Manchester)

“People Don’t Look Like That in Real Life”: Natural Resistance to Social Media Beauty Ideals Among Adoles-
cent Girls
Ms Mehruba Shabaab Haque (Estonian Business School)

Behind the Camera, Inside the Organisation: An Unexplored Framework of Influencer Marketing Campaign
Ms Kiran Gandhi (Indian Institute of Management Jammu), Dr Rashmi Ranjan Parida (Indian Institute of Management
Jammu)

Being Real or Feeling Real? Video Influencers’ Authenticity Strategies and Consumers’ Responses

Dr Anqi Hu (Jiangsu University of Science and Technology), Dr Xin Bao (Harbin Engineering University), Dr Tianchen
Wang (Harbin Engineering University), Dr Xiya Zhang (Beijing Normal University-Hong Kong Baptist University), Dr
Zi Wang (IESEG School of Management)
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Lutheran University)
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Creator Economy: Definition, Scope, and Boundaries
Dr Priya Rangaswamy (Baruch College, City University of New York), Dr K. Sivakumar (Lehigh University)

Designing to Engage: The Role of Multimodal Cues in Nonprofit YouTube Video Thumbnails
Ms Seyedeh Khatereh Shafaat (Ontario Tech University), Dr Salma Karray (Ontario Tech University)

Developing trust in online B2B relationships
Ms Shanshan Wu (University of Liverpool), Dr Chris Raddats (University of Liverpool), Dr Severina Cartwright (Uni-
versity of Liverpool)
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0gy), Prof Florian florian.dost@b-tu.de (BTU), Prof Michael Brusch (Anhalt University of Applied Sciences)
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University Business School, The University of Leeds)

From Passion to Pressure: Exploring the Struggles of Lifestyle Micro-Influencers on Instagram
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Dr Ji Min Lee (University of Waikato), Dr Saira Raza Khan (University of Auckland)
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Imperfectly Perfect: Human-Likeness, Al Disclosure, and Consumer Engagement with Virtual Influencers
Mrs Ekaterina Ivanova (Jyvdskyld University School of Business and Economics), Dr Juha Munnukka (Jyviskyld Uni-
versity School of Business and Economics), Dr Valeria Penttinen (Northern Illinois University), Dr Devdeep Maity
(Delaware State University), Prof Vilma Luoma-aho (Jyvdskyld University School of Business and Economics)

IMPULSE BUYING IN LIVE STREAMING: A SYSTEMATIC LITERATURE REVIEW USING TCCM FRAMEWORK
Ms Yuan Xu (Iscte-Instituto Universitdrio de Lisboa and Business Research Unit (BRU-IUL)), Dr Daniela Langaro (Iscte-
Instituto Universitdrio de Lisboa and Business Research Unit (BRU-IUL)), Dr Catarina Marques (Iscte-Instituto Univer-
sitdario de Lisboa and Business Research Unit (BRU-IUL))
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versity), Dr Arttu Malkamdki (Aalto University), Ms Stella Hauvala (LUT University)

Investigating the Effectiveness of Product Placements in Social Media Influencers’ Videos: The Impact of
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Ms Taoran Zhang (Chongqing University), Prof Yong Li (Chongqing University)
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Discrepancy Message Effectiveness

Dr Thuy Pham-Henderson (University of Western Australia), Dr Sara Quach Thaichon (Griffith University), Dr Anika
Schumacher (Grenoble Ecole de Management), Prof Frank Mathmann (Queensland University of Technology), Prof
Robert Mai (Grenoble Ecole de Management), Prof E. Tory Higgins (Columbia University)

Mapping Artificial Intelligence in Social Media Marketing: A Systematic Review and Conceptual Model

Mr César Ribeiro (Universidade da Beira Interior), Prof Ricardo Gouveia Rodrigues (Universidade da Beira Interior),
ProfPaulo Duarte (Universidade da Beira Interior), Prof Arminda do Pago (Universidade da Beira Interior), Prof Helena
Alves (Universidade da Beira Interior)
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STARS OVER SUBSTANCE - ONLINE REVIEW SENTIMENT AS THE KEY TO BRAND TRUST AND PREMIUM PRIC-
ING
Dr Bernd Reitsamer (University of Innsbruck)

Strategic Emotion in Influencer Marketing: A New Paradigm for Digital Persuasion

Ms Alessia Jahns (University of Siegen), Dr Rober Rollin (University of Siegen), Dr Anne Fota (University of Siegen), Prof
Hanna Schramm-Klein (University of Siegen), Prof Gunnar Mau (University of Applied Sciences Magdeburg - Stendal),
Mrs Lisa Christen (University of Applied Sciences Magdeburg - Stendal)

Supervised Positioning Maps of Brand Segments from Unstructured Text Reviews
Prof SUNGHOON KIM (Rutgers Business School at Newark and New Brunswick), Prof Xiaoru Gao (Northern Illinois
University), Prof Seung-chan Choi (Rutgers Business School at Newark and New Brunswick)

The Impact of Al Disclosure on Social Media Engagement
Mrs Qi Guo (University of Illinois Urbana-Champaign), Prof Aric Rindfleisch (University of Illinois Urbana-Champaign)

The Impact of Influencer Selfies on Engagement
Ms Qiuzi Jin (Warwick Business School), Prof Miaolei Jia (Warwick Business School), Dr zizhou peng (University of
Birmingham), Dr Isabel Ding (Warwick Business School), Prof Yi Ding (Warwick Business School)

The Mimicry of Negative Valence in Online WOM: A Cognitive Approach
Prof Andrea Pelaez-Martinez (Luiss University), Prof Lauren Block (Baruch College), Prof Mahima Hada (Baruch Col-
lege), Prof Ujwal Kayande (University of Melbourne)
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Ms Vanessa Lau (Brandenburg University of Technology)
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Business School), Dr Myriam Ertz (Université du Québec a Chicoutimi), Dr Rupanwita Dash (EDC Paris Business School)

THE USE AND IMPACT OF SOCIAL BOTS AMONG SOCIAL MEDIA USERS
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WHEN GREEN ADS LOOK HUMAN: THE MODERATING ROLE OF PERCEIVED AUTHENTICITY IN AI-
GENERATED HUMAN ENDORSERS

Mr I Putu Gede Iwan Trisna Jaya (National Yunlin University of Science and Technology), Prof Chyi Jaw (National
Yunlin University of Science and Technology)

When Pictures Speak: The Impact of Product vs. Lifestyle Images in Social Media Posts on Consumer Re-
sponses
Ms Lea Bruck (Darmstadt University of Applied Sciences), Prof Tobias Maiberger (Darmstadt University of Applied
Sciences)

Who You Meet and What You Play: Exploring Fan Engagement in a Virtual Arena
Ms Daeun Park (Pusan National University), Prof YongHee Kim (Pusan National University), Prof MinChung Kim (Ulsan
National Institute of Science & Technology (UNIST))

WILL VISITORS’ PRIVACY-INVASIVE PERCEPTIONS AFFECT AUGMENTED REALITY (AR) APPLICATIONS IN
MUSEUMS?

Dr YOWEI KANG (AUBURN UNIVERSITY AT MONTGOMERY), Dr KENNETH C. C. YANG (UNIVERSITY OF TEXAS AT
EL PASO)

With or Without the Filter?: A Framework for Understanding Beauty Filter Use Among Girls Aged 13 to 14 on
Social Media
Ms Mehruba Shabaab Haque (Estonian Business School)

Advertising, Promotion, and Marketing Communications

A Theory on Sensory Mappings in Consumer Research
Dr Kane Koh (RMIT University), Ms Tianyi Zhang (University of Oxford)

Beyond Engagement: How Metaverse - Based Green Advertising Shapes Trust and Eco-Friendly Consumption
Ms Km Pragati Yadav (Indian Institute of Information Technology Allahabad), Dr Pragya Singh (Indian Institute of
Information Technology Allahabad)

Brand Storytelling Across Channels: Conceptualizing Transmedia Narrative Advertising
Dr Yingting Wen (Emlyon Business School), Dr Claire Segijn (University of Minnesota)

Cat = Lone Ranger, Dog = Avengers? How to Use Pet Images to Enhance Advertising Persuasion

Prof Hsiao-Ching Lee (National Kaohsiung University of Science and Technology), Prof Chun-Tuan Chang (National
Sun Yat-sen University), Ms Thi-Phuoc Bui (National Kaohsiung University of Science and Technology), Mr Yung-Hsuan
Yang (National Kaohsiung University of Science and Technology)

CHARITIES CAN BE COOL TOO: HOW BRAND COOLNESS INFLUENCES COMPASSION AND CHARITY SHOCK
ADVERTISING

Ms Beatriz Brito (Iscte-Instituto Universitdrio de Lisboa and Business Research Unit (BRU-IUL)), Prof Sandra Loureiro
(Iscte-Instituto Universitdrio de Lisboa and Business Research Unit (BRU-IUL))

CONSUMER ENDORSEMENTS IN THE BUSINESS-TO-BUSINESS (B2B) CONTEXT: ADAPTING CONSUMER THE-
ORIES AND PROPOSING A RESEARCH AGENDA
Dr Jirka Konietzny (University of Malta), Prof Albert Caruana (University of Malta)
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Consumer Reponses to Brands that Promote Body Positivity: Unveiling the Effectiveness of AI-Generated
Advertisements

Dr Debashree Roy Bhattacharjee (XLRI - Xavier School of Management, XLRI Jamshedpur, India), Dr Tapas Ranjan
Moharana (XLRI - Xavier School of Management, XLRI Jamshedpur, India)

Consuming After Ideology: How Advertising Constructed the Flexitarian Consumer
Dr Jonatan Sodergren (University of Bristol), Dr Ileyha Dagalp (University of Gothenburg), Dr Jack Waverley (University
of Manchester), Prof Avi Shankar (University of Bristol)

Does brand using anatomical depiction suffer more amid product-harm crises?
Dr Rubing Bai (Shandong University of Science and Technology), Prof Baolong Ma (Beijing Institute of Technology), Dr
Zhichen Hu (Guangxi Minzu University)

Don’t Come Near me, Mr. Cockroach! Harmful Substance Anthropomorphism Affects Perceived Product
Efficacy and Advertising Persuasion

Prof Chun-Tuan Chang (National Sun Yat-sen University), Prof Hsiao-Ching Lee (National Kaohsiung University of
Science and Technology), Mr TING-HSUAN WEY (National Sun Yat-sen University), Ms Jia-Yu Yeh (National Sun Yat-
sen University)

HOW MUSICAL KEY INFLUENCES PERCEIVED POPULARITY AND BRAND PREFERENCES

Dr Mike Saljoughian (University of Missouri), Ms Laurel Johnston (University of Tennessee Knoxville), Dr Jonathan
Hasford (University of Tennessee Knoxville), Dr Aysu Senyuz (King’s College London), Dr Ze Wang (University of Central
Florida)

IF YOU COULD BUY JENNIFER ANNISTON’S SWEATER, WOULD YOU? EXPLORING PURCHASE INTENTIONS
FOR SHOPPABLE “AS SEEN IN” ADS IN STREAMING TV

Prof Michelle Nelson (University of Illinois Urbana-Champaign), Ms Alice Ji (University of Illinois Urbana-Champaign),
Ms Veranika Paltaratskaya (University of Illinois Urbana-Champaign), Ms Yike Liu (University of Illinois Urbana-
Champaign), Ms Abby Wilson (University of Illinois Urbana-Champaign)

It Can’t Work Well If It Is Retouched: The Impact of Digital Retouching Disclosures on Product Effectiveness
and Perceived Morality of the Brand
Dr Deepika Naidu (University of Nevada, Reno), Dr Benjamin Phifer (Weber State University)

Live Like You’re Alive: Granfluencers and the Power of Late-Life Influence in Tourism Marketing
Dr Muhammad Rashid Saeed (University of Queensland), Dr Justin Cohen (Adelaide University), Dr Neelam Yousaf
(Swinburne University of Technology), Dr Sean Sands (Swinburne University of Technology)

Mechanisms of Donation Behavior in the Age of AI: A Multi-Method Study of AI-Generated Images in Donation
Ads
Mrs Nicole Konigstein (TU Berlin), Mrs Anna Janik (TU Berlin), Prof Nancy Wiinderlich (TU Berlin)

Reducing Sustainability Skepticism via Lessons Learnt from Minority-Owned SMEs

Dr Veronica Martin Ruiz (UMass Amherst), Dr Lizette Vorster Larsen (Aarhus University)

Self-deprecating advertisements enhance consumers’ perception of experience-related product attributes.
Ms Vaishnavi Kale (TBS Education - Barcelona), Dr Eda Sayin (IE Business School), Dr Aradhna Krishna (University of
Michigan)
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Testing the Cognition-Emotion Dual Process Model of Prosocial Behavior with Large Language Models
Prof Jessie Rui Du (University of North Carolina, Greensboro), Prof Stephen Gould (Baruch College, City University of
New York), Ms Yujia Liu (New York University)

THE CONDITIONAL VALUE OF COMPREHENSIVENESS - THE MODERATING EFFECT OF SOCIO-TECHNICAL
SUCCESS FACTORS ON MARKETING PERFORMANCE MEASUREMENT SYSTEM OUTCOMES
Mr Philipp Kaufmann (University of St. Gallen), Prof Sven Reinecke (University of St. Gallen)

The Impact of Figure-Ground Reversal (FGR) in Brand Logos on Brand Attitude
Prof'Yina Li (University of Science and Technology of China), Prof Brady Hodges (University of Missouri), Prof Fu Liu
(Shandong University), Prof Haipeng (Allan) Chen (University of Iowa)

Turning Consumers into Collaborators: The Role of Setback Disclosure in Encouraging Co-Creation
Dr Seongun Jeon (Xi’an Jiaotong-Liverpool University), Dr Chi Hoang (ESCP Business School), Ms Vaishnavi Kale (TBS
Education - Barcelona), Ms Yanze Zhang (Rotterdam School of Management, Erasmus University)

When Emotional Damage Clings to Brands After Debunking False Information: Specific Counter-Emotions as
Antidote

Prof C. Miguel Brendl (University of Basel), Prof Jana Moller-Herm (Berlin University of the Arts), Prof Steven Sweldens
(Rotterdam School of Management, Erasmus University), Prof Reem Refai (Suez Canal University), Prof Vincent Nijs
(University of California at San Diego), Prof Eva Walter (University of Trier)

Retailing, Sales Management, and Personal Selling

Beyond Singular Traits: A Dual-Trait Perspective on Sales Performance

Dr Yanhui Zhao (University of Nebraska at Omaha), Dr Wyatt Schrock (Michigan State University), Dr Yuerong (Cindy)
Liu (University of Massachusetts, Lowell), Dr Victor Chernetsky (University of St. Thomas), Ms Katherine Rust (Michi-
gan State University), Dr Douglas Hughes (University of South Florida)

Breaking or Fulfilling Expectations: How Salesperson Typicality Shapes Consumer Responses to Incremental
vs. Radical Innovations

Ms Hoa Pham (University of Economics Ho Chi Minh City), Ms Trang Nguyén (University of Economics Ho Chi Minh
City), Ms Duong Dang (University of Economics Ho Chi Minh City), Ms Khdnh Nguyén (University of Economics Ho Chi
Minh City), Ms Ha Nguyén (University of Economics Ho Chi Minh City), Ms My Tran (University of Economics Ho Chi
Minh City)

Breaking Stereotypes: Investigating Psychological Drivers of Female Student’s Application Intention for B2B
Sales Jobs

Ms Barbara Kohnke (Justus Liebig University Giessen), Dr Melanie Bowen (Justus Liebig University Giessen), Prof
Alexander Haas (Justus Liebig University Giessen)

Bridging the Interface of Sales and Information Technology Organizations: The Case of Boundary Spanners
Mr Timo Spatzier (Ruhr-University Bochum), Prof Jan Wieseke (Ruhr-University Bochum)

Bridging Trust and Loyalty: The Interplay of Brand, Manufacturer, and Store Trust Across Product Types
Ms Afiqah Adilla (INTAGE Inc.)
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Creating Connections: The Reciprocal Relationship of Touchpoint Nature on Customer Experience and Be-
havior in Omnichannel Retail
Ms Angelina Klink (Trier University), Prof Bernhard Swoboda (Trier University)

Does it feel like AI? The impact of Al-generated food images on consumers
Prof Tobias Maiberger (Darmstadt University of Applied Sciences), Ms Fiona Wokoek (Darmstadt University of Applied
Sciences), Mr Nico Griinig (Darmstadt University of Applied Sciences)

DOES VERBAL MIRRORING MAKE THE SALE? THE ROLE OF LINGUISTIC FEATURES AND TIMING
Dr Saskia Jacob (Karlsruhe Institute of Technology), Prof Nathaniel Hartmann (University of South Florida), Prof Jo-
hannes Habel (University of Houston), Prof Michael Ahearne (University of Houston)

Entice & Embrace: Prospect-Refuge Theory in Retail Servicescapes
Prof Deepak S Kumar (Indian Institute of Management Kozhikode), Dr Sunil Sahadev (Sheffield Hallam University), Dr
Keyoor Purani (Indian Institute of Management Kozhikode)
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Mapping Knowledge Flows in B2B Sales: A Novel Application of Main Path Analysis to CRM Data

Dr Gabriel Moreno (Robert Morris University), Dr Christopher Plouffe (University of Tenessee Chattanoga), Dr Jose
Humberto Ablanedo-Rosas (University of Texas at El Paso), Dr Nawar Chaker (Haslam College of Business University
of Tennessee), Dr Jill Kurp (Robert Morris University)

Nature’s Touch: Integrating Biophilic Design in Modern Retail Strategies
Ms Qingshuo (Sherry) Chen (University of Alabama), Dr Christine Ringler (University of Alabama), Dr Michelle Daniels
(Arizona State University)

Omni-channel and brand equity: bibliometric and systematic literature review

Prof Nestor Diaz (La Salle University, Bogotd, Colombia), Prof Jose Deaza (La Salle University, Bogotd, Colombia), Prof
Suelen Castiblanco (La Salle University, Bogotd, Colombia), Prof Campo Elias Lopez-Rodriguez (Corporacion Univer-
sitaria de Asturias, Bogotd, Colombia)

ORIGIN LABELING ENHANCES RETAILER SUSTAINABILITY PERCEPTIONS AND EVALUATIONS
Dr Elizabeth Minton (University of Wyoming), Dr Nathalie Spielmann (Neoma Business School)

Perceived Bias Threat: Conceptualizing How Fear of Appearing Racist Shapes Interracial Service Encounters
Dr Aleksandar Bleci¢ (Copenhagen Business School), Prof Nick Lee (Warwick Business School), Prof Milena Micevski
(Copenhagen Business School)

Sales Manager Change and Its Influence on Salesperson Performance: An Examination Across Hiring Source,
Sales Experience and Organizational Tenure

Mr Siddharth Arora (Aston University), Dr Claire Cha (Howard University), Dr Scott Hachey (California State Univer-
sity Fullerton), Mr Ritesh Adhyapak (Georgia State University)

Salesperson Fraud: Disentangling the Conditional Effects of Sales Performance Trajectories
Ms Nora Poepping (Ruhr University Bochum), Prof Sascha Alavi (University of Oldenburg), Prof Maximilian Friess
(HNU), Prof Christian Schmitz (Ruhr University Bochum)

Shelf Occupancy as Scarcity Cue: Leveraging Perceived Scarcity to Enhance Small Discounts
Mr Md Abrar Fahad Khan (Wayne State University), Dr Abhijit Biswas (Wayne State University)

SUCCESS FACTORS FOR AI ADOPTION IN B2B PRICING PROCESSES: A DEPENDENCY MODEL
Ms Kathrin Nauth (Ruhr-University Bochum)

The Dark Side of Confidence: How Salesperson Competitiveness and Competitive Climate Shape Customer
Value Co-Creation and Commitment - Dyadic Study

Dr Duleep Delpechirte (Illinois State University), Dr Chiharu Ishida (Illinois State University), Dr Hulda Black (Illinois
State University)

THE PRICE OF HEALTHY FOODS? Reconciling The Perception-Reality Gap
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Prof Adriaan Spruyt (Ghent University)
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of Oldenburg), Prof Christian Schmitz (Ruhr University Bochum)
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Uncovering drivers of supermarket satisfaction: an explainable machine learning approach

Dr Konstantinos Zervoudakis (Technical University of Crete), Prof George Baltas (Athens University of Economics &
Business), Prof Stelios Tsafarakis (Technical University of Crete)

When Reassurance Backfires: The Paradox of Inflation Messaging in Retail

Prof Tobias Maiberger (Darmstadt University of Applied Sciences), Prof Sebastian Oetzel (Fulda University of Applied
Sciences)

When Robots Flatter: How Authenticity is Affected in Technology-Mediated Retail Interactions

Ms Sara Ibrahim (Justus Liebig University Giessen), Dr Melanie Bowen (Justus Liebig University Giessen), Prof Alexan-
der Haas (Justus Liebig University Giessen)

Services and Customer Experience

ART OF WAITING: CHILDREN’S DRAWN EXPERIENCES IN SERVICE CONTEXTS
Ms Deepika Sharma (Universitat Rovira i Virgili), Prof Gerard Ryan (Universitat Rovira i Virgili), Prof Mar Pamies
(Universitat Rovira i Virgili)

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

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

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

Designing Customer-Centric Human-Robot Journeys: A Multilevel Mixed-Methods Approach to Service Inno-
vation

Prof Prof. Dr. Simone Roth (Ruhr West University of Applied Sciences, Miilheim an der Ruhr, Germany), Mrs Medina
Klicic (Ruhr West University of Applied Sciences, Miilheim an der Ruhr, Germany), Ms Matheea Beder (Ruhr West
University of Applied Sciences, Miilheim an der Ruhr, Germany)

Do AI Chatbots create happy customers? Measuring satisfaction, WOM, and loyalty

Prof Latifa Ayoubi (University Hassan II), Dr Imane Ouazzani Touhami (University ibn tofail)

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

Extending Transformative Service Research: How Commercial Services Shape Spiritual Well-Being

Dr Carina Witte (Paderborn University), Prof Lena Steinhoff (Paderborn University), Dr Katharina Husemann (King’s
College London)

968

980

984

990

993

997

1001

1006

1026

1030

1033



2026 AMA Winter Academic Conference

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

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

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

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

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

Leveraging Artificial Intelligence to Enhance Customer Experience: A Retention Framework Across the Re-
lationship Lifecycle
Dr Manisha Mathur (Augusta University)

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

Partnership in collaboration: Exploring consumer responses to different robot roles in human-robot collab-
oration

Ms Tangwutu Yang (Huazhong University of Science and Technology), Mr Yi Li (Huazhong University of Science and
Technology), Prof Yaping Chang (Huazhong University of Science and Technology), Dr You Li (Wuhan University of
Technology)

Pictorials That Measure: A Semiotic Approach for Developing Pictorial Scales
Prof Markus Gahler (Ravensburg-Weingarten University of Applied Sciences), Prof Jan F. Klein (IESEG School of Man-
agement), Prof Michael Paul (Universitdit Augsburg)

Sounds Warm? The Phonetic Effect of a Brand’s Post Transgression Apology on Consumer Forgiveness
Dr MINJOO KIM (Washington State University), Dr Kevin Voss (Oklahoma State University)

The Desirability-Opportunism Effect: Consumers’ Bypassing Behavior in On-Demand Product Features
Dr Selma Saracevic (Copenhagen Business School), Prof Tobias Schaefers (Copenhagen Business School)

The Emotional Toll of Referral Rewards: Uncovering the Relationship Between Referral Rewards, Anticipated
Embarrassment, Self-image-concern, and Recommendation Likelihood

Dr Md Tamhid Ul Islam (North South University), Prof David Dose (University of Exeter), Dr Andrew Farrell (Aston
University), Prof Christof Backhaus (Technische Universitit Braunschweig)
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The Hidden Cost of Misalignment: How Offering-Goal Incongruency Impacts Psychological Comfort and Af-
fective Commitment

Ms Qingshuo (Sherry) Chen (University of Alabama), Dr Christine Ringler (University of Alabama), Dr Michelle Daniels
(Arizona State University)

The Impact of Chapter Progress Bars on Purchase Intention in Video-Based Influencer Marketing: Consumer
Impatience Perspective
Dr Bo Yang (Fudan University), Prof Zhe Zhang (Fudan University), Prof Xiucheng Fan (Fudan University)

Time in language: using time-related information to shape customer satisfaction in service chats
Dr Mafalda Pescatore (University of Bologna), Prof Francisco Villarroel Ordenes (University of Bologna), Prof Stefania
Farace (University of Bologna), Prof Chiara Orsingher (University of Bologna)

WHEN THE TOP TIER STEPS IN: THE IMPACT OF HEADQUARTERS INTERVENTION ON BRAND RELATIONSHIP
REPAIR
Mr Shaokang Xu (Xi’an Jiaotong University), Prof Yeyi Liu (Xi’an Jiaotong University)

Sustainability and Social Responsibility

“Ecological Backlash”: Understanding the Causes of Consumers’ Discontinuous Sustainable Behavior
Ms Hiba Qazi (Aix-Marseille University, CERGAM, IAE), Dr Aurélie Hemonnet-Goujot (Aix-Marseille University,
CERGAM, IAE), Dr Fanny MAGNONI (Aix-Marseille University, CERGAM, IAE)

A Relational Perspective on Responsibility for Sustainable Market Behavior

Dr Benedikt Alberternst (Washington and Lee University), Dr Katharina Kessing (University of Wuppertal), Prof Eva
Béhm (Paderborn University), Prof Andreas Eggert (Freie Universitdt Berlin), Prof Ina Garnefeld (University of Wup-
pertal), Prof Tobias Schaefers (Copenhagen Business School), Prof Lena Steinhoff (Paderborn University), Prof David
Woisetschliger (Technische Universitdt Braunschweig)

Beyond Biology: The Role of Gender Identity in Sustainable Consumption
Ms Nazanin Khaksari (UNIVERSITY OF MANITOBA), Dr Namita Bhatnagar (UNIVERSITY OF MANITOBA), Dr Jieying
Chen (UNIVERSITY OF MANITOBA)

Beyond Origin and Reputation: How Harmful Geographical Indication Practices Shape Consumer Attitude
and Intention to Purchase

Dr Mateus Artencio (University of Sdo Paulo), Dr Alvaro Luis Lamas Cassago (Embrapa Soja), Prof Richard Bagozzi
(University of Michigan), Prof Janaina Giraldi (University of Sdo Paulo)

Beyond the Message: The Impact of Self-Benefit vs. Environment-Benefit Appeals on Tourist Behaviors

Mr Tianxi Gao (Trinity Business School, Trinity College Dublin, University of Dublin), Dr Xiaoning Liang (Trinity Busi-
ness School, Trinity College Dublin, University of Dublin), Dr Kalipso Karantinou (Athens University of Economics and
Business)

Bridging the Intention-Behavior Gap: Using Intermodal Storytelling on Packaging to Advance Sustainable
Consumption

Prof Kyungin Ryu (San Francisco State University), Prof Elizabeth Miller (University of Massachusetts Amherst)
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Consumer Reactions to Sustainability Failures: An Institutional Theory Perspective

Dr Rama Jayanti (Cleveland State University), Dr Aishwarya Ramasundaram (Indian Institute of Management,
Kozhikode), Dr Bljal Mehta (Ahmedabad University), Dr Jungsil Choi (Cleveland State University)

Corporate and Brand Social Responsibility Under One Roof? Navigating Autonomy, Alignment, and Stake-
holder Orientation in House of Brands Firms

Mr Conrad Homm (WHU - Otto Beisheim School of Management), Prof Anna-Karina Schmitz (WHU - Otto Beisheim
School of Management), Mr Peter Liebens (WHU - Otto Beisheim School of Management)

DESIGNING VIDEO GAME EXPERIENCES TO PROMOTE ECO-FRIENDLY BEHAVIOR
Mr Bacem Chouat (Institute of Higher Commercial Studies of Carthage (IHEC)), Prof Intissar Abbes (Institute of Higher
Commercial Studies of Carthage (IHEC))

Developing New Financial Services For Refugees and Immigrant Entrepreneurs
Prof Intekhab Alam (SUNY Geneseo)

For Me or for All? How Consumers’ Inclusion Status Shapes Divergent Preferences for Inclusive Design
Mr Jaeyoung Oh (Korea University), Mr Daeyeong Park (KAIST), Prof Jongwon Park (Korea University)

FROM CONSUMPTION TO CIRCULATION: MULTI-STUDY EVIDENCE ON CONSUMER RESPONSES TO CIRCULAR
PRODUCT DESIGN

Ms Franziska Janz (Saarland University), Dr Slawka Jordanow (Saarland University), Prof Sven Heidenreich (Saarland
University)

FROM STIGMA TO STATUS: HOW LUXURY BRANDING TRANSFORMS CONSUMER PERCEPTIONS AND PREF-
ERENCES IN SECONDHAND MARKETS
Dr Fabio Shimabukuro Sandes (ESDES business School UCLy)

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

Prof Ericka Uribe (Tecnologico de Monterrey), Dr Citlali Calderon (Tecnologico de Monterrey), Dr Lorena Carrete (Tec-
nologico de Monterrey), Dr David Perez-Castillo (Tecnologico de Monterrey)

Green Signals: Evolutionary Roots of Sustainability

Dr Yee Qin Lee (Monash University Malaysia), Dr Soo Yeong Ewe (Monash University Malaysia), Dr Sumit Malik (Uni-
versity of Liverpool), Prof Motoki Watabe (Sunway University)

How Collective Attention Moderates the Relation of Corporate Social Advocacy and Brand Health
Dr Ulrike Phieler (WU Vienna)

How Corporations Fulfill Digital Responsibility: Exploring the Pathways from Norms and Governance to Im-
plementation
Prof Ta-Kai Yang (Chinese Culture University), Prof Ting-Ting Chen (Feng Chia University)

HOW HEDONIC SOCIAL APPEALS SHAPE ACCEPTANCE OF INSECT-BASED FOODS

Dr Jun He (Luiss University), Prof Rumen Pozhariev (Associate Professor of Marketing), Prof Adriana Madzharov
(University of Bath, University of National and World Economy), Prof Matteo De Angelis (Marketing Professor), Prof
Richard Bagozzi (University of Michigan)
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If They Can See it, They Can Be it: The Impact of Femvertising on Brand-Related Factors - A Quantitative
Approach

Ms Lena Hieronymus (Darmstadt University of Applied Sciences), Prof Tobias Maiberger (Darmstadt University of
Applied Sciences)

Is it the Norm or is it the Need: Psychological Drivers of Circular Consumption in Household Appliances

Ms Carina Hermandi (1 Ruhr West University of Applied Sciences, Bottrop, Germany 2 University Duisburg-Essen,
Duisburg, Germany), Prof Wolfgang Irrek (Ruhr West University of Applied Sciences, Bottrop, Germany), Prof Oliver
Biittner (University Duisburg-Essen, Duisburg, Germany)

Kill the Climate? How Can the CO, Footprint of AI be Made Comprehensible?
Prof Tobias Maiberger (Darmstadt University of Applied Sciences), Ms Mara Freudenberger (Darmstadt University of
Applied Sciences), Ms Anna-Sophie Rapp (Darmstadt University of Applied Sciences)

Moving Toward Sustainable Consumption: A Multi-Layered Cue Processing Approach Integrating Nudging
Theory
Dr Iris Mohr (St. John’s University)

NOT AS SEEN ON TV: THE HIDDEN COSTS OF MEDIA-INDUCED TOURISM
Dr Andreea Trifu (CUNEF Universidad), Dr Sandra Horvat (University of Zagreb), Dr Felipe Ruiz-Moreno (University
of Alicante), Dr Ricardo Sellers-Rubio (University of Alicante)

Polycrisis and Consumer Consciousness: Online Shopping, Processes of Change, and Pathways to Sustainable
Consumption

Dr Setayesh Sattari (California Lutheran University), Dr Soniya Billore (Linnaeus University)

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

Stitching Sustainability: The Role of Handmade Activities in Promoting Well-Being and Repair Intentions
Dr Mia Birau (Emlyon Business School)

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

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

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

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

Dr Carina Thuerridl (University of Amsterdam), Dr Bonnie Simpson (University of Western Ontario), Dr Marlene Vock
(University of Amsterdam)
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TOO COMPLEX TO CARE? RELATABILITY AS A BOUNDARY CONDITION FOR NUMERICAL PRECISION IN SUS-
TAINABILITY CLAIMS

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

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

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

Prof Irem Yoruk (California State University, Los Angeles), Prof Alec Slepchuk (University of Louisiana at Lafayette),
Prof Courtney Peters (Samford University), Prof Breanne Mertz (University of Tampa)

Voices Beyond Humans: Inter-Species Storytelling and Brand Activism as Drivers of Empathy, Moral Obliga-
tion, and Consumer Engagement

Mrs Semra Dogan (Kutahya Dumlupinar University)

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

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

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

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

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

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

Consumer Protection, Public Policy and Regulation

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

Background Awareness of Choice Architecture in Marketing
Ms Fenqi Guo (Warwick Business School), Prof Andrea Isoni (Warwick Business School), Dr Despoina Alempaki (War-
wick Business School)
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Carbon Labels and Consumer Flight Choices
Mr Shitai Zhang (New York University), Prof Raluca M. Ursu (New York University)

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

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

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

Does Ad Transparency Work? Evidence from Video Ads
Mr Anuj Kapoor (University of Missourti), Dr Joonhyuk Yang (University of Notre Dame)

Engineering Serendipity and Diagnostic Luck for Equity in Health: A Proposal for Early Cancer Detection and
Preventive Health Marketing
Dr Joel Le Bon (Johns Hopkins University)

EXTERNAL SOCIOPOLITICAL SHOCKS AND FIRM VALUE: EVIDENCE FROM REPRODUCTIVE HEALTHCARE
RULING
Ms Vidhya Krishnaraju (McMaster University), Dr Manish Kacker (McMaster University)

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

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

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

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

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

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

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

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

Mr Jan von Schlieben-Troschke (Freie Universitdt Berlin), Ms Setareh Heidari (Freie Universitdt Berlin), Prof Sascha
Raithel (Freie Universitdt Berlin), Dr Alexander Mafael (Stockholm School of Economics), Dr Stefan J. Hock (University
of Connecticut)
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The Longitudinal Relationships between Social Marginality and Prosocial Behavior: A Cross-Lagged Panel
Network Analysis
Dr Xupin Zhang (East China Normal University), Ms Weihong Qu (East China Normal University), Prof Nancy Wiin-
derlich (TU Berlin)

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

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

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

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

Prof Lydiane Nabec (Paris-Saclay University), Dr Eva Delacroix (Dauphine Universite Paris), Prof Stephan Marette
(INRAE)

Emerging Markets and International Marketing

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

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

Culture, Consumption and Markets

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

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

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

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

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

CEOS AS MORAL LIGHTHOUSES ON SOCIAL MEDIA PLATFORMS
Prof Benjamin Rosenthal (FGV EAESP), Prof Amon Barros (FGV EAESP), Mr Bruno Leandro (FGV EAESP), Dr Caio
Cesar Coelho Rodrigues (ESALQ USP)
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CONSUMERS AND THEIR RELATIONSHIP WITH AI SOCIAL COMPANIONS: A STUDY ON NOVICE REPLIKA
USERS

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

Developing Cultural Intelligence in Future Marketing Professionals: Initial Findings
Dr Matt Meuter (California State University, Chico), Dr Sohyoun Shin (California State University, Chico)

Humanized Technology vs. (Non)Technologized Humanness: Exploring the Consumer-AI Relationship Spec-
trum

Dr Giovanni Baldi (International University of Monaco), Dr Ludovica Serafini (University of Salento), Ms Mihaela Gi-
annelli (University of Salento), Dr Antonella Cammarota (International University of Monaco)

In the Thick of the Wait: Listening as Inquiry in Consumer Research
Prof Gerard Ryan (Universitat Rovira i Virgili), Ms Deepika Sharma (Universitat Rovira i Virgili)

INFOPRODUCTS AS NARRATIVES OF SELF-TRANSFORMATION AMID THE MORAL RISK OF FAILURE
Ms Livia Gallo (FGV EAESP), Prof Benjamin Rosenthal (FGV EAESP)

Misattributed Activism: When activism is perceived, not performed.
Mr Haroon Abdulkarim (Indian Institute of Management Kozhikode), Prof Geetha Mohan (Indian Institute of Manage-
ment Kozhikode)

Moral Archetypes of Mother Nature: How Anthropomorphism Shapes Human-Nature Relationships
Mrs Maria Carmen Di Poce (Sapienza University of Rome), Prof Carmen Valor Martinez (IIT-Universidad Pontificia
Comillas), Prof Camilla Barbarossa (TBS Business School)

0ld Practices for New Pressures: Reading as a Cultural Repertoire of Digital Disconnection
Ms Lila Conjard (Editions J’ai Lu), Dr Mathieu Alemany Oliver (TBS Business School)

PLAYABLE NATIONAL IDENTITY VIA HISTORICAL VIDEO GAMES IN TAIWAN: A COMPUTATIONAL TEXT MIN-
ING STUDY OF PLAYERS’ NARRATIVES

Dr YOWEI KANG (AUBURN UNIVERSITY AT MONTGOMERY), Dr KENNETH C. C. YANG (UNIVERSITY OF TEXAS AT
EL PASO)

Political Ideology and Sustainable Consumption: How Identity Maintenance Shapes Diverging Preferences
for Sustainable Products

Mr Eric Klebeck (University of Mannheim), Prof Sabine Kuester (University of Mannheim), Dr Aleksandar Blecic (Copen-
hagen Business School)

Stability in Motion: Rethinking Home among Globally Mobile Professionals
Ms Meda Kuhn (BGU)

Telling Death Differently: Cross-Cultural Storytelling Strategies in Funeral Urn Branding
Ms Tian Li (Minnesota State University Mankato), Dr Chu-Yen Pai (Minnesota State University Mankato), Ms Emma
Mellgren (Minnesota State University Mankato)

The Epistemic Journey: Navigating Information Overload on Social Media
Dr Gabrielle Patry-Beaudoin (Université de Sherbrooke), Dr Alex Baudet (Université Laval)
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The Lonely Londoners: A Poetic Model of Consumer Acculturation
Dr Jonatan Sodergren (University of Bristol)

The Power of Customer Engagement, Message burnout, and Ethical Orientation: How Femvertising Affects
Share-of-wallet

Ms Vu Phuong Uyen Ho (Macquarie University), Dr Syed Rahman (Macquarie University), Prof Jana Bowden (Mac-
quarie University), Prof Jamie Carlson (The University of Newcastle), Prof Christian Ringle (Hamburg University of
Technology)

Special Interest Group (SIG) Programming

An Integrative Framework of Consumer Perceptions of Dynamic Pricing: A Systematic Review and Future
Research Directions

Mr Akash Tukkar (Indian Institute of Technology Bombay), Prof Arti D. Kalro (Indian Institute of Technology Bombay),
Prof Dinesh Sharma (Indian Institute of Technology Bombay)

Contagion and Consumer Behavior: A Systematic Literature Review, Organizing Framework, and Research
Agenda

Prof Anabella Donnadieu Borquez (University of Texas, El Paso), Dr Alberto Lopez (University of Texas at El Paso),
Prof Kevin Giang Barrera (University of Texas at El Paso)

Human with AI in Consumer Decision Making: A multi study investigation of Agency and Action
Mr Anogh Roy Acharya (MICA), Prof Varsha Jain (ESSCA School of Management), Mr Subhransu Padhi (MICA)

When Firms Take Sides: Mechanisms and Moderators of Consumer Responses to Corporate Sociopolitical
Activism

Prof Muhammad Alam (Louisiana state university), Prof Donald Lund (Louisiana State University), Prof Ronald W.
Niedrich (Louisiana State University)
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