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WELCOME TO EMAC 2024

The Bucharest University of Economic Studies, through the

School of Marketing, is proud to host the 53rd edition of EMAC
Annual Conference. We are confident that EMAC 2024 will provide

an excellent opportunity for new collaboration and enhancing
collaboration across research areas and will help researchers expand
their knowledge into their field of interest and establish powerful and
fruitful international cooperation for the future.

The EMAC 2024 Annual Conference has attracted almost 1000
participants, which shows the importance and relevance of the EMAC
community. For us, organizing EMAC 2024 Annual Conference was a
great challenge, but also a reason to be proud and we hope it will be a
first step in generating strong research partnerships for our School of
Marketing. We also invite all the conference participants to seize the
opportunity to visit and enjoy Bucharest through the social events that
generated significant interest, with almost 300 participants booking
our social events.

We want to express our gratitude to the management and staff of The Bucharest University of Economic Studies that offered
unconditioned support throughout the organizing process. Also, we extend our gratitude to our partners, Advanced Ideas Studio
(Ideologiq).

In the end, we wish you to have a great conference and experience in Bucharest! | want to express my personal thanks to the
organizing committee without which EMAC 2024 Annual Conference would not have been possible: Mihaela Constantinescu,
Andreea Orindaru, Andreea Pachitanu,Florina Botezatu.

Prof. STEFAN CAESCU
EMAC 2024 Conference Chair

EMAC 2024

ANNUAL CONFERENCE
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EXHIBITORS

Our academic and scientific networking during the immersive sessions of EMAC 2024 will be expanded by similarly valuable inter-
actions with the exhibitors joining our event. We invite you to take the time to visit the stands in the exhibition area located on the
ground floor of the main building.

The exhibition will be officially open during the following times:
+ Wednesday, 29 of May, 8.30 - 18.30

* Thursday, 30" of May, 8.00 - 19.00
* Friday, 31¢t of May, 8.30 - 16.30

Additionally, you have a chance to discover what our exhibitors are offering in the ‘Meet the exhibitors’ session that will happen on
Thursday, 30™ of May, from 14.00 to 15.30 in Aula Magna.
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GENERAL INFORMATION:
REGISTRATION & LOGISTICS

Conference Venue

The conference will take place at The Bucharest University of Economic Studies, 6 Romana Square,
with access from 2-10 Caderea Bastiliei street (website: www.ase.ro).

Registration Desk

EMAC 2024 delegates will receive their badge and all relevant conference information upon registration. The Registration Desk is
located in the ground floor hallway of the main building. There are signs indicating its location. Please follow these signs as you
enter the building. The opening hours of the Registration Desk are as follows:

Tuesday 28t of May 18:00 - 20:30
Wednesday 29t of May 08:00 - 18:30
Thursday 30t of May 08:00 - 19:00
Friday 31st of May 08:00 - 16:30

When you registered for the conference, you received a digital ticket on your email, containing a QR code. You will need that QR
code for your conference registration. Make sure you have it on your phone or printed when approaching the Registration desk.

DC delegates who also register for the EMAC Annual Conference will collect their Annual Conference badges upon registration at
the Doctoral Colloquium.

Certificate of Attendance

Certificates of attendance will be sent out electronically after the conference.

Presenter and poster presentation certificates will be sent on request - if you require these, please email Anne-Laure Marteaux (an-

ne-laure.marteaux@eiasm.be) with your request. Reviewer, track chair and session chair certificates will be sent on request - if you
require these, please email Anne-Laure Marteaux (anne-laure.marteaux@eiasm.be) with your request.

Wi-fi
Free Wi-Fi network is available at the venue.

The credentials to connect to this WiFi are the following:
Username: emac2024 | Password: Emac@2024

Social Media
We invite you to join the discussion at EMAC Facebook page: EMACConference.

We would appreciate if you will use #EMAC2024 and @EMACAnnualConference when posting anything about the conference.
Linkedin page: The European Marketing Academy.
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GUIDELINES FOR
PARTICIPANTS AND PRESENTER

Conference Etiquette

Mobile phones and other portable devices should be switched to ‘silent’ or turned off during sessions. We invite you to respect
speakers and other delegates and refrain from talking during presentations.

Guidelines for Paper Presenters

Presenters are requested to check the final programme on the app (and in the printed brochure) for their exact room number and
presentation time frame. Presenters are asked to be in the room in which they are presenting at least ten minutes before the ses-
sion starts so that they can meet the chair of the session and upload their presentation before the session starts.

Chairs will remind presenters of their timings before the session starts. All presenters will have 15 minutes for their presentation.
We strongly advise you to follow the structure of your paper by including the introduction, methodology, results, conclu-sions, and

references. There will then be further 5 minutes for discussion with the session chair, participants, and attendees.

Presentations must be in PowerPoint (PC/Mac) format. All computers run Windows 10 and Office 2016 formats. If you have any
challenges (technical or other types), volunteers will be available in all meeting rooms.

Presenters are not required to bring their own laptop as all presentations are to be uploaded to the main session room computer.
It is recommended that you bring your presentation on a USB memory stick and, if possible, a backup USB version in case a file is
corrupted.

NOTE: If your presentation includes movie clips, you must bring the original movie files as well as the PowerPoint file, otherwise
your movie clips may not run.

Timekeeping

The programme contains a large number of presentations, so it is essential for each session to start and finish on time. Please
make sure that you keep your allotted presentation time, otherwise the Chair will ask you to conclude.

Guidelines for Poster Presenters

There will be a special poster viewing session on Thursday, 30th of May 2024, from 17:30 to 19:00 on the 3rd floor hallway. During
this session, all poster presenters are requested to be present next to their poster to answer delegate questions.

Poster set-up time Thursday from 12.00

Poster removal time Before Thursday at 19.30 (right after the poster session)

The organisers cannot be held responsible for any posters left after this time.

Housekeeping, Health and Safety Arrangement

First Aid

Should you require any healthcare, please contact an EMAC 2024 staff member.

If you are outside the conference venues or unable to contact a member of staff when you need assistance, please dial (0040) 721
223 896 or (0040) 721 326 957 for emergencies only (please remember that these are not the information desk phone numbers).
If you require medical care from an external service provider, EMAC 2024 cannot cover your expenses. Please check the validity of
your own personal insurance.
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Insurance and Liability
The conference organisers cannot accept any liability for personal injury or loss or damage to delegates’ property during, or as a
result of the conference. Please check the validity of your personal insurance.
Hearing Loops

If you have hearing difficulties, please sit close to the presenter as no hearing loop systems are available in the conference rooms.

Photos During Sessions
Photographs will be taken during the conference for future marketing use by EMAC or EIASM. Delegates are permitted to take

photographs during presentations although we ask everyone to respect any presenters who may ask delegates to refrain from
taking pictures.

Security
University students will be on site as conference volunteers throughout the conference. A member of staff will be available in

each room to assist with presentations and throughout the conference venues to help with any queries. The staff will be easily
identifiable by their white EMAC Volunteer T-shirts. Please feel free to approach them with any queries you may have.

Staff

University students will be on site as conference volunteers throughout the conference. A member of staff will be available in
each room to assist with presentations and throughout the conference venues to help with any queries. The staff will be easily
identifiable by their white EMAC Volunteer T-shirts. Please feel free to approach them with any queries you may have.
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DOCTORAL COLLOQUIUM

Welcome & Introduction

The European Institute for Advanced Studies in Management (EIASM) and the European Marketing Academy (EMAC) in
collaboration with The Bucharest University of Economic Studies, are organising the Doctoral Colloquium for doctoral students in
marketing.

The Doctoral Colloquium will be held in Bucharest, Romania, from Sunday, the 26th of May until Tuesday, the 28th of May, 2024
prior to the EMAC Annual Conference 2024. The Doctoral Colloquium gathers outstanding doctoral students in marketing who want
to pursue a career in academics and provides them with an opportunity to discuss their dissertation research with other doctoral
students and leading academics in the field of marketing. All topics and methodological approaches within the broad field of
marketing will be considered.

The Colloquium will mostly proceed in parallel tracks based on the topical and/or methodological angle of participants’ work
as well as on the stage of the dissertation process. Students will discuss their work with their fellow students and with three
track faculty, who are renowned experts in the field. The Doctoral Colloquium will be held in a collaborative, open and friendly
atmosphere. In respect to this philosophy, participants are required to attend the entire Doctoral Colloquium.

DC Faculty
Chair: Kapil Tuli (Singapore Management University, Singapore)

Faculty

Consumer Behavior - Beginner

Chair: Steven Sweldens (Erasmus University, The Netherlands)

Co-chairs: Vicki Morwitz (Columbia University, USA), Robert Smith (Tilburg University, The Netherlands)

Consumer Behavior - Intermediate/Advanced
Chair: Bart De Langhe (KU Leuven, Belgium)
Co-chairs:

Nailya Ordabayeva (Dartmouth College, USA)
Szu-Chi Huang (Stanford Business School, USA)

Marketing Models - Beginner

Chair: Katrijn Gielens (UNC Kenan-Flagler Business School, USA)
Co-chairs: Renana Peres (the Hebrew University Business School, Israel),
Paulo Albuquerque (INSEAD, France)

Marketing Models - Intermediate/Advanced
Chair: Maarten J. Gijsenberg (University of Groningen, The Netherlands)
Co-chairs: Dominik Papies (University of Tiibingen, Germany) Gaia Rubera (Bocconi University, Italy)

Marketing Strategy - Beginner

Chair: Stefan Wuyts (The Pennsylvania State University, USA)

Co-chairs: Kenneth Wathne (University of Stavanger & Bl Norwegian School of Management, Norway), Steven Seggie ( ESSEC,
France)

Marketing Strategy - Intermediate/Advanced
Chair: Kelly Hewett (University of Tennesse, USA)
Co-chairs: Lopo Rego (Indiana University, USA), Sundar Bharadwaj (University of Georgia, USA)
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Venue

The Doctoral Colloquium will take place at the following location:

The Bucharest University of Economic Studies - 6 Romana Square, access from 2-10, Caderea Bastiliei Street
Website: www.ase.ro

The Registration Desk is located on the ground floor. Please follow the signs.

DC Dinner Venue: ASE Cafeteria - 5 Stanislav Cihoschi Street.

The restaurant is located in the university cafeteria, in a building nearby the Doctoral Colloquium Venue. Refer to EMAC volunteers
for guidance.
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WELCOME RECEPTION & GALA DINNER

Welcome Reception

Tuesday, 28th of May 2024, 19:00-20:30

Main lobby & Aula Magna at The Bucharest
University of Economic Studies

The Welcome Reception will take place at the Bucharest University

of Economic Studies, in the main lobby after a welcome note in the

Aula Magna. After checking in at the Registration Desk, you can

join the Reception right after on the 1st, 2nd and 3rd floor hallways. ‘
Attendance is included in the conference registration fee.

Gala dinner

Friday, 31st of May 2024, 19:00-00:30

Marble Hall, 1 Piata Presei Libere E M AC 2 0 2 4
The EMAC 2024 Annual Conference Gala Dinner is a highlight of the ANNUAL CONFERENCE
Conference offering an evening of networking and entertainment.

The Dinner will be held at the Marble Hall. Attendance is included in
the conference registration fee.




TRACK CHAIRS

Advertising & Marketing Communications
Mario Pandelaere - Pamplin College of Business. Virginia Tech
John Pracejus - Alberta School of Business

Business-To-Business Marketing & Supply Chain
Management

Per Freytag - University of Southern Denmark

Sudha Mani - Monash University

Consumer Behavior

Torsten Ringberg - Copenhagen Business School
Irene Scopelliti - Bayes Business School

Daniela Carmen Cristian - Bayes Business School

Digital Marketing & Social Media
Sonja Gensler - Universitat Miinster
Arvind Rangaswamy - PennState Smeal College of Business

Innovation Management & New Product
Development

Christoph Fuchs - UNIVIE

Oguz Acar - King's College London

International Marketing & Marketing in Emerging
Countries

Stavroula Spyropoulou - Leeds University Business School
John Cadogan - University of Leicester

Marketing Strategy & Theory
Stephan Ludwig - The University of Melbourne
Dennis Herhausen - KEDGE Business School

Methods, Modelling & Marketing Analytics
Maren Becker - ESCP Business School
Sara Valentini - University of Bologna

Pricing & Promotions

Mercedes Esteban-Bravo - UC3M-Universidad Carlos Il de
Madrid

Jonne Guyt - University of Amsterdam

Product and Brand Management
Oliver Schnittka - University of Southern Denmark
Kristina Klein - University of Bremen

Public Sector and Non-Profit Marketing
Patrick DePelsmacker - Universitat Antwerpen
Camilla Barbarossa - Toulouse Business School

2024 EMAC 20

Relationship Marketing
Manfred Krafft - WWU Minster
Javier Sese - Universidad Zaragoza

Retailing & Omni-Channel Management
Kathleen Cleeren - KU Leuven
Heiner Evanschitzki - Manchester University

Sales Management and Personal Selling
Nick Lee - The University of Warwick
Florian Kraus - University of Mannheim

Service Marketing and Service Innovation
Jenny van Doorn - University of Groningen
Jan Schumann - University of Passau

Social Responsibility & Ethics
Valerie Swaen - Université catholique de Louvain
Joelle Vanhamme - EDHEC Business School

Tourism Marketing
Dimitrios Buhalis - Bournemouth University
Luisa Andreu - Universitat de Valéncia



SUMMARY OF EMAC
ASSOCIATED MEETINGS

Session Day & hour
Open access

Coffee with the IURM editors & friends Wednesday, 29th of May, 10.00 - 11.00

EMAC & Enginius Doctoral Dissertation

Competition Wednesday, 29th of May, 10.30 - 12.00

Marketing Strategy SIG Workshop:

Theories-in-use Wednesday, 29th of May, 10.30 - 12.00

IJRM special session on Marketing and Wednesday, 29th of May, 13.00 - 14.30
the Creator Economy
EMAC General Assembly Thursday, 30th of May, 8.00 - 9.00

EMAC Sheth Foundation Sustainability

Research Competition Thursday, 30th of May, 9.30-11.00

EMAC Distinguished Marketing Scholar &

Award Ceremony 2024 Thursday, 30th of May, 16.00 - 17.30

Session Day & hour
Closed events or pre-registration format
Steering Committee Meeting (closed event) Tuesday, 28th of May, 9.00 - 12.00

Executive Committee Meeting (closed event) Tuesday, 28th of May, 14.00 - 16.00

EMAC 6th Job Market Simulation (pre-registration

needed) Tuesday, 28th of May, 14.00 - 17.00

IJRM Editorial Board Meeting (closed event) Tuesday, 28th of May, 17.00 - 18.30

Head of Marketing Forum (pre-registration needed) = Wednesday, 29th of May, 12.30 - 14.00

EMAC Enginius Doctoral Dissertation Competition

Jury Meeting (closed event) Wednesday, 29th of May, 14.00 - 15.00

Climber Community (pre-registration needed) Wednesday, 29th of May, 14.00-17.30
EMAC Fellows Meeting (closed event) Thursday, 30th of May, 12.30 - 14.00
EMAC National Representatives (closed event) Thursday, 30th of May, 14.00 - 15.30

JBR'’s editorial review board (ERB) (closed event) Thursday, 30th of May, 14.00 - 15.30

2024 EMAC 21

Location

0319

Aula Magna

0329

Aula Magna

Aula Magna

Aula Magna

Amphitheatre 1

Location

Madgearu Hall

0426, 0427,0428, 0429

0319, 0320, 0321, 0329, 0334

Madgearu Hall

0219 Paul Bran

0116 Periodice

0321

Madgearu Hall

Madgearu Hall

0219 Paul Bran
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EMAC ENGINIUS
DOCTORAL COMPETITION

New generations of marketing experts are crucial to develop the theories and tools that shape the future of our field. The EMAC
Enginius doctoral dissertation award recognizes and encourages this emerging talent. Three finalists will be honoured with cash
prizes and will present their work during the EMAC/Enginius Doctoral Dissertation Award special session scheduled on Wednesday,
29th of May, 2024 10:30-12:00 at the EMAC 2024 Annual Conference in Aula Magna, Ground floor.

The three selected finalists are:
Maximilian Beichert, University of Mannheim | Efficient and Sustainable Influencer Marketing

Social media influencers have become increasingly prominent, playing key roles within social media platforms and attracting
sizable followings. This has led advertisers to shift their focus from celebrity endorsers to lesser-known individuals who may
possess persuasive power among their followers for promoting products (Leung, Gu, & Palmatier, 2022). Particularly within direct-
to-consumer (DTC) firms, the use of influencers for product and service promotion has gained significant traction (Shopify, 2023).
In 2023, marketers invested an enormous $17.4 billion globally in influencer marketing (collabstr, 2023). Recently, there has been
a growing interest in smaller influencers, such as micro or nano influencers (e.g., Lanz et al., 2019). These influencers are not only
more affordable but may also be perceived as more authentic (Leung, Gu, & Palmatier, 2022). The main literature on influencer
marketing (e.g., Wies, Bleier, & Edeling, 2022; Leung et al., 2022) has investigated the relationship of influencer-followership

levels with awareness and engagement metrics on social media platforms (i.e., comments, likes, and shares of user-generated
content). Despite the popularity of influencer endorsements, the impact on revenue outcomes has not been studied. Hence, in this
dissertation, | follow a call for further research by Hughes, Swaminathan, and Brooks (2019) to investigate the return on investment
for influencer marketing. In the first part of this dissertation, | study whether to target low- or high-followership influencers to
generate immediate revenue by considering sales and costs correspondingly. In the second part, | focus on the downstream
consequences of influencer marketing by examining behavior outcomes on the customer level.

David Finken, ETH Zurich | Transcending Reality: A Multimethod Analysis of Consumer Preferences for Augmented Reality
Displayed and Unique Digital Goods

Mixed Realities are part of many people’s daily reality, and consumer adoption of Augmented Reality (AR) or Virtual Reality (VR)
is growing. Engaging with AR technology—the central part of this dissertation—can create value for consumers and firms. The
central articles of this dissertation (i.e., article 1: “The Mixed Reality Effect”; article 2: “Buyer, Beware”) unveil the surprising effects
of engaging with AR technology for product display. Specifically, article 1 proposes that AR is a context-sensitive technology that
enables the real-time alignment of AR product displays within a physical reality. Depending on how virtuality mixes with reality,
consumers perceive AR-displayed products more or less proximate (i.e., psychological close)—a mixed-reality effect. A more
congruent context (i.e., a physical reality that fits where a product is typically used) makes the product feel more proximate,
increasing psychological ownership or preferences. A less congruent context decreases proximity and subsequent consumer
reactions. Six online and lab experiments, including one incentive-compatible study, test our expectations. Article 2 extends the
mere visual product display with AR by incorporating functional attributes in AR (i.e., objective product performance). Six studies,
including an incentive-compatible laboratory experiment, demonstrate that AR display increases preferences for products with
objectively inferior performance (e.g., less processing power in a laptop) but not for products with superior performance. Both
articles have direct implications for online and offline retail.

Yufei Shen | Nova School of Business and Economics - How Does Disabling Cookie Tracking Impact Online News
Consumption?

Prior literature has extensively shown that restricting the collection and usage of personal data, at the cost of lowering the quality
of personalized online services, can lead to undesirable effects for individuals, firms, and markets. This paper presents the positive
impact of disabling cookie tracking on news consumption. Cookie tracking is one of the most prevailing data collection techniques
online. Using a dataset obtained from a reputable European news website, we find that disabling cookie tracking increases the
number of articles consumers read by 54.5% and the number of categories they consume by 39.1%. These effects are robust to
various model specifications and alternative measures, persisting for over three months. The increased views of news articles

are mainly concentrated in “hard” news categories (e.g., political, and economic news). Notably, the news website introduced the
feature of personalized news recommendations on its main page during our sample period, creating an ideal empirical setting

for us to isolate the variation in enhanced perceived privacy control from the variation in the content personalization quality. We
find that the effects of disabling tracking are even more pronounced when content personalization is absent, suggesting that
heightened perceived privacy control drives users’ increased news consumption. We also show that users disabling tracking
would benefit less from personalized news recommendations. Our paper provides initial empirical evidence of the positive value of
disabling data tracking within the digital media ecosystem.
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MARKETING STRATEGY SIG WORKSHOP:
THEORIES-IN-USE

by Ajay Kohli, Kapil Tuli, and Wolfgang Ulaga

Theories-in-use (TIU) is a research approach that taps into the mental models of managers and/or any other key respondents to
understand their theories of a phenomenon at hand, and what factors impact the success or failure of actions or situations related
to the phenomenon (see Zaltman, Heffring, and LeMasters 1982). As a research method, TIU has a rich history spanning over three
decades across management disciplines and beyond, including marketing.

TIU has been used as an approach in the marketing discipline to define not only foundational concepts such as service quality
(Zeithaml, Parasuraman, and Berry 1985) and market orientation (Kohli and Jaworski 1990), but also emerging concepts such as
customer solutions (Tuli, Kohli, Bharadwaj 2007), hybrid offerings (Ulaga and Reinartz 2011) and marketing doctrine (Challagalla,
Murtha, and Jaworski 2014).

This session will first introduce the TIU method for developing new constructs and theories about marketing phenomena. Next, it
will discuss a number of misconceptions about the method. Finally, it will offer ,do's and don‘ts” for conducting the field research,
analyzing the data, developing constructs and theories, writing up papers, and getting them published in top journals. The session
is planned to be interactive and will address questions participants may have about the different aspects related to the TIU method.
Tentative Structure:

1. Curtain Raisers: 10 minutes

2. Buzz Group Discussion and Questions: 20 minutes

3. Sharing of Perspectives: 30 minutes

4. Myths and Reality of TIU

5. Reflections from Field Work: Dos and Don'ts

6. Reflections from the Publication Process: Dos and Don'ts

7. Open Q&A: 30 minutes

(Voluntary) Preparation:

To ensure a smooth and productive workshop, please feel free to (anonymously) post any questions you have about the method in
advance through the workshop’s online form: https://shorturl.at/GLNPR. All inquiries are welcome and will be addressed during the

session.

A highly recommended resource is the article written by the workshop hosts: - Zeithaml, V. A., Jaworski, B. J., Kohli, A. K., Tuli, K. R,,
Ulaga, W., & Zaltman, G. (2020). A theories-in-use approach to building marketing theory. Journal of Marketing, 84(1), 32-51.
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IJRM SPECIAL SESSION ON MARKETING
AND THE CREATOR ECONOMY

Session Chair: Martin Schreier
Session Discussant: Alina Sorescu

Session Description:

Bloggers, streamers, artists, celebrities, musicians and service providers are just a few examples of creators who aim to monetize
their talent by generating and posting digital content. Aided by technological platforms and Al tools, they form a complex and
dynamic ecosystem of economic activity, estimated to be worth over $100 billion dollars, and growing rapidly. In this session, we
explore the creator economy from a marketing perspective, addressing questions such as: How can creators optimize their content,
establish their brand, build their content composition, and expand their audience? How do platforms create the right mix of creators
and curate their content? What challenges and opportunities are presented for traditional firms?

After a brief introduction of the session by Alina Sorescu, we will have the following presentations:

+ On the role of platforms in the creator economy. Alex Bleier (presenter), Beth Fossen and Michal Shapira

« Embracing entrepreneurship in the creator economy. Alexander Edeling (presenter) and Simone Wies

« Luxury branding and the creator economy: Emerging tensions and future avenues. Emanuela Prandelli (presenter), Yajin Wang and
Henri Weijo

« Understanding mega creators: The central role of community-centricity. Reto Hofstetter (presenter) and Johanna Gollnhofer

The session will close with Q&As for the upcoming IJRM Special Issue on the Creator Economy (Submission Deadline: June 30,
2024).

For more informations, see the IJRM Editorial: https://papers.ssrn.com/sol3/papers.cfm?abstract_id=4663506

EMAC SHETH FOUNDATION
SUSTAINABILITY RESEARCH
COMPETITION

This session will include presentations by the two award winners of the 2024 EMAC-Sheth Foundation Sustainability Research
Competition. They were selected out of 67 submissions by a committee comprised of Renana Peres (VP Global Relations), Michael
Haenlien (VP Publications) and Ajay Kohli (VP Corporate Relations).

In addition, the session will feature an invited keynote talk by Franck Neel, Executive Board member of OMV Petrom S.A.

Speakers:

1. Ludovica Scalco will present research on effect of activism on brand reputation with co-authors Koen Pauwels, and Anders
Gustafsson, all of Bl Norwegian Business School, Oslo, Norway.

2. Hege Landsvik will present research on effect of group identity nudges on recycling behavior with co-authors Jareef Bin Martuza,
Siv Skard, Sveinung Jgrgensen, Lars Jacob Tynes Pedersen, all of Norwegian School of Economics, Bergen, Norway.

3. Franck Neel, Executive Board member responsible for Gas & Power, OMV Petrom S.A., Romania, will present an industry
perspective on sustainability in a keynote talk.
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EMAC DISTINGUISHED SCHOLAR AWARD
2024 LECTURE

EMAC is proud to present the EMAC Distinguished Marketing Scholar Award 2024 to Professor P. K. Kannan from the University of
Maryland, College Park.

This annual award is designed to be the highest honour that a marketing educator who has had extensive connections with EMAC
(The European Marketing Academy) can receive. The two main criteria for the award are:

+ Outstanding marketing scholarship as reflected in extensive, impactful research contributions

« Outstanding contributions to the European Marketing Academy.

Professor P. K. Kannan will present a lecture at the plenary session on Thursday, 30th of May, 2024 from 16:00 in Amphitheatre 1
(ground floor), entitled ‘Digital Wisdom: Technology’s Impact on Modern Marketing'.

Digital Wisdom: Technology's Impact on Modern Marketing

P. K. Kannan | Dean's Chair in Marketing Science, Robert H. Smith School of Business, University of Maryland, College Park

| focus on the critical role that digital technology and transformation plays in modern marketing illustrating it, at times, with my
own research. | trace the confluence of digital technology with the environment and marketing elements, and metrics and describe

the emergent forms of such interactions. The talk will highlight the implications for research and practice, outlining specific areas
where marketers and researchers need to focus while embracing technology as a fundamental aspect of marketing.



2024 EMAC 26

HEAD OF MARKETING FORUM

The Marketing Department Head Forum has become a tradition at EMAC. In this forum, department heads and all interested faculty
discuss current topics and exchange ideas. The theme of this year's Forum is “The role of generative Al in marketing research and
education”.

During the Forum, we aim to discuss the following questions:

* What are the benefits and pitfalls of using generative Al for research purposes?

+ (How) can GenAl help researchers in various stages of the research process (e.g., identifying research questions,
summarizing the literature, developing research stimuli (scenarios, visuals, stimuli etc.), data analysis, summarizing the findings,
etc.)

+ (How) can Gen Al help reduce research bias?

+ How to ensure an open discussion of such issues within and across faculty departments?

* How to educate our staff on the benefits and pitfalls of generative Al use for research and education?

* What skills are needed to use GenAl to its fullest potential?

* What are the editorial policies and views of such issues?

* What are the ethical considerations and boundary conditions for the use of generative Al in marketing research?
* How to handle the use of generative Al in teaching and education?

+ What is an acceptable level of Al use, and when it is considered plagiarism?

+ When to incentivize and facilitate its use vs. hindering it?

+ How to use GenAl for teaching purposes with integrity, transparency and honesty?

» How can we educate the students to use GenAl in such a way?

The program is as follows:

12:30 Welcome

12:40 Renana Peres (Hebrew University Business School)
13:00 Luk Warlop (Bl Norwegian Business School)
13:20 Discussion

13:45 Forum ends

Renana Peres is a professor of Marketing in the Hebrew University Business School. Her areas of research address the interplay
between brands, consumer social interactions, and firm decisions. She studies the determinants of brand perception, how word of
mouth and social interactions are generated on brands, and how social interactions eventually translate into sales. She explored
how blockchain data marketplaces, and Al generated stimuli can help to better understand brands and brand equity. Prof. Peres
has served as a Visiting Assistant Professor of Marketing at University of Pennsylvania’s Wharton School, and NYU’s Stern

School of Business. She has published her works in the Journal of Marketing Research, Journal of Marketing, Marketing Science,
International Journal of Research in Marketing, and many other reputable journals. She is a Senior Editor of the International
Journal of Research in Marketing.

Luk Warlop is Professor of Marketing, Dean Research, and Dean PhD at Bl Norwegian Business School. He obtained a master’s
degree in (organizational) psychology (1986) and an MBA (1988) at KU Leuven, and a PhD in marketing (1995) at the University of
Florida. He studies individual consumer decision making and the social psychology of consumer behavior. His research has been
published in J. Consumer Research, J. Marketing Research, J. Consumer Psychology, Int. J. Research in Marketing, J. Accounting
Research, Management Science, J. Service Research, J. Personality and Social Psychology, Psychological Science, and several
others. His work has been recognized with a best paper award (2000) and two long term impact awards (2013 and 2023) at the
International Journal of Research in Marketing (IJRM), and with an IgNobel Prize. He is currently a member of the Board of the
European Institute for Advanced Studies in Management, and the former president of the European Marketing Academy (2018-
2021).
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EMAC CLIMBER COMMUNITY

The 14th EMAC Climber Community (EMAC CC) meeting will take place during the EMAC Annual Conference 2024 in Bucharest
(Romania).

The EMAC CC aims to establish a community of early career scholars in Marketing throughout Europe and other continents. Several
research organizations and conferences in Europe offer a special program for PhD students and/or networking possibilities for

full professors. However, the generation between beginners and successful leaders sometimes seems to be forgotten, although
they represent the potential marketing professors of the future. In other words, they are the ,climbers” of the European Marketing
Academy.

Marketing scholars at an early stage of their career (e.g., assistant professor, Post-Doc, research fellow, etc.) are invited to
participate in the EMAC CC meeting on Wednesday afternoon during the conference.

Formal meeting

Wednesday, May 29th, 2 pm to 5.30 pm (two subsequent afternoon sessions) - room 0321
Session 1: 14.00 to 15.30

» Welcoming words by EMAC's president Tammo Bijmolt

+ Keynote Speech “Designing a complete academic profile for the 2020s” followed by an open discussion by Professor Luk Warlop
(https://www.bi.edu/about-bi/employees/department-of-marketing/luk-warlop/)

Luk Warlop is Dean of Research & PhD and Professor of Marketing at Bl Norwegian Business School. He obtained a master degree
in (organizational) psychology (1986) and an MBA (1988) at KU Leuven, and a PhD in marketing (1995) at the University of Florida.
He studies individual consumer decision making and the social psychology of consumer behavior. His research has been published
in J. Consumer Research, J. Marketing Research, J. Consumer Psychology, Int. J. Research in Marketing, J. Accounting Research,
Management Science, J. Service Research, J. Personality and Social Psychology, Psychological Science, and several others. His
work has been recognized with a best paper award (2000) and two long term impact awards (2013 and 2023) at the International
Journal of Research in Marketing (IJRM), and with an IgNobel Prize. He is a former president of the European Marketing Academy
(2018-2021), and currently a board member of the European Institute for Advanced Studies in Management (EIASM).

Session 2: 16.00 to 17.30

+ Networking: The second part of the EMAC CC meeting is again fully dedicated to the development of an international research
network among participating early career scholars in Marketing. The purpose of this second session is thus to get to know other
EMAC CC members more closely; exchange experiences regarding research, research funding, or (inter)national job search
processes; find out about potential joint research interests; and ideally establish the foundation for joint future collaborations and/
or exchanges across countries.
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MEET THE EDITORS

Wednesday (29th of May, 2024)

08:30-10:00

International Journal of Research in Marketing (IJRM), Journal of Marketing Research (JMR), Journal of Consumer Research
(JCR), Marketing Science (MS)

Martin Schreier, Renana Peres, Kapil Tuli, Bernd Schmitt and Anthony Dukes

10:00-11:00

Coffee with IJRM editors & friends (JMR, JCR, MS)

Martin Schreier, Renana Peres, Kapil Tuli, Bernd Schmitt and Anthony Dukes
10:30-12:00

Journal of Advertising (JA), International Journal of Advertising (IJA), Journal of Current Issues & Research in Advertising
(JCIRA), Journal of Product and Brand Management (JPBM)

Sara Rosengren, Kacy Kim, Sukki Yoon and Rico Piehler
15:00-16:30

Journal of Sustainable Marketing (JSM), Journal of the Association for Consumer Research (JACR), Journal of Retailing (JR),
Journal of Business and Industrial Marketing (JBIM)

Elif Karoasman, Vicki Morwitz, Katrijn Gielens and Roberto Mora Cortez

Thursday (30th of May, 2024)

11:30-13:00

Psychology & Marketing (P&M), Journal of Marketing Analytics (JMA), Journal of Consumer Behaviour (JCR), Business
Research Quarterly (BRQ)

Giampaolo Viglia, Philipp Brueggemann, Philipp Brueggemann and F. Javier Sesé
14:00-15:30

Journal of International Marketing (JIM), MarkTech - The Journal of Marketing and Technology (MarkTech), Journal of the
Academy of Marketing Science (JAMS)

Kelly Hewett, Gerrit van Bruggen, PK Kannan, Bernd Schmitt and Jenny van Doorn

Friday (31st of May, 2024)

10:30-12:00

Journal of Marketing (JM), Journal of Interactive Marketing (JNM), Journal of Service Research (JSR), Journal of Business
Research (JBR)

Detelina Marinova, Arvind Rangaswamy, Ming-Hui Huang, Dipayan Biswas and Mirella Kleijnen
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SPECIAL INTERESTS GROUPS (SIGs)

So far EMAC is one large community with only limited specialization. However, with more specialization in our field, we observe a
growing need to specialize and form smaller sub-communities in specific fields. We already observe that in the annual conference,
where specific special sessions are organized around specific topics. These special sessions are labeled as Special Interest
Groups.

The Special interest Groups (SIGs) that will have a dedicated session during EMAC 2024 are the following:

* B2B Marketing
Kristina Schaffer, University of Graz

* IJRM / Consumer Behavior

Christoph Fuchs, University of Vienna

Jonas Goergen, St. Gallen University

Martin Schreier, WU Vienna

Anne-Kathrin Klesse, RSM, Erasmus University
Shwetha Mariadassou, RSM, Erasmus University

Ana Valenzuela, ESADE- Ramon Llul & Baruch College

* Digital Marketing
Evert de Haan, University of Groningen
Lara Lobschat, Maastricht University

* Innovation and Stakeholders

Paul Driessen, Radboud University Nijmegen
Bas Hillebrand, Radboud University Nijmegen
Annouk Lievens, University of Antwerp

* Marketing Strategy
Herbert Endres, Chemnitz University of Technology

* Retailing

Lien Lamey, KU Leuven

Jonne Guyt, University of Amsterdam

Katrijn Gielens, University of North Carolina at Chapel Hill

* Service Marketing

Jan Hendrik Schumann, University of Passau
Jenny van Doorn, University of Groningen
Bart Lariviére, KU Leuven & Ghent University

* Pricing
Gilles Laurent, ESSEC Business School
Arnaud Monnier, Nova School of Business and Economics

* Quantitative Marketing
Bart Bronnenberg, Tilburg University
Dominik Papies, University of Tiibingen

* Customer Relationship Management
Manfred Krafft, University of Miinster
Javier Sese, University of Zaragoza
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SPECIAL INTEREST GROUPS (SIGs)

Wednesday (29th of May, 2024) - 13:00-14:30

SIG Service Marketing Special Session: “Service Marketing Priorities Towards the United Nations
Sustainable Development Goals”
Chairs and Co-chairs

Jan Schumann (University of Passau)
Jenny van Doorn (University of Groningen)
Bart Lariviére (KU Leuven and Ghent University)

Presenters and Panelists
Michael Haenlein (ESCP Business School), Ming-Hui Huang (National Taiwan University, editor-in-chief Journal of Service Research)
Abstract

Today's society faces many grand challenges, such as climate change, healthcare, social, and economic crises alongside with
widening inequalities with respect to gender, race, and wealth. The global community has set the United Nations Sustainable
Development Goals (UNSDGs) to face those challenges. Yet unfortunately, progress on half of the 140 targets that the United
Nations is able to measure has been "weak and insufficient," according to the U.N''s latest progress report in 2023, with another
30% of the goals stalled or gone in reverse. Against this background, also the service community has to ask itself the question how
to make a meaningful contribution for a better world. In many institutions, not only service research, but also educational activities
are already scrutinized on their impact on the UNDSDGs. Therefore, the goal of this special session is to inspire and motivate its
participants to engage in such service research.

Michael Haenlein will begin this session with a research presentation highlighting the potential of transformative service. In
particular, the authors explore the customer journey of vulnerable customers in end-of-life care. Jenny van Doorn will then present
research priorities that were developed by and with the audience of recent online talks of the SIG Service Marketing “Service for a
Circular and Sustainable Future” and “Exploring the Future

of Human-Robot Interactions”. The session will continue with a panel discussion consisting of Ming-Hui Huang, editor-in-chief of
the Journal of Service Research, and other contributors to the session. We will discuss the potential of service research to address
societal problems, the challenges in practice and highlight fruitful avenues for future research that can serve as inspiration for in
particular junior scholars, in an interactive format. Jan Schumann will conclude the session with an initiative to start a COST Action
(European Cooperation in Science and Technology, see https://www.cost.eu/funding/open-call-a-simple-one-step-application-
process/) based on the SIG Service Marketing network.

15:00-16:30

SIG Business to Business Marketing Special Session: “Current Issues in B2B Relationship Management”

Chair
Kristina Schaffer (University of Graz)

Presenters and Panelists

Qiong Wang (University of Oklahoma)
Desmond Lo (Santa Clara University)
Kristina Schaffer (University of Graz)

Abstract
Issues around business-to-business marketing have been and continue to remain relevant for marketing researchers. Findings from

such research allow managers to make more informed decisions. However, the changing business environment underscores the
need for additional research to keep managers abreast about current developments pertinent to their businesses.
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Additionally, new theoretical and methodological insights generated from such research can be valuable for motivating future
research. The proposed B2B SIG session contributes to the discourse on current issues in B2B marketing by focusing on novel
topics such as the increasing challenges to supply chains due to marketplace volatility, the management of knowledge work, the
training of customers in B2B relationships, and theoretical developments in transaction cost economics. In line with the intended
benefits to attendees of the 2024 EMAC conference, the session brings together experts from different parts of the world,
promoting networking opportunities and an exchange of knowledge.

Each of the papers in this session deal with an academic issue that will be beneficial for both researchers and managers to
consider. A paper by Peng, Wang, Lo, and Petersen relies on organizational information processing theory (IPT) to highlight how
firms can respond to escalating challenges in their supply chains due to marketplace volatility and a lack of information from key
partners. A second paper by Dessein, Lo, Shangguang, and Owan focuses on the phenomenon of knowledge work and sheds

light on the time and involvement that managers and their teams spend on knowledge work projects, thereby highlighting the
importance of managerial coordination in organizing knowledge workers. The final paper in the session by Schaffer and Kashyap
uses a series of expert interviews with suppliers and buyers to investigate the underexplored phenomenon of customer training in
B2B firms, forwarding a conceptual framework and testable propositions that are based on the grounded theory and theories-in-use
approaches. Employing diverse theoretical and methodological backgrounds, the papers in the session collectively provide insights
that can inspire further research and aid managerial decision making.

17:00-18:30

SIG Digital Marketing Special Session: “Quo Vadis Digital Marketing? Current and Future Developments in
the Research Landscape”

Discussants
Evert de Haan (University of Groningen)
Lara Lobschat (University of Maastricht)

Presenters and Panelists

Arvind Rangaswamy (Penn State University)
Koen Pauwels (Northeastern University)
Hanness Datta (Tilburg University)

Abstract

In the past decade, digital marketing has quickly evolved, with new research topics and digital marketing phenomena coming and
going. Research topics like social media, online advertising, mobile devices, and online word of mouth have remained popular, while
topics related to online privacy, unstructured data, and artificial intelligence have increased in relevance. Other topics, like NFT’s,
crypto currency, and the Metaverse, have seen a boost in popularity, but are considered a hype by some scholars and practitioners.

In this session, a panel will focus on the trends and hypes in research and practice when it comes to topics in digital marketing.
We will first present the results of a new thematic exploration of digital marketing research in key marketing journals (e.g., JM,
JMR, MS, JCR, JAMS, IJRM, JNM), which highlight the trends and hypes within the field. Next, we relate this to previous thematic
explorations in our field (Lamberton and Stephen 2016). Based on this, a research agenda will be presented and a discussion will
follow on how to distinguish between trends and hypes, how to detect the up and coming topics and phenomena, and how this
influences the chances of getting an impactful publication.

Thursday (30th of May, 2024) - 11:30-13:00
SIG Innovation and Stakeholders Special Session: “Service innovation in complex contexts”

Chairs

Paul H. Driessen (Radboud University)
Bas Hillebrand (Radboud University)
Annouk Lievens (University of Antwerp)

Panelists

Tohid Ghanbarpour (Kristiania University College)
Elina Jaakkola (University of Turku)

Lisa Martinez Sanchez (University of Antwerp)
Moderated by: Paul H. Driessen (Radboud University)
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Abstract

With our economies becoming more and more characterized by services rather than physical products, service innovation is
growing in relevance. Especially for service innovations, not only a good understanding and involvement of the customer is
important, but the whole stakeholder network (or ecosystem) needs to be taken into account. This is true because service
innovations require the support of multiple stakeholder groups (such as co-suppliers, governmental organizations, and NGOs)
and because services are frequently used in combination with other services (so-called service constellations). Hence, service
innovation cannot be separated from managing stakeholder networks, making service innovation even more complex than it
already is. This session aims to address the complexity inherent to stakeholder relationships in service innovation contexts. In
the first of three short presentations, Tohid Ghanbarpour will discuss the role of innovation in the service environment to manage
stakeholder relationships, with special attention to the differences with product innovation. Second, Elina Jaakkola will talk about
understanding and leveraging actor experiences for service innovation. She will augment the current perspective on customer
experiences and discuss research implications. Third, Lisa Martinez Sanchez and Annouk Lievens will share research findings
about the orchestration and development of multi-stakeholder networks for sustainable healthcare service innovation. They

have conducted a longitudinal exploratory case study on the Green Deal Sustainable Care of the Flemish Government. This SIG
session will end with a panel discussion (approximately 30 min.) where renowned researchers reflect on each other’s ideas about
stakeholder relationships in service innovation contexts and take questions from the audience.

SIG Quantitative Marketing Special Session: “Quantitative Marketing Research - Hot Topics and Recent
Developments”

Chairs
Bart Bronnenberg (Tilburg University, The Netherlands)
Dominik Papies (University of Tiibingen, Germany)

Presenters

Sebastian Gabel (Erasmus University Rotterdam)
Shrabastee Banerjee (Tilburg University)

Dennis Fok (Erasmus University Rotterdam)

Abstract

Machine Learning and Al have dominated headlines over the past year, notably triggered by the advent and rapid adoption of
ChatGPT. While much public and media attention has centered on the implications of Generative Al for business, for the economy,
and for society as a whole, comparatively little has been discussed regarding its potential to propel scientific advancement. This
session aims to bridge this gap by exploring how these innovative technologies equip marketing researchers with unprecedented
tools for researching novel questions across three distinct areas.

The first talk “Towards Foundation Models in Retailing” by Sebastian Gabel will focus on foundation models (FM), which mark a
transformative leap in computational science, leveraging sophisticated neural network architectures like generative adversarial
networks, transformers, and variational encoders to redefine data analysis. The second talk “Text-as-data in Marketing Research:
Recent Developments” by Shrabastee Banerjee will give an overview of text mining tools and how they are used by marketing
researchers. The third talk “Learning from developments in Al on text, image, and video for “traditional marketing data” by Dennis
Fok departs from the observation that many current developments in Al deal with text, image or video, and it will focus on what
these developments can bring to researchers who are not using text, images or video.

14:00-15:30

SIG IJRM/ Consumer Behavior Special Session: “Consumer + Technology Dialogue: A Conversation on
How Technology affects Consumers and Society”

Chair:
Ana Valenzuela (ESADE- Ramon Llul & Baruch College)

Presenters
Christoph Fuchs (University of Vienna)
Jonas Goergen (St. Gallen University)
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Martin Schreier (WU Vienna)
Anne-Kathrin Klesse (RSM, Erasmus University)
Shwetha Mariadassou (RSM, Erasmus University)

Abstract

This session will bring together marketing researchers from several European institutions interested in studying technology-related
issues. The line-up of presentations should work as a starting point for a conversation about the current state of the topic. This
session would be particularly interesting for faculty studying technology-related topics in the context of marketing and consumer
behavior; questions span issues such as automation, robots, generative Al, algorithmic recommender systems, augmented and
virtual reality, among others.

It will be organized into three groups of flash talks:

Technology instead of consumers: Christoph Fuchs, University of Vienna, Jonas Goergen, St. Gallen University

Consumers with technology: Martin Schreier, WU Vienna, Anne-Kathrin Klesse, RSM, Erasmus University

Technology as a medium: Shwetha Mariadassou, RSM, Erasmus University, Ana Valenzuela, ESADE- Ramon Llul & Baruch College

IJRM (The International Journal of Research in Marketing), positioned at the forefront of innovation within the marketing field,
sponsors this session. The Editor-in-chief, Martin Schreier, will provide an introduction about how this field of research fits well the
concept of novel and potentially disruptive research championed by the journal.

SIG Pricing Special Session: “Recent developments in pricing research and promising avenues for future
work”

Chairs
Gilles Laurent (ESSEC Business School)
Arnaud Monnier (Nova School of Business and Economics)

Panelists

loannis Evangelidis (Esade, Ramon Lull University)

Manissa Gunadi (EADA Business School Barcelona)

Minah Jung (Stern School of Business, New York University)
Vicki Morwitz (Columbia Business School)

Priya Raghubir (Stern School of Business, New York University)
Marc Vanhuele (HEC Paris)

Abstract

The goal of this session is to discuss recent advances in pricing research and promising areas that deserve academic attention,
with a special emphasis on behavioral pricing. A non-exhaustive list of questions to be debated in this session are: What areas are
under-researched in behavioral pricing? How can marketing research provide insights on consumer responses to new modes of
payments? How can we diversify data sources and methodologies to better understand the psychology of price? How do recent
trends in pricing affect consumer welfare?

The SIG on pricing is newly created and this is its first Special Session at an EMAC conference. An important secondary goal of this
session is that scholars interested in building a community around the topic of pricing can discuss possible SIG actions to generate
stimulating and fruitful exchanges in the future.

Friday (31st of May, 2024) - 10:30-12:00

SIG CRM Special Session: “New Product Growth in the Era of "Everything as a Service”

Chairs:
Manfred Krafft (University of Miinster)
Javier Sese (University of Zaragoza)

Presenters
Barak Libai (Arison School of Business at Reichman University)
Michael Brady (Florida State University)
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Abstract

Broadly speaking, much of the research on new product growth has become less relevant to modern markets. Historically, this
research centered on first-purchase models tailored for durable goods, where adoption served as a strong proxy for profits.
However, the rise of recurring consumption business models—often termed Xaa$, or "everything as a service'—now characterizes
many new product sectors. Within the XaaS framework, adoption merely signifies the beginning of the growth of a user base and
a continuously evolving revenue stream. Managers, investors, and analysts who focus on the evolution of revenues and profit over
time require an innovative lifecycle view. We propose that understanding XaaS growth demands an examination of a three-tiered
sequence: Adopters, Users, and Money. We offer insights into the trajectory of these tiers, their interconnections, and implications
for customer management and valuation.

On the Intersection of CRM and OFR

Some of the most interesting research ideas, growing literatures, and thriving research areas come from work at the intersection

of two robust research streams. One such intersection that is ripe for future research exists between the CRM and Organizational
Frontline Research (OFR) literatures. Whereas the CRM stream is well established, OFR was born in 2017 out of a frontline service
movement that started in a special issue of JSR and now features its own SIG, an annual conference, and three follow-up special
issues published in some of the discipline’s top journals. OFR’s position at the intersection of interactions and interfaces at the
organizational boundary lends itself well to theory and content drawn from the CRM literature. Likewise, CRM's data-driven focus on
long-term, mutually satisfying relationships fits well with OFR’s multi-disciplinary, point-of-contact perspective. The purpose of this
keynote is to explore the CRM-OFR intersection, with an emphasis on common ground, shared understanding, and future research
opportunities.

SIG Marketing Strategy Special Session: “Responsible Use of Artificial Intelligence in Marketing”

Chair and Keynote Speaker
Herbert Endres (Chemnitz University of Technology)

Abstract

The Marketing Strategy SIG on "Responsible Use of Artificial Intelligence in Marketing" at the EMAC 2024 aims to delve into the
ethical, practical, and strategic dimensions of leveraging artificial intelligence (Al) within the marketing domain. As Al technologies
continue to evolve at a rapid pace, their application in marketing strategies, customer engagement, and market analysis has
become increasingly prevalent, offering unprecedented opportunities for personalized marketing, predictive analytics, and
customer experience enhancement. However, this proliferation also raises significant concerns regarding consumer privacy, data
security, algorithmic bias, and the broader societal implications of automated decision-making.

This session will convene leading experts, practitioners, and scholars to explore the multifaceted challenges and opportunities
presented by Al in marketing. Key topics will include the ethical considerations of Al-driven marketing practices, the development of
transparent and accountable Al systems, the impact of Al on consumer behavior and trust, and the regulatory landscape governing
the use of Al in marketing. Through a combination of keynote presentations, discussions, and interactive workshops, participants
will engage in critical discourse on best practices for responsible Al implementation in marketing, aiming to foster innovation while
ensuring ethical integrity and respect for consumer rights.

The ultimate goal of this session is to outline a roadmap for the ethical integration of Al in marketing strategies, ensuring that
these technologies are used in a manner that benefits both businesses and consumers, without compromising ethical standards or
societal values. Participants will leave with a deeper understanding of the complex interplay between Al and marketing, equipped
with actionable insights and frameworks to guide responsible Al usage in their marketing initiatives.

All EMAC 2024 attendees are invited to participate in this session.

13:00-14:30

SIG Retailing Special Session |

Chairs

Lien Lamey (KU Leuven)

Jonne Guyt (University of Amsterdam)

Katrijn Gielens (University of North Carolina at Chapel Hill)
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Abstract

The retailing landscape is changing. The emergence of online shopping has metaphorically left physical retailers high and dry.
Yet, many retailers are investigating physical stores as an important aspect of their physical presence and multi-channel strategy.
Hence, physical stores are not dead; but they are changing or need to change. The special issue of the Journal of Retailing, “Re-
Imagining the Physical Store” (volume 99, issue 4), offers insights and guidelines for retailers on five strategic levers that retailers
can utilize to re-imagine their physical stores: curation, social, experience, frictionless, and fulfillment. The Special Interest Group
(SIG) Retailing organizes two sessions discussing research on these strategic levers. The first session covers three papers
focusing on how physical retailers can offer curation, include social elements, and provide an excellent experience. The second
session focuses on research showing how retailers can implement frictionless and fulfillment levers to re-imaging physical stores.

Session | “Re-Imagining the Physical Store through Curation, Social and Experience Strategic Levers”

Presenters

Els Breugelmans (KU Leuven)

Sabine Benoit (University of Surrey and Australian National University)
Christoph Fuchs (University of Vienna)

Lina Altenburg (KU Leuven)

15:00-16:30

SIG Retailing Special Session Il

Chairs

Lien Lamey (KU Leuven)

Jonne Guyt (University of Amsterdam)

Katrijn Gielens (University of North Carolina at Chapel Hill)

Abstract

The retailing landscape is changing. The emergence of online shopping has metaphorically left physical retailers high and dry.
Yet, many retailers are investigating physical stores as an important aspect of their physical presence and multi-channel strategy.
Hence, physical stores are not dead; but they are changing or need to change. The special issue of the Journal of Retailing, “Re-
Imagining the Physical Store” (volume 99, issue 4), offers insights and guidelines for retailers on five strategic levers that retailers
can utilize to re-imagine their physical stores: curation, social, experience, frictionless, and fulfillment. The Special Interest Group
(SIG) Retailing organizes two sessions discussing research on these strategic levers. The first session covers three papers
focusing on how physical retailers can offer curation, include social elements, and provide an excellent experience. The second
session focuses on research showing how retailers can implement frictionless and fulfillment levers to re-imaging physical stores.

Session Il “Re-imagining the physical store through frictionless and fulfillment strategic levers”

Presenters

Els Breugelmans (KU Leuven)

Koen Pauwels (Northeastern University)

Katrijn Gielens (University of North Carolina at Chapel Hill)

Aidin Namin (College of Business Administration Loyola Marymount University)
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SPECIAL SESSION

Wednesday (29th of May, 2024) - 08:30-10:00

SS1 - Transparency and Consumer Choice

Session Chairs:
Lucas Stich, Julius-Maximilians-Universitat Wiirzburg (submitting session chair)
Martin Spann, Ludwig-Maximilians-Universitat Miinchen

Papers:

Attention and Preferences for Charitable Giving
Ana Martinovici (Erasmus University), Alexander Genevsky (Erasmus University), Félix Friederich (Ramon Llull University)

Transparency and Privacy-Compliance in Mobile App Markets
Lennart Kraft (DZ Bank & Goethe University Frankfurt), Reinhold Kesler (University of Zurich), Bernd Skiera (Goethe University
Frankfurt), Tim Koschella (Kayzen — Realtime Technologies GmbH)

Customer Responses and Economic Consequences of Data Breach Announcements
Dominik Molitor (Fordham University), Martin Spann (Ludwig-Maximilians-Universitat Miinchen)

Transaction-Level Wage Transparency

Lucas Stich (Julius-Maximilians-Universitat Wiirzburg), Christoph Ungemach (Technical University of Munich), Christoph Fuchs
(University of Vienna), Martin Spann (Ludwig-Maximilians-Universitat Miinchen), Ignazio Ziano (University of Geneva), Birga
Schumpe (University of Amsterdam)

SS4 - Meta-Analytic Generalizations in Marketing

Session Chair:

Tammo Bijmolt (University of Groningen, The Netherlands)

Co-chairs:

Chenming Peng (University of International Business and Economics, China)
Franziska Volckner (University of Cologne, Germany)

Papers:

Georgia Liadeli, Francesca Sotgiu, and Peeter Verlegh: The Owned Social Media Value Chain: A Meta-Analysis on the Chain of
Effects from Brand Owned Social Media to Consumer Buying Behavior.

Kristina Viets and Franziska Voélckner: A Meta-Analysis on the Influence of Green Attitudes on Green Consumer Responses.
Alexander Edeling, Inés Ferraz Teixeira, Alexander Mafael, and Yves Van Vaerenbergh: Which Marketing Event has the Largest Firm
Value Impact? A meta-Analysis.

Chenming Peng, Tammo Bijmolt, and Franziska Volckner: The Impact of Marketing Crises on Firm Value: A Meta-Analysis.

SS12 - Marketing Mix Effectiveness in a Retail Setting

Session chairs:
Lieve Heyrman (Katholieke Universiteit Leuven)
Els Breugelmans (Katholieke Universiteit Leuven)

Papers:

Advertising Effectiveness at the Point of Sale: A Large Scale Study of Digital Signage, David de Jong', Dennis Herhausen' and Dhruv
Grewal?, 1 Vrije Universiteit Amsterdam, 2 Babson College

Buy Now Pay Later: Impact of Installment Payments on Customer Purchases, Stijn Maesen', Dionysius Ang? 1 Imperial College
Business School, 2 Leeds University Business School

Nutritional Quality and Marketing Conduct in the CPG Industry, Nick Bombaij1, Bernadette van Ewijk', Kristopher Keller?, Jonne
Guyt', 1 University of Amsterdam, Amsterdam Business School, 2 University of North Carolina at Chapel Hill, Kenan-Flagler
Business School

Promotions: Pain or Gain? The differential impact of a price promotion ban across brands, Lieve Heyrman', Els Breugelmans',
Marco Kotschedoff', Katrijn Gielens?, 1 Faculty of Economics and Business, Katholieke Universiteit Leuven, 2 University of North
Carolina at Chapel Hill, Kenan-Flagler Business School
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S$S34 - Quantitative Marketing 1: Online platforms

Session chair:

Daniela Schmitt (Nova School of Business and Economics)

Co-chairs:

Alina Ferecatu (Rotterdam School of Management, Erasmus University)
Rafael Greminger (UCL School of Management)

Dominik Papies (University of Tiibingen)

Iris Steenkamp (Bocconi)

Papers:

“Does Consumer Privacy Protection Really Hurt Companies? Evidence from the Apple’s App Tracking Transparency Policy”

Wei Miao (University College London School of Management), Yiting Deng (University College London School of Management),
Chen Lin (Fudan University), Jeongwen Chiang (China Europe International Business School)

“Platform Endorsement in Online Healthcare”

Jiajia Zhan (Imperial College London), Xu Zhang (London Business School), Honggiao Fu (Peking University)

“Price Manipulation in Peer-to-Peer Markets and the Sharing Economy”

Vladimir Pavlov (University College London School of Management), Ron Berman (The Wharton School)

“Beyond Preferences: Identifying Wealth Effects in Consumer Choice”

Daniela Schmitt (Nova School of Business and Economics), Pedro Gardete (Nova School of Business and Economics), Florian Stahl
(University of Mannheim)

10:30-12:00

SS3 - Platforms — Opportunities and Risks for Operators, Sellers and Brands

Session Chair:

Erik Maier (HHL Leipzig Graduate School of Management)
Co-Chair:

Tammo Bijmolt (University of Groningen)

Papers and presentations:

When Crisis Hits the Platform Economy: The Effects on Supply, Demand, and Spillovers
Sungtak Hong (Bocconi University)

Jikyung Jeanne Kim* (IE University)

Prasad Vana (Dartmouth College)

Does Bigger Still Mean Better? How Digital Transformation Affects the Market Share-Profitability Relationship
Felix Anton Sklenarz (Kiihne Logistics University)

Alexander Edeling (KU Leuven)

Alexander Himme (Kihne Logistics University)

Julian R.K. Wichmann* (University of Cologne)

The Impact of Recognition-Based Cues in Digital Platform Aggregators’ Ecosystem
Marton Varga* (Bocconi University)

Sara Valentini (Bocconi University)

Sichu Chang (Bocconi University)

Epiphyte Brands and the Role of Platforms, Retail Media, and Product Launches

Erik Maier* (HHL Leipzig Graduate School of Management)

Tammo Bijmolt (University of Groningen)
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SS11 - Unpacking Gender Disparities: Insights from Quantitative Marketing Research

Session Chair(s):
Andreas Bayerl (Erasmus University), Clément Bellet (Erasmus University)

Papers:

“Gender Diversity on Cable News: An Analysis of On-Screen Talent and Viewership”, by Ali Goli (University of Washington) and
Simha Mummalaneni (University of Washington)

“Are Female Consumers Emotional? Understanding Gender Stereotypes in Online Reviews”, by Alisa Wu (Columbia University) and
Vicki Morwitz (Columbia)

“Gender Stereotyping and Advertising Effectiveness”, by Clément Bellet (Erasmus University) and Martina Pocchiari (National
University of Singapore)

“Gender Rating Gap in Online Reviews”, by Andreas Bayerl (Erasmus University), Yaniv Dover (Hebrew University), Hila Riemer (Ben-
Gurion University of the Negev) and Danny Shapira (Ben-Gurion University of the Negev)

S$S13 - Online Consumer Privacy |

Session Chair(s):
Klaus Miller, HEC Paris, France
Bernd Skiera, Goethe University Frankfurt, Germany

Titles of Papers, Authors, Affiliations, and Presenters:

Grazia Cecere (Institut Mines Telecom, Business School), Sarah Lemaire (JRC, European Commission, Seville). “Have I Seen you
Before? Measuring the Value of Tracking for Digital Advertising”.

Unnati Narang (University of lllinois at Urbana-Champaign) and Fernando Luco (Texas A&M University). “Geo-tracking Consumers
and its Privacy Trade-offs”.

Alexander Bleier (Frankfurt School of Finance and Management), Michael Haenlein (ESCP Business School), Niels Holtrop
(Maastricht University), Charles F. Hofacker (Florida State University), Caroline Lancelot-Miltgen (Audencia Business School),
George R. Milne (University of Massachusetts, Amherst), Kristen L. Walker (California State University, Northridge). “Managing
Customer Information Intensity and Privacy Stock within a CRM Program”.

Luis Aguiar (University of Zurich), Christian Peukert (HEC Lausanne), Maximilian Schaefer (IMT Business School), and Hannes
Ullrich (DIW Berlin and University of Copenhagen). “Off-platform tracking and data externalities”.

SS19 - Effective Influencer Marketing |

Session Chair(s):
Andreas Lanz (University of Basel), Maximilian Beichert (HEC Paris)

Papers:

1. Panel Discussion

Michael Haenlein (ESCP Business School)

PK. Kannan (University of Maryland)

Andreas Lanz (University of Basel)

Barak Libai (Reichman University)

Eitan Mueller (New York University)

2. “Influencer Branding Over Lifecycle” by Lingling Zhang (CEIBS), Guo Bai (CEIBS), PK. Kannan (University of Maryland).

S$S38 - Quantitative Marketing 2: Modeling & Methods

Session chair:

Alina Ferecatu (Rotterdam School of Management, Erasmus University)
Co-chairs:

Rafael Greminger (UCL School of Management)

Dominik Papies (University of Tiibingen)

Daniela Schmitt (Nova School of Business and Economics)

Iris Steenkamp (Universita Bocconi)
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Papers:

“Bridging between Hypothetical and Incentivized Choice” Arash Laghaie, Nova School of Business and Economics; Thomas Otter,
Goethe University Frankfurt

“Categorization Meets Prospect Theory: Differentiating Perception from Valuation” Alina Ferecatu, Rotterdam School of
Management, Erasmus University; Dan Schley, Rotterdam School of Management, Erasmus University

“Estimating Marginal Treatment Effects for Policy Optimization from Experiments with Few Cells” Jason M.T. Roos, Rotterdam
School of Management, Erasmus University

“Identification of Simple and Complex Utility Aspects in Rational Inattention Discrete Choice Models” Matteo Fina, Goethe
University Frankfurt am Main

13:00-14:30

SS7 - Arts and Marketing: Insights from Secondary Data and Experiments

Session Co-Chairs:
Verdiana Giannetti1, Aulona Ulginaku1

Papers:

The “Lazarus Effect”: Creative Symbolic Inmortality and Consumers’ Evaluation of Posthumous Artistic Releases
Alessandro Biraglia’, Aulona Ulginaku’, Verdiana Giannetti', Josko Brakus'

Sino-foreign Co-productions: An Investigation of Their Inpact on Movies’ Box-Office Performance in China
Jieke Chen’, Verdiana Giannetti’, Yunlu Zhao'

Could You Please Decide for Us? Algorithms Versus Humans in Joint Decision-Making
Aylin Cakanlar?, Gilen Sarial Abi®, Aulona Ulginaku’

What Makes a Favorite? Authorship and Authenticity in Music
Anastasia Nanni*, Joseph Nunes?®, Andrea Ordanini®

1 Leeds University Business School, University of Leeds, Leeds, UK

2 Jonkoping International Business School, Jonkoping University, Jonkdping, Sweden
3 Copenhagen Business School, Frederiksberg, Denmark

4 Aalto University, Helsinki, Finland

5 USC Marshall School of Business, Los Angeles, USA

6 Bocconi University, Milan, Italy

S$S20 - Subjective Value of Prices

Chair:
Priya Raghubir, New York University

Papers:

“The Fees Paradox” Maren Hoff and Vicki Morwitz, Columbia University.

“Pay or Donate? How Language Shapes Generosity” Maria Leonor Neto, Minah H. Jung and Tulin Erdem;

“Nothing Matters”: A “0%” Option Increases Consumers’ Voluntary Payments” Shirley Bluvstein and Priya Raghubir, Yeshiva
University and New York University.

“How Does the Visual Arrangement of Prices Influence How They Are Compared? Marc Vanhuele, Madhav Arora, and Gilles
Laurent, HEC Business School, ESSEC Business School, and ESSEC Business School
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S$S22 - Quantitative Marketing 3: Retailing & Consumer Choice

Session chair:

Rafael Greminger (UCL School of Management)

Co-chairs:

Alina Ferecatu (Rotterdam School of Management, Erasmus University)
Dominik Papies (University of Tiibingen)

Daniela Schmitt (Nova School of Business and Economics)

Iris Steenkamp (Bocconi)

Papers:

“The Pass-through of Retail Crime” Carl Hase, Goethe University Frankfurt & JGU Mainz; Johannes Kasinger, Tilburg University

“The Impact of Voluntary Labels” Anita Rao, Georgetown University; Raluca Ursu, NYU Stern

“Make Every Second Count: Time Allocation in Online Shopping” Rafael P. Greminger, University College London; Yufeng Huang,
Rochester University; llya Morozov, Northwestern University

“From Aisles to Emissions: Tracking the Environmental Costs of Household Grocery Purchases” Bart J. Bronnenberg, Tilburg Univer-
sity; Trang Bui, Tilburg University; Barbara Deleersnyder, Tilburg University; Lesley Haerkens, Tilburg University; George Knox, Tilburg
University; Arjen van Lin, Tilburg University; Anna Paley, Tilburg University; Robert W. Smith, Tilburg University; Samuel Stéabler,
Tilburg University

SS29 - Effective Influencer Marketing Ill

Session Chair(s):
Arvin Moazemi (Bocconi University), Maximilian Beichert (HEC Paris)

Papers:

“Brand Echo Chambers” by Arvin Moazemi (Bocconi University), Verena Schoenmueller (ESADE Business School), Oded Netzer
(Columbia Business School).

“Why Firms Should Want Algorithmic Accountability” by Kalinda Ukanwa (University of Southern California), William Rand (North
Carolina State University), Peter Pal Zubcsek (Tel Aviv University)

“Novelty in Content Creation: Experimental Results Using Image Recognition on a Large Social Network” by Justin Huang (Universi-
ty of Michigan), Rupali Kaul (INSEAD), Sridhar Narayanan (Stanford University)

“Monetization of Knowledge Videos” by Yuhua Liu (Renmin University of China), Francesca Sotgiu (Vrije Universiteit Amsterdam),
and Xia Wang (Renmin University of China)

15:00-16:30
SS2 - Moving towards a food-waste free world: Combining different approaches to reduce food waste

Session Chair:
Dr. llona E. de Hooge, Associate Professor Marketing and Consumer Behaviour, Wageningen University

Papers:

Morals over money: The surprisingly powerful link between moral motivations and consumers’ food waste

Daphne Ribbers (Ghent University), Erica van Herpen (Wageningen University), Maggie Geuens (Ghent University), and Mario Pande-
laere (Virginia Tech).

Impact of ‘Best-Before’ Date Label Removal on Purchase: Evidence from a QuasiExperiment in UK

Shantanu Mullick (Coventry University), Mohammad Iman (Coventry University), Erica van Herpen (Wageningen University), and
Sally Dibb (Coventry University).

A multi-actor approach to imperfections - Marketing strategies to reduce suboptimal foods waste in supply chains

llona E. de Hooge (Wageningen University), Hans van Trijp (Wageningen University)

Reducing Food Waste Conveniently—The Case of Semi-prepared Food

Jenny van Doorn (Groningen University), Marit Luiting-Drijfhout (Groningen University), Koert van Ittersum (Groningen University),
Amber Werkman (Groningen University).
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SS6 - Marketing for Social Good: The Impact of Incentives on Donation Behavior

Special session chairs and affiliations:
Hans Risselada (University of Groningen), Pascal Gunturkun (Wu Vienna), Sven Mikolon (Imperial College London)

Structure and content of special session:

The Effectiveness of Donor Marketing: A Meta-Analysis of Donation Behavior

Jacob Schjgdt (Copenhagen Business School), Edlira Shehu (University of Groningen),
Tammo Bijmolt (University of Groningen)

Strengthening Incentive Strategies for Plasma Donation Collection

Antonia Leile, Besarta Veseli, Michel Clement (Research Group on Health Marketing,
Institute for Marketing, University of Hamburg, Hamburg, Germany)

Promises and Pitfalls of Charity Lotteries: The Role of Donor History

Hans Risselada (University of Groningen), Sven Mikolon (Imperial College London),
Pascal Gntirkin (WU Vienna)

The Effect of Personalized Impact Feedback on Social Media Sharing and New Donor
Acquisition: A Field Experiment at the Red Cross

Pascal Glntirkin (WU Vienna), Nils WIomert (WU Vienna), Martin Schreier (WU
Vienna)

SS10 - Investigating the Impact of Changes in the Market Environment on the Grocery Sector

Session chairs:

Yuanyuan Zhang (Katholieke Universiteit Leuven)
Dingli Wu (Katholieke Universiteit Leuven)

Marco Kotschedoff (Katholieke Universiteit Leuven)

Papers:

Hard discounters versus supermarkets: The introduction of national brands by hard discounters
Lisa Joerg', Karen Gedenk’, Barbara Deleersnyder? Soren Christiansen’

1 University of Hamburg

2 Tilburg University

How do individual-sensed threats impact consumers’ grocery shopping behavior?

Dingli Wu', Els Breugelmans', Lien Lamey’

1 Katholieke Universiteit Leuven

How do temporary VAT cut policies change grocery consumer prices?

Yuanyuan Zhang', Marco Kotschedoff ', Kathleen Cleeren’

1 Katholieke Universiteit Leuven

Sober irony: reciprocal spill-over effects of advertising alcohol-free products on alcohol sales
Stijn Maesen', Saeid Vafainia?, Carl-Philip Ahlbom?, Michael Haenlein? 4

1 Imperial College Business School

2 ESCP Business School

3 University of Bath

4 University of Liverpool Management School

SS14 - Effective Influencer Marketing IV

Session Chair:
Maximilian Beichert (HEC Paris)

Papers:

“What Drives Virtual Influencer’s Impact?” by Giovanni Luca Cascio Rizzo (LUISS Guido Carli University), Jonah Berger (Wharton
School), and Francisco Villaroel Ordenes (LUISS Guido Carli University)

“Timing Matters: The Impact of Post Sequencing on Consumer Perception and Engagement in Influencer Marketing” by Xueqi
(Sookie) Bao (INSEAD), Stephanie C. Lin (INSEAD), and Amitava Chattopadhyay (INSEAD)

“Image Choices in Fundraiser Campaigns: Can Nonprofits Learn from Nano- Influencers?” by Roman Antoschin (WHU), and Chris-
tian Schlereth (WHU)

“The Rise of Influencer Sharenting — What is it and How Can Children Be (Better) Protected?” by Lucia Malar (University of Bern,
Switzerland), Andrea Giuffredi-Kaehr

41
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SS16 - Advancing and Integrating Value-Based Selling Research in Industrial Marketing: New Theories,
Methods, and Perspectives

Session Chair(s):

Joona Kerédnen, RMIT University

Ed Nijssen, Eindhoven University of Technology
Michel van der Borgh, Copenhagen Business School
Harri Terho, Tampere University

Session Presentations:

Selling Value in Business Markets: Strategic Imperatives and Research Avenues. Eva Bohm, University of Paderborn, Andreas
Eggert Freie Universitat Berlin, Wolfgang Ulaga, INSEAD

Embracing a Value-Based Selling Ecosystem Strategy: Research Avenues. Néomie Raassens, Eindhoven University of Technology &
Stefan Wuyts, Penn State University

Value-based selling in pricing and negotiations. Roland Kassemeier, Warwick Business School

Value-Based Selling and Servitization. Christian Kowalkowski, Linkdping University

17:00-18:30
SS5 - Sustainability in Retailing

Session chairs
Janneke Koster (University of Groningen)
Maarten Gijsenberg (University of Groningen)

Included papers:

The Impact of Voluntary Animal Welfare Labels

Marco Kotschedoff (KU Leuven)

Max Pachali (Tilburg University)

Anita Rao (Georgetown University)

A Green Premium: The Sustainable-Is-Expensive Intuition
Cara de Boer (Maastricht University)

Caroline Goukens (Maastricht University)

Anne ter Braak (Maastricht University)

Can Price Promotions Stimulate Sustainable Purchases?
Trang Bui (Tilburg University)

Barbara Deleersnyder (Tilburg University)

Arjen van Lin (Tilburg University)

Sustainable Business Models in Fashion: A Multi-Actor Perspective
Janneke Koster (University of Groningen)

Jan Willem Bolderdijk (University of Amsterdam)

Marijke C. Leliveld (University of Groningen)

Hans Risselada (University of Groningen)

SS9 - Marketing's Financial Impact: Knowledge, Skills, and Channel Dynamics

Session Chair
Christian Schulze, Associate Professor of Marketing, Frankfurt School of Finance & Management

Session Papers and Authors:

What is the Value of Marketing Knowledge in Organizations?

Paul Hilfrich, with Christine Moorman and Simone Wies

Marketing Your Share: The Impact of Marketing Capabilities on Investor Relations
André Tomano with Thomas Post, Niels Holtrop, and Joost Pennings

Trick or Treat? The Stock Market Impact of Fake Reviews

Alexander Edeling, with Philip Pollmann-Fervers, Marc Fischer, and Thomas Scholdra
Online Brand Shops

Christian Schulze
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S§S26 - Online Consumer Privacy Il

Session Chairs
Klaus Miller, HEC Paris, France
Bernd Skiera, Goethe University Frankfurt, Germany

Titles of Papers, Authors, Affiliations, and Presenters:

Alexandra Becker (University of Tibingen), Christian Hotz-Behofsitz (WU Wien), Nils WIomert (WU Wien), Dominik Papies (Universi-
ty of Tlbingen). “Privacy Regulations and Advertising in Offline Markets: Evidence from Randomized Field Experiments”.

Gilian Ponte (University of Groningen), Tom Boot (University of Groningen), Thomas Reutterer (WU Vienna), and Jaap Wieringa (Uni-
versity of Groningen). “Private Randomized Response: Consumers' Perceptions of Privacy Risk”.

Fang-Yu Lin, Laura Brandimarte, and Sue Brown (all University of Arizona). “Educating Senior Citizens about the Risks of PIl Expo-
sure on the Dark Web and Surface Web: A Privacy Protection Study”.

Kinshuk Jerath (Columbia Business School), and Klaus Miller (HEC Paris). “Using the Dual-Privacy Framework to Understand Con-
sumers' Perceived Privacy Violation Under Different Firm Practices in Online Advertising”.

SS27 - Transcending Reality: Unraveling Positive and Adverse Effects of Mixed Reality Product Interaction

Session Co-chairs:
David Finken (ETH Zurich), Dorothea Nilusha Aliman (University of Muenster)

Presentations:

Part | — AR: Project 1 “Buyer, Beware: Augmented Reality Product Display Increases Consumer Preferences for Inferior but Not for
Superior Products,” by David Finken (ETH Zurich), Thomas Scheurer, Leif Brandes, Reto Hofstetter (last three, University of Lucerne)
Part | — AR: Project 2 “On my table, close to me, | can do it: Augmented reality effects on desirability through concreteness and
self-efficacy,” by Juliana Moreira Batista (Fundagéo Getulio Vargas), Ana Valenzuela (ESADE- Ramon Llul & Baruch College), Joseph
Koons (ESADE- Ramon Llul & Baruch College), Rhonda Hadi (Oxford University)

Part Il = VR: Project 3 “Consumer Behavior in the Metaverse: The Influence of Employee Avatar Presence and Product Embarrass-
ment,” Darius-Aurel Frank, Jason DiPalma, Sascha Steinmann (all three Aarhus University), Tobias Otterbring (University of Agder)
Part Il = VR: Project 4 “The Best of Both Worlds? Hybrid New Product Development Team Meetings in the Metaverse,” by Dorothea
Nilusha Aliman, Thorsten Hennig-Thurau (all University of Muenster)

Thursday (30th of May, 2024) - 11:30-13:00

SS21 - Effective Influencer Marketing V

Session Chair(s):
Jan Klostermann (University of Cologne), Maximilian Beichert (HEC Paris)

Papers:

“Influencer Topic Variety and Consumer Engagement” by Alida Volkmer (TUM School of Management), Jan Klostermann (University
of Cologne), and Martin Meissner (TUM School of Management)

“Data Trading and Social Equity — How do Influentials Evaluate their Data?” by Renana Peres (The Hebrew University Business
School), and David Schweidel (Goizueta Business School, Emory University)

“Distilling Brand Alliance Opportunities from Information Networks” by Pankhuri Malhotra (University of Oklahoma), Daniel Ringel
(University of North Carolina Chapel Hill), Keran Zhao (Pennsylvania State University), and Yaxin Cui (Northwestern University)
“Spreading Seeds: Using Community Detection to Improve Viral Marketing Campaigns” by Dingli Wu (KU Leuven), Ralf van der Lans
(Hong Kong University of Science and Technology), and Xi Chen (Erasmus University Rotterdam)

SS30 - “Relationship Marketing for Future!”
Leveraging Co-responsibilization to Enhance Sustainability

Session Chairs

Andreas Eggert

Professor of Business and Service Marketing
School of Business & Economics
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Freie Universitat Berlin, Germany

Lena Steinhoff

Professor of Marketing and Digital Transformation
Faculty of Business Administration and Economics
Paderborn University, Germany

Benedikt Alberternst

Doctoral Candidate and Research Assistant in Marketing
School of Business & Economics

Freie Universitat Berlin, Germany

Katharina Kessing

Doctoral Candidate and Research Assistant in Service Management
Schumpeter School of Business and Economics
University of Wuppertal, Germany

Session Format

This interactive special session seeks to motivate research that combines relationship marketing approaches with research on
sustainability. Our goal is not only to share the ideas around co-responsibilization but to assist interested individuals with finding
potential research collaborations. The components of the session include:

« Part I: Short impulse presentations to stimulate thinking and motivate discussions

« Part II: Small-group research idea brainstorming discussions, facilitated by a session chair or presenter

« Part IIl: Identification and discussion of high-potential research ideas emerging from brainstorming.

SS31 - Challenges in the Interpretation of Research Results: Errors, Biases, and Temporal Dynamics

Session chair:
Irene Scopelliti, Bayes Business School, City University of London

Papers:

Systematic Errors in Interpreting Binary Dependent Variables: Demonstrations, Recommendations, and Web Applications
Shwetha Mariadassou, Erasmus University Rotterdam, The Netherlands

Christopher Bechler, University of Notre Dame, USA

Blakeley McShane, Northwestern University, USA

S. Christian Wheeler, Stanford University, USA

The Big Data Fallacy

Joachim Vosgerau, Bocconi University, Italy

Gaia Giambastiani, Vrije Universiteit Amsterdam, The Netherlands

Irene Scopelliti, Bayes Business School, City University of London, UK

Control Group Neglect

Guy Voichek, Imperial College London, UK

Ravi Dhar, Yale University, USA

Shane Frederick, Yale University, USA

Life is Uncertain — Eat Dessert First: Macro-level Uncertainty May Explain Why People No Longer Prefer Improving Sequences
Chaumanix Dutton, Arizona State University, USA

Kristin Diehl, University of Southern California, USA

SS35 - Encouraging Consumer Well-Being and Equality in Marketing
Session Chairs:

Klara Greinwald, University of Passau
Alisa Keller, University of Passau
Eileen Dauti, University of Passau

Papers:

Consumer Resilience and Well-Being in Times of Crisis

Stefan Hoffmann, Kiel University, Ingo Balderjahn, University of Potsdam, Felix Reimers, Kiel University

Increasing Purchase Intention & Behavior towards Natural Plant-based Foods by Adding a Preparation Suggestion Description
Nicky Coucke, Ghent University, Hendrik Slabbinck, Ghent University, Iris Vermeir, Ghent University

Exploring Gender Equality and Female Empowerment Through Femvertising: A Comparative Analysis in Iceland and Hungary
Anna To6rok, Corvinus University of Budapest, Erzsébet Malota, Corvinus University of Budapest
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The Stigmatization of Menstruation in Marketing Has to Stop! Period.
Klara Greinwald, University of Passau, Alisa Keller, University of Passau, Eileen Dauti, University of Passau, Dirk Totzek, University of
Passau

SS39 - Navigating Human-Al Dynamics: Insights from Contemporary Consumer Research

Session Chair:
Melanie Clegg (WU Vienna)

Papers and Authors:

Al Creativity: Studying Effects of Similarity in Co-Work with Generative Al

Melanie Clegg (Presenter, WU Vienna), Marc Bravin (University of Lucerne), Reto Hofstetter (University of Lucerne), Christoph Fuchs
(University of Vienna), Christina Schamp (WU Vienna)

Artificial Aesthetics: Exploring Consumer Perceptions of Al-Created Art

Tim Doring (Presenter, Maastricht University), David Finken (ETH Zurich), Rebecca Chae (Santa Clara University), Emir Efendi¢
(Maastricht University)

Giving Algorithms a Human Touch: Highlighting Human Input Increases Perceived Helpfulness of Algorithmic Advice

Yue Zhang (Presenter, Rotterdam School of Management), Mirjam Tuk (Rotterdam School of Management), Anne-Kathrin Klesse
(Rotterdam School of Management)

The Age of Artificial Friends: How Do Al-Based Social Companions Affect Human-Human Interactions?

David Finken (ETH Zurich), Meike Zehnle (Presenter, University of St. Gallen), Martin Mende (Florida State University)

SS40 - Shifting Retailer Business Strategies and Models Induced by Global Macro-Events
Session Chair:

Prof. Shankar Ganesan

Raymond W. and Kenneth G. Herrick Collegiate Professor of Marketing
Department of Marketing

Mendoza College of Business

University of Notre Dame

Papers:

Macro-Events and the Retail Landscape: Unveiling the Dynamics of Business Model Adaptation and Retailer Strategy
Prof. Shankar Ganesan, University of Notre Dame

Prof. Murali Mantrala, University of Kansas

Prof. Nandini Nim, The University of Texas at El Paso

Grocery shopping behavior and the cost of living: (For whom) Does inflation matter?

Prof. Dr. Lien Lamey, KU Leuven

Prof. Dr. Els Breugelmans, KU Leuven

Prof. Dr. Sarah Gelper, University of Luxembourg & Eindhoven University of Technology

Manufacturer-Retailer Collaboration in the Face of Disruptions in Retail Environments: Current Insights, Innovations and Future
Research Directions

Prof. Murali Mantrala, University of Kansas

Discussant

Prof. Dr. Manfred Krafft

Director, Institute of Marketing and Chair of Marketing Management
Professor, University of Muenster

Muenster, Germany

14:00-15:30
SS17 - Effective Influencer Marketing Il

Session Chair(s):
Yanting He (Imperial College London), Maximilian Beichert (HEC Paris)



2024 EMAC 46
Papers:

“The Dual Role of Engagement in Seeding Campaigns” by Ulrike Phieler (WU Vienna), Florian Dost (BTU Cottbus)

“The Impact of Physicians’ Short Video Posts on Consumers’ Virtual Visits” by Yuhua Liu (Renmin Business School), Xiang Wang
(Renmin Business School)

“Walking the Talk: Leadership Diversity, Influencer Marketing, and Consumer Reactions” by Keran Zhao (Pennsylvania State Univer-
sity), Amy Pei (Northeastern University), and Pankhuri Malhotra (University of Oklahoma)

“How Much Influencer Marketing is Undisclosed? Evidence from Twitter” by Daniel Ershov (University College London), Yanting He
(Imperial College London), and Stephan Seiler (Imperial College London)

SS18 - Quantitative Marketing 4: Marketing & Society

Session chair:

Iris Steenkamp / Rupali Kaul

Co-chairs:

Alina Ferecatu (Rotterdam School of Management, Erasmus University)
Rafael Greminger (UCL School of Management)

Daniela Schmitt (Nova School of Business and Economics)

Dominik Papies (University of Tiibingen)

Papers:

“Gender Disparity in Online Reputation: Evidence from an Online Freelance Platform”, by Mimansa Bairathi (UCL School of Manage-
ment), Anja Lambrecht (London Business School), and Xu Zhang (London Business School)

“Do Customers Respond to Social Movements? Evidence from Gender-Stereotypical Purchases After #MeToo”, by Clément Bellet
(Erasmus School of Economics), David Dubois (INSEAD) and Frédéric Godart (INSEAD)

“Call Me Maybe: Does Customer Feedback-Seeking Impact Non-Solicited Customers?”, by Rupali Kaul (INSEAD), Stephen Anderson
(Texas A&M University), Pradeep Chintagunta (Chicago Booth) and Naufel Vilcassim (London School of Economics)

“Can Selling Empower? Experimental Evidence from India. by Iris Steenkamp (Bocconi University), Rajesh Chandy (London Business
School), Om Narasimhan (London School of Economics) and Gaurav Mehta (Dharma Life).

SS24 - Responsible Retailing

Session chairs:
Kristopher Keller (University of North Carolina at Chapel Hill), submitting chair
Jonne Guyt (University of Amsterdam)

Papers:

Estimating Consumers’ Preferences for Sugar: Evidence from Reformulations
Stephan Seiler'?, Xinrong Zhu'

1 Imperial College London

2 CEPR

Sizing the Market for Sustainable Products

Max Pachali', Bart Bronnenberg’, and Thomas Otter?

1 Tilburg University

2 Goethe University Frankfurt

Retail Implications of COVID’s Disruption to Household Purchase Cycles

Mike Palazzolo', Ashwin Aravindakshan', Kay Peters'?, and Prasad A. Naik’

1 University of California Davis

2 University of Hamburg

Retiring the Store Flyer: Effects of Dropping Print Store Flyers on Household Grocery Shopping Behavior
Arjen van Lin', Jonne Guyt?, and Kristopher Keller®

1 Tilburg University

2 University of Amsterdam

3 University of North Carolina at Chapel Hill
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SS25 - The B2B Edge: Phenomena, Theories, and Methods

Session Chairs:
Qiong Wang (University of Oklahoma), Erik Mooi (University of Melbourne), Stefan Wuyts (Pennsylvania State University), Ajay K.
Kohli (Georgia Institute of Technology)

Session structure:
Keynote Presentations: Insights from Stefan Wuyts, Ajay Kohli, and Erik Mooi on the current state and future of B2B research, mod-
erated by Qiong Wang.

« Stefan Wuyts will present the key insights from a forthcoming 2024 ISBM B2B Marketing Trend Study. He will outline the
key priority domains that B2B marketing practitioners and academics see as the main challenges, needed skills, and knowledge
gaps in the coming 3-5 years.

« Ajay Kohli will discuss frequently encountered traps in B2B theory development in conceptual as well as empirical works.
These relate to unclear constructs and flawed arguments for supporting hypotheses, particularly those involving interaction effects.

« Erik Mooi will discuss a set of recent advancements in how we approach B2B questions, touching upon data and data
innovations, such as machine-based text analysis, as well as the use of natural experiments and experimentation, and the more
recent approaches to tackle endogeneity.

Panel Discussion: An interactive session involving all speakers, discussing research priorities, conceptual and methodological chal-
lenges, and the impact of technological advancements on B2B research.

Q&A and Open Forum: Encouraging audience engagement and fostering an open dialogue between and among attendees and
speakers.

SS32 - Leveraging the Power of Generative Al for Branding and (Online) Marketing

Session Chair:
Martin Reisenbichler (University of Hamburg)

Papers:

One Model Fits All? Explore the Zero-Shot Capabilities of Multimodal Large Language Models for Automated Marketing Image
Analytics

Maximilian Konrad (Technical University Munich), Jochen Hartmann (Technical University Munich)

The Power of Generative Marketing: Can Generative Al Reach Human-Level Visual Marketing Content?

Yannick Exner (Technical University of Munich), Jochen Hartmann (Technical University of Munich), Samuel Domdey (Technical
University Berlin)

Automated Alignment: Guiding Visual Generative Al for Brand Building and Customer Engagement

Tijmen Jansen (University of Hamburg), Mark Heitmann (University of Hamburg), Martin Reisenbichler (University of Hamburg),
David A. Schweidel (Emory University)

Applying Large Language Models to Sponsored Search Advertising

Martin Reisenbichler (University of Hamburg), Thomas Reutterer (Vienna University of Economics and Business), David A. Sch-
weidel (Emory University)

Friday (31st of May, 2024) - 08:30-10:00

SS8 - New Developments in Advertising Research Insights from Ad Content, Context, Media Types, and
Planning

Session Chair:

Lisette Kruizinga — de Vries (DVJ Insights)
Co-chairs:

Maarten J. Gijsenberg (University of Groningen)
Tammo H.A. Bijmolt (University of Groningen)

Papers in this session:

How Brand Mentions in Television Advertising Affect Consumer Attention, Recall and Evaluation
Mark Vroegrijk (DVJ Insights)

Lisette Kruizinga — de Vries (DVJ Insights)

Out-of-Home Advertising: Content or Context?

Veronica Burbulea (University of Groningen)

Tammo H.A. Bijmolt (University of Groningen)

Maarten J. Gijsenberg (University of Groningen)
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Consistently Standing Out: The Impact of Advertising Creativity and Consistency
Xiongkai Tan (University of Groningen)

Evert de Haan (University of Groningen)

Jochen Hartmann (Technical University of Munich)

Jaap E. Wieringa (University of Groningen)

Integrated Advertising Mix Planning to Grow Mind-set Metrics and Sales

Hidde Smit (University of Groningen)

Maarten J. Gijsenberg (University of Groningen)

Tammo H.A. Bijmolt (University of Groningen)

SS28 - The Impact of New Technologies on Firms and Consumers

Session Chair:
Michael Haenlein, ESCP Business School & University of Liverpool

Papers:

Liability of Foreignness in Immersive Technologies: Evidence from Extended Reality Innovations
Hyoryung Nam (Whitman School of Management, Syracuse University)

Yiling Li (Yonsei School of Business, Yonsei University)

PK. Kannan (Robert H. Smith School of Business, University of Maryland)

Jeonghye Choi (Yonsei School of Business, Yonsei University)

Retail Media and the Customer Experience

Koen Pauwels (D'Amore-McKim School of Business, Northeastern University)

Influencer Marketing: Boon or Bane? Exploring Brand ROl

Margaret Cai (Kenan-Flagler Business School, UNC at Chapel Hill) and

Katrijn Gielens (Kenan-Flagler Business School, UNC at Chapel Hill)

Brand Safety in Online Games: When are Toxic Gaming Environments Harmful to Brands?
Stefan F. Bernritter (King’s College London)

llias Danatzis (King's College London)

Jana Moller-Herm (Freie Universitat Berlin), and

Francesca Sotgiu (Vrije Universiteit Amsterdam)

10:30-12:00

SS23 - Well-done and well-used: State-of-the-art & Al-based approaches for optimizing the production
and utility of meta-analyses in consumer research

Session Chair: Gratiana Pol, Hyperthesis
Discussant: Claudiu Dimofte, San Diego State University

Papers:

Current Data Extraction Practices in Meta-Analysis Research and How to Improve Them with the Help of Al
Gratiana Pol, Hyperthesis

Dominika Niewiadomska, European University Viadrina

Joseph Riley, European University Viadrina

Martin Eisend, European University Viadrina

Jade Winn, University of Southern California

Olga Koz, Kennesaw State University

Rick Wedgeworth, Cognetto

Jude Calvillo, Hyperthesis

A Visual Synthesis Approach for Enhancing the Utility of Meta-Analyses for Consumer Researchers and Practitioners
Gratiana Pol, Hyperthesis

Martin Eisend, European University Viadrina

Joseph Riley, European University Viadrina

Dominika Niewiadomska, European University Viadrina

Abhishek Borah, INSEAD

Deborah Maclnnis, University of Southern California

Jude Calvillo, Hyperthesis

Rick Wedgeworth, Cognetto

Roy Nijhof, Hyperthesis

Luciano Silvi, Hyperthesis
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How Much Have We Learned About Consumer Research? A Meta-Meta-Analysis
Martin Eisend, European University Viadrina

Gratiana Pol, Hyperthesis

Joseph Riley, European University Viadrina

Dominika Niewiadomska, European University Viadrina

Rick Wedgeworth, Cognetto

SS43 - Brand Activism and Inclusivity

Chairs:

Gijs Overgoor, Cox School of Business, Southern Methodist University
Yakov Bart, D’Amore-McKim School of Business, Northeastern University
Koen Pauwels, D’Amore-McKim School of Business, Northeastern University

Session Papers:

“The brand reputation impact of activism depends on the category and the kind of activism”

Presenting Author: Ludovica Scalco, Bl Norwegian Business School

“Racial Pay Gap in Influencer Marketing”

Presenting Author: Yakov Bart, Northeastern University

“Ad-vancing Diversity: A Longitudinal Analysis of Black Actor Representation in Television Advertisements”
Presenting Author: Koen Pauwels, Northeastern University

“From Representation to Reception: Evaluating the Impact of Diversity in TV Advertising

on Consumer Purchase Intention”

Presenting Author: Gijs Overgoor, Southern Methodist University

13:00-14:30
SS15 - Sustainability in Sports Marketing and Management

Session chairs:
Mihaela Constantinescu, Associate Professor, PhD, Marketing School, Bucharest University of Economic Studies, Romania
Gulberk Gultekin Salman, Associate Professor, PhD, Bahcesehir University, Turkey

Structure of the session (panel discussion):

« Sustainability and its Dimensions

* The Role and Impact of Sustainability in Sports

* Regulations Concerning Sustainability in Sports

« Case Study: Anadalu Efes Sustainability Strategy

» Research on Athlete’s Perspective on Sustainability in Sports
« Future Research and Strategic Approaches

Panelists:

Mihaela Constantinescu, Bucharest University of Economic Studies, Romania
Gulberk Gultekin Salman, Bahcesehir University, Turkey

Andreea Orindaru, Bucharest University of Economic Studies, Romania

Mihai Orzan, Bucharest University of Economic Studies, Romania

SS41 - From ChatGPT to the Metaverse — New Insights into Behavioral Drivers and Consequences of Al-
Based Technologies

Session Chairs:
Begum Celiktutan (Rotterdam School of Management)
Meike Zehnle (University of St. Gallen)

Papers and Authors:

Acceptability Lies in the Eye of the Beholder: Self-Other Biases in ChatGPT Collaborations

Begum Celiktutan (Rotterdam School of Management)

Mirjam Tuk (Rotterdam School of Management)

Anne-Kathrin Klesse (Rotterdam School of Management)

Theory of Machine: Lay Beliefs About Algorithmic Data Processing — Drivers of Recommendation Acceptance
Edmond Alcheikh Kozah (ESADE Business School, Barcelona)

Ana Valenzuela (ESADE- Ramon Llul & Baruch College, Barcelona)
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When “Chatting” Backfires: Conversational Interfaces Reduce Consumers’ Written Expression
Meike Zehnle (University of St. Gallen)

Gizem Yalcin Williams (University of Texas at Austin)

Christian Hildebrand (University of St. Gallen)

Consumer Judgment and Decision Making in the Metaverse

Mandeep K. Dhami (Middlesex University)

Ying Zhu (University of Guelph & University of British Columbia)

SS45 - Novel Applications of Generative Al in Marketing

Session Chair(s):
Arvind Rangaswamy, The Smeal College of Business, Penn State University, University Park, USA

Discussant:
Michael Haenlein, ESCP Business School, Paris

Papers:

Using Generative Al to Provide Scalable Feedback to Multimodal Exercises in Marketing Analytics
Lukas Jirgensmeier (Goethe University Frankfurt, Germany)

Bernd Skiera (Goethe University Frankfurt, Germany)

Bots Bargaining with Humans: Building Al Super-Bargainers with Algorithmic Anthropomorphization
Sumon Chaudhuri (ESSEC Business School, Cergy, France)

Arnaud De Bruyn (ESSEC Business School, Cergy, France)

Mining the “Mind of the Market” for New Product Ideas: A Prompted GenAl Model

Wenlan Yu (The Smeal College of Business, Penn State University, University Park, USA)

Ning Zhong (The Smeal College of Business, Penn State University, University Park, USA)

Arvind Rangaswamy (The Smeal College of Business, Penn State University, University Park, USA)

15:00-16:30
S$S33 - Quantitative Marketing 5: Machine Learning & Al

Session chair:

Dominik Papies (University of Tiibingen)

Co-chairs:

Alina Ferecatu (Rotterdam School of Management, Erasmus University)
Rafael Greminger (UCL School of Management)

Daniela Schmitt (Nova School of Business and Economics)

Iris Steenkamp (Bocconi)

Papers:

“Zero-shot learning for product recommendation using deep neural networks”

Sebastian Gabel (Rotterdam School of Management, Erasmus University), Daniel M. Ringel (Kenan-Flagler Business School, UNC)
“Modeling Conversational Agents: What is a Good Response Strategy”

Hulya Karaman (Singapore Management University), Ishita Chakraborty (Wisconsin School of Business, UW Madison), Shrabastee
Banerjee (Tilburg University)

“Leveraging Large Language Models for Optimized Title Generation in Digital Marketplaces”

Nico Schwarzer (University of Tlibingen), Aseem Behl (University of Tiibingen)

“Who Is Al Replacing? The Impact of ChatGPT on Online Freelancing Platforms”

0zge Demirci (Harvard Business School), Jonas Hannane (DIW Berlin and Technische Universitat Berlin), Xinrong Zhu (Imperial
College London Business School)

SS37 - Al and analytics in the multidisciplinary marketing ecosystem

Session chairs:

Maria Petrescu, Ph.D. Embry-Riddle Aeronautical University, Daytona Beach, FL, USA
Brooke Reavey, Ph.D. Dominican University, River Forest, IL, USA

Philipp Briiggemann, Ph.D. FernUniversitat in Hagen, Germany

Mihai Orzan, Ph.D. Bucharest University of Economic Studies, Bucharest, Romania
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The session is structured around the following essential topics:

1. Fostering value creation in hybrid public-private ecosystems with Al

This discussion explores how Al and algorithms can significantly contribute to value creation in hybrid ecosystems involving the
public and private sectors. The panel debate focuses on enhancing public-private interactions through Al (Dudau et al., 2023; Dudau
& Brunetto, 2022) and sheds light on Al’s role in managing the relationship between marketing and policy organizations.

2. Al-based innovation in the marketing ecosystem

This theme focuses on the transformative role of Al in innovating marketing strategies and practices. The session will discuss how
Al revolutionizes business-to-business marketing through innovative frameworks (Petrescu et al., 2022). Furthermore, the discus-
sion examines how Al-driven strategies are shaping the marketing landscape, based on recent academic literature.

3. Al and analytics adoption in multicultural marketing

The panel addresses the challenges and strategies for implementing Al and algorithms in diverse cultural settings, focusing on
adopting marketing information technology in various cultural contexts (Orzan et al., 2023). The role of Al and machine learning in
analytics and in understanding and navigating multicultural markets will be a key focus.

4. Al ethical practices in business and policy



POSTER SESSION

EMAC 2024 will have a single dedicated poster session, taking place on Thursday, 30th of May, from 17:30 to 19:00 at the third
floor hallway, right after the Award Ceremony.
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Pa:ger Title Authors & affiliation
Navigating the CSR Landscape in China: Ramendra Singh, IIM Calcutta; Joseph Sy-Changco, University
8 Interplay between Confucian Tradition and | of Macau; Chen Junsong, Xi'an Jiaotong-Liverpool University;
Institutional Isomorphism Josemaria Bassig, University of the Philippines Open University
) . . Namwoon Kim, Khalifa University; Soonhong Min, Yonsei
Interfirm Knowledge Sharing and Intrafirm . o ; ) .
13 : ; University; Flora Gu, The Hong Kong Polytechnic University,
Knowledge Maintenance for Supply Chain )
Department of management & marketing
Michael Schade, University of Bremen; Anna Sophie Hollstein,
Markstones Institute of Marketing, Branding & Technology,
University of Bremen; Daniel von der Wense, University of
19 The Role of Identification in Fan Behaviour | Bremen; Markstones Institute of Marketing, Branding &
- Insights for Professional Sport Clubs Technology; Christopher Kanitz, University of Applied Sciences
Upper Austria, School of Business and Management, Study
Programme Global Sales and Marketing; Christoph Burmann,
University of Bremen
22 Do they.walk the talk? Consumers . Francine Bagatini, FGV EAESP; Marcelo Perin, FGV EAESP
perceptions of sustainable companies
25 '?’?;E[Isr:‘grlzr:?e:zij/:egm:}lﬁegﬁglilr:aégg f;ltgg?/h?; Selina Strobel, Toulouse School of Management
Promgtmg susta'mable con-sur'nptlon Yingkui Yang, University of Southern Denmark; Jan Jensen,
27 behavior of mobile phones: evidence from . .
. University of Southern Denmark
an exploratory study in Denmark
Authenticity of SMIs — Construction and Luisa Mahn, University of Bremen; Kristina Klein, University of
32 Validation of a Holistic SMI Authenticity Bremen; Michael Schade, University of Bremen; Christoph
Construct Burmann, University of Bremen
A sustainability ratlona!e. Ge’Ftlng : Bonnie Simpson, Western University; Scott Connors, Western
41 consumers on board with strict online . oo ! ; ;
g University; Michelle Li Chen, Western University
return policies
Loss of Control: How Interactions with Chi Hoang, ESCP Business School; Xiaoyan Liu, Southwestern
43 Automated Retail Facilities Reduce university of finance and economics; Sharon Ng, Nanyang
Consumers' Willingness to Pay Technological University
. - Lo Felix Friederich, Ramon Llull University, IQS School of
Exploring digital artwork value creation in ; oo : : .
69 the NFT context Management; Maximilian Gerrath, University of Leeds; Jan
Meyer, IQS School of Management Barcelona
The effect of innovation ecosystems on Daniel Espinosa Saez, Universidad de Murcia; José Munuera-
85 the creation of innovation, economic, Aleman, Universidad de Murcia; Elena Delgado Ballester,
social, and environmental value. Universidad de Murcia
The Effects of Institutional Linkage on
88 Online Store Legitimacy and Shopping Aijing Song, Yunnan Normal University
Intentions
Natalia Maehle, Western Norway University of Applied
113 Embracing Digitalization in the Culture Sciences; Anders Rykkja, University of Agder; Rotem Shneor,
Sector: The Case of Cultural Crowdfunding | University of Agder; Ziaul Haque Munim, University of South-
Eastern Norway
Are Gifts a Delight or an Overhead Cost? Sourav Borah, Indian Institute of Management Ahmedabad; Sai
120 Impact of Donor Motivations on Siddharth VK, Indian Institute of Management Ahmedabad;
Preference for Gifts Arvind Sahay, Indian Institute of Management, Ahmedabad
Christopher Kanitz, University of Applied Sciences Upper
Austria, School of Business and Management, Study
124 What does it take? — Optimizing Visitor Programme Global Sales and Marketing; Olivia Biisser,
Experience at B2B Trade Fairs University of Applied Sciences Upper Austria, School of
Business and Management, Study Programme Global Sales
and Marketing; Michael Schade, University of Bremen
Behind the Scenes with Virtual Influencers: : : .
Unveiling Managerial Perspectives on the Jomar Duchain, Toulousg Business school,.AIexand.ra
125 Polyakova, Toulouse Business School; Marion Garnier, GEM -

Utilization of Virtual Influencers by
Companies

GRENOBLE ECOLE DE MANAGEMENT
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Two Perspectives of Korean Beauty

133 YouTubers and Followers to Explore Chih-Ping Chen, Yuan Ze Yniversity
Influencer Marketing
Measuring the eff'ecfcs of‘enforcmg acCess | piana Serrano de Lara, Universidad Auténoma de Madrid;
149 control on subscription video-on-demand - : . . .
Ignacio Redondo, Universidad Auténoma de Madrid
platforms
eWOM influence an analysis of homophily | Iker Oquinena, Universidad Complutense Madrid; Joaquin
160 and social identity effect on streaming Sanchez Herrera, Universidad Complutense de Madrid (UCM);
consumption. Abel Monfort, ESIC Business & Marketing School
Eg;[\aellli:gssrali\)/lyalcr;:igﬁspningzgCi:s|-r|nO\;Vn d Monica Mendini, University of Applied Sciences and Arts of
161 o . P . Southern Switzerland; Pia Furchheim, ZHAW School of
Impulsive Consumption Shape Shopping
Habits Management and Law
Sales Forecasting with Machine Learning: | Carlos Lourenco, Fundacao Getulio Vargas; Leandro Januario,
165 A Hybrid Approach for the Dynamic Fundacao Getulio Vargas; Vanessa Santos, Fundagao Getulio
Fashion Sector Vargas
Escaping from market fundamentalism -
195 Lessons from Karl Polanyi on marketing Jozsef Berdcs, Corvinus University of Budapest
theory
Post-purchase coanitive dissonance and Susana Fernandez-Lores, ESIC University-ESIC Business &
erceFi)ved environ?ental officacy: Marketing School; Natividad Crespo-Tejero, ESIC University-
198 fnoderated mediation on onliney. roduct ESIC Business Marketing School; Ruth Fernandez-Hernandez,
retUNS P ESIC University-ESIC Marketing & Business School; Fernando E.
Garcia-Muifia, Rey Juan Carlos University, Madrid, Spain
Multls.ensory. Emboghed Service Halldor Engilbertsson, Kristiania University College; Bertil
209 Experiences in Service Research - . .
. Hulten, Halmstad University
Explorative Framework
Social and economic impacts of mega
291 events on community participation and Salha Al Mohannadi, Qatar University; Tamer Elsharnouby,
support: the case of FIFA World Cup Qatar | Qatar University
2022
Investigating how the role of service Tiantian Wang, The University of Manchester; Nadia
250 robots impacts consumers’ emotional Papamichail, The University of Manchester; Sahar Karimi,
response and behavioural intention University of Liverpool
The Effect of Brand Equity on Consumer Konstantinos Koronios, University of Peloponnese; Lazaros
253 Purchase Intention: A Study of Small & Ntasis, Univeristy of Peloponnese; John Douvis, University of
Medium-sized enterprises (SMEs) Peloponnese - Sport Management Department; Athanasios
sponsorship activities Strigkas, University of Peloponnese
i ? B
Who Benefits M'ore'. The RQI? of Al Zizhou Peng, University of Greenwich; Yuan Yuan, Warwick
259 Human Interaction in Creativity .
. Business School
Augmentation
. . . Barbora Vaculova, Prague University of Economics and
Generation Y of transitional economy: - . o . - .
264 : Business; Jana Kovarovd, Prague University of Economics and
Branded consumer ethnocentrism :
Business
- . . Chrysi Alexiadou, University of Macedonia; Chris Vassiliadis,
Bridging Perception Gaps for Continuous . . - . S .
265 Retail Bank Quality Improvement University of Macedonia; Katerina Gotzamani, University of
yimp Macedonia; Maro Vlachopoulou, University of Macedonia
Consumer Value of Mindfulness BERTA TUBILLEJAS-ANDRES, UNIVERSIDAD DE VALENCIA;
Experience and Quality-of-Life through a : : . . g i
268 . . Jessica Stanton, University of North Carolina Wilmington;
Transformative Service Research ; . : .
. Martina Gallarza, University of Valencia
perspective
Redefining Success in Crowdfunding
277 Projects: Empirical Evidence of Mindful Ana Gomez Olmedo, ESIC University; Maria Eizaguirre Diéguez,
Consumption Promotion in Kickstarter ESIC University
Using Fuzzy Set QCA
Dunia Harajli, Lebanese American University; Bart Norré,
The Integration of Color Perception and University of Applied Sciences Western Switzerland; Guillaume
282 Product Design: A Gestalt Approach to Fernandez, PHD Candidate University of Geneva; Kirti Dutta,
Understanding Marketing Effectiveness Rishihood University; Elise Godel, University of Applied
Sciences Western Switzerland
290 How does Firms’ Social ESG Rating Lingling Zhang, China Europe International Business; Yajin

Influence Online Brand Equity

Wang, China Europe International Business; Hongyu Shan,
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China Europe International Business; Ziging He, China Europe
International Business School

Cross-Cultural Negotiation Dynamics in

Laszlo Jozsa, Pannon University - Szechenyi Istvan University;

293 Laos: Examining the Impact of Cultural Annamaria Sasné Grosz, University of Pannonia; Sengsouly
and Institutional Factors Homedahack, Pannon University
Crowdfuncjmg asan aljcern.anve mindful Maria Eizaguirre Diéguez, ESIC University; Ana Gomez Olmedo,
295 consumption behavior: Evidence from - .
- ESIC University
Kickstarter
Examining When and How Taking Charge | Wing Lam, The University of Manchester; Ziguang Chen,
299 Invigorates or Depletes Service Frontline University of Derby; Kan Ouyang, Shanghai University of
Employees Finance and Economics
. Vanessa Haselhoff, Hochschule fur angewandtes
Opportunities and Challenges for )
S - . Management; Mark Harwardt, Hochschule fur angewandtes
303 Employer Branding in Dealing with Y .
. Management; Kristina Bode, Krauss-Maffei Wegmann GmbH &
Employer Review Platforms Co. KG
307 The good, the bad, and the country image: | Hassan Mohamed, University of Hull, Ream Kinawy, Gulf
Exploring Egypt's Perception on Twitter (X) | University for Science and Technology
Laxminarayana Yashaswy Akella, Indian Institute of
Management Ahmedabad; praveen kopalle, Dartmouth College;
313 A Network View of Customer Browsing Anirban Adhikary, Indian Institute of Management Udaipur;
and Purchase Decisions Sourav Borah, Indian Institute of Management Ahmedabad;
Amalesh Sharma, Mays Business School, Texas A&M
University
Through their eyes. hovy service §ett|qgs Wilderson Furtado, University of Sdo Paulo; Caroline Pereira,
314 can be therapeutic to sighted guides in . ; = ) ; . .
; University of Sdo Paulo; Kavita Hamza, University of Sao Paulo
road running
The impact of Food Expert Influencers on Rafallla'leoIetta Ka.llloupl, National and Kapqdlstrlan
: . : University of Athens; George Tsourvakas, National and
317 consumer behavior towards biological - . ity of i A .
roducts Kapodistrian University of Athens; Lamprini Piha, National and
P Kapodistrian University of Athens
One man'’s trash is another man'’s
319 treasure: The need of open data and tools | Vasileios Mygdalis, University of Antwerp; Nathalie Dens,
for research reproducibility in screen- University of Antwerp
based eye-tracking marketing experiments
A-sentiment-analysis-of-Michelin-3-star- Gabriella Man Wai Au, University of Macao; Joseph Sy-
320 . .
Restaurants Changco, University of Macau
Securing Competitive Advantages
347 Through Sustainable Proposition: Ruirui Zhang, Framingham State University; Tracie Tung,
Empirical Analysis of US Fashion Small California State University, Northridge
Business Orientations
Disgusted by the target: Emotion based Youngwon Hahn, Korea University; Jongwon Park, Korea
355 : ; : -
approach of the repulsion effect University Business School
Streamers' Influence n Live Shopp!ng: A Michele Girotto, Universitat de Barcelona; Carolina Nicolas,
364 Cross-Country Analysis of Persuasive University of Santiago Chile (USACH)
Styles and Product Value Communication y 9
365 Dlsableq Social Media Influencers and Sona Klucarova, University of Nebraska at Omaha
Perceptions of Product Luxury
366 Craft vs. industrial. A consumer Antea Gambicorti, University of Pisa; Daniele Dalli, University of
perspective Pisa
367 The effect of positive versus negative Karen Gorissen, Vrije Universiteit Amsterdam; Bert Weijters,
framing on the Negative Footprint Illusion | Ghent University; Berre Deltomme, Ghent University
393 Being like a child — whether, how and for Kamil Lubinski, Politechnika Lodzka; Magdalena Grebosz-
whom we buy toys from nostalgic brands | Krawczyk, Politechnika Lodzka
Explorlng.users pgrceptlons of Web 3.0: Annalisa Fraccaro, TBS Business School; Philippine Loupiac,
413 an analysis of motivations and .
. TBS Business School
expectations
How to engage students to change their Hamidreza Khodaverdi, University of lyon 2; Isabelle Prim-Allaz,
414 eating behaviors? Increasing their University of Lyon 2; Aina Vatosoa Ravoniarison, University of

empowerment through gamification

Lyon 2
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The Impact of Stimuli Person’s Arousal

Sofie Sagfossen, Oslo New University College; Nora Alomar,

436 Depicted in Video Advertising Clips Durham University Business School
Distilling the Factors Influencing the
444 Adoption of Sustainable Disruptive Alba Ramirez Pages, University Ramon Llull; Belén Derqui, IQS
Innovations: The Case of No or Low- Universitat Ramon Llull; Marc Polo Lépez, Ramén Llull
Alcoholic Spirits
- : _ Viktorija Viciunaite, Western Norway University of Applied
450 Eﬁ:}i ﬁ}tgLnsiz%ea';?eogo’ii]tgggﬁin "I)'he Sciences; Aruna Tatavarthy, NHH Norwegian School of
9 Economics; Rosalie Lai, NHH Norwegian School of Economics
.. . Marianna Halinen, University of Eastern Finland; Nino
From aroma to action: Understanding the . . . LT N
: Ruusunen, University of Eastern Finland; Heli Hallikainen,
452 dynamics of congruent scents and green ; . : . . : .
. University of Eastern Finland; Tommi Laukkanen, University of
consumption values i
Eastern Finland
. - . Per Freytag, University of Southern Denmark, Department of
University industry collaboration for : ; . .
455 . . Entrepreneurship and Relationship management ; Ann Clarke,
sustainable business development ) :
University of Southern Denmark
- . Mototaka Sakashita, Graduate School of Business
How does Materialism Drive Japanese L : . : o U
\ L Administration, Keio University; Rahul Goswami, Vinod Gupta
Consumers’ Participation in Peer-to-Peer - .
461 L School of Management, Indian Institute of Technology
Exchanges? Role of Religiosity and h h - h :
Spirituality Kharagpur, Kharagpur, India; Swagato Chatterjee, Queen Mary
University of London, UK
Two-'S|ded.AnaIyS|s of Tr.USt n MOb”e Jasmin Ebert, University of Applied Sciences Wiesbaden; Peter
472 Providers in Germany Using a Mixed . ) : . . :
Winzer, University of Applied Sciences Wiesbaden
Methods Approach
Always the best for consumers? - The
477 effect of comparative advertising on the Timo Kienzler, Pforzheim University
activation of a maximizing mindset
Selina Hager, University of Applied Science Upper Austria;
. . Christopher Kanitz, University of Applied Sciences Upper
492 :_ni?l:;ncge]:rl?/lr:rllfezt(i:ﬁ Hi?]vxétz%manage Austria, School of Business and Management, Study
9 Programme Global Sales and Marketing; Michael Schade,
University of Bremen
Beyond Reality: Transforming Time
519 Perception and Environmental Attitudes Tobias Regensburger, LMU Munich
through Virtual Reality
Revenge Consumption — A longitudinal Felix Reimers, Kiel University; Wassili Lasarov, Audencia
520 data analysis to explore individual Business School; Hanna Reimers, Kiel University; Stefan
compensation after deprivation Hoffmann, Kiel University
Who Takes the Wheel? Exploring Vaishnavi Kale, IE Business School, IE University, Madrid; Eda
522 Consumers’ Preferences for Service Sayin, IE Business School; Stefanie Beninger, Nyenrode
Functioning-Drones Business Universiteit
508 Clienteling in fashion luxury retailing Ka’Fherlrje Sresnewsky, University of Sdo Paulo; Andres Veloso,
University of Sao Paulo
531 Pursuing the Origins of ESG in Marketing Katerina Papakonstantinou, University of Piraeus; MARKOS
Literature: A Bibliometric Analysis TSOGAS, University of Piraeus
Sedigheh Monavari, Warwick Business School, University of
Beyond the Bargain: Deciphering the Warwick, UK; Iman Ahmadi, Warwick Business School, the
532 Complexities of Food Choices in Light of University of Warwick; Nick Lee, The University of Warwick;
Consumer Identity SeyedAlireza Mirbagheri, Sharif University of Technology; John
Rudd, Warwick Business School
Somara Gantenbein, University of Applied Sciences and Arts
Northwestern Switzerland, Institute for Market Supply and
N s N Consumer Decision-Making; Annalisa Stefanelli, University of
Navigating Rural Realities: An Examination . . . .
L Applied Sciences and Arts Northwestern Switzerland, Institute
546 of Acceptance and Usage Intention in On-

Demand Public Transport Services

for Market Supply and Consumer Decision-Making; Dorothea
Schaffner, School of Applied Psychology; Tobias Arnold,
Interface Politikstudien Forschung Beratung AG; Gabriele Butti,
conim ag
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Breaking the taboo: The role of online

René Kerschbaumer, CAMPUS 02 University of Applied
Sciences; Alice Danglmaier, CAMPUS 02 University of Applied

560 reviews for adoption of online mental Sciences; Silvia Geier, CAMPUS 02 University of Applied
health services. Sciences; Dietmar Kappel, CAMPUS 02 University of Applied
Sciences
Household Food Waste Determinants in RILA ANGGRAENI, GHENT UNIVERSITY, UNIVERSITAS
574 Developed and Developing Countries: A BRAWIJAYA; Hendrik Slabbinck, Ghent University; Anneleen
Systematic Literature Review and Van Kerckhove, Ghent University; Radityo Handrito, Ghent
Research Agenda University, University of Antwerp, Brawijaya University
Dark _magic of tidying up: physical Gunes Biliciler, Kog University; Rajagopal Raghunathan, The
578 orderliness leads to unfavorable . . :
. University of Texas at Austin
evaluations of people
HOYV Does Geograph|c.PrOX|m|ty Shape Ruichen Ge, University of Groningen; Evert de Haan, University
Online Interpurchase Time and Spending? . i ‘ . . .
582 : . of Groningen; Peter Verhoef, University of Groningen; Sha
Uncovering Patterns through Spatial f . : ;
. Zhang, University of Chinese Academy of Sciences
Economic Models
’ i 71 — i
It.s Justa (queo) Game?! A Systematic Verena Wecklein, University of Passau; Dirk Totzek, University
586 Literature Review on the Business and
. ) of Passau
Economics of Video Games
Profiting from sustainability? The effect of | Mdnika Alt, Babes-Bolyai University; Zombor Berezvai, Corvinus
607 sustainability-related innovations on the University of Budapest; Agardi Irma, Corvinus University of
performance of FMCG retailers Budapest
Explo.rlng'tourlst senpments gnd . Elisa Baraibar-Diez, University of Cantabria; Maria Bernal
emotions: an analysis of social media . . o .
611 . . Salazar, University of Cantabria; Jesus Collado Agudo,
engagement in urban and rural areas in ) 'ty of bri
Spain University of Cantabria
Virtual or Human Influencers: Who Elisabetta Benevento, University of Pisa; Davide Aloini,
623 i University of Pisa; PAOLO ROMA, UNIVERSITY OF PALERMO;
Matters More for Consumer Engagement? e - .
Raffaele Filieri, Audencia Business School
The Influence of Numerical Cues on the Hyunjung Crystal Lee, University Carlos Il of Madrid; Rahil
628 Choice of Cryptocurrency in Crypto Hosseini, Universidad Carlos Il de Madrid; Eline L.E. De Vries,
Philanthropy University Carlos Il of Madrid
; Barbara Francioni, University of Urbino Carlo Bo; llaria Curina,
Increasing Brand Awareness and . . . . T :
; University of Urbino Carlo Bo; Marco Cioppi, University of
630 Consumer Engagement: The Effects of bi | “Rob . . itv of Urbi |
Educational Digital Content Marketing Urbino Carlo Bo; Roberta De Cicco, University of Urbino Carlo
Bo; Mauro Dini, University of Urbino Carlo Bo
Exploring the Perception of Al-Altered Vanessa Lau, Brandenburg University of Technology Cottbus-
642 Personalities and Their Evocative Ties to Senftenberg; Florian Dost, Brandenburg University of
the Nostalgic Past Technology
Julia Eisner, Fachhochschule Wiener Neustadt, Campus
Wieselburg; Sandra Holub, University of Applied Sciences
Al or Not Al: Navigating Consumer Wiener Neustadt, Campus Wieselburg, Institute of Marketing,
645 Distrust in Automated Product Austria; Florian Goller, Fachhochschule Wiener Neustadt,
Descriptions and Purchase Intention Campus Wieselburg; Elisabeth Steiner, University of Applied
Sciences Wiener Neustadt, Campus Wieselburg, Institute of
Marketing, Austria
. N Junhua Li, University of Macau; Wing Chi Chow, University of
When does corporate social responsibility ) . A . .
650 . T Macau; Raymond Chi Ho Loi, University of Macau; Lawrence
drive customer participation? . .
Hoc Nang Fong, University of Macau
The less | know, the better? The impact of | Katharina Rzepucha-Hlubek, Heinrich-Heine-Universitat
658 labeling private-label brands as climate- Dusseldorf; Regina Harms, Heinrich Heine University
neutral Disseldorf
662 What motivates consumers to participate | Ksenia Rundin, Stockholm School of Economics; Jonas
in livestream shopping? Colliander, Stockholm School of Economics
673 How and why a geopolitical conflict Nienke Buters, Technical University Munich; Christoph
motivates political consumption Ungemach, TUM School of Management
May | have your attention, please! Social Thomas Reichstein, BTU Cottbus-Senftenberg; Florian Dost,
681 Media Engagement does not always Brandenburg University of Technology; Clara Galle,
reflect user attention Brandenburg University of Technology
636 Different Strategies to Meat Reduction: A Maureen Schulze, Copenhagen Business School; Meike

Consumer Segmentation Approach

Janssen, Copenhagen Business School
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Customer Experiences in Brand

Lijun Xie, SKEMA BUSINESS SCHOOL; Margherita Pagani,

688 Interactions within the Metaverse Skema Business school
Enclothed Cognition: The Impact of Tatiana Kozlova, Technische Universitat Berlin; Katrin Talke, TU
689 ; . ;
Clothing Style on Consumer Behaviour Berlin
693 Virtual vs human influencers: Can Danielle Barbe, Northumbria University; Alyaa Darwish,
Instagram users detect the difference? Northumbria University; Aleksandra Maricak, Trip.com
Jianmin Jia, Shenzhen Finance Institute, School of
The mediation and spillover effects of Management and Economics, The Chinese University of Hong
713 mobility on digital entertainment activities | Kong, Shenzhen, China; Yuan Yun, School of Economics and
during the pandemic Management, Tsinghua University; Jayson Jia, Faculty of
Business and Economics, University of Hong Kong
glel?gr?grg?;i d\g/ﬁl(l)iras (ree;(r?tltlentions the Thiago Guedes, Universidade Federal do Espirito Santo;
722 ggiome: patronag ' MARCELO BRANDAO, Federal University of Espirito Santo;
moderating role of region brand and S e . o .
) . ) Arthur Sarcinelli, Sdo Paulo School of Business Administration
consumer's affective commitment
732 Human for Exploration, Al for Exploitation | Hao Zhang, HEC Paris; Anne-Sophie Chaxel, HEC Paris
Modeling the dearee of Co-Creation in Lamis Alshalabi, INSEEC Business School; Florence JEANNOT,
735 9 9 INSEEC School of Business & Economics; Dampérat Maud,

NPD phases: Predictors and Outcomes.

Univ. Lyon 2, COACTIS
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TRACK SESSIONS (ORAL PRESENTATIONS)

Track sessions name abbreviation legend:

AMC: Advertising & Marketing Communications
B2B: Business-to-Business Marketing & Supply Chain

Management
CB: Consumer Behavior
DM: Digital Marketing & Social Media

IMMEC: International Marketing & Marketing in Emerging
Countries

IN: Innovation Management & New Product Development
MMMA: Methods, Modelling & Marketing Analytics

MST: Marketing Strategy & Theory

PBM: Product & Brand Management
PP: Pricing & Promotions

PS: Public Sector & Non-Profit Marketing
RM: Relationship Marketing
ROC: Retailing & Omni-Channel Management

SMPS: Sales Management and Personal Selling

SMSI: Service Marketing and Sevice Innovation

SRE: Social Responsibility & Ethics
TM: Tourism Marketing

58

Generic and Brand Advertising

Economics

Track Tratfk Timeframe Paper Title Authors & affiliation
chair ID
Y Unraveling Returns:.Ass.essmg the Shuyi Hao, ICN Business School; Yan Meng,
o © Influence of Communication Styles on G ble Ecole de M - Jie Xi
o2 - o New Tech Product Return Across renoble Ecole de Management; Jie Xiong,
>
5 - .. ESSCA School of Management
° s Digital Platforms
= 5 ~ You Can Do it! Or Can We? Personal Sebastian Sadowski, Radboud University
§ < 8 iy Pronouns and Their Impact on Nijmegen; Enny Das, Radboud University
o = Qe Consumer Goal Pursuit Nijmegen
5 2 > 8 The Underlying Mechanism of the
£ 2w S Effect of Syncing Ads with Brand Shikhar Bhaskar, University of Plymouth; Rob
= 2 N Placement on Brand Attitude: The Angell, University of Southampton
E K Mediating Role of Processing Fluency
o = . . . Matia Torbarina, University of Rijeka,Faculty of
5 ) Paying Attention to Faces: Dual Economics and Business; Tomaz Kolar,
S < Function of the Face in Advertisement o N, ’
University of Ljubljana
% 3 Facts over stories: How sustainability Melina Burkert, University of Hohenheim;
= — storytelling can backfire Verena Huttl-Maack, University of Hohenheim
=]
o > " Warning: This image has been digitally Kacy Kim, Bryant University; Sohyeon Park,
_g = 3 altered: Consumer reactions to Korea University; Seolwoo Park, Jeju National
2 B o alteration disclaimers University; Sukki Yoon, Bryant University
&) o m
N n & o , Matilde Rapezzi, University of Bologna; Gabriele
§ 3 o S o) Brands, Don't Try Too Hard: HOW Pizzi Unisersity of Bologna' Peetgr Verlegh
< = & O o Internet Slang Impacts Evaluations of Vv . . s y !
35 rije Universiteit Amsterdam, School of
4 ? Brand Messages ) ;
- o business and Economics
g B Jishnu Bhattacharyya, Nottingham University
S . . e
‘E" = [ Sustainability Communication and qumess Sghool Ch”?a' ,U”'Vefs'ty of
™~ . - . Nottingham Ningbo China; Balaji Makam,
= ™ Service Experience Expectations . ) .
© Rennes School of Business; Yangyang Jiang,
o The University of Nottingham Ningbo China
2]
[&] H H H H .
f= o Influencer Gifting as New Form of A”dfe Mgrchanq, Le|p2|g Unlver3|t¥, Andrea
o) 3 S Schondeling, University of Cologne; Theresa
c Advertising . . .
S Duenschede, Leipzig University
w
“ = L
o © . . . - Lebohang Masoga, University of Cape Town;
©° ?_ =4 < Reconnect_lng with .th.e p,as.t" examining Sulaiman Mohamed, University of Cape Town;
< o 15) o nostalgia advertising’s impact on L - . . .
3 S = o — purchase intentions Nkosivile Madinga, University of Cape Town;
<Et "C’ o 8‘ Kathryn Wahl, University of Cape Town
2 | z°
s 2 Effects of Generic Marketing on Brand
o L i tng - Nhat Le, Norwegian School of Economics;
b4 © Sales: The role of Generic Websites, Maane Supphellen. Norweaian School of
g < Generic Publicity, and the Interplay of 9 PP ’ 9
©
=
zZ
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The Impact of Atypical Smartphone

Stefan Rohrbach, University of Wuppertal;

S % Swiping on Attention and Brand Recall Daniel Bruns, University of Wuppertal; Tobias
E’_ in Social Media Langner, University of Wuppertal
S ) How to Gain and Hold Attention:
?_ = o Combining the Perspectives of Julian Kopka, University of Wuppertal; Lennart
g ?_ = o Research, Practice, and Consumers to Borgmann, University of Wuppertal; Tobias
1 5 o< Generate a Comprehensive List of Langner, University of Wuppertal
e o K2 Attention Tactics
< = ™S
5 > c‘Y_a o Don't Distract Me When I'm Detoxing! Lennart Borgmann, University of Wuppertal;
2] e 2 The Effects of Social Media Detox on Julian Kopka, University of Wuppertal; Tobias
,_% w Attention to Instagram Ads Langner, University of Wuppertal
o Using Viewport Logging to Measure Daniel Bruns, University of Wuppertal; Julian
& Q Gaining and Holding Attention Toward Kopka, University of Wuppertal; Lennart
e © Social Media Ads: A Validation via Borgmann, University of Wuppertal; Tobias
Mobile Eye-Tracking Langner, University of Wuppertal
S Jean-Louis Sterckx, KU Leuven; Yue (Archer)
5 - . Pan, Samuel Curtis Johnson Graduate School of
- © The Impact of Efficiency Ratios on . o
5 = Marketing Decisions Management, Cornell University; Bart De
5 9 Langhe, KU Leuven & Vlerick Business School;
g Stijn van Osselaer, Cornell University
= = How can YouTube commercials for a
= © . .
2 = o major svportlng.event b.e more Wenze ZHAO, ESSEC Business School; Marc
T S B engaging? Exploring the impact of Mazodier, ESSEC Business School
@ <8 advertising commonality and !
é g5 QS sponsorship
= | =
< > & § ® ' . Andres Veloso, University of Sao Paulo; Sofia
{ 2 @ < | Measuring Gender Stereotypes Using Ferraz, FGV-EAESP; Guilherme Shiraishi
w 2 S Readability Indexes On Advertising Ad : "d de de S5 ! lo: Vi "
= S Copy Universidade de Sao Paulo; Vitor Nog,aml,
S = Universidade Estadual de Maringa
IS
% Branded entertainment: Henrik Holzmann, EBS Universitat fur Wirtschaft
5 ~ A : und Recht; Jan Klein, IESEG School of
= ™ conceptualization, insights from . ) s g
= © ractice. and research agenda Management; Sven Henkel, EBS Universitat fir
£ P ’ 9 Recht und Wirtschaft
g 3 Website quality and partner selection Meriem EL BOUHALI, L'Ecole Supérieure Libre
5 © in B-to-B setting des Sciences Commerciales Appliquées
= s
) = THE B2B CEO AND CMO LINKEDIN
s > 5 5 @ POSTING INFLUENCE ON SALES Roberto Mora Cor‘c_ez, Sputhern Denmark
> £ o ~ University
- o2 &S REVENUE
a 5 2 N
@ =6 R Bu d Suppli -
o ) yers and Suppliers trust on E
s g ® % Marketplace in the Context of SMEs Kedwadee SonJr?iL\I/I;?:i/tee, Thammasat
% = Based on Signalling Theory y
b— Q
i = o How B2B Branding Research Edwin Nijssen, Eindhoven University of
'_% o Measures Up: A Systematic Review of | Technology; Christian Kowalkowski, Linkdping
L Key Themes, Theories, and Methods University; Joona Kerdnen, RMIT University
Enhancing customer willingness to pay | Joona Keranen, RMIT University; Anna Salonen,
s for digital services through the University of Jyvaskyld; Harri Terho, Tampere
o~ application of free-to-fee choice University; Juha Munnukka, University of
a architecture Jyvaskyla
m =
2 =
= Zo
N g o g ~ Platform Evolution for Data-driven Tanvir Ahmed, Linkdping University; Christian
a 8 2T Lo Service Growth: An Affordance Kowalkowski, Linkdping University; Alexey
o ) Perspective Sklyar, Linkdping University
c >
S, 3
S (- Christian Kowalkowski, Linképing University;
= . . Jochen Wirtz, NUS Business School/National
Customer Experience Management in . . . ] -
N B2B Markets: CX Value Propositions University of Singapore; Maria Holmlund,
Ig) ; Hanken School of Economics; Wolfgang Ulaga,

and Archetypal CXM Strategies

INSEAD; Tanvir Ahmed, Linkoping University;
Elina Jaakkola, University of Turku
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Xinming He, Durham University; Shan Zhao, 121
Baidi Road, Nankai District 300071 China

[
‘Cl_) . .
o o Customer Concentration and Firm R&D Email:;; Baichao Ma, School of Economics and
o Management
4] =
[0 ©
Z z8
™ 3 o Network capability and innovation in Bruna Costa, Universidade Federal do Parang;
a © 29 o SMEs: does participation in global Simone Didonet, UFPR - Federal University of
o - : g value chains matter? Parang; Ismail Golgeci, Aarhus University
g -
2 i
§ o How Manufacturing Firms Compete Florian Volkl, Freie Universitat Berlin; Andreas
S 9 with Industrial Software: A Dynamic Eggert, Freie Universitat Berlin; Wolfgang Ulaga,
5 Capabilities Perspective INSEAD
_8 Drivers of customer satisfaction and Swagato Chatterjee, Q”ee’.‘ Mary U_nlversn_y of
pe S ; London, UK; Prathamesh Kittur, Indian Institute
3] recommendation in B2B context: A . . .
3 o . L of Technology Madras; Sehar Aejaz ., National
= moderated sequential-mediation . ) .
A N . A Institute of Technology Srinagar; Shaza
4 model using text mining in user- . .
b Kawoosa, National Institute of Technology
G generated content Sri
@ rinagar
g = Sophie Feldner, Goethe University Frankfurt -
= © . .
o = Unveiling the Unique Value of Physical Fa(.:u.lty Of. Economlcs‘and Business .
o 5 o e : Administration - Marketing Department;
= o o B2B Trade Fairs: Mutual Social L . . h .
c £33 ™ Construction of the Trade Show Realit Dominik Hettich, Goethe University Frankfurt;
) 3 Qe y Torsten Bornemann, Goethe University
a S ) Frankfurt
Q0 o —— — - - -
2 g ® Account-Based Marketing in B2B Silvio (.:.ard'Q?l".UNIVPM' ‘qu! Mero, Un'YerS'tY
- o ~ markets: Conceptualization, key of Jyvaskyld; Simone Severini, Universita degli
Q 3 ™~ = ! Studi di Macerata; Harri Terho, Tampere
B = drivers and outcomes e
S University
"7.>‘ Julia Gyorffy-Schéfer, Aalborg University
= - L Business School; Poul Andersen, Aalborg
5 Digital footsteps: Insights from . . 5 -
e 0w e . . University Business School, Norwegian
I5) - organizational information search for R : .
- sales lead qualification University for Science and Technology (NTNU);
5 q Dr. Holger Roschk, Aalborg University Business
- School
- Gabriela Nobre Dias, University of Sdo Paulo
_ 9 Sustainability-based value creation and University of Antwerp; Kavita Hamza,
2 g N within a multi-stakeholder network: University of Sao Paulo; Annouk Lievens,
R . N balancing expectation’ conflicts within | University of Antwerp - Faculty of Business and
2w e the Amazon context Economics; Ingrid Moons, University of
£ 4 = Antwerp
Q g o9 Resilience in the Face of Adversity:
™ 2 oa & o o Evidence from a Multinational Amrita Mitra, University of Melbourne; Kersi
m w c S N — ™ . . . . . . .
I~ =% 0 RPN ™ Enterprise’s Expansion into Multiple Antia, Western University
o X X O K Markets
S g 8= Alicia Gerlach, Karlsruher Institut fiir
% o S S Can we trust that groups make Technologie - Marketing & Sales Research
o 'gw § ] sustainable purchase decisions? Group; Martin Klarmann, Karlsruhe Institute of
23 Technology (KIT)
2 c T - - - ;
<5 ) Prohibiting Unfair Trading Practices: Stefan Wuyts, Penn State University; Sotires
o © The Impact of a Regulatory ) ) ’ .
= - . - Pagiavlas, Pennsylvania State University
Intervention on Market Prices
When Should.Organlzathns Outsqurce Anna Stepanova, University of Groningen; Jon
~ Problem Solving? Balancing Functional . 8 :
Q = . - Sande, Bl Norwegian Business School; Kenneth
= and Technical Requirement . :
Y] © P . ; Wathne, University of Stavanger
@ S o Specifications in Public Procurement
© -(C; ‘E 2 o Effective Technology Licensing: Amir Hassanzadegan, The University of
Q 3 29 ~ Managing Double-sided Agency Melbourne; Erik Mooi, The University of
@ g 2 g Problems Melbourne; Jan Heide, Wisconsin-Madison
-:,C)U "é o Ali Shamsollahi, ESSEC; Simon J. Bell,
Z L g Post-Transgression Interorganizational | University of Melbourne; Danielle Chmielewski-
© Relationship Repair

Raimondo, University of Melbourne; Richard
McFarland, ESSEC Business School
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Consumer Perspectives: True Price

Sjoukje Goldman, Amsterdam University of
Applied Sciences; Jesse Weltevreden,

E Acceptance in the Shift Towards Amsterdam University of Applied Sciences;
% Sustainable Food Systems Florian Buehler, Vorarlberg University of Applied
I Sciences
‘g .
>
©
Z = Bing Bai, Montpellier Research in Management,
2 %o < Towards reducing purchases of plastic University pf Montpellier; Laurie BALBO,
% g S,- © bottled water: exploring the influence Grenoble Ecole de Management; Marie-
b = R of self-prophecy Christine Lichtlé, Montpellier Research in
© =] T o Management, University of Montpellier
(V] T o
= 8 —
> c
= 3 Categorization and Waste Martina Cossu, University of Bocconi; Elena
5 = o) Management: More Complex Bocchi, Bayes Business School (formerly Cass),
= o A . e . A
< < Recycling Systems Lead to Less City University of London; Irene Scopelliti, City,
é Wasting University of London
P
Aylin Aydinli, Vrije Universiteit Amsterdam; Kobe
E Are C;)on\s,cjangzgs ,\g(:rzr?i::LFe;c? dﬁ\verse Millet, Vrije Universiteit Amsterdam; Kristina
9°rg ’ Nadricka, Vrije Universiteit Amsterdam
Decisions for an Individual or for a Xuesong Shang, Zhengzhou University; Xilin Li,
N Group: Preference Shifts between China Europe International Business School;
€ — Algorithmic and Human Decision- Tian Qiu, East China Normal University; Jingyi
qé Makers Lu, East China Normal University
S
[
© S Ana Rita Gongalves, Nova Information
% = ™ From Regret to Subscrlptlpn. The Management School; Diego Costa Pinto, NOVA
3 © ™ Consequences of Al Classification . .
= N . ) Information Management School; Hector
@ Failures on Streaming Platforms X .
<) 5 Gonzalez, ESCP Business School
& £8
o 2 § =]
8 8 R Darina Vorobeva, NOVA IMS; Diego Costa
E) J® < Unveiling the Dark Side of Companies Pinto, NOVA Information Management School;
o g *® e g th e P Hector Gonzalez, ESCP Business School; Nuno
< c N Self-Promotion of Artificial Intelligence L. .
= S Antdnio, NOVA Information Management
“g = School (NOVA IMS)
&)
8
@
2 Humans do it better? Exploring the Benedetta Ca?nforz.a, Grenoble Ecole d.e
e . e 2 Management; Marie-charlotte Guetlein,
5] ™ existence of an artificiality bias in . .
m — . . Grenoble Ecole de Management; Robert Mai,
© domains where performance is a . -
. Grenoble Ecole de Management; Moritz Loock,
fundamental product attribute . .
University of St.Gallen
/9? Hege Landsvik, Norwegian School of
S Economics; Siv Skard, Norwegian School of
= - Beyond the Sustainability-Liability Economics; Lars Jacob Pedersen, Norwegian
g 4 Effect: Real Consumer Choices Favor School of Economics; Sveinung Jgrgensen,
5 Sustainable Products Norwegian School of Economics; Hallgeir
=5 = Sjastad, Norwegian School of Economics & SNF
§ g ‘E" (Center for Applied Research at NHH)
o — s o N _
D5 29 In Group.Heroes and Out Grogp Eric Klebeck, University of Mannheim; Sabine
™ 2 3. F=) o Antagonists? The Role of Social S .
m 22 = ™ . . . Kuester, University of Mannheim; Aleksandar
o c o ) © oL Identity and Ideology in Sustainable DN )
= =™ . Bleci¢, University of Mannheim
89 g Consumer Behavior
32 - - —
[ 3] % ) Only time will tell: Impact of temporal Arpita Pandey, I,lM Bgngalore, !ndla, .Arplt Shah,
9 > = o ) - ; IIM Bangalore; Shailendra Jain, University of
T = = o framing on sustainable behavior .
@ O Washington
% Elena Bocchi, Bayes Business School (formerly
3 o) -, . Cass), City University of London; Irene Scopelliti
E ® Set Composition Induces Qverbuying City, University of London; Zachary Estes, Cass
(]
[}

Business School, City University of London
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The Influence of the crowd sensation
on the postponement of a visit to a

=
E 5 ™~ . ) . e Maali BENHISSI, EDC Paris Business School;
S = o store during sales periods in retailing: Aurely Lao, IAE LILLE
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BUCHAREST TRANSPORTATION

Bus and tram lines:

131, 301, 331 — Station name: A.S.E.

79, 86,131,133, 168, 226, 301, 331, 361, 368, 381, 783 — Station name: Piata Romana (Romana Square) - from the station you have
to walk a few minutes to get to the conference venue (The Bucharest University of Economic Studies)

How to buy a bus/tram ticket: You can pay with any contactless card directly in the bus/tram scanner (not all of them have a card
scanner!).

You can also send an SMS to (0040) 7458 with: ,C" for a 90-minute trip (0.62 EUR + TVA) OR ,AB" for a 24-hours trip (1,5 EUR + TVA)
Transport cards can also be bought from Ticket Points

The price is 3 RON for a 90-minute trip + 3,7 RON for the card

Subway:

Station name: Piata Romana (Romana Square)

How to buy a subway ticket:

You can pay contactless at the scanner

You can buy from the ticket machine a 2-way or 10-way card

B?It Uber @ Google Maps

App Store Google Play Store

[5] ae I-..'!:,'. A
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SOCIAL EVENTS

Alongside the conference, EMAC 2024 provides additional activities for participants to discover Bucharest. These social events
extend throughout the conference period. When you register for a social event you will receive a confirmation email. Before the
event you will receive an informative email with more details and the meeting point where a volunteer will wait for you.

The experiences offered are:

Introduction Tour - Pedestrian tour in the heart of the city - Victory Avenue and the Old Town. We'll start the adventure at the
ASE (The Bucharest University of Economic Studies) and dive into the vibrant energy of the city's central hub. Get ready for an
exhilarating exploration

Food & Beer Tour - Join us on a tour where we uncover the hidden gems of the city. We'll explore the lesser-known corners of
the city, indulge in traditional dishes, and savour craft beer. Along the way, we'll also discover beloved local street food spots. The
package includes local beer and a taste of authentic Romanian cuisine. Get ready for a culinary adventure that's off the beaten
path!

Wine & Records - A visit to the Museum of Records in Bucharest - home to the world's largest collection of corkscrews, followed
by a delightful social gathering over a glass of wine. Experience an extraordinary blend of history, culture, and indulgence in the
heart of the city!

Alternative Street Art Tour - A pedestrian tour with a special focus on the urban art of murals and graffiti in the city. Immerse
yourself in the vibrant world of street art as we explore the colourful and captivating masterpieces that adorn the city’s walls. From
thought-provoking murals to awe-inspiring graffiti, you'll gain a deeper appreciation for the artistic expression that thrives on the
streets. Join us on a journey where every corner unveils a new canvas of creativity, and discover the hidden stories and cultural
significance behind these striking urban artworks.

Beer Tour - You'll embark on a journey that includes three stops at craft beer venues, where you'll uncover the story of Romanian
beer and the city's tales from one stop to the next. The tour includes three craft beers and a delightful local snack. Get ready for a
unique adventure that blends culture, friendship, and the vibrant world of craft beer!

Hidden Bucharest & Wine Tasting - We uncover a hidden, less touristy side of the city that preserves the ambiance of the
19th century - the Belle Epoque neighbourhoods and charming local quarters. Along the way, we'll make stops at two venues to
savour Romanian wines. The tour includes four local wines and delightful Romanian cheese. Join us for a journey through time and
flavour!

Palace of Parliament Tour - Have a chance to see the Palace of Parliament, often referred to as ,The People's House,. The
building stands as a symbol of Communist megalomania fused with Neoclassical architecture. Second in size only to the Pentagon,
this colossal administrative building, begun in 1984 and still incomplete, spans a staggering 330,000 square metres and boasts
over 3,000 rooms. Views on this structure vary from a testament to Romanian builders’ skill to an architectural monstrosity. Yet, it
undeniably holds a prominent place in Bucharest's skyline. With three Guinness World Records to its name, it reigns as the world's
largest and costliest civic administration building, stretching 270 metres in length, 245 metres in width, and rising 86 metres in
height.
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