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«® 1-1. Special session: New technology and consumer behavior (14:00~15:15)

Iy Z817] w2 (KAIST) DA UXIE X Y B306
=2 HMd 5 % 7 x
SIHRAKAIST)*
Mobile Payments Revolution: Yuxin Chen
The Impact of Third—Party Mobile Payments | (NYU Stern Business School)
on Customer Mobile Purchase Behavior LHE(KAIST)
Z2I7|(KAIST)
OHIZ(KAIST)*
Conversations with a Chatbot: LRIT|(KAIST))
Are you ready to open up your pocket? e (D2{thet)
dAlzHE3st)
Understanding children via Artificial Intelligence:| 0[&(KAIST)*
Does it change parents’ educational 2 (Tqcietm)
investments? A2I7|(KAIST)
«® 1-2. Analytics (14:00~15:15)
P X3 E w2 (Fotietu) DA CXIF X 3B B308
=2 HMd 5 % 7 X

| Do Browse, | Don't Search:
Easy Payment Users Buy by Browsing,
Not Searching

Social Norm and Consumer Demand: Z|MX|(qchstm)*
Multiple Constraint Model Approach ZxHEH o2y St)
Al A7, AlH| 8150 FRl= L0171 Astol| BKT)*
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«°® 1-3. Special session: PILIX}F XL (14:00~15:15)
Iy BHMY (A0S m) BA: HOXIF Xt ZYH B307

Creating engagement contents X8 O|AHHCHRISRE*

o® 1-4, 2H|XIYTF (14:00~15:15)

IFY F3Y W (ZMU%) o UUXITX Y B301
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o® 2-1. 2H|X} BT (15:30~16:45)

Py 32 ul2=(UNIST) DA BXIE X Y B306
= = M = 4 75 X
Salience of Forgone Option and Subsequent | #0|Zl(z2qcstm)*
Goal Consistent Behavior SMoKme{chstm)
QIZXI50 I AH[XL EfEO] OjXl= g 87 |2 M2 Thet)
QISXlso MM MEI FHO| it AH|XLC Zol2|(MS st
Ngg seles 0| MEI(MELHEtm)
FZs|(=Moystu)*
712 ZIOoIM SAR Eo! Fatof et A &(ZMyStw)
BIEH(ZAMIHStD)
o® 2-2 BME (15:30~16:45)
Y & ula-(d240ietnl) DA CXIE X 3B B308
=2 M =
CSR &= EH7J| HHE XIALS 0750 olz(machstm)*
7|4 Matoll ojxls EE: ME2 MH[ALQ| Xt0] 8 EH(e{thst)

Mo|LH o qcistm)*
Eisingerich, Andreas B.
When and How Do a Brand Endorser' s (Emperial College of London)

Benefits Get Transferred to a Brand? Zhou Zhmin

(Shenzhen University)
[EgS R PRPAN lim))
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«® 2-3. Special session: Entertainment special (15:30~16:45)

P BOE W) BA: MRS B B307
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«® 3—1.ICAMA Korea chapter session: Consumer behavior (18:00~19:15)

X% Lee, Chaeho(UNIST) TA: CILXIE X BB B306
= 28 = 4 5 I

Soo-yon Ryu

(Seoul National University)*
Sang—hoon Kim

(Seoul National University)

“Art Won't Let You Down”
— The Effect of Fluency in Art Consumption
on Status Inference -

Yaeri Kim(Sejong University)
Humanlike underdogs: The moderating role | Kiwan Park
of service type and consumption context (Seoul National University)
on brand attitude Seojin Stacey Lee
(Seoul National University)*

Ah-reem Ahn

How Does Sweetness Play Sweetly in (Dankook University)*
Persuasion? Dongwon Min

(Dankook University)
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o® 3—2. OB (18:00~19:15)
I T uF(FELeI|snet) Ba: PLXIF X 39 B308

=2 5 =2 ot B At
Mzs|(M2hstm)*

Sajol AT} F|QA IOl ABBIAOl iR G| 0|9 AY(ICHET)
ZME( et Em)

O -\ - H = il
ofujolE BESY HufL9| 12f YA |CH )
ZFal(SMIcH =)

+°® 3-3. Special session: High—tech Marketing Group (18:00~19:15)
Iy ZAME SAP(BCC) T WO XIE A B B307
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5G AltHe| OHA|E EHst

EE AZXJ}ECH: 22H BE MY Z2ME {IS YRBYELL)
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Korean Marketing Association



