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How does ESG drive financial performance? The dual mediating

roles of firm reputation and job satisfaction

AT (MS0L), Helok==ag et ), (I Ziistu)

Abstract

Research on environmental, social, and governance (ESG) has transitioned from questioning
whether ESG pays off to when and why ESG pays off. This study aims to delve into the question
of ‘'why' or the underlying mechanisms of the ESG-financial performance relationship. As potential
mediators, we identify two types of intangible resources and capabilities — firm reputation and
job satisfaction — that are formed by external stakeholders and internal stakeholder, respectively.
We tested the hypothesized effects of both external and internal meditators using novel data of
326 South Korean firms. Our findings indicate that ESG does not have a direct effect on financial
performance. However, ESG does have a positive effect through mediating roles of firm reputation,
job satisfaction, or both in the ESG-performance relationship. This discovery allows researchers
and practitioners to better understand the outcomes of ESG in indirectly enhancing financial

performance through promoting firm reputation and job satisfaction.

Keywords: ESG; firm reputation; job satisfaction; financial performance
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The Impact of Supercenters on Consumer Waste

84 S (M-2CHE ), Suvrat Dhanorkar, Lina Wang(Hl A Hj| L| O} 2= 2/ CH &} 1)

Abstract

Problem definition: To generate more sales, retailers are incentivized to open large stores.
However, large store formats can carry negative environmental externalities. Entry of
large stores in a community may stimulate mass consumption through its impact on
consumer behaviors and local competition. In this study, we examine the local impact
on the amount of consumer waste generated following an expansion of retail
supercenters. Methodology: We leverage the staggered conversion of Walmart stores to
Walmart supercenters and adopt a difference-in-differences approach to investigate the
impact of supercenters on consumer waste. Results: Our difference-in-differences
estimates suggest that supercenter expansion leads to a roughly 3.5% - 4.5% increase
in consumer waste in the affected counties. Finally, we also show how local characteristics
(e.g., convenience stores, wealth, political inclination) moderate the relationship.
Managerial implications: For policymakers, our results highlight a silver lining: the
negative environmental effect of supercenters can be mitigated through Circular
Economy (i.e., CE) channels that promote the exchange and reuse of used goods.
Specifically, we show how online and offline CE channels can mitigate the supercenter
effect.

Keywords: Supercenter expansion, consumer waste, Walmart, circular economy,

difference-in-difference



I.

72| Al
tot=

3

—

—

2 #ojzet
£ TEO| w

b=3| X|72f 7|

C
—

st

Abstract
X7 2tziet 2 ME MX[FLH 7| =H3)

Hal g

e
[=]

T

AH|XFO| 7

Ko H Wil @ K ol g LI WFT o oml W@ oo N o
o|_mo9_._|§oo_.H.__A|.__._u_._|_._.__.Jﬂ ﬁl_._._ﬂm.o_ao+o+o_e+oo
s _ — - 3 W " 12
o oo oy S TR B By
o_lmmWHo_oA_o@umﬂo_aﬁ%E_E  m: RO W JF — 00 0
= N © T % T gooOo o TF T % W o Kio =
ol T oop g ™ = = o X g Bl oF - bl
ol R o g oL I P sz oD
T REIRTdendEr mELA P g um
.___l.rﬂ%a_..r_ﬁ..._r_a.r.u AEE_E,doﬂlmﬂ
o K 1ol <K 0 U ouo = =N g < &
Poa M zrN% ﬁwr_meIﬂWﬁ %.@.moéa%éuﬂ
0 R0 ¥ wm .- RO = o n o 0 o v KUK N
=UH T =Tyl — = RN
Er L BIF i NmesauE FENEEIol
oL_A_ow_WOTJE__M:_oH_/EE_.__x T < M_um_orA_mMmM
R LT A T B R A
ofl Ko W 0 T _ N ®0 H F oF of T 5o r
Ol g _ & _— . o1 Ko g & 3 = g 0 = oy
W o g m_ et Ty =g oo Foly
H.AE._ml..Al._lALIO_._A 11 T W_._n_x_.ol_._._ou_.mu
N 2 XX R K 2 .|nL_._o .__._tA_ = miRe)
op oL O R X ol o o & A os ] Koo ©
|m_“_A_|m_..__u_E_\/)EMEmME._m_AMm.._W_ M_.(Ewonmum g
N E o Mg ot s R Y g Ao
H_,_n_ﬂwn.nmﬂn%_/moﬂé_ﬂo W =" =R
—_ [e) ~ 1 — T B ] 2 . —_
§m|.ﬂﬂla9§@_zo:._r_m J.HJ,Ag_uro.r.Me._
7l oo Koo O =~ & wny B0 = BN Mmoo Y & O
" m J TS o Ty RS
m In_AIOMh_..IHm/ O._J..ﬂ_An__/._O W_n_l._o_vwlo__._._m
= o +o@\m_miumﬂ_l_:w_u w%xuaﬂlAc_exu
PayocHrE RO G O o L Wx_a.roW
NME = w T B g W =) ool R U H 0
f < 2 B1 2l S DR =Tk O
—Y ol K ol ol mj yy B T- OF m * W% 3 =
n o ._nu..M_u.Eu_._._ ~ A.__”__._._._._hlrn_
T pHE AT m A AN g g
2o W RO =B T ox Mg 7 R
S UM B R4 o 2R T IgT MRS
o _ o= "oy o X0 7w VTR B
2 X % © ol ol K & © &
~ 0l X =0 BT Bomro=~ = B OO . oms KUK o
NS B = % 3 =K Pl _ K M & 8 K = R’
NS RIITWT gl E R o 2% p _ Kr
Bk N TN T my ¥ Ss o
e aWl T g El s N Ty Ty
o ol < ® Ko R ® S of I — ~ LLEA_._I
= = LHOJ:O&: oF — HI.IL:._O._lm_”_ ] ||_I|__|
ol o — — =2 XK < .+o§$=_=_|g__§mﬂ o
of & X o g o T R e = S o _
oo Mg PR AR T e TRy Swon
ol U Ar T o w T W WaTﬂ_Hr_AT._,moI%o_
BN Wz WU ol A A TN M (B E Tz oT /K

4, EtAFE(Climate Change, Physical

k=1
—_

gt
Risk, Transition Risk, Eco-friendly, Carbon Neutrality)

-

AP =R I AIAFEO| CHsl =oALt
_?_

Keywords: 7|



WE ol=7t &H|XF FOH o|=0f OjX]= F

=

A A

ol

Klo
mjn

iof

Abstract

[}
= =

W=ol ™=

MAATO| =M AH[R}

ojn

AS
o o

& 0]
O 1

T0f el=of F

= X1 o=

of et

A
a1

o
—

ML=
(XS

<r
od

X|7| W=oltt. otx|T AH|XHS2

Hi

IH

ofl

OF

ol

ULF.

A
T

o|of w2k HabE

2| A}

L=
[

=

Angs LIt 8l =lAF Q=) AH[Rpe| At

ERe)
= —

4

nju
~
0
1[0
70
Ho
=
B
T
ol
=
IH
ot
3
~
il
- Ol
—I— —t
ol X
=
o M
H S
- of
S
ol N
up o
T ol
EI
o1 o
& Q0
G+
B X
=)
M —
10 0
N <l
R
=
% F
4

O 70 = 0t7F LO{LEX] QUL

relel 30 ol

[

MA|2 Bt

o Fof 2l=of S O]
e 20|M HlFAreh 2t

i

50

Of7h = k7t 2ESHR|

b

B0 ol

2ol

O
|_

Atet 2t

el o el=0f SeS NHKAE
ULCH e 30M= 2HRS

ol

AH
A

| 2 Q1A OjKlE YL =

|Ab o] =7} K3

=]

3|AF O|ET7F Rt

Z20

—
ojx| 1

A 0|
o

<ar
30

oju

chelol Chefd, =t

frars
=

=& A

APE]
S|
Hi, M2 d5 87 70i 2=

23

i

Keywords:

&

[=]
s



Session 3 [H&7|E

z]. EIX[2OoHI”

(0]
(€]

[ZHE] otetz (Bd= ')

g A} T E A LA
o|x|d, ZAust OTTAH|A 71U & (Freemium vs. Paymium)0j [} 2 SAA
(BxIcH) PremiumA{H|A22| HMZto|L0f O|X|= B (M Mch)
Khurelchuluun Ht7| A
= o
Yanjinlkham, Z Image First? or Caption First?
ZHAFREI[
:|l.|_l?__(:nlg_g|:“) (oo%u H)
Effects of App Familiarity and Authority on App Image Fit
Hed, a%s du | ion: The Moderating Eff f A oLz
an sage Intention: The Moderatin ects o
B3 9 9 PP @uh)
Features and Types
-'rlEMHI BUE SYI RETSAE 2ol A
Heg, uee HAS o al 3} zo|zizo b S| = = CX
n 1] n ) XEGgA=
(=4 425 I H7H J-I' x |_0:|E2|' 7I'—||_|:|E—| E-&J-I'E S (5.-_|"E||'EH)
Mo
olen i
14, :hathh' Digital video marketing influences on TikTok in the tourism Y S
Quynh An . . . *LI_
(=M industry in Vietnam = CH)
Hiaet, 28, = o] =] AZF AHlAdn o| X o X o o =AlO I°'|%7°=|
= o3k Y= o8l
AR R E) Ol AHMH AT HAdato] OjX|= B HE RIS SHRE )
F sgstetizl 31



OTTAMH|A 717 (Freemium vs. Paymium)0| [I}E PremiumA]
HIAZO| Meto| o O|X|= FE

O|XI’E, HUsHEXIC =)

Abstract
OTTMH|A MSAH7E PremiumAH| A0 ALES B7HAI7] O|YE =Cietste{= AO|Ch EHA
o2 FE MESl= Freemium HA2 MH|A O|8X7t 7|2 ZHXO RFE22 g = UK
o =7t 7150[Lt Premium ZHZXE FOIY £+ UYes MEAZ FECL XZ0E= Freemiumdf
Premiuma 8 & Paymiuma AMESH7| A|ZFRUCE O HHAI2 Freemiumdt 2| 7|2 Z2HXE
HIotHH =28 X|28H0F 5t O L2 7|sE O|&3I8H =7t 232 WA PremiumA
HAaz gagolEg = ALt J2{H O HAO| premiumAHIAZS| HMetof| 7HE 2atE S
2 ZTANZ| =78

et o 2= Zh4at EE ALO|of ¥A A 7L UX|ITH Niemand, Mai, & Kraus(2015)2| A0
MEXM Freemium WEHO|AM= O EAZI 2AztEICHE ZAH7F LISICE & FreemiumO| A 714 0|
=00 sfA HtEA| EEO0| ECtn QAKX %2 = UCH Lt M3 AP0 Freemiumdt

PaymiumZA10l A MH|A O]8XF7F Premium AH[AQ| FOfO|=0f CHet HFXQl HW A7t
Ot~ ELO| O|ROIX|X| QiCt & FEY |2 7[& MHIAE Ze F JHX] 7HYYAM S HlLSHY
OoffH HA0] O|&Xt PremiumAH|AZ0| HStolAO| OffH Feks © DIX[=X|0f Chst A7+
Zsict, matd 2 AN ALzZ| MEHE S8 Freemium, Paymium ZHAIOA] OTTAH|A
O[&Xt7} PremiumAHI AR Mot o8 HAESIHNM O] 2HE EStAF SO

Keywords: OTTA{H|2A, ZFABEAl Freemium, Paymium, Premium, ™2to| =



Image First? or Caption First?

HZ(E2Sst)

Khurelchuluun Yanjinlkham,

Abstract
O] AMEAtS| EfEO OX|&=

o= SNS &T 2o|ot2

=
[

Of sNsof & Hot7|7} /KLt =M, O[O|X|

LtEFEH 2i|O[OF%

of Olojx|E

AbCH
O -

N = LIERRL.

OlX|=

Iz At AR, 7882 Ef

s Sl

o
[

!

L

o
o)

oy 74

=
=
o)Xl Zoz sholgict ol

NS &% S10|A
AA ®MZ 12

S

A
=

1_.I.

o
o7 2atel

Mg Aol 222 A

=0 E(+)

tOH R4 RHS

Io|
—

=
—

oM Cl&~Z20] BIE,

o
-
A

SNS 20| o}

=
[

SNS

ﬂ_
#o

L

A

H

1

A

3ol &

ojgjX|et H&E &

2H ME

2 L2320 7|1t

7t
=

=1t
Taohe = ne{slor

e

i

EH
=0

SFLCY.

S

Keywords:



Effects of App Familiarity and Authority on App Image Fit and
Usage Intention: The Moderating Effects of App Features and

Types
o g, YR (HFH )
Abstract

Application (app hereafter) icons reflect brand image and serve as form of visual expression for
brands and enterprises for fast and effective publicity. Using app icon features as an entry point,
app familiarity and authority as independent variables, and app image fit as a mediating variable,
this study verifies their impact on apps’ continued usage intention based on survey data from
293 Korean and Chinese consumers. The moderating role of the differences in app features and
types in the relationship between app familiarity, authority, and image fit is also explored.
Empirical results reveal the following: 1) App familiarity and app icon with a strong sense of
authority help increase app image fit. 2) App image fit positively affects intention to use. 3) App
image fit mediates the relationship between app familiarity, authority, and intention to use, all of
which have partial mediation effects. 4) App features and types exert a positive moderating effect
on the relationship between app authority and app image fit. Companies should design apps to
maximize the accuracy of their brand concepts, convey their respective values, and maintain their
brands’ inherent symbolic image. The findings can help companies design app icons accurately
and thereby increase users' willingness to use apps consistently. This study also provides a

theoretical basis for the development of digital marketing for brands.

Keywords: APP Authority, APP Image Fit, APP Usage Intention, APP Features, APP Types
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Digital video marketing influences on TikTok in the tourism

industry in Vietnam
0|20, Pham Thi Quynh Anh(&A{CH3tm)

Abstract

This study delves into the impact of ESG (Environmental, Social, and Governance) activities on
social identification within an organizational context. Specifically, it explores whether the
integration of ESG activities within an organization has a positive influence on employee-company
identification. The primary objectives of this research are to investigate how ESG practices affect
social identification, and it does so by examining the mediating factors of organizational trust,

perceived environmental performance (PEP), and employee participation.

Keywords: ESG, Social identification, credibility, employee participation, PEP
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When does repulsion effect occur: The emotion ‘disgust’ kills the

target option and outshines the competing option
HY

rot
[0

HF=
; 10

Y

(22{Cf=ti)

Abstract

Various researchers have emphasized the significance of understanding the repulsion effect and
tried to identify its consistent underlying causes. Despite the ongoing effort, this phenomenon
remains an active area of

investigation. This study proposes that the repulsion effect occurs when the negative emotional
aspect, specifically disgust, projected by the decoy option is transferred to the target option,
would increase the attractiveness of the competing option. Interestingly, this mechanism was
replicated in all five studies conducted within this paper. Study 1 and Study 2 provides strong
evidence that when the decoy option elicits disgust, individuals tend to choose the competing
option over the target option, and this outcome cannot be solely explained by mere
contamination effect. Furthermore, Study 3 manipulated the level of disgust to further examine
this proposition, finding consistent results. Study 4 and Study 5 explored more realistic scenarios
and considered individual differences by measuring disgust sensitivity and introducing a no-
choice option for economic contexts. As predicted, both studies confirmed the occurrence of
the repulsion effect in

realistic situations and indicated that individuals with a higher sensitivity to disgust were more
likely to choose the competing option compared to those with lower sensitivity. To conclude our
research indicates that the repulsion effect could be seen as a robust phenomenon when disgust

is demonstrated.

Keywords: repulsion effect, contamination effect, disgust, disgusting sensitivity, personal

difference, judgement and decision making
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The effect of ESG on social identification
0|20|, Akmal Khasanov(& ALl St i)

Abstract

This study delves into the impact of ESG (Environmental, Social, and Governance) activities on
social identification within an organizational context. Specifically, it explores whether the
integration of ESG activities within an organization has a positive influence on employee-company
identification. The primary objectives of this research are to investigate how ESG practices affect
social identification, and it does so by examining the mediating factors of organizational trust,

perceived environmental performance (PEP), and employee participation.

Keywords: ESG, Social identification, credibility, employee participation, PEP

Consumer’s Mixed Responses to Corporate’s ESG activities,

focusing on Social Responsibility

Abstract

This study aims to examine whether consumers' responses to corporate’s ESG activities focusing
on social responsibility would vary depending on the level of perceived sincerity of their activities
and whether such variations would be further moderated by the level of consumer involvement.
To achieve this goal, this study tests a three-way interaction effect of SR, sincerity, and involvement
on consumer attitudes, such as company reputation and product brand loyalty. With a sample of
225 Korean consumers, results reveal that consumers tend to develop favorable attitudes when
they believe ESG activities focusing on social responsibility to be genuine, but antagonistic
attitudes otherwise. Furthermore, the interaction effects are stronger when consumers are more

involved with ESG activities focusing on social responsibility. This research shows that firms should

A SYetEtzl 47



efforts. The discussion will focus on both the theoretical contributions and the practical

not prioritize the amount of their contributions to society, but rather the authenticity of such
Keywords: ESG, Social Responsibility, Sincerity, Involvement, Company Reputation, Product Brand

implications.
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The Effects of Geographical and Perceptual Similarities of

Neighboring Stores on Offline Cafe Stores

e, A MBet)

Abstract

This study aims to explore factors that influence customers' interest, as measured by online review
activity, in brick-and-mortar stores, which has been relatively underexplored in the literature. While
previous studies have primarily focused on the predictive role of online reviews on sales, the
factors enabling or hindering customers' attention in this context remain poorly researched.

In addition to examining the brand effect and the geographic effect (trading area), this study
investigates the impact of geographic similarity (geographic distance from a reference store) and
perceptual similarity (brand similarity of the reference store) on customer interest in competing
stores. Furthermore, the study presents a methodology for identifying trading areas based on
geographic features and measuring brand similarity based on machine learning based algorithm
doc2vec.

The findings of this study reveal that review volumes of stores in a trading area grow together,
indicating a complementary relationship. Brand similarity positively moderates the relationship
between the most reviewed store and neighboring stores' review generation. Additionally, the
size, density, and brand dispersion of a trading area influence neighboring stores' review
generation. Overall, this study highlights the importance of these factors in understanding

customer attention and complementarity within trading areas.

Keywords: trading area, online review, word of mouth (WoM), geographic effect, brand similarity
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The structural causal relationships between self-congruity, brand
attachment, brand love, brand commitment and brand

engagement: The moderating effect of brand image

ofl O+, Z|=EH(TH=rhet)

Abstract

We tested the causal relationships between self-congruity, brand attachment, brand love, brand
commitment, and brand engagement as the luxury purchasing craze continues as it emerges as
a big player in the luxury market. In addition, Brand image confirmed the moderating effect in
self-congruity and brand attachment; self-congruity, and brand love path. A in-person interview
survey was conducted on consumers who have purchased in the environment of department
stores, airport duty-free shops, or overseas duty-free shops, and 307 copies were finally analyzed.
In empirical analysis, the validity and reliability of the data were confirmed using SPSS 27.0 and
AMOS 26.0 statistical packages, and hypotheses were verified using Structural Equation Modeling
(SEM).

The results of the research are as follows. First, self-congruity had a positive effect on brand
attachment and brand love. Second, it can be seen that brand attachment had a positive effect
on brand love and brand commitment, but did not affect brand engagement. Third, it can be
seen that brand love and brand commitment have a positive effect on brand engagement. Finally,
self-congruity affects both brand attachment and brand love, but brand image was found to have
a greater influence on their path, confirming the moderating effect of the brand image.

Therefore, marketers will have to provide the information they want to target customers through
their image matching, arouse curiosity about the brand, and induce the need for the brand. In
addition, products should form strong bonds with consumers or form more enthusiastic
attachments to encourage consumers to build valuable relationships with brands and continue

to maintain their desires.

Keywords: Self-congruity, Brand attachment, Brand love, Brand commitment, Brand engagement,
Brand image



HEHE & dapl BEME EfEof O/X|= I

)
o
OH
I
B

Ragchaa Bazarradii, Gwi-Gwon Kim(

Abstract

Mobile applications have revolutionized the way consumers engage with brands, making the
study of their impact an intriguing area of research. This research aims to investigate the intricate
relationship between mobile apps and brands, focusing on the effects of transactional and non-
transactional branded apps on brand risk, brand involvement, and brand trust. Additionally, this
study delves into how brand risk, brand involvement, and brand trust collectively influence brand
attitude. Furthermore, it introduces the moderating variables of functional and emotional aspects
of the customer experience when using these branded mobile apps.

Introduction

The proliferation of mobile apps has provided a novel channel for brands to interact with their
customers. In this digital age, branded mobile apps have become an integral part of brand-
customer relationships. As such, it is imperative to comprehend the dynamics of this relationship
and its implications for brand perception.

Literature Review

Branded Mobile Apps and Brand Perception Branded mobile apps can be categorized into two
primary types: transactional and non-transactional. Transactional apps facilitate brand-related
transactions, such as purchases or bookings, whereas non-transactional apps offer information,
entertainment, or other non-transactional services.

Brand Risk, Brand Trust, and Brand Involvement

Brand risk encompasses potential threats to a brand's reputation and image. This study
investigates how branded mobile apps may influence brand risk and either mitigate or exacerbate
potential risks in the digital sphere. Brand involvement quantifies the depth of a consumer's
connection with a brand, while brand trust is pivotal for fostering customer loyalty.

Anticipated Contributions

This research seeks to make contributions to both academic and practical domains. Academically,
it aims to enrich the comprehension of mobile apps' influence on brand perception and attitudes.
By examining the interplay of brand risk, brand involvement, and brand trust, it endeavors to
provide insights into the collective impact of these constructs on brand attitude.

From a practical standpoint, the study will offer guidance to brands on how to optimize mobile
apps to enhance their image, nurture trust, and cultivate customer loyalty. Additionally, by
considering the moderating role of functional and emotional aspects, this research intends to
offer a comprehensive perspective on customer experiences with mobile apps.

Conclusion



This research is motivated by the growing significance of mobile apps in brand-customer
interactions. By scrutinizing the effects of transactional and non-transactional branded mobile
apps on brand risk, brand involvement, and brand trust, and assessing how these constructs
jointly shape brand attitude, this study aims to shed light on this evolving relationship. Moreover,
the inclusion of functional and emotional elements as moderation variables adds nuance to our
understanding of the customer experience. Ultimately, this research aspires to provide insightful

recommendations for brands seeking to leverage mobile apps in their branding strategies.

Keywords: Brand risk, Brand involvement, Brand trust, Brand attitude, Product features
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Mindreading the Brand’s Mental State

oHM g, HYEMEet)

Abstract

Mindreading is an essential cognitive process in our social lives for predicting, reasoning, and
describing others’ mental states. Consumers are exposed to many brand communication
strategies that try to communicate the brand’s mind, which demands cognitive effort from the
consumers. The current research investigates what will stimulate consumers’ propensities to
undergo mindreading the brand’s mind that they are exposed to. Drawing on prior studies
demonstrating that engaging in interpersonal synchronized movement can elicit greater
tendencies to attribute the mental state of the synchronized partner, the current study provides
evidence that when consumers mentally anthropomorphize a brand and imagine engaging in
interpersonal synchronized movement with a brand, this can elicit similar prosocial cognitive
consequences to those of interaction between people. Further, the current study shows that when
consumers attribute the brand’s mental state, this subsequently increases consumers’ willingness
to search for information about the brand. Finally, the study examines the consequences of
consumers imagining interpersonal synchronized movement with a brand in a private setting or
in a group setting, finding that imagining the interaction in a group setting hampers consumers’

propensities to mindread the cooperated brand’s mind.

Keywords brand philosophy, mindreading, interpersonal synchronized movement, imagined

contact, mental simulation:
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The effect of Social media Influencers on Purchase intention: the
mediating role of brand image and moderating role of
influencer-brand, brand-individual and influencer-individual

congruence

Zaya Altankhuyag, 4= (240 w)

Abstract

In today's saturated promotional environment, to combat this advertising overload, marketers
have embraced various strategies, one of which involves leveraging celebrity endorsements in
their campaigns. A celebrity endorser is typically recognized by the general public or the specific
target audience of a brand (Avery & R

osen, 2005; Thomson, 2006), a definition that has evolved to include not just traditional celebrities
but also social media influencers in contemporary times. Numerous researchers have endeavored
to establish effective models for selecting suitable celebrity endorsers, with the widely recognized
Source Credibility Model being a prominent example (Hovland et al, 1953; Ohanian, 1991).
Furthermore, a key concept in endorser literature is that of congruence, which suggests that
individuals favor elements that do not contradict each other cognitively. Within the scope of
endorser literature, it has been identified that there exists a congruence

not only between the brand and the endorser but also between the endorser and the consumers.
However, this concept remains relatively underexplored within the context of social networks. The
purposes of our study lie in developing a model that identifies the main characteristics of an
social media influencer that lead users to purchase intention (based on Source Credibility Model);
testing the develop model and influence purchase intention through brand image and consumer
attitude towards the brand in the context of social media; testing the moderation effect of
influencer-brand congruence, brand-individual congruence and influencer-individual congruence

between attitudes towards the brand and purchase intention.

Keywords: Social media influencers, brand image, consumer attitude toward the brand,

influencer-brand congruence, purchase intention
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Effects of Portion Number and Marital Status on Decision-

Making Dependence when Using Food Delivery Applications

wogRZE D), Yyl e st

Abstract

Delivery applications represent more than just substitutes for phone calls when ordering food.
Unlike phone calls, delivery applications not only facilitate orders and payments, but also assist
users in narrowing down the multiple options to a final choice. This research focused on the
extent to which users rely on delivery applications to make food-ordering decisions and examined
how two factors—portion number and marital status—affect this dependence. Empirical results
sup-ported our prediction that (i) single-portion users depend more heavily on delivery
applications than multiple-portion users, as the latter have no meal companions to consult; and
(i) unmarried (vs. married) users exhibited an even greater dependence on delivery applications
in a sin-gle-portion-meal context due to a weaker sense of responsibility for and agency over
meal prep-aration. These findings illustrate how delivery applications can contribute to the

expansion of de-livery service markets by influencing food-ordering decision-making behavior.

Keywords: decision-making dependence; food-ordering decision; usage behavior about delivery

applications; outsourcing meal preparation; intermediary
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A Study of Bandwagon Effect on Second-hand Luxury Brand

Ida Ayu Iswari Pidada, Gwi-Gon, Kim(= &2 23 1tCHstm)

Abstract

There has been a lot of research related to customer behavior. Second-hand is one of the trend
fashion that can maintain fashion sustainability, especially in order to save the environment. The
recent phenomenon of selling second-hand luxury brand bags at an unreasonable price, in which
the gap price with the original price sold are quite far. They sell bundle bag systems, that consist
of various second-hand luxury brands, whose authenticity is not known. This trend is massive
happening in Indonesia and other Asia Countries. The actual arrangement of prices in the market
further supports the idea that, in addition to this propensity to respond to relative rather than
absolute price changes, consumers also exhibit increased price sensitivity at critical points, where
a small price increase would cause a sizable decline in sales. Consuming luxury goods entails
investing in a good that is valuable to the consumer as well as their peer group. Consumers' low
level of trust in the sale of second-hand luxury items is one of them, another one is the second-
hand goods' perceived quality risk. As the society begins to see the possession of quality goods
as a way to increase self-esteem when other consumers own quality products. Luxury brand is
one of the famous and familiar topics that has been search related to bandwagon effect. However,
there has not found research related to second-hand luxury brands purchase intention, whose
authenticity is not yet known in point of view customer behavior and also there has not found
research conducted using Praise-seeking as the variable in the marketing field study, most of
those are available on psychological study research. This research tries to study of both sides by
(@) the motivations that drive second-hand luxury brands product intentions among consumers
by focusing on praise-seeking involve as the moderating effect and (b) to examine risk effect as
moderating of bandwagon on purchase intention considering the product sold are authenticity
is not known.The research methodology is using Structural Equation Modeling (SEM) with AMOS
will be used to evaluate the study model and analyze the data. The respondent of this research
is Indonesian society (workers and university students), whose samples were taken at random

with number 200 respondents.

Keywords: Second-hand Luxury Brands Product, Self Esteem, Need for Uniqueness, Perceived

credibility, Price Sensitivity, Praise-seeking, Bandwagon effect, Purchase Intention, Perceived risk
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Al is not careful: Approach to the stock market and preference

for Al advisor
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Abstract

Financial institutions actively seek to leverage the capabilities of artificial intelligence (Al) across
diverse operations in the field. Especially, the adoption of Al advisors has a significant impact on
trading and investing in the stock market. The purpose of this paper is to test whether Al advisors
are less preferred compared to human advisors for investing, and whether this algorithm aversion
diminishes for trading. Two hypotheses regarding the direct and indirect relationships between
variables are tested in four experiments that collect data from Prolific Academic.

The results of the four experiments reveal that, for investing, consumers are less likely to use Al
advisors in comparison to human advisors. However, this reluctance to rely on Al advisors
decreases for trading. The authors identify the importance of careful decision-making for
investing and trading as the psychological mechanism. Specifically, the greater emphasis on
careful decision-making in investing, as compared to trading, leads to consumers’ tendency to
avoid Al advisors.

This research is the first to investigate whether algorithm aversion varies based on whether one’s
approach to the stock market is investing or trading. Furthermore, it contributes to the literature
on carefulness by exploring the interaction between a stock market approach and the lay belief

that algorithms lack the capability to deliberate carefully.

Keywords: Artificial intelligence, Algorithm aversion, Algorithm appreciation, Carefulness, Effort

heuristic, Investing, Trading, Stock market
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The Effect of User Satisfaction and Emotional Attachment on

ChatGPT User's Stickiness: Focusing on Socio-Technical Approach
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Abstract
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Low-Cost Airline Social Media Campaigns: Analyzing Their
Influence on Perceived Value, Customer Satisfaction, and

Behavioral Intentions

el (M 2D 7| S0t @), 2ot LTS H e D)

Abstract

In their marketing strategy, companies see social media as an important marketing channel to
communicate with consumers and increase actual sales revenue. With the change in the
marketing form of companies, the aviation industry has also begun to focus on SNS marketing.
The domestic airline industry is fiercely competing not only with large airlines (full-service carriers)
but also with low-cost carriers, and uses SNS to provide various information such as airline
services, attractive images of destinations, and various events and promotions. It influences
customers' intentions to act.

This study aims to provide practical implications for marketing strategies for airlines to secure
competitiveness by using SNS in a fiercely competitive environment due to the continuous

increase of low-cost airlines in Korea.

Keywords: Low-cost airline, social media marketing, cognitive value, customer satisfaction,

intention to act
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Trends and Future Research of Photograph Study in Tourism

Marketing: A Bibliometric Analysis

Ni Made Dhian Rani Yulianti, Gwi-Gon Kim(Z &3 2 & 1CHst )

Abstract

Over the past few decades, the relevance of photograph has been observed in numerous studies
in marketing field, particularly in advertising. Photograph as a tool also gained attention in
tourism and hospitality research. Photos are known to be able to explain intangible tourism
products at the pre- and post-visit stages and many studies have attempted to reveal the
effectiveness of photos for tourism marketing purposes. Despite the important role of photos in
tourism marketing, to the best of the author's knowledge, yet, there is still a lack of research that
provides detailed development regarding the study of photograph in the field of tourism
marketing. The aim of this essay is to provide a bibliometric overview of photograph studies’
trend over its history (1995-2023) and at the same time to answer its research questions: (1) What
is the trend in the development of photograph research in the field of tourism marketing from
year to year?; (2) What research area that commonly study about photograph and related to
tourism marketing?; (3) What is the most main research theme related to photograph in tourism
marketing research? A systematic bibliometric analysis can serve these issues by providing a
holistic view of the publication trend and its trajectory in terms of various themes, including
citations and publication metrics. Using PRISMA (Preferred Reporting Items for Systematic Review
and Meta-analysis) and Bibliometric techniques, this present research analyzes metadata sourced
from Web of Science database to reveal the most productive countries, universities, journals,
authors, and cited papers in photograph research in tourism. Total 326 articles have been used
after article screening process. Finally, VOSviewer software was used to visualize the mapping
based on co-citation, bibliographic coupling (BC), and co-occurrence (CC). The results of
VOSviewer showed special issues (keywords) groups divided into three clusters to identify
common themes. The three main themes are tourism marketing strategy, destination image
building strategy, and photograph analysis method. A significant objective of this paper is to
reveal the trends, gaps, and future research directions which use photograph as a primary or

partial topic in tourism marketing research.

Keywords: bibliometric; photograph; tourism marketing
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