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An Unintended Consequence of Free Sample Promotion in a Multichannel Retail Environment

sRAMSOetm HAIDHE), SN (M2En as)

Abstract
We study the effects of free sample promotion in the evolving retail environment. The notable
growth of e-commerce has enabled online retailers to sell products at a large discount compared
to manufacturer-owned direct channels. Using the difference-in-differences approach in
combination with propensity score matching, we show that free samples increase consumer
purchase intention. Surprisingly, we also show that customers spend less while using direct
channels and attribute the phenomenon to free riding consumers who take advantage of free
samples and purchase promoted products through online retailers. Free riding consumers, despite
being a crucial part of brand and channel management in the changing retail environment, has
received little attention by academics. We offer suggestions on how brands may identify
consumers who are less likely to move and target them appropriately. Lastly, we consult the
literature to discuss the underlying mechanisms; free sample promotion may encourage
consumers to reevaluate the benefits of purchasing through online retailers or lower the search

cost of comparing offers across channels.

Keywords: free sample, free riding, consumer migration, direct channels, online retailers




Effect of TechTubers’ Unboxing Videos on buying behavior through the lens of Vicarious

Touch and Dual Coding Theory

Hossain Md Imran(& g gt BFALDEE), Md Mahiuddin Sabbir(University of Barishal Z&1l<r),

O
JYEGEEUSD 24)

Abstract
Unboxing videos on YouTube platforms have gained widespread attention and viewership.
However, a lot remains inconclusive regarding the effect of Unboxing videos on the purchase
behavior of Generation Z consumers. This study addresses this gap by integrating the Vicarious
Touch and the Dual Coding Theory in the context of Unboxing videos and Smartphone purchase
behavior of Generation Z. Data collected from 349 respondents were analyzed using structural
equation modeling (SEM). Findings reveal that vicarious touch and verbal description have a
statistically significant positive impact on Generation Z's purchase intention of Smartphone.
Moreover, purchase intention positively impacts Generation Z's actual purchase behavior of
Smartphone. However, the visual images did not significantly influence purchase intention. The
study’s findings highlight the significance of product touch and sensory cues in generating
purchase intention for technology products. Finally, this study reckons content sponsorship

opportunities for marketers in unboxing video reviews on the YouTube platform.

Implicit Prosocial Bragging

O|X|2(n2frhetm HtAp), Mtz (najrfsta m<)

Abstract
People brag about their good deeds to appear altruistic to other people. However, prosocial
braggarts face braggart's dilemma; they might be perceived as a braggart as a consequence of
their bragging, yet remaining silent, they will receive no credit for doing prosocial act. Given the
difficulty of bragging about one’s abstract trait (i.e., altruism), this research proposes that implicit
prosocial bragging, which we define as a subtle and nonverbal way of advertising one's good
deeds, could alleviate the braggart's concerns/dilemma. In particular, by investigating both the
bragging message sender and the receiver's perception toward implicit prosocial bragging, the
authors demonstrate that compared to other commonly employed prosocial bragging tactics (i.e.,
direct and verbal), implicit bragging can effectively deliver the sender’s true altruism. In addition,
the authors argue that recognition of prosocial cue in implicit prosocial bragging is crucial and
that higher recognizability of prosocial cue will lead to positive impression as long as one's
prosocial bragging is conveyed in an indirect and nonverbal way. These findings provide
guidelines for prosocial braggarts in terms of successful impression management and implications

for various stakeholders who take part in prosocial activities.




The Effect of Ideal Avatar on Brand Experience in XR Platform

HEQRIYE EnS)

Abstract

Brand strategies must investigate the potential of new technology trends, such as the XR platform,
to create a more personalized and engaging customer experience. This study presents an
overview of the theoretical and practical knowledge surrounding the application of the XR
platform in marketing, focusing on creating personalized customer experiences and creative
brand strategies. It investigates the influence of avatar representation on brand experiences within
the virtual brand space in XR. Specifically, this study aims to verify whether avatars, embodying
different brand concepts, elicit different brand experiences among users. Furthermore, this study
explores the relationship between user identification with avatars and their actual brand purchase
intentions. It aims to provide valuable insights into the effectiveness of avatars in shaping brand
experience in XR by analyzing these factors. The research results are obtained from XR analysis
use cases by different virtual brand space and their personalization strategies and virtual try-on
features.

JEEELoa 14

2 = AZUAME 202 AMAZE Mz22 2842 &8 2E0] 485t A= olZet
SO 2HO|EHHAE 280t 7|Y0l nZntel HAE JHMsty| et BuH HES
TEL7| 25t0] AAEE MEots A Y22 ot} o mat = A= 2Ho[E HMA
SN 2HAS] HElY AfgdS FREStE TR Q25 MASHAX otty a2, H2|H
2R AHXS SSTOietel 2ty BAE 2F22 M50 HElH AfRHS OiE
eto[EHM ALl =2 2050 2HXS| & OO Cigh F#x=Hol Qubds HTHEINX}
SHCf

2tol2 HMAz 0|88 FHOo| A= F 295 o ITF AH|AE ez XERE
sdstel Fagt 97 Zits o 2o AW, AHXs XZ4E SHE, 24HA9,
a2E57, =2 delH 270 el dgde ORXLL =W, s a2xds W=
2H|R] SSTON0 YES OiX|= A2 LIEHRC 2 g7s 2i0l2 HHA 2HFE0A
2HRRO] H2|H SOl s BP0 2t0l2 HHA AMEshs 7”0l ARt oA
UEe HAE gdgstn ol HI|H 2fHES =2 5 A=K oS #RE= Ao
AAFE S NSttt




The effects of prior knowledge, online Hallyu cultural experiences, country image on Korean

cultural content tourism intention: Based on the TRA model

DENG HAO(Z7|CHet . HhALNHY), dE@ 7|0 n =)

Abstract
The purpose of this study is to confirm how Chinese Korean cultural tourism intention after the
end of COVID-19, especially the online Hallyu culture experiences, affects attracting international
tourists. Based on the the Theory of Reasoned Action that has been widely used in social science
research in the past, this study add three elements: prior knowledge, online Hallyu culture
experience, and country image, which aim to investigate the intention to cultural tourism in
Korea for university students and teachers in China, and the relationship between the
determinants. From March 1, 2023 to April 1, 2023, a total of questionnaires were collected using
an online survey method for students and faculty members at Anshan Normal University in
Liaoning Province, China. As a result of this study, online Hallyu culture experience (K-pop,
movies, and dramas) were found to have a significant positive (+) effect on the country image,
and the country image was found to have a significant positive (+) effect on the intention to
taking cultural content tourism in Korea. Prior knowledge has a significant positive (+) effect on
attitudes toward taking cultural content tourism in Korea, and also has a significant positive (+)
effect on the intention have a cultural content tourism in Korea. In addition, attitudes toward
taking cultural content tourism in Korea, subjective norms for taking cultural content tourism in
Korea, The results of this study can provide useful strategic directions for companies engaged in
the Korean Wave cultural content industry , what's more South Korea's cultural content creation
can also be further enriched by incorporating elements that highlight the advantages of studying

in South Korea.

Direct and Indirect Cross-channel Effects of Advertising: The Role of Indirect Effect through
Electronic Word-of-Mouth

A 2(MeTistn SALY), S S (M 2tfsta B

1]

Abstract
This research investigates the direct and indirect effects of ads and sales promotions on sales
through electronic word-of-mouth (eWOM) in a multichannel environment. We propose a multi-
equation model to measure the direct effect of online ads, TV ads, sales promotions, and eWOM
on online and offline sales. We also construct a separate model to account for the effects of
marketing tools on eWOM. We reveal both own-channel advertising (e.g., online ads influencing
sales in online stores) and cross-channel advertising (e.g., online ads influencing sales in offline
stores) effects, showing that magnitudes vary across channels. We also find that TV ads have a
substantial indirect effect on sales through eWOM, and overlooking this may result in the
underestimation of ad effectiveness, leading to suboptimal marketing decisions. Our results

indicate that online ads have a larger impact on sales and higher return on investment than TV

-8-




ads. We further reveal negative interactions between online and TV ads, also determining that
sales promotions affect sales, but not eWOM. We discuss the managerial implications of these
results, focusing on the importance of adopting a holistic understanding of the effectiveness of

ads and sales promotions for developing optimal marketing tactics.
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An Unintended Consequence of Free Sample Promotion in a Multichannel Retail Environment

ABIH(A S TH R BALDLY), 87| STt @4

Abstract
Purpose. This study investigates how consumers’ tendency to maximize choice outcomes
influences their intentions for green products. It specifically proposes an interactive effect of
consumption target (self-consumption vs. gift giving) and maximization tendency (maximizer vs.
satisfier) on purchase intentions for eco-friendly products. This study aims to determine whether
consumers with a high (vs. low) maximization tendency exhibit a higher intention to purchase
green products when the products are presented as gifts rather than for personal use.
Design/Methodology/Approach. Participants (N = 224; 120 in Study 1, 104 in Study 2) were
recruited from an online panel via Prolific Academic. Studies consisted of one manipulated factor
(consumption target: self-consumption vs. gift giving) and one measured factor (maximization
tendency: continuous). Hayes' (2017) PROCESS macro for Models 1 and 8 were used with 5,000
bootstrapped samples with consumption target as an independent variable, maximization
tendency as a moderator, purchase intention for green product as a dependent variable, and
warm signaling effectiveness as a mediator.
Findings. Two studies show that maximization tendency and consumption target have an
interactive effect on purchase intention for green products. Specifically, maximizers show higher
purchase intentions for green products when purchasing a gift rather than purchasing for
themselves. This is because maximizers believe that green products are effective in signaling
warmth. The expected results were confirmed, as the significant interaction effect between
maximization tendency and consumption target on purchase intention was mediated by
effectiveness of warm signaling.
Practical Implications. To effectively market eco-friendly products, marketers should carefully
design gift-related services like gift wrapping and customized options to ensure consumers
perceive them as suitable presents. Additionally, eco-friendly gifts should be designed in a way
to convey the warm sentiment of the gift-giver.
Originality/Value. To the best of knowledge, the current research is the first study ever to

empirically examine consumers’ maximizing tendency in terms of green consumption.

Keywords. maximizer vs. satisfier, green consumption, warm signaling, consumption target
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Abstract

This research examines the efficiency of the currently used energy efficiency indices in terms of

efficiency in communicating the absolute and the relative information about the energy

consumptions and savings. A good index should be able to communicate the meaning of the

absolute score and also the relative changes or differences in the scores. The results of three

empirical studies show that the energy efficiency indices that are currently used are vulnerable

to 1) ignorance of the differential rate of change, (2) ignorance of the asymmetric impact of the

ratio change, and (3) biases in the average ratio estimation.
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Seeking Novelty or Authenticity: Effects of experience order on evaluations of experiential

goods

| T(

Abstract

This research investigates the influence of chronological or reverse chronological experience order

on consumer enjoyment. We posit that the experience order effect is moderated by the similarity

between the original and the sequel. Therefore, the current research examines the experience

order effect mediated by sequel similarity in the influence of consumer enjoyment. The results of

two empirical studies showed that the evaluation of the similar series is more favorable when

consumers experience them in reverse chronological order than in chronological order. However,

the evaluation of the dissimilar series is more favorable when consumers experience them in

chronological order than in reverse chronological order.
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