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+° 1-1. Special session: New technology and consumer behavior (14:00~15:15)
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The Impact of Third—Party Mobile Payments | (NYU Stern Business School)
on Customer Mobile Purchase Behavior LEF(KAIST)
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Understanding children via Artificial Intelligence:| 0]
Does it change parents’ educational 2
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Mobile Payments Revolution: The Impact of Third-Party Mobile Payments
on Customer Mobile Purchase Behavior

ST (KASIST AHChsH BEANLH, jlyood@kaist.ac.kr)
Yuxin Chen(NYU Stern Business School nl<)
HAZ(KAIST ZHOyst w=)

(]

The advent of the digitized economy has changed the payment landscape. Incorporating
new body-mapping technologies such as fingerprint scanning, third-party mobile
payments (e.g., Google pay, WeChat pay, and Kakao pay) are gathering a strong
customer base. These newly emerging mobile payment services, from the users'
standpoint, bring about a substantial shift in their transaction experience as they require
fewer tasks to be completed in comparison to the incumbent payment options such as
credit card. Drawing from the transaction cost theory and the literature on consumer
psychology, therefore, this paper delineates and empirically analyzes the behavioral
consequences of the third-party mobile payments under the setting where the
customers purchase books in offline stores using their mobile phones. The results
confirm that the adoption of a third-party mobile payment significantly increases
consumer spending, consumption variety, and bestseller consumption, but decreases
concentration on personal favorites. Also, supplementary analyses reveal that there exists
heterogeneity in the treatment effects and that these effects are not driven by the
customers simply migrating from other channels. We discuss the implications for
consumers and suppliers of the third-party mobile payments.



Conversations with a Chatbot: Are you ready to open up your pocket?

We examine how Al (Artificial Intelligence) chatbot influences consumers’ spending in an
e-commerce shopping environment. We propose that consumers spend more in a
chatbot-enabled channel than in a non-chatbot channel, as the perceived level of
responsibility for the purchase is lowered when a chabot creates the presence of
another agent during the purchasing process. Using the difference-in-differences
framework in a field experiment context, we test our proposition by comparing
consumers’ spending on a channel with a chatbot to that without a chatbot, while
holding fixed the systematic changes over time and across different product categories.
We find that consumers spend more when they are coupled with a chatbot than when
they are not. Robustness checks for other spending measures and estimation methods
corroborate the main findings. We further explore the mechanism behind this effect (i.e,
lowered felt responsibility for the purchase) by employing several moderators that can
change the level of felt responsibility. Our results support the suggested mechanism
that the increased amount of spending in the chatbot channel (vs. non-chatbot channel)
is driven by the lowered level of perceived responsibility for the purchase due to the
presence of another agent (chatbot) during the purchase. We also rule out possible
alternative explanations and show that the positive effect of chatbot on consumers’
spending is not driven by a heightened need for impulsive purchases nor conspicuous
consumption.



Understanding children via Artificial Intelligence: Does it change parents’
educational investments?

O| & (KAIST ZYCst YtArnA, 1s0706@kaist.ac.kr)
Bojetn 2RSS 1)

21017|(KAIST Zhst m<)

This study empirically investigates how parents change their investments in children’s
education when parent-child information frictions disappear. In collaboration with an
education company that introduces Al (Artificial Intelligence)-powered learning device, we
conduct a field experiment by providing parents a weekly progress report on their
children's learning as well as on their relative performance compared to their peers. We
find that on average, parents have upward-biased beliefs on their children’s ability and
a significant adjustment of parental investment follows upon information provision. This
turns out to be consistent with prospect theory (Kahneman and Tversky 1979) that the
increase in children's educational investment is greater for parents informed that their
children are worse than peers (i.e., loss aversion) and such changes are stronger among
parents whose children are slightly better or worse than peers (i.e., diminishing
sensitivity). Interestingly, we also find that the investment change by parents with a
younger child is greater than that by parents with an older child. This can be
explained by a more substantial disparity (uncertainty, information frictions) between the
parents’ expectation and the actual child's academic ability (e.g., Edelbrock et al. 1986).
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I Do Browse, I Don’t Search: Easy Payment Users Buy by Browsing, Not
Searching

NOoteH A 2tCHskm) AL, introspect06@naver.com)
HEfRH(E oSt m=)

Easy payment is an important issue these days. It provides secure, convenient and fast
way of purchasing products. Fourteen companies compete in Korea's easy payment
market. Despite the fact that both companies and consumers have high interest in easy
payment, there is a lack of previous research about the shopping behavior of
consumers using easy payment. Rather, researchers have continued to focus on the
consumer adoption topic. In this study, the author empirically analyzes the data from a
Korea online retailer through the logit model and the econometric model, and figures
out how easy payment, mobile device, promotion, and time affect shopping task type in
terms of browsing and searching. As a result, consumers paying with easy payment
make more purchases through mobile and browsing. The author proposes that firm and
marketing managers, who want consumers buy more with easy payment, need to make
their online shops easily browsable and emphasis on shopping convenience on mobile.



Social Norm and Consumer Demand: Multiple Constraint Model Approach

bt
0x

A(Dz{Cfatm MALAHY, sungjeechoi@korea.ac.kr)
Az (st W)

The goal of the study is to understand the role of social norms in consumers’ purchase
decisions where demand is revealed in the form of multiple-discreteness. It is a reality
rather than an assumption that human beings are influenced by social norm. Individuals
have discomfort as they walk away from the norms of the society. From consumer’s
utility maximization point of view, these pressure enters decision making process as
cost. Conjoint study was used having financial budget and psychological burden as
constraints as while allowing for heterogeneity. The posterior distributions of model
parameters were estimated via Hierarchical Bayesian framework. It is found that
incorporating social norms into the utility model allows for disentangling ‘not preferred’
and ‘not able to buy'".
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Salience of Forgone Option and Subsequent Goal Consistent Behavior

HO|F(ng{stw HEAFIRE, mijinkwon@korea.ac.kr)

= doH(n{tst w=)

The goal literature has immensely explored how the initial goal pursuit affects the
subsequent goal pursuit. Past research has focused on what aspects of one's initial goal
pursuit affect whether one continues to pursue the same goal (“goal consistency”) or
stops it and indulge in oneself (“goal inconsistency”). However, relatively, little attention
has been paid to possibilities that decision contexts in which initial goal pursuit is being
made will systematically have an impact on subsequent goal pursuit. Considering that
the type of goal tasks has not been seriously taken in previous studies, the current
research suggests that the type of initial tasks to attain a goal will have an impact on
the degree to which one shows consistency in pursuing the same goal in subsequent
tasks. Comparing various types of initial tasks across three experiments, we find that
increased salience of a tradeoff between a goal and a temptation in initial tasks will
reduce the effects of a goal on goal consistency in subsequent tasks due to the
salience of an unfulfilled goal. Compared to a scenario task (study 1) or an intention
rating task (study 2), the choice task in which participants choose between a healthy
option and an unhealthy option as an initial task decreases the likelihood of choosing a
healthy option in a subsequent task for those who pursue a health goal. Manipulating
the presence of a tempting option in a choice set, furthermore, study 3 reveals that a
choice task reduces the subsequent choice of a healthy option only if the initial choice
of a healthy option involves forgoing an unhealthy option for those who pursue a
health goal.
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When and How Do a Brand Endorser’s
Benefits Get Transferred to a Brand?
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When and How Do a Brand Endorser’'s Benefits Get Transferred to a
Brand?

Mo|Lp(n2{istn AW, phdmina@korea.ac.kr

Eisingerich, Andreas B.(Emperial College of London, Professor

~— —

Zhou Zhmin(Shenzhen University, Professor

SYSMYYSD RS

We study the role of brand endorsers and explore their impact over and beyond fit
with a brand and the credibility of the endorsement. We conducted three experiments
with consumers across different continents and show that for an unknown brand the
enticing, empowering, and inspiring benefits of an endorser get transferred to the
endorsed brand. However, the findings show that brands already known by consumers
do not benefit from endorsers high in enticing and empowering benefits. Instead,
brands that are known by consumers but lack in inspiring benefits have much to gain
by investing in brand endorsements by celebrities that are seen by consumers as high
in inspiring benefits. We explore the role of elevation as a process explanation for the
findings and note avenues for future research.
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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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“Art Won't Let You Down” - The Effect of Fluency in Art Consumption on
Status Inference -

ELAMSO1E D MALDFE, ryusooyon@snu.ac.kr)
Sang-hoon Kim(A2LCH&tm =)

The current study investigates when and how art becomes a form of conspicuous
consumption. It is hypothesized that when a consumer consumes fine art of low fluency,
others will infer refined taste and high financial status of the person. Such is
hypothesized based on 'culturally shared taste' (Reber, 2012), indicating that members of
the same social class share certain taste and understand what is expected of them.
Consumption of fine art of low fluency will imply proficiency in aesthetic
comprehension, thereby implying taste levels and respective status. In addition, this
effect is expected to be attenuated when the observer's expertise is high and the
consumed art is of low fluency. Results from study 1 (N = 140) confirmed the proposed
hypotheses and study 2 (N = 72) ruled out two alternative explanations, including
perceived creativity and artwork familiarity.
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Humanlike underdogs: The moderating role of service type and
consumption context on brand attitude

Aol Bt Zetn @)
27| ST D ZES D 1)
OMZIN STt H=GHTME 78, eternalsil1@gmail.com)

This research was conducted in order to examine the effect of brand status (underdog
vs. top-dog) and service type (personal service vs. self-service) on consumers’ brand
attitudes depending on consumption context (public vs. private). We proposed and
found that people consider underdog brands to have more anthropomorphic features
than top-dog brands, leading them to treat underdogs as humanlike agents. Four of the
studies demonstrated our assumption that people show more favourable brand attitudes
toward personal service than self-service for underdog brands, whereas people do not
show more favourable attitudes toward self-service for top-dog brands in public
consumption condition. We demonstrated that discomfort mediates the moderating
effect of brand status on service types. Furthermore, in private consumption condition,
people show more favourable attitudes toward self-service than personal service for
underdog brands, however, people do not show more favourable attitudes toward
self-service for top-dog brands. These findings can provide insight to marketers
regarding service types and ways of brand positioning, both of which are critical in
influencing customers’ context-dependent brand attitudes.

Keywords: underdog, top-dog, anthropomorphism, discomfort, brand attitude, self-service
technology
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How Does Sweetness Play Sweetly in Persuasion?

ototl(Et=Cist i BHAFIPH, ahreem@dankook.ac.kr)

S AE=Cietn 1)

Three experiments explored how sweetness affect individuals’ attitudes. The results
indicated that sweetness led to positive responses to target advertisement and the
advertised product, both when the sweetness was actually experienced (Experiment 1)
and sweetness experience was imagined (Experiments 2-3). In Experiment 1, participants
who directly experienced sweet taste evaluated a mineral water advertisement more
positively than those who did not. Experiment 2 showed that imaginations about
sweetness generated favorable attitudes toward the same targets as in Experiment 1.
Results of Experiment 3 using advertisements of various categories of product were
similar to those of the previous two experiments, where both direct experience and
mental imagination of sweetness were advantageous to form favorable attitudes.
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Case Study.

FAFDESE, ring7114@naver.com)
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+°® 3-3. Special session: High—tech Marketing Group (18:00~19:15)
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